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Abstract 
Purpose – The thesis examines and explains how political consumption is used by a group of 

students. Three hypotheses were formulated in order to test if information, motivation and 

social commitment lead to political consumption and if the political consumption behavior 

differs when buying clothes and groceries.   

Design/methodology/approach – Questionnaires were formulated and handed out to students 

attending a basic course in Political Science at Uppsala University. The data from this survey 

was coded and processed in SPSS in order to test the formulated hypotheses.  

Findings – The findings in the thesis show that political consumption differs between 

different industries in the studied population. No compelling evidence was however provided 

in order to confirm that information, motivation or social commitment lead to political 

consumption. It does however provide some indications on possible explanations that warrant 

further research.  

Research limitations – The results cannot be generalized to a wider population and thus only 

give indications on how political consumption can be explained.  

Keywords – political consumption, fast fashion, buycotts, boycotts, social capital  
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1. Introduction 
During the last centuries, our consumption patterns have evolved from only involving 

shopping for basic goods aimed at survival, to play a major role both as an identity creator 

and a leisure activity (Shaw et al., 2006). Alongside with the changes in consumption 

patterns, the fashion industry has developed, and the fast fashion companies now dominate a 

significant part of the industry. Fast fashion companies offer new merchandise on a nearly 

weekly basis as a way to cater to those customers who purchase products on impulse every 

time they visit the companies’ stores. Fast fashion is also a concept that refers to the overall 

life span of the products because they are produced only to be worn a few times before feeling 

out of fashion (McNeill & Moore, 2015).  

In the last decades consumers have become more and more ethically aware in their 

consumption patterns. However, the fast fashion industry is one of the industries where 

ethical and environmentally friendly practices do not seem to be a main focus for consumers 

(McNeill & Moore, 2015). The fast fashion companies continue to increase their profits year 

after year even though reports reveal abuse of worker- and human rights at workplaces, along 

with major environmental impact due to the companies’ unsustainable practices (HRW, 2015; 

Kärnstrand & Åkerblom, 2016; Barkman, 2014).  

Political participation has in many aspects been decreasing in the past decades. However, 

most research on political participation does not include political consumption, even though it 

is an increasing type of political participation (Stolle et al., 2005). Political consumption is the 

use of consumption to vent political concerns about for example environmental aspects or 

ethical production. The political consumer may either boycott by not buying items from a 

certain store or brand, or buycott, a practice where the consumer buys from a certain store or 

brand because they have certain practices that the consumer likes. Swedes are often regarded 

as the most conscious and environmentally friendly group when it comes to consumption 

patterns, and many Swedes use consumption as a form of political statement, using the 

marketplace to “cast a vote” (Koos, 2012). Studies show that consumers could change the 

practices of the fast fashion companies because the clothing industry is sensitive towards 

political consumption actions, such as for example boycotts (Stolle et al., 2005). Most studies 

(see for example Copeland, 2014; Neilson & Paxton, 2010; Shaw et al., 2006) that have been 

made on political consumption are general in their framing, and do not separate different 

industries, leading to a gap in knowledge about if and how people use political consumption 
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in different ways in different industries. The general framing also assumes that political 

consumption does not differ between industries and hence can be explained in the same way, 

something that will be tested in this thesis. 

The starting point of this thesis is that political consumption differs between industries and 

that the usage of political consumption, and also that the type of political consumption used 

differs depending on what type of item the consumer buys. Since political consumption is an 

important tool to influence politics that often has been overlooked in political science studies, 

even though it is not a new phenomenon (Stolle & Micheletti, 2013), the aim is to explain 

how political consumption is used by a student population. The clothing industry has not been 

thoroughly studied from a political science perspective and will be the main focus in this 

thesis. 

 

1.1 Purpose  

The aim of this thesis is to investigate and explain political science students’ political 

consumption of fast fashion. Questionnaires will be formulated and used to examine and 

explain the respondents’ consumption of clothes, as well as if and how it differs from how 

they buy groceries. It will also examine what makes them take political stands in the 

marketplace. Most of the previous research on fashion consumption examines the values and 

motivations behind sustainable fashion consumption, but not the aspect of it being a political 

action. Students, and especially university students have always been more prone to activism 

and protest and universities have often been at the center of activism mobilization (Micheletti 

& Stolle, 2015). This is the main reason that university students are the chosen population for 

this study, and, more specifically, political science students have been chosen because they 

arguably are a group that may be more aware of the ethical implications and political 

expressions than students studying other subjects.  

A student population has also been chosen to get a deeper understanding of how attitudes and 

behavior towards political consumption are shaped within a population that thus far has not 

been extensively studied within political science research on political consumption. Studying 

this group gives a deeper understanding of how consumption patterns of fast fashion may 

look, and why some may use political consumption, while others do not. Studies have also 

showed that women, people with higher education and younger people are those who use 

political consumption the most, so to investigate a student population can give a deeper 



! 6!

understanding of why those most prone to commit political actions in the fast fashion store 

might not (Stolle et al., 2005). It may also give an indication where the behavior and the 

attitude gap lies and why people who want to act more sustainable do not do so.  

Political consumption has mostly been studied without focus on any particular industry and is 

hence only providing knowledge that people politically consume but not where they choose to 

do so and if their behavior differs depending on what they buy. The clothing industry hence 

reveals a gap in research, which will be explored and tried to be explained in this thesis. 

However, as the clothing industry is such a large concept it is both necessary and valuable to 

narrow the focus down to fast fashion. Fast fashion has been chosen since it in recent years 

has become a highly contested industry on behalf of its often unsustainable and unethical 

practices thus giving incentives for studying it in relation to political consumption. This type 

of study has previously been made but only on political consumption in general, so it will also 

be tested if previous explanatory models can be applied to fast fashion consumption.  

 

1.2 Research Question and Hypotheses  

The aim with this thesis is to map political science students’ behavior in the marketplace to 

see if their consumption behavior is political. It also aims to investigate how the consumption- 

and behavior patterns differ between students who participate in political consumption. 

Further, it aims to investigate if the students’ behavior regarding political consumption differs 

between industries and depending on what type of items the consumer buys. The clothing 

industry will be examined in regards to the food industry since both is a big part of 

individuals’ private consumption (Konsumtionsrapporten, 2015). 

With the above in mind the following research question has been formulated:  
 

How can political consumption, among Swedish political science students, 

attending Uppsala University, be explained? Does the political consumption of 

fast fashion differ from other industries?    
 

According to Copeland there is not much “known about how [political consumption] relates 

to other forms of political behaviour” (2014: 261). On these grounds the hypotheses have 

been formulated: (H1): Information and motivation lead to political consumption, if (H2): 

Social commitment leads to political consumption and if (H3): Political consumption differs 
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between industries. To test this, questionnaires has been formulated to survey political science 

students who are currently studying at Uppsala University. The data will be coded and 

processed in SPSS and then analysed by using social capital theory. However, it is important 

to remember that the information and motivation in the first hypothesis is not the same 

information and motivation used in social capital theory in order to explain political 

consumption, and the use of italic on all the independent variables will separate them.  

The limitation of this study is that it will not be possible to generalize the results to a larger 

population but rather give indications if and how the behavior may differ between industries. 

Since a group with a possibly high interest in politics has been chosen, it is argued that this 

population is prone to behave politically in the marketplace. And since the scope of this thesis 

is rather limited it will not be able to test all possible explanations for political consumption.  

 

2. Previous Research  
This chapter deals with previous research on political consumption and fast fashion. First, 

political consumption and the definition of it will be explained together with the role it plays 

in the field of political science. The second part will deal with fast fashion and its 

development. The third and last part will deal with the intersection of political consumption 

and fast fashion and why this is a subject of interest.  

 

2.1 Political Consumption  

There seem to have been a shift in political behavior and according to Echegaray (2015) 

researchers in the field of political science have long been reluctant to accept that many 

consumers today channel their political views in the marketplace, and that consumption can 

be connected to political activism and civil duty. It is however, becoming increasingly more 

recognized that citizens use consumer behavior as a new form of political practice (Copeland, 

2014) and that political consumerism hence is becoming an alternative way to view political 

behavior (Zhang, 2015). This new type of consumer behavior is not only directed at the state 

but relates to market practices, leading to blurring of the boundary between the private and 

public domains (Copeland, 2014). Political consumption is controversial due to the fact that it 

suggests that policies for the ‘common good’ not only can be constituted by the state but that 

non-governmental organizations, consumers and corporations also can influence policies 
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(Micheletti, 2010). From this point of view the citizen has become a “citizen-consumer” who 

believes that the individual citizen’s responsibility also applies to the market, and not only 

towards the state (Micheletti & Stolle, 2015).  

To be a political consumer is to act with political intentions at the marketplace, and the action 

is carried out by either boycotting or buycotting products or stores, by using discursive 

political consumerism or committing ones lifestyle to political actions, more known as 

“lifestyle politics”. Boycotting refers to punishing a company for certain practices by not 

buying their products while buycotting refers to rewarding companies that behave in desirable 

ways, by buying products from those businesses (Copeland, 2014). Consumers’ intention and 

choices needs to be based on either ethical or political concerns in order for the consumption 

to be political (Stolle et al., 2005). The boycotting of the sportswear brand Nike, for their use 

of sweatshops and child labor, is a well-known example of a boycotting while a buycott for 

example is to buy products from The Body Shop because they do not test their skin products 

on animals (Copeland, 2014). Boycotts and buycotts can also be supplemented by discursive 

political consumerism which means that the consumer also airs opinions about the company 

and its policies and/or practices in order to use pressure to promote change, these types of 

actions can not only be directed towards the company but also to the public or government 

(Micheletti & Stolle, 2015). Political consumerism can also include a change in lifestyle 

towards a lifestyle that is more political, which is more known as “lifestyle politics”. It often 

includes rejection to overconsumption and challenges capitalism; this type of political 

consumption hence goes further than the three previous mentioned practices (Micheletti & 

Stolle, 2015). Regardless of what shape of political consumption one uses, the aim is the 

same, it focuses on changing and highlighting global problems with the use of commodities 

(Micheletti, 2010). 

Political consumption is not a new phenomenon even though it has increased as a form of 

political participation due to the fact that we live in a society in which the consumer culture is 

dominant; we can fulfill most of our desires and needs by using the marketplace, and as 

Copeland puts it; “people still participate in politics, but in ways that challenge our traditional 

understanding of political participation” (2014: 260). Barkman further argues that “based on 

the increasingly illuminated link between private consumption and social, environmental and 

economic development, it is no wonder that more and more focus is directed towards 

consumers, even in political science research” [author’s own translation] (2014: 16).  
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The number of people engaged in political consumption have increased since the 1970’s and 

since the 1990’s there have been a clear increase of buycotts, which today is a more used form 

of political consumption than boycotts (Stolle et al., 2005) This might have to do with the fact 

that boycotts in some cases are problematic since it might do more harm than good for the 

workers at the boycotted company, which often is the group the boycotters intend to help. 

In their research, Stolle, Hooghe & Micheletti have found that political consumers choose 

what products to buy by contemplating things such as justice and fairness, but also that 

consumers make contemplations in regards to business and government practices. They 

further argue that “[r]egardless of whether political consumers act individually or collectively, 

their market choices reflect an understanding of material products as embedded in a complex 

social and normative context, which can be called the politics behind products” (Stolle et al., 

2005: 246). Political consumption is often seen as actions by individual citizens in a loosely 

composed network, who individually work for ‘the greater good’ by imagining a sort of 

community of political consumers who all uses shopping to achieve societal change (Gotlieb, 

2015). Political consumerism is a more common political tool than many believe it to be, and 

according to Barkman (2014) Sweden has the highest rate of buycotters and boycotters in the 

Global North, where these type of studies have been made, and that the structural conditions 

for political consumption seems to be good in Sweden with scholars concluding that “political 

consumerism is an important and increasingly mainstream form of political participation in 

the Nordic countries” (Micheletti & Isenhour, 2010: 135).  

As Barkman (2014) writes, political consumption has many similarities to sustainable 

consumption, but the main difference is that sustainable consumption has a limited aim; that 

is zero impact on the environment, while political consumption can be used in a variety of 

different situations, such as fair salary for workers, gender equality but also environmentally 

friendly or ethical practices.  

Studies have showed that those participating in the marketplace as political consumers often 

are better educated, more interested in politics and wealthier than non-political consumers 

(Copeland, 2014). Other scholars have found that women often tend to participate more as 

political consumers than men does (Micheletti & Isenhour 2010). Copeland (2014) found that 

political consumers are less likely to trust the government and hence use consumption in a 

way to air their frustrations about politicians and the government.  
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2.2 Fast Fashion 

While clothing is considered a basic human need, most people in the Global North use clothes 

as a way to shape identity (Harris et al., 2016). Clothes are constantly on display and “is used 

to emanate meanings about the wearer to others and also to reinforce meanings to oneself” 

(McNeill & Moore, 2015: 212). The fast fashion industry has become successful partly due to 

this fact and hence pressuring the whole fashion industry to produce more to a lower cost, 

something that in turn is harmful for the planet as well as the workers that produce the clothes 

(McNeill & Moore, 2015), something that often is referred to as ‘a race to the bottom’ (Stolle 

& Micheletti, 2013)  

The fast fashion industry has created a fashion cycle that no longer is two seasons per year, 

but rather 52 seasons with new items arriving weekly (and in some cases daily) at the fast 

fashion stores. The items in these stores are most often designed to be worn ten times or less, 

and embrace the consumers “insatiable demand for newness” (Barnes and Lea-Greenwood, 

2006 in McNeill & Moore, 2015: 213). The fast fashion companies also replace the items at a 

rapid pace in order for customers to make quick decision and to buy more. The customers 

have learnt that the item might not be there the next time they come to the store and hence 

should buy it at once (Ekström, 2012). The definition of fast fashion is the fashion companies’ 

constant flow of news arriving at stores, with a high turnover along with low prices.   

Consumers are showing increasing levels of ethical and sustainability thinking in their 

consumption choices when it comes to fashion (Lundblad & Davies, 2016). Nevertheless, a 

gap between thinking ethically and actually acting ethically have been found (Barkman, 

2014). In the case of clothing, there seems to be different barriers towards buying sustainable 

fashion, such as the limitation of sustainable choices and the fact that sustainable fashion 

often is more expensive, but also that consumers don’t find sustainable clothing as 

fashionable as the fast fashion options, and that all together the style of the fast fashion 

clothes and the low price trumps the fact that an item is ethically produced (Lundblad & 

Davies, 2016). Studies have showed that price and personal considerations are the main 

driving factors in purchasing behavior even among environmentally aware consumers (Harris 

et al., 2016). Nevertheless, the trend of sustainable fashion have also reached high street 

brands such as H&M and Gina Tricot with their conscious collections, which can be seen as 

contradictory due to the almost inherently unsustainable ways of the fast fashion industry 

(Lundblad & Davies, 2016).  
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In most societies in the Global North, salaries along with living costs have increased, and in 

some cases multiplied, since the 1980’s, but the same cannot be noted for the fashion 

industry, and especially the fast fashion industry where clothes today are cheaper than they 

were decades ago (Kärnstrand & Åkerblom, 2016). In Sweden the same amount of money is 

today spent on clothes as was spent in year 2000, but the amount of sold textiles has increased 

with 40 percent between the years 2000 and 2009 (Ekström, 2012).   

 

2.3 Political Consumption of Fast Fashion 

Most studies done in regards to the fashion industry is focusing on the production side of the 

market, while fewer focus on the consumers of fashion (Lundblad & Davies, 2016). Most of 

the studies on fashion consumption have a focus on sustainable fashion and sustainable 

consumption, but without a political consumption lens. Most of the studies made on political 

consumption are on the other hand general in their framing and does not focus on any specific 

industry. Only a few studies have focused on the fashion industry but there is a gap in the 

research of political consumption of fast fashion that will be explored and explained in this 

thesis.   

 

3. Explaining Political Consumption 
Social Capital theory has successfully been used in previous political consumption research, 

and will hence be used as the theoretical framework also in this thesis. When looking at 

previous research regarding the reasons for political consumption it becomes clear that it most 

often is focused on “personal values, social identification and social accreditation” (Gotlieb, 

2015: 553). This is why social capital will be used to explain political consumption in regards 

to fast fashion in this thesis.  

 

3.1 Social Capital 

Social capital in the case of political consumption is grounded in the classic theory by 

Bourdieu (Neilson & Paxton, 2010), but has in this thesis been altered in order to explain 

experiences and motives in contemporary society since the connections and relations between 

people not only exists in real life but also in social media outlets and other forums on the 
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Internet. Social capital is the value of the social connections between people and how people 

use these connections and “networks of association” (Neilson, 2010: 216), along with other 

trusting and reciprocating relations, in order to get information that simplify and motivates 

political consumption (Neilson, 2010). The core idea in social capital theory is that the “two 

components – trust and associations – have value” (Neilson & Paxton, 2010: 7) and according 

to Almond and Verba (1963) it is the associations and the networks that enables the 

“recruitment for political participatory acts”  (Stolle et al., 2005: 252).  

In this thesis, Neilson & Paxton’s definition of social capital theory will be used, and the ties 

connecting individuals define social capital. These ties must be existing in order to create an 

objective network, and they also needs to be “trusting, reciprocal and emotionally positive” 

(Neilson & Paxton, 2010: 7). Further they argue that there are two mechanisms that connects 

social capital and political consumption, and that “people with greater social capital have 

more access to information, which might lead them to consume politically, and also more 

motivation to act on […] information” (Neilson & Paxton, 2010: 7). Information and 

motivation are hence used as individual level predictors of political consumption and will be 

understood in relation to trust and association involvement. 

Information plays a significant role in political consumption since the political consumer 

needs to have information in order to make thoughtful decisions. The consumer needs to have 

information about, in this case, the fast fashion companies’ ethical work in order to decide to 

boycott them, or the positive features of the products if they want to buycott. Information, and 

especially political information is shared through different kinds of interactions, which 

according to Neilson and Paxton take place in “either formal groups or informal social 

exchange” (2010: 7). They also argue that it is important for consumers to meet conflicting 

opinions on the subject of political consumption in order to develop and increase the 

awareness of the practice and to “better understand the rationales given for politically 

consuming, and acquire the intellectual flexibility to try nontraditional forms of political 

participation such as political consumerism” (Neilson & Paxton, 2010: 8).  

Trust also plays part in the information process, this is most often in regards to that the 

information provided needs to come from a source that the receiver of the information feels is 

trustworthy, be it a friend, or a journalist. When the information provided is seen as 

trustworthy it is more likely that the message, about for example sweatshop conditions, will 

be obtained and processed, and finally acted upon, by the consumer (Neilson & Paxton, 

2010).  
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Motivations are used as a way to understand how social capital relates to political 

consumption. In the case of association involvement, studies have for example showed that 

people who engage as volunteers in civil society create a feeling of duty and a connection to 

others, often leading to increased confidence which in turn make the person more likely to 

engage in political activities. Also informal ties to one’s community may lead to increased 

political participation (Neilson & Paxton, 2010). Norms also play part in the motivations 

towards participating in political consumption. The “norms are spread through groups by 

influence processes in which attitudes and behaviors are disseminated among individuals 

through networks” (Neilson & Paxton, 2010: 8). When an individual is part of a group or a 

network it might lead to stigmatization behaving outside the group’s norms regarding to what 

to or what not to buy. Dawson and Wallendorf (1985) found in their study, the “association 

membership to be an even better predictor of specialty store patronage than social class, 

especially for products that are visible to others, such as clothing” (Neilson & Paxton, 2010: 

9).  

The connection between trust and motivations in regards to political consumption studies 

have showed that trust is an important factor in order to politically consume. A generalized 

trust in other people will make it more likely to think that others also will work for the 

‘common good’, hence increasing the likelihood of acting politically in the store. This is due 

to the feeling of connection towards others, even if it is in a loosely connected network 

(Neilson & Paxton, 2010).  

 

4. Method 
A quantitative survey method, and more specifically, questionnaires are used in order to 

answer the research question and test the formulated hypotheses. Questionnaires make it 

possible to show and test many relationships from a larger amount of data with less 

desirability bias. The use of questionnaires also makes it possible to see the correlations 

between political consumption and the independent variables. The results from the 74 

answered questionnaires will be processed and presented by using statistical regressions in the 

program SPSS with the dataset available upon request.  

The chosen method will provide a broader understanding of political consumption in regards 

to the fast fashion industry and give a deeper understanding of the patterns, and if it differs 

between industries. Since political consumption most often is studied in general terms, and 
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most studies focusing on if the respondents’ have boycotted or buycotted any type of item, 

this study will try fill this gap and investigate what type of products the consumers have 

chosen to act politically on, alongside with what make them use political consumption. 

  

4.1 Validity, Reliability and Ethical Considerations  

Two concepts are of vast importance when doing research: validity and reliability. Validity 

concerns the conclusions drawn, and whether or not they correlate with what has been 

measured. Reliability relates to the answers, and if they would be the same if the 

questionnaires would be conducted all over again, or if the answers are random (Bryman, 

2011). 

In the case of survey design the validity of a study is often lower because it is hard to be sure 

about the direction of the causal link, did X affect Y or vice versa? Another concerns is 

whether or not the measurements used actually measures the variables. However, this is 

considered acceptable as the survey-design provides data across a larger population. On the 

other hand, the reliability of this study is high since it can be reasonably assumed that the 

answers provided in the questionnaires would be, if not the same, very similar if the study 

was to be replicated.  

Bryman (2011) lists four ethical principles that need to be fulfilled when doing research. The 

first is information requirement: that the respondent has information about what the survey is 

about. The second is the consent requirement: that the respondent knows that the participation 

is voluntary. The third one is the confidentiality requirement: that all the information 

collected will be handled with the greatest confidentiality and the last ethical principle is the 

use requirement that states that the collected data on individuals will only be used in the 

research it was collected for. All of the above principles have been met in this thesis.  

 

4.2 Questionnaires  

The 74 questionnaires that were handed out are composed of 17 questions that vary in length 

and scope with questions on societal and political participation along with questions about the 

respondent’s consumption behavior. In the beginning of the questionnaire questions about 

gender and age was asked. Next, there were questions about consumption while questions 

about trust, attitudes and societal participation were asked in the last part of the questionnaire. 
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All together the questionnaire is 4 pages long with 3 pages of questions and one for comments 

(see appendix A for the full questionnaire) and took about 5-7 minutes for the respondents to 

answer. The questions used are all of closed character in order to ease the data processing and 

to make decisions smoother for the respondents. However, the use of closed questions may 

lead to that the answer the respondents did want to make was not available. It also leads to 

that the respondents cannot answer questions in their own ways, leading to that different 

shades of the answers is bypassed and that all information might not be provided. On the 

other hand, questionnaires have no interviewer effect that might influence how the 

respondents answer questions and it also makes it possible to get much information from a 

larger group (Bryman, 2011). The population was chosen since university students in general 

are more prone to engage in different type of activism than other groups in society (Micheletti 

& Stolle, 2015), and political science can arguably be considered one of the most politically 

aware, making it an interesting population to study. 

Many of the questions used in the questionnaire are borrowed from Barkman’s dissertation 

about barriers and bridges toward sustainable consumption (Barkman, 2014), a use that has 

been permitted by Barkman. The author of this thesis has formulated the questions focusing 

on the clothing and/or the fashion industry, but many of them are developed from Barkman’s 

questions in order to focus the thesis and to cover the formulated research question and 

hypotheses. The choice to use already existing questions have been made since they have 

been successfully used to measure political consumption in previous research and also that 

formulating questions often is the biggest methodological error when doing research. 

According to Esaiasson et al., the use of already existing questions also “testifies to a mature 

realization that research should be cumulative and that the operationalization and discussion 

about validity is a matter for the whole research community” [author’s own translation]  

(2012: 242).  

The questionnaires were anonymous and without questions that could lead back to any single 

student, in order to achieve strict confidentiality. The questions have also been altered and 

formulated in order to be easy to understand, but also to avoid the use of words that the 

respondents might not understand in the same way (Ejlertsson, 2005).  

In the questionnaire, information of sensible nature was deselected since the students might 

not want to answer questions (or at least answer honestly) about for example income, when 

sitting next to peers. Nevertheless, this is also a reason why the student population has been 

chosen, because most students have the right to get loans and allowances from the Swedish 
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national board of student aid (CSN), giving a majority of students a similar economic 

situation (CSN, 2016).  

A small pilot-study was completed, before handing out the questionnaires, in order to get the 

right focus of the questions, the right amount of questions and to get the optimal length of the 

questionnaire. The pilot study included seven people who all but two study at university. 

They answered the questions and gave feedback on how they understood the questions and if 

any alternatives was missing (Ejlertsson, 2005). Some questions had to be altered and some 

deleted as a result of the pilot study; but overall, the respondents had similar perceptions of 

the questions. With a shorter length, in this case three pages, the risk of lost interest during the 

responding of the questionnaire was also reduced (Bryman, 2011).  

The questionnaires were handed out to students taking a basic course in Political Science 

(Statskunskap A) and were answered during the brake in the middle of a lecture. A total of 74 

questionnaires were handed out, and all students except one (who did not want to participate) 

received a questionnaire. This gives a response rate at 98.6 percent, which, according to 

Berntson et al., (2016), can be deemed as acceptable because when the external loss is less 

than five to ten percent its effects on the results can be disregarded. Some of the students did 

not finish the whole questionnaire and three respondents, out of the 74 who participated, left 

more than 4 questions while the rest missed a maximum of two questions.  

All of the respondents’ answers were coded and processed in the statistical program SPSS. 

However, in order to compare the results, SPSS only used the results from respondents who 

had answered all of the questions used in a specific regression. All of the results from the 

regressions will be analyzed and discussed later in the thesis.   

 

4.3 Operationalization and Central Concepts  

This section will describe all the variables used in the thesis as well as the operationalization 

of the research question. Since the questions in the questionnaire are in Swedish they will 

when necessary be described in the text when presenting the variables, but a full translation of 

the questions will not be provided due to the word limitation of the thesis. The variables that 

are chosen for this thesis have been used to explain political consumption in previous 

research.   
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The operationalization of this thesis is the questions in the questionnaire. They are designed in 

order to see and test correlations, that information and motivation lead to political 

consumption, and also if social commitment leads to political consumption. The questions are 

also designed in order to see if political consumption differs between industries, and if it does, 

why it does. Further it uses different variables in order for the reasons of political 

consumption to be explained. That the questions in the questionnaire have been used in 

previous research gives them validity and is the main reason they have been used also in this 

thesis. How the variables will be measured will be described further down in this chapter.  

In the third hypothesis where it will be examined if political consumption differs between 

industries the results from the two first hypotheses will be used together with descriptive 

statistics in order to examine how the respondents use political consumption in different ways 

when buying different type of products.  

 

4.3.1 Dependent Variables  

The dependent variable in this thesis is political consumption. Information, motivation and 

social commitment are all independent variables that are expected to affect and lead to 

political consumption. In the survey the measurement of political consumption has been 

divided into nine questions in order to get a more nuanced picture of political consumption 

and if it also differs with what type of political consumption that are being used, boycotts or 

buycotts. The answers from these questions have then been added together in SPSS in order 

to get five different measurements on political consumption. These five are questions if the 

respondents have used political consumption at all the last 12 months (of all variables that 

measures political consumption added), if the respondents have boycotted or buycotted at 

least one item the last 12 months and if the respondents have used political consumption on 

clothes as well as if the respondents have used political consumption on foods during the last 

12 months.  

It will be investigated if information, motivation and social commitment affect what type of 

political consumption the respondent uses. The survey hence has different measures of 

political consumption in order to get an as clear image of if and how different types of it is 

used when buying different type of items from different industries.  
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4.3.2 Independent Variables 

There are three independent variables in this thesis: information, motivation and social 

commitment. 

The definition used for information is that the respondent feels that she or he has information 

about societal developments and also information and opinions about how different actions 

can shape societal development. Information is also understood in regards to the products that 

the respondent buys, if she or he has information about how they are produced and under 

what conditions. Information is measured by five different questions in the questionnaire. The 

first four questions are about how easy it is to find information about what clothes that are 

either environmentally sustainable or about the working conditions for the producers, the 

same questions were also asked for groceries. The fifth question regarding information is if 

the respondent feels that it is important, in order to be a ‘good citizen’, that a person needs to 

stay informed about societal changes and developments. 

Motivation is in the thesis defined as if the respondent feels that her or his actions can change 

and affect development. With a perceived possibility to affect change it is arguable that 

motivations to act are higher than if the person feel that there is no possibility to affect change 

at all. Motivation is measured by five different questions in the questionnaire. The first is 

about if the respondent thinks that consumers can affect societal change. The second question 

asks that if it, in order to be a ‘good citizen’ it is important to buy items that are good for 

society and nature even if it is not best for the individual. The third question asks if the 

respondent thinks that the choices people make do make a difference for nature and society. 

The fourth question is about how effective the respondent thinks that boycotting is and the 

fifth how effective the respondent thinks that buycotting is.  

The definition of social commitment is if the respondent has been active in an organization 

during the last 12 months. The organization can be a political organization, an environmental 

organization, a humanitarian organization or any other type of societal organization such as 

for example a labor union. This have been measured in question 13 in the questionnaire where 

the respondent ticked boxes of what kind of engagement, if any, she or he had with different 

types of organization during the last year. The respondents’ answers have been added into 

SPSS where the answers were divided into respondents who have participated in any societal 

organizations (including political organizations) and societal organizations that are not 

political organizations.  
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Social commitment has also been divided into active participation and passive participation, 

where active participation means that the respondent either have attended a meeting, event, 

volunteered or other type of participation in the organization. The passive participation is if 

the respondent has donated money to any type of non-governmental organization. The choice 

of dividing the two types of social commitment has been done since they differ in their 

expression. What here is called “active participation” is when the person is active with time, 

while the “passive participation” is when donating money. Another reason for this division is 

that in order to behave politically on the marketplace money is needed in order to participate.     

 

4.3.3 Control Variables   

In the thesis, variables that can affect the dependent variable political consumption were 

controlled for. For the first two hypotheses the control variables were gender, political trust, 

general trust in other people and price of environmentally friendly and ethically produced 

products (Copeland, 2014). Age was not added as a control variable since all but one of the 

respondents was in the age group 16-25 years old. The control variable gender includes three 

genders: female, male and other. To measure political trust, the Swedish parliament has been 

chosen as an indicator since all parties that got over 4 percent of the votes in the 2014 election 

are represented. In the questionnaires it was measured on a four points scale, from very big 

confidence to very little confidence in the Swedish parliament. General trust was measured on 

a scale that goes from “in general, you cannot trust people” to “you can in general trust 

people”. Price of the items have been added because it might lead to less political 

consumption if the respondent feel that she or he cannot afford to participate in this type of 

activity. This is measured on a seven points scale ranging from that the respondent “does not 

agree that environmentally friendly and ethically produced items are too expensive” to that 

they “do agree that they are too expensive for the respondent”.  

 

5. Results and Analysis 
In order to test the hypotheses that have been formulated in this thesis, statistical regressions 

have been used. This is done by entering the data received from the 74 respondents into the 

statistical program SPSS. The collected data is then used to see if the variables correlate and if 

so, whether or not those correlations are statistically significant. The first hypothesis argue 
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that information and motivation lead to political consumption, the second is that social 

commitment leads to political consumption and finally that political consumption differs 

between industries, and in this case between clothes and groceries. The third hypothesis will 

be analyzed by using descriptive statistics.  

A total of 50 regressions were made on the first hypothesis in order to find correlations 

confirming that information and motivation lead to political consumption. Of the 50 

regressions six were statistically significant: no statistically significant correlation between 

information and political consumption, but six correlations between motivation and political 

consumption.  

In the second hypothesis a total of 20 regressions were made and three statistically significant 

correlations were found between social commitment and political consumption. All results 

will be discussed although it will not be possible to present all results in tables and therefore 

the results with the highest adjusted coefficient of determination will be presented for each 

independent variable when the result is statistically significant, since it have the biggest 

possibility to explain the correlation between the independent and the dependent variable. If 

no statistically significant result is found in the hypothesis the regression made on the first 

question of the independent variable has been chosen in order to provide information about 

how the analysis has been made. The significance level set for this analysis is five percent.  

 

5.1 Information and Motivation lead to Political Consumption  

Information and motivation are the two independent variables in this hypothesis, which both 

arguably lead to political consumption. Information is an important aspect for political 

consumption because, in order to take a stand and “cast a vote” in the marketplace, 

information about how it may affect and lead to change, what kind of practices are used by 

companies etc., is needed and also needs to be evaluated by the consumer. Motivations are 

needed in order for political consumption to occur, because if motivation is not in place and 

the consumer does not feel that this type of action will affect change, it makes it less likely 

that political consumption will be used in the marketplace.  

Information and motivation are used in the same hypothesis because of their proximity and 

relation to each other: when having information you also need motivation in order to act 

politically when shopping. But it also goes the other way around: if someone is motivated to 
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affect change it is likely that the person search for information on how to use consumption in 

a way that might affect and change companies’ practices. 

 

5.1.1 Information  

For the first independent variable in the first hypothesis, the regressions were first done 

separately and then by using control variables.  

The first regressions on how easy it is to find information about what clothes that are 

environmentally friendly had no statistically significant correlation with any type of political 

consumption at all, as can be seen in table 1. This correlation shows that if one goes one step, 

from politically consuming to not politically consuming it goes 0.280 steps up on the how 

easy it is to find information (because a higher value shows that the respondent finds it more 

difficult). This might indicate that people who politically consume finds it easier to find and 

process information about as in this case, who easy to find information about what clothes 

that are environmentally friendly and the proneness to use any form of political consumption. 

However, this is not a statistically significant correlation, which means that the results may be 

random. 

 

Table 1:  Information leads to Political Consumption 
 (1) (2) (3) (4) (5) 

Find info. about 
environmentally 
friendly clothes 
 

0.280 
(0.424) 

0.175 
(0.447) 

0.179 
(0.451) 

0.169 
(0.451) 

0.169 
(0.455) 

Gender 
 

 0.306 
(0.400) 

0.299 
(0.407) 

0.357 
(0.411) 

0.057 
(0.414) 

 

Political trust 
 

  0.333 
(0.264) 

-0.070 
(0.283) 

-0.071 
(0.291) 

 

General trust 
 

   -0.148 
(0.147) 

-0.149 
(0.154) 

 

Price of items  
 

    -0.002 
(0.123) 

      

Intercept 5.088* 
(0.565) 

4.792* 
(0.685) 

4.732* 
(0.841) 

5.565* 
(1.181) 

5.579* 
(1.458) 

 

N 
 

66 66 66 66 66 
 

R2 (Adj) -0.009 -0.015 -0.031 -0.031 -0.048 
* p<0.05  
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When dividing political consumption into political consumption of clothes and political 

consumption of groceries no statistically significant correlation could be find either on how 

easy or hard it was to find information about the products or how political consumption was 

used. Political consumption was also divided into buycotts and boycotts but no correlation 

could be found in this case either.  

No statistically significant correlation could be found with the fifth question rearding 

information and more specifically between political consumption and how important it is to 

keep updated, in order to be a good citizen, and to stay informed about what is happening in 

society.  

This shows that information does not seem to influence political consumption in the way it 

was predicted to in the hypothesis. One reason for this might be that the respondents do not 

trust the information received about companies’ practices: that they do have the necessary 

information but do not want to act on it. 

Social capital theory argues that information is needed in order to make well-grounded 

decisions, and this strengthens the claim that less information leads to less political 

considerations in the marketplace. However, it is important not to exaggerate this and to only 

see it as an indication since there are no statistically significant correlations between political 

consumption and information about if the products are environmentally friendly or ethically 

produced. The results might also indicate that other reasons than information plays a bigger 

part in how decisions to act politically in a store are made.  

 

5.1.2 Motivation 

In the case of motivation five questions from the questionnaire was used to understand the 

respondents’ motivation and its correlation to political consumption. The first question is if 

the respondent feels that consumers can affect societal development but in this case no 

statistically significant correlation was noted, even when political consumption was divided 

into buycotts, boycotts and even more specifically buycotts and boycotts of clothes or 

groceries.  

The second question regarding motivation is that the choice of items to buy makes a 

difference for society and environment. But also in this case no statistically significant 

correlations with any of the variables measuring different types of political consumption were 
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found. This might indicate that people do not feel that political consumption is a good way to 

promote and influence societal change, or that they do not feel that political consumption 

have much affect since there is no statistically significant correlation between the perceived 

perception of consumers affect on societal change and political consumption. The respondent 

might also buy and use products that for example are organic only because she or he thinks 

that it tastes better, and do hence not contemplate how it will affect others and society at 

large.  

The third question regarding motivation, is if the respondent finds it important in order to be a 

‘good citizen’ to buy items that is best for society and nature even if it is not best for the 

individual. In this case a statistically significant correlation was found between this type of 

motivation and by having buycotted at least one item during the last year. The adjusted 

coefficient of correlation was in this case 13.6 percent, which means that 13.6 percent of the 

variation in the dependent variable political consumption, and in this case buycott, can be 

explained by the independent variable used in this regression. When going one step from not 

having buycotted anything during the last 12 months, or from have done it once, to have done 

it more than once, there is an increase with 0.205 steps on the scale of how important it is to 

buy products that are good for environment or society, as can be seen in table 2. When 

controlled for gender, political trust, general trust and price the correlation is still statistically 

significant and with a stronger adjusted coefficient of correlation, which means that, when 

controlled for, thinking that people should buy ethically- and environmentally friendly 

produced items even if it is not best for the individual, can explain 31.0 percent in the 

variation within the dependent variable buycotting. This means that there is a rather strong 

positive relationship between thinking that one should buy things that are good for the 

environment and society, and to actually use politics in the marketplace, and more specifically 

to buycott. This, it can be argued, means that people who actually buy politically think that 

other people, who do not buy these kinds of items, should change and also engage in this type 

of activity, but it also indicates that their actions are based on motivations.  

How important the respondents find it to buy items that are best for society and nature even if 

it is not best for the individual also had statistically significant results with buycotting any 

items during the last twelve months, but not with any other type of political consumption. 

This might be because of many different things and two plausible explanations are that there 

are limitations in the availability of goods that are environmentally friendly or ethically 

produced, and also that these items might be too expensive for the consumer.  
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Table 2: Motivation leads to Political Consumption (buycott) 
 (1) (2) (3) (4) (5) 
Buy certain items to 
be a ‘good citizen’ 
 

0.205* 
(0.061) 

0.171* 
(0.059) 

0.179* 
(0.058) 

0.178* 
(0.058) 

0.141* 
(0.058) 

 

Gender 
 

 -0.608* 
(0.201) 

-0.645* 
(0.197) 

-0.660* 
(0.200) 

-0.665* 
(0.194) 

 

Political trust 
 

  0.272* 
(0.134) 

0.300* 
(0.144) 

0.214 
(0.145) 

 

General trust 
 

   0.039 
(0.074) 

-0.06 
(0.075) 

 

Price of items 
 

    -0.144* 
(0.064) 

      

Intercept 
 

1.347* 
(0.297) 

2.350* 
(0.434) 

1.827* 
(0.495) 

1.615* 
(0.640) 

2.876* 
(0.835) 

 

N 
 

65 65 65 65 65 
 

R2 (Adj) 0.136 0.235 0.272 0.263 0.310 
* p<0.05 

The fourth and fifth question in the questionnaire is in regards to how the respondent feels 

that buycotts and boycotts are effective means in order to affect change in society. Both of 

these have statistically significant correlations, but with different types of political 

consumption. There is a correlation between the perceived effect of boycotts and to have 

actually participated in a boycott. The correlation shows that if going one step on the three 

steps scale of not having participated to participated one time to participated more than one 

time gives a negative step of -0.27 steps on the 4 points scale that range from not at all an 

effective means to a very effective means of change. The coefficient of determination is 6.6 

percent, meaning that 6.6 percent of the variation in political consumption, and in this case 

boycott, can be explained by the perception of the effectiveness of boycotts.  

The same result can be seen for buycotts, with a statistically significant correlation between 

having buycotted at least one item during the last 12 months and finding it an effective means 

of shaping development. The correlation shows that when going one step up on the scale if 

the respondent has participated in buycott it goes 0.247 steps down on the effectiveness of the 

action. The coefficient of determination is 6.9 percent, meaning that 6.9 percent of the 

variation in political consumption, and in this case buycotts, can be explained by the 

perception of the effectiveness of the buycotts.  

These correlations might be that if participating in boycotts and buycotts it is more likely to 

also do find it important means to shape society and that it is their motivation for participating 
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in political consumption. Since the correlations are rather weak it is possible that societal 

norms also plays a role, that one buys what friends and family buy, which can be both 

environmentally friendly and ethically produced, as well as products that are not 

environmentally friendly or ethically produced.  

It should be noted that no statistically significant correlations could be find between any type 

of political consumption of clothes and motivation or information. However, no results show 

strong indications that political consumption differs between industries when it comes to the 

information and motivations of the consumers and how they use political consumption and it 

seems that it, overall, is no strong correlation that information and motivation influence 

political consumption. Motivations seems to play some part in the decision to act politically in 

the marketplace since of the 50 regressions made on the first hypothesis, six statistically 

significant correlations were found between motivation and political consumption and none 

was found between information and political consumption.  

So why do people engage in political consumption if they do not feel that it will make a 

difference? Or does there not need to be information and motivations behind political 

consumption? It is possible that norms play a part and that consumers choose certain items 

because of norms rather than feeling that they are participating in societal change. There 

might also be methodological errors in the way that information and motivation have been 

measured. Even though the questions have been borrowed and used in previous research they 

might be misdirected and unable to capture how information and motivation are used in order 

to consume politically. The first hypothesis is hence not strongly supported, and even though 

statistically significant correlations were found they are not enough in order to confirm that 

motivation and information lead to, or are significant for, political consumption.  

 

5.2 Social Commitment leads to Political Consumption 

The second hypothesis argues that social commitment leads to political consumption and this 

assumption is made since people who are engaged in different organizations have a societal 

interest that in turn should increase their possibility to act politically in the marketplace. The 

societal interest needed in order to politically consume are arguably more likely to be 

possessed by people who are taking part in societal organizations. However, since political 

consumption differs from other types of societal participation it should be noted that money is 

needed in order to participate in political consumption. This is why societal commitment has 
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been divided into two parts, active participation and passive participation. The first meaning 

that the person is active in an organization and giving the organization of its time, while the 

latter means giving money to an organization. A person can be both an active and passive 

participant in organizations. The different type organizations are political-, environmental- 

and humanitarian organizations but also other types of organizations and have here been 

added in order to see if there is a difference between active- and passive participation as well 

as engagement in any societal organizations (including political organizations) and societal 

organizations that are not political organizations.  

For the second hypothesis a total of 20 regressions were made with three statistically 

significant correlations between the independent variable social commitment and the 

dependent variable political consumption.  

First, regressions were made on if there are statistically significant correlations between 

political consumption and active participation in an organization, and more specifically any 

type of organization or a political organization. Statistically significant correlations were 

found between both active participation in any type of organization and active participation in 

a political organization. Both of these active participations in organizations had statistically 

significant correlations with having buycotted any item during the last year. But no more 

specific correlations on what type of political consumption used in what industry were found.  

The adjusted coefficient of determination, in the case of buycotting an item during the last 

twelve months and active participation in any type of organization, is 8.3 percent, meaning 

that 8.3 percent of the variation in the dependent variable can be explained by the independent 

variable (Berntson et al., 2016). When controlling for gender, political trust, general trust and 

price the correlation is no longer statistically significant and hence the correlation probably is 

affected by the control variables. However, since none of the control variables in the model is 

statistically significant it is possible that intermediate or underlying variables are affecting the 

dependent variable.  

In the case of active participation in a non-political organization and buycotting, the adjusted 

coefficient of determination is 5.9 percent, meaning that the 5.9 percent of the variation in the 

dependent variable can be can be explained by the participation in a non-political 

organization. The correlation is still statistically significant when controlling for gender but 

when the control variables trust in the parliament, general trust and price are controlled for the 

correlation is no longer statistically significant. This might indicate, as discussed above, that 

intermediate or underlying variables affect the dependent variable.  
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Table 3: Social Commitment leads to Political Consumption (buycott) 
 (1) (2) (3) (4) (5) 

Active participation 
in organization 

-0.142* 
(0.067) 

-0.105 
(0.069) 

-0.102 
(0.071) 

-0.100 
(0.071) 

-0.100 
(0.072) 

 

Gender 
 

 0.200 
(0.111) 

0.204 
(0.113) 

0.210 
(0.115) 

0.210 
(0.116) 

 

Political trust 
 

  -0.017 
(0.074) 

-0.028 
(0.080) 

-0.029 
(0.082) 

 

General trust 
 

   -0.015 
(0.042) 

-0.016 
(0.044) 

 

Price of items  
 

    -0.003 
(0.035) 

      

Intercept 
 

1.589* 
(0.170) 

1.223* 
(0.263) 

1.243* 
(0.280) 

1.324* 
(0.358) 

1.346* 
(0.448) 

 

N 65 65 65 65 65 
 

R2 (Adj) 0.052 0.084 0.070 0.057 0.041 
* p<0.05  

When testing the correlation between giving money to a non- governmental organization and 

having used any type of political consumption during the last year, a statistically significant 

correlation of the relationship was found. The adjusted coefficient of determination is in this 

case 5.2 percent, which means that 5.2 percent of the variation in the dependent variable 

political consumption can be explained by the passive participation of donating money to an 

organization. When going one step from politically consume to not politically consume there 

is a decrease in donating money with -1,42 steps, which means that people who politically 

consume are more likely to donate money to a non-governmental organization. The reason for 

this might be that money is needed in order to politically consume, and it is possible that 

people who have more money are more likely and willing to pay more for products that are 

environmentally friendly or ethically produced. However, since money may determine 

political consumption, the price of the products (if the respondent feels that they are too 

expensive) is one of the control variables in this hypothesis. When controlled for the 

perception that environmentally friendly and ethically produced items are too expensive, the 

correlation between donating money and political consumption is no longer statistically 

significant. This is also the case when controlling for the other control variables, the 

correlation between passive participation and political consumption is no longer as clear. It 

might also indicate that intermediate and underlying variables affect the dependent variable. 

It was also tested if social commitment leads to different types of political consumption: 

buycotts or boycotts, and also if it differs between the food industry and the fashion industry. 

Here it became evident that while there are statistically significant correlations between 
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political consumption of groceries, when dividing the variables further, there are no 

statistically significant correlation between social commitment and political consumption of 

clothes. This gives an indication that political consumption is more widespread when it comes 

to groceries and foods than when it involves clothes, something that will be examined further 

in the third hypothesis.  

According to social capital theory social commitment and active participation in societal 

organizations is arguably due to information and motivation about societal issues that leads to 

action. Information is needed in order to participate in an organization, leading to more 

information and hence also getting information about consuming politically in the 

marketplace. However, since the above discussed regressions have not been able to determine 

a correlation there might be a gap in information about societal issues and actually acting in 

them. It might be that consumers do have information about the effect of political 

consumption but that it does not come from a trustworthy source, hence not leading to action. 

Studies have showed that political consumption of clothes could change the fast fashion 

companies’ practices (Stolle et al., 2005). However, if the consumer does not have the 

information that political consumption can make a difference, they would most likely not 

have motivations to act on it. If the consumer does not think that for example boycotts or 

buycotts are effective it is less likely that they will use that kind of actions.  

Overall, there are no strong indications that the second hypothesis, in which it is argued that 

social commitment leads to political consumption, cannot be confirmed or rejected: neither 

that active and passive participation differs between how political consumption is used. It 

does however give reasons to believe that political consumption does differ between 

industries, which will be tested and analyzed below. However, it is also interesting to look at 

where no correlations could be found and investigate what this might indicate on the 

correlation between social commitment and political consumption. As mentioned above and 

in previous research, one if the main reasons for buying fast fashion is the price of the items, 

which also might affect why student with limited budgets buy fast fashion.  

 

5.3 Political Consumption differs between industries  

As discussed above, there are reasons to assume that the political consumption of fast fashion 

differs from other industries and in this case political consumption of groceries. This is 

because the fast fashion industry, an industry that is known for its almost inherent 
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unsustainable practices, continues to grow and Swedes are buying more textiles than ever 

before (Konsumtionsrapporten, 2015). At the same time as the fast fashion industry continues 

to grow, the organic food industry is taking market shares from the non-organic food 

industries (Kihlberg, 2016). This shows a gap between the two industries and in extent that 

people behave in different ways when buying clothes and when buying foods. In the food 

industry the consumption of environmentally friendly items is rapidly growing while the 

clothing industry is growing at the same time. The population studied in this thesis confirms 

this gap. The respondents behave differently when consuming clothes and when consuming 

food and not only in regards to what type of products they consume, but also how big a share 

of the total consumption that is spent on either environmentally or ethically produced clothes 

and groceries.  

When looking at if the respondents have used any type of political consumption practices 

during the last year, in regards to any industry, the data shows that 74.6 percent of the 

respondents used political consumption while 25.4 percent of the respondents did not.  

Of the 74 questionnaires handed out 18.6 percent of the respondents said that they during the 

past 12 months had participated in a boycott at one time while 44.3 of the respondents had 

participated more than one time, while 37.1 percent had not boycotted during the last year. In 

the case of buycotts 12.9 percent had buycotted one item during the last year while 57.1 

percent had done it more than once, while 30.0 percent of the respondents had not done it at 

all. This gives that 62.9 percent of the respondents had boycotted at least one item during the 

last year and 70.0 percent had buycotted at least one item during the last year. This is more 

frequent than have been noted in previous studies (Stolle et al., 2005) and might have to do 

with that the group is chosen because of their presumed political interest. It also shows that 

buycotts are used more frequently than boycotts.  

Using social capital theory it can be argued that group norms influence where the respondents 

choose and do not choose to shop. Group norms can also shape how the members of these 

groups want to be seen, hence affecting where they for example buy their clothes. They might 

also have trustworthy information about how boycotts and buycotts affect society and hence 

choose to use political consumption.  

When it comes to political consumption of clothes 35.6 percent of the respondents had used it 

in any form during the last year while 64.4 percent had not. When it comes to political 

consumption of foods the results show that 65.8 percent had politically consumed foods while 

34.2 percent had not.  
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When dividing political consumption into buycotting and boycotting of clothing chains and 

supermarket chains, 32.9 percent of the respondent said that they had boycotted a clothing 

chain during the last six months while 12.5 percent had buycotted a clothing chain. When it 

comes to buycotting and boycotting of supermarket chains, 24.7 percent of the respondents 

said that they had boycotted a supermarket chain and 20.5 that they had buycotted a 

supermarket chain. This result shows that a bigger share of the respondents use boycotting on 

clothing chains than supermarket chains and the opposite for buycotting, with more people 

having buycotted a supermarket chain than a clothing chain during the last year. This reveals 

a gap between what type of political consumption is used on what type of industry. The 

difference in frequency might differ because the information, or at least, motivation is higher 

when it comes to buying environmentally friendly grocery (Kihlberg, 2016).  

The respondents were asked about if they deliberately had bought clothes or groceries labeled 

as environmentally friendly or ethically produced during the last year. 68.6 percent said that 

they had done it at least once with clothes, while 95.9 percent said that they had bought 

environmentally friendly or ethically produced groceries at least one time. When asked about 

how large a share spent on organic-, ethical- or other sustainability labels when shopping it 

became clear that the respondents use a larger share of money spent in each industry, on 

organic, ethical or ‘sustainable’ items, when it comes to groceries than the respondents spend 

on clothes. This might have to do with the fact that swedes are those who buy almost most 

organic foods in the world (Kihlberg, 2016), leading to that the supply of environmentally 

friendly and ethically produced groceries might be easier to find than environmentally 

friendly and ethically produced clothes.   

Previous studies have showed that buycotts is a more often utilized form of political 

consumption than boycotts, something that also is confirmed by the population in this thesis. 

Buycotts may be a more used method of political consumption when consumers have 

information about boycotts being harmful to the producer of the product rather than helping 

the producer. Since much in Global North’s societies are arranged around consumption 

(Copeland, 2014) it can be argued that the motivations to act politically increase if the 

consumer can continue to consume and instead of choosing what not to buy, choose what 

items are compatible with the values and beliefs of the consumer.  
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6. Conclusion  
The aim with this thesis was to investigate how political consumption can be explained and if 

this type of political stand in the marketplace differs depending on what type of items the 

consumer buys. The population in this thesis was chosen since they are believed to have a 

greater interest in politics than most other student groups, and that it would be most likely to 

find different types of political consumers who use both buycotts and boycotts in the group, in 

order to compare how they use it. This population has also been studied since previous 

research have not focused on any particular industry but rather focused on if consumers take 

political standpoints when shopping or not. The first two hypotheses were created in order to 

explain political consumption and what might cause it, to test if information, motivation and 

social commitment affect the engagement in political consumption, since “not much is known 

how [political consumption] relates to other forms of political behavior” (Copeland, 2014: 

261). The third hypothesis was created in order to see if political consumption differs between 

industries, and in this case if the respondents’ use political consumption different when 

buying clothes and foods, something that has been overlooked in previous research.  

The results from the first hypothesis show no strong statistically significant correlation 

between either information or motivation and political consumption. This does however not 

mean that the respondents who use political consumption do not have information or 

motivation for doing so. There might be other reasons why no stronger statistically significant 

correlation about information or motivation was found to correlate with political 

consumption, for example that other variables than controlled and tested for in this thesis 

affect political consumption. It might also have to do with the population or a methodological 

error and wrongly formulated questions that do not catch the type of information or 

motivation needed in order to act politically in the marketplace.   

The result from the second hypothesis showed three statistically significant correlations, they 

were however not strong enough in order to confirm the hypothesis that social commitment 

leads to political consumption. Social commitment was divided into passive and active 

commitments and the active social commitment was also divided into engagement in societal 

organizations and political organizations. Political consumption was divided into buycotts and 

boycotts, and also more specifically into buycotts and buycotts of clothes/clothing chains and 

groceries/supermarket chains. In the examined population different statistically significant 

correlations were found between buycotting and active participation in any kind of 
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organization as well as a non-political organization. Since no correlations were found between 

the clothing industry and political consumption the results from these regressions give an 

indication that political consumption differs between industries since no statistically 

significant correlation could be found between political consumption of clothes and any type 

of social commitment, which could be found between political consumption of food as well as 

political consumption in general and different types of both active and passive social 

commitments.  

Previous research have showed that passive participation in organization, to give money to an 

organization, seems to increase political consumption (Stolle & Micheletti, 2013). This could 

however not be confirmed in this thesis.  

The two first hypotheses show a total of nine statistically significant regressions, however, 

none of these are in regards to political consumption of clothes. This might indicate that other 

reasons than information, motivation and social commitment play a greater role in why people 

politically consume clothes and that it might differ from how political consumption is used 

when buying groceries.   

The third and final hypothesis argued that the political consumption differs between 

industries. This could be confirmed for the examined population with more people using 

political consumption of food than clothes. Overall, the use of political consumption was high 

with 95.9 percent of the respondents having buycotted foods the last year and 68.6 percent 

having buycotted clothes. It also became evident that the respondents used a bigger share of 

money spent on clothes or foods, on foods than on clothes in regards to environmentally 

friendly and ethically produced products.  

The results received in this thesis should not be exaggerated and should be interpreted with 

caution. However since a difference in how political consumption is used in different 

industries was found in this population it gives incentives for further research into how and 

why political consumption differs between industries and also to specify how the political 

consumers view their actions at the marketplace. 
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Samhällsintresse och konsumtionsvanor 
Kryssa i det alternativ som stämmer bäst in på dig 
Denna enkät är en del av en kandidatuppsats. Enkäten är frivillig och tar 5-7 minuter att besvara. Alla svar behandlas konfidentiellt. 
 

1. Är du 
(  )Kvinna  (  )Man  (  )Annat 
 
2. Ålder 
(  )16-25   (  )26-35   (  )36-45   (  )46+ 
 
 
3. Hur ofta har du under de senaste 12 månader köpt något av följande?  
 

Ingen 
gång 

Någon gång 
under de 

senaste 12 
månaderna 

Någon 
gång i 

halvåret 

Någon gång 
i kvartalet 

Någon gång 
i månaden 

Någon gång 
i veckan 

Flera 
gånger i 
veckan 

Matvaror (  ) (  ) (  ) (  ) (  ) (  ) (  ) 
Kläder  (  ) (  ) (  ) (  ) (  ) (  ) (  ) 
 
När du handlat kläder hur ofta har du:  
Handlat second hand/ 
begagnat 
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Medvetet köpt en miljömärkt 
eller rättvisemärkt vara 
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) 

 
När du handlat matvaror hur ofta har du.. 
Medvetet köpt en miljömärkt 
eller rättvisemärkt vara 
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) 

 
 
4. Hur lätt eller svårt upplever du att det är att få tag i information om .. 
 Mycket 

lätt 
     Mycket 

svårt 
Söker ej den typ 
av information 

 1 2 3 4 5 6 7  
Vilka klädesplagg som är 
miljövänliga  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Arbetsförhållandena för 
dem som tillverkar 
klädesplagg 
   

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Vilka matvaror som är 
miljövänliga  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Arbetsförhållandena för 
dem som tillverkar 
matvarorna  
   

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

 
 
5. Har du de senaste 6 månaderna bojkottat (valt bort att handla på) en matvarukedja av politiskt, etiskt eller 
miljömässigt skäl?  
(  )Ja   (  )Nej 
 
 
6. Har du under de senaste 6 månaderna medvetet valt att handla på en viss matvarukedja av politiskt, etiskt eller 
miljömässigt skäl?  
(  ) Ja  (  ) Nej 
 
 
7. Har du de senaste 6 månaderna bojkottat (valt bort att handla på) en klädkedja av politiskt, etiskt eller miljömässigt 
skäl?  
(  )Ja   (  )Nej 
 
 
8. Har du under de senaste 6 månaderna medvetet valt att handla på en viss klädkedja av politiskt, etiskt eller 
miljömässigt skäl?  
(  ) Ja  (  ) Nej 
 
 
9. Hur ofta tar du hänsyn till miljömässig hållbarhet eller etisk produktion när du köper nya kläder? 
(  ) Alltid 
(  ) Ibland  
(  ) Nästan aldrig  
(  ) Aldrig  
(  ) Köper inte fabriksnya kläder  
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10. När du handlar, ungefär hur stor andel av den totala prissumman brukar ekologiskt, rättvise- eller annan 
hållbarhetsmärkning stå för? 
 

(  )Köper inte kläder   (  )Köper inte matvaror 
 

 0% 1-20 % 21-40 % 41-60 % 61-80 % Mer än 80 % 
Kläder   
 (  ) (  ) (  ) (  ) (  ) (  ) 
Matvaror 
 (  ) (  ) (  ) (  ) (  ) (  ) 
 
 
 
11. Enligt din uppfattning, vilken möjlighet har följande grupper och personer att påverka samhällsutvecklingen?  
 Mycket liten 

möjlighet 
     Mycket stor 

möjlighet 
Ingen uppfattning 

 1 2 3 4 5 6 7  
Du själv  
 (  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 
Konsumenter 
 (  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 
Företag  
 (  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 
Politiker  
 (  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 
 
 
 
12. Hur stort förtroende har du för det sätt på vilket följande samhällsinstitutioner och grupper sköter sitt arbete?  
 Mycket stort  Ganska stort Ganska litet Mycket litet 
   förtroende   förtroende    förtroende    förtroende  
Regeringen (  ) (  ) (  ) (  ) 
 
Riksdagen  (  ) (  ) (  ) (  ) 
 
Miljöorganisationer  (  )  (  ) (  ) (  ) 
 
Storföretagen  (  ) (  ) (  ) (  ) 
 
Konsumentorganisationer (  ) (  ) (  ) (  )  
 
 
 
13. Har du under de senaste 12 månaderna varit engagerad i verksamheten hos någon förening/organisation? (Flera 
kryss per rad är möjligt). 
 Deltagit vid 

träff/möte/engagemang 
Arbetat 
ideellt 

Skänkt pengar Annat Nej 

Politiskt parti/förbund 
 (  ) (  ) (  ) (  ) (  ) 
Miljöorganisation 
 (  ) (  ) (  ) (  ) (  ) 
Människorättsorganisation  
 (  ) (  ) (  ) (  ) (  ) 
Annan typ av förening/ 
organisation  
 

(  ) (  ) (  ) (  ) (  ) 

 
 
 
14. I vilken utsträckning instämmer du i följande påståenden?  
 Instämmer 

inte alls 
     

Instämmer 
helt 

Ingen 
uppfattning 

             1 2 3 4 5 6    7  
Det är meningslöst att jag köper miljövänliga och 
rättvisemärkta varor så länge de flesta andra låter bli att 
göra det  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Jag köper gärna miljövänliga och rättvisemärkta varor 
även om ingen annan gör det  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Miljövänliga och rättvisemärkta varor är oftast för dyra 
för mig  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Mina val av varor gör skillnad för samhället och naturen 
  

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 
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Det går inte att 
lita på människor 

i allmänhet!

15. Enligt din åsikt, hur viktigt är följande för att vara en god medborgare? 
 
  Inte alls 

viktigt 
      Mycket 

viktigt 

 0 1 2 3 4 5 6 7 
Bilda sig en egen uppfattning 
oberoende av andra 
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Hålla sig informerad om vad 
som händer i samhället  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Vara beredd att bryta mot en lag 
när ens eget samvete så kräver  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Inte vänta på att staten ska lösa 
problem utan ta egna initiativ  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Aktivt söka påverka beslut i 
samhällsfrågor  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

Välja sådana varor som är bra 
för samhälle och natur även om 
de inte är bäst och billigast för 
en själv personligen  
 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

 
 
 
16.  A)    Har du under de senaste 12 månaderna gjort något av följande? 

B) Hur effektiva tror du att de olika sätten att påverka i allmänhet är?  
 
 

 
Nej En gång 

Flera 
gånger 

 
Mycket 
effektivt 

Ganska 
effektivt 

Inte 
särskilt 
effektivt 

Inte alls 
effektivt 

Vet ej 

Skriva under en 
namninsamling  
 

(  ) (  ) (  ) 
 

(  ) (  ) (  ) (  ) (  ) 

Skänka pengar eller på 
annat sätt stödja en 
frivilligorganisation  
 

(  ) (  ) (  )  (  ) (  ) (  ) (  ) (  ) 

Delta i en 
demonstration  

 
(  ) (  ) (  )  (  ) (  ) (  ) (  ) (  ) 

Kontakta eller försöka 
påverka företag  
 

(  ) (  ) (  )  (  ) (  ) (  ) (  ) (  ) 

Bojkottat en produkt av 
politiskt, etiskt eller 
miljömässigt skäl  
 

(  ) (  ) (  )  (  ) (  ) (  ) (  ) (  ) 

Medvetet välja att köpa 
en viss produkt av 
politiskt, etiskt eller 
miljömässigt skäl  
 

(  ) (  ) (  )  (  ) (  ) (  ) (  ) (  ) 

Försöka påverka 
sortimentet i en butik av 
politiskt, etiskt eller 
miljömässigt skäl  
 

(  ) (  ) (  )  (  ) (  ) (  ) (  ) (  ) 

Rösta i allmänna val  
 

    (  ) (  ) (  ) (  ) (  ) 

 
 
17. Enligt din mening, i vilken utsträckning går det att lita på människor? 
 
 
 
 

0 1 2 3 4 5 6 7 

(  ) (  ) (  ) (  ) (  ) (  ) (  ) (  ) 

 
 

A: Har gjort under de 
senaste 12 månaderna 

B: Tror att sättet att 
påverka är: 

Det går att lita 
på människor i 

allmänhet!
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Tack för din medverkan! 
Vid frågor eller synpunkter, kontakta mig gärna på charlotte.hellstrom89@gmail.com, eller lämna en kommentar nedan.  
 
Vänliga hälsningar, 
Charlotte Hellström  
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