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Abstract 

Consumers consider themselves being able to change their consumption behavior and by that 
make a difference. This makes it easier for organizations in the usage of sustainability in their 
marketing strategy in order to attract customers and keep the already existing ones. As one of 
the world’s largest furniture retailing company, IKEA has a well established sustainability 
policy. They believe that they have a responsibility to control the impact of their business and 
the role that they play in society. 
 
The aim with this research is to contribute to IKEA’s awareness of the Chinese students’ level 
of knowledge when discussing sustainability in China. This thesis studied the Chinese 
students’ knowledge and attitude towards IKEA’s sustainability work. The purpose is to 
establish an understanding of the students’ viewpoint when discussing environmental friendly 
purchases. It was also within the scope of interest to investigate whether IKEA manage to 
reach the selected group of respondents. The study was conducted with a quantitative method. 
Data was collected through a distribution of self-completion questionnaire with 120 
respondents.   
 
The analysis of this study showed that 57,3% of the respondents have never heard of IKEA 
before, which leads to next analysis where they believe that IKEA should put more effort in 
marketing their sustainability work.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Keywords: sustainability, IKEA, China, students, marketing, attitude, consumer behavior, 
consumer responsibility 
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1. Introduction  

1.1 Background 
In 2010, Harvard Business Review stated that sustainability is an up and coming mega trend. 
The authors of this article, Lubin and Esty, says that the reason behind the uprising trend is 
the environmental issues that has been increasingly discussed and what kind of effects it has 
left on shareholders, customers and stakeholders. Due to the environmental concern, 
consumers in a large number of countries demand products and services that are sustainable. 
Additional reasons for the mega trend according to Lubin and Esty is strategic bets placed by 
thousands of companies on different innovations to reduce the environmental impact. As a 
result of all this, companies cannot neglect sustainability without risking losing customers as 
well as the ability to compete with other companies. 
 
The definition of the term sustainability has been widely discussed. Kross (2009) describes 
the fundamental concept of sustainability as “sustainability is the concept that organizations 
can approach social and environmental challenges as business opportunities.” By that she 
argues that not only will sustainability work help reduce impact on the environment but the 
opportunity to gain competitive advantages might also emerge. Sustainability marketing is 
introduced with the purpose to contribute to the company’s organizational goals (Belz & 
Peattie 2012). Chernev and Blair (2015) clarifies that sustainable marketing together with 
marketing from a Corporate Social Responsibility (CSR) perspective can create a reputation 
and image of a firm that helps achieving the strategic position desired by that firm. 
 
A statement made by the strategy and marketing consultant Peter Fisk, explains that the key 
trend that forms marketing in today’s society is sustainability itself (ITSMA 2006 see Jones, 
Clarke‐Hill, Comfort & Hillier 2008). It is argued that sustainability has much to offer 
marketing and vice-versa. In parallel, Shaefer (2005 see Jones, Clarke‐Hill, Comfort & Hillier 
2008), academician at Open University Business School, views the development of 
sustainability as a substantial and maybe most challenging problem that marketing has been 
facing.  
 
Since sustainability is a hot topic, thoughts are directed towards how major international 
companies handle the concept. As one of the world’s largest furniture retailing company, 
IKEA has a well-established sustainability policy. They believe that they have a responsibility 
to control the impact of their business and the role that they play in society (People & Planet 
Positive 2014). IKEA also recognize their possibility to influence and inspire customers to 
endure a more sustainable life (IKEA Group 2016). 
 
According to the article Sustainability marketing research: past, present and future written by 
McDonagh and Prothero (2014), consumers consider themselves being able to make 
differences as well as changing their behavior of consumption accordingly. This should make 
it easy for companies to use sustainability in their marketing strategy to attract customers as 
well as keeping the already existing ones. When it comes to using sustainability as a 
marketing strategy it is no longer optional for companies but rather a requirement (Charter et 
al. 2006 see Kumar, Rahman, Kazmi and Goyal 2012). It is no longer a strategy just to attract 
customers of today, satisfying future generations and their needs are just as important, Kumar 
et al. (2012) continues. This means that traditional marketing is not enough since 
sustainability is entering the practices of marketing. 
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Having a successful business in China has become more and more important in many 
multinational organizations plans because China is seen as a major participant in the world 
economy (Johnson & Tellis 2008 see Sheng, Zheng Zhou & Li 2011). In recent years, many 
companies have established in China, which makes it interesting to continue studying the 
potential expansion opportunities such as IKEA and their sustainability work. As a company, 
it is essential to keep in mind that when expanding to a country like China where culture, 
values and norms differ to a higher degree from the West, different strategies will be needed.  
 
The authors of this study believe that students in general are the consumers of the future, the 
scope of the investigation was therefore directed at them. Due to the author’s educational 
background, it was a natural decision to investigate the students of Shandong Jiaotong 
University, SDJTU. In 2012, SDJTU had over 24 000 full-time students including nearly 300 
international students from 42 different countries. The university consists of four campuses in 
Jinan, Shandong Province, China (Shandong Jiaotong University 2012).  
 

1.2 Problem discussion 
By reading several articles it is understood that proceeding as a company with sustainable 
values will improve the company’s survival chances in the long run. The article written by 
Jones et al. (2008) strengthens our theories of how employees become more loyal and can 
help improving company's sales by informing customers about sustainable products. 
 
Nikos and Nassos (2013) believe that no matter how our environment’s current status is, it is 
critical to outline what has happened to our land since its creation. It is said to be very few 
people that wonder about the change in the environment. Having a basic understanding of the 
ecosystems natural changes is crucial to the environmental aspect of sustainability and also 
for the social and economic factors (Sidle, Benson, Carriger & Kamai 2013).  
 
Most companies are very keen on profitability. However, the implementation of sustainability 
does not necessarily contradict profitability. In reality, the two concepts are complementary to 
each other. As it is believed by the authors, a corporation will attain a solid profitability and 
by that endeavor for companies’ sustainability (Nikos & Nasos 2013). The reviewed articles 
above show that bringing sustainability into a company’s marketing strategy can have an 
impact on the market position. In 2012 China was held accountable for 29% of the global 
carbon dioxide emissions along with 80% of the world’s incrementation in CO₂ emissions 
since the year 2008 (Liu, Guan, Crawford-Brown, Zhang, He & Liu 2013). The carbon 
emission is explained to be one of the most challenging problems that China has been facing 
which also has prevented the country from reaching long-term sustainability (Geng & Sarkis 
2012).  
 
China is considered as the largest developing country but also the world’s leading economy. 
The country has a major impact on the world around. Therefore, China needs to make more 
attempts in order to encourage its path to sustainability, locally and globally. The country has 
attracted attention the last few years as the world’s most emerging country with a fast pace 
through industrialization. While global eyes are watching China, they have been forced to pay 
a major environmental price in order to be the world’s second greatest economy (Xue, 
Mitchell, Geng, Müller, Ma, de Oliviera, Fujita & Tobias 2014).   
 
Gathering data and analyzing the economical improvements would be possible together with 
the advantages of competitiveness (Lloret 2015). CSR is an important tool when discussing 
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the marketing communications of a company (Lii, Wu and Ding 2011). It is clear that from a 
CSR perspective that sustainability marketing supports the process of creating an image of a 
company that will achieve strategic positions. What has been left out from the articles is how 
the strategies are shaped by the companies and how sustainability marketing is being applied 
in order to function as a support. 
  

1.3 Problem statement and purpose  
The purpose is to contribute to IKEA’s awareness of the level of knowledge amongst the 
Chinese youth when it comes to sustainability while targeting China. Therefore, the aim is to 
investigate Chinese students’ knowledge and attitude towards IKEA’s marketing strategy with 
sustainability. The idea is to gain an understanding of the students’ viewpoint discussing 
environmental friendly purchases and whether IKEA manages to influence consumers into 
purchasing products depending on different variables when they direct their marketing 
strategies towards sustainability.  
 
Companies that apply sustainability work might be able to take part of our research. That 
includes companies entering the world of sustainability. Furthermore, this investigation 
studies the opinions of the students at Shandong Jiaotong University in Jinan, Shandong 
province, China. This country is one of the world's leading economies while under constant 
development. The life standard varies throughout the different cities in China (Censky 2012) 
and we have therefore chosen a city and its market based on it currently being under 
development.  
 
This research will cover the following questions: 
  
- What is the attitude of Chinese students towards sustainability? 
- How extended is their knowledge of IKEA’s sustainability work?  
- From the view of the investigated group, is the marketing strategy of IKEA’s sustainability 
work enough to reach the respondents?  
 

1.4 Target groups 
This research will reflect the knowledge and attitude of Chinese students towards IKEA’s 
sustainability work. Chinese Students interested in sustainability with a marketing purpose 
and their relation might be inspired by this study as well as gaining a deeper understanding 
from this study. Those students that lack knowledge about IKEA and sustainability might 
benefit from this research in terms of getting a basic understanding of those concepts.    
 
IKEA can benefit from this study in terms of adjusting parts of their marketing strategy for 
sustainability to the Chinese market and its future consumers. Consequently, they can get an 
insight into how well their sustainability work in marketing is received by the specific group 
of respondents.  
 
Another target audience of this research could possibly be companies established in similar 
markets that are planning to adopt sustainability work to their organizations or with the 
ambition to develop existing ones. This study could be used as an inspiration when 
considering to introduce sustainability as part of their marketing strategy. This suits both 
those who are new to sustainability as a concept, as well as existing companies who are 
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pursuing development. The research might inspire companies to challenge consumers in their 
way of thinking around sustainability as well as reaching new customer groups.  
 

1.5 Delimitations 
This thesis is limited to IKEA’s sustainability work for marketing purposes and to the 
knowledge and attitudes of Chinese students when it comes to the former mentioned. The 
research questions will be answered through the collected data from a designed survey handed 
out to respondents and also by the theoretical framework based on previously published 
research.  
 
The research is limited to the attitude and knowledge of students from one university and does 
not show a general perception within in the Chinese population of students. The research 
therefore is based on the point of view of those specific Chinese students.  
 

1.6 Disposition  
Chapter 1 - Introduction 
A background concerning the investigation subject is presented. Later in this chapter 
problems are being detected and discussed within the field of the study followed by a problem 
statement and purpose. 
 
Chapter 2 - Theoretical framework 
Previous research is described together with significant concepts covering the area of study. 
These central concepts are distinguished as: sustainability; sustainability in marketing; CSR; 
attitude of consumers; China and its market; IKEA. 
 
Chapter 3 - Methodology 
The purpose of this chapter is to present explanatory statements for the choice of research 
approach, design and method. The aim is to provide the reader with a presentation of the 
overall methodology for this investigation.  
 
Chapter 4 - Results and Analysis 
This chapter reveals the most interesting findings from the analysis of the collected data 
presented in tables and figures. With the help of a self-completion questionnaire the data is 
collected from Chinese students. 
 
Chapter 5 - Discussion 
In the discussion, results from the empirical results and analysis will be discussed together 
with the articles in the theoretical framework. This chapter will lead this investigation towards 
answering the research questions. 
 
Chapter 6 - Conclusion 
The final chapter is based on the main results from the analysis where they are summarized 
and provides the answer to the research questions in this study. Furthermore, suggestions for 
further research will be presented. 
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2. Theoretical framework 

2.1 Sustainability 
The term “sustainability” first appeared in 1972 as a major theme in the book “Blueprint for 
Survival” written by the editors of “The Ecologist” (Kidd 1992). 
 

“The principal defect of the industrial way of life with its ethos of expansion is that it 
is not sustainable [...]. A growing number of people [...], are more interested in our 
proposals for creating a sustainable society than in yet another recitation of the reasons 
why this should be done" [....] Indefinite growth of whatever type cannot be sustained 
by finite resources.”  

(Goldsmith & Allen 1972, pp. 3, 6 see Kidd 1992) 
 
Later on, in 1980, the use of the term “sustainability” began to be used outside the academic 
literatures. Governmental and non-governmental agencies have been playing different roles 
since sustainability got established. Debates have been held and the term has been popularized 
by those agencies. Besides, they have demanded governmental agencies, national as well as 
international, to observe the sustainability work of the projects they fund or run. Attention 
was also asked for in terms of government's policies with sustainability (Kidd 1992).      
 
In 1987, World Commission on Environment and Development provided a definition stating 
that sustainability is an economic-development operation that “meets the needs of the present 
without compromising the ability of future generations to meet their own needs” (WCED 
1987). Defining the expression in that way creates a solid ground for an otherwise fairly 
abstract concept. The idea is to aim for stability in order for the Earth to be able to continue 
the support of its population and economic evolution without causing any harm on resources, 
animals nor the health of the population (Portney 2015).   
 
Sustainability and the concept of it have been modified since it first was established, 
especially in the field of marketing. As a result of customers’ awareness of sustainability and 
its meaning, marketing strategies has changed in a way that the focus of marketing has now 
shifted to consider consumer oriented aspects. Customers’ awareness is followed with new 
expectations of the products as well as different requirements (Kumar et al. 2012).  
 
Lloret (2015) explains that working with sustainability is important for a firm's survival. If 
sustainable actions are worked into the strategies of a company it will most likely give 
advantages in terms of competitiveness. The research also implies that a company that 
continuously work on the environmental performance will over time attain better financial 
results. Organizations all over the world are recognizing sustainability as a substantial element 
and are taking it into account as a strong investment to adopt it to their marketing strategy. 
Using marketing strategies with a link to sustainability has been a way for companies to 
acquire competitive advantages. Companies continue to find out the benefits when using the 
sustainability as an approach for development and financial growth (Kumar et al. 2012).    
 
Eccles, Ioannou and Serafeim (2012) describes the society’s increasing expectations on being 
environmentally aware and requiring companies to continue the work in this matter. They 
believe that companies’ performance regarding the advantage of sustainability will continue 
to expand. However, companies that are against the adoption of a sustainability culture will 
face competitive disadvantage. The authors claim that the sustainability debate has reached an 
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end. This concept presents value for investors in the long run. They emphasize the security of 
the company itself and its sustainability.     
 

2.2 Sustainability in marketing 
Sustainable marketing is explained to be a macro-marketing concept, according to Belz and 
Peattie (2012). The authors bring up the importance of two definitions of terms that could 
easily be mixed up, sustainable marketing and sustainability marketing. The word 
‘sustainable’ is in this case more related to something long lasting or durable. Sustainability 
marketing is rather related to the meaning of starting with shaping and continuously 
maintaining relationships with the customers and the ecological- as well as the social 
environment. Varadarajan (2010) emphasizes the meaning of a marketing strategy and its 
focus on marketing activities and decisions that are related to building and maintaining 
competitive advantages by sustainability orientation.  
 
By applying the sustainability concept to a business, more specifically to the area of 
marketing, the benefits and limits of the concept as well as its profitability essentially focuses 
on companies’ future business. This will enable the possibility to uncover the understanding 
of sustainability. Marketing as a technique is a brilliant tool declaring to raise its 
concentration from managing the relation with stakeholders and customers in order to process 
the bigger picture of marketplace issues. These issues will cover environmental, economical 
and also social dimensions. They are market-oriented while fulfilling needs, working together 
towards reaching more stakeholders (Tomas & Hult 2010). 
 
The article “Marketing and sustainability” by Jones et al. (2008) brings up the goals of how to 
systematically enclose sustainability in companies strategies. They explain the concept a step 
further, starting with a new product and service development to the consumption phase. It is 
strongly marked by how a company should start preparing for a sustainable future by viewing 
their current social and environmental impacts of their marketing plans. It has been found that 
some factors prove to be more critical in order to explain why several companies choose to 
see sustainability as a core element of their business strategy. These factors appear to require 
the follow of a rising amount of environmental and social legislation along with regulations; 
The fear of absence of natural resources and concerns about the cost; Larger consumer groups 
and stakeholders’ acknowledgement of the value of socially responsible financial 
investments; Further overall modifications in social attitudes and principles within new 
capitalist societies.  
 
As explained, companies wanting to develop their marketing strategy start by considering 
sustainability. Kumar, Rahman, Kazmi and Goyal (2012) argue that the marketing mix and 
the strategic marketing practices have to adopt sustainability. On the contrary, it is not an easy 
task neither to formulate nor implement, since the marketing strategy from the beginning was 
designed according to the needs and wants of the customer.  
 
Due to the benefits for society and ecology that the sustainability concept brings, Belz and 
Peattie (2012) made an investigation and ended up turning the traditional concept of 4P’s 
(Product, Price, Promotion, Place) into a new concept of 4C’s (Customer solution, Customer 
price, Convenience, Communication). The 4C’s are closely related to the traditional 
marketing mix made by McCarthy in 1960. Belz and Peattie (2012) later transformed the 4P’s 
to cover sustainability criteria in a marketing strategy.  
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The traditional marketing mix is explained to agree with the seller’s standpoint and not the 
customer’s. Nowadays, it is discussed to be about time to take customer relationships as well 
as sustainable development into account. Thereof, this updated marketing mix is now better 
shaped to cover the sustainability part as well as the customers’ viewpoint (Peattie & Belz 
2012).  
 
Using the first C - customer solutions - assuming that the customer and their needs are known 
factors and by that offer products and services that fit their needs while considering social and 
environmental details. For customer costs, there are new aspects rather than a financial price 
for a product. Social, environmental and psychological costs are now important and the way a 
product is used and wasted. Promotion is not a unidirectional way anymore since the authors 
transformed it into the third C - communication. More suitable with this term is to have an 
open dialogue between seller and buyer in order to shape trust and credibility. Reaching the 
last C - convenience - simply meeting customers’ demands on products and services that they 
wish to use which are uncomplicated and easy to access (Peattie & Belz 2012).    
 

 
 
Figure 1. Traditional vs Sustainability Marketing Mix 

 
The sustainability principles and the principles of marketing contradict one another. As 
known, a marketing strategy leads towards high volume of production in order to sell more 
resulting in consuming more resources. On the other hand, the sustainability principles tell the 
opposite, to see the need of saving resources and consume less (Jones et al. 2008). The 
solution must hence be to find a balance between the conflicting principles. The idea is to find 
the key to be profitable even after reducing the effects on the environment and society (Kumar 
et al. 2012).  
 
From another point of view, looking into what the area of marketing has to offer sustainability 
Jones et al. (2008) acknowledge the role of marketing in influencing the consumers as the 
decision makers in leading the way in the direction of sustainability. For instance, by 
choosing healthier lifestyles, minimizing carbon dioxide emissions or endorsing Fair Trade 
initiatives.    
 

2.2.1 Corporate Social Relations  
Hadjikhani, Woo Lee and Park (2016) argue that in their article that CSR is a key component 
when it comes to the marketing communications of a firm. This, regarding meeting the 
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expectations of the consumers on a value based level as well as improving the reputation and 
performance of the corporation. According to the authors, researchers on CSR strategy have a 
general mutual agreement that CSR functions as a key marketing strategy with the power to 
affect the market image, competition and success in entering a market and expansion 
possibilities. Pfau, Haigh, Sims and Wigley (2008) add that the positive benefits of CSR are 
the increase in customer loyalty and that there is a positive connection between CSR in 
relation to consumer behavior.  
 

2.3 Sustainability connected to the attitude of consumers 
To be able to encourage consumers to absorb a more sustainable behavior, sustainability 
marketers need to understand their lifestyles and behaviors as well as how to use them as part 
of the encouragement (Elkington & Hailes 1988). Those marketers that seek to encourage a 
change of behavior amongst consumers must take three levels of change into consideration 
(Longhurst 2006). The first level is related to behavior changes when it comes to the use and 
disposal of products. This can, for example, be recycling and turning off the lights. The 
communication needed for changing these types of behaviors is to remind the consumers and 
raise their awareness around the consequences and effects. The second level refers to 
encourage behavior change in product-purchases such as persuading consumers to start 
buying Fair Trade-products or take public transportation. Finally, the third level involves 
fundamental changes in lifestyle. This level will be difficult to manipulate for marketers 
without help from social and economic pressures but might be promoted as a part of a 
lifestyle that is more satisfying and downshifted (Peattie & Peattie 2009; Naish 2008). To 
ensure the effectiveness of sustainability marketing the marketers are required to fully realize 
how big range of change they require from the consumers when adopting the change 
solutions. They also need to be aware of that the size and characteristics of these changes will 
differ depending on the consumer (Belz & Peattie 2012).  
 
An aspect that is particularly important when persuading consumers to acquire sustainable 
behaviors is to work up trust between consumers and producers. There might be some 
skepticism with the consumer about specific sustainability issues or the offered solution and 
the companies behind them (Mohr, Eroglu & Ellen 1998). The skepticism might also cover 
the difference that a specific behavior actually makes, especially when it comes to the effects 
of individual consumption rather than the consumption made by the collective. This 
skepticisms can be seen with all types of consumers, even the most environmentally 
conscious. Therefore the sustainability solutions must be credible as the trust of the consumer 
is the road to succeed with sustainability marketing (Belz & Peattie 2012). 
 
Responsibility regarding social aspects such as environmental matters refers to people’s 
willingness to share responsibility and actually take part in that sharing. The concept of the 
responsible consumer was proposed by Fisk in 1974 and explained how people would limit 
their own consumption for environmental reasons. Research data that more or less confirms 
this have during the recent years emerged. It shows that consumers have increased their 
willingness to somewhat accept their part in central sustainability issues e.g. climate change 
(Wells, Ponting & Peattie 2011).  
 
The belief recognized as perceived consumer effectiveness (PCE) relates to the fact that 
actions by a specific consumer can result in a significant impact on an environmental or social 
issue (Straughan & Roberts 1999). Consumers are most likely to pursue behaviors that they 
consider will make a difference. The concept of PCE was first develop to use in terms of 
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exploring purchases but is also suitable for other aspects within consumption behavior 
(MacDonald & Oates 2006) e.g. recycling. A subject related to PCE is perceived behavioral 
control which is the belief that people are able to participate in a specific behavior effectively 
(Sparks & Shepherd 1992). This could mean that for example a household believes that it 
would make a difference environmental wise to prepare meals at home (Belz & Peattie 2012). 
 

2.4 China and its market 
In 1978 China opened up for world trade and went through an economic reform that put the 
country in the center of becoming the world’s global manufacturer. Due to this, China became 
the second leading economy in the world. The country’s high social and environmental costs 
increased together with the rising economy. The arising consequences are estimated to include 
environmental pollution and smog causing social responsibility concerns. These negative 
impacts proved to be a threat to China’s future and thus brought global concerns along (Zhu et 
al., 2013b; Tsoi, 2010; Geng & Doberstein, 2008 see Bai, Sarkis & Dou 2015).         
 
Because of China’s population capacity they can quickly profit from nationwide 
implementations covering every facet of society. Besides the strength that is given China for 
being economically stable, it follows with an opportunity to become a global leader within 
sustainability regarding institutional, technological as well as scientific innovations (Liu 
2010). An implementation that came into force in 1979 was the one-child policy. It was a 
result of an increased population of 975 million, which is 80% higher than in 1949. Between 
1979 and 2005 the policy helped to avoid more than 300 million births (NDCR 2007 see Liu 
2010). By averting births it has been argued to turn out as an advantage to the environment, 
but has also been debated as social effects. Another angle shows that due to variables like 
higher divorce rates and multigenerational households, the amount of households have grown 
higher and more rapidly than the population has since 1979. More resources are being 
consumed by additional households which develop a greater quantity of waste while smaller 
housings will decrease the efficiency of resource use (Liu 2010). There are some suggestions 
on how to reduce emissions and at the same time reach an efficient level of resource use 
(Dietz et al. 2009 see Liu 2010). An example of this could be introducing a longer delay to be 
able to get divorced. Subsidies as well as tax credits are the government’s driving force which 
can improve co-housing and consequently enhance the sharing of housing items (Liu 2010). 
 

2.5 Sustainability in China 
The year was 1993 in March when the National People’s Congress (NPC) Environmental and 
Resources Protection Committee was constituted and a proposal was made with the title 
“China Environmental and Resources Protection legal framework”. This proposal led to a 
starting point for China’s environmental legislation to reach a new phase. Since that year, 
there have been attempts made by the regulators in China in order to promote the “Shift from 
end-of-pipe treatment to whole-process control strategy of environmental prevention” (Bai, 
Sarkis & Dou 2015). The cleaner production strategy was acquired and implemented at this 
point around China. Later on, China as a country resolved sustainability as one of the basic 
national strategies out of two. This together with the strategy of what they called 
“rejuvenating the country through science and technology” (State Development Planning 
Commission (SDPC) et al. 1996 see Bai, Sarkis & Dou 2015). 
 
China’s sustainability development has been a national priority with a set strategy since 1994. 
Even though the country is trying to make an effort on the strategy, the economic growth still 
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has the upper hand as the short-term goal. The country’s economy is commanded by a low-
action industry that is polluting the environment, and is slowly shifting the focus into a 
reprocessed economy that enforces the values of “reduce, reuse, and recycle”. The newly 
manipulated aspect of the economy also applies to the use of one institution’s waste as 
another institution’s supply (Liu 2010). 
 
In 2003 the Law of Promoting Cleaner Production was emerged and more over took effect. 
Implementing this law was a way for China to prove their awareness of environmental 
prevention ahead of the end-of-pipe treatment and their supervision of the waste from large 
industries. Furthermore, environmental and social laws were established between 2002 and 
2005. The included laws are “the Law on the Safety Production”, “the Law on Desert 
Prevention and Transformation”, “the Law on Environmental Impact Assessment”, “the Law 
on Radioactive Pollution Prevention and Control” in 2003, “the Law on Administrative 
Permission” in 2004, and “Law on the Promotion of Renewable Energy” in 2005 (Bai, Sarkis 
& Dou 2015).  
 
Developing countries find it hard to take in the fundamental premises of sustainability 
(Portney 2015). As argued by Ploberger (2011), China as a country is still facing critical as 
well as complex environmental challenges. Some of the issues brought up by Ploberger have 
been mentioned earlier and are well-known, such as water and air pollution together with 
several climate change impacts. The researcher uses a report written by President Hu Jintao at 
the 17th National Party Congress (2007), where it is stated that in order to improve the life 
standard of the population of China there is a pressure on taking the economic development to 
a new level.  
 
There are ecological policy strategies in China that shifted in 2005 to highlight decrement of 
pollution and energy savings with technology and data systems seen as main factors when 
handling the environment (Wang & Chen 2010 see Bai, Sarkis & Dou 2015). The theory of 
ecological modernization implies that improvements considering environmental and 
economic dimensions have the ability to supplement with the assistance of modernization 
techniques counting processes, technology and systems. Flexible and voluntary regulatory 
policies involving subsidies to great companies with the purpose to motivate and to 
implement modern environmental management practices, which is something that China 
sought out (Bai, Sarkis & Dou 2015).   
 

2.6 IKEA 
In 1943 IKEA was founded by a 17 year old Swede named Ingvar Kamprad. The company 
originally sold wallets, pens, table runners, jewelry, watches and nylon stockings. It was not 
until 1948 that furniture was introduced into the company. 10 years later the first store opened 
up in Sweden full of home furnishings (Inter-IKEA Systems B.V. 2016). Today IKEA retail 
business has a sales turnover of 38.3 billion Euros and has 403 stores in 49 countries around 
the world. During the financial year, September 1 2016 to August 31 2017, 936 million 
people visited the IKEA stores and they had about 2.3 million visits to IKEA.com globally 
(IKEA 2017).  
 
IKEA’s vision is “To create a better everyday life for the many people”. This is something 
that they say influence everything they do, including products, ideas, and material. It is also 
the navigational instrument that leads them in the right direction. It is considered to be a 
practical tool and not just an expression. The business idea on the other hand, “To offer a 
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wide range of well-designed, functional home furnishing products at prices so low that as 
many people as possible will be able to afford them”, is what IKEA want to achieve. (Inter 
IKEA Systems B.V. 2017)  
 

2.7 IKEA and their sustainability work 
IKEA Group released a sustainability strategy in 2012, later updated in 2014, called People & 
Planet Positive that explains the actions of the company in order to create a positive change 
for both people and the environment. The strategy is developed by consulting stakeholders 
both internally and externally and describes what actions they have already taken and what 
actions they plan to take by 2020. The focus of the strategy are three specific areas and 
concern the entire value chain and are according to IKEA crucial in order to become a more 
sustainable company as well as creating the biggest positive impact (IKEA 2016). 
 
The three areas, also called drivers, according to the sustainability report (IKEA 2016, p. 9) 
are: 

• “Inspire and enable millions of customers to live a more sustainable and healthier life 
at home.” 

• “Strive for resource and energy independence.” 
• “Take a lead in creating a better life for the people and communities impacted by our 

business.” 
 
Fuller (1999) means that the “best” product from an environmental perspective would be no 
product at all. From an environmental perspective; an unproduced product is always better 
than a produced one. In order to still be meeting organizational goals, the challenge of 
understanding the way of reinventing while delivering sustainable product to the customers is 
to minimize pollution. IKEA (2011) endeavor to minimize negative environmental impact 
throughout every aspect of the chain. This includes everything from product ideas to up until 
a product reaches its expiration date. IKEA believes that they have the potential to make a 
difference and affect the environment in a positive way. By offering products that let the 
customers live more sustainable at home, they can help minimizing water consumption and 
waste in society.  
 
Every IKEA-product is designed to be sustainable. Unfortunately, sustainable products tend to 
have a higher price but by working together with the manufactures they can reduce the prices 
even for those products. This is explained by the President and CEO Peter Agnefjäll in the 
sustainability report released by the IKEA Group in 2016. Furthermore, the use of renewable 
energy is a high priority where they for example have installed 730 000 solar panels on their 
buildings. Together with this, IKEA has cooperated with other companies and investors to 
create RE100, which is an association of several companies that all have the same goal, to 
only use renewable electricity (IKEA 2016).  
 
With the help of an external organization, IKEA analyzed the value chain together with the 
purchasing volumes for each material. This analysis enabled IKEA to measure where they can 
have the biggest impact and it turned out to be wood and cotton. In 2016, 61% of the wood 
and 100% of the cotton came from sustainable sources (IKEA 2016).  
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3. Methodology 
During this investigation a quantitative approach was performed with a mix of case study and 
survey research with the help of a self-completion questionnaire. A quantitative approach can 
be described in terms of using numbers over words and close-ended questions over open-
ended questions. A more accomplishing way to distinguish the approaches is by looking at the 
differences in the research strategies that the approaches contain for example experiments 
(quantitative) or case studies (qualitative). The approach is used to test objective theories by 
analyzing the correlation between variables. These variables are then measured using 
statistical tools (Creswell 2014).  
  

3.1 Research method 
A thorough background research has been performed (see chapter 2) in order to bring 
knowledge to the authors with the purpose to ease the research in terms of data collection. The 
gained knowledge laid the foundation for the research instrument, the questionnaire. The 
purpose was to investigate the knowledge and attitudes of Chinese students towards IKEA 
and their work with sustainability as well as sustainability in general. As mentioned before we 
believe that students are the consumers of the future and that is why this specific group was 
targeted. The questionnaire was composed of three parts (see chapter 3.3.2) in order to gather 
enough data for the analysis and in turn answer the research questions. When the number of 
respondents reached a satisfactory level, the collected data was then analyzed in the software 
known as SPSS.  
 
A benefit coming with this research method is that the respondents may be anonymous which 
could lead to more truthful answers. However, there will be many disadvantages emerging 
when using this method, for instance not being able to follow up with further questions to the 
respondents. There might be many misunderstandings depending on how the questionnaire is 
being interpreted by the respondents especially related to language errors, which is further 
described in chapter 3.6.  
 

3.1.1 Reliability and validity 
Bryman and Bell (2011) explain that the concept of reliability is often an issue connected with 
a quantitative research. They further describe reliability as “the consistency of a measure of a 
concept”. It refers to whether or not a measure will stay stable over time. Meaning for a result 
to have stability it must be possible to retest respondents and come up with the same result or 
with little variation. The authors sincerely hope that the respondents, as well as the overall 
population, will deepen their knowledge of sustainability in general. Therefore it is difficult to 
predict whether the answers from similar respondents would stay persistent over time. 
Regarding the respondents’ knowledge of IKEA, the authors expect a change. At the time of 
writing, IKEA has just opened their first warehouse in the city of Jinan. This might be a factor 
to the targeted students’ level of knowledge of IKEA and its sustainability work.  
 
Within validity there are three classic forms, content validity, predictive or concurrent validity 
and finally construct validity. When validity has been established it helps the survey in terms 
of recognizing whether or not an instrument is appropriate for the research. Looking closer at 
content validity it means “do the items measure the content they were intended to measure?” 
(Creswell 2014). This question was held in mind when designing the questionnaire.  
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3.2 Research design 
A researcher does not only choose a research method, a decision regarding the type of study 
within the method also needs to be made. This type of inquiry provides direction for 
operations within the research design (Creswell 2014), such as data collection and data 
analysis (Bryman & Bell 2011). A quantitative design can be either experimental or non-
experimental (Creswell 2014). The latter contains survey research which was relevant to 
answer parts of the research questions of this investigation. That type of research investigates 
a sample of a population which in turn results in a presentation of attitudes, trends or opinions 
of that specific sampled population. In terms of data collection, studies like structured 
interviews or questionnaires are relevant. The intention is to generalize using the sample and 
applying it to the population (Fowler 2008). The chosen research method for this research is a 
self-completion questionnaire, which is the method for collecting data. It suits the research to 
the relevance of gathering a larger amount of data as well as attempting a generalization of 
one population. However, the authors are well aware of the fact that the sampling in this 
research might not be representative for the entireness of students attending Shandong 
Jiaotong University. Nonetheless, it could give an indication of how the students relate to 
sustainability as well as IKEA.  
 
The second research design used to answer the research questions is a case study design 
which when performed gives the researchers in-depth knowledge about a specific case 
through analysis (Creswell 2014). A case can be a single location, organization, person or 
event etcetera (Bryman & Bell 2011). For a case study, both qualitative and quantitative data 
can be viewed as relevant and important (Yin 2012) but it is a design that is connected to a 
qualitative approach (Creswell 2014). However, this research investigated a specific 
organization as well as a selected group of people. Therefore, one research design was not 
enough. 
 

3.3 Data collection 

3.3.1 Sampling  
To perform this quantitative investigate, a non-probability sampling method, convenience 
sampling, was chosen to collect data. The aim was to get at least 100 respondents that would 
help provide an insight within the specific area. The sampling frame was then delimited to the 
number of actual respondents. With a convenience sampling it is not possible to make a 
generalization due to the impossibility to distinguish the actual population. What it does 
instead is that it could open up for further research and also link the results to already existing 
findings within the research area (Bryman & Bell 2011).  
 
Combined with convenience sampling was a second sampling method used called snowball 
sampling. Through this approach, the researchers will first contact a minor group of people 
whom all are significant for the research subject. In turn these people are used to make contact 
with additional participants (Bryman & Bell 2011). This approach will help to gain a larger 
group of respondents. The questionnaire was designed on a Chinese survey website called 
SoJump (www.wjx.cn). After creating the survey, a direct link to the survey was received and 
then shared in different groups with Chinese students on the social media application called 
WeChat. When it became clear that the number of respondents did not match the goal, the 
authors went to the campus of Shandong Jiaotong University where they approached students 
of all genders to take the questionnaire by scanning the QR-code connected the survey.  
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The decision on who to approach was based on trying to get as equally many answers from 
both genders as possible. With this as a foundation, bigger groups of people were approached 
to get the number of participants to rise faster. The location was strategically chosen based on 
the high frequency of passing students.  
 
The number of respondents will cover for the missing data or source errors, meaning it will 
still be possible to get analyzable data, although with accompanying shortcomings.  
 

3.3.2 Designing questionnaire  
According to Bryman and Bell (2011), with a self-completion questionnaire the respondents 
do all the work in terms of both reading the questions as well as answering them. Therefore 
the instructions need to be clear and easy to follow. Due to this, the questionnaire was 
designed to only contain closed questions, which is by giving the participants alternatives 
instead of the chance to answer with their own words, and by that simplifying the task of the 
respondents. To reduce the risk of the respondents getting tired of answering throughout the 
survey we kept it short with only relevant questions. However, we made sure to cover every 
aspect of the relevant research area. The design was simple and the questions were clearly 
divided into three different but cohesive parts. To furthermore increase the chances of getting 
respondents the questionnaire was in Chinese. 
 
The questionnaire was initially divided into three parts: demographics; IKEA-related; 
sustainability-related. The purpose of the demographic part was to be able to recognize the 
answers of those respondents relevant to the research as well as enabling the elimination of 
those who were irrelevant. It was also useful in terms of receiving background information 
about the participants, though anonymous. The second part was questions related to IKEA in 
order to learn about the students’ knowledge about IKEA and their sustainability work. 
Finally, the third part was questions related to sustainability in general to gain an 
understanding of the students’ knowledge and attitude towards the subject.  
 
It was also taken into consideration that not only should the questions be easy for the 
respondents to understand and answer, they were also designed to enable the following 
analysis through SPSS. Furthermore, the questionnaire was designed in a manner that would, 
with the help of SPSS, exclude those participants not relevant to the study, e.g. those that do 
not attend Shandong Jiaotong University.  
 
The questionnaire had a small introduction presenting the purpose of the survey. It was 
declared that all answers would be anonymous and the participants were also asked to answer 
as truthfully as possible. The introduction was written in Chinese to facilitate for the writers 
when approaching the students but also to facilitate for the respondents due to their unknown 
level of English proficiency.    
 

3.3.3 Pilot test - Questionnaire  
According to Bryman and Bell (2011), it is suitable to conduct a pilot test of the research tool 
before it is used in the investigation. It should be distributed to a group of people that are not 
involved in the main study but would make a qualitative representation of it. To make sure 
that the questionnaire would work properly it was handed out to a group of ten Chinese 
students from SDJTU. Through this it enabled the detection of obvious errors and gave the 
authors the opportunity to correct them and therefore increase the probability to receive a 
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bigger amount of useful data. However, even though the pilot tests were conducted the design 
errors mentioned in chapter 3.6 were not detected.  
 

3.4 Ethical principles 
There are principals directing researchers about what is ethically right and what is ethically 
wrong conducting a research. As explained by Recker (2013) ethical behavior comes with the 
definition of steps that follow the principles of accountability, liability, responsibility, and due 
process.  
 
Our quantitative research method is considered to involve voluntary participation, which 
means that respondents have a choice to participate in the questionnaire or not and this with 
no following consequences. That makes the respondents unidentifiable based on the collected 
data. Henceforth in defining the meaning of voluntary participation, Recker (2013) means that 
it is about clarifying the rights of a respondent to revoke from a research prior to concluding 
the study.  
 
The use of anonymous questionnaires decreases the ethical issues to an extent, compared to 
gathering personal information from the respondents. When performing a quantitative 
research, participants’ information is often to be anonymous and by that individuals stay 
unidentified. Respondents filling out the questionnaire for this investigation knew beforehand 
that they were participating anonymously and choose to help out voluntary. Since the answers 
were anonymous they could not be traced back to specific individuals. In order to gain the 
respondents trust they received a brief introduction about the purpose of their participation 
and the research.  
 

3.5 Data analysis  
A collection of data will not explain enough or answer the research questions. Transforming 
data into tables, charts and statistics is a necessary step in order to provide the information 
needed to put together an analysis to answer the research questions. With the help of SPSS, 
possibly the most frequently used analytic tool of quantitative data for scientists within social 
research (Bryman & Bell 2011), the data analysis was conducted. The statistical calculations 
in SPSS will be conducted through the different analyzing methods available in the software 
(Wahlgren 2008) such as frequency table and cross-tabulation table (Bryman & Bell 2011).  
 
The website used to create the questionnaire, SoJump, offers a function that compiles the 
answers into a spreadsheet that is SPSS-friendly. Since the variables were in Chinese, the first 
step was to translate them back into English. The variables were then coded into numeric data 
and they all received a label to make the charts easier to understand and analyze.  
 
Different types of variables require a certain type of classification when analyzing in SPSS. 
The variables also need to be matched with the right type of technique. The choice of that 
depends on the scale and characteristics of what is intended to be analyzed. Deciding what 
type of variables the data contains resulted in a classification that enabled the choice of 
technique per variable (Bryman & Bell 2011). In this investigation, four types of variables 
were detected: Ordinal; Nominal; Dichotomous; Interval/ratio. Ordinal variables are those 
where the belonging categories can be ranked. However, the range does not necessarily need 
to be equal between the categories. Nominal variables are those with categories that are not 
possible to rank. A variable is dichotomous when the data have just two categories. Lastly, an 
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interval/ratio variable has the same distance between the categories across the entire scope of 
categories (Bryman & Bell 2011). With the variables detected, it was then possible to analyze 
the data through cross-tabulation and frequency tables.  
 
Bryman and Bell (2011) explains the concept of missing data as something that develops 
when the respondents do not answer a question. This can be either accidental or on purpose. 
The questionnaire was designed with questions that were all mandatory, meaning that 
respondents could not submit their answers if the questionnaire was uncompleted. However, 
due to design errors, some survey data could not be used and was excluded from the analysis. 
The respondents that have taken the questionnaire and was not a current Chinese student at 
Shandong Jiaotong University was also excluded from the analysis.  
 

3.6 Sources of error  
Since the website used to make the questionnaire is in Chinese, a translation tool provided by 
the web browser itself was used. That tool might have translated incorrectly which could have 
resulted in that the website was not used correctly or to its full potential. It was also unclear 
how to create questions to which the respondents could only choose one alternative. Therefore 
we had respondents that chose more than one alternative. It became even clearer when 
analyzing the statistics. That analysis showed inconsistent answers in several cases. It is 
possible that it might be because some of the respondents did not have time to or bothered to 
read the questions and answer truthfully. These errors definitely made the analysis more 
complicated. 
 
Our questions were designed in English and handed to a translator. The level of his English is 
unknown and the authors had to trust that he had enough skills to translate the questions 
properly.  
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4. Result and analysis 
This chapter will present the most prominent and interesting findings related to the research 
questions. The remaining results of the analysis can be found in Appendix 1-3.   

4.1 Segmentation of respondents 
Through the self-completion questionnaire, data from a total of 121 respondents were 
collected (see Appendix 1). After the inconclusive as well as the irrelevant data was excluded, 
valid data from 55 women and 55 men, both categories standing for 45,5% of the answers 
each, was used throughout the analysis. The majority were born in 1997 closely followed by 
1998 and 1996 (see appendix 1).   
 
Through the below presented frequency table it is possible to draw the conclusion as well as 
establishing that the typical respondent participating in this survey was a Chinese 
undergraduate student either male or female, attending Shandong Jiaotong University, born in 
1997 and has a monthly income of 0-1999 RMB. At the time of writing 0-1999 RMB is equal 
to 0-256,34 Euros (Euroinvestor A/S 2018). 
 

 
 
Table 1. Segmentation of respondents 

 

4.2 Knowledge about IKEA and their sustainability work 
The respondents were asked to answer questions about IKEA and their sustainability work. 
The analysis showed that 57,3% of the respondents have never heard of IKEA (see appendix 
2). Of those who have heard about the organization, 26,7% have discovered it through friends 
and relatives and 25,3% through the Internet. Regarding Q8 and the answering alternative 
“Have not heard about it”, that alternative was intended to be the accurate option for the 
respondents answering “no” on Q7. However, the analysis showed that only 40%, compared 
to the 57,3% in Q7 have never heard of IKEA before. This will be further discussed in chapter 
5.  
 
Furthermore, the analysis showed that the respondents believe that IKEA needs to put more 
effort, to an extent of “quite much”, when it comes to market their sustainability work, which 
is displayed in figure 2.   
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Figure 2. Marketing of IKEA’s sustainability work 

 

4.3 Attitude towards sustainability 
The analysis revealed that 31,3% of the respondents think that the most important factor when 
buying products is that the product is environment friendly. It is closely followed by good 
quality (22,9%) and that the product comes from a company that the respondents trust 
(22,9%). Further on it is clear that it is important for the participants that the products that 
they buy are sustainable.  
 
The participants believe that they have a responsibility towards the global society in terms of 
sustainability. The figure also show that the respondent actually believe that buying 
sustainable products will make a difference for the global society (see appendix 3).  
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5. Discussion  

5.1 Attitude of the students towards sustainability  
As explained in chapter 2.3 consumers are more likely to pursue behaviors that they believe 
will make a difference. This might be a reason to why the majority of the respondents (31,3%) 
answered that the most important factor when purchasing a product is that it is environment 
friendly (Q13*Gender). The second large percentage regarding Q13*Gender (see appendix 3), 
22,9% consider the product’s company be important having the trust for.  
 
Thinking of IKEA and their number of visitors, it has shown that they have a great 
opportunity to influence a larger amount of people in the way of thinking and acting 
sustainably. IKEA has a big opportunity to influence and impact a great deal of people to live 
a more sustainable life. Their focus is of course the home. But these ideas might give an 
influence on a deep level and result in people taking these ideas into consideration in every 
aspect of life and not just at home. Through Q14*Gender (see appendix 3) about the 
importance of the purchased products are sustainable, a percentage of 44,3% thinks that it is 
“quite important” while 39,6% find it “very important”. Q7*Gender (see appendix 2) shows 
that a high number of respondents had never heard of IKEA (57,3%). However, the numbers 
in Q14*Gender (see appendix 3) could be interpreted to show the respondents openness to 
eventually become customers at IKEA. Chapter 2.3 describes consumer’s increased 
willingness to contribute to central sustainability issues. Connecting this to the students’ 
responses explain how they embrace the concept of sustainable products.       
 
Q16*Gender (see appendix 3) questions whether the respondent believes that by buying a 
sustainable products it will make a difference for the global society where to 61,1% responded 
“very much”. This means that there is a sustainability consciousness in the mind of the shown 
percentage of the respondents. A study by MacDonald & Oates (2006) shows that consumers 
are more likely to pursue behaviors that they believe will make a difference. This means that 
the beliefs of what will make a difference are based on personal perceptions.  
 

5.2 Students’ knowledge of IKEA’s sustainability work 
Q11*Gender (see appendix 2) shows that the respondents are not aware of IKEA’s 
sustainability work, where 32,7% have not noticed the work that much and 24% have not 
noticed it at all. This might signal that IKEA has not marketed themselves enough targeting 
the group of respondents. If the participants have not noticed IKEA’s sustainability work to an 
extent, their level of knowledge is expected to be very low. The theory that IKEA has not 
marketed themselves enough is confirmed through Q12*Gender (see appendix 2). The 
analysis of the cross tabulation shows that 53,3% believe that IKEA needs to put a greater 
effort in terms of market their sustainability work, to an extent of “quite much”. 
 
Cross-tabulation Q10*Gender (see appendix 2) shows that 58,3% of the respondents believe 
that IKEA cares “quite much” for the environment. Strangely this number is 1 percent unit 
higher than those participants who have never heard of IKEA (57,3%). This might be a case 
of respondent fatigue or simply a translation error and misunderstanding of the questions.   
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5.3 IKEA’s potential to reach the investigated group  
According to the cross tabulation Q7*Gender (see appendix 2) 57,3% of the respondent has 
never heard of IKEA before versus 42,7% that has. The high percentage (57,3%) could 
indicate that IKEA’s efforts to reach the respondents are not sufficient enough. Since the 
cross-tabulation Q12*Gender (see appendix 2) showed that the respondents believed that 
IKEA needs to put more effort into market their sustainability work, it can strengthen the 
theory mentioned above that IKEA’s effort to reach this group of people are insufficient. 
However, it does not necessarily mean the same for all Chinese students in terms of IKEA’s 
targeting. This might mean that IKEA has not understood the needs and wants of the 
respondents in order to reach them. They might not even have identified students as future 
consumers. Even though these students might not be customers at IKEA at the moment it is 
important to establish an early relationship in order to gain a long lasting trust between the 
consumer and company. If IKEA targets the respondents it could bring a future advantage 
through sustainability orientation. 
 
Further on some odd coincidence were detected when analyzing and comparing Q7*Gender 
and Q8*Gender (see appendix 2). As mentioned before, 57,3% answered that they have never 
heard of IKEA before on Q7. On Q8 only 40% says that they have never heard about IKEA. 
This could be because Q8 caused some confusion when the same type of answering 
alternative showed up again and the respondents might therefore have chosen any of the 
alternatives on Q8.   
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6. Conclusion 
Through the conducted research, with the help of the theoretical framework based on previous 
research as well as an analysis of the collected data through a self-completion questionnaire, it 
is possible to draw conclusions in order to answer the research questions: 
 
- What is the attitude of Chinese students towards sustainability? 
- How extended is their knowledge of IKEA’s sustainability work?  
- From the view of the investigated group, is the marketing strategy of IKEA’s sustainability 
work enough to reach the respondents? 
 
We conclude that the respondents are receptive to the sustainability concept. Based on the 
analysis on the data from the survey, the respondents believe that it is of importance to 
consider environmental friendly products. Regarding the respondent’s own responsibility, a 
high percentage confirmed the seriousness in having a part in the central sustainability issue. 
It is also clear that the respondents believe that they could make a difference for the global 
society if they buy sustainable products. This also points to their receptiveness towards 
sustainability.   
 
Through the analysis of the relevant cross tabulations, it was possible to draw the conclusion 
that the students’ knowledge of IKEA’s sustainability work is at a low level. The students 
have not been reached through the marketing of the sustainability work.   
 
Finally, it was possible to draw the conclusion that the marketing strategy of IKEA’s 
sustainability work is not enough in order to reach the investigated group of people. IKEA 
need to put more effort and also identify the group of respondents to be able to treat them as 
consumers. 
 

6.1 Further research 
For further research it could be interesting to investigate the methods that IKEA can pursue in 
order to reach the respondents or even Chinese students in general. What would those 
marketing methods look like in order to actualize the visions?  
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Appendix 5 
 
Hello!  
We would like to take the opportunity to thank you for participating in this survey and 
therefor helping us with our bachelor thesis. The survey is rather short and will 
hopefully not take much of your time. Please answer the questions as truthfully as 
possible. All the answers to this survey will be anonymous.  
 
Thank you for taking your time, 
Nadine & Sofie   
 
Demographics 
Age - what year were you born? 
 
Gender 
Woman 
Man 
 
Citizenship 
Chinese  
Other 
 
Education 
Shandong Jiaotong University 
Other  
 
Level of degree 
Undergraduate 
Post graduate  
 
Income per month (in RMB) 
0-1999 
2000 - 3999 
4000-5999 
6000-7999 
8000-9999 
10000 or above 
 
IKEA-related questions  
1. Have you heard of the company IKEA? 
Yes 
No 
 
2. How did you discover IKEA? 
Friend or relative 
Internet 
Magazine 
TV 
Have not heard about it 
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3. How often during the past 12 months have you visited an IKEA warehouse? 
Multiple times a week 
One time a week 
A few times a month 
One time a month 
A few times per year  
Never 
 
4. Do you feel that IKEA cares for the environment?  
Very much 
Quite much 
Neither  
Not that much 
Not at all  
 
5. Have you ever noticed IKEA’s work with sustainability?  
Very much 
Quite much 
Neither  
Not that much 
Not at all  
 
6. Do you think that IKEA needs to put more effort when it comes to market their 
sustainability work? 
Very much 
Quite much 
Neither  
Not that much 
Not at all   
 
General questions related to sustainability  
7. What is the most important for you when you purchase a product?  
The product is environment friendly  
The product has a low price  
The product comes from a company that I trust 
The product has good quality 
The product has a cool design 
 
8. Is it important for you that the products you buy are sustainable? 
Very much 
Quite much 
Neither  
Not that much 
Not at all  
 
9. Do you think that you as a consumer have a responsibility to the global society 
when it comes to sustainability? 
Very much 
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Quite much 
Neither  
Not that much 
Not at all  
 
10. Do you believe that it will make a difference for the global society if you buy 
sustainable products? 
Very much 
Quite much 
Neither  
Not that much 
Not at all  
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