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Introduction
This report presents a study of the environmentally friendly practices of consumers. Its purpose is to demonstrate whether companies should retain or convert to eco-friendly practices. Eco-friendly products are defined as being “designed to do the least possible damage to the environment.” (Cambridge Dictionary, n.d.) I chose this topic because I believe there is an opportunity for organisations to go green if the majority of consumers care about their environmental impact. It has been said that advertisers recognise the benefits of adding “eco-labels” to products. (Environmentblog, 2016) As a result of a growing awareness about global warming and the negative impacts that products and organisations can have on the environment. It is said that “Consumers—particularly Millennials—increasingly say they want brands that embrace purpose and sustainability.” (White, Hardisty, & Habib, 2019) 
The data collection that I used for this study was an online survey. Participants varied in age, location and gender which creating variation. This will allow the ability to see whether different demographics have diverse answers. Cross tabulation was the analysis approach that I took. Cross tabulations “are used to examine relationships within data that may not be readily apparent” and its “useful for studying market research or survey responses.” (Aprameya, 2016) It is important to be able to compare certain aspects of the collected data.
[bookmark: _Toc38899973]Procedure
The method of data collection used for this study was quantitative data. Quantitative data is defined as “gathering numerical data and generalizing it across groups of people or to explain a particular phenomenon.” (USC, 2020) Quantitative data is useful for comparisons between groups or categories. Quantitative data is generally used to answer a question. To answer my question on the environmental practices of consumers I used a survey to collect the quantitative data. I started with my survey design through google forms. I created twelve questions beginning with a few questions asking about general information such as, age and gender. Most of the questions I made were close ended which provides options for the respondents to select. Close ended “questions can be answered with “Yes” or “No,” or they have a limited set of possible answers (such as: A, B, C, or All of the Above).” (Farell, 2016) That specific type of question makes collecting quantitative data easier. The questions were carefully worded to avoid influencing the respondents answer. Once I completed the survey, I sent it through social media to my contacts. After I received a sufficient number of results, I inserted them into SPSS. SPSS stands for “Statistical Package for the Social Sciences” and is “software for editing and analyzing all sorts of data.” (SPSS, 2020) I made sure that each question that was not numeric was given a numeric value. For example “the categories of the variable “gender” may be coded as female=1, male=2” (Statistics Solutions, n.d.) The software enabled me to create organised visual representations of the data because “the results of quantitative analysis are most commonly reported in the form of statistical tables or graphs.” (Statistics Solutions, n.d.) The visual data included charts such as bar charts and pie charts as well as tables such as frequency tables. From there I studied the charts and answered some of my questions on consumers environmentally friendly practices. 
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Data Presentation and Findings
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As shown in the graph above 75 percent of consumers would prefer not to purchase an item if they found out it was not eco-friendly. Although depending on the product they might still be inclined to purchase it. This shows that companies would lose 8.33 percent of consumers to competitors, 4.17 percent of consumers would stop buying their product and they could potentially loose 75 percent of their customers. This could influence companies to change their product to be environmentally friendly. 
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	The image above shows that each age group equally states yes and no to having a carbon footprint. This allows companies with large carbon footprints to feel justified in retaining or diminishing it. This data will not influence any companies to change their processes since there is not enough evidence pointing towards one side.
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This pie chart shows that the majority of consumers attempt to purchase or actually do purchase items with ecofriendly packaging. Only 8.33 percent of the respondents don’t base their purchasing decisions on packaging. This can encourage companies to switch to environmentally friendly packaging depending on the price difference. For example, businesses such as coffee shops could benefit from having a zero-waste policy.
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Although the age representation is not accurate the majority of consumer agree to paying more for ecofriendly products. This goes against the stereotype of certain age groups caring more about the environment. It also shows that people will pay more to get a product that is ecofriendly. It can cost more to switch to environmentally friendly product. Although, it could balance out since companies can retain customers even if they switch to a higher price. This proves that certain consumers believe that helping the environment is worth the extra cost. A low amount chose that they strongly agree over agree meaning there may be a limit to how much more the product costs.
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	These frequency tables show that the majority of respondents recycle paper, carboard, plastic and glass. It also demonstrates that it is less common to recycle metal, electronic devices and clothing. This opens up opportunities to help people recycle items that are less common to recycle. It’s important that people know what they can recycle and that all those items can easily be recycled. 
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	This bar chart shows that 20.83 percent of respondents bring reusable products and 66.67 percent of respondents sometimes bring reusable products. This leaves a low percentage of 12.50 percent of respondents that never bring reusable products. The data proves that there is a large market for reusable products such as cloth bags, cups and straws. Certain companies like starbucks have done well selling reusable products that can be used for their drinks. Since people are willing to use reusable items there is an opportunity for companies to offer deals promoting using reusable items. It also leaves opportunities to charge more like grocery stores charging for plastic bags. 
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	This bar chart shows that over half of the respondents will purchase from local vendors when its available and 29.17 percent will purchase from local vendors. This leaves only 16.67 percent who do not prefer buying from local vendors. This gives companies such as grocery stores opportunites to advertise if they purchase items from local vendors. This also gives local vendors the opperhand comapred to companies that aren’t local.
[bookmark: _Toc38899975]Conclusion
In conclusion I have found that the majority of the respondents have similar mindsets. The creation and exporting of the survey went well. In the future I would attempt to make the questions less influencing. It is said that “if it’s socially acceptable (recycling, reading to kids, or caring for your family), respondents are much more likely to endorse and exaggerate. In additional to socially desirable, a number of studies show people will conform to group norms[pdf] both offline and online.” (Sauro, 2016) Since my survey included the environment some of my questions may have made respondents want to choose something other than the truth. A positivity is that the survey was anonymous which helps respondents not feel pressured to make a false statement. One negative aspect was the level of equality within the respondents regarding age, gender and nationality. I found that there was immensely more female than male people who had taken the survey. I also found a large and uneven range of countries and age. In the future I would either pick people from one country or have an equal number of respondents from each one. I would also ensure that there was a more even number of ages. One of the other aspects I would change about the survey is the options that the respondents can select. I found that some of my options were vague or overlapped another answer. For example, I used “strongly agree” and “agree” when I should have just used “agree”.  As well as options such has “sometimes” which gave me a vague knowledge of how they felt. If I didn’t add those options, the survey would be easier to examine with less uncertainty. On the other hand, the survey did answer my questions on the environmentally friendly practices of the consumers.
Word count: 1394 
References
Aprameya, A. (2016, January 21). Data Science. Retrieved from https://humansofdata.atlan.com/2016/01/cross-tabulation-how-why/
Cambridge Dictionary. (n.d.). Retrieved from https://dictionary.cambridge.org/dictionary/english/eco-friendly
Environmentblog. (2016, July 25). Eco-friendlly Definition and meaning.
Farell, S. (2016, May 22). Nielsen Norman Group. Retrieved from Browse All Topics & Authors: https://www.nngroup.com/articles/open-ended-questions/
Sauro, J. (2016, September 27). Measuring U. Retrieved from https://measuringu.com/survey-biases/
SPSS. (2020). SPSS TUTORIALS. Retrieved from https://www.spss-tutorials.com/spss-what-is-it/
Statistics Solutions. (n.d.). Advancement through Clarity. Retrieved from https://www.statisticssolutions.com/quantitative-research-approach/
USC. (2020, April 1). Organizing Your Social Sciences Research Paper. Retrieved from Research Guides: https://libguides.usc.edu/writingguide/quantitative
White, K., Hardisty, D. J., & Habib, R. (2019, August). The Elusive Green Consumer. Retrieved from Harvard Business Review Home.


2

image3.PNG
Would_you_continue_to_purchase_a_product_if_its_not_ecofriendly
E

Percent

Yes No Would rather but might

Iwould switch to an
not

environmentally friendly
competitor

Would_you_continue_to_purchase_a_product_if_its_not_ecofriendly





image4.PNG
What_is_your_age *
Do_you_purchase_items_that_have_a_large_carbon_footpri
nt Crosstabulation

Count
Do_you_purchase_tems_that_
have_a_large_carbon_fostprint

Yes o Total

What_is_your_age _Uner18 0 1 1

18:24 10 10 20
2534 1 0 1
3544 1 1 2

Total 12 12 24





image5.PNG
Do_you_purchase_items_based_on_ecofriendly_packaging
Eves
Eno
Wity to





image6.PNG
What_|

Count

1_would_pay_more_if_scofriendly_products_costed_more

_your_age * |_would_pay_more_i
Crosstabulation

_ecofriendly_products_costed_more

stronaly stronaly
agree Agree Disagrs Agree Total
What_is_your_age _Uner18 0 0 1 0 1
1824 1 1 4 1 20
2534 0 1 0 0 1
3544 0 2 0 0 2
Total 1 " 5 1 2





image7.PNG
Electronic_devices

Cumutative
Frequency  Percent  ValidPercent _Percent
Valid _Yes 9 s 375 375
No 15 e 625 1000
Total 2 1000 1000
Glass
Cumutative
Frequency  Percent  ValidPercent _Percent
Valid _Yes w750 750 750
No 6 260 20 1000
Total 2 1000 1000
Clothing
Cumutative
Frequency  Percent  ValidPercent _Percent
Valid _Yes [T 0.0 0.0
No FER T 500 1000
Total 2 1000 1000





image8.PNG
Frequency Table

Paper_and_cardboard

Cumulative
Frequency Percent  ValidPercent  Percent
Valid__Yes 24 1000 100.0 100.0
Plastic
Cumulative
Frequency Percent  ValidPercent  Percent
Valid Yes 2 833 833 833
No 4 167 167 1000
Total 24 1000 1000
Metal
Cumulative
Frequency Percent  ValidPercent  Percent
Valid Yes 8 333 333 333
No 16 66.7 66.7 1000
Total 24 1000 1000





image9.PNG
Percent

&

W

2

How_often_do_you_bring_reusable_products_when_purchasing_items

Always Sometimes Never

How_often_do_you_bring_reusable_products_when_purchasing_items





image10.PNG
Percent

&

0

W

El

2

0

Do_you_prefer_buying_produce_from_local_vendors

Yes

No When it's available

Do_you_prefer_buying_produce_from_local_vendors





image1.png




image2.png




