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Abstract: Sustainability within e-commerce is a rising topic of discussion, especially when looking at the waste and 

mass consumption associated with shopping. Consumers are interested in shopping more sustainably and demanding 

information from companies, but this information does not exist for the electronic goods sector. Previous research 

looks at sustainability indicators for organisations and within different sectors such as fashion or beauty, but there is 

a gap in the research on consumer behaviour and sustainability indicators in e-commerce for electronic goods. This 

thesis aims to add to the existing literature by showing shopping platforms how consumers interact with different 

sustainability indicators and whether they understand the value of sustainability indicators when looking at electronic 

goods. Thus, the purpose is to understand further the potential for shopping platforms to change the way consumers 

shop when given the opportunity to see third-party validated sustainability indicators in the electronic industry. 

Through an online survey, 160 respondents helped provide qualitative and quantitative data on how they interact with 

sustainability indicators and their opinions towards sustainability and electronic e-commerce. The results showed that 

both social and environmental indicators were important. However, the working conditions of workers ranked higher 

than issues such as female-owned businesses, whereas environmental indicators were closer in their rankings. 

Furthermore, the results highlighted that the importance is not as much on whether the indicators are rankings or stand-

alone indicators, but more that they are validated and transparent. Consumers want to make a conscious change and 

be given the tools to do so. If shopping platforms use this information to help promote those brands that do good, then 

maybe more brands will also start wanting to make those changes. 
 
Keywords: Electronic goods, E-commerce, Sustainability, Indicators, Consumer Behaviour, Social 
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1. Introduction 

 
Since the Coronavirus pandemic, online shopping behaviour has changed. The Netcomm Suisse 

Observatory and UNCTAD survey (2022) on Covid-19 and E-commerce show that over half of the 1600 

respondents will shop online more frequently since the pandemic. E-commerce is the buying or selling of 

products and services online. Consumers have an abundance of places to shop online, like shopping 

platforms and retail companies. Furthermore, the newer generations like Generation X and Generation Y 

have a higher internet adoption than other generations and are more tech-savvy (Jackson et al., 2011). There 

is a want for the latest technology and newest gadgets continuously. It is estimated that by 2030, the number 

of smart devices collecting data worldwide should hit 50 billion and every second, 127 new devices are 

connected to the internet (Statistia, 2021). However, this rapid change cannot exist without questioning the 

effects it may have on the planet (Olah et al., 2019).  

 

Even with the rapid want of change and new technologies continuously being offered, the consumers' 

awareness of sustainability increases. (Ignat & Chankov, 2020). Although everyone knows the word 

sustainability, it is a relatively new concept within the business world, especially when looking at the 

industry of e-commerce. Consumers are interested in knowing about sustainability. Simon-Kucher & 

Partners (2021) found that globally 60% of consumers were interested in knowing more about the 

sustainability of what they are buying and rated it an important purchase criterion. However, knowing what 

sustainability means when buying is becoming increasingly more difficult. Buzz words such as green, 

carbon omitting or degradable can mean a multitude of different things but do not always mean they are 

better for the planet or people. Using 'sustainable' words is believed to offer a competitive advantage and is 

used for marketing rather than showing their efforts (Aji & Sutikno, 2015).  

 

There is both negative and positive consequence to the move toward the internet. Research shows that e-

groceries can have 10-30% fewer emissions than traditional grocery shopping (Siragusa & Tumino, 2021). 

Regarding the negatives, packaging production will increase with the need for individual packaging for 

each item versus sending it in bulk to a store. Therefore, a change in packaging functions needs to see 

progress in becoming more environmentally friendly (Alberto et al., 2014). There is also research on the 

final stage of delivery for the customer. For example, if customers live within 5km of the store, it is more 

sustainable to shop in-store. In contrast, if they live further away, the car emissions can exceed the emissions 

that would have come from the carrier, making online shopping more sustainable (Viu-Roig & Alvarez-

Palau, 2020).  

 

It is challenging to track what you buy, where it comes from, and what materials are used. The European 

Union is currently looking at tightening the Ecodesign Directive for sustainability products, which looks at 

tightening products' labelling rules and ecological requirements. This initiative aims to push forward the 

work towards achieving the EU's overall climate, environment, and energy goals. By empowering the 

consumer and pushing the business to make more changes. The goal is to foster resilience and decouple 

economic development from the depletion of natural resources. (European Commission, 2022) 

 

With the change being driven by both consumers and governments, further research needs to be done on 

balancing consumers' satisfaction, the profit side of the business, and taking care of the planet. The sector 

of e-commerce and consumption, in general, is vast. There are many different avenues one can go down 

and explore how to be more sustainable. One sector within e-commerce which came of interest during the 

primary research of this thesis was the lack of possibility to understand the sustainability of electronic 

goods. Electronics goods are products dependent on electronic power, such as mobile phones, computers, 
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and TVs. When shopping for beauty or clothing, there are more opportunities to understand deeper 

information about the products, such as the fabrics or the ingredients, which will be discussed later. 

However, when shopping for electronics, the information in general that is offered is solely based on the 

product's energy consumption. Not where the materials come from or the recycling options from the 

company. When looking at the consumption of electronics and sustainability, we see a world of mass 

consumption and waste habits towards electronic products that the planet cannot support (Gupta, 1995; 

Georgiadis & Besiou, 2008). Therefore, further research into this avenue is needed to support the growing 

electronic goods sector and how we can support companies, consumers and platforms to offer more 

sustainability indicators.  
 
As a trend, the product innovation sector has been massively speeding up, resulting in a decreased lifespan 

of the products by consumer choice (Pollard et al., 2022). The continuous want to buy new, have the top of 

the line and keep up with the newest crazes drives the electronics market to expand and grow without much 

thought of the negatives. When buying a new phone, there are options to pay a monthly subscription, so 

you get it every time the latest model is released. The sustainability of electronics is additionally elusive; it 

is not always clear what is or is not sustainable for electronic goods and where one should be looking to be 

aware of a product's sustainability. The life cycle and sustainable supply chain management of electronics 

are not always easy to follow or understand. Downstream manufacturers can use compliance strategies to 

ensure that the product's supply chain uses conflict-free sourcing for the materials. However, outsourcing 

manufacturing can cause issues of lack of transparency communication, resulting in this not always being 

the case (Young, 2018). The need for transparency and clarity of information for consumers is ever-

increasing if we want to buy more responsibly and change how we consume products. 

1.1 Problematization  

The electronic sector is gaining more traction towards making it more sustainable due to unsustainable 

production and waste practices (Bressanelli, 2020). There are different ways one can make electronics more 

sustainable. For example, working towards the circularity of a product being more sustainable. This would 

mean considering the whole life cycle, from the collection of materials to end-of-life disposal and making 

those different steps more sustainable. However, research shows that the industry stakeholders are still 

reluctant to introduce circularity into their practices as they are unsure of the benefits (Osmani et al., 2017). 

Currently, there are no standardised ways to measure the sustainability of electronic goods (Vermut, 2019). 

However, in the last few years, there has been an increase in indicators (Harris et al., 2021), which can help 

pinpoint different areas of sustainability in the electronic industry. Evidence shows, however, that most 

organisations do not adopt indicators such as “increasing the value durability of products” or “reducing 

inputs and the use of natural resources”, as well as not adopting other methods to measure the sustainability 

of their products (Das et al., 2022).  

 

Pollard et al. (2022) looked at “Developing and Applying Circularity Indicators for the Electrical and 

Electronic Sector: A Product Lifecycle Approach”. This article addressed issues such as the lack of focus 

on end-of-life, social sustainability and product durability and functionality. They created sustainability 

indicators for the whole life cycle of the electrical and electronic sector, such as “Env CI11- Degree of 

repairability of product”, “Env CI5- Proportion of sustainably certified materials in a product”, or “Soc 

CI6- Degree of accessibility to repair services/spare parts/repair instructions” (Pollard et al., 2022). These 

indicators were then rated and validated to ensure they could be applicable within the supply chain, 

collecting data to help make the chain more circular than linear. This research is the first of its kind within 

the electronic industry to offer indicators within the key lifecycle phases, which is highly beneficial to 

organisations.  
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There is a limit within the research by Pollard et al. (2022), which is the lack of consumer integration. 

Creating these indicators for organisations is all well and good, but they often use technical language that 

is not transferable to the consumer side. Indicators such as “Soc CI1- Measure of the level of supply chain 

collaboration” or “Env CI25- Percentage of products produced that have a Bill of Materials (BOM)” would 

not be helpful to the consumer in understanding the sustainability of what they are purchasing. There must 

be a bridge between the consumer and the organisations towards what is important to the consumer to drive 

consumer purchase intentions. Plus, how companies can transfer what they already do within sustainability 

into more user-friendly information for the consumer. There is a lack of peer-reviewed research on 

electronics and sustainability, with a further gap in consumer behaviour in this field.  

 

Wagner et al., (2016), Gonçalves da Costa et al., (2020), Rossi et al., (2020). Bracquené et al., (2022) also 

highlighted that more work must be done toward creating and integrating sustainability indicators within 

electronics production. The increased use of electronics and waste is detrimental to the planet, and for there 

to be a chance of making a difference towards climate change, there needs to be a change within the 

manufacturing process. With more support of indicators highlighting where changes can be made to better 

the life cycle of the electronic products. Product circularity indicators, as discussed by Bracquené et al., 

(2022), support the ability to make these changes that could change the future of electronic production; 

however, this is not happening to a large enough extent. Companies care about what the consumer wants 

rather than the environment; therefore, the drive needs to come from the consumer to drive the change 

(Rossi et al., 2020).  

 

Suppose research was to understand consumer’s behaviour towards electronics, sustainability and 

indicators. In that case, there could be a possibility for shopping platforms to offer not only consumers the 

opportunity to make informed decisions about whom they shop with based on the company's work towards 

sustainability but also offer companies the opportunity to share their work towards sustainability in a 

transparent and validated way.  

1.2 Klarna 

Klarna is an example of an online shopping platform where research on sustainability indicators for 

electronic goods could be implemented. Klarna Bank AB is a Swedish fintech company that provides 

financial services such as buy now, pay later for online and in-store purchases. Klarna has over 6000 

employees across 17 markets on three continents (Klarna, 2022). Although Klarna's main business base 

offers financial services, which you can choose at check out from selected stores, they also offer a shopping 

platform app. You can navigate to the different brands on Klarna’s app. The app also includes information 

on deals, trends, rewards clubs and more. Recently, Klarna has also been offering more information on 

brands that work towards sustainability. During Earth week 2022, there was a campaign for Earth Day Edit, 

Shop by Brand and item ratings. For Items ratings, Klarna collaborated with Good On You to showcase all 

the brands from Good on You’s rating list that have ‘achieved good’ or ‘very good’ sustainability ratings. 

You could then click the link, which would take you to the Good on You website, where further 

sustainability information about the brand was offered (Klarna Trends, 2022). Klarna’s goal is to offer 

consumers the choice and possibility to shop more consciously and receive validated information on what 

the brands do towards sustainability.  

 

Klarna has the possibility to reach and inspire many of its consumers to make more sustainable choices. 

However, one challenge they face is balancing inspiring and supporting their customers to make sustainable 

shopping choices and not shaming the companies with a lower sustainability score if it were to be 

measurable. There is a need for understanding how best to support the consumers when offering 

sustainability information on companies or products, but also offering information to companies on how 

best to share what they do towards sustainability. Furthermore, a positive consequence of this change could 
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be in pushing those companies that do not have the sustainability indicators, to make changes to their 

organisation to be more sustainable.  

 

The possibility to reach many different customers in an area of sustainability information that doesn't exist 

yet is very intriguing and therefore, Klarna will be used as a case study organisation to understand how the 

information can be presented, shared and created to showcase electronic companies' sustainability 

information on a platform. 

1.3 Purpose and research question 

 

With the lack of transferable sustainability information between consumers and companies, and the seen 

want for this information from both consumers and shopping platforms. The purpose of this thesis is to 

understand consumer behaviour towards sustainability indicators and electronic goods. By understanding 

this relationship, the aim is to show shopping platforms how consumers interact with different sustainability 

indicators and understand the value of sustainability indicators when looking at electronic goods. Hopefully, 

the indicators can both support consumers in making more sustainable choices when shopping online and 

add value to the companies that do more to be sustainable.  

 

The research questions, therefore, are:  

 

Research question 1: Are consumers interested in information about the sustainability of electronic 

products they buy?  

 

Research question 2: Are consumers interested in the sustainability information of companies that sell 

electronic goods?  

 

Research question 3: What type of sustainability information are consumers interested in seeing when 

buying electronic goods online? 

 

Research question 4: How do consumers want to see sustainability indicators for electronic goods when 

shopping online? 

 

2. Theory Background 

2.1 Sustainability 

Sustainability is an elusive term that has many different meanings behind it. For this thesis, the term 

sustainability is seen as the long-term goal of maintaining a way of life that does not damage the 

environment and allows future generations to have what we have today. Sustainable development is the 

many different processes and pathways to getting to that sustainable world we speak of. (UNESCO, 2022) 

The three pillars of sustainable development are social, environmental and economic. For the world to have 

this sustainable future, both the social and environmental pillars need to be focused on as much as the 

economic pillar, this is called the Triple Bottom Line (Elkington, 1998). When focusing on companies' 

sustainability efforts, Corporate Social Responsibility (CSR) is the policies and practices of a company in 

addition to what they must do. Thus, CSR is a way of achieving the goal of sustainable development. There 

are many ways to develop sustainably, such as focusing on circularity. An example, as defined by the 

European Commission (2015), is a circular economy “where the value of products, materials and resources 
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is maintained in the economy for as long as possible and the generation of waste is minimized.” As 

mentioned in the problematisation of this paper, indicators related to circularity have seen an increase when 

associated with ways of measuring sustainability (Harris et al., 2021). However, for the purpose of this 

thesis, we are not going to focus on circularity indicators. This is due to the lack of research or understanding 

of circularity indicators and the environmental impacts, as mentioned in Harris et al. paper “Circularity for 

circularity's sake?” (2021). Instead, this paper shall focus on sustainability indicators, which will be 

explained further.  

2.2 Sustainability Auditing 

There are different pre-existing ways of auditing the sustainability of a company in sectors such as beauty, 

fashion and food. For example, Goodonyou in the fashion industry offers an overall five-point rating from 

sad face to a happy face, and then three ratings out of five on the planet, people and animals of thousands 

of different fashion brands. Their ratings are created using independent analysts compiled by third-party 

indices such as Fashion Transparency Index, CDP Climate Change and Water Security Projects. Moreover, 

they are then looking at certifications such as Fair Trade, Fair Wear Foundation, OEKO-TEX, and Global 

Organic Textile Standard. Finally, they look at the brands' public reporting (Goodonyou, 2022). By 

Studying over 500 data points on more than 100 key issues, they look at all areas of the supply chain to 

evaluate the impact of the company's business on all three pillars of sustainability.  

 

Some companies offer a more labelling version of information for the consumer, such as the company 

Provenance, which offers a framework that includes labels that products and brands can earn to showcase 

their achievements. These labels include “CarbonNeutral Company”, “Net Zero”, “Fully Recycled 

Packaging”, “Alliance for Water Stewardship”, “Coral Reef Safe”, “FairWild”, “FSC”, “Red Tractor, 

Fairtrade”, and “Fair for Life” (Provenance, 2022). The labels are done through an extensive third-party 

check, public data scraping and survey with checks throughout the supply chain. This then allows 

companies and retailers to have all the different information for the customer to see what the brand does 

towards sustainability clearly and transparently. The Vegan Society found that more than half (56%) of the 

2000 survey respondents in the UK adopt vegan buying behaviours when shopping and actively check that 

their toiletries are vegan and cruelty-free (VeganSociety, 2017). 

2.3 Sustainability Indicators  

In 2015, the United Nations committed to the 2030 agenda, including 17 sustainable development goals 

(SDG) within all three sustainability pillars. The 17 goals with 169 targets (United Nations Sustainability 

Goals, 2017) are made for governments and other stakeholders such as NGOs and companies. The SDGs 

are a leading framework, and the adoption of these goals has been worldwide, with them being taught in 

universities, discussed in companies and used as targets to make the changes needed. The SDGs have been 

a great start in creating a qualitative and quantitative way of measuring companies' efforts toward 

sustainability and producing goals transferable over all the different industries. 

 

Different SDGs should be considered when looking at electronic goods and e-commerce. SDG 12 is 

“Responsible Consumption and Production”, which focuses on “doing more and better with less” (UN, 

2022). This goal aims to change how we use natural resources so that it doesn't have a destructive impact 

on the environment and help promote a more sustainable lifestyle. Within the SDG goals, they have targets. 

Two examples of the SDG 12 targets are “12.2 Sustainable management and efficient use of natural 

resources” and “12.4. Responsible management of chemicals and waste”. Both targets directly correlate to 

the issues we see within electronic goods production and are something we need to see changes within to 

have a sustainable future. Another Goal that correlates with electronic goods is SDG 8, “Decent work and 
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economic growth”. Target 8.7 is to “End modern slavery, human trafficking and child labour”, which links 

to the social issues correlated with electronics production (Craig et al., 2019).  

 

The SDG goals are a great way, as talked about, to create a way of comparing what companies are doing 

towards sustainability and measuring their efforts. However, using the terminology of SDG 8 or target 8.7 

is not transferable to the average consumer. There needs to be a bridge between the different goals that exist 

for companies to follow and a clear way of interpreting them for the consumer to read quickly and efficiently 

when shopping online. There are also the Global Reporting Initiative (GRI) standards, a framework used 

for sustainability reporting. It was put in place to support the organisation's response and regularly report 

based on demands from stakeholders and regulators (Globalreporting, 2022). As with the SDGs, the GRI 

framework is based on supporting companies to understand and report their impacts. However, it isn't 

created with the consumer in mind when reading and understanding the framework.  

 

The Provenance Framework is an example of where sustainability indicators have been used and created 

for consumer interaction. As already mentioned, Provenance has created different indicators to be used as 

an “open-source rulebook for communicating impact and avoiding greenwashing” (Provenance, 2022). 

Provenance recognises that the SDGs and other reporting initiatives, such as the GRI, offer a standard 

measuring tool for reporting and improving corporate sustainability. Provenance differs because the 

framework is designed to help brands ‘communicate’ the work towards sustainability (Provenance 

Framework, 2022). Provenance has worked towards creating indicators that allow consumers to make 

sustainable choices if they want when they buy. Currently, Provenance mainly focuses on fashion and 

beauty but offers a framework that can diversify into different sectors.  

 

Furthermore, other research also offered an understanding of how indicators could be of more importance 

in the consumer behaviour and sustainability indicator field. Baxter et al. (2018) looked further into 

consumer behaviour within the fashion industry and the importance of replacement. Replacement is looking 

into schemes that allow the replacing of the items, such as the 5 R’s ‘Reduce, Reuse, Recycle, Repurpose 

and Refuse’. There are many different 5Rs which are based on the circularity of products, offering a way 

for both companies and consumers to think about the life cycle of a product and how they can be more 

sustainable. Baxter et al. (2018) furthered previous research into this by looking at the possibility to 

introduce more factors such as environmental burden from consumer purchases and consumer demand. 

This allowed for the creation of further viable metrics that help to supplement the current ones existing for 

replacement. The research from Baxter et al. offers an understanding of the potential importance of 

recycling and therefore, indicators related to the 5 R’s would be selected also.  

 

Vinodh et al. (2017) researched consumer satisfaction through the use of fuzzy QFD for product-based 

information. Fuzzy QFD is a consumer-driven product development tool which translates customer needs 

into a design characteristic and plans which produce products for customer needs. By using fuzzy QFD, 

Vinodh et al. (2017) could see that the sustainability indicators which the customer needed to highlight 

were “reduction in environmental release,” “waste minimization” and “potential financial benefits.” 

However, it was noted in the study that previous research (Arvola et al., 2008; Brown & Dacin, 1997; 

Poortinga et al., 2004) has found that social sustainability is often more important when looking at consumer 

behaviour and therefore further investigation should be done into why there is a lack of social sustainability 

parameters being brought up in the QFD. The authors however stated that by prioritising the parameters 

indicated there would be the possibility to manufacture products which reflect these and achieve the best 

customer satisfaction. This could be done by doing things such as using systems like lean manufacturing to 

minimise waste production. One limitation of using fuzzy QFD is that it just focuses on the chosen product 

to understand customer needs, further investigation into different products would need to be done to see if 

the highlighted indicators would change.  
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Although focusing on the wine and food industry, Schäufele & Hamm (2017) found that by offering more 

information on sustainability indicators, consumers were more likely to lean towards buying organic or 

more sustainable wine, than wine that did not have any indication of being more sustainable. However, they 

also found through their literature review within the food and beverage industry and sustainability indicators 

that there was a focus on environmental sustainability and therefore a lack of both social and economic 

sustainability, which needs research. This further highlighted the importance of research within the triple 

bottom line and the consumer's behaviour towards purchase intention and sustainability indicators. 

2.4 Greenwashing 

With the increased pressure from governments and consumers alike to be more sustainable and work 

towards the United Nations SDGs, organisations are showcasing their sustainability efforts publicly. 

Research has shown that CSR efforts can positively affect their reputation and customer loyalty (Torres et 

al., 2012; Aguinis & Glavas, 2012.) With the rise in sustainability information and companies showcasing 

their work within sustainability, there has also been a rise in something called greenwashing. Greenwashing, 

in general, is the use of vague or misleading information regarding their sustainability claims vs what they 

are performing (Lyon & Montgomery, 2015). Greenwashing is more often done by showing information 

that is misleading, ambiguous or more positive than what is the reality rather than being completely untrue 

claims (De Jong et al., 2020). The rise of greenwashing, in turn, has raised suspicion on whether companies 

are working to be more sustainable or whether it is just a way to position themself higher than other 

companies (Aji & Sutikno, 2015).  

 

Previous research has shown that if greenwashing is discovered, consumers' attitudes and intentions towards 

the brand become negative (Atkinson & Kim, 2014.) De Jong et al., (2020) found that an organisation's 

reputation does not increase if the only environmentally friendly behaviours they talk about comply with 

legal obligations and do not have CSR within their company. However, what pays off the most is being 

honest and transparent about their CSR behaviours and not using half-lies about sustainability efforts (De 

Jong et al., 2020). It can also be an issue that companies are not aware of the claims they are sharing are 

not correct, or actually sustainable. Sustainability as spoken about is a large topic with many different 

avenues and therefore it is not always black and white when sharing sustainability claims. One way to work 

around the issues of greenwashing is to make sure that all claims are third-party validated. Validated 

information ensures that the brands are not merely stating something but that it is checked externally to 

ensure the claim is valid. There is an increase in companies offering this type of validation or checking 

brands themselves to see whether they are doing what they say they are doing. This is why for example the 

framework from Provenance offers a good stepping point between greenwashing and CSR. By offering 

credible transparency that is developed by a council of experts, it shows that there is a possibility for 

shopping platforms to share correct and trusted information about the companies they work with.   

3. Methods 
The methodology within scientific research can take on different forms, they can be a quantitative, 

qualitative or mixed approach. Qualitative research often takes on the open-ended approach to a research 

question to allow for more in-depth information and personal perspectives, which can allow for new insights 

and surprises. Quantitative research, although more mechanical in the creation of data, is by no means not 

able to give new insights. Quantitative data allows for the neutral tool of imaginative application. The 

combination of the two has the potential to allow for the unanticipated outcomes to be multiplied and 

therefore the use of the two allows for rich data to be analysed. (Bryman, 2006) Considering the purpose 

of the research is to allow for rich data and understanding of how consumers interact with sustainability 

indicators and furthermore provide insight into the best application of indicators within online shopping 

companies such as Klarna, the decision to use both quantitative and qualitative data seemed to be the most 
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apparent. The use of both quantitative and qualitative data allows for the study of the research questions to 

be thoroughly done, and both types of data will allow for rich data to be produced and analysed (Saunders 

et al., 2012).  

3.1 Research design 

This thesis aims to understand consumer behaviour towards sustainability indicators and electronic goods. 

A survey will be produced to understand how consumers interact with indicators and electronic goods. 

Using both grounded theory and descriptive analysis, the questions from the survey will be used to answer 

and understand the research questions. The decision to use this type of research was made due to wanting 

to best understand the way a consumer thinks. Creating a survey that looks at electronics, sustainability and 

indicators separately and together allows us readers to see why consumers might interact more and less 

with different indicators and what motivates that behaviour. Furthermore, the analysing of the data will 

offer shopping platforms such as Klarna, data on sustainability indicators that are positively or negatively 

reacted to. Plus, further qualitative rich data into why consumers do or do not want to buy, based on 

sustainability information and how they want to see that information presented.   

 

A survey was chosen as it offered the best way to reach as many people as possible and offered the 

possibility to look at both quantitative and qualitative data. There are two sets of types of questions in the 

survey, the first questions focus more on general thoughts of electronics companies/products and 

sustainability. This offers a starting base of information on people's thoughts and general knowledge of the 

research questions. The second set of questions focuses on different indicators and points of importance 

when relating to buying electronics and the importance of sustainability in both environmental and social 

sustainability. This will help to elevate where the focus from consumers is and give a better understanding 

of what shopping platforms can focus on when showcasing indicators. The decision to do these two different 

types of questions was to offer a deeper understanding of the consumer behaviour of electronics and 

sustainability without any pre-thoughts on indicators or why these questions are being asked. Then there is 

a further development in the understanding of how consumers interact with indicators day to day and how 

they wish to further interact with indicators and key sustainability information from electronic companies. 

This study will take on a positivistic approach because positivists tend to use large-scale questionnaires to 

get a view of society's opinion, whilst having reliable and representative results (Bryman et al., 2019).  

3.2 Data collection 

The primary research data was collected through the use of an online survey. To be able to answer the 

research questions both closed and open-ended questions were used in this survey. For the purpose of this 

study, non-probability sampling was used, this was due to the research not looking at different 

demographics, and rather just looking at the overall opinion of all consumers. Furthermore, convenience 

sampling was used to allow for the survey to have as many participants as possible for the survey. This 

allowed for both qualitative and quantitative data to be compared and offer in-depth information on what 

the consumers think and feel about electronics and sustainability. Furthermore, the qualitative data allows 

for an in-depth review of all data from the respondents and shows any emerging patterns or thoughts 

towards sustainability and electronics.  

 

The questionnaire was published on 7th April 2022 and taken down on 15th April 2022, the data was 

collected for 8 days and closed with 160 valid respondents. The questionnaire was mainly shared through 

Klarna’s work chat database ‘Slack’ which all the workers of Klarna have access to. The survey was 

however also shared on LinkedIn and Facebook to get as many responses as possible in the allocated time 

given. There could be a risk of bias based on the number of people who took part in the survey vs how 

many people had access to the questionnaire. This is due to mainly family and friends taking part in the 
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questionnaire on social media rather than unknown people. This creates a smaller pool of diversity based 

on the participants. This is also the same for the workers at Klarna, thousands of employees had access to 

the slack channel but not everyone checked and took part in the survey. However, the Klarna employees 

are not close or known colleagues and therefore offer a wider range of backgrounds.  
 

The survey was created using a website called Typeform (2022) where all data was then collected and 

stored. The use of an online web-based survey allowed for the ability to store the data straight away, 

reducing the possibility of errors in the processing of data (Bryman et al., 2019). The survey consisted of 

ten questions, three of the questions were open questions, with only two of the three open questions being 

compulsory. The rest of the questions were closed questions. To view the questions and layout of the survey 

please see Appendix One. 

3.2.1 Analysis process  

The questionnaire was made up of ten questions, three qualitative and four quantitative questions.  

3.2.1.1 Quantitative data 

From the survey produced, the data will go through descriptive analysis, this is due to the data not being 

compared against itself or different demographics since the research questions and the data collected are 

able to answer the questions.  

 

To begin with, the first question looks at the general knowledge of sustainability when shopping, using a 

scale of 1-5, to understand the perception of knowledge towards sustainability. The scale was ordinal 

because the different questions were individual such as “no knowledge, okay knowledge, very 

knowledgeable”. This is one of the most frequently used formats for measuring people's knowledge and 

attitudes (Bryman & Bell, 2011). This question offered a general understanding of people's thought 

knowledge on sustainability.  

 

The next quantitative question is question four, looking at the consideration of companies' policies and 

targets for sustainability. This would help us to understand the research question “Are consumers interested 

in the sustainability information of companies that sell electronic goods?” by offering more information on 

whether or not consumers take into consideration the companies’ policies. This question is a yes, no maybe 

based question however, it was a choice between two different options to understand how consumers want 

to find out sustainability information (to see the questions please go to appendix one).  

 

To help answer the research question ‘What type of sustainability information are consumers interested in 

seeing when buying electronic goods online?’, two questions exist to look at the indicators of social and 

environmental sustainability. The questions were designed to offer a deeper look into how consumers rated 

the importance of social and environmental sustainability indicators separately and therefore offer a deeper 

look at what consumers are interested in. There are a lot of different terms and indicators that companies 

already use, therefore, to be able to decide on what indicators to use for these two questions, the Framework 

by Provenance was used. The framework was created to offer an “open-source rulebook for communicating 

impact and avoiding greenwashing” (Provenance, 2022). In the framework, a list of 80 different indicators 

exists which fall within five different categories: ‘climate’, ‘waste’, ‘nature’, ‘workers’ and ‘community’. 

The indicators were then filtered for those that were relevant to electronics and then tried to categorise some 

of them into umbrella terms to cover as many different indicators as possible available within the different 

categories. The reason for choosing these indicators is due to them already being third-party validated and 

actively used for different fashion and beauty brands. Furthermore, the names of the indicators are chosen 

and tested in Provenances field work, such as on websites like Cultbeauty.com. This offered the avoidance 
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of bias in the way of wording the indicators and creating neutral and understandable wording for the 

different categories.  

 

For the social sustainability indicators, the indicators from “workers” and “community” were reviewed and 

then eight indicators were chosen. The indicators used were “Local business”, “Support trade unions”, 

“Workers’ rights to living wage and safety”, “Donating to charities”, “Gender equality”, “Female owned 

businesses”, “Black-owned businesses” and “Safe working conditions when handling materials”.  

 

For the environmental indicators, ‘climate’ ‘waste’ and ‘nature’ were reviewed, and 9 indicators were 

chosen which will be talked about below. The indicators used were: “Carbon neutral”, “Uses recycled or 

biodegradable packaging”, “Reducing environmental impact from the collection of raw materials”, “Using 

renewable energy”, “Repair and recycling schemes for products”, “Supports biodiversity” “Carbon 

Offsetting”, “Reducing environmental impact during manufacturing” and “Uses materials that have a lower 

environmental impact”.  

 

These indicators cover an overall terminology for different sectors within both social and environmental 

sustainability. However, these indicators do not cover every part of social and environmental sustainability 

and therefore were just used as an indication of what consumers are most interested in knowing about and 

rated as most vs least important.  

 

To further offer insights into the research question “What type of sustainability information are consumers 

interested in seeing when buying electronic goods online?”, the seventh question, which looked at 

considerations when shopping for electronic products, was created. This question was a multiple choice. 

Although not solely based on sustainability, it provides a broader understanding of what consumers look 

for when buying electronic products. This can guide the reader into understanding whether or not 

sustainability is even a priority when shopping for electronics. Furthermore, brands can see where their 

focus is needed. The respondent could choose their top three most important considerations when shopping 

for electronics and then an overall rating would be produced.  

 

The research question “How do consumers want to see sustainability indicators for electronic goods when 

shopping online?” was then explored by the question looking into the companies' sustainability information 

on shopping platforms and the question looking at company loyalty when offered valid third-party 

sustainability information. As the question considers companies' policies and targets for sustainability, both 

questions were based on yes, or no answers. The question looks at companies' sustainability information 

offering two options, one being about specific targets the company has achieved and the other option being 

a rating compared to other companies. This offers an insight into how consumers would want to see and 

understand sustainability information of companies, especially when considering the possibility to look at 

different companies and make the decision on which was the best to use in terms of sustainability. The 

question looking at company loyalty when offered valid third-party sustainability information has the 

options yes, no and sometimes. This offers an insight into whether or not this information can actually 

persuade people to change their loyalty and if the indicators would even be something useful for selling and 

gaining customers.  

3.2.1.2 Qualitative data 

For the qualitative analysis, the grounded theory was used to code, create concepts, categorise, and compare 

each of the 3 questions. This was done to identify the relationships between the data from all the respondents 

(Bell et al, 2018). Furthermore, this ensures that the data gathered is both reliable and relevant to answer 

the research questions as transparently as possible. The process of doing this was to read through the 

different replies in the survey and identify different keywords and sentences. The replies were then read 

again to find repeating ideas and phrases/words. They were then put into different categories depending on 
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what they related to in relation to the context of the question. These categories were then called 2nd order 

codes based. The second-order codes were then further analysed to see what they meant and put into more 

general terms. This is then known as the third order code. Finally, the third-order codes were then developed 

into aggregated dimensions so that the findings could be presented in the discussion to help answer the 

research questions. See Tables 1,2 and 3. for the order codes 2, 3 and 4 of each qualitative question in the 

findings where the final codes will be elaborated on also. 

 

The questions set out to help answer the research question ‘Are consumers interested in the sustainability 

information of companies that sell electronic goods?’ and ‘Are consumers interested in information about 

the sustainability of electronic products they buy?’ by looking at the link between sustainability and 

electronic companies in the eyes of the consumer, what consumers would want to know if they have the 

opportunity to have full transparency about the sustainability of electronic companies and also any further 

thoughts on sustainability and electronic companies (this question was not mandatory but all other questions 

are). The choice to make these three questions qualitative was taken to offer a deeper insight into consumers' 

opinions on the matter of sustainability and electronics. The only question that came before these questions 

was the question measuring the general knowledge of sustainability when shopping. This was decided upon 

to try to limit any bias in what the consumers answered. By not having any idea of the purpose of this 

research or what the latter questions will be about, the answers could be as broad and personal as the 

consumers like. Hopefully, this will allow for more sincere insight into the opinion of the consumer when 

shopping for electronics and their opinions on sustainability. Offering genuine results in relation to the 

research questions rather than more tailored results if they knew the research was based on indicators and 

consumer transferability.  

 

In order to test the understanding of the survey and to make sure it was ready to be sent out, a pilot test was 

conducted. This was sent to a few respondents to complete the questionnaire and identify any problems or 

confusion that might arise from the survey. With the expectation of high validity, the respondents were then 

interviewed on the ease of understanding the different questions and how to answer each question. From 

this, a few changes were made regarding the wording of the questions and the number of answers available 

to choose from.  

 

3.2.2 Reliability and Validity 

Reliability is the extent to which you can collect and analyse the data that will yield consistent results 

(Saunders et al., 2009). The main problem when conducting survey research is that it is difficult to ensure 

that the participants show real behaviour in their answers. Bias or wanting to look better can transfer into 

the responses which in turn make the data less reliable. Another issue is that participants may change their 

answers over time and therefore the responses in the questionnaire will not always be accurate or relevant 

depending on real-world circumstances. The questionnaires were made to be anonymous to try and ensure 

as real behaviour as possible, this hopefully strengthened the reliability a little more as people can be more 

honest with their replies.  

 

Validity is regarding whether the methods accurately measure what they have set out to measure and 

whether the finding truly answers the question they are supposed to be about (Saunders et al., 2009). One 

issue with validity that might be seen, is the interpretation of the respondent's observations. To keep the 

validity of the survey to a high standard and avoid issues of misinterpretation, the questions were done in 

English, using familiar language and a pilot test run to ensure all questions were interpreted correctly. 

Furthermore, the questions were checked over by people who work within research and the sustainability 

team at Klarna to ensure that the questions were formulated correctly and easily understood by all 

respondents. Furthermore, as this is a case study, it was important to ensure that the questions would guide 

Klarna on their learning of the consumer behaviour to the electronic indicators and so support from the 
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sustainability team offered better insight into what avenues they would be interested in. One example of 

this is the sixth question “In your opinion what is most important for a company to work towards within 

environmental sustainability?” where there are multiple indicators that consumers can rank, such as “carbon 

neutral” or “using renewable energy”. The Klarna team wanted to ensure there was an indicator added that 

addresses repair and recycling schemes as this is an indicator that has been mentioned more frequently in 

their personal research. The indicator ‘repair and recycling schemes for products’ was there added as an 

option for the sixth question.  

3.2.3 Limitations 

By using quantitative research for part of the results, there is a subject for limitations that needs to be 

acknowledged. The main problem that can arise is the lack of generalizability which occurs when the 

context is very specific along with the acquiring conclusions since the research is being conducted to answer 

research questions (Bell et al., 2018). This is being addressed by offering open questions to offer more room 

for respondents' thoughts and opinions in a more general term within the subject. But a further limitation 

that can occur when using both quantitative and qualitative research is that there can be a disjuncture 

between the two research methods when the research is examined (Bryman, 2006). However, since the 

research is more concrete in answering specific questions, the data will be aimed toward answering those 

and therefore both methods can be used to support one another and look at both more detailed and broad 

replies.  
 

Another limitation of generalizability is the sampling group. This is because convenience sampling has a 

higher risk of sampling bias. Due to this, the conclusions can be more limited and not as generalizable. This 

was however done because there was limited time and resources available when finding respondents for 

the survey. The main proportion of the participants came from Klarna. As already spoken about the use of 

Klarna participants can cause some thoughts about whether or not there is a bias due to the participants 

coming from the same company. Although the respondents come from the same company, they have 

different backgrounds and are not from the same team. Furthermore, they have no link to the thesis or the 

writer. The participants know no more than any other person taking part in the survey, and there was no 

mention of the thesis having transferable information for Klarna. In the future, however, the survey could 

be shared with a broader audience to check whether the results did have some bias due to a link with Klarna.  

3.2.4 Ethical considerations 

As mentioned earlier, all applications are anonymous, and no personal data was stored to ensure all 

respondent's ethics. It was also stated in the survey that all data would only be used for the use of this 

research (Bryman et al., 2019). The survey was also completely optional to take, and people were informed 

of their data, anonymity, and use of the data in the survey where they had to click, I accept. 

4. Findings 
The following empirical data will be presented in figures created in excel and explained. This will then be 

further developed in the discussion section. The survey had 160 valid respondents, with questions one to 

nine being mandatory to fill in and question ten being optional.  

4.1 General knowledge of sustainability when shopping 

When researching consumer knowledge concerning sustainability when shopping, a scale was used. The 

ranking was from 1-5; no Knowledge, little knowledge, okay knowledge, good knowledge and very 



13 
 

knowledgeable. The results showed that the largest knowledge base was okay knowledge with 39.4%, with 

little knowledge being the second highest and good knowledge being the third highest (Fig. 1.). 

  
Fig. 1. Results of question 1. “How would you rate your general knowledge towards sustainability when shopping?” 

 

4.2 Sustainability and electronic companies 

For the qualitative results, grounded theory was used to code the replies given and see what the general 

consensus was from the replies. In the findings, the final codes will be explored to see why they were given 

for the qualitative questions. The focus here is to show the observations from the replies in questions two, 

three and ten about their opinions on the relationship between sustainability and electronics. The goal is to 

offer a more in-depth view of how people combine the two and where there are patterns within the replies. 

In the discussion, there will be further examination of the patterns found by showing examples of replies 

from different respondents. However, some single respondents' replies shall also be illuminated when their 

replies go outside of the general understanding. This will demonstrate a transparent view of the different 

dynamics of people's understanding of electronics and sustainability. 

 

Table 1 shows the 2nd, 3rd and final order codes for question two which looked at the consumer's 

connectivity between sustainability and electronic companies. The final codes chosen were “Supply Chain 

Sustainability”, “Product Sustainability”, “Consumer Perspective of the Companies Work Towards 

Sustainability” and “Post Purchase”. These final codes categorised the replies from question two into four 

categories. 
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Table 1. Order codes for Question 2. “When you think about sustainability and electronic companies, what 

comes to mind?” 

2nd order codes 3rd order codes Final codes 

Material Mining 

Worries of where the materials are 
coming from and how they are 

sources 

Supply chain 
sustainability 

Raw materials not endless 

Ethically sourced materials 

Raw Earth materials 

Raw Material Sourcing 

Toxic materials 

Chemical waste 

Micro climate changing Positive thoughts towards 
electronics and sustainability when 

making the products 
Supply Chain Analysis 

Cheap Production line 

Un-sustainable Negative thoughts towards 
electronics and sustainability when 

making the products/services Crypto Garbage 

Cheap products 
Worries about the products 

Product sustainability 

Battery sustainability 

One time use Items 

Issues with the products not being 
made to last long or having issues 
that means you must constantly 

replace 

Short Shelf Life 

Are the products durability 

Upgrading creating waste 

Lifespan of the product 

Obsolescence 

Hardware Malfunctioning 

Outdated items 

Low energy consumption 

Suggestions for making the product 
more sustainable 

Second Hand 

Software updatable 

Trade in when buying 
products 

Recyclable What people want to see from 
electronics 

Renewable 
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Reusable 

Repairability 

Upgradability of the item 

Customers over 
sustainability 

Profit over the environment 

 
 
 
 

Consumer perspective 
of the companies work 
towards sustainability 

Technology vs the 
environment 

Mass Production 

Worries about what companies are 
doing Green Washing 

High CO2 Emissions 

Transparency from 
companies 

What they want to see from 
companies 

Renewable Energy 

In office sustainability 
efforts 

Climate compensation 

Fair Labour 

Workers rights Fair Trade 

Child Labour 

Over consumption 

Purchaser problems towards 
sustainability 

Post purchase 

Waste Management 

Landfill 

Shipping and returns 

Sustainability issues post-purchase Transportation 

Packaging 

 
“Supply Chain Sustainability” was chosen to highlight the replies that talked about the production line, 

materials used, waste etc that were mentioned when they thought about sustainability and electronics. Some 

were positive, but overall the terminology was more negative towards the relationship sustainability has 

with the supply chain.  

 

“Product sustainability” was the final code used to categorise the replies that fell within the already made 

products. This was often referring to the recyclability of the product, the obsolescence of electronics and 

what consumers wanted to see from the products they bought in regards to sustainability.  

 

“Consumer Perspective of the Companies Work Towards Sustainability” highlighted both what the 

respondents already think companies are doing negatively towards the environment and also offers ideas 

on what they would like the companies to do better. This covered both environmental and social 
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sustainability areas and also raised concerns as to why they think companies will never be sustainable, for 

example, “profit over the environment”.  

 

Lastly, the final code created was “Post Purchase”. These were concerns towards the post-purchase side of 

the electronics and sustainability, looking at both the angle from the consumer and also from the company.  

4.3 Full transparency about the sustainability of electronic 
companies 

Table 2 shows the 2nd, 3rd and final order codes for question three which was about understanding what the 

consumer would like to see full transparency on from electronic e-commerce companies. The final codes 

chosen were “Sustainability of the Products from Beginning to End”, “Clear Information for the Materials 

of Every Single Component”, “What the Consumer can do to be more Sustainable”, “Internal Sustainability 

Information on all 3 Pillars” and “How to Offer the Transparency and Sustainability Information to the 

Consumers”. These final codes categorised replies from question three into five categories.  

 
Table 2. Order codes for Question 3. “If you could have full transparency about any sustainability aspects 

within an electronic company, what would you want to know?” 

2nd order codes 3rd order codes Final codes 

Are they reusing products 
and materials 

Recycling, Reusing and life span of 
products 

 
 
 
 
 
 

Sustainability of the 
products from 

beginning to end 

what is the percentage of 
recycled material used 

What can be recycled and 
reused 

What happens to old or 
damaged products not 
sold 

Are the products built to 
last 

Environmental impact of 
producing products 

Environmental impacts of producing 
products 

Can smartphones be 
sustainable 

How the batteries affect 
the environment 

How much clean water is 
used per item 

How much energy, labour 
and water are used to 
produce a single item 

Do you sell components 
separately to allow for 
repairing 

Repairability of products 
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What are the devices 
reconditioning process 

Where are the materials 
sourced 

The process of sourcing the 
materials 

Clear information for 
the materials of every 

single component 

How are the resources 
respected 

How are the materials 
sourced 

Are the parts mined 
ethically by adults 

What is the lifecycle of the 
materials 

Sustainability questions around the 
materials 

How are they working on 
reducing their use of new 
raw materials 

Battery manufacturing and 
recycling 

What is the mineral 
wastage 

What are the prices paid 
for the resources 

Clear communication on different 
steps of the materials 

Clear information on 
external companies that 
supply materials 

What materials are used 
per product 

What is the impact of 
consumption 

Customer side to electronic goods 
sustainability 

What the consumer 
can do to be more 

sustainable 

kWh used per customer, 
especially companies that 
store data 

Can the consumer repair 
the item 

How to dispose correctly of 
products 

How much ends up in the 
landfill 

Working conditions along 
the whole supply chain 

Information about the worker's 
conditions 

Internal sustainability 
information on all 3 

pillars 
Price of product in relation 
to the salaries of workers 

Job equality 
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How are they trying to be 
more sustainable? 

What are the companies doing to 
be sustainable within the 

organisation 

Do they encourage and 
educate workers to be 
sustainable 

is there a potential for non-
profit; re-investment in 
regions that are used for 
resources 

How company invests in 
CSR 

What is their carbon 
footprint and work towards 
carbon mitigating/Net zero 
etc 

What are the companies doing for 
environmental sustainability 

Are they compensation for 
using clean water 

Do they put back any 
energy and where is it 
sourced 

What is their waste 
management 

What is the transportation 
for the whole supply chain 

Sustainability information for every 
step of the supply chain 

Where is the most energy 
required and what energy 
is used 

What emits the most GHG 

Automation that works with 
sustainability 

Suggestions for how to offer 
information to consumers of the 
sustainability of the supply chain 

 
 

How to offer 
transparent and 

sustainable 
information to 

consumers 

Carbon tracking from e2e 

Offer end-to-end supply 
chain transparency 

Offer Life Cycle Analysis 

Index ranking for social 
sustainability, 
environmental 
sustainability, and 
circularity 

Rankings of sustainability to give 
clear information to the consumer 

Sustainability benchmark 

Profit vs sustainability 

Companies work vs other factors Profit vs production cost 

Impact vs compensation 
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The first final code decided upon was ‘Sustainability of the Products from Beginning to End’. This was a 

very popular part of the replies to the question about what transparency the respondents would be interested 

in. The use of the word recycling, recyclable, and repairable was very popular and therefore this final code 

allows for the understanding that the respondents are interested in every part of the product, from when it 

is made until it is finished and needs to be disposed of/recycled.  

 

The next code chosen was ‘Clear Information for the Materials of Every Single Component’, this is in 

relation to all the steps of the individual materials used, from where they are mined, to how the waste is 

managed. This is different to the previous first code as the consumers were interested in the individual types 

of materials such as the mining of “cobalt”, whereas the final code for the products is towards more general 

information of the overall product.   

 

The code “What the Consumer can do to be more Sustainable” was in regard to the respondents being 

interested in more information from the companies to guide them as consumers to be more sustainable. 

These responses ranged from information about recycling to the KwH usage per customer.  

 

The next code in comparison to the consumer code was ‘Internal Sustainability Information on all 3 Pillars’. 

This code was derived from the demand of more clear information from the company, from information on 

what they do in their offices to their sustainability efforts being clearer like their work towards CO2 and 

waste management. This was a broader final code as it spans from the supply chain workings to their work 

within their offices.  

 

The final code is ‘How to Offer Transparency and Sustainability Information to the Consumers’. This was 

created as some of the replies offered ideas on what the companies could do to be more transparent. Some 

respondents want to see more clarity on their information on what they do towards sustainability through 

rankings, whereas other respondents want them to add more technology and analysis into their supply chain 

to be more sustainable and produce statistics on where they need to work harder to make a change.  

 

As with question two, question three offered a broad range of responses from environmental to social 

sustainability. There is a want for clear, transparent, and honest information within all the different areas of 

the supply chain. Furthermore, words like recyclable and reusable recur throughout the responses.  
 

4.4 Consideration of companies' policies and targets for 
sustainability 

When researching whether consumers thought about companies' sustainability practices, The choice of 

answers were: No, Maybe and Yes. The most chosen answer was ‘no’ with 45.6% however ‘maybe’ was 

only just the second most chosen answer with 40.6%. This means 73 respondents chose no and 65 

respondents chose maybe, with only 22 choosing yes (Fig.2.). This shows that when shopping for 

electronics the majority of people do not or maybe think about the companies' work towards sustainability.  
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Fig. 2. Results of question 4. ‘When shopping for electronics do you take into consideration the company’s target 

and policies towards sustainability?’ 

4.5 Ranking of social sustainability indicators and ranking of 
environmental sustainability indicators 
 

The next two questions were about rating the most and least important companies that work towards social 

and environmental sustainability.  

 

When ranking social sustainability indicators, the indicator options for this question were; “Local business”, 

“Support trade unions”, “Workers’ rights to living wage and safety”, “Donating to charities”, “Gender 

equality”, “Female owned businesses”, “Black owned businesses” and “Safe working conditions when 

handling materials”. The highest rated answer was “workers’ rights to living wage and safety” with 96 

respondents placing that as number one and 44 respondents placing the option as number two. To be able 

to understand the ranking of the questions as an overall average, an average ranking was calculated. To do 

this the following formula was used: 

 

Average ranking= (Rank position X number of respondents for each rank position)  

       Total number of respondents 

 

For example, for “workers’ rights to living wage and safely” the results are shown in figure 3.   
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Fig. 3. Breakdown of where respondents ranked the indicator “Workers’ rights to living wage and safety” on a scale 

of 1-8.  

 
To calculate the average ranking for this question the following is done: 

 

(1x96) + (2x44) + (3x12) + (4x2) + (5x1) + (6x2) + (7x0) + (8x0) / 160 = 1.56  

 

So for  ‘workers’ rights to living wage and safely’ the average ranking was 1.56.  

 

The ranking for the following options is shown in Fig.4. with the rankings ranked between 1-6. To see a 

breakdown of each option in the question please see Appendix two. 

 
Fig. 4. Ranking average of question 5. ‘In your opinion what is most important for a company to work towards 

within social sustainability?’ 

 

When looking at the environmental indicators, the following options: ‘Carbon neutral’, ‘Uses recycled or 

biodegradable packaging’, ‘Reducing environmental impact from collection of raw materials’, ‘Using 

renewable energy’, ‘Repair and recycling schemes for products’, ‘Supports biodiversity’ ‘Carbon 

Offsetting’, ‘Reducing environmental impact during manufacturing’ and ‘Uses materials that have a lower 

environmental impact’. The indicators chosen were used to highlight the same formula for calculating the 

average ranking was used as in question 5. With ‘Reducing environmental impact from collection of raw 

materials’ being ranked the highest, however with only a 3.33 average rating. For the social indicators the 

average rankings were a lot closer in number and did not range from 1-6 like the environmental indicators 

but rather from 3-7. See Fig.5. for the rankings and appendix three for a further breakdown of every ranking.  
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Fig. 5. Ranking average of question 6. ‘In your opinion what is most important for a company to work towards 

within environmental sustainability?’ 

4.6 Top 3 considerations when shopping for electronic products 

When researching the consumer's criteria when purchasing electronics, the following options were given; 

‘Price’, ‘Quality’, ‘Reviews’, ‘Design’, ‘Brand’, ‘Sustainability’, ‘Multi-Functional’ and ‘Energy 

Consumption’. The respondents were asked to pick their top three choices. ‘Quality’ was chosen the most 

with 91.2% of the respondents choosing it as one of their top three, with ‘Price’ coming in second with 

72.5% choosing it within their top three. The least chosen were both ‘Brand’ and ‘Multi-Functional’ with 

10.6% for both (Fig.6.). 

  

 
Fig. 6. Results for question 7. ‘What are your top 3 considerations when shopping for electronic products?’ 

4.7 Company sustainability information on shopping platforms  

How the consumer would like to receive the sustainability information was researched, with the following 

two options given; ‘Rating compared to companies in the same sector e.g. from bad to great on their work 

towards being climate neutral vs other companies work’ or ‘Specific targets they have achieved e.g. climate 

neutral’. 112 out of the 160 respondents, so 70% chose the first option ‘Rating compared to companies in 
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the same sector e.g., from bad to great on their work towards being climate neutral vs other companies 

work’ (Fig.7.).  

 
Fig. 7. Results for question 8. ‘When shopping with a retail company/shopping platform, if offered sustainability 

information, what information would you find more valuable?’ 

4.8 Company loyalty when offered valid third-party sustainability 
information on a company 

The final quantitative question investigated consumer brand loyalty when offered third-party validated 

sustainability information from another company with the exact same product, with a ‘yes’, ‘sometimes’ or 

‘no’ option. 70.6% of the respondents chose ‘yes’ and only 2.5% of the respondents chose no (Fig.8.).   

 
Fig. 8. Results for question 8. ‘Providing the product you are buying is the same, would you change your electronic 

company loyalty towards a different brand who has clear and third-party validated information towards what they do 

for sustainability?’ 
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4.9 Any further thoughts on sustainability and electronics 

The final question was question ten, this was a non-mandatory question to allow people to have some extra 

space to add any information they felt necessary about electronics and sustainability. Out of the 160 

respondents, 27 gave answers that were related to the question. These answers however were longer and 

therefore one answer could have multiple 2nd order codes to make sure to address all the important points 

people wanted to raise during these final questions. See table 3 for the order codes.  

 
Table 3. Order codes for Question 10. ‘Is there anything else you would like to mention about electronics 

and sustainability?’ 

2nd order codes 3rd order codes Final codes 

Consumers must increase efforts to be more sustainable 

Consumers need to 
do more 

  Can 
electronics and 
sustainability 

combine? 

People talk about being sustainable but when it comes to paying, they 
often choose the cheaper option 

Consumer awareness is very low. The market focus should be on 
planet instead of personal gratification 

We are a throwaway society we need to recycle 

If the quality is the same, willing to pay 10% more for sustainability but 
if the quality is less then they are not 

Marketing tools to look like they are being sustainable. 

Electronics and 
sustainability do not 

match 

Over marketing of electronics, and overconsumption 

Not trusting the third party when the company is sharing their own 
badge of what they do for sustainability 

Planned obsolescence should be forbidden 

Carbon offsetting seems to be a type of greenwashing 

Most components of electronic devices are hard to find and exploit a lot 
of people/children and destroy some part of the world. 

The sustainability of electronics seems superficial and not fixing the 
root problem. 

We need to think about electricity, water, carbon footprint etc for not 
just fashion but all areas of consumption 

Things that need to 
be thought about 

when buying 
electronics 

We need to take into consideration shipping 

Low power supply 

Raise awareness of electronic devices afterlife 

Products need to be made to last longer 

Trade in old for new 

Supporting local repair businesses is a great way to prolong the life of 
devices 

Avoiding disposable products and pay for better quality 
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Nice to have more options to buy upcycled/second-hand electronics 

Hard for sustainable brands to compete so larger brands should have 
pressure to be more sustainable 

Sustainable brands 
vs Large electronic 

brands How can 
brands be 

sustainable? 

Sustainable companies have a hard time competing with low prices 

If another company was able to be transparent and have third-party 
validation it would offer a competitive advantage 

Proof of effort should be available 
Transparency 

Consumers need more clarity and transparency 

 
Due to this question having fewer replies only two final order codes were created. The first one was ‘Can 

electronics and sustainability combine?’, this was chosen as the majority of replies to the question were in 

regard to why the respondent believed that electronics and sustainability are not compatible, what 

consumers are doing that doesn't lead to sustainability, and finally things that need to be taken into 

consideration to try to help electronics become more sustainable.  

 

The final code was ‘How can brands be sustainable?’ where this differed from the previous code was that 

a lot of the responses questioned how sustainable brands could ever compete with the big brands like Apple 

and Samsung. This was in relation to price and quality for example which was further backed up by question 

7 where quality was the top consideration when buying electronics and price was second. Furthermore, for 

brands to be sustainable, what the respondents ask for is further transparency and clarity towards what they 

are trying to achieve, this offers both sustainable brands an advantage and also demands better from the big 

brands.  

 

This question was created to just offer the respondents a final chance to add anything they felt was missing, 

it was not to directly answer either of the research questions and therefore the responses, if necessary, will 

just be used to back up any research that is provided from the rest of the research questions.  
 

4.10 Final quotes 

When creating the final codes, certain replies that were both recurring and free-standing stood out. To 

support the quantitative results and the different final codes, a few of the quotes exhibited in table 4 below. 

This will offer further understanding of why the results are the way they are and a more in-depth view into 

the thoughts of the consumers towards sustainability and electronics. The questions they came from have 

been shown for further understanding as to which questions, they relate to and also to see that themes can 

have crossovers from different qualitative questions, showing that the same themes come up throughout the 

survey.  
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  Table 4. Quotes from the qualitative questions that had interlinking themes.  

Theme 
Question the 
quote is from 

Quote 

Social 
Sustainability 

3 “They mined ethically by adults in reasonable conditions” 

3 “Working conditions from base materials to finished product.” 

3 “Work environment” 

3 “Working conditions” 

2 “Labor environment (child labor etc)” 

2 

“Lot of the raw materials are mined in areas where working 
conditions are not safe and include child labour in the mining efforts 

for example in The Democratic Republic of Congo.” 

2 
“Everything is produced with terrible labour conditions and toxic 

materials” 

2 “Sweatshops in asia” 

Local 
Businesses 

10 

“There are always going to be leading brands in the electronics 
sector I.e. Apple, Samsung, LG etc so I think it would be hard for 
more sustainable companies to ever compete. That being said, 
more pressure should be put on these larger brands to be more 

sustainable.” 

10 “sustainable companies have a hard time competing with is prices” 

10 
“supporting local repair businesses is a great way how to prolong 

the life of your device” 

Obsolescence 

2 
“Reusable parts, recycle programs, Easy to repair devices, no 

programmed obsolescence” 

2 “In built obsolescence” 

2 
“Electronic waste, planned obsolescence, fixit (repair issues), rare 

earth minerals, Coltan, Made in China” 

2 “Planned obsolescence should be forbidden.” 

Ratings 

3 

“Sustainability is overall poor. Can assess across 3 categories: 1. 
Social Sustainability - living wages, freedom of association and 

working conditions for factory workers 2. Environmental 
Sustainability - use of fossil fuels in production. Choice of materials. 

Levels of waste. Packaging 3. Circularity - end of life recycling. 
Trade in schemes of electronics. A index ranking out of 100 on the 

each of the 3 dimensions” 
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3 

“A rating based on everything... I don't have the time to look at each 
and every product, but would love to just have a sustainability 

rating to give me a rough idea, and then i can look into it further if I 
want” 

Greenwashing 

2 

“I view green washing as a major problem among electronic 
companies since many of their products are unsustainable and the 

resource waste is on a large scale within this sector” 

10 

“Companies does a lot to seem to be sustainable rather than 
actually be that. The appearance of being good over doing good. 
For most of the companies they rather follow the current hyped 
thing. This makes me rather turn away (even more) from these 

companies. Putting a logo on their instagram for some ridiculous 
cause while at the same time moving factories to another even 

lower-wage country with horrible working conditions "inspected" by 
third parties that are not allowed to show up without giving the 

factory a heads up before visiting is for me very stupid, but 
apparently enough to convince most of the people.” 

10 “We need more clarity and transparency for consumers” 

10 

“I don't like the idea of greenwashing and carbon offsetting seems 
to be just that. It provided the mirage of sustainability, but according 

to multiple sources does plainly not work.” 

Individual 
quotes 

10 

“When people are asked for sustainability they often answer that it 
is very important, but when it is time to show the money, they 

choose what is cheapest.” 

10 

“Price and quality will always be the 1st and 2nd comparison, I can't 
change the brand if it 10+% is more expensive than other that is 
more env-friendly, same for quality, but I am willing to pay up to 

10% more if the quality is the same.” 

5. Analysis of results 

 
We will now look at the different qualitative and quantitative data and analyse this collected data to answer 

the four research questions:  

 

Research question 1: Are consumers interested in information about the sustainability of electronic 

products they buy?  
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Research question 2: Are consumers interested in the sustainability information of companies that sell 

electronic goods?  

 

Research question 3: What type of sustainability information are consumers interested in seeing when 

buying electronic goods online? 

 

Research question 4: How do consumers want to see sustainability indicators for electronic goods when 

shopping online? 

 

5.1 Are consumers interested in information about the 
sustainability of electronic products and of companies that sell 
electronic goods?  

First it is important to understand the participants of the survey's general knowledge in sustainability. The 

most chosen knowledge on sustainability when shopping is “ok”. 39.4% of the participants chose “ok” with 

25% choosing “little” and 18.8% choosing “good”. Leaving “no knowledge” at 8.8% and “Very 

knowledgeable” at 8.1%. This shows that, on average, consumers are not extremely knowledgeable; 

however, they know the basics and are aware of it. This concurs with the previous research on how 

consumers are becoming increasingly aware of sustainability when they consume (Simon-Kucher & 

Partners, 2021).  

 

When focusing on whether consumers consider sustainability targets and policies when shopping for 

electronic products, 45.6% said no, and 40.6% said maybe. This was interesting to see as it showed that 

fewer people actively try to be more conscious about what they are buying when it comes to electronics 

and therefore, there is room for improvement to be able to support consumers in making sustainable choices 

when buying electronics. Furthermore, by saying maybe, it opens up the opportunity that people would be 

interested in sustainability but have not done research yet.  

 

Although the results of this question may lead to the thought that many people are just not interested in the 

sustainability of electronics, the qualitative data argued against this. The question “when you think about 

sustainability and electronic companies, what comes to mind?”, although leading toward the company 

selling electronics, one of the four final codes was related to the electronic product: “product sustainability”. 

And then the other qualitative question on full transparency about the sustainability of electronic companies 

had two final codes that linked directly to the want for circularity to be as sustainable as possible 

“sustainability of the products from beginning to end” and “Clear Information for the Materials of Every 

Single Component”. These final codes encompass the same concept, which was a clear indication that the 

survey participants are in fact very worried about the sustainability of products when it comes to cheap 

products or the issue of obsolescence and wanted to learn more about the five Rs such as the recyclability 

of the products. The circularity of electronic products as talked about is a large issue from both the 

harvesting of materials to the waste management, and this issue is known to the consumers. Therefore, 

although the consumers might not actively consider sustainability policies when purchasing the products, 

they are thinking about the consequences of what they are buying and are indeed interested in doing more 

to be sustainable. The participants even went as far as to give suggestions on how they believe products can 

be more sustainable, such as offering second hand, or making software more updateable, which can be seen 

in the 2nd order codes for the 3rd order code “suggestions for making the product more sustainable” within 

the question “When you think about sustainability and electronic companies, what comes to mind?”.  
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When looking at the sustainability information of the companies that sell electronic products, we continue 

to focus on the two qualitative questions: “When you think about sustainability and electronic companies, 

what comes to mind?” and “If you could have full transparency about any sustainability aspects within an 

electronic company, what would you want to know?”. The first question had four final codes, one we have 

spoken about above and the other three focusing more on what the consumer is thinking about when looking 

at the company's sustainability. “Supply Chain Sustainability” and “Post Purchase” focused on the 

production line and what happens after the products are made. Consumers are interested in knowing the ins 

and outs of what the company is doing to be more sustainable during all stages of producing products. They 

think about the issues of overconsumption, supply chain analysis and many more. The final code 

“Consumer Perspective of the Companies Work Towards Sustainability” relates to the issues of wanting to 

see information regarding the company itself, for example, what type of energy they use or in office 

sustainability efforts, and the other side to this final code was the worry that profit is regarded higher than 

the environment. In other words, they questioned whether sustainability and electronic companies can even 

be used in the same sentence, questioning how electronics and sustainability can work together and whether 

it always leads to greenwashing. Although we will focus on greenwashing later, it is important to note here 

that although consumers are interested in learning about the sustainability information of companies selling 

electronics, there is a high level of distrust and lack of surety regarding how one can sell electronics and 

still be sustainable.  

 

The results from the second qualitative question “If you could have full transparency about any 

sustainability aspects within an electronic company, what would you want to know?”, did not deviate 

hugely from the previous question we just looked at, but continued to build upon the 4 final codes. This 

question had five final codes, two of which related more to the research question on the companies that sell 

electronic products. The code “internal sustainability information on all 3 pillars”, continues to look at what 

the companies are sharing about the do towards sustainability in a company. Furthermore, also focused 

more closely on workers' conditions and social sustainability-related topics towards the company. The code 

is about all three pillars related to the importance brought up by the participants in the survey that we must 

look at social, environmental and economic topics. One cannot just focus on one section if we want a 

rounded understanding of a company's work towards sustainability. Although economics was not talked 

about as often, it was still brought up for example in relation to the 2nd code “is there a potential for non-

profit; re-investment in regions that are used for resources”. The participants want more transparency 

relating to what happens with profit, whether there is involvement with charities etc. As a company, when 

wanting to think about what to do towards sustainability, it is important to look at all three pillars.  

 

Another final code was “What the Consumer can do to be more Sustainable”. Participants of the survey 

showed a profound interest in also knowing what more they could do. They took the time to mention that 

they felt that it was not only the company that needed to do more but them as consumers also. But they felt 

like it was up to the company to offer that information to the consumer. This could be anything from how 

to repair an item, to how to dispose of products safely. Consumers want to have clear information of how 

they can be more sustainable, and how the companies are supporting them in doing so. This is an interesting 

point for companies to take into consideration, where before a company may focus on showing what they 

do for sustainability, there should also be some focus on supporting the consumer to make changes too. 

Whether that is offering data on carbon emissions or kWh of products, or more afterlife information on the 

product to offer long life spans, consumers are interested. The final code in this question was “How to Offer 

Transparent and Sustainable Information to Consumers”, this question focused more of the final research 

question on how consumers want to see information and will be focused more on later. 

 

A final observation that can be made when understanding whether or not consumers are interested in both 

the sustainability information of products and companies, comes from the final qualitative question which 

was: ‘If you could have full transparency about any sustainability aspects within an electronic company, 

what would you want to know?’ and then gave the option “If nothing please just type N/A” out of the 160 
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people who took part in the survey only 18 people said N/A or “don’t want to know''. This shows that there 

is a want for information and not that consumers don't want to consider sustainability but rather they aren't 

offered the information seamlessly enough yet. This final question in the survey had two final codes: “Can 

electronics and sustainability combine?” and “How can brands be sustainable?”. The general thoughts for 

both codes were questioning sustainability and electronics companies' compatibility, along with just 

looking at what more we as consumers and companies can do to make the two live more harmoniously 

together.  

 

5.2 What type of sustainability information are consumers 
interested in seeing when buying electronic goods online? 

To be able to understand what consumers are interested in seeing regarding sustainability information of 

electronic goods, for the purpose of this thesis, the information was split into two categories: social 

sustainability and environmental sustainability. This offered the opportunity to understand in more detail 

consumers' options towards the two subjects through both qualitative and quantitative data. We will now 

look at the two questions which looked at the ranking of social sustainability indicators and environmental 

sustainability indicators, and then look at how the qualitative data aligned with the data.  

 

5.2.1 Social Sustainability 

When ranking the social sustainability indicators, the top two indicators chosen were “workers rights to 

living wage and safety” and “safe working conditions when handling materials”. This shows that for people, 

the utmost priority is safety for those working. This was absolutely backed up in the qualitative questions 

where there were concerns about the working conditions from the beginning of mining the materials to the 

end packages. In the question about what full transparency consumers want towards sustainability aspects 

within an electronic company, one of the 3rd codes was “Information about the workers conditions” this 

addressed different replies for the respondents regarding social sustainability, some examples as seen from 

table X are: 

 

“They mined ethically by adults in reasonable conditions” 

“Working conditions from base materials to finished product.” 

“Work environment” 

“Working conditions” 

 

Furthermore, for when the respondents were asked about what they think about within sustainability and 

electronic ecommerce, a repeating reply would be regarding the workers, with replies such as:  

 

“Labor environment (child labor etc)” 

“Lot of the raw materials are mined in areas where working conditions are not safe and include child 

labour in the mining efforts for example in The Democratic Republic of Congo.” 

“Everything is produced with terrible labour conditions and toxic materials” 

“Sweatshops in asia” 

 

This shows that there is a clear understanding that when thinking about sustainability and shopping for 

electronics, there are issues related to social sustainability and the respondents rank that as one of the highest 

importance’s when it comes to indicators they want to see from electronic companies.  
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In relation to the other indicators ranked by the respondents, the next highest ranking was “Local business”. 

During the pandemic, there has been a rise in the support and understanding of local businesses, with the 

slogan “support your local business” being seen everywhere. This was due to the lockdowns causing small 

businesses to struggle to sell their products without people going to the local high street and entering their 

shops. This has then transferred into an important indicator that the respondents ranked higher than “gender 

equality” and “donating to charities”. In questions two and three, this was not talked about but what was 

talked about was different companies' names, the majority being “Tesla” or “Apple” however in question 

ten when the respondents were given the freedom to write any final points there were some answers relating 

to electronic business, some mentioned local businesses, but others touched upon the point that is it difficult 

for small companies to compete within electronics. Some examples were 

 

“There are always going to be leading brands in the electronics sector I.e. Apple, Samsung, LG etc so I 

think it would be hard for more sustainable companies to ever compete. That being said, more pressure 

should be put on these larger brands to be more sustainable.” 

“sustainable companies have a hard time competing with is prices” 

“supporting local repair businesses is a great way how to prolong the life of your device” 

 

From this information, it was interesting to see that local businesses came third on the ranking when it 

comes to buying electronics online. However, an important point to remember is that when partaking in the 

survey the respondents are just thinking about an ideal situation and this is then not measured against actual 

consumer behaviour. As Schäufele & Hamm (2017) mentioned in their study, there is a difference between 

purchase intention and purchase behaviour which must be highlighted when conducting studies to 

understand consumer behaviour. Even though the respondents believe that local business is an important 

sustainability indicator, as one of the respondents said: 

 

“When people are asked about sustainability they often answer that it is very important, but when it is 

time to show the money, they choose what is cheapest.” 

 

Although social sustainability came up within all 3 of the qualitative questions, it was not the most 

prominent and repeated reply to any of the questions. This does not mean that social sustainability is not as 

important but could mean that when people hear the word sustainability, the environment is what comes to 

their mind first and therefore is why most of the replies were related to issues such as CO2 or waste etc. 

Next, the view toward the environmental indicators will be examined. 

 

5.2.2 Environmental Sustainability  

When it comes to environmental sustainability, there are many different aspects, from greenhouse gas 

emissions to waste to material sourcing. The aim for question 6 with the given indicators was to attempt to 

branch across the different levels in a broad sense to understand what consumers are interested in overall. 

The possibility to dig deeper into each option and give multiple different indicators and levels is possible, 

especially when looking at different e-commerce sectors. To focus on electronics and give different areas 

the 9 different indicators were chosen: 

 

“Carbon neutral”, “Uses recycled or biodegradable packaging”, “Reducing environmental impact from 

collection of raw materials”, “Using renewable energy”, “Repair and recycling schemes for products”, 

“Supports biodiversity” “Carbon Offsetting”, “Reducing environmental impact during manufacturing” and 

“Uses materials that have a lower environmental impact”.  

 

As mentioned in the results, what was interesting with environmental indicators vs social indicators was 

that there was not as clear of a first and second place. Where “Workers rights to living wage and safety” 
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got an average place of 1.56 for social sustainability, the highest ranked for environmental indicators was 

“Reducing environmental impact from the collection of raw materials” with an average ranking of 3.33. 

The second highest ranked was Carbon neutral with a ranking of 4.11. Furthermore for the lowest rankers, 

since this ranking was out of 9, the lowest was only 7.39. Between the third highest ranked and the seventh, 

there was only a 0.42 difference. This shows that the environmental indicators it was not as clear cut as 

what was highest vs lowest compared to the social sustainability indicators. However, “Carbon Offsetting” 

was voted the lowest and this was further emphasised in the qualitative answers with one respondent 

writing: 

 

“I don't like the idea of greenwashing and carbon offsetting seems to be just that. It provided the mirage 

of sustainability, but according to multiple sources does plainly not work.” 

 

When looking at the qualitative data to further see if there is a trend within environmental indicators and 

what recurrently came up, different indicators were covered. All of the final codes for questions two and 

three touch upon different indicators. What is interesting to mention however was the recurring amount of 

times sentiments around recycling came up in the question about consumers' connectivity between 

sustainability and electronic companies. Just the ‘re’ words like ‘recycle, reuse, renew, repurpose, repair’ 

came up 42 times. Over 25% of the respondents were interested in what options there were to recycle, if 

the items used recycled materials, how they can prolong the life of the items etc. There was also a concern 

with obsolescence with answers such as: 

 

“Reusable parts, recycle programs, Easy to repair devices, no programmed obsolescence” 

“In built obsolescence” 

“Electronic waste, planned obsolescence, fixit (repair issues), rare earth minerals, Coltan, Made in 

China” 

“Planned obsolescence should be forbidden.” 

 

This raises an interesting question about electronic companies and what they are doing towards reusing 

materials and decreasing the number of new items that need to be purchased. It also brings about the 

question of whether people want to update their items constantly or whether a more reusable, repairable 

option would be of interest. The opportunity to share this information with consumers if companies offer 

these types of products and services would be extremely interesting to see if more consumers would lean 

towards buying from them instead.  

 

Furthermore, for question three, which was about what full transparency within the electronic company 

consumers would want to know about, one of the final codes was “What the Consumer can do to be more 

Sustainable”. This shows that there is want from consumers to make a change in the way they use their 

electronic products and want brands to offer them the tools to do so. This is an interesting development 

within indicators, as it shows that the consumer not only wants to know about what the brand does but also 

what they can do to help the consumer be more sustainable. 

 

What is important to remember when looking at the different environmental indicators, is foremost what 

people consider when buying electronic items. When asking about consumer's considerations towards 

electronic purchasing, both quality and price were at the top, this was further supported by respondents such 

as this respondent in the final question: 

 

“Price and quality will always be the 1st and 2nd comparison, I can't change the brand if it 10+% is 

more expensive than other that is more env-friendly, same for quality, but I am willing to pay up to 10% 

more if the quality is the same.” 
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Sustainability ranked 5th out of the 8 options, with Quality, Price, Reviews and Design coming before in 

that order. This could indicate that although consumers share their concerns about sustainability when asked 

in a survey, they are aware that they do not rate it as highly in their considerations when buying electronics. 

Therefore, a brand can use this information to ensure that they highlight that the quality is not reduced when 

the products are more sustainable. Furthermore, price is an important factor when shopping and therefore 

there needs to work on how to be more sustainable within limits of the price that consumers will buy, if the 

quality is higher and the products are made to last longer than that is a good starting point for being able to 

balance the price increase that comes with sustainability but ensure that the product is better quality.  

 

5.3 How do consumers want to see sustainability indicators for 
electronic goods when shopping online? 

Participants of the survey were asked, “When shopping with a retail company/shopping platform, if offered 

sustainability information, what information would you find more valuable?”. 70% of the 160 respondents 

voted “Rating compared to companies in the same sector e.g., from bad to great on their work towards 

being climate neutral vs other companies work” and the final 30% voted for “Specific targets they have 

achieved e.g., climate neutral”. This shows that most consumers want to see ratings, especially those that 

offer the possibility to rate against other companies.  

 

As spoken about earlier, Goodonyou.eco (Goodonyou, 2022) offers a rating, this is comparable to other 

brands so as to see how they are rated. Whereas Provenance (2022) offers individual indicators that are per 

brand or per item. These are not as comparable as you may find that one brand has a badge that says 

‘Reduced Carbon Footprint’ whereas another says ‘Reducing Carbon Emissions’, without further 

quantitative numbers of how much carbon they are reducing. Therefore, one cannot compare these two 

indicators. However, what it does offer is a broader way of offering consumers information within all their 

sustainability workings rather than just having a basic rating which might not include all sustainability 

indicators that you personally are interested in or rate higher than others. The results show that the 

sustainability information offered by Goodonyou for example is more desirable than Provence since 70% 

are more interested in ratings. However, one thing to be aware of is that no further context was given in this 

question for example as just described that the ratings would be more basic than the indicators for example. 

Further studies into these two compared to one another could give a more in-depth understanding of how 

people would find this information useful.  

 

When asked about what consumers would want if they were offered full transparency about the 

sustainability of electronic companies, the final code “How to offer transparent and sustainable information 

to consumers” was found. Consumers wanted to have rankings of sustainability information that are easy 

to read and rateable to have clear information regarding the sustainability of both the products and the 

companies. This question came before any questions about indicators or ratings in the survey, showing that 

this is already something people are interested in knowing about before understanding the purpose of the 

survey. Two interesting answers were: 

 

“Sustainability is overall poor. Can assess across 3 categories: 1. Social Sustainability - living wages, 

freedom of association and working conditions for factory workers 2. Environmental Sustainability - use 

of fossil fuels in production. Choice of materials. Levels of waste. Packaging 3. Circularity - end of life 

recycling. Trade in schemes of electronics.  A index ranking out of 100 on the each of the 3 dimensions”  

“A rating based on everything... I don't have the time to look at each and every product, but would love to 

just have a sustainability rating to give me a rough idea, and then i can look into it further if I want” 
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These replies showed an interest in wanting to be able to access quick and clear information on the different 

sustainability layers of a company. As said in the second response, people don't have time to look for all 

the information and as discussed in the introduction people want quick, easy, and clear information. 

Therefore, this research is interesting for shopping platforms such as Klarna, as it shows that consumers are 

interested in knowing what companies do towards sustainability, and furthermore as shown in the question 

about company loyalty when offered valid third-party sustainability information on a company, consumers 

are willing to change their brand loyalty to brands that show they are working on being more sustainable. 

70.6% of the 160 respondents said that they are willing to change, and therefore it is crucial for brands to 

start making those changes, and for this information to be easily accessible if brands want to keep their 

customers.  

 

A further important note, especially for companies such as Klarna AB, who can share information on a 

multitude of brands, is where the information is coming from. The term greenwashing was introduced in 

the empirical background and was also brought up as an issue within the qualitative data. Points such as: 

 

“I view green washing as a major problem among electronic companies since many of their products are 

unsustainable and the resource waste is on a large scale within this sector” 

“Companies does a lot to seem to be sustainable rather than actually be that. The appearance of being 

good over doing good. For most of the companies they rather follow the current hyped thing. This makes 

me rather turn away (even more) from these companies. Putting a logo on their instagram for some 

ridiculous cause while at the same time moving factories to another even lower-wage country with 

horrible working conditions "inspected" by third parties that are not allowed to show up without giving 

the factory a heads up before visiting is for me very stupid, but apparently enough to convince most of the 

people.” 

“We need more clarity and transparency for consumers” 

 

Along with just the word greenwashing, it shows the importance of how the information is acquired. It 

should be within every company's methodology to ensure that all data is checked, validated and reliable. 

By offering validated information, companies offer the consumer a change from the usual worry of 

greenwashing. This will support consumers in being able to shop more consciously and trust what they are 

reading, which, as seen above, is not currently the case.  

 

As the final codes for the qualitative questions have revealed, consumers want “Sustainability of the 

Products from Beginning to End” and “Clear Information for the Materials of Every Single Component”. 

But this also goes beyond the indicators, consumers are interested in knowing what they can do to be more 

sustainable, they want to be able to help achieve a world where products are not taken to the landfill or used 

in a better fashion. Consumers want more information; they want to learn and help organisations to be more 

sustainable too. By offering more clear information, in a way that does not take effort from the consumer 

to find, there can be a change in the way we are consuming and producing goods.  

6. Discussion 

 
Vinodh et al. (2017) investigated how to translate consumer needs into design characteristics to understand 

what consumers are interested in within sustainability parameters. They found that the 3 main parameters 

were “reduction in environmental release,” “waste minimization” and “potential financial benefits”. It was 

also noted that social sustainability factors were more important when looking at consumer behaviour and 

therefore it should be investigated why these were not included in the main 3 parameters found. In the 

research produced during this thesis, although social and environmental sustainability was split between 

the quantitative questions, when looking at the qualitative questions both environmental and social 
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sustainability are of importance to the customer, as we have seen in the previous sections of the discussion. 

Consumers are interested in knowing that both the people who make the products and the location where 

the products are sourced are protected. Furthermore, Vinodh et al. (2017) focused on a few products for 

their research and so the results could change when a broader investigation would be done. What was found 

in this research is that when offering a multitude of different environmental indicators “reduction in 

environmental release” or in this study “Reducing environmental impact from the collection of raw 

materials” was indeed still the highest-ranking indicator that was important to the respondents. Although 

there was no option for “waste minimization” in this study, the options of “Repair and recycling schemes 

for products” and “Uses recycled or biodegradable packaging” were given. “Uses recycled or biodegradable 

packaging” was voted as the third most important indicator out of the nine, however “Repair and recycling 

schemes for products” was voted seventh out of the nine. It could therefore be interesting to understand 

why Vinodh et al. (2017) study found reducing waste to be an important parameter whereas this study found 

that being carbon neutral was the second most important environmental indicator. As Vinodh et al. (2017) 

say, depending on the product, the results might change and therefore it could be interesting to understand 

if consumer behaviour changes depending on the type of product they have in mind when filling out the 

survey and whether say a phone which lasts two to three years would have waste minimization as a higher 

indicator vs a TV which on average lasts longer in a household.  

 

The results of this thesis have also supported the findings of Schäufele & Hamm (2017) but within the 

electronic e-commerce market rather than the wine and food industry by concluding that consumers are 

more likely to lean towards a brand that shares third-party validated sustainability indicators vs brands that 

do not. Although Schäufele & Hamm (2017) did not indicate whether or not the indicators were validated, 

they found that consumers were more likely to buy wine which has indicators of being organic or 

sustainable compared to those that did not. The results also further supported the research of Baxter et al. 

(2018), especially when looking at the qualitative data, that replacement is an important metric which is 

supported by consumer behaviour. As already mentioned, obsolescence is negatively viewed, and the 

respondents want to see more options for being able to recycle and reuse. Therefore, as Baxter et al. (2018) 

already found in the fashion industry, we can confirm that also in the electronic industry this is an important 

indicator for consumers when choosing where they shop.  

 

By using the indicators available from Provenance (2022) and supporting these indicators with open-ended 

questions for the respondents to give their unfiltered thoughts and opinions towards electronic commerce 

and sustainability, we can further Pollard et al. (2022) research. Pollard et al. (2022) have provided 

organisations with relevant data and circularity indicators that can be measured within the electronics sector. 

This thesis can then proceed to support the organisations with consumer behaviour towards different 

indicators. This offers electronic organisations a clear understanding of what indicators they can achieve 

and furthermore, what consumers are interested in knowing about. For example, the living wages and safety 

of the workers, along with the environmental impact obtaining of raw materials are the most important to 

the consumer. They want to know where and how the materials are getting to them and they want to know 

this is being done in the most socially responsible way possible. The electronic sector is an important and 

growing sector which needs to show more responsibility for its consequences on the environment and 

people. By using research done in both this thesis and by others such as Pollard et al. (2022) brands are 

given all the steppingstones and proof of the importance of what they do for sustainability and how it can 

only aid them in their business endeavours. Consumers want to know what brands are doing for 

sustainability and furthermore, they want validated data to ensure that it is not greenwashing. 
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7. Conclusion 

 

With the lack of transferable sustainability information between consumers and companies, and the want 

for this information from both consumers and shopping platforms. The aim was to show shopping platforms 

how consumers interact with different sustainability indicators and understand the value of sustainability 

indicators when looking at electronic goods.  

 

Consumers are interested in both social and environmental sustainability indicators; however, the 

environmental indicators are mentioned more frequently. Social sustainability indicators are easier to rank 

in most to least important with the health and safety of the workers being ranked with a higher percentage 

than issues such as female or black-owned businesses. Within environmental indicators, there is a larger 

overlap of importance such as ‘Uses recycled or biodegradable packaging’ and ‘Reducing environmental 

impact during manufacturing’ being ranked at the same percentage, however, ‘Carbon Offsetting’ was 

ranked the lowest and some argued that it is a form of greenwashing. Consumers are interested in the whole 

lifecycle of the products and of the companies. From where they mine their materials, to how the company 

works to be greener in their offices. One can however focus on ensuring that clear information such as 

workers' working conditions, and the environmental impact of gathering raw materials is focused upon 

when offering sustainable indicators. Furthermore, subjects such as recycling are of rising interest to 

consumers as they want to feel they can also make sustainable changes within their consumption of 

electronics. By offering information, guides or clear recycling options consumers feel they are contributing 

more to the environment.  

 

When looking at how electronic e-commerce companies can offer this information to consumers, the most 

popular option would be to offer consumers a way of comparing brands when shopping. The respondents 

were most interested in being able to have a rating. However, the main takeaway for this research question 

was not how the data was put out but instead making sure that the data is honest, clear and valid. Consumers 

do not want to feel like brands are just patting themselves on their back or using wording that is 

greenwashing, they want to be sure that this data is third-party checked, and that it is proven how this 

information is checked. The methodology of the shopping platform presenting this information is important 

as the core of the shared information needs to be done for the benefit of the planet and the people, not for 

the brand itself. 

 

Therefore, it is important to add that both Pollard et al. (2022) and the research done in this thesis have 

found that it is important for the results to be checked for their ability to be valid. Organisations must check 

their ability to collect the data reliably, and shopping platforms should ensure that the data provided is 

validated. There are different ways to make sure the data is as valid as possible, for example, there is the 

possibility to get AI verified sustainability ratings, which checks all publicly accessible data from the 

companies relating to their ESG reports and verifies whether their information confirms the sustainability 

ratings. Another option is to ask all companies to fill out forms sharing what information they have on their 

sustainability ratings and prove the data through a third-party company who looks through all the given 

data to audit the information and ensure it is correct. These two examples share possible ways that one can 

ensure the data is cross-checked and validated. However, there are always difficulties associated with 

validated information. For example, the complexity of dealing with multiple sources of data can cause 

errors, this can be seen both in manual validating of data and when validating software is used.  

 

One limitation within the research is the use of the wording in the indicators. The indicators were made to 

be as broad and overreaching as possible, however, one could argue that depending on the market, the 

indicators may change. The use of the indicator ‘black-owned business’ might not be as valuable when you 

do research in Sweden for example compared to the USA. The wording ‘immigrant-owned businesses could 

be more transferable as there is a higher number of immigrant businesses vs just black-owned businesses. 
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One possibility for further research, is doing the research with a focus on different demographics. By asking 

extra questions in the survey such as age or race, the researcher can investigate whether different 

demographics interact differently with sustainability indicators and electronics. If the younger generations 

are shopping more online, it could be interesting to further investigate how they might interact differently 

with the older generations. Or whether the importance of indicators changed depending on the country of 

residence of the respondents.  

 

A further limitation of the results is that purchase intention and purchase behaviour are not always the same 

(Schäufele & Hamm, 2017). Therefore, the survey respondents might be led to think they would change 

their behaviour depending on the sustainability information, but this might not be transferable to their actual 

purchase behaviour. This could be a possibility for further research, to look at the purchase behaviour of a 

shopping platform is to offer indicators, and whether there is a higher level of clicks or buys from 

comparable brands.  

 

Overall, this research offers a deeper dive into the consumer opinion on electronics and sustainability, how 

they would interact with indicators for electronics and offers both brands and shopping platforms the 

opportunity to find out about what they should prioritise in the information they give and where consumers 

are more likely to interact with them if they make the following changes given. The hope for this thesis is 

that it can support shopping platforms to highlight what brands do towards sustainability to give the 

consumer the opportunity to make conscious decisions on who they buy with, and furthermore show brands 

the importance of their work towards sustainability and how they can only benefit from being more 

sustainable for both the planet but also from the consumer perspective. 
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Appendix  

Appendix One. Survey questions and layout 
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Appendix Two. Breakdown of question 5 results 

 
 
Fig. 9. Breakdown of where respondents ranked the indicator ‘safe working conditions when handling materials’ on 

a scale of 1-8.  

 

 
 

Fig. 10. Breakdown of where respondents ranked the indicator ‘Local business’ on a scale of 1-8.  



46 
 

 
Fig. 11. Breakdown of where respondents ranked the indicator ‘Gender equality’ on a scale of 1-8.  

 

 
Fig. 12. Breakdown of where respondents ranked the indicator ‘Supports trade unions’ on a scale of 1-8.  
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Fig. 13. Breakdown of where respondents ranked the indicator ‘Donating to charities’ on a scale of 1-8.  

 

 
 

Fig. 14. Breakdown of where respondents ranked the indicator ‘Female owned businesses’ on a scale of 1-8.  
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Fig. 15. Breakdown of where respondents ranked the indicator ‘Black owned businesses’ on a scale of 1-8.  

 

 

Appendix Three. Breakdown of question 6 results 

 
Fig. 16. Breakdown of where respondents ranked the indicator ‘Reducing environmental impact from collection of 

raw materials’ on a scale of 1-9.  
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Fig. 17. Breakdown of where respondents ranked the indicator ‘carbon neutral’ on a scale of 1-9.  

 

 
Fig. 18. Breakdown of where respondents ranked the indicator ‘Uses recycled or biodegradable packaging’ on a 

scale of 1-9.  
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Fig. 19. Breakdown of where respondents ranked the indicator ‘Reducing environmental impact during 

manufacturing’ on a scale of 1-9.  

 

 
Fig. 20. Breakdown of where respondents ranked the indicator ‘Using renewable energy’ on a scale of 1-9.  
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Fig. 21. Breakdown of where respondents ranked the indicator ‘uses materials that have a lower environmental 

impact’ on a scale of 1-9. 

 

 
 

Fig. 22. Breakdown of where respondents ranked the indicator ‘Repair and recycling schemes for products’ on a 

scale of 1-9. 
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Fig. 23. Breakdown of where respondents ranked the indicator ‘Supports biodiversity’ on a scale of 1-9. 

 

 
 

Fig. 24. Breakdown of where respondents ranked the indicator ‘Carbon Offsetting’ on a scale of 1-9. 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


