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Abstract 

 

Is it rational to buy eco-labelled food? - A study of the knowledge of, willingness to pay 

for and reasons to purchase eco-labelled seafood in Sweden 

Author: Sara Söderström 

 

Eco-labelling is a way to promote sustainable development. This is a quantified study about 

purchase behaviour regarding eco-labelled seafood in Sweden, based on interviews with a 

convenience sample of consumers in situ. The objectives were to establish how large the 

knowledge of eco-labelled seafood is, to investigate the reasons for acquiring the product and 

thus determine the prime driving force to do it. The willingness to pay for eco-labelled 

seafood was also investigated. The results show a low awareness where just about a quarter of 

the respondents knew that eco-labelled seafood existed. The willingness to pay was high; four 

out of five were ready to spend additional money on an eco-labelled product. Women 

displayed a higher willingness to pay than men, which supports previous research. Regarding 

the reasons to purchase the only options presented to the respondents were environmental 

concern, enhanced health or both alternatives in combination. Health as the single factor was 

the least preferred choice and the two other alternatives were favoured to an equal amount. A 

difference in purchase behaviour can be detected among respondents with awareness of eco-

labelled seafood when compared to those without. Those aware stated a willingness to pay to 

a higher degree and also displayed more environmental concern and less health interest than 

those unaware of eco-labelled seafood. 
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Chapter 1: Introduction 

In this chapter I introduce my research and the basics of eco-labelling. I present the research 

problem, research questions and state the purpose of my work. Some previous research that 

has been of importance to this study is also reviewed. 

 

1.1 Background 

Sustainable development can be approached in a number of different ways. One of them is 

green consumerism where the purchase behaviour is changed into a more environmentally 

friendly manner in order to create a sustainable society. Today we are overwhelmed with 

reports of overfishing and depleting fish stocks. However, the possibility for consumers to 

choose ecologically sound seafood is limited. A way to inform the public about an 

environmentally friendly manufacturing method is by the so called eco-labelling. Still, until 

recently there has been no eco-labelled seafood in Sweden and no research have been 

conducted to investigate the knowledge of, willingness to pay for and reasons to purchase 

these commodities. Other studies have focused on consumer behaviour in general and 

ecological food as such, but the attitudes towards seafood have not been investigated 

thoroughly. My research will be a quantitative pilot study of the awareness of and willingness 

to pay (WTP) extra for eco-labelled seafood. It will explore uncharted waters and make way 

for an extended study of WTP which preferably would consist of a larger sample, focused on 

actual purchase pattern and combined with deep interviews. I will investigate if the consumers 

buy eco-labelled seafood as an act of moral concern for the environment or if the reason is 

rather due to personal health aspects. Earlier research has shown a dominance of the latter 

(Magnusson 2004, Magnusson & Biel 2005). According to rational choice theory the 

individual strive to maximise the own benefit, and studies confirm that the impact a product 

has on the environment is not the main feature of interest among the average consumer. This 

would suggest a relatively shallow interest for this type of commodity. My intent is to see if 

the altruistic environmental concern and the egocentric health motive are present here as well 

or if another pattern can be detected. The results will shed light to how the situation is today,  

it will be an important complement to other research concerning eco-labelling and be a guide 

in how to proceed with green consumerism as a vehicle to reach sustainable development in 

the future. 
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1.2 Research problem; the last piece of the puzzle 
How interested are the consumers in eco-labelled seafood? It could be suggested that there is 

a demand for these commodities since there is a demand for other ecological products. The 

eco-labelling as a phenomenon is well known and trusted. It is a way for consumers to act in 

an environmentally friendly way and thereby contribute to a more sustainable society. The 

interest in ecological products is vast and growing. 

Anyhow, are the consumers, the last piece in the whole chain of eco-labelling, aware that 

there exists ecological seafood in Sweden today? Are the Swedish consumers willing to pay 

for it and if they are, is this due to environmental ethics or health aspects? These are important 

questions but not investigated.  

In all steps; from pure economic theories, reports of overfishing and diminishing fish stocks 

to the creation of rules for ecological fishing and finally to the establishment of a credible 

eco-label, there exists considerable research and a lot of efforts has been taken to clear the 

picture. But the one piece missing is the last perspective on an individual basis. The 

consumers' point of view. This is why my research is important; to complete the puzzle by 

investigating the knowledge of, willingness to pay for, and reasons to purchase eco-labelled 

seafood amongst the public. Eco-labelling is a way of promoting environmentally friendly 

behaviour and with more knowledge the future development will be less obscure. My research 

clarifies how the interest among the public is at the moment and it will be a guidance into how 

to proceed with eco-labelling in the future. It is significant to our ability to predict the coming 

future of eco-labelling, what to expect and how to progress. It is a step towards sustainable 

development. 
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1.3 Previous research 

Previous work on the topic has investigated the way to create a trustworthy and credible eco-

label on seafood, or examined eco-label at a more general level and on other types of food. A 

lot of studies have also been conducted about consumers' behaviour in general and their 

interest in ecological food per se, but not very recently and not specifically about seafood.  

The notion of inclusiveness and how it is has helped bringing different actors together in 

the common goal of achieving a credible eco-labelling in Sweden has been studied, with the 

focus on sustainable forestry and organic food. To organize participants of very different 

origins and with various aims has been a difficult but possible task, although the power and 

influence differs substantially amongst the members (Boström 2006b). The development of 

eco-labelled seafood in Sweden has also been examined with the ambition to see how the 

process has developed and how to establish a trustworthy eco-labelling scheme where 

different actors with diverse agendas have come together in order to set a common frame and 

establish credibility. It has been a long and tricky way with a large amount of mistrust among 

the factions. However, the initial hostile attitudes has dampened somewhat and the 

disagreements of the different groups has in some sense been set aside (Boström 2006a). The 

research is important in order to give credibility to the whole process of eco-labelling and to 

enlighten the specific case of eco-labelled seafood. It shows that the work behind the 

establishing of eco-labelling is a difficult process and that nothing should be taken for 

granted. 

The habits of Swedish consumers and the factors that affect the shopping behaviour has 

been the target in many studies. Today the environmental aspect of the food is important to 

the consumers and the analysis show a definitive difference between people concerned with 

environmental issues and those who are not. People with an environmentally friendly attitude 

spend more time while purchasing food and are also ready to pay extra for ecological 

products. The reason why people acquire ecological food is seen in the light of environmental 

concern, to buy or not depends on the consumers' idea about individual satisfaction. The way 

people view the world is also of importance where those purchasing eco-labelled seafood 

display a more holistic vision of nature and the environment (Andersson 2003). 

A lot of research has also been conducted within the area of consumer choice. There are a 

number of reasons for people to choose ecological food, more so due to health concern than 

environmental. Many consumers may perceive ecological food to be better for the health, but 

there exist no conclusive research to support that idea. Other reasons to buy the ecological 
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alternative are present as well, as animal welfare. Four steps to reach a more environmentally 

friendly shopping behaviour can be detected. These four suggestions include to have a vast 

supply of ecological food where the price not differ as much from ordinary products, an eco-

label that stress if a product is bad for the environment (not only the solely positive mark that 

is present today), to do research in order to see if ecological products really are preferable to 

the human health and finally the vast notion of changed/strengthened societal perception of 

the importance of environmental issues and environmentally friendly (purchasing) behaviour 

(Magnusson & Biel 2005).  Research about consumer behaviour and considerations about 

ecological food is important for this thesis as well as for further research within the area. 

The determinants of choice regarding eco-labelled commodities are also an area with a lot 

of previous research. Purchase criteria and ideas about the characteristics of eco-labelled food 

have been investigated, where environmental concern and human health are important 

(Grankvist 2002:35). Taste, quality, health consequences and price are important factors as 

well regarding whether or not to buy eco-labelled food. To buy one sort of eco-labelled food 

does not guarantee a purchase of another kind. Beliefs about eco-labelled products have also 

been examined (Grankvist 2002:35). General environmental concern is important in an early 

phase of the transition into buying ecological food, while beliefs about the products become 

important later. Opinions about the idea of a negative eco-label which pointed at the harmful 

impact on the environment from a specific product have also been investigated (Grankvist 

2002:38). Research show that those most interested in the environmental criteria when 

purchasing a product are also those most affected by an eco-label, regardless if it is a positive 

or negative one (Grankvist 2002:39). People not specifically interested in environmental 

concern were not affected by any label (Grankvist 2002:39-40). Those in the middle, with 

midway environmental concern, were more affected by the negative label then the positive. 

The negative label also influenced a wider range of people (Grankvist 2002:40). 

A case study with a similar research design such as mine has been done regarding the 

willingness to pay for eco-labelled forest products in Norway and England, where a 

comparison was made of the two survey methods choice-based conjoint analysis (CA) and 

open-ended contingent valuation (CV). Both are methods for hypothetical valuation in order 

to value certain situations or changes, stated in monetary terms. CV focuses on the whole 

product and the WTP is stated through open-ended questions or dichotomous close-ended 

questions. CA concentrates on part-worth where different product profiles is ranked or rated.  

In earlier research the CA method had resulted in a higher stated WTP. In this case study the 

English customers followed this pattern but the Norwegians showed opposite behaviour. The 
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research is important to my work due to the comparable methodology and research design 

where a convenience sample from customers in situ was used (Veisten 2007).  

The work concerning the establishing of eco-labels in Sweden is important to my study in 

order to enlighten the problems encountered during the process, but also to show the strength 

of it as a concept. The research concentrated on different aspects of the consumers' 

perspective on eco-labelled food has been essential for me to frame the individual point of 

view and thus stress the health aspect as an important ingredient regarding the consumers' 

choice of products. My work will be based on and continue from these earlier findings, filling 

the gap of knowledge regarding the specific case of eco-labelled seafood and I will use a 

research design similar to one that has been used by others. 

 

1.4 Research objective; aim of the study 
The research objective is to find out how large the knowledge of eco-labelled seafood is in 

Sweden, as well as to examine why people acquire the commodity and determine the primary 

driving force. I will also investigate how large the willingness to pay for eco-labelled seafood 

is, which will help indicate and identify the motivation for purchasing. The research will 

clarify how the situation is today in order to better predict the future development of the 

market of eco-labelled food. 
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1.5 Research questions 
In order to investigate the knowledge of, willingness to pay for and reasons to purchase eco-

labelled seafood, the following questions need to be answered:   

 

• To what extent are people familiar with the existence of eco-labelled seafood? 

• How much more are people willing to pay for eco-labelled seafood? 

• Are the reasons to purchase eco-labelled seafood a result of environmental concern or 

due to health aspects, or both? 

• Are there any differences regarding the reasons to purchase among those aware of eco-

labelled seafood in comparison to those who are unaware of it?  

 

The first question is necessary to answer in order to establish if the consumers are aware that 

eco-labelled seafood exists in the first place. The phenomenon is relatively new and the other 

questions are somewhat dependent of the first one. Question number two can be formulated as 

a hypothetical question, even if people do not know about the existence of eco-labelled 

seafood they might, or might not, be willing to pay extra for that commodity. The third 

question is exclusively aimed at those who actually purchase the product and those who are 

willing to do it. The intent is to investigate the reasons why people purchase eco-labelled 

seafood. The theory of rational choice states that a person acts in the own self-interest and 

therefore the main reason should be health aspects and the objective is to establish if so is the 

case. The last question aims to see if there are any differences regarding WTP and reasons to 

purchase among the people aware of eco-labelled seafood when compared to those unaware 

of it. This can be important regarding the construct of future policy instrument for eco-

labelled seafood. 

 

The thesis is divided in six chapters. Chapter 2 describes the research design, chapter 3 deals 

with the theoretical approach, chapter 4 gives details about eco-labelling and the case study 

results are presented, in chapter 5 the analysis is given and chapter 6 presents the conclusion 

with implications and suggested further research.  
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Chapter 2: Research design 

The research design in this thesis comprises a quantitative study based on interviews. The 

theoretical framework consists of the rational choice theory, game theory and some basic 

economic theory which will be used in order to analyse the reason for purchasing eco-labelled 

seafood. In this chapter the composition of the study is presented, where the contingent value 

method as a mean to value the environment is described and the drawbacks of the method is 

examined. The purpose of the questions used in the interviews is discussed thoroughly, as 

well as different kinds of bias that may occur in the interview situation. The structure of the 

practical work is assessed from the criteria of validity and reliability. Finally a delimitation, 

limitations and source critics are discussed. 

 

2.1 Contingent value study 

The method used is a quantified study within the range of the so called contingent value 

method. It is the most common method in Sweden in order to assess environmental issues 

(Brännlund & Kriström 1998:100). In practice the method is usually used to measure market 

behaviour and willingness to pay for non-market goods, often when decision makers have to 

choose between development or environmental protection (Jacobs 1997:218). In this study it 

is used to quantify the knowledge of and willingness to pay for the eco-labelled seafood. The 

basic idea with the method is to describe a scenario (in this case the existence of eco-labelled 

seafood) and ask people how much they are willing to pay for the change (to buy the 

environmentally friendly food instead of the usual). Normally this is a hypothetical market or 

scenario (Brännlund & Kriström 1998:100). In this case the eco-labelled seafood exists but to 

a very limited extent. The first contingent value study saw the day of light in the 1960s. Since 

then a number of studies have been conducted, most of them in the 1980s and 1990s. The 

method has always been under a lot of debate where an argument has been that a hypothetical 

question will generate a hypothetical answer. A core idea of the method has been to value so 

called non-use values (Boyle & Bergstrom 2001:183). This means to establish an economic 

worth on phenomena not normally valued in this way; to put a price on natural resources as 

clean air, unpolluted rivers or the preservation of an endangered species which not necessarily 

have a direct economic value to human beings.  

The contingent value method is based on a thoroughly structured interview where the 

interviewee is faced with the scenario in question (Brännlund & Kriström 1998:102). The 
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interviews will be short and structured where the questions are prepared in advance, so the 

answers can be put together in a comparative way (Bryman 2001:123). The study was 

conducted in order to obtain quantitative data to analyse. It is important that the questions 

asked are constructed in a way that will give answers which are possible to analyse in an 

appropriate way. 

 

Bias in the interview situation 

Some bias may occur while using the contingent value method. These are related to the 

commodity description and the explanation of the market in question. The portrayal of the 

merchandise is an essential element in a contingent value study. Some facts about the product 

must be given, but flaws in this information threaten to undermine the whole study (Boyle & 

Bergstrom 2001:193). The answer of the respondent might depend on the amount of facts 

given before the interview (Brännlund & Kriström 1998:103). The questions must reveal the 

facts necessary for the respondents to answer, without creating information overload or give 

excessively specifics that make the interviewees understate or overstate the value. Several 

studies have shown that an addition or subtraction of information changed the responses in a 

statistically manifested way (Boyle & Bergstrom 2001:193). 

Due to this, the information presented about eco-labelled food in this study was very 

limited. The respondents were not faced with information about overfishing or unsustainable 

fishing techniques. The only fact available, and the single preference of importance, was that 

the commodity was indeed eco-labelled. The meanings of the eco-label were not discussed in 

detail due to the risk of influencing the interviewees and thus receive answer in a more 

environmentally friendly way. 

The willingness to pay may also be dependent of the way the payment is (supposed) to be 

done (Brännlund & Kriström 1998:118). Taxes are one example, which are compulsory and 

thus have to be paid by everyone and they are also set in relation to income. No free-riders 

may occur in this way since everybody is forced to contribute, which lowers the amount of 

money each individual will pay (Jacobs 1997:218). Regarding the willingness to pay for eco-

labelled seafood the idea of taxation may be significant. In this study the hypothetical market 

and way of payment consists of a fixed sum of money that the individual may pay in order to 

attain environmentally friendly products. But if the payment instead had been through 

taxation the scenario might have been different and perhaps the WTP would be lower. I do not 

believe that the payment method will be a major problem in this study, due of the very 

concrete scenario presented to the interviewees. The payment in the hypothetical scenario will 
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be done by the consumer in the store at the time of purchase, not by a distant tax or embedded 

in some vague related fee of any kind.  

The respondents may show sympathy for the environmental issue and answer more 

generally and generously in a so called “warm-glow” fashion (Jacobs 1997:218). Especially 

regarding moral or ethical issues people tend to give answers in a way they believe that they 

are expected to instead of giving honest ones. I do not think this will be a vast obstacle either, 

for the same reason as above. It is very tangible to estimate a certain amount of money for this 

particular environmentally friendly behaviour. 

Other flaws may be strategic biases from the respondents, whom may answer the questions 

in a way that promotes their own interests or in a way to please the interviewer and/or present 

themselves in a flattering way (Hoevenagel 1994:218). Due to the fact that this study is 

connected to a university college and not to an organisation, the respondents will hopefully 

state a truthful willingness to pay and not answer in a way they think the interviewer want to 

hear. But there will always be bias in the interview situation whereby the results are 

somewhat inexact. 

 

Overall, most of the critique regarding the contingent value method derives from the problems 

of how to value (in monetary terms) natural phenomena and resources that has non-use 

values. That is not the case in my research; neither regarding the worth of the fish stocks, 

which have substantially monetary value, nor concerning the actual payment which in this 

case study is presented to the consumer in a very concrete way.  

 

2.2 The interview questions and interview situation 

This study will present questions of choice tasks, where the respondent is faced with a choice 

that in this case is a binary-choice (Sugden 2001:167). This means that the questions provide 

answers that are either YES or NO. 
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First of all the respondents were asked if they bought seafood at all and if that was the case 

the following question dealt with the awareness of eco-labelled food. Then the respondents 

answered if he/she would be willing to pay extra for that kind of product and if the answer 

was YES a concrete example was presented in order to establish the willingness to pay, stated 

in Swedish kronor (SEK)*. Finally, those whom stated a WTP were asked about the main 

reason for purchasing the product. 

 

The questions asked: 

 

1. Do you purchase seafood on a regular basis? 

2.  Do you know if eco-labelled seafood exists? 

3. Are you willing to pay extra for eco-labelled seafood? 

4. If YES: How much more are you willing to pay for eco-labelled seafood? -5 SEK 

more? 

5. If YES: -10 SEK more? 

6. What is/would be the main reason for you to buy eco-labelled seafood, environmental 

concern or health reasons (or both in an equal amount)? 

 

The purpose of the questions 

Do you purchase seafood on a regular basis? 

The first question functioned as a way to determine if the person was an adequate respondent 

at all. If seafood was never bought the following questions become irrelevant. One might say 

that a reason for not buying seafood may be the lack of knowledge about eco-labelled 

products, that people avoid seafood due to the harm it causes the environment. If this is the 

case it would produce a bias in the sample. Of those asked the majority purchased seafood at a 

regular basis, only 16 potential interviewees never bought it. People spontaneously explained 

the reason for this and most of them were allergic to seafood or just did not like it. One was a 

vegetarian. Therefore I judge this potential bias to be rather small. Those who never bought 

seafood are not a part of the sample. 

 

 

* 5 SEK is approximately 0,55 EUR and 0,74 USD. 10 SEK is approximately 1,09 EUR and 1,49 USD 
(April 2007) (www.finansportalen.se).  
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Do you know if eco-labelled seafood exists? 

The knowledge about the existence of eco-labelled seafood was investigated by the second 

question. Even though a person is unaware of this kind of product, a hypothetical willingness 

to pay might still be useful. 

 

Are you willing to pay extra for eco-labelled seafood? 

The third question is asked to ascertain if there was any interest to spend additional money for 

eco-labelled seafood amongst the interviewees. To only ask if people were willing to purchase 

eco-labelled seafood was not interesting. I believe very few people would refuse to buy 

anything eco-labelled if the price was the same and the sole factor that distinguishes the 

commodity was the label. In that case people would state that they are not indifferent to but 

actually against eco-labelling. Probably most people would say yes if asked if they were 

willing to buy eco-labelled seafood, the interesting thing to investigate is whether or not 

people are willing to pay extra for a product with an eco-label. 

 

If YES: How much more are you willing to pay for eco-labelled seafood? -5 SEK more? If 

YES: -10 SEK more? 

The fourth and fifth questions follow the third. If the interviewee was not interested to spend 

additional money on eco-labelled seafood the interview was terminated. Yet, if a willingness 

to pay extra was present the interviewees were presented with a concrete example with two 

products: a package of frozen fish and a package of frozen shrimps, which both costs a little 

less then 40 SEK. The respondent was asked if he/she was willing to spend 5 SEK more for a 

product like the example, if it was marked with an eco-label. Those who were willing to pay 5 

SEK more were asked if they also were ready to pay an additional 10 SEK for the product. 

All respondents were shown both examples. The reason to have both fish and shrimp was to 

be able to include all respondents although some of them disliked one of the categories. 

Some difficulties arise when posing this kind of questions where the largest objection is 

that when asking respondents about a monetary amount the answer may be unintentionally 

biased (Boyle & Bergstrom 2001:196). The questions were tried on a number of interviewees 

before the actual case study in order to see if they worked and thus establish a high reliability. 

The study initially had an open question where the interviewees themselves stated the 

willingness to pay, but that did not work very well. It created confusion and uncertainties. To 

ask about the willingness to pay without any physical example did not work either. There are 

too many factors to consider; what kind of product, what label, how much content, frozen or 
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fresh etc. When the concrete examples were introduced the scenario became much clearer and 

the questions worked a lot better. The monetary amount of 5 SEK and 10 SEK also worked 

well. These sums were chosen on the basis of what respondents initially answered in the open 

ended question, and during the course of the study it became clear that it was a valid span. If 

most of the interviewees had thought that 5 SEK was too much, or a majority had stated a 

willingness to pay 10 SEK extra, the span would had to be adjusted and the interviews to start 

all over. 

 

What is/would be the main reason for you to buy eco-labelled seafood, environmental concern 

or health reasons (or both in an equal amount)? 

The last question deals with the reason of purchasing eco-labelled seafood. Studies show 

that the health aspect is important for the consumers and the purpose was to find out if that 

was the main reason here as well. This question works in both hypothetical and real cases. If 

an interviewee is willing to buy eco-labelled seafood, regardless if the person has ever bought 

it or not, there has to be a main reason. The environmental option and the health alternative 

were presented. In the cases where the respondents answered that both factors were equally 

important those answers were coded so in the data set. The reason why only environment and 

health is investigated, and not other aspects, is that these two has shown to be major reasons 

of interest among consumers that purchase eco-labelled food (Magnusson 2004, Magnusson 

& Biel 2005). 

The sex of the interviewees was also noticed by the interviewer.  

 

2.3 Sampling and potential errors 

The participants in the study were collected by a non-random, strategic process. The case 

study focus on consumer behaviour and therefore the interviewees were a convenience sample 

consisted of customers in situ. To interview consumers within the vicinity of a retailer store 

brings relevance and realism to a study (Veisten 2007:43). A large random selection sample 

research design was not possible due to the high costs involved. 

In order to achieve a high validity and get a sample as representative as possible the time 

and place for the interviews were chosen carefully. To avoid sample bias the interviews were 

conducted in regard of certain aspects: 
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• The time of the day/week 

• The location of the store 

• The environmental profile of the store 

 

Those who work full time might not be able to do their shopping in daytime but are limited to 

evenings and weekends, while students and retired people, as an example, may have more 

freedom to do their purchasing the whole day through. The stores were located both in the 

centre and periphery of Stockholm. Due to this width and extent of the sample I acknowledge 

the validity and reliability to be high. I believe that this survey can be reproduced with similar 

results if it was based on the same criteria as above. 

 

Sampling errors 

Some problems with the language also occurred, where the interviewees did not speak nor 

understand Swedish sufficient enough to understand or answer the questions. In the cases 

where the interviewee was unaware of the concept of eco-labelling they were not given 

additional questions rather then have the phenomenon explained, due to the risk of getting 

tendentious answers in an environmentally preferable manner. Effort was also taken in order 

to avoid bias in the immediate interview situation. When an interview were finished the next 

person entering the store were asked to participate in the investigation, in order to avoid 

unintentionally picking a certain group of people. 

Regarding reliability the size of the sample may also be noticed. 175 interviews were 

conducted and when divided into different sub groups for analysis the number in the sub 

groups may be rather small, which could affect the reliability since certain random errors may 

occur. 
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2.4 Limitations and source critics 

 

A delimitation 

This study will be limited to interviews with consumers in different stores within the 

Stockholm area. 

 

A limitation 

This is a pilot study. It was not possible to do interviews on a national basis; therefore the 

population will only be sampled in an urban environment. Due to this the results of the case 

study may not be generalised onto the whole population though statistical generalisation.  

 

Source assessment  

The sources used in this study are primarily published ones. In the case the Internet was used 

to collect information about the eco-labels KRAV and Marine Stewardship Council, MSC, the 

facts were gathered directly from their homepages and no secondary information from sources 

that might be partial in one way or the other was used. Then again, their own information 

might be overly positive so facts were also checked from other locations, like the Swedish 

Board of Fisheries, a governmental organization. When information was collected from 

written sources the aim was to find different literature in support of each other as a sort of 

triangulation. Another aim was to mainly use books written or research conducted within the 

last ten years in order to get as new facts as possible. 

 

In the following chapter the theoretical approach will be presented, with the focus on rational 

choice and the collective actions dilemma as well as a presentation of an alternative approach. 
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Chapter 3: Rational Choice and Collective Actions Dilemma 

In this chapter the different streams of environmental philosophical ideas that exist are 

reviewed in order to show the depths of the discourse. The concept of eco-labelling as a 

collective action dilemma with the focus on rational choice theory is illuminated and in the 

end of the chapter an alternative approach to the rationally acting individual is presented.  

 

3.1 Individual actions and environmental ethics  

How the individual human choose to act and consume is a part of the environmental 

degradation, but also a key for change.  In the environmental discourse the perspective of the 

actor is central. Humans are actors whom are able to make choices in everyday life and these 

choices have consequences for the environment, direct or indirect (Norlund 2003:223). The 

reasons behind the actions of the individual are a topic widely discussed through the centuries. 

A basic understanding states that the human actions are driven by motivation. Physical and 

psychological acts derive from our biology, like different urges as eating and sleeping. 

However, regulatory and social factors are also of importance since people tend to avoid 

deeds that break legal or cultural norms. Material issues set economic boundaries to the ability 

to take action and instrumental features are also of importance, which are deeds that are 

rewarding in the future instead of the present, like power or status. Ethics is also an important 

issue where people’s actions respond to ethical values (Norlund 2003:224). Environmental 

ethics are concerned with individual actions that are based on an active choice in favour of the 

environment. Nevertheless, opinions about the best action are sometimes in conflict (Norlund 

2003:227). Two strains within environmental ethics can be detected, anthropocentric and non-

anthropocentric views. The anthropocentric thoughts put humans in the centre, whom are the 

only being that are believed to possess intrinsic value. The environment has an instrumental 

value, which means that it is valuable only if it is beneficial to humans (Norlund 2003:228). 

The notion of sustainable development falls within this category, but even if the nature and 

environment only has an instrumental value it is important to protect it, for the people alive 

today and the coming generations (Norlund 2003:230). The non-anthropocentric 

environmental ethics includes a number of different strains. A common idea is that the human 

being should be seen as part of nature, not separate from it. Concern for animal welfare is 

important and sometimes even ecosystems, species, different natural phenomena as rivers, 

mountains etc. or the whole biosphere is considered to have intrinsic value. The holistic 
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perspective is dominant as well as a belief that individual actions of humans should do as little 

harm as possible to the environment (Norlund 2003:232-235). The eco-labelling is a part of 

the former strain of environmental ethics, within the concept of sustainable development. 

People that hold environmental values high and have values beyond the individual sphere, 

has been found to be more interested in ecological products and they generally behave in a 

more environmentally friendly manner (Magnusson & Biel 2005:12). 

 

3.2 Rational choice, game theory and the collective actions dilemma 

The rational choice theory views the individual as a person with private desires and a number 

of choices regarding how to best satisfy these urges. The rational individual will select a 

strategy that best suits the notion of fulfilling the needs, which in terms stress the importance 

of preferences. Some alternatives must be more attractive then others and the rational 

individual ought to be able to choose between them to make the choices of action in order to 

attain a certain, preferable, consequence (Laver 1997:20). To view the interaction between 

actors whom behave rational is a core concept within the theoretical frame of game theory.  

The focus is set on strategic game, where the collective actions by several individual actors, 

with more or less converging interests, affect the outcome in a certain scenario through their 

interaction (Hermansson 1990:13). Individual rationality is a cornerstone and the actors are 

presumed to maximise their own benefit. In the relations with other the actors work to 

enhance their own position and make the outcome of the scenario as preferable as possible 

(Hermansson 1990:14). Important to notice is the idea that the actors’ behaviour to maximise 

their own benefit occur within their own preferences, which not necessarily needs to only 

include the own wellbeing (Hermansson 1990:15). 

 

The problem of collective action- The prisoners' dilemma and tragedy of the commons 

What might seem as a rational act for the individual does not always result in the best 

outcome for the larger group. This is called the collective action dilemma and it is prominent 

regarding environmental degradation and common throughout the environmental discourse. 

Within the rational choice theory a widely used metaphor regarding the problem of 

collective action is called the prisoners' dilemma. The story goes that two villains are caught 

by the police for committing a minor crime. The two have been involved in a much more 

serious offence, but the police lack evidence of the event, although they suspect it. The 

prisoners are held separate and each one is offered the same choice: give evidence that the 
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partner committed the larger crime and be released yourself (even though the police think that 

they both did it), or deny the involvement and get the penalty for the less serious crime, but 

risk that the partner confesses. If that happens the partner goes free while the prisoner that 

stays silent receives a harsh punishment (Laver 1997:45). Even though they both confess to 

the serious crime they both go to prison, however with somewhat reduced sentence due to the 

cooperation with the police (Laver 1997:45-46). The dilemma lies within the facts that if the 

prisoners confess they risk getting a long time in jail, but they also stand a chance of walking 

free (and by that avoids the punishment for the minor crime). Four potential outcomes are 

possible due to the two options each prisoner have. If both deny the involvement they both get 

a less severe punishment for the minor crime, one year in jail for example. If one confess and 

the other stay silent, the one who confess walks free while the other will spend a lot of time in 

prison, ten years as an example. If both confess they get eight years each, ten years for the 

severe crime but with a reduction of two years due to cooperation with the police. The 

outcome of the scenario can be seen below in figure 3.1 where the numbers represent the 

possible years spent in prison. The possibilities for prison 1 are illustrated in the upper right 

corner and prisoner 2 in the lower left corner. If this is a one time scenario, both do best by 

confessing. If prisoner 1 confesses, and the other stays silent, prisoner 1 is released and 

prisoner 2 gets ten years in jail. If prisoner 1 confesses and prisoner 2 also confesses, they 

both get eight years, which is better than ten. Prisoner 2 is faced with the same situation. In 

rational choice theory, in this case confessing is a dominant strategy (Laver 1997:46). This 

means a strategy that is the best choice regardless of what the other persons choose (Laver 

1997:46-47). In this case both prisoners will go with the dominant strategy; both will confess 

and be sentenced to eight years in jail. However, if they had been able to engage in a 

collective action they both had stayed silent and gotten away with only one year. 

Nevertheless, the individual self-interest creates a situation where the situation becomes 

worse for both since each prisoner have incentives to defect from the collective action, 

especially if suspicions exist that the other one will confess. Even if the prisoners are allowed 

to talk to each other, and agree to cooperate, nothing hinders them from defection in the end 

(Laver 1997:47). 
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Figure 3.1. The prisoners’ dilemma 

     Prisoner 1   
   Cooperation Defection   
  -1 0   
  Cooperation       
   -1 -10   
   -10 -8   
  Defection       
 Prisoner 2  0 -8   
          

 
Source: Laver 1997 

 

The basic notion of the prisoners' dilemma is that in certain situations people find inducement 

to defect from the strategy of cooperation. There is always tempting to act out of an individual 

rationality where a range of different motivation is present. This could explain why people 

believe it is important with environmental efforts in general, but when it comes to the own 

contribution other motivations becomes stronger which results in a non-environmental 

friendly behavior.  

A discussion similar to the prisoners dilemma, but with a large number of actors, is 

described in the famous tragedy of the commons. Rational choice theorists use it as a 

metaphor to exemplify the collective action dilemma (Laver 1997:48-49).  It illustrates a 

common resource which in this case is a piece of land where a number of sheep are grazing. 

The farmers use the land together but own the sheep individually and get the profit from the 

animals themselves. The individual farmer has basically two choices, either to add another 

sheep to the pasture, or do nothing. If one farmer let in yet another sheep in the area, the 

personal benefit for that particular individual rises. As long as the grass is growing faster than 

the sheep eat, the situation is stable. Still, as soon as the grazing becomes larger than the land 

can manage, over-grazing will become a fact which ultimately barrens the land and makes it 

infertile. The individual farmer has still inducement to add a sheep, although the grass 

diminishes and the sheep get less fat. The burden of a less fertile territory is shared by all 

farmers together while the benefit from adding another animal to the land still goes to a single 

individual. This can go on to a point where the pasture is completely depleted and over-

grazing is a fact and all individual farmers will suffer the consequences (Laver 1997:49).  

This can also be seen as an N-persons prisoners’ dilemma, where defection is prominent 

instead of cooperation irrespective of the choices of the other actors, and if every individual 

defect the result for the collective is worse off than it would have been if everybody 

cooperated (Udehn 1996:216). To avoid a collective action dilemma some different strategies 
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are present. About the prisoners dilemma a theoretical solution is that somebody outside the 

game punishes actors trying to defect by forcing costs upon them which are larger then the 

ones gained from defection. Another solution, more linked with real world scenario, includes 

a repetitive interaction between people that in some cases results in mutual cooperation 

without interference from the outside (Laver 1997:48).   

The problem of collective action is hence how to avoid a scenario where the individual acts 

rational which leads to a collective irrationality instead of increased benefit for all (Udehn 

1996:216). Within the realm of the collective action dilemma lays the problem with free 

riders, which is a description of rationally acting individuals whom tries to obtain the benefits 

from a common resource from which they cannot be excluded (Laver 1997:36). 

 

Collective action dilemmas in the seafood case 

The fish stock management can be seen as a collective action dilemma where the sea is a 

common resource and the individual fishermen act rationally. If a single fisherman catches 

additional fish in order to increase the own profit the total supply of fish diminishes and the 

cost increases for all fishermen together. The individual fisherman contributes to this 

enlargement of costs for everybody but do not suffer badly since this cost is shared with the 

rest and the profit from the additional catch is his/hers alone. When all fishermen act in this 

manner the total amount of fish catches increases and the fish stocks is reduced, with risk of 

exhaustion (Söderqvist et al. 2004:67). A classical collective action dilemma presents itself, 

like the tragedy of the commons.  

In the context of consumer behaviour and eco-labelled seafood a similar scenario can be 

drawn. Within this reasoning a premise must be that the eco-label indeed helps reducing 

overfishing. The individual consumer will, according to the principle of rational action, buy 

the product that most maximizes the own benefit. Price has been shown to be a very important 

factor regarding the consumers’ choice of products (Magnusson 2004:46). The eco-labelled 

food products are often more costly than the regular ones which results that people may prefer 

the cheap products instead of the more expensive ones. Studies done in this area also show 

that for the typical consumer the preference of how environmentally friendly a product is do 

not qualify as the most important factor (ibid.). The rationally acting individual will then 

avoid the eco-labelled alternative unless the main reason for purchasing such a product is due 

to a presumption of enhanced health. In that case it is a rational thing to do since the benefit 

accrue to oneself. The significance will be if the health improvement motivates a higher price, 

but it still benefits the individual. When it comes to the environmental effects of eco-labelled 
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seafood the scenario becomes somewhat different. In this case the benefit gains the collective, 

not to the individual. Although everybody benefit from a better environment, the incentives 

for the individual to purchase something environmentally friendly to a higher price is not 

always strong. A rationally acting individual has little interested in spending money on 

something that gain others and where the own contribution to the enhancement is 

tremendously small. Measures is only taken when the results in some way is self-beneficial. 

The habit of free riding is also present where there are externalities; if there are possibilities of 

not purchasing eco-labelled food but still benefit from the results of others doing so, the 

rationally acting individual will free ride on these effects of other people's good will. This 

collective action dilemma prevails and is a grand predicament in the domain of eco-labelling. 

As described by Magnusson; perception about environment or health concern is profoundly 

different, where environmental concern is a sign of altruism and the health reason is more 

egoistic. To increase the health is clearly self-centred and any sacrifices are done by oneself, 

with a short time span to reach the goals. Obtaining a better environment is a collective goal 

where people are dependent on each other and where no immediate benefits for those who 

participate in the process are present (Magnusson 2004:51). 

If the individuals act rationally and avoids the eco-labelled seafood, the overfishing will 

continue and (if nothing else is done) sooner or later the stocks will be depleted, which will 

have an affect on all consumers collectively. According to economic theory, a resource that 

becomes scarce will attain a higher price, which means that customers will be forced to pay 

more for the same product in the future. Fishermen may not be able to provide for themselves 

anymore when the resources of wild fish run out. Nonetheless, the overfishing continues in a 

classical collective action dilemma.  

 

3.3 An alternative approach 

In rational choice theory, the individual is at centre and rational self-interest is an important 

feature of the individual. Nevertheless, this view is causing some problems when individuals 

are displaying behaviour that can not be seen as especially rational (Mueller 1997:10). The 

rational choice models can not be properly applied regarding that sort of behaviours where 

one of the most discussed phenomena is the paradox about voting, where the theory of 

individual rationality predicts that people will not vote (Mueller 1997:14). One vote making a 

difference to the outcome is so microscopic that the value of voting thus is reduced to almost 

zero. Due to this a rationally acting individual will refrain from voting, but still people vote. A 
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plausible explanation may be that voting is a way for people to express their preferences and 

that is indeed a rational thing to do (Aldrich 1997:373-374,390). 

 

In order to present an alternative approach to human behaviour the strict and basic assumption 

of rational choice must be abandoned. Following is a short outline of some of the ideas that 

challenges the rational choice theory and economic theory, which declare the rationally acting 

individual as a core concept where different preferences are assessed in order to choose the 

best cause of action with the intention of maximize the own well-being. Can there never be 

room for environmental concern in this kind of thinking? Some suggestions are made that this 

can indeed be a preference as well as any other, that an ethical standpoint might also be the 

most preferable predilection. However, this view has met some resistance (Keat 1997:43-44). 

The self-maximising focus in neo-classical economic theory is sometimes referred to as too 

narrow. Human needs may not solely be expressed as an individual preference, like the desire 

to attain a sustainable environment for example (Hodgson 1997:48). A critique is launched 

that moral values and rules, social commitment and trust given in a social culture are pushed 

aside in the strictly utilitarian view within the limits of economic theory where care for the 

planet, duty to others and respect for different species is only a matter of interest if it fits 

within the notion of individual utility. Cooperation and a will to help others are still regarded 

as self-serving where these actions maximise the individual benefit (Hodgson 1997:49,51). 

An alternative view is suggested where the individual utility-maximisation is replaced with 

ideas of common good and human need (Hodgson 1997:60). 

Another idea that challenges the rational choice approach considers the notion of utility- 

and welfare- maximising, where a personal aim is not a direct desire to reduce the own 

welfare but still one where moral commitments may be an objective as well as others. 

Commitment here is defined as an act chosen by an individual that is believed to lower the 

personal welfare (Aldred 1997:159). In this case the level of welfare will be reduced and the 

action not considered welfare-maximizing, but still utility maximizing (Aldred 1997:160). 

Sympathy and commitment may be seen as awkward in economic theory since they can 

replace self-interest. Commitment can even replace rationality too because it includes 

counter-preferential choices (Udehn 1996:257). Collective action can also be explained 

through the use of mixed motivation where self-interest is accompanied by altruism, morality 

and social norms (Udehn 1996:260). Regarding public policy decisions an alternative theory 

may be that the foundations should be based on a notion of public good instead of aggregated 
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private preferences. The public good should include externalities and ethical principles 

(Jacobs 1997:215). 

 

The ideas about rational actions, utility and altruism differ and the opinion whether acts that 

benefits others should be viewed as rational or not are diverging. It is obvious that the 

phenomenon of rationality can be both narrow and inclusive. In a broad definition a rational 

action is something that benefits oneself irrespective of in what way, where the main concern 

rather considers what is not rational. In this sense all acts that are not immediate destructive 

might be seen as rational where, for example, moral acts benefits the individual since they, as 

suggested by Aldrich, may be a way to state preferences. In a more limited view the rational 

choices becomes irrational when the individual benefit becomes somewhat indistinct, as in the 

given example regarding moral acts. In my own research the definition of rational actions is 

important since I deal with altruistic and/or utility as explanations to purchase eco-labelled 

seafood.  
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3.4 Summary chapter 3 

In the environmental discourse the perspective of the actor is important. Individual actors are 

driven by motivation, both physical and psychological. Ethical concern is also an important 

ingredient where the human perception of nature and the value of it vary depending on which 

ethical approach one is committed to. The rationally acting individual is the core concept 

within the rational choice theory and game theory. People are presumed to act in a way in 

order to maximize their own benefit and well-being. However, what is rational for the 

individual may not always be rational for the collective, a phenomenon called the collective 

actions dilemma which is prevalent in the case of eco-labelling. If the consumers act within 

individual rationality and self-maximizing they will buy the cheapest products which benefit 

themselves, even though by doing so they might also contribute to overfishing and depleted 

fish stocks which affect all consumers collectively. One reason for people to act rationally and 

yet buy the more expensive product would be if it somehow enhanced the own well-being, 

like a health improvement (which is a common perception regarding eco-labelling per se), or 

if it is a way for people to state their preferences. 

Nonetheless, the picture of rationally acting wellbeing-maximizing individuals is somewhat 

disturbed by people acting in a way that contradicts rational behavior, where one of the most 

discussed phenomena is why rationally acting individuals bother to vote. To make a 

contribution so small to the whole that it can not possibly make any difference is not a rational 

thing to do but yet people do it. An alternative approach to rational choice is that individuals 

may have other preferences and mixed motivations than those in the narrow view of rationally 

acting individual. These could be commitment and care or the idea that maximizing the own 

wellbeing may also include the wellbeing of others.  

 

In the following chapter a background to the concept of eco-labelling is given and the 

phenomenon is placed in its environmental context. The results from the case study regarding 

the knowledge of, willing to pay for and reasons to purchase eco-labelled seafood in Sweden 

are also presented. In the subsequent analysis I will use both the rational choice theory and the 

alternative approach in an effort to explain the driving force to acquire eco-labelled seafood. 
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Chapter 4: Eco-labelling and Case Study Results 

The notion of eco-labelling needs to be illuminated within the environmental discourse. In 

this chapter, a brief summary is given regarding the concepts of mainstream sustainable 

development, market environmentalism and green consumerism. The eco-label needs to be 

put into a context, but also be understood from the consumer perspective and purchase 

behaviour. In the second part of this chapter the case study results are presented in detail.  

 

4.1.1 Sustainable development, market environmentalism and green 

consumerism 

The notion of sustainable development lingers everywhere within an environmental context. 

How to achieve it, or even what the concept really includes, is under steady debate (Adams 

2001:4). One part of the concept is the wide-spread phenomenon of green consumerism. Here 

the power of the market plays an important role (Adams 2001:108). Within the mainstream 

sustainable development paradigm economic growth is seen as something that can be both 

good and bad for the environment. It might create a "win-win"-situation where the economic 

growth creates poverty reduction and improved environmental stewardship. Within the notion 

of mainstream environmental development lies the idea of an enhanced environmental quality 

by the "greening" of industry and the goal of sustainable development might arise through 

consumerism (Adams 2001:108). NGOs have in many cases put pressure on companies in 

order to promote environmentally friendlier products. The power of the consumer is used to 

change the companies practices (Adams 2001:349). A general idea of "green capitalism" is 

that society might buy its way into sustainability (Adams 2001:351). 

 

Market and the environment 

Green consumerism is part of the mainstream sustainable development theory, a concept that 

does not challenge the basic idea of capitalism but debates the methods and priorities (Adams 

2001:103). Within this fits the notion of market environmentalism which states that the 

market is the most important factor that regulates the interaction between people and the 

environment. A common economic statement is that the market price for a certain product rise 

when the supply runs low which results in a more efficient use of resources. People tend to 

find cheaper sources or develop/find substitutes (Adams 2001:104). This has been the basic 

idea about fisheries. According to the general economic models the fish stocks will not run 
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out due to the fact that the diminishing catch will make it non profitable to continue the 

fishing before the stock is depleted. A state of equilibrium will occur where the catch and 

biological production are in balance (Söderqvist et al. 2004:236). The fishery management 

has during the last 50 years been based on this assumption but nowadays the strategy is 

viewed with less excitement. The large fishing fleet with high capacity and overfishing has 

drained the fish resources. Natural variances among the fish population and the complexities 

in the ecosystem have many uncertainties, like rapid fluctuations that are not always 

compatible with the slow economic system (Söderqvist et al. 2004:237).  

 

The phenomenon of green products has changed the way that many companies view the 

market. The demand of this merchandise has opened an opportunity of growth and a new 

niche of green products has been created (Adams 2001:351). This is where the eco-labelling 

becomes so important. However, to combine economy and ecology is frequently seen as an 

impossible task, although economics deals with the problem to economize with limited 

resources (Söderqvist et al. 2004:49). Economists and ecologists often view the world from 

different angles, where the ecologists focus on the environment and eco system without any 

involvement of humans. Economists on the other hand start from another point of view where 

the market or private property rights are the main interest and where no room is left for the 

environmental issues. The foundation of economics is the market where the exchange of 

goods and services take place. Consumers and producers deal with supply and demand, how 

much a producer is able to sell relates to how much the consumers are willing to pay 

(Söderqvist et al. 2004:50,52). In a perfect market the people's willingness to pay creates the 

correct price (Brännlund & Kriström 1998:66). In economic theory environmental problems 

are seen as market failures where the efficient resource allocation that happens in a perfect 

market somehow has faltered. One problem is due to externalities, costs and benefits that is 

not included in the transactions (Keat 1997:32). An example given is the car driver who 

pollutes the environment but is not charged with all of the costs; it is imposed on others. The 

market has no penalty regarding this kind of behaviour. To come to terms with this externality 

may be road taxes or fuel taxes and hereby force the individual driver to face the actual costs. 

This strategy is suggested to be useful in a broad context where the externalities are 

identifiable. It is based on governmental legislation, taxes and experts who are able to 

estimate the costs and benefits. Other environmental problems, like over grazing or 

overfishing, can be seen as problems created due to lack of ownership. These problems should 

best be solved by the creation and distribution of clearly defined property rights, letting the 
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market deal with the problems. If pollution occurs, the owners that suffer may turn to a court 

in order to get compensation. The solution to environmental problems and resource depletion 

is leaning on the individual self-interest (Hodgson 1997:50,51). Economic theory is also 

based on the idea of the rational thinking where the individual has specific preferences and act 

to optimize the own choices in order to maximize the benefit, given the budget restriction 

(Söderqvist et al. 2004:53).  

 

4.1.2 Swedish eco-labelling 

In order to enlighten the consumers about which products that are better for the environment, 

a certain label of quality is applied: the eco-label. The idea with eco-labelling is to give the 

consumer a possibility to choose a more environmental friendly product in an easy way, thus 

changing shopping behaviour into a more environmentally friendly manner (www.krav.se a). 

The interest for eco-labelled food is strong and growing in Sweden, but until recently there 

has not been any eco-labelled seafood in the stores (www.fiskeriverket.se a).  

 

Eco-labelling as a credible instrument 

Eco-labelling must operate within the given framework of the law. The concept reaches 

beyond the stated legal minimum level and also upholds a dialogue with authorities and state 

officials. Even if eco-labelling may evolve further than the existing rules, a larger framework 

is present and must be adapted to (Boström 2006a:353). An important ingredient in 

establishing credibility within eco-labelling is inclusiveness, which means that the 

government and other interest groups are included in the process. The different actors have all 

goals of their own and when the diverse agendas come together within a common outline it 

creates an overall image of independence. The individual members may cooperate in an 

organisational setting, which enhances efficiency (Boström 2006b:354). In this situation they 

may have a hold on each other and the balance of power is a factor that promotes credibility 

and authority (Boström 2006b:355). From this a mutual understanding and respect may arise 

amongst those involved (Boström 2006b:361). Still, the openness to many different, and 

sometimes opposing, actors also causes problems and power struggles. In the case of eco-

labelled seafood many controversies exist and compromises are inevitable (Boström 

2006a:154). Credibility also derives from the combination of market authority and moral 

authority (Boström 2006b:354). 
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In Sweden two main eco-labels are present: KRAV and Marine Stewardship Council, MSC. 

Both are presented in the following sections. 

 

KRAV 

A Swedish organisation working with eco-labelling is KRAV, which wants to promote 

sustainable development by enhancing ecological farming, animal keeping, production and 

consumption. The organisation was founded in 1985 with the aim of creating an eco-label 

with credibility. KRAV is a registered brand and the organisation develops rules for 

ecological production, controls the adherence of these rules and informs the public of the 

method. Generally KRAV has four main targets: good environment, good animal care, good 

health and social responsibility (www.krav.se c). Regarding the environment the focus lies on 

production without chemicals or GMO’s (www.krav.se d). The ethical feature is at centre 

when it comes to animal care where dignity, health and a good life is prominent and the 

animals are fed with ecologically produced food (www.krav.se e). The health aspect mostly 

concerns the wellbeing of people working in the production of KRAV-labelled food around 

the world, where the use of chemicals is reduced. According to KRAV the knowledge that no 

chemicals or other potentially dangerous ingredients are allowed within the ecological 

production contributes to a mental satisfaction among the consumers, and that a sound 

environment creates likelihood for a good health. Nevertheless, the notion of eco-labelled 

food as exceptionally healthy in comparison to conventional food is not stressed and the 

inconclusive research on the subject is mentioned (www.krav.se f). Even though the 

production shows concern for the environment and the animals, the welfare of those who 

works within the production must be good as well. The idea is to develop standards and rules 

for ecological production worldwide and thus help producers with limited resources in poor 

countries and at the same time offer consumers an ethical alternative (www.krav.se g).  

 

KRAV has together with researchers and the Swedish trade organisation for fisheries, Svensk 

Fisk, developed rules for ecological fishing (www.fiskeriverket.se b). The upcoming of 

seafood with the KRAV-label started when an association for the Swedish fish industry, 

Fiskeribranchens Riksförbund, held meetings with different stakeholders due to demands 

from food retailers whom required fish products from sustainable fisheries  (Boström 

2006a:144). Still, the process was slow. Many believed that KRAV was the right organisation 

to care for the eco-label, although seafood had never been an issue before since fish is caught 

in the wild and KRAV was focused on ecologic production (Boström 2006a:145). A reason 
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why KRAV was chosen may be that the organisation is viewed as somewhat neutral by many 

parties, representing environmental values without being too dominated by neither the 

environmental movement nor private interests (Boström 2006b:356). The work with eco-

labelled seafood has been in progress since the start in the year 2000 when KRAV first agreed 

to coordinate the development of the standard (Boström 2006a:145). In the summer of 2004 

the first KRAV eco-labelled products for ecological fishing reached the stores. The 

development was boosted by the alarming reports of threatened fish species and the eco-

labelling considers both catch of wild stocks and the health and care for fish bred in fish farms 

(www.fiskeriverket.se b). Basically the KRAV-standardisation guarantees that the equipment 

and fishing methods are adapted to ensure sustainable fisheries. Small fish and by-catches 

should be minimized. The fishing vessels must be able to be traced in order to assure the catch 

of non-threatened fish stocks (www.krav.se b).  

 

MSC 

Another eco-label concerning seafood is the MSC, the marine stewardship council. It is an 

independent, global, non-profit organisation that was founded in 1997 in order to halt the 

overfishing at sea. It is the only eco labelling of seafood that is internationally accepted 

(www.fiskeriverket.se a). The process of eco-labelled seafood in Sweden started in 1996 

when the World Wide Fond for Nature (WWF) launched the idea of a MSC-label in the 

country. At that time MSC had been initiated by both WWF and Unilever, a transnational 

corporation and one of the largest buyers of frozen fish. Unilever was concerned about the 

overfishing that threatened to deplete their most important raw material. The work began and 

responses came from food retailers and the fish processing industry, but critique was pointed 

to the fact that a private actor was the main sponsor (Boström 2006a:143). Nowadays MSC is 

formally free from both WWF and Unilever (Boström 2006a:144). The three principles of 

ecological fishing considers the condition of the fish stock, the impact of the fishing to the 

marine environment and the methods of fishing (www.fiskeriverket.se a). Maintenance and 

re-establishment of the populations of target species and healthy eco systems, to acknowledge 

national local laws and standards as well as international understandings and agreements and 

to reach full cooperation amongst all stakeholders, is important for the development of 

sustainable fisheries management. Fish processors, traders and retailers are able to purchase 

fish from MSC-certified sources which benefits them as well as the fishermen and the fishing 

industry, since the idea of sustainable fisheries is to guarantee the supply of fish resources in 

the future. As it is now MSC only concern wild caught fish. (www.msc.org e).  Today (first of 
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Mars 2007) there are 500 MSC-labelled seafood products in the stores worldwide 

(www.msc.org a). By 2012 all fish sold by Marks & Spencer will carry the MSC-label 

(www.msc.org b). One of the largest retailers in Germany, Lidl, has recently introduced 

MSC-labelled seafood in 3000 stores in Germany and Austria (www.msc.org c). In August 

2006 Wal-Mart announced that within three to five years all of their seafood products would 

be MSC-certified (www.msc.org d). 

 

Consumer preferences and eco-labelling 

Eco-labelling is thus a serious instrument in the effort to achieve a more sustainable 

environment. It is time to investigate the consumer preferences about green products. 

Nowadays the consumer does not only have to consider the taste, appearance, quality and 

price but also how environmentally friendly the food is. The rational choice of the individual 

may not result in collective optimality, in this case to purchase the cheapest product instead of 

the more expensive ecological one (Andersson 2003:14). Earlier research about consumer 

behaviour shows that the price is an important factor and that many people are reluctant to 

buy ecological food if it had a higher price then conventional food (Andersson 2003:8). To 

make a choice about whether or not to buy environmentally friendly products the consumer 

need information about manufacturing methods. Studies show that an ecologically sound 

production is not top priority amongst most consumers. Yet, during recent years the 

environmental issues has drawn more and more attention, although it takes time to establish 

new purchase patterns (Magnusson & Biel 2005:6). Most consumers state an interest and 

preferences regarding ecologically produced food and many of them have a positive attitude 

towards it. However, few purchase the products in real life and there exists an incongruity 

between preferences and actual behaviour where price is stated as one of the reasons 

(Magnusson 2004:45). Studies have shown that consumers whom display values beyond the 

personal benefit, like concern for the environment, associate eco-labelled food with these 

values and thus will have an increased interest in those kinds of commodities, more regularly 

choose eco-labelled products and also act in a more environmentally friendly way in other 

areas (Magnusson & Biel 2005:12). When it comes to gender some differences have been 

shown to exist. Generally women tend to be more interested in ecological food products than 

men (Magnusson 2004:26). 

Magnusson and Biel (2005) summarizes the latest research about environmentally friendly 

shopping and suggests four ways in order to promote this kind of behavior. First of all it is 

important to provide for a large amount of ecological products for the consumer to choose 



 

 30 

from. Second, the price should not differ too much from conventional produced goods. The 

price differences between regularly produced merchandise and ecological ones, with higher 

production costs, could be minimized through political decisions. Another approach is to 

introduce an anti-eco-label. The intention would be to clearly visualize those products that are 

the worst alternative from an environmental perspective (Magnusson & Biel 2005:21). This 

kind of labelling appeals to those with a weak environmental engagement, but whom not 

necessarily want to enhance the environment but neither wants to degrade it (Magnusson & 

Biel 2005:14). A third way to encourage environmentally friendly shopping behavior is to 

conduct more research in the area of environment and health. If the reason for many people to 

purchase green products is due to the belief that they are better from a health perspective, 

research findings that suggest so would be beneficial. However, since present knowledge 

show that the connection between ecological food and health is doubtful, this may not be a 

valid strategy. Finally, a rather immense approach is suggested. The change of values 

amongst citizens and in society into a more environmental friendly direction would be 

helpful. Yet, these notions take time and a swift change in attitudes is not to be expected 

(Magnusson & Biel 2005:21). 

Why do people think that ecological food is healthier than regularly produced food? Earlier 

studies show that health concern is the main reason why people buy ecological alternatives, 

even though no conclusive evidence that ecological food is better for the health have been 

presented. The health aspect may not solely be a notion of an improved wellbeing for the 

individual. Ecologically produced commodity may be viewed as less harmful for both the 

consumer and the environment (Magnusson & Biel 2005:7). The ecological products are 

presumed to be less toxic due to the production methods where fewer toxins are used. Other 

thoughts why the health aspect is believed to be superior regarding ecological food is the idea 

of the commodities being natural and that natural is good for the health. Ecological production 

also differs from large, industrial production which in turn is seen as bad for the health 

(Magnusson & Biel 2005:8). 

 

Now the concept of eco-labelling has been put in the context of the environmental discourse, 

its credibility as a means to achieve sustainable development has been explored, a short 

presentation of the Swedish eco-labels has been given and the consumer preferences of eco-

labelling have been examined thoroughly. Knowledge about this is important when it is time 

to move on to the next part of this chapter, where the results from my case study are 

presented. 
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4.2 Case study results 

 

Here I present the results of my case study. A total of 175 interviews were conducted. 

Regarding the willingness to pay 140 interviewees, or 80 %, were willing to pay extra for the 

eco-labelled seafood. Important to notice is that the information about the reasons for 

purchasing eco-labelled seafood is based upon these 140 respondents and not the whole 

material. The reason for this is that those unwilling to purchase the product at a higher price 

had no extra amount of money stated and no reason of purchasing the product, and therefore 

becomes irrelevant by definition. One independent variable has been taken into consideration, 

namely gender. This is due to the fact that it has been proven significant in other studies 

regarding consumer behaviour and green products. Due to the relatively low number of 

interviews the different sub groups may contain a small amount of people and the results 

given hereby should be seen as somewhat arbitrary.  

 

4.2.1 The interviewees 

The total number of interviewees is 175 and of these 44 % were men and 56 % were women 

(see table 4.1). The large amount of women might seem as a flaw in the sample, but it was the 

actual consistency among the respondents and since women do most of the shopping these 

results reflect actual behavior.  

 

Table 4.1 Gender 

Men 44 
Women  56 

 

Percentage of men and women in total sample (n=175) 
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4.2.2 Awareness 

Of the 175 interviewees 23 % were aware of the existence of eco-labelled seafood and 77 % 

were not aware of it (see table 4.2). The general awareness amongst men and women were 

slightly the same. 

 

Table 4.2 Awareness 

 Aware Not aware 
Total 23 77 
Men 22 78 
Women 25 76 

 

Percentage of the awareness of eco-labelled seafood, divided into different groups (n=175) Percentage rounded up 

 

4.2.3 Willingness to pay 

Of the 175 respondents 20 % were not willing to pay extra for eco-labelled seafood. Only 3 % 

were willing to pay extra but not as much as 5 SEK more. 41 % was willing to pay 5 SEK 

more for eco-labelled seafood and 36 % were willing to pay 10 SEK more (see table 4.3).  

 

Table 4.3 Total Willingness to pay extra for eco-labelled seafood 

No WTP 20 
WTP < 5 SEK 3 
WTP 5 SEK 41 
WTP 10 SEK 36 

 

Percentage of willingness to pay in total sample (n=175) 
 

In total, 80 % had a willingness to pay extra for eco-labelled seafood. A minor difference can 

be detected amongst the overall willingness to pay extra, where women were a bit more 

positive to pay extra (see table 4.4). 

 

Table 4.4 Willingness to pay extra among men and women 

 YES NO 
Total 80 20 
Men 74 26 
Women 85 15 

 

Percentage of willingness to pay extra in total sample, divided into different groups (n=175) 
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When it comes to pay 10 SEK more almost half of those who stated a WTP extra were also 

willing to pay an additional 10 SEK. Observe that these results are based on those who stated 

a WTP extra and not on the whole sample (e.g. n=140). Some differences appear regarding 

gender. As earlier results in previous research have shown, women display a much larger 

willingness to pay in comparison to men. Approximately half of the women would agree to 

pay 10 SEK more and only about one third of the men would do the same thing (see table 

4.5). The gender differences are statistically significant (p�0,05). 

  

Table 4.5 Willingness to pay 10 SEK extra among men and women  

 YES NO 
Total 45 55 
Men 32 68 
Women 54 46 

 

Percentage of willingness to pay extra in total sample, divided into different groups (n=175) 

 

If the general awareness is compared with the willingness to pay some differences can be 

detected. Of those aware almost everyone, 93 %, were willing to pay extra for eco-labelled 

seafood. Amongst those who were not aware of it the WTP was much lower, 76 % (see table 

4.6). This is statistically significant. 

 

Table 4.6 Willingness to pay more among people with awareness 

 YES NO 
Aware 93 7 
Not Aware 76 24 

 

Percentage of WTP among people that were and were not aware of eco-labelled seafood in total sample (n=175) 
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4.2.4 Reasons to purchase eco-labelled seafood 

Of those 140 that were willing to pay extra, 19 % purchased the product with the health aspect 

as the top motivation. 41 % stated the environment as the main reason and 41 % combined 

health and environmental concerns in an equal amount. Men and women in average show a 

similar environmental concern but men seem to prioritise the health aspect more than women, 

whom instead stated the combined alternative to a higher degree (see table 4.7).  

 

Table 4.7 Reasons to purchase eco-labelled seafood   

 Environment Health Both 
Total 41 19 41 
Men 42 23 35 
Women 40 16 44 

 

Percentage of main reasons to purchase among those willing to pay more, divided into different groups (n=140) Percentage rounded up 

 

Another feature emerged when comparing people with knowledge of eco-labelled seafood 

with those without it. Respondents who were aware displayed other priorities than those 

unaware. Among people with awareness whom stated a WTP (which was almost everyone, 

see above) more than half chose environmental concern as their main motive. This should be 

compared to those without knowledge where only 36 % chose that alternative. When it comes 

to health the scenario is reversed. Health as the prime motive was twice as high among those 

without awareness in comparison to those who were aware. Of the unaware 22 % stated 

health as the main reasons to purchase and 11 % among the aware did the same thing. The 

combined reason of both health and environment showed a more similar pattern but those 

with awareness stated this alternative to a little less degree than those without, 37 % in 

comparison to 42 % (see table 4.8).  

 

Table 4.8 Reasons to purchase among people with awareness   

 Environment Health Both 
Aware 53 11 37 
Not Aware 36 22 42 

 

Percentage of main reasons to purchase among those aware and unaware (n=140) 
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4.2.5 Summary chapter 4 

Eco-labelling is a part of green consumerism which in turn is a concept within the 

mainstream sustainable development. Capitalism and the market are not rejected but rather 

seen as a tool to obtain sustainable development. An eco-label signals to the consumer that the 

product is better for the environment and it presents the choice of contributing to a sound 

world. However, these products often cost more. Eco-labelled seafood is a relative new 

phenomenon in Sweden. The purpose of the label is to inform that the fish come from non 

threatened species and/or stocks and caught with sustainable methods. The process of 

standard setting started in 1996 and now there are two types of eco-labelled seafood, the 

international MSC and the Swedish KRAV.  

In my case study just about one quarter of the interviewed knew about the existence of eco-

laballed seafood. There were not any large differences between men and women. Four out of 

five were willing to pay more for a commodity as such. Two fifth of the whole sample was 

willing to pay 5 SEK extra and slightly more than a third were willing to pay 10 SEK extra. 

Women showed in total a higher willingness to pay then men. Regarding the reason to 

purchase eco-labelled seafood two fifth of the respondents' stated environmental concern as 

the prime motive, the same amount stated the combination environment/health and the health 

concern as the single reason were chosen by a fifth. Men and women in general had a similar 

environmental concern but men preferred health a bit more than women, whom instead chose 

the combination to a higher degree. Among those aware of eco-labelled seafood almost all 

stated a WTP and the environmental reason to purchase were chosen by half of them while 

the health alternative were chosen by just about a tenth. Those unaware showed less WTP, 

less environmental concern regarding the reasons to purchase and the health alternative were 

chosen by twice as many. 

 

In the next two chapters the analysis is given where the case study results are interpreted and 

last of all the thesis ends with a conclusion. 
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Chapter 5: Analysis 
 

In this chapter the results from the case study are analysed in order to shed light to the 

unanswered questions regarding eco-labelled seafood in Sweden. The aim of the research was 

to learn to what extent people knew about the existence of eco-labelled seafood, how much 

people were willing to pay for it, if those who purchased/were willing to purchase eco-

labelled seafood did it because of environmental concern or due to health aspect and finally if 

there were any differences regarding the hypothetical purchase behaviour of those aware of 

eco-labelled seafood in comparison to those unaware of it. 

 

High willingness to pay 

Most of the respondents in my study were willing to pay more for eco-labelled seafood. Only 

one of five could not consider spending additional money on such a commodity. Two fifths of 

all respondents were willing to pay 5 SEK more and over a third was willing to spend even 10 

SEK more. These numbers feel quite high and it is important to consider whether this is stated 

WTP or actual WTP, e.g. would people really purchase a product that costs around 50 SEK 

instead of 40 SEK in reality or is the answers given in the survey stated to please the 

interviewer? To establish that, more research is needed with focus on actual purchasing. 

Nonetheless, the outcome of my study regarding gender differences and WTP falls in line 

with earlier findings since my results show that women tend to have larger WTP than men; 

results that are statistically significant and support previous research on related subjects. 

 

Awareness gives different reasons to purchase 

The knowledge of the existence of eco-labelled seafood was low among the consumers. Just 

about a fourth of the respondents in my study declared that they were aware of its presence. 

This means that the stated WTP and reasons to purchase in majority are based on a 

hypothetical scenario due to the fact that most respondents were not aware of the existence of 

eco-labelled seafood and therefore answered hypothetically. However, almost all of the 

people that actually knew about this kind of commodity were willing to pay more, and they 

are also those who in fact might have purchased the products in real life. Among the 

respondents who did not know about the existence of eco-labelled seafood the WTP was 

lower. Two potential conclusions can be drawn from this, where the first possibility is that 

people who are interested in environmental/health questions have gathered information about 
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eco-labelled seafood themselves and as a result are willing to pay more/purchase it due to 

environmental and/or health reasons. The other option is that it is the knowledge itself which 

has created a demand and consequently is the reason for consumers to acquire the product. 

The latter explanation would mean that consumers, when made aware of the existence of eco-

labelled seafood, would be willing to pay more for these kinds of merchandise. That is, 

information creating a demand. When comparing people with knowledge of eco-labelled 

seafood with those without, it is obvious that people with awareness were more concerned 

about the environment since the two groups answered quite differently. Half of the 

respondents with knowledge stated the environmental alternative as the main reason and only 

about one out of ten claimed health as the prime cause. Among those without knowledge 

slightly more than a third chose the environment and a little more than a fifth preferred the 

health alternative, which is twice as many as among those with knowledge. Since people 

aware of eco-labelled seafood chose the environmental alternative to a higher degree it would 

suggest that those already interested in environmental issues also had gained knowledge about 

the existence of eco-labelled seafood. This lies within their realm of interest and they are 

willing to pay more for it as well; an idea supported by earlier research which has shown that 

people with a high environmental concerns purchase the more costly eco-labelled products to 

a higher degree than those who are not very interested in environmental issues. 

Still, the possibility that information creates a demand should not be ruled out. Since the 

general awareness was low there is no saying what would be the result if the knowledge was 

much higher. If those aware at the moment are people with above average environmental 

concern and WTP it does not necessarily mean that all the other consumers are indifferent to 

environmental issues. Perhaps if they were made aware that eco-labelled seafood existed 

some of them would gladly contribute to a better environment and the reason for not 

purchasing the product at the moment is simply due to the fact that they are uninformed. 

Information could change the behaviour and norms. As my case study showed the WTP was 

high among the whole sample which can be interpreted as a high interest among the 

consumers and a vast potential for eco-labelled seafood. A potential that can be used only if 

more information is given, which would allow people to actually purchase the products they 

have stated a willingness to pay for. One other explanation regarding the heightened 

environmental choice among people with awareness could be that they also know that an eco-

label is indeed not a health label at all and thus would never purchase such a product on that 

premise. Nonetheless, since almost all of the people with knowledge also were prepared to 

spend more money on this kind of merchandise, with the prime reason of environmental 
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concern, a high degree of altruism is present. The reason for purchasing eco-labelled seafood 

can thus depend on what kind of view the consumers have on the natural world.  

 

Reason to purchase depends on the view of the environment 

The environmental discourse is a vast and heterogenic one and the way people view nature 

and the environment differs substantially and the discussions often tend to attain philosophical 

tendencies. This is important when considering a phenomenon as eco-labelling. The 

perception of it differs depending on what kind of environmental philosophy adopted. Those 

leaning at an anthropocentric view of the world would probably state health reasons as the 

main reason of purchasing a product as eco-labelled seafood, since humans are considered to 

be in centre and nature exists in order to provide with natural resources. People who view the 

natural world in a non-anthropocentric way can instead be expected to state environmental 

preferences to a higher degree since nature is given an intrinsic value. In this case the 

altruistic motive is prominent while a more rational thinking presents itself in the case of the 

anthropocentric view.  

 

Health not as prominent 

In my study the environmental concern and the combination environment/health were more 

popular alternatives than health as a solely factor. In earlier studies the health motivation has 

been a major reason when people bought eco-labelled food. In my case study this was not the 

case, since health as a sole factor was the least preferred alternative. If previous studies have 

shown environmental concern to be a low priority and health to be a top one, the results from 

this study might seem odd. A reason for the higher environmental concern regarding seafood 

in comparison to other sorts of eco-labelled products might have to do with the production 

and manufacturing methods. Eco-labelling has traditionally been focusing on agriculture and 

animal keeping, areas with lots of chemicals and artificial substances. In this case the eco-

label guarantees a production free of these elements which has been interpreted as a good 

thing for human health. This connection does not exist regarding seafood since most fish and 

shrimps are caught in the wild. Due to this the health motivation becomes weak and reports 

about overfishing and unsound catching methods favour the environmental aspect.  
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Rational action not enough 

The rational choice theory states that all individuals act in a fashion to enhance and increase 

the own benefit and well being. In a narrow scope it means that buying these kinds of 

products only occur if it would somehow benefit oneself, in this case the motivation of a 

better health. My research shows that the issue is more complex than that. I believe that the 

rational choice theory can explain certain parts of the phenomenon but that the alternative 

approach with its different angle sometimes is better suited to fully understand the purchase 

behaviour of the consumers. That is, if the narrow understanding of the rational choice theory 

is adapted where a rational act only benefits the individual.  

 The rationally acting individuals contribute to overfishing and bad management of the 

marine resources. Individual fishermen raise their catch in order to increase their own income; 

efforts that benefit the individual but collectively deplete the common resources of seafood. 

As shown by the examples of the tragedy of the commons or the prisoners’ dilemma, self 

serving is preferred to cooperation. The possibilities of free riding is vast both by fishermen 

and also by consumers, whom can chose the non-environmental alternative but still benefit 

from the environmental efforts created from those who develop and those purchasing green 

products. Yet, there are scenarios where individuals are not as obvious in their rationality. As 

shown in the case study results the rational alternative, the health incentive for purchasing 

eco-labelled food, was the least favoured. Environmental concern and the combination of 

environment/health must be seen as altruistic and semi-altruistic motives. The rational choice 

theory in the narrow sense halters as a tool to explain these results but the alternative 

approach might be able to clarify the situation. The results can be viewed in the light of the 

voting paradox. To buy a product with a higher price which is good for the environment, but 

where the actual purchase is a contribution so small that it in practice does not matter at all, is 

not a rational thing to do. Still, people do it. An interpretation might be, as suggested 

regarding voting, that this behaviour is a means for people to state their preferences. Such a 

view is supported by the fact that those in my study who were aware of eco-labelled seafood 

to a higher degree chose the environmental alternative. To purchase environmentally sound 

products is a statement of a preferred environmentally friendly behaviour and maybe a display 

of a lifestyle and/or statement of a non-anthropocentric view of the natural world.  

Rational choice theory can successfully explicate certain mechanisms behind overfishing 

and collective actions dilemmas. Nevertheless, my research shows that the explanation can 

not really cover the issue of the respondents’ willingness to pay and reason for purchasing 

eco-labelled seafood, unless the notion of stated preferences is adapted. Other components 
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enter the picture, where altruism and ethical preferences become important. Still, the 

combination of environment and health were prominent in my study. This can perhaps be 

explained with the opinion expressed by KRAV, that good environment creates good health. 

Many consumers may thus consider eco-label to be a part of the two domains at the same 

time.  
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Chapter 6: Conclusion 

 

In this study a quantified method has been used in order to establish the knowledge of, 

willingness to pay for and reasons to purchase eco-labelled seafood in Sweden. A 

convenience sample of 175 interviews was drawn within the line of the contingent value 

method. The rational choice theory as well as an alternative approach has been used to 

analyse the findings. 

 

The case study results displayed a low awareness where merely a quarter of the respondents 

stated knowledge of the product. Those aware expressed a larger degree of WTP and chose 

the environmental alternative more often. The higher WTP is statistically significant. A shift 

can be detected from altruistic to egoistic for those with and without knowledge of eco-

labelled seafood. The average WTP was high. Four out of five were willing to pay more. 

Women tended to have higher WTP then men. The gender differences were statistically 

significant and are supported by earlier studies. The reasons to purchase eco-labelled seafood 

were divided in an equal amount regarding environmental concern solely and both health and 

environment. Health as the only factor was the least preferred alternative. 

 

My research shows that purchasing eco-labelled seafood is can be done based on different 

premises, with more or less self-beneficial motives. Although eco-labelled products often cost 

more and the own contribution to an enhanced environment, people buy them. Earlier 

research has shown that the individual health has been one of the main reasons for people to 

purchase eco-labelled food and environmental concern were a low priority, which support the 

notion of benefit-maximizing individuals. In my study the health argument were less 

prominent in comparison to environmental concern, which suggests that other preferences are 

present like altruism and environmental ethics.  
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Implications and suggested further research 

Since this is a pilot study the suggested further research would be an extended study with 

mixed methods. A quantified part with a large random sample and a survey with questionnaire 

to collect information that could be generalised to the whole population, as well as a smaller 

numeral of deep interviews with an amount of people who purchase eco-labelled seafood. It 

would be interesting to investigate actual purchasing pattern to establish if people really do 

buy eco-labelled seafood or if they only state that they might. The relationship between 

knowledge and purchase patterns is also something for future research to investigate. My 

study showed that those aware of eco-labelled seafood stated WTP to a higher degree and also 

displayed larger environmental concern. Further studies within this area should clarify the 

causal mechanism. The picture will become more complete if both quantified and qualified 

data fill the gap of knowledge and hopefully the results may show the way to enhance 

environmental policy in the future realm of eco-labelling. 

 

Eco-labelling is a trustworthy concept and a credible instrument for consumer guidance. The 

results from the case study showed that the majority were unaware of the existence of eco-

labelled seafood but also that those already interested in environmental issues were those who 

displayed the largest willingness to pay for it. If eco-labelling is a step towards sustainable 

development this lack of knowledge is an obstacle. A heightened awareness with the 

important issue of overfishing and depleting fish stocks may raise the environmental 

consciousness and thus the interest of eco-labelled seafood. As suggested by Magnusson and 

Biel; a change of values and attitudes in society as a whole may result in larger environmental 

concern and a more positive attitude towards the more expensive eco-labelled products. This 

is not an easy task but a necessary one when aiming at a more sustainable way of living. 

Awareness is a key to that.  
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Appendix: Answer frequency from case study 
 

The results show the exact number of respondent and percentage of n 

Gender (n=175)       
Men 77/44 %     
Women 98/56 %     
Total X/% of n 175/100 %     
      
Awereness (n=175) Total Men Women   
Aware 41/23 % 17/22 % 24/24,5%   
Not Aware 134/77 % 60/78 % 74/75,5%   
Total X/% of n 175/100 % 77/44 % 98/56 %   
      
Willingness to pay (n=175) Total     
No WTP 35/20 %     
WTP < 5 SEK 5/3 %     
WTP 5 SEK 72/41 %     
WTP 10 SEK 63/36 %     
Total X/% of n 175/100 %      
      
Pay more, total (n=175) Total Men Women   
YES 140/80 % 57/74 % 83/85 %   
NO 35/20 % 20/26 % 15/15 %   
Total X/% of n 175/100 % 77/44 % 98/56 %   
      
Pay 5 SEK more (n=140) Total     
YES 135/96 %     
NO 5/4 %     
Total X/% of n 140/100 %     
      
Pay 10 SEK more (n=140) Total Men Women   
YES 63/45 % 18/32 % 45/54 % Gender differences  
NO 77/55 % 39/68 % 38/46 % statistically significant  
Total X/% of n 140/100 % 57/41 % 83/59 % (p=0,008 chi square)   
      
Reason of purchase (n=140) Total Men Women   
Environment 57/40,7% 24/42 % 33/40 %   
Health 26/18,6% 13/23 % 13/16 %   
Both 57/40,7% 20/35 % 37/44 %   
Total X/% of n 140/100 % 57/41 % 83/59 %   
      
      
      
      
      
      
      



 

 

      
Reason of purchase/awareness (n=175)  Aware Not Aware    
Environment 20/53 % 37/36 %    
Health 4/11 % 22/22 %    
Both 14/37 % 43/42 %    
Total X/% of n  38/27 % 102/73 %    
      
WTP among people/awareness (n=175) Aware Not Aware  Willingness to pay  
Pay More 38/93 % 102/76 %  depending on awareness  
 Not Pay More 3/7 % 32/24 %  statistically significant  
 Total X/% of n  41/23 %  134/ 77 %  (p=0,020  chi square)   
      
      

 


