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Abstract 

Aim 

Sustainability has become an important factor to consider while buying goods and services. 

People are being more conscious toward environmental impacts of products and services. This 

attitude has motivated many businesses to develop their production in contact with 

sustainability. The aim of this paper is to investigate different consumer behaviors toward 

sustainability in general and in relation to vehicles in Norway and Sweden.  

Approach 

The project has been embarked by dividing it into two tasks. 

1. Analyzing past, present and future development, growth and importance of sustainability 

concept. Describe the role of Government authorities in Norway and Sweden to promote 

sustainable consumption. 

2. Investigating important factors of consumer behaviors which influence their buying 

decision toward sustainable products in general and in relation to sustainable vehicles. 

Highlight the role of vehicle manufacturing companies to promote sustainable consumption. 

Method 

A research has been conducted in order to explore consumer behavior toward sustainability in 

Norway and Sweden. Research is based on Document study and primary research which 

include questionnaire survey with consumers and interviews with vehicle dealers. In addition 

an expert inquiry is conducted to light up consumer intensions in Norway and Sweden toward 

sustainability. 

Results 

The result of investigation has been revealed in shape of analyses and conclusion at the end.  

A comparison has been made between primary research and secondary research and findings 

are overlapping. Sustainable vehicles are being more popular among consumers in Norway 

and Sweden. Consumption trends are changing over time and environmental friendly attitudes 

are more developing among Swedish consumers as compared to Norwegian. 
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Chapter 1 Introduction 

1.1. Research Background 

The thesis has been written as a part of degree project course in International Business 

Marketing. The course was based on self managed learning and students were assigned to 

write a research paper on individual research topics. The project is constituted to the main part 

of the course which is mandatory in order to obtain degree from Dalarna University Sweden. 

Our purpose to choose this project was increasing demand for sustainability in each sector of 

business in all around the world. For last more than twenty years it has been realized that the 

existing model of development is unsustainable. Our living style is increasing burden on this 

planet. Every year 90 million people are being added to overall population of the world. More 

than one billion people are living with almost one dollar per day. From all these assumptions 

it is so easy to understand that we are not living like people lived in past where there was less 

population and activities were on small scale. This is today where sustainability comes. We 

need to make sustainability as a part of our life whether we are sitting in home or working at 

workplace. Our consumption patterns are needed to develop in favor of sustainability. Twenty 

first century has introduced many opportunities and challenges. For many vehicle businesses 

it is important to know different consumer behaviors in order to develop their production and 

maintain growth for future. 

1.2. Research Purpose 

Production and consumption are two sides of sustainability concept. United Nation 

Environmental Program has defined sustainable consumption as use of goods and services 

which responds to basic needs and brings better quality of life while minimizing the use of 

natural recourse as well as emission of waste over the life-cycle without compromising the 

ability of future generations to meet their needs. Sustainable consumption indicates the 

consumer to think about the impacts of certain goods and services on environment before they 

buy these goods and services. In most of the developed countries people generally know how 

they can keep their surroundings more hygienic and environmental friendly but there is still 

need to research more about different consumer behaviors in order to interact them with 

sustainability. We will conduct research about Swedish and Norwegian consumer behavior 

and their perception about sustainability. For that we chose sustainable cars as our research 



8 

 

product. The purpose of this paper is to enlighten the consumer behavior toward sustainability 

in Norway and Sweden. 

1.3. Research Content 

We have divided this project into 4 major parts which are synchronized in 8 chapters in order 

to maintain the structure of this report. First part of the project states general introduction and 

methodology of the research. Later on in second part it examines some available studies about 

sustainability which include variety of articles, journals, books and newspapers etc. The 

studies are characterized by describing importance of sustainability, sustainable development, 

consumers‟ behavior, sustainable vehicles, and consumer behavior toward sustainability in 

Norway and Sweden which also include different surveys about consumer behavior toward 

sustainable vehicles. Third part shows the results from primary research which is conducted 

on consumer behavior toward sustainable cars within Norway and Sweden. This part is 

further divided into three steps which include questionnaire, interview and an expert inquiry. 

In fourth and final part, results are compared and analyzed in order to build valuable 

conclusion. References and appendix details are shown at the end of this report. 
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Chapter 2 Methodology 

In order to conduct this research we have decided to use diverse methods of research which 

will make this research more valid and reliable. We have chosen multiple ways of 

investigation in order to overcome disadvantages of certain methods. Both qualitative and 

quantitative methods have been used to obtain results from output but qualitative research has 

been more dominated due to the nature of research topic. Qualitative research is used to 

demonstrate approaches which are subject to a set of hypothesis concerning the way of social 

world functions. It is useful not only by providing large explanations of context but it also 

helps to propose hypothesis to clarify the phenomena. The observation and remarks are also 

included where these are necessary. 

2.1. Data Collection 

The sampling throughout the study is purposive. Patton (1990) this means that the samples we 

took in this paper are closely relevant to our research. The data has been collected through 

two sources i.e. document studies and primary research about Swedish and Norwegian 

consumers with regard to their understanding about sustainability and their behavior and 

attitudes towards sustainable vehicles. 

2.1.1. Document Study 

Documents study is considered a reliable source of research which covers a wide range of 

research answers. It will help to build both horizontal and vertical comparisons. Patton (1990) 

Different articles, books, journals, websites and news papers are viewed in order to obtain 

available information about sustainability, consumer behavior toward sustainability in general 

and particularly toward sustainable vehicles. Furthermore the most recent consumer data from 

Norway and Sweden has been taken from different consumer surveys i.e. “Consumer 

Greendex & TNS Gallup” in order to validate the results of our project. 

2.1.2. Primary Research 

Primary research provides a close look toward specific object of the research. In this project 

primary research is based on three steps which include: 

 Questionnaire Survey 

In one sense, survey means to view comprehensively and in detail. In another sense it refers 

particularly to the act of obtaining data for mapping. Denscombe (2007) a questionnaire was 
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designed with the help of theoretical information available on different articles, books, 

surveys i.e. (Greendex & TNS Gallup) and journals which have been used as secondary 

research in this paper. These questions were finalized under the supervision of Head of 

department (Business Administration). The paper format questionnaire includes 14 questions 

in which 13 questions were multiple choices and one question was open end. These questions 

were distributed among 100 Norwegian and 100 Swedish consumers. One city was selected in 

each country for questionnaire survey. Borlänge is situated in the mid of Sweden and Oslo is 

situated in Norway which is also capital city of Norway. We chose Borlänge in Sweden 

because it is up growing industrial city and easily accessible. IKEA is also going to open its 

new branch in Borlänge in 2012. On the other hand we traveled to capital city of Oslo in order 

to conduct our research. The purpose of conducting questionnaire survey was to obtain 

selective information direct from consumers. 

 Interviews 

Interview is considered an attractive proposition for researchers. It is more than just a 

conversation. Interview involves a set of understandings and assumptions about the topic for 

which the research is conducted. Denscombe (1983) In order to view the two sided facts and 

figures about consumer behavior and their actual purchasing performance toward sustainable 

cars, 30 vehicle dealers were selected randomly from both countries. The purpose of choosing 

car dealers for interview was their understanding and knowledge about sustainable vehicles. 

Car dealers have a direct contact with consumers on regular basis. They receive practical 

information regarding purchasing performance of consumers. 30 car dealers from both 

countries were contacted through phone calls. Out of 30 only 6 car dealers permitted to 

conduct interview. The interview was conducted in shape of general discussion about 

sustainability and consumer behavior toward sustainable cars. 

 Expert Opinion 

Marketing Manager of Volvo Personbiler Norge AS has been contacted in order to take his 

opinion about consumer behavior toward sustainable vehicles. He has been selected as an 

expert due to his vast experience in marketing department and knowledge about sustainable 

vehicles. A phone call has been made in which the interviewee has explained the current 

situation of sustainability in relation to vehicles and consumer behavior toward sustainable 

vehicles. 
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2.2. Data Analysis 

2.2.1. Document Study Analysis 

For analyzing the secondary data all available studies has been categorized, filtered and coded 

respectively. The relevant findings from articles, books, journals, newspapers, and websites of 

public authorities were putted together with their relevant names. The main concerning was 

filtered in order to get close answers of relevant topic. Most of the findings contain similar 

information but the data has been selected which contain authentic information 

comparatively. The source of information has been confirmed and noted with list of 

references. 

2.2.2. Primary Research Analysis 

In order to develop a connection between entire description, the structure of the report has 

been carefully designed which contain special meaning, and sense of the research. The 

information about consumers in Norway and Sweden has been extracted from paper format 

questionnaire which have been filled by consumers from both countries and processed 

through different office tools i.e. MS word and MS excel, in order to come up with output of 

survey. For analyzing the interviews the individuals were listened carefully and later on a 

description was assembled which contain all necessary information regarding research topic. 

The discussion about all concerning elements regarding consumer behavior toward 

sustainable vehicles and performance of vehicle manufacturing companies to promote 

sustainable consumption has been formulated in the text in order to build final conclusion of 

research. 
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Chapter 3 Sustainability 

3.1. Defining Sustainability 

Sustainability concept was developed first time with Brundland declaration of 1987 when it 

was defined as a development which meets the needs of present without compromising the 

ability of future generations to meet their own need. Goffman (2005) 

There may be as many definitions of sustainability as many groups tried to define it. The 

concept of sustainability was evolved by time and many experts tried to define it. 

 Sustainability recognize the need for change in human attitudes, values, and behaviors in 

order to achieve a transition which will meet the needs of human being and will reduce the 

hunger and poverty while retaining the life support system on the planet. Leiserowitz, 

Kates & Parris (2006) 

 Sustainable means using of systems, methods and materials that would not harm natural 

cycles. Rosenbaum (1993) 

 Sustainability means that present and future persons have the same rights and equal 

opportunities for realizing their concept of a good human life. Konrad (2003) 

 Sustainability is a protection of welfare or utility of a representative agent that should be 

non-decreasing over time. Such constraints significantly alter the conventional analysis of 

optimal growth in the face of natural resources scarcity. Howarth (1997) 

 The goal of sustainability is human survival and do not accept the desirability of a 

sustainable biosphere without existence of Homo sapiens. Hanson & Liverman (1987) 

 Sustainability contains three overlapping mutually dependant goals which are (a) to live in 

a way which is environmentally sustainable or viable over the long time (b) to live in a 

way which is economically sustainable, increasing and developing living standards over 

the long term and (c) to live in a way which is socially sustainable, now and in future. 

Dillard, Dujon & King (2009) 

3.2. Sustainable Development 

Brundland defined sustainable as ‟‟development that meets the needs of present without 

compromising the ability of future generations to meet their own needs‟‟ The approach which 

is used for developing the concept of sustainability is based on three dimensions which are 

also known as three pillars of sustainable development. The International Union for 
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Conservation of Nature (IUCN) has used this three pillar model to demonstrate the fact that 

these three objectives are required to integrate with actions in order to address the balance of 

sustainable development. The model includes Economic growth, environmental protection 

and social progress. Economic growth is an essential need of every nation and motive for 

future. Environmental protection cannot be ignored if there in only one planet to live. Social 

security has also become a basic need of every community to live their life according to their 

means. 

 

See the illustration below: 

 

 

 

 

 

 

 

 

Pillars of Sustainable Development 

Governments, Community, and businesses all have to respond for meeting the challenge of 

sustainability to some extent. Greening has now become central issue in corporate social 

responsibility in many international companies but still many firms are not aware with the fact 

that how it will be lifeline for every business to compete on international level. Many 

consumers not only know the fact that how important environmental protection is for our 

present and future wellbeing but also act in favor of sustainability. Governments are entering 

in many agreements regarding sustainability and the concept has been developed into many 

local, national and international legislations. Although there is a lot of work already done on 

sustainability but is it enough? The current model of living is still unsustainable. Human 

activities are still needed to be improving for sustainability. IUCN (2006) 
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Generally sustainable development reflects the concept of development which address to the 

issues of global environment but the concept has been evolved over time. For example 

Economic development is also viewed as a part of sustainable development but meanwhile 

social and human development is also a part of it. One important part of development is to 

help poorer nations and people, through governmental or private organizations. There seems 

to be a good dedication of economic developed nations but it is less officially support to 

poorer nations. In year 1970 General Assembly of United Nation has declared that each strong 

economic and developed country will devote its 0.7% of  Gross National income (GNI) to 

official development assistance (ODA) but the record displayed that only five nations have 

achieved this target which were Sweden, Norway, Denmark, Luxembourg and Netherlands. 

Portugal was also close to the target at 0.63 and all other countries remained a maximum of 

0.44% e.g. France and minimum 0.14% e.g. United States and Italy respectively. Leiserowitz 

(2005) 

3.3. Key Environmental Indicators 

Organization for Economic Co-operation and Development (OECD) is a unique forum where 

thirty nations are working together to address environmental, social and economical issues of 

the world. OECD has published and developed a set of environmental indicators which is 

used for environmental performance reviews and other policy analysis work regarding 

sustainability. These indicators give a broad view of environmental issues in all member 

states and provide a vision to policy makers about work what has been done and what is to be 

done. The set of environmental indicators include ten key areas which include Climate change 

issues regarding emission of CO2 and greenhouse gas, Ozone depleting, SOx and NOx 

emission for air quality, Municipal waste generation, Ensuring fresh-water quality, Intensity 

of use of water resources, Intensity of use of forest resources, Intensity of use of fish 

resources, Intensity of energy use and biodiversity which is a threatened for species. These 

key indicators are regularly published and used in environmental work of OECD. Lorentsen 

(2008) 

3.4. Sustainability Premium 

Increasing market place for ecological products is an evidence of modern business concern 

towards sustainability. Companies are targeting particular groups of peoples who are willing 

to pay more for sustainable and eco-products. This extra cost is known is sustainability 
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premium. Research based on different psychological behavior and demographic profiles of 

the consumers investigated that most of the consumers which are willing to pay more for 

sustainable products are female married and consumers with a minimum one child living at 

home. These corresponding also pointed out the negligence of corporations that they do not 

behave in the favors of sustainability. Laroche (2001) 
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Chapter 4 Sustainable Consumption 

4.1. Sustainable Production and Consumption 

Sustainable production and consumption can be defined as the production and usage of those 

goods and services which bring the better quality of life while reducing the use of natural 

resources, toxic materials wastages and pollution control so far these actions can also qualify 

the needs of future generations. Sustainable production and consumption can be achieved by 

involvement of all concern elements. Which include governments, consumers, businesses, 

communities and households to reduce the risk of environmental distortions? They can 

achieve this goal by reducing the wastages, using natural resources, and making the 

production process more efficient for environment. The world business council for sustainable 

development (WBCSD) is working through meeting the required criteria to promote 

sustainable development. They recognize the need of businesses to play a leadership role and 

promote those patterns of production and consumption which meets the needs of societal 

values and ecological limits. In future the most competitive businesses will be those who will 

address global challenges. The production can only achieve the goal of sustainability if they 

meet the functional and emotional needs of consumers. They can create sustainable value for 

consumers to purchase ecological products. In today‟s world the need of sustainability is 

increasing and consumers are willing to act on sustainable patterns. But there are varieties of 

factors which endorse them to behave in different ways. These factors could be availability, 

affordability, product performance, skepticism, conflicting priorities and force of habits. Here 

the role of business is to mainstream sustainable consumption. Their approach can be 

categorized into three steps i.e. by developing new products and services (Innovation), by 

influencing the choice of consumers by encouraging them toward sustainability and choice 

editing by removing unsustainable production. World Business Council for sustainable 

development (2008) Consumption of natural resources has been increased with a fear of 

irreparable damage to global environment. Governments have realized the fact that there is a 

need to improve unsustainable consumption but it is not sufficient. Digital media, technology, 

and innovation are also important but there is still need to general consumers to behave in the 

favor of sustainability. Global ecosystem is directly influencing by consumption and 

production patterns. Consumers should be provided with all necessary awareness and political 

and legislative support to consume sustainable products. Burgess (2003) Organization for 

economic co-operation and development (OECD) is working to facilitate five key areas which 
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are needed to be addressed for environmental sustainability which include personal 

transportation use, food consumption, water use, recycling and energy consumption. In order 

to organize better sustainable policies, general consumer behavior and attitude should be 

taken into consideration. Their needs and values should be addressed carefully. Price and 

income is one important factor for sustainable consumptions. Consumers will behave more in 

the favor of sustainability if the price of the product will be less. The demand for certain 

products can be decreases because of price premium on sustainable products. Behavioral 

biases also influence consumption patterns. Where proper communication, advertisements, 

campaigns play an important role to motivate customers to consume sustainable products. 

Labeling and branding is very important for changing perceptions. For example in United 

States Toyota Hybrid Prius have occupied the entire market share just because of its being 

hybrids rather than hybrid version of some other brand. OECD (2008) 

4.2. Consumer Choice and Environment 

Environmental aspects and cost consideration both are determinants of consumer behavior for 

sustainability. Over the past few years these factors also have increased the Greendex scores. 

The survey has identified a lot of environmental friendly behaviors are result of consumer 

intentions towards cost saving. For example consumers keep their heating and cooling settings 

to reduce energy cost. The practice of washing laundry in cold water weather than hot water 

has also increased during past two years. Using public transportation instead of own vehicles 

to reduce the amount of fuel they consume. These are the examples through which it appeared 

that cost is an important factor behind the consumer Greendex score is increasing every year. 

National geographic (2009) 

4.3. Factors Discourage Sustainable Consumption 

There are several factors which influence sustainable consumption. These factors discourage 

consumer behavior and people tend to behave negatively toward sustainable consumption 

when: 

 Companies make false claims about environmental impacts of their products. 

 Individual actions remain inefficient without support of governments and large 

industries. 

 People think that majority is not working well so why should they work or 

 People from other countries are not working well so why should they work. 
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 It costs too much to behave toward sustainability. 

 Few sustainable options are available. 

 Lack of awareness/Less information 

 Confusion about too much information 

 It becomes too inconvenient to protect environment 

 The seriousness of environmental problem is exaggerated. Greendex (2010) 
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Chapter 5 Consumer behavior 

5.1. Models of Consumer Behavior 

There are several variables which influence consumers buying behavior toward environmental 

friendly products. This variable can be categorized into three steps. First step include inputs 

which are values, beliefs, needs, motivation, and demographics. Consumers should have 

motivation behind their buying decisions that by purchasing environmental friendly products 

they can create some sort of difference. I.e. protect the environment. Knowledge is also 

important for them to purchase such products. A big reason behind their attitudes towards 

none environmentally products is lack of awareness. Sometimes consumer need do not allow 

them to perform in the same way because in past few years environmental friendly products 

required additional premium to pay as an extra cost. Surveys and empirical researches showed 

that the consumers are willing to pay more for eco products where as purchasing data showed 

that green matters very little in their buying behavior they consider the price and the quality 

more than products effect on environment. Consumer attitude and demographic also effects 

their purchasing decisions towards the eco products. The second step is intervening these 

variables. Ecology labels also perform an important role because a lot of consumers do not 

understand these labels. Consumer backlash dismisses irrelevant claims for environmental 

friendly products which affects their buying behavior. Collectively these inputs and 

intervening variables create a third step of variables which is purchase of sustainable or 

environmentally products. Bui (2005) 

Inputs   Intervening variables Output 
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Hypothesis Model 

Motivations ability opportunity (MAO) model indicates the process of consumer buying 

behavior. According to this model buying behavior depends on both sides i.e. the individual 

intension and environmental stability. Motivations, Abilities and opportunities are combined 

to get an output as significant behavior. The process starts with motivation when a person gets 

an attitude towards the act by his values and beliefs. Then he tries to norm the subject with 

perceived control. These efforts give birth to a behavioral intension. On the other hand his 

knowledge, environment and external conditions allow him to reach on a significant behavior.  

We can see the illustration below: 

 

 

 

 

 

 

 

 

 

MAO Model 

The above model inspires a process by which consumers tend to perform buying activity. 

There are many studies which tend to support environmental stability as an important 

determinant of consumers buying behavior. Ekström (2010) 

5.2. Attitudes toward Sustainability 

Environmental challenges have increased during past few years. It has been cleared that the 

environmental issues such as global warming, ozone depletion, pollution and biodiversity had 

crossed international borders. There are two tendencies which are under consideration in 
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present world. One lead to global response toward these environmental issues which are 

already been undertaking by different world agreements and a lot of organizations are putting 

their attention on these issues. Second tendency refers to citizen of all countries and there 

consumption patterns are influencing environment. They are becoming familiar with the 

issues that what is their role to create and avoid these problems. In order to get a broader view 

of consumers of European countries a survey was conducted with 27000 respondents who 

were selected randomly from different European countries and checked that opinion attitude 

and behavior toward sustainability. The results came up with a figure that 64% respondents 

said that it is very important for them to protect the environment personally whereas 32% 

respondents said that it is rarely important for them to protect global environment personally. 

Majority of the survey in quantity of 40% respondents said that there is direct influence of 

environmental problems on their routine life. 59% respondents blamed on big industries and 

corporations to be responsible for protecting global environment but 40% respondent referred 

their own behavior that should be kept responsible for protection of global environment. 

When they were asked about their intension toward sustainable products only 25% 

respondents replied that they are totally agree to pay more if they will get more sustainable 

products but there was a majority of respondents about 50% of them said that they are tend to 

be agree to pay more for sustainable products. Out of all respondents Swedish citizens were 

the second most consumers who said that the evaluation of progress should be based on 

social, environmental and economic base after Denmark. And overall two third respondents 

were agreeing to evaluate national progress on following bases. As a result of this survey it 

was concluded that 96% of total European consumers think that it is important for them to 

protect global environment. Nine out of ten European think that they have performed such 

action which is intentionally favorable for environment. And 75% are willing to pay for 

sustainability. European Commission (2008) 
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Chapter 6 Sustainability for business 

6.1. Business and Sustainability 

Sustainability has become a corporate agenda of business world because of increasing 

converging influences. This is now a business imperative and necessary to retain growth in 

future. Consumer‟s behaviors are changing now they want to buy more sustainable products 

but there are three key barriers which are restricting their buying decision toward 

sustainability. These barriers are high price, lack of trust and availability of alternatives. 

These barriers are both opportunity and risk for the businesses. Consumption patterns are also 

changing and now consumers collect more information about particular product rather than 

times in past. Internet is a valid source of information where consumers can collect and 

compare valuable products. This source can be targeted to spread awareness and information 

about environmental benefits of sustainable products. If the businesses will behave 

unethically or unsustainably, it will lead them toward long term disadvantage. Leaders in fast 

moving organizations are concentrating on sustainability pack and changing the rules of their 

business game. These organizations are market leaders of future which are managing 

sustainable solutions that create value for the both customers and organization. Price Water 

House Coopers (2008) 

Ecological concern has been modified in modern age in earlier 1960‟s the concept was just to 

reduce pollution and energy convergence but now in twenty first century the concept has 

become the source of competitive advantage in firms. Political pressure and increasing social 

values has persuaded businesses to find new ways of production and manufacturing‟s. New 

designs, different package compositions and new formulations are the result of increasing 

importance of sustainability. Academic research and investigations has made this concept 

popular in general public which is diversifying their attentions towards sustainable 

consumption. Different businesses have started targeting customers who are sustainability 

conscious. For making segmentation one should realize the validity of market affection 

toward sustainability. The criteria for segmentation include some general features which are 

segment size, segment accessibility, ease of identification, strategic effectiveness and segment 

stability. Overall market of green products is large enough to manage for businesses in order 

to obtain profitability. The market accessibility is also an important construct which include 

communication logistics etc. Demographic variable is the simplest segment criteria for 
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businesses where a lot of research done on demographic bases. Psychographic profiles also 

present more strong evaluation of sustainability conscious consumers in certain market. 

Finally stability of this market segmentation increases the potential strength of overall 

segmentation. Although significant environmental concern cannot increase the efficiency of 

sustainable consumption until the individual consumer realizes that his or her individual act 

will be meaningful for environmental distortion or stability. Straughan (1999) 

6.2. Marketing for sustainability 

Marketing is considered an effective element in sustainable development. Companies should 

recognize the need of sustainability and allocate it together with their corporate values in 

order to maintain the growth of business. Consumer attitudes toward certain products can be 

affected by numerous functions of marketing. Branding is always admired to attract 

consumers toward certain product which is an effective tool to create consumers loyalty. 

There is a three dimension brand circle model which is used to affectionate consumer loyalty 

with brand.  
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Brandscape is a map of brand in society it includes price, promotion, distribution, logos, and 

trademarks etc. Brainscape is a collection of beliefs motivations and values of individuals. 

And behavior is expressed by both brand and brain because people learn to behave from their 

experiences. Kleanthous and Peck (2005) 
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6.3. Sustainable Transportation 

In past few years it has been identified that the need of sustainability in transportation system 

is extra ordinary. Many promises have been made to sustain current transportation but still 

there is a need to adopt best practices to ensure sustainable transport system. The problem is 

that how these practices can become acceptable for both general public and politicians. 

Sustainability of transportation system depends on technology improvements which can 

reduce the consumption of energy and CO2 emissions. EU governments are persuading 

vehicle industries to ensure environmental friendly production which can fulfill the basic 

requirements of sustainability. But the real issue is in sufficient transformation which can be 

used for price mechanism to reduce car use and encourage public transportation. In year 2001 

EU has forecasted a total growth of 24 % in passenger Km until 2010. But they can only 

achieve 10% of it which will increase only 1% in CO2 emissions. EU has numerous proposals 

for development of air and road transportation which include a control in growth of air 

transportation by increasing and introducing air taxes specially Kerosene tax, reducing the 

impacts of airports on environment, environmental development in car traveling by 

harmonizing taxes for commercial (Not passenger) road transport fuel etc. EU seems to be 

move ahead toward adopting sustainable policies in contact with current transportation system 

and promoting alternative modes of transportation. But again economical and social issues 

become more important to resolve in sustainable development. These issues can be resolved 

on highest political level. The big restriction in adaptation of best practices is result of non 

willingness of powerful beneficiaries. Strong leadership is required to take action in 

sustainable transportation development but there is one concern that how much responsibility 

is provided to the commission and European parliament. Banister, Pucher and Lee-Gosselin 

(2007) 

Vehicle industry can play an important role in sustainable development by producing 

environmental friendly cars. Sustainable cars contain multiple features to reduce the risk of 

atmosphere pollution. The performance of these vehicles is more efficient than other vehicles 

on the road. Manufacturing process of sustainable vehicles requires improvement in power 

train system, fuel consumption efficiency, and multiple power conversion technologies. 

Engine efficiencies can be increased by utilization of synthetic fuels i.e. hydrogen, biodiesel, 

bio-ethanol, ammonia and electric batteries etc. The overall lifecycle of product should be 
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sustainable because the lifecycle stages of vehicles, preceding fuel utilization contain an 

impact on environment. Pistoia (2010) 
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Chapter 7 Sustainability in Norway and Sweden 

7.1. Norwegian Strategy for Sustainable development 

Sustainable development is a process to reduce the pressure on earth‟s eco-systems while 

extracting millions out of poverty. Norwegian Government is giving high priority to protect 

global environment. Ministry of finance has developed new strategy for sustainable 

development which was result of extensive stakeholder‟s dialogue and a broad hearing 

process. Swedish government has also contributed to a peer review on all environmental 

policies. And a final strategy was made by Ministry of finance in 2008. The final strategy has 

replaced both existing strategies which include national strategy on sustainable development 

by foreign ministry in 2002 and action plan for sustainability in national agenda in 2004. The 

priority was given to seven key areas in new strategy which are climate change, the ozone 

layer and air pollution, international cooperation for sustainability which also include 

international agreements for promoting global sustainability, biodiversity and cultural 

heritage, natural resources and its efficient use, hazardous chemicals, sustainable economic 

and social development and Sami perspective on environmental and natural resource 

management. Within the fields of sustainable development it is required to focus on three 

factors which are most important for sustainability. These factors are economic, social and 

environment. Ministry of finance is responsible for efficiently utilization of all the resources 

of Norway and also for all environmental taxes as a cost effective tool for sustainability. 

Halvorsen (2008) 

7.2. Swedish Strategy for Sustainable development 

Swedish strategy for sustainable development serves two purposes. One was to fulfill the 

commitment made by all United Nation members in Johannesburg (S.A) to make national 

strategy to promote sustainable development and second is to provide a clear vision of current 

and future motives for sustainability in Sweden. The core areas emphasize on the importance 

of integration between social, economical and environmental development. The strategy also 

includes international and local activities of Sweden. Government of Sweden has prioritized 

eight key areas which will be included into sustainable development. These eight key areas 

are (1) Future environment which will ensure the sustainable development as a guarantee 

good living environment for future generations (2) Limitation on climate change which 

include reduction in emissions of climate-changing gases as a big challenge (3) Population 
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and public health which include demographic trends which is expected to be a big challenge 

for Sweden (4) Social cohesion, welfare and security which include gender equality, youth 

development etc (5) Employment and learning in a knowledge society with sound and 

balanced public finances (6) Economy growth and competitiveness (7) Regional development 

and cohesion which include development of all parts of the Sweden because there is both 

similarities and differences in all parts of the Sweden and (8) Community development by 

improving efficiency of infrastructure, transportation system, energy use and information 

technology. Ministry of Environment (2002) 

7.3. Swedes Committed to Environmental Issues 

The Swedish EPA‟s annual study regarding „‟public opinion of environment change‟‟ 

declared that Swedish consumers are ready to reduce their own greenhouse-gas emissions 

remaining at high level. Majority of Swedish people think that the increasing number of taxes 

and extra cost is acceptable for them in favor of sustainability. According to their report 68% 

of Swedish consumers purchase goods and services from the companies which strive to limit 

environmental impacts (62% were in previous year). The ratio of increasing number of 

sustainability conscious consumers is a sign of Swedes commitment with environment. 90% 

people think they are environmental conscious in Sweden. About 50% Swedish feel guilty to 

about performing something which has negative impacts on global environment and majority 

performs acts to reduce risk of environmental problems in their routine life. Swedish energy 

agency has declared in their final report of five years energy efficiency-enhancement program 

that 87 energy-intensive Swedish companies have achieved their target of 1.4 TWH energy 

efficiency-enhancements. This corresponds to the electricity consumption of 80,000 

electrically heated homes. Volvo (2010) 

7.4. Consumer Greendex 

Swedish consumer‟s Greendex has been declined from 11
th

 place to 9
th

 since 2009 largely due 

to average scores on housing, goods, and transportation sub-indices. Transportation rank has 

also been decreased to 8
th

 place which was on 11
th

 before. Swedish consumers are less likely 

to live close to their usual destinations which minimize the need of transportation. Only 23% 

people live close to their destinations comparatively average of 37% people do so in other 

countries. The use of public transportation is 20% in Sweden whereas an average of 26% 

consumers use public transports in other countries. In addition to it only 39% of Swedish 
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consumers are concerned toward environmental problems. 22% consumers think that it cost 

them too much to pay for protecting global environment whereas 18 % people do not have an 

idea how they can participate in climate protection.  Swedish consumers were asked to 

provide with their views about sustainability. 15% consumers were those who said that they 

strongly agree that they are concern toward environmental problems. 24% said that they are 

also agreeing but not much. 17% consumers said that they are not agreeing with the fact that 

they give importance to sustainability issues. Consumers were asked to emphasize if their 

government is working very hard to promote sustainability. Only 17% people agreed that they 

are working really hard. Remaining majority described that their government is working but 

not much. Majority of Swedish consumers said that it is not important for them to own a 

luxury car. Only 6% Swedes said that it is important for them to own a luxury car. 24% 

consumers said that they are willing to pay more for energy saving products if it will save 

their money over the life of the product because of lowering energy cost. 4% Swedish 

consumers replied that currently most of the companies are working hard to ensure 

sustainability. 26% Swedish consumers said that they feel guilty after performing such act 

which is not in the favor of environment. Greendex (2010) 

7.5. TNS Gallup 

Norwegians still believe that climate change is manmade. The cold winter could not influence 

the general perceptions of Norwegian citizens about environmental issues. However the 

climate TNS Gallup survey indicates that the popularity of environmental issues has been 

declined in Norway since last year. 70% Norwegian think that man is causing environmental 

issues. The percentage has been declined 4% from last year. Daniel Rees (Project Manager 

TNS Gallup) says that cold winter, scandals of ICC and the failure of Copenhagen UN 

climate conference could not change the views of Norwegian people about climate issues. 

According to TNS Gallup last autumn, environmental issues were one of the three most issues 

for SV, AP, KrF and SP voters. This spring only socialist party SV-Voters has identified 

environmental issues as one of the top three issues of Norway. The decrease in ration of 

environmental conscious behavior is due to fewer or more critical articles between past 6 

months. There are two main issues which are de-motivating Norwegian sustainable 

consumption. One issue is that a majority of Norwegian people think that environmental 

instability will not cause harm effects to Norway as it will do to other countries. 50% people 

think that environmental issues will cause both negative and positive effects to Norway. 
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Second issue is that government promotion toward sustainable consumption is out of 

Norwegians notice. 60% people think that government role toward sustainable development is 

in-sufficient. Whereas 30% think that Norway is leading among other nations toward 

sustainability issues. When politicians talk about sustainability issues and its urgency without 

promoting awareness among general public the issue remains less urgent for people between 

other national issues of Norway like roads, migration, unemployment, crime, health etc. The 

perceptions of Norwegian consumers toward use of bio-fuels for their vehicles have also been 

decreased since 2009. 55% Norwegian consumers think that bio-fuel is a good measure to 

make car usage less damaging to the environment. The ratio has been decreased from 1% 

since 2009. A majority of Norwegian consumers have identified expansion of more renewable 

energy over the next few years. 22% responded that government should reward low car 

emissions through lowering duties on vehicles. 11% demanded government contribution of 

30 000 NOK with each purchase of electric vehicles. 7% demanded that petrol station should 

sell more bio-fuels. Gallup (2010) 

7.6. Sustainable vehicles in Norway and Sweden 

Bio fuels and electricity is being much popular among Norwegian consumers to power their 

vehicles. Norwegian consumers are moving toward to change their consumption patterns 

which have a positive effect on their finances and environment as well. Along with other 

Scandinavian countries the leadership role of Norway was highlighted at Driving 

Sustainability conference in Reykjavik during September 09. Norwegian companies have 

already introduced thousands of electric cars which are on the road with numerous advantages 

for customers and environment. Government policy in Norway has dictated that free charging 

facility will be provided for these cars. Electric vehicles with zero emission will get the 

opportunity of free parking. These cars can be driven on bus lanes within the city and will get 

free rides on state run ferries. There is no Value added tax for sustainable vehicles in Norway 

so the price of these vehicles is considerably low. In addition to all these Norway is also 

promoting production and consumption of tiny buddy electric vehicles. Sweden is leading 

world‟s popularity in using biogas fuels for vehicles. Since 1996 many busses and taxies has 

been developed to consume biogas and ethanol fuels. And many biogas selling companies 

have achieved their target of success in Swedish markets. A lot of Swedish car manufacturer 

companies are developing their capabilities with features of sustainability. Volvo has entered 

into contract of joint venture with energy company Vattenfall on getting plug-in hybrids in 
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Swedish markets by 2012. SCANIA has already promoted six hybrid ethanol buses on the 

roads of Stockholm. Enewspr (2009) Swedish government has promoted production and 

consumption of sustainable vehicles by exempting the tax on these vehicles for five years. On 

the other hand the vehicle tax has been increased for cars which are emitting carbon dioxide. 

Swedish government is working toward energy supply to make it further sustainable and also 

toward efficient use of resources with aim to reduce net emission of greenhouse gases at zero 

by 2050. Ministry of Environment (2007) 

7.7. Norwegian Exploration and Pollution (A contradiction) 

Norwegians think that they are good environment custodians and helping to move this planet 

toward sustainable future. Norway is one the first country which has adopted carbon tax and 

almost 98% Norwegian electricity comes from hydroelectric plants. One of the Norwegian 

government‟s ambitions is to make the country carbon neutral by 2030. Meanwhile Norway 

has also promised to be a driving force for new international treaty on climate change which 

will replace the Kyoto protocol after 2012. Among all these assumptions Norway is also an 

intensive polluter. Norway‟s greenhouse gas emission has been increased by 15% since it has 

introduced carbon tax. And it is tend to increase more until 2012 says Mr. Stoltenberg. Per 

head emission in Norway is more than many other countries of the Europe and this fact is in 

the views of many environmentalists. Norway is the third largest exporter of gas and fourth 

largest exporter of oil. The process of extracting these fuels out of North Sea also releases 

greenhouse gases within the country. But when Norway exports these fuels abroad they result 

a greater more emissions. According to the government Norway will be carbon neutral by 

2030, it applies only on domestic emissions it do account the quantity of hydrocarbon exports. 

By contrast, Norway also includes the expenditures of emission cuts which it has paid for 

global carbon neutrality. These offsets will be paid from the revenue of oil and gas. In short 

the profit of Norway is handsome by planets‟ expense as compare to expenditures on projects 

to reverse the friction of damage done. Norwegian politicians think that the country should do 

more to reduce environmental impacts. This debate goes in the favor of limiting new 

exploration of oil and gas, and to reduce the exports of hydrocarbon. Norwegian ex-minister 

Stoltenberg says that Norwegian government has no intensions to minimize the exploration of 

oil and gas instead the government is moving ahead to increase and opening up new 

exploration for development. The Economist (2009) 
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Chapter 8 Primary Research 

Primary research involves first hand information which does not already exist. It provides a 

close look toward research topic without any interpretation of others. Primary research allows 

addressing the specific research problem where different techniques are used in order to 

obtain original data. In this paper the primary research has been conducted with the help of 

Questionnaire survey, Interviews and an expert inquiry. 

8.1. Questionnaire 

Q.1. In this question “What do you think about sustainability”, we tried to reveal people‟s 

perception about sustainability.  

Norway             Sweden 

      

Results 

The first question which was asked from consumers in Norway and Sweden was about their 

knowledge and perception about sustainability. What are the views and knowledge of 

Norwegian and Swedish consumers about sustainability in general? Most of the consumers in 

both countries responded in the favor of sustainability as a concept of saving environment. 

According to survey 71 respondents from Norway and 61 respondents from Sweden replied 

that Sustainability is about saving environment. Out of 200 only 7 from Norway and 9 

respondents from Sweden said that it is just an extra cost for them. 13 Norwegian and 21 

Swedish consumers replied that sustainability is concern with eco-products. Only 18 

respondents from both countries in which 9 were from Norway and 9 were from Swedish they 

replied sustainability is nothing from the list but something else for them. 
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Q.2. In this question “Do you consider environmental sustainability while purchasing goods 

(e.g. vehicles, food, clothes etc)”, we tried to know about the percentage of people who 

consider sustainability while buying products. 

Norway                                Sweden 

     

Results 

Second question was about consumer‟s consideration of sustainability in buying goods. Do 

the Norwegian and Swedish consumers give importance to the sustainability while they buy 

goods of different kind? The results from both countries were quite different about it. 

According to the above mentioned graphs the ratio of consumers who consider sustainability 

were more in Sweden as compare to Norway. 68 Swedish consumers replied that they 

consider sustainability while purchasing goods of different kind whereas 32 Swedish 

consumers said that they don‟t. In Norway 42 consumers replied that they consider 

sustainability while buying and 58 consumers replied that they do not consider sustainability 

while purchasing goods. 
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Q.3. In this question “What kind of car do you have”, we tried to know the trends of people 

toward buying cars, If they have ordinary or some special car because this shows their 

potential level if they can pay extra for sustainability.  

Norway           Sweden    

        

Results 

In this question the consumers were asked about their type of cars. Either they have small 

displacement car or large displacement. 35 consumers from Norway and 30 consumers from 

Sweden replied that they do not have any car. Second majority of consumers in both countries 

were those who have small displacement cars or economy cars (less than 2.0). 45 Norwegian 

and 51 Swedish consumers said that they have small displacement cars. 30 out of 200 

consumers in which 15 were from Norway and 15 were from Sweden, these consumers were 

those who have high displacement cars. 5 consumers from Norway and 4 consumers from 

Sweden also said that they have off road vehicles or other cars. 
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Q.4. In this question “Does your car have any sustainable feature”, we tried to know the 

current percentage of people who already have sustainable cars. 

Norway           Sweden 

         

Results 

Fourth question was about sustainability features in vehicles. Do their cars have any 

sustainable feature? A majority of consumers in both countries do not know if their vehicle 

has any sustainable feature or not where as only few consumers replied that yes their car has 

some kind of sustainable feature. Only 10 Norwegian and 19 Swedish consumers said that yes 

their car has some kind of sustainable feature. 40 Norwegian and 32 Swedish consumers said 

that no their car do not have any sustainable feature. 50 Norwegian and 49 Swedish 

consumers replied that they have no idea if their car has any sustainable feature or not. 
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Q.5. In this question “When you relate sustainability to vehicles what do you think this is”, 

we tried to know the perceptions of people about sustainability with reference of vehicles. 

Norway           Sweden 

         

Results 

In fifth question consumers were asked what they think about sustainability in relation to 

vehicles. What comes in their mind when they relate sustainability with cars? Majority in both 

countries related it to the environment. 43 Norwegian and 52 Swedish consumers answered 

sustainability in relation to vehicle as an environmental friendly concept. 16 Norwegian and 

22 Swedish consumers think that it is about safety. Few consumers also replied that it is 

disposal in which 6 consumers were from Norway and 3 consumers were from Sweden. 

Second Majority in both countries in which 35 were Norwegian and 23 were Swedish 

consumers, they said that it is whole life cycle of the product. 
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Q.6. In this question “Did you buy any sustainable products listed below during last 1 year”, 

we tried to know the practical approach and interest of consumers toward sustainable 

products. 

Norway           Sweden 

          

Results 

In this question consumers were asked that if they have bought and sustainable product during 

the last 1 year. What practicality they perform toward sustainability. Majority of consumers 

from both countries replied that they have bought Energy-saving, environment-friendly 

household appliances or digital products during the last one year. 34 Norwegian and 38 

Swedish consumers replied in the favor of Energy-saving, environment-friendly household 

appliances or digital products. Only 5 Norwegian and 10 Swedish consumers replied that they 

bough vehicles which are sustainable during last one year. 30 Norwegian and 37 Swedish 

consumers also replied that they bout eco or foods. 31 Norwegian and 15 Swedish consumers 

replied that they bought some other sustainable product during the last one year. 
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Q.7. In this question “How often do you buy sustainable or eco products”, we tried to know 

that how much they spend on sustainability in certain time period. 

Norway           Sweden 

         

Results 

In order to check their performance of purchasing sustainable products they were asked about 

how often they buy sustainable products. How many times they use to purchase sustainable 

products in their routine life? Majority in both countries were those who buy rarely 

sustainable products only 8 Norwegian and 14 Swedish consumers said that they use to buy 

sustainable products often. 8 Norwegian and 18 Swedish consumers said that once a week. 21 

Norwegian and 29 Swedish consumers replied once a month and 63 Norwegian as well as 39 

Swedish consumers told that use to buy sustainable products rarely.  
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Q.8. In this question “In your opinion how far the producers are concern toward sustainable 

production in vehicles industry”, we tried to reveal producers or manufacturers perception in 

consumers about sustainable measures which are being taken by producers and 

manufacturers. 

Norway               Sweden 

           

Results 

In 8
th

 question consumers were asked to tell about if producers of cars manufacturer 

concerning sustainability as an important factor in vehicle industry. 51 Norwegian and 56 

Swedish consumers said that they are not enough concern about sustainability. 24 Norwegian 

and 25 Swedish consumers told that yes they are much enough concern toward sustainability 

where as 8 Norwegian and 3 Swedish consumers said that they are not really concern toward 

sustainability. A minority of these consumers was also those who do not have any idea if the 

producers of vehicle manufacturer are concern toward sustainability or not. 17 Norwegian and 

16 Swedish consumers were those who said they don‟t know. 
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Q.9. In this question “If vehicle producers incorporate their production with sustainability 

would you pay more for it and how much”, we tried to know the percentage of willingness to 

pay premium for sustainability. 

Norway           Sweden 

        

Results 

Ninth question was much important about consumer‟s behavior in Norway and Sweden. In 

this question consumers were asked if they are willing to pay more for sustainability. How 

they behave toward sustainability premium. The ratio of willing consumers for sustainability 

were more in Sweden as compare to Norway 16 Norwegian said that they are ready to pay 

10% more for sustainable products whereas 38 Swedish consumers showed their willingness 

that they will pay 10% more for sustainable products. 5 Norwegian and 1 Swedish consumer 

were also ready to pay 20% more for sustainable products. Majority of consumers from both 

countries in which 59 consumers were from Norway and 40 consumers were from Sweden, 

they said that producers should incorporate sustainability but they should not increase price. 

20 Norwegian and 20 Swedish consumers totally denied that they are not willing to pay more 

for sustainability. 
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Q.10. In this question “How often do you use your own car instead of public transport”, we 

tried to know the consciousness of people about environment. 

Norway           Sweden 

        

Results 

Tenth question was about their use of own cars as compare to public transport. How much 

they prefer their private vehicle on public transportation. 24 Norwegian and 40 Swedish 

Consumers said that they often use their private vehicle instead of public transport. 25 

Norwegian and 27 Swedish consumers responded that sometimes they use their private 

vehicle instead of public transport. 21 Norwegian and 17 Swedish consumers were those who 

seldom use private transport. 30 respondents from Norway and 16 respondents from Sweden 

said that they never use private vehicle and always prefer public transport instead of private 

transport. 
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Q.11. In this question “Do you consider sustainability as an important aspect in 

transportation”, we have tried to reveal that seriousness of consumers about sustainability in 

transport sector. 

Norway    Sweden 

        

Results 

In this question respondents were asked to provide with their views about how important 

sustainability is for their transportation. Majority replied that yes, sustainability is an 

important aspect in transportation. 75 Norwegian and 83 Swedish replied that sustainability is 

an important aspect in transportation where as only 11 respondents from Norway and 6 

respondents from Sweden replied that no, Sustainability is not an important aspect in 

transportation. There were also 14 respondents from Norway and 11 from Sweden who said 

that they have no idea either it are important for transportation or not.  
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Q.12. In this question “Is there a need for more sustainability in production of cars”, we tried 

to reveal the awareness of consumers about current status of sustainability in transport sector. 

Norway    Sweden 

           

Results 

In question no. 12 Consumers were asked about if there is more need of sustainability in 

production of cars than majority said that yes there is more need of sustainability in 

production of cars. 67 Norwegian and 77 Swedish respondents said that there should be more 

consideration toward sustainability in production of vehicles. Just 3 Norwegian respondents 

said that no there is no need for sustainability for future transportations. 30 respondents from 

Norway and 21 from Sweden said that maybe there is more need for sustainability in 

transportation. 2 Swedish consumers also replied that they do not care if future vehicle 

production consists of sustainability feature or not. None of the Norwegian said that they do 

not care about more sustainability comes in transportation or not. 
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Q.13. In this question “Being a consumer what was your participation in last 1 year to protect 

global environment”, we tried to know that if consumer is active toward sustainability and 

environment. 

Norway             Sweden 

                    

Results 

This question was about if the consumers have participated in any activity which was in the 

favor of environmental protection during the last one year. Majority of the Norwegian and 

Swedish consumers replied that yes they have participated in protection of global 

environment via various means i.e. purchase of sustainable products or taking public 

transportation instead of private cars. Only 2 respondents from Norway and 5 from Sweden 

said that they have Organized or participated in dissemination and protests related to 

environmental protection. 1 Norwegian and 3 Swedish consumers said that they have donated 

or raise funds for pollution abatement and environmental protection. 24 consumers from 

Norway and 56 from Swedes replied that they have protected the global environment by 

purchasing eco-products. 73 Norwegian and 36 Swedish consumers replied that they also 

have participated in by taking public transport instead of private cars. 
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Q.14. Consumer Suggestions 

In last question of survey respondents were asked to provide with their suggestions. That how 

can they ensure sustainability in contact with transportation and sustainability in general? 

Many respondents replied with their interesting ideas. The number of respondents in Sweden 

were 41 who replied on last open end question. Whereas in Norway only 24 respondents out 

of 100 replied with their suggestions. The main findings of Norwegian and Swedish 

suggestions were as below: 

Swedish Suggestions 

 Urban planning is important for improvement of environment. A widespread city with 

low destiny of population allows vegetation and more open traffic infrastructure. This 

will lead to less pollution and noise reduction in the environment. 

 Vehicles should have feature of engine efficiency on road.  

 More Economic Hygienic and sustainable food 

 Promote electric and hybrid vehicles 

 Price and Tax reduction on eco-foods 

 Government should participate more than consumers in sustainability. 

 Reduce factory pollution 

 Use bicycle or walk 

 Promote biogases in vehicles and use alternate way of travelling instead of cars. 

 Promote recycling 

 Save energy, Promote electric vehicles 

 Go green 

 Increase lifetime of products to more than 10 years with high cost of disposal 

 Investing in research regarding physics and chemistry 

 Decrease price of public transportation 

 The government should allow households to have their own power source and 

contribute what they can do to the rest of society 

 Less coal more nuclear power 

 Promote Recycling 

 Keep the environment green 

 Use bike within the city 
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 Government should increase sustainability awareness among people through different 

campaigns 

 Industries should control on hazards they cause to the environment, Green cities 

 Take energy from the sun 

 More media is needed to spread awareness 

 Increase sunny products 

 Let‟s put our hands together to improve our environment, be more conscious in your 

acts 

 Better traffic system, promote traffic cycles for bike and public transport 

 Increase awareness tend to change behavior 

 Garbage recycling 

 Force oil companies to take actions towards a new tomorrow first than we can start 

producing eco-cars, with lasting batteries 

 Be friend of environment not be selfish to ruin our environment 

 Less CO2 less GDP 

 More production of electronic vehicles 

 Improve technology on low cost 

 Reduce prices of public transport 

 Encourage people who take public transport 

Norwegian Suggestions 

 Reduce the cost of new technology 

 Build efficient railway supply and create more public spaces. 

 Reduce the price of public transportation 

 Recycle all garbage 

 Find and use alternate energy sources 

 Less awareness in public 

 Bulk Public transport 

 Government should promote hybrid cars and reduce taxes on it. 

 Import technology from other countries 

 Promote more awareness among people 

 Vehicle TYRES should be sustainable 

 Hydrogen Fuels 
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 Use Bike instead of cars 

 Tools reduction for sustainable cars 

 Need more hybrid taxi vehicles 

 Reduce cost, increase technology 

 Spread attention 

 More sustainable features in cars 

 Industrial pollution should reduce 

 Green infrastructure 

 Public transportation should be efficient 

 Go green 

 Stop producing cars only public transport 

 We have only one planet to live so care about it 

8.2. Interviews 

8.2.1. Interview 1 

Mr. Ove Hagen is working as a Manager at JM-Autos AS Norway. The company sells two 

brands of vehicles which are Volvo and Renault. He was carefully addressed with the main 

topic of research and discussed about consumer behavior toward sustainable vehicles in 

Norway. Mr. Hagen replied that we are feeling very happy after selling a large quantity of 

Volvo cars in Norway because the new models of Volvo cars are sustainable. And these 

models have increased the sale of company and car dealers respectively. The consumers 

usually make a combination of price, security and environmental impacts in order to buy cars. 

He further described that environmental issues are more popular now as compare to past. Now 

the people are changing their consumption patterns in order to protect global environment. 

This attitude will lead us toward a better future. The consumers have now increasing 

awareness about CO2 emissions and other environmental issues while buying vehicles. 

Electric cars are becoming more famous among consumers due to greater reduction in CO2 

emission. The companies which are selling sustainable vehicles in Norway will be more 

successful in future. It will become an important part of production within few years. Volvo is 

also working very hard in order to develop sustainable productions with less emission of CO2. 
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8.2.2. Interview 2 

Mr. Jorn Harethon is working as a sales manager in Bertelo Steen Romerike AS Norway. The 

company sells three brands of cars which include Mercedes Benz, Peugeot and Kia. He was 

requested to enlighten the behavior of Norwegian consumers toward sustainable vehicles. 

According to Mr. Jorn Norwegian consumers give priority to sustainable vehicles but not 

much. They always try to consider price factor more important than sustainability. If the price 

of sustainable vehicle will be higher, consumers will buy alternative vehicles on low prices. In 

this regard environmental issues become less sensitive for consumers. 

Mr. Jorn Harethon was further requested to describe the intensions of car manufacturers 

toward sustainability. He relied that Mercedes Benz is the only brand for which his company 

is selling sustainable vehicles. Other brands which are also available in their showroom are 

not sustainable. Many models of Mercedes Benz contain engine and fuel efficiency which 

reduce the emissions and increase the performance of vehicles. Mercedes Benz is working 

hard to develop their production toward sustainability because there is no alternative. He was 

informed by the Mercedes Benz Company that by the mid of 2012 the company is going to 

introduce Mercedes B-Class vehicles which are Fuel Cell cars and consume Hydrogen gas 

fuel to reduce emissions. In addition to it Mercedes Benz is also introducing electric vehicles 

by 2011. 

At the end he was requested to provide his own opinion toward sustainable vehicles. He said 

that the increasing awareness among consumers toward sustainability issues will change the 

consumption patterns in coming future. Car manufacturers should consider this issue and 

work hard in order to retain success for future. Sustainable vehicles will automatically 

increase the market share in contact with increasing demand of sustainability. 

8.2.3. Interview 3 

Mr. Roy Martinsen is working as a seller for Auto Elite AS Norway. The company sells two 

brands of vehicles which include Honda and Citroen. He was introduced with the research 

topic and requested to state the Consumer behavior in Norway toward sustainable vehicles. 

According to Mr. Roy Norwegian consumers are not really interested in sustainable feature of 

a vehicle. Around 5% of Norwegian consumers demand for sustainable cars. Remaining 95% 

consumers are categorized by their demand for price or quality of vehicles. Norwegian 

consumers are price sensitive and they are not going to pay more for sustainable cars. 
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He further explained that currently there is no sustainable vehicle in their show room because 

Honda is not providing sustainable cars in Norway. The company has started to work on 

sustainable vehicles but mostly in United States and in their home market Japan. In Norway 

there is no such development. He said that Toyota is working really well toward sustainable 

vehicles and it has already introduced many Hybrid models. But most of these hybrids models 

are based on too-small engines which are not considered good for vehicles. 

8.2.4. Interview 4 

Mr. Anders Holmqvist is working in sales department of Europeiska Motors AB Sweden. The 

company is particularly committed with selling Toyota vehicles. The purpose of interview 

was explained briefly to Mr. Anders and asked for his views about consumer behavior toward 

sustainable cars in Sweden. Mr. Anders stated that the environmental issues are strongly 

considered by Swedish consumers and the majority of Swedish consumers consider 

sustainability while buying vehicles. The competition among different car companies has 

made the consumers‟ more price sensitive and they will probably not pay more for 

sustainability. There are many sustainable brands available in the Swedish markets with 

different prices and different qualities. So the consumers prefer the combination of both price 

and sustainability but strongly prefer sustainable vehicles. 

Mr. Anders explained that the efforts of Toyota Company toward sustainable production are 

appreciable. And over the past one year 65% of Toyota models were sold which were 

sustainable. And the demand for Hybrid cars is increasing by every year. The companies 

which will not consider sustainability as a main driver of production they will face a lack of 

demand in near future. So it is very important for all car manufacturing businesses to develop 

their production to meet increasing demand for sustainable cars in Sweden. These production 

and consumptions are also very useful for reducing environmental emissions. 

8.2.5. Interview 5 

Sales Manager from Audi car dealers Stockholm Sweden was interviewed in order to receive 

more reliable information about Swedish consumers‟ behavior toward sustainable vehicles. 

The sales Manager was discussed about the issue of sustainability and asked about how 

consumers behave toward sustainable cars in Sweden. He replied that sustainability has 

become one of the parameter for consumers when they buy cars. But they are not willing to 

pay more for sustainability. The Audi cars are generally fuel efficient but there is no Hybrid 
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model introduced yet. In the start of 2011 Audi has an intension to introduce Hybrid models. 

Audi is already one of the leading car companies in Sweden. More over the company already 

has a front lead in development so there is not much need of sustainable development in 

production. 

8.2.6. Interview 6 

Magnus Backstig is working as a Manager in Blixperten which is a vehicle show room 

located in the region of Jonkoping Sweden. The company sells Honda and Ford models in 

their vehicle show room. Mr. Magnus was informed about the purpose of the research and 

requested for their observation about consumer behavior toward sustainable vehicles. 

According to Mr. Magnus Sustainable vehicles are more famous in big cities of Sweden. In 

small towns and country side areas, consumers are less motivated toward sustainable 

consumption. They consider price rather than environmental impacts of vehicles. Consumers 

prefer those vehicles which are less expensive and contain multiple functions. 

Mr. Magnus further explained that Honda has few models with hybrid techniques but not in 

small cities. These models are consumed in big cities and other countries not in small areas of 

Sweden. The company has introduced fuel efficient models and fuel together with hybrid 

models but they are still out of the reach of small areas due to lack of demand for these 

models. If the vehicle which is sustainable is expensive equal to 25000 Euros and Normal 

Ford cars are less expensive and cost them 20 000 Euros Than consumers from country side 

areas will definitely prefer normal ford cars. Ford has many issues regarding sustainable 

models in vehicles but it is heard that they are also developing their production toward 

sustainability by the first quarter of 2011. Honda has declined its market share due to high 

prices and market share has been reached on 1.5 which was 2.2 six months ago. Mr. Magnus 

stated that Government of Sweden is going good in promoting sustainable consumption but it 

is not seen in many other countries of the world. Other developed countries should also 

participate in promoting sustainability issues. 

8.3. Expert Opinion  

Mr. Steffen Bang who is working as a Marketing Manager in Volvo Personable Norge AS 

described briefly the current situation of consumer behavior toward sustainable vehicles. The 

statement was based on general discussion on research topic. According to Mr. Steffen Bang 

Among with other nations Norway has also got through financial crises much better than most 
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of the world. After increasing unemployment and severe cost-cuts in 2008 and 2009, 

unemployment are holding up (don‟t know the exact percentage) and the companies has 

started to earn again. Most of the Norwegian consumers are actually better off economical due 

to low loan rates. So the consumer confidence is back in Norway. 

Norwegian market has increased with 31% since 2009, while Volvo cars has increased its 

market share by 45% in the same period, passing „‟the magical‟‟ 10 000 sold cars which is the 

best sales in 22 years. The growth rate of Volvo market share has been increased by 7.2% to 

7.9% (which was 6.3% in 2008) 

Volvo main models sold are : Volvo V70 (2900), Volvo V50 (2500), Volvo XC60 (1900) and 

Volvo XC70 (1400) The main reason for this year success, is Volvo very impressive change 

in making more fuel-efficient diesel engines, So called DRIVe models. Volvo is brand in 

Norway which has had the biggest drop in CO2. And due to tax system benefits for low CO2 

offered by government of Norway the price of these DRIVe models fall down with (starting 

price of V70 has dropped 100 000) These consumer benefits made it possible for Volvo to 

compete with medium price non premium cars like the very popular Volkswagen Passat, and 

thereby gaining sales and market share. 

From surveys (TNS Gallup and others) we know that around 50% Norwegian consumers said 

that their next car will be sustainable car. But when it comes to actual purchase, environment 

does not matter after all unless it means cheaper purchase, cheaper in use or has other benefits 

like driving in bus and taxi lane (with electric cars) when it‟s heavy traffic on the road. The 

percentage of consumers in Norway is very small who are really conscious and chose 

sustainable cars even if they cost them more. The main reason for consumers go for 

sustainable cars in Norway is that they save money and enjoy other benefits like Volvo 

DRIVe models. Although Volvo Personbiler Norge AS and all vehicle dealers in Norway are 

environmentally certified according to the ISO 14001 standards. 

By the way, I have heard on the radio a few days back that the sales growth of hybrids 

worldwide had stopped up. Staying on around 2% of total cars sold. So it can seem that we 

have reached at 2% of the population that think it is important to show they think sustainable. 

(Even though a hybrid car is far from as environmental as the common people think. Only 

plug-in-hybrid will cut CO2 compared to efficient diesel engines) 
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Analysis 

The research leads us toward various factors which motivate consumers to buy sustainable 

cars. We did questionnaire survey, interview and expert opinion. Results from all these 

findings are overlapping. This means that the results obtained by various methods are 

coherent. The consumption patterns are changing over time rather than past when there was 

less awareness among people about sustainability. Consumer motivation, attitudes and 

affection with environment are important elements in buying decision. At the same time 

knowledge and awareness also plays a vital role behind any significant behavior. According 

to MAO model, Ekström (2010) motivations, attitude, subjective norms and perceived control 

are the basics for behavioral intension. These basics receive the help of consumer‟s ability to 

understand the impacts of product and external conditions such as environment and ecology 

support their buying decision toward sustainable products. Together these all factors generate 

an environmental friendly consumer behavior which is also known as sustainable consumer 

behavior. The survey and interview showed that the ability of Swedish consumers to 

understand the environmental impacts of certain goods i.e. vehicle has increased the sale of 

sustainable products in Sweden. On the other hand sustainability is less common among 

Norwegian consumers because Norwegian consumers are comparably less motivated toward 

environmental impact of products and lack of knowledge has become a factor to discourage 

sustainable consumption in Norway. We have found that the importance of sustainable 

consumption is continuously increasing in both countries. Governments of both countries are 

working efficiently toward sustainable development. They are promoting sustainable 

consumption by reducing taxes, and providing other valuable facilities on sustainable 

vehicles. Swedish consumers strongly consider environmental issues while buying goods. On 

other hand Norwegian consumers give value to price more than environment. But due to 

reduction in taxes and other financial facilities, Norwegian consumers buy sustainable 

products. Volvo is working in its home market and developing its production to promote 

sustainable consumption in Sweden. Many car manufacturing companies are operating their 

sales in Norway but their efforts to promote sustainability are less as compare to Sweden. 

According to the survey sixty eight percent consumers consider sustainability while they buy 

goods in Sweden where as in secondary research the percentage of Swedish consumers who 

buy goods from the companies which are producing sustainable products is also sixty eight 

percent (increased from sixty two percent in 2009) Volvo (2010). Majority of consumers in 
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both countries are not willing to pay more for sustainable vehicles. They consider it as the 

duty of government to reduce the taxes on these vehicles. According to the survey Swedish 

consumers have shown positive response toward sustainability premium and some Swedish 

consumers are ready to pay ten percent more for sustainable vehicles whereas only few 

Norwegian consumers said that they will pay ten percent more for sustainable vehicles. There 

are several variables which motivate or de-motivate consumers to pay extra money for 

sustainability. Bui (2005) says that consumer values, needs, beliefs, motivation and their 

demographics influence their intension to pay more for sustainability. Sometimes consumer‟s 

needs do not allow them to pay extra for sustainability they give priority to price rather than 

sustainability. This is also a big reason behind lack of response among Norwegians consumers 

toward sustainability premium. The high price of sustainable products is less acceptable in 

Norway. According to Mr. Steffen Bang (Marketing Manager of Volvo Personbiler Norge 

AS) decrease in the price of new environmental friendly Volvo cars has increased the sale of 

Volvo cars in Norway. Many vehicle companies have already introduced sustainable vehicles 

in the markets in order to overcome the increasing demand of sustainable vehicles. 

Governments have also increased the support to sustainable cars which has motivated many 

car companies to emphasis on the development of new models. Decreasing the price and tax 

reduction in sustainable vehicles has motivated many customers to buy these vehicles. There 

is more need to develop the concept among Norwegian people and the role of Norwegian 

Government in this case is exceptional. Swedish consumers have been proved as comparably 

responsible and environment friendly consumers and many Swedish companies are making 

policies toward sustainable production for future.  Primary research showed that the usage of 

personal car is high in Sweden as compared to Norway. In Sweden the data has been collected 

from Borlänge which is considered to be a smaller city as compare to Oslo which is capital 

city of Norway. The transportation facilities are also different in both cities. According to the 

Greendex survey many Swedish people use to live far away from their destinations and for 

this reason the use of personal car is higher among Swedish people. The improvement in 

mobility of public transport and reduction in price has increased the consumer‟s sense of 

responsibility for environment. Many consumers were found with lack of awareness about 

sustainability issues. This seems to be the duty of governments of both countries to introduce 

sustainability campaigns and adopt other necessary actions to promote sustainable 

consumption. The factors like Government support, new technology, tax reduction, engine 

efficiency, fuel efficiency and other facilities have created an interest for many consumers to 
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buy these vehicles. In Norway the promotion of sustainable development is in-progress on 

domestic level but among all other facts the efficiency of Norwegian government is 

considered in-sufficient toward reducing greenhouse and CO2 emissions. Norwegian Ex-

Prime Minister Mr. Stoltenberg stated that Norway should reduce the exhaustion of further 

Oil and gas from sea. But the government is making more development programs to maintain 

the exploration of more oil and gases. This exploration increases the greenhouse and CO2 

emissions. Also when these fuels are exported and burned in abroad these increase the 

emissions all around the world. These actions are not addressing balance in sustainable 

development. According to International Union for Conservation of Nature IUCN (2006) 

there are three pillars which are needed to integrate with actions in order to maintain the 

balance of sustainable development. These pillars are environmental protection, social 

progress and economic growth.  Even if any one of these three pillars is ignored, the country 

cannot ensure the balance of sustainable development. For business areas many business still 

think that sustainability is not an important issue to consider but the importance of sustainable 

production is now about to be seen by many manufacturers in both countries. Straughan 

(1999) says that the sustainability has become a source of competitive advantage in modern 

businesses. Marketing Manager of Volvo Steffen Bang also stated that this year Volvo cars 

have broken all the records of 22 years just because of introducing new models Volvo V50, 

XC60 and V70 etc. These DRIVe models are sustainable and fuel efficient. But the purchase 

data in Norway says that the consumers bought these vehicles because of low price. The 

government has reduced the tax and the price of these DRIVe models has been reduced by 

100 000 NOK. And Volvo has started competition with a low price car company Volkswagen. 

These factors have become an opportunity for all other companies which are not 

concentrating on sustainable productions. Many car dealers have also identified the 

importance of sustainable vehicles for consumers. According to them this concept has now 

become a parameter for consumers. Especially Swedish consumers strongly desire for 

sustainability features in vehicles. 
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Conclusion 

The purpose of this paper was to investigate the consumer behavior toward sustainability in 

Norway and Sweden. We have followed necessary document studies and conducted a primary 

research in order to come up with conclusion for this project. The results show that there is 

increasing importance of sustainable consumption in both countries. Consumer attitudes are 

being developed toward sustainable products. Comparatively Swedish consumers are seen to 

be more conscious and practical toward sustainable consumptions. An increase in percentage 

of environmental conscious consumers tends to describe the high amount of future demand 

for sustainable products. Vehicles efficiency and government support has reduced the barriers 

for consumption of sustainable cars. Consumers have identified the importance of sustainable 

vehicles in future. As far as the demand for sustainable cars is increasing it has become an 

opportunity for many car companies that they should emphasize on production of sustainable 

vehicles if they want to compete in the market. If companies will neglect the fact of increasing 

demand and consumer‟s attitude toward sustainable cars they can face a huge loss of loosing 

potential customers in near future. Sustainable consumption patterns can be achieved by 

increasing more awareness of information regarding sustainability issues. Electric cars, Fuel 

cell cars, Hybrid or Plug-in hybrid cars, Green cars, Fuel efficient cars, Diesel efficient cars, 

Engine efficient cars are those vehicles which are getting more and more popularity among 

consumers in Norway and Sweden. The use of these vehicles reduces the environmental 

impacts and emissions. Due to the emergence of tax on sustainable vehicles and increases in 

tax on other not environmentally fit vehicles has changed the mindsets of consumers to move 

toward a more green future. The consumers are needed to be encouraged more and more in 

order to construct the building of green world with neutrality of harmful emissions. The 

efficient role of government is necessary to promote sustainable consumption. They should 

make strict policies for environmental destructive elements and they should give relaxation to 

environmental friendly elements. 
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Appendix 1 

Questionnaire 

1. What do you think about sustainability? 

o Extra cost 

o Saving environment 

o Eco products 

o Other 

2. Do you consider environmental sustainability while purchasing goods (e.g. vehicles, food, 

clothes etc) 

o Yes 

o No 

3. What kind of car do you have? 

o I don‟t have any car 

o Small-displacement vehicle (economy car, less than 2.0) 

o High-displacement car more than 2.0 

o Off-road vehicle or SUV (Sport utility vehicle) 

o Others 

4. Does your car have any sustainable feature? 

o Yes 

o No 

o I don‟t know 

o Others 

5. When you relate sustainability to vehicles what do you think this is? 

o Environment friendly 

o Safety 

o Disposal 

o Whole life cycle of product 

o Other 

6. Did you buy any sustainable products listed below during last 1 year? 
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o Vehicle 

o Energy-saving, environment-friendly household appliances or digital products 

o Eco-food 

o Other 

7. How often do you buy sustainable or eco products? 

o Often 

o Once a week  

o Once a month  

o Rarely 

o Never 

8. In your opinion how far the producers are concern toward sustainable production in 

vehicles industry? 

o Yes they are more concern 

o Not enough they need more 

o Not at all 

o I don‟t know 

9. If vehicle producers incorporate their production with sustainability would you pay more 

for it and how much? 

o I would pay 10 % more 

o I would pay 20 % more 

o They should incorporate sustainability but should not increase prices 

o No, I would not pay more 

10. How often do you use your own car instead of public transport? 

o Often  

o Sometimes 

o Seldom 

o Never 

11. Do you consider sustainability as an important aspect in transportation? 

o Yes 

o No 
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o I don‟t know 

12. Is there a need for more sustainability in production of cars? 

o Yes 

o No 

o Maybe 

o I do not care 

13. Being a consumer what was your participation in last 1 year to protect global environment? 

o Organized or participated in dissemination and protests related to 

environmental protection 

o Donated or raise funds for pollution abatement and environmental protection 

o Purchased green products / eco-products / environmentally products 

o Taken public transportation instead of private cars (e.g. bus, subway) 

o Other 

14. Do you have any suggestion for improving environment? 
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Appendix 2 

Expert Profile 

 Steffen Bang 

Marketing Manager 

Volvo Personbiler Norge AS 

Lienga 2 

N-1414 Trollåsen 

Norway 

Telephone +47 66 81 84 73 

Mobile +47 907 64 663 

Fax +47 66 81 85 63 

sbang1@volvocars.com 

www.volvocars.no 

www.volvooceanrace.org 

Volvo for life 

Interviewee profiles 

 Harethon Jorn 

Sales manager 

Bertelo. Steen Romerike AS 

Nittedalsgata 4, 2000 

Lillestrom, Norway 

0047-64847500 

 Roy Martinsen 

Seller 

Auto Elite AS 

mailto:sbang1@volvocars.com
http://www.volvocars.no/
http://www.volvooceanrace.org/
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Stasjonsveien 40, 1375 

Blingstad, Norway 

0047-66845810 

Roy.martinsen@autoelite.no 

 Ove Hagen 

Manager 

J.M Autos AS 

Strombusletta 8, Postboks 1663 Stoa, 4857 

Arendal, Norway 

0047-37000300 

 Magnus Backstig 

Manager 

Bilxperten 

Agatan 11 334 32 

Anderstorp, Sweden 

0046-37114465 

 Anders Holmqvist 

Sales Department 

Europeiska Motor AB 

Enhagsvagen 4 183 02 

Stockholm, Sweden 

0046-858562170 

 Sales Manager 

Audi Car Dealers 

Stockholm, Sweden 

0046-850333000 
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