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Abstract 

 
The purpose of this project is to analyse attitudes and behaviour in relation to the purchase of 

“green cars”. In order to understand how attitudes and behaviour of consumers are involved in 

the purchase process the researcher will, firstly, define attitudes and behaviour and the 

relationship between these two variables against the background of the automobile industry in 

both France and Ireland during the secondary research. Exploration of consumers‟ attitudes 

and behaviour towards environmental issues and the purchase of „green cars‟ will be the focus 

of the primary research guided by the research questions posed at the outset.  

In order to answer the research questions, the researcher will undertake field work by using a 

mix of qualitative and quantitative methods. In order to collect relevant and accurate data, the 

researcher will use in-depth interviews as a qualitative and quantitative tool to capture French 

and Irish respondents‟ attitudes and behaviour towards environmental issues and the purchase 

of „green cars‟.  

The researcher will then analyze the data collected through the administration of the in-depth 

interviews in France and in Ireland to ascertain whether the increased awareness of 

environmental issues impacts on respondents‟ attitudes and behaviour towards the purchase of 

„green cars‟.  

Finally, the researcher will conclude, based on the primary and secondary research findings, 

whether environmental issues are a factor in respondents‟ car purchase decisions.  

After having completed this research, the researcher will generate recommendations in the 

context of further research for this critical environmental issue.  
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Chapter 1 - Introduction 

 

1-1 Research Background 

Environmental issues are critical nowadays. All consumers are aware of the dangers of air 

pollution, waste and global warming. For many people, organizations and political parties, 

environmental issues are a very sensitive subject. Businesses are very concerned with these 

issues. However, the business most affected is the automobile industry. Indeed, many 

improvements have been made in terms of “green technology” in a very short period of time 

and used by car manufacturers.   

 

Attitudes and behaviour have a strong influence in terms of our purchases. Indeed, they are 

the main triggers in the purchase process and can influence our perception of a product. 

However, there are many other variables that can influence consumers‟ purchase behaviour 

including previous experiences, childhood, friends or even family. It is a very complicated 

process that enables businesses to either adapt their products or services according to 

consumers‟ needs and wants or make consumers‟ attitudes and behaviour change.   

 

In this research, the researcher will show that ongoing worldwide environmental issues can 

have an impact on consumers‟ attitudes and their purchase behaviour in the automobile 

industry. The researcher will also show that today many consumers are more aware of 

environmental issues and consequently may purchase products according to their impact on 

the world in terms of pollution, waste and climate change. According to McCarty and Shrum 

(2001), “environmentally conscious behavior is unlikely to deliver instant personal gain or 

gratification,” but rather the future-oriented outcome (e.g. cleaner environment) often benefits 

society as a whole. The researcher is very conscious in relation to the impact of environmental 

issues on consumers‟ attitudes and purchase behaviour. For car companies, it is critical to 

know the importance of environmental issues and their impact on consumers‟ attitudes and 

purchase behaviour. Indeed, it enables them to attract new consumers and adapt the product to 

their needs and expectations. Being aware of current environmental issues and consumers‟ 

needs and expectations enables car companies to be more competitive in the automobile 

market and add value in order to be ahead of the competition in terms of innovation and 



- Attitudes and Behaviour of Consumers Towards « Green Cars »    - 

2 
 

advanced technology. With increasing competition every company seeks to enhance their 

market share. 

 

Throughout this research, the researcher will attempt to understand how consumers react and 

behave in relation to environmental issues when purchasing cars. The researcher selected this 

topic because technology and the environment are two issues that need to be considered from 

the perspective of international business. This is the reason why, this research merits to be 

investigated and analyzed. 

 

1-2 Rationale for the Research 

This research project is focused on consumers‟ attitudes and behaviour in relation to the 

purchase of “green cars”. The researcher will make a comparison between French and Irish 

consumers focusing on the impact of current environmental issues on their attitudes and 

behaviour. The researcher wants to know whether the increased awareness of the protection of 

the environment affects consumers‟ attitudes towards green products and drives consumers‟ 

behaviour towards the purchase of “green cars”.  

 

1-3 Research Objectives 

In order to achieve the stated aim of this project, the researcher has set up the following 

secondary objectives: 

1. To define attitudes and behaviour and explore the linkages between these two 

variables; 

2. To analyze consumers‟ attitudes towards environmental issues; 

3. To identify the influence of attitudes and behaviour on the car purchase process; 

4. To identify the “green car” industry and analyze its impact on consumers‟ attitudes 

and behaviour regarding the purchase of “green cars”. 
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The following primary research questions were considered necessary:  

1. What is the profile of car buyers in the current French and Irish markets?  

2. Are these consumers aware of and concerned about environmental issues? 

3. Do these consumers adopt environmentally friendly behaviour? 

4. Does the concern for and awareness of environmental issues impact on consumers‟ car 

purchase decisions?  

Through the achievement of the secondary objectives and the implementation of the research, 

the researcher hopes to understand how consumers behave in relation to environmental issues 

when purchasing cars.  

 

1-4 Research Methodology 

This part of the project emphasizes the way the researcher will conduct the research in order 

to demonstrate how environmental issues impact on consumers‟ behaviour in relation to the 

purchase of “green cars”. In order to answer the primary research questions, the researcher 

will use an exploratory and qualitative research methodology. This method is relevant as the 

researcher wants to know how consumers behave and react towards environmental issues 

when purchasing cars. The researcher will collect qualitative data such as feelings, opinions, 

and thoughts. The researcher will administer a set of thirty in-depth interviews to fifteen 

French and fifteen Irish respondents. As the research is focused on the purchase of a “green 

car”, the targeted respondents need to hold a current driving licence. The in-depth interview is 

designed with a list of fifteen questions including a mix of open-ended and multiple choice 

questions. The collected data will be confidential.  

 

The researcher will analyze the findings gathered through the exploratory, qualitative 

research. The findings will reveal whether environmental issues have an impact on 

consumers‟ attitudes and behaviour when purchasing “green cars”. The researcher will 

demonstrate linkages between the data collected in the secondary research and the different 

opinions and views from the in-depth interviews. 
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1-5 Research Limitations 

Due to time limitations and the difficulties involved in undertaking this research, the 

researcher had to be very focused in terms of selecting and comparing only Irish and French 

consumers. If time had permitted, it would have been interesting to have carried out the same 

research in relation to other European respondents.  
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Chapter 2 - Literature Review 

 

2-1 Introduction 

The purpose of the literature review is to define and analyze the main terms appearing in the 

research questions and objectives. The researcher will define attitudes and behaviour 

separately in order to understand what they mean through theories from different researchers 

with different approaches. The researcher will then make linkages between these two 

variables and discuss how they influence the purchase process. Given that the project 

emphasizes attitudes and behaviour towards car purchase and environmental awareness, the 

review will explain and define what exactly environmental awareness means by focusing on 

the ongoing international environmental issues that many countries are currently addressing. 

Finally, the researcher will analyze the automobile industry and consumers‟ concerns in terms 

of their car purchase.  

 

2-2 Defining Attitude  

“Attitudes are usually represented as being positive or negative, favorable or unfavorable to 

an object, idea, or other entity” (Foxall, R et al 1998). This quotation clearly shows that 

consumers will have positive / negative attitudes towards their car purchase. Furthermore, an 

attitude is a “psychological tendency that is expressed by evaluating a particular entity with 

some degree of favor or disfavor” (Eagly and Chaiken, 1993).  

 

According to Perloff (2003) “attitudes are learned, enduring, global and typically emotional 

and are strongly linked with behavior.” 

 

If attitudes are learned this means that people learn attitudes as they are growing up, 

throughout the socialization and educational processes in childhood and adolescence: “The 

process by which an individual learns the norms, values, beliefs attitudes and behavioral 

patterns of the group to which they belong” (Knott D. J). People learn by looking at what 

others are doing and imitate, behave or act according to what they see.  
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Attitudes are enduring, they do not leave after you have acquired them. Attitudes act as a 

reflex in your mind. You behave, act or think according to the situation in which you are and 

according to the knowledge and habits that you have acquired throughout your childhood and 

your education. Nothing can change your thoughts: “They do not disappear after you have 

made an evocative speech in defense of children‟s rights” (Knott D. J). 

 

Attitudes are global, typically emotional: you have your own opinions, judgement about 

beliefs. You are not neutral: “You are for or against an object” (Sherif C W et al 1965). You 

can either like or dislike something, you have many feelings on a special topic or you can 

even mix your feelings and have different emotions at once. Attitudes are expressed through 

thoughts, feelings and behaviour and can be contradictory relating to the same issue. 

 

2-3 Attitude Functions 

According to Maier (1965), “attitudes determine meanings, reconcile contradiction, organize 

facts and select facts”. This view has been supported by Foxall R. et al (1998, pp. 103).  

Furthermore Katz (1960), psychologist and sociologist, argues that there are four functions to 

attitudes: 

 The adjustment function: consumer assesses the device or product and its utility in 

order to achieve her / his goals. 

 The ego-defensive function: people or consumers use attitudes in order to enhance her / 

his place in a social world and protect her / his image. 

 The value expressive function: people or consumers express her / his feelings or 

opinions to others. 

 The knowledge function: people or consumers define and build her / his own world in 

terms of knowledge, or the knowledge function “gives explanation to both physical 

and metaphysical phenomena” (Katz, 1960). 

The foregoing functions in relation to attitudes are among many others but the main objective 

is to adapt ourselves to our society. 

Attitude is about how consumers behave or react to new brands, products, ideas or even 

opinions and in some cases attitude can be a trigger for consumption or purchase behaviour. 

In that way, attitude can be defined as a predictor of behaviour. 
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2-4 The Link between Attitudes and Behaviour  

While there is a clear and demonstrative link between attitudes and behaviour, there is one 

school of thought, whereby, some researchers claim that attitudes can result from what the 

consumer has learned about the product and its effect and decides if he/she will or will not 

buy the product. However, there is another school of thought, whereby, researchers think 

consumers‟ attitudes are related to their beliefs and perceptions.  

2-4-1 Structural Models of Attitudes 

2-4-1-1 Tricomponent Attitude Model 

This model emphasizes three components such as (Quinn, 2008): 

- Cognitive component: knowledge that the consumer acquires through experiences and 

information related to the suitable product. 

- Affective component: when the consumer has a strong feeling for a particular product. 

- Conative component: probability that the consumer will act or behave in a particular 

way towards a product. 

2-4-1-2 Multiattribute Attitude Models 

This model assumes that a consumer‟s attitude about an object will depend on the beliefs they 

have about several or many attributes of the object. In that case attitude is a mix between 

attributes, beliefs and importance (San Francisco State University, 2008). 

There are different approaches: 

 

- Attitude-toward-Object Model:  

This approach emphasizes that attitudes are based on “consumer beliefs about the attributes 

and benefits of a brand” (Fishbein, 1975). Before the consumer undertakes behaviour, he 

evaluates the product‟s attributes: what are the benefits the consumer would get from this 

product?  
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- Attitude-toward-Behaviour Model:  

“This is the individual‟s attitude towards behaving or acting with respect to the attitude object 

rather than the attitude to the object itself” (Quinn, 2008). This approach analyzes attitude 

towards behaviour. It is concerned with consumers‟ reactions towards a particular product, 

before consumers familiarize themselves with the product and undertake the purchase 

process. They are firstly trying to get to know the product, whether or not the product would 

suit them and their expectations. 

 

- Reasoned Action:  

This theory suggests that a person's behavioural intention depends on the person's attitude. If a 

person intends to behave in a certain way it is likely that the person will do so. According to 

Fishbein (1975), this theory is designed as a process starting by “intention versus behaviour”, 

followed by “social pressure” and finishing by “attitude towards buying”. The following 

diagram below demonstrates the theory: 
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Fishbein‟s model (1980) is based on the integration of “the separate evaluations of the salient 

beliefs, weighted by the strength of each belief, to create an overall evaluation or attitude”. 

Individuals can acquire either beliefs through the direct experience with the product or 

information from friends or from vicarious experiences. This way of evaluating approaches or 

opinions towards the product influences individuals regarding the adoption of attitudes and 

behaviour. Moreover, individual‟s beliefs define individual‟s attitudes towards that object. In 

fact, beliefs and intentions compose attitude: “Attitudes always produce pressure to believe 

consistently with them, but external pressures and extraneous considerations can cause people 

to behave inconsistently with their attitudes. Any attitude or change in attitude tends to 

produce behaviour that corresponds with it” (Freedman, J. L. et al, 1970). When subjects have 

the skills required to enhance the behaviour there is a high relation between attitudes and 

behaviour, whereas, when there is a lack of those skills the relation is less enhanced. Fishbein 

has noticed that behavioural criteria have almost never been as much subjected to the same 

previous and rigorous analysis as verbal attitude measures. He argued that such analysis is 

required to understand the relation between attitudes and behaviour. Attitudes are tied with 

thought and action (behaviour).  
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2-4-2 Other Models 

2-4-2-1 ABC Model of Attitudes 

According to Solomon et al (2006) attitude has three components: “affect refers to how a 

consumer feels about an object, behaviour involves a consumer‟s intention to do something in 

regard to an attitude object” and cognition refers to the consumers‟ beliefs in relation to a 

particular object. These three components are important to understand the process of a 

consumer‟s purchase. They have an impact on purchase behaviour which is explained in the 

following diagram:  

 

Diagram 2-4-2-1: Three hierarchies of effects 

“This model emphasizes the interrelationship between knowing, feeling and doing” (Foxall, 

1998). 

 

According to the location of each component in the hierarchy, the result in terms of type of 

attitude is different. These three components influence the different attitudes which in turn 

influence purchases and behaviour. In order to measure how attitudes are processed these 

three components are required to make an accurate link between attitude and behaviour. 

These “three hierarchies of effects” are implemented only when consumers make an 

important purchase decision.  
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2-4-2-2 Planned Behaviour 

“Planned behaviour” (ATP Social 5: Attitudes) is an extension of the theory of reasoned 

action. This theory enhances the relationship between attitudes and behaviour and gathering 

subjective norms and perceived control to influence a person‟s actions. Attitude towards 

behaviour requires acknowledgements: 

 Acknowledging the potential influence of intentions on behaviour. 

 Acknowledging the potential influence of social expectations on behaviour. 

 Acknowledging the potential influence of internal constraints on behaviour. 

 

What this theory emphasizes most is the influence of intention on behaviour. The stronger the 

intention to engage in a behaviour, the more likely it is to occur. 

Through the different approaches above, we have seen that according to the research, the link 

between attitude and behaviour is diverse. Behaviour can be influenced by either external 

variables (e.g Reasoned Action) or by consumers themselves (e.g ABC Model of Attitudes).  

In terms of external variables, consumers are undertaking the purchase process because they 

have a positive or negative belief, an opinion from friends, family, fellow employees or even 

public opinion.  

In terms of consumers themselves, this approach emphasizes the fact that consumers learn 

about the product personally. They perceive an idea or image regarding products through 

advertising, newspapers, radio or TV. Also, the habits that they acquired during their 

childhood or education can influence their purchases.  

We have, therefore, seen that behaviour can be influenced by either external variables, 

(Reasoned Action) or by consumers themselves (ABC Models). Indeed, both approaches are 

apparent in the purchase process and can even complement each other.  
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2-5 International Environmental Issues  

2-5-1 A Global Context 

Europe and other continents (Asia / North America) are strongly aware of the improvements 

needed to reduce and ultimately stop waste, climate change and pollution, caused by factories 

and cars. 

 

According to the Environmental Challenges in a Global Context Report: “Europe is 

contributing to environmental pressures and accelerating feedbacks in other parts of the world 

through its dependence on fossil fuels, mining products and other imports.” Therefore, Europe 

needs to increase its environmental awareness and become more conscious of the impact of 

pollution, waste and climate change on the environment as Europe is the main importer of 

fossil fuels and mining products in the world. 

 

The EEA European Environment - State and Outlook 2010 Reports explained that there is a 

clear link between “environmental challenges combined with unprecedented global 

megatrends.” In fact, environmental risks can affect the technological, political, economic and 

social megatrends (See appendix 1). Today, as environmental issues are considered serious by 

stakeholders (organizations, governments, scientists, and researchers), many improvements 

have been made in terms of life changes when new technologies are implemented. Indeed, the 

environment can increase and accelerate technologies. For example, lots of devices or 

mechanisms are designed and built in order to reduce the quantity of pollution in the air. 

Electric buses or the availability of bicycles in cities are ways, among others, which enable 

the worldwide population to minimize the effects of environmental risks. Stakeholders force 

and promote new and better ways to address environmental risks. 
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The main environmental issues include (EEA European Environment - State and Outlook 

2010 Reports): 

- Continuing depletion of Europe's stock of natural capital and flows of ecosystem 

services, 

- Climate change, 

- Nature and biodiversity, 

- Natural resources and waste, 

- Environment, health and quality of life, 

- Links between the state of Europe's environment and various global megatrends, 

- The notion of dedicated management of natural capital and ecosystem services, 

- Increased resource efficiency and security, 

- Implementing environmental policies and strengthening environmental governance,  

- Transformation towards a greener European economy. 

 

Many of the above issues are still being addressed and there are a lot of improvements still to 

be made.   

 

2-5-2 Future Environmental Issues  

Environmental issues are currently being addressed by many analysts and researchers in order 

to change consumers‟ habits in terms of their purchase behaviour and environmental 

awareness. Some of them refer to “green purchase behaviour” or “green buying behaviour”. 

Indeed, Yeonshin and Sejung argued that collectivism “influences beliefs about consumer 

effectiveness, which in turn influence green buying behaviour.” However, new environmental 

priorities have to be considered as the EEA European Environment - State and Outlook 2010 

Reports clearly mention:  

- Better implementation and further strengthening of current environmental priorities. 

- Dedicated management of natural capital and ecosystem services. 

- Coherent integration of environmental considerations across the many sectoral policy 

domains. 

- Transformation to a green economy. 
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From the foregoing analysis, we can highlight that many changes and improvements need to 

be made in order to promote environmental awareness. Stakeholders are already facing new 

priorities, while the previous ones have still not been implemented. If we want to conserve 

natural resources, reduce waste and climate change and improve our quality of life, more 

consumer awareness operations need be implemented in order to change their purchase habits.  

According to the Institute – Veolia Environment: “climate change is one of the major 

phenomena of the 21st century. Finding a consensus on the reality of climatic uncertainties 

and the dangers that they represent lies at the heart of the great economic, environmental and 

social issues that will be at stake over the next few decades. If current predictions are 

confirmed, our modes of production and consumption will have to change radically.” 

However, purchase behaviours are well defined and it is going to be very difficult to make 

consumers change in a short period of time. Changes have to be made from childhood and 

parents need to educate their children in different ways, for example, in terms of recycling. 

They have to make themselves and their children realize that these new recycling methods are 

undertaken in order to minimize pollution and make society benefit from a clean and healthy 

environment. Webster (1975) defined “a socially conscious consumer as a consumer who 

takes into account the public consequences of his or her private consumption or who attempts 

to use his or her purchasing power to bring about social change.” Moreover, Follows and 

Jobber (1999) argued that “consumers incorporate social issues (e.g. environmental) into their 

purchase decision by evaluating the consequences of their consumption upon society.” 
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2-6 Environmental Awareness and European Consumers  

The degree of environmental awareness could be summarized in the following graphs (EEA 

European environment - State and outlook 2010 Reports): 

 

Diagram 2-6: Segment strategy, showing potential by segment and main emphasis for 

interventions 

 

There are many types of consumers as we can see above. They are interpreted in different 

ways. People who are willing and able to do more in this model are called positive greens, 

concerned consumers and sideline supporters and could be effectively engaged through 

communications, community actions, and targeting individual opinion leaders.  These types of 

consumers are really affected and concerned by “green behaviour” as they support this type of 

behaviour and want the entire population to change their habits. 

Those who are concerned about how others act in this model are called cautious participants 

and waste watchers and would need government leadership as well as social norms 

supporting sustainable lifestyles to change. These people cannot change their behaviour 

through their own initiatives. They need to be supported by laws or rules, which for example, 

would mention the need to recycle waste. 
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Those less willing to act are typified as stalled starters and honestly disengaged but could 

be encouraged through pricing policies, regulation or choice editing. What drives these types 

of consumers when they are purchasing a product is the price. Therefore, in order to make 

them adopt a “green behaviour”, prices have to be low. 

2-6-1 Irish Consumers’ Analysis 

According to the National Consumer Agency (2010) Irish consumers are price conscious and 

it is a key driver in relation to their purchase behaviour. They are saving as much money as 

they can. In 2009, when grocery shopping, price represented 62% of the decision making 

process; and 89% of Irish consumers were highly aware of price. As 53% of consumers 

believe that their income decreased in 2009 due to the recession, they are more focused on 

thinking carefully about what and when they buy. According to Kelly et al (2004:11), “despite 

having recycling facilities available to them”, a fifth stated that they never sorted glasses, 

plastics and so on for recycling. Moreover, two thirds of Irish people argued that they never 

cut back in car driving for environmental reasons. In 2004, 53.3% of Irish people were willing 

to pay much higher prices in order to protect the environment; 34.3% were willing to pay 

much higher taxes in order to protect the environment; and 35.3% were willing to accept cuts 

in their standard of living in order to protect the environment (Kelly et al, 2004:43-45). These 

figures clearly show that Irish people are not fully involved in the protection of the 

environment but it also proves that a minority of people would be willing to undertake “green 

initiatives”. According to the “segment strategy” framework above, Irish consumers would be 

considered as cautions participants because they are not really involved in the eco-friendly 

process but they would implement “green behaviours” and make concessions in terms of 

money.  

2-6-2 French Consumers’ Analysis 

Since the French economy has slowed down, French consumers are spending more time on 

the internet. They are purchasing by using web retailers and enjoy offers and discounts. 

Although, trying to reduce their spending, they have undertaken a new type of purchasing, 

called “positive consumption”. This type of behaviour focuses on environmental issues and 

health. Global Warming is a critical issue and people feel concerned. In 2007, 75% of French 

people argued that they saw their spending on fuel increased. In order to spend less, they 

became more concerned about energy consumption. In 2007, a ninth of car owners agreed to 
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purchase a car which was 10% more expensive in order to reduce CO2 emissions. Biofuels 

are also not really in the mindset; only a third of French people have adopted this energy as an 

alternative one (Automobile et Environnement, 2007). According to the “segment strategy” 

framework above, French consumers would be, therefore, more considered as stalled starters 

or waste watchers. Indeed, they want to undertake “green behaviour” because it would 

reduce their spending, not because they really want to help the environment. Moreover, they 

need more support from government in order to make them change their behaviour. 

As we analyzed above, there are several types of consumers regarding environmental issues. 

They are influenced by different variables, whether they are concerned by prices - low prices 

drive consumers because they are focused on savings - or by the necessity of reducing the 

level of pollution and waste through their own initiatives or government regulations. 

Nowadays, it is very difficult to keep up a certain level of savings when prices are rising. 

Indeed, people are embracing a way of life based on saving money for food, clothes as well as 

cars. On the other hand, there are still people who are very affected by waste and pollution 

issues and want to participate in the “recovery process” in terms of protection of the 

environment. This is the reason why, these people are purchasing products that minimize the 

levels of pollution and waste. The car industry is highly conscious of these people. However, 

it is important to emphasize that it is only a minority of the population that does not feel 

concerned about environmental issues and keep purchasing products that increase the level of 

pollution and CO2 emissions.  

Different types of attitudes and behaviour in relation to environmental issues are driven by 

consumers‟ level of education, experiences or the way they have been raised. “Environmental 

concern is a function of socialization and social structure” (Environment and Behavior, 2001). 

It also depends on the degree of influence that family and friends have. Indeed, whether 

people are called “positive greens, cautious participants and waste watchers”, “stalled 

starters” and “honestly disengaged” depends on how strongly influenced they have been: 

“Education serves to heighten environmental concern and awareness because it can increase 

an individual‟s ability to appreciate complex and integrative large-scale problems”. 

(Environment and Behavior, 2001) 
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2-7 What is a “Green Car”?  

“Green cars” are innovative cars that lead cars manufacturers towards a higher level of 

environmental sustainability. “Green cars” have ecological or economical motivation. 

According to the European Commission, there will be a reduction of the “average emissions 

from new passenger cars in the EU to 120 g of CO2/km. This proposal should enable a 

reduction to 130 g of CO2/km and complementary measures yet to be adopted by the EU 

should deliver a further reduction of 10 g/km”. The following represents the initiative to 

minimizing environmental impacts through the creation of positive impacts on the 

environment by incorporating “green engines” that work with “green technologies and 

alternative fuels” (From greencar.com and Wengenroth, S. 2010:29): 

- Hybrid: “combines two or more different propulsion systems, typically a gasoline 

engine and one or more electric drive motors”. 

- Electric: “electric cars produce zero localized emissions since they‟re propelled by 

electric motors that run on batteries charged”. 

- Hydrogen: “it is the cleanest of all alternative fuels, burning with nearly zero 

emissions in an internal combustion engine and with emissions of only water vapor 

and heat in an electro-mechanical fuel cell”. 

- Natural Gas: “it is the cleanest-burning fossil fuel that is used by medium- and heavy-

duty commercial vehicles. Natural gas is stored and used in its liquefied or 

compressed states”. 

- Plug-ins: “it allows gasoline-electric hybrid vehicles to be recharged from the grid and 

run many miles on battery power alone. A gas engine provides additional driving 

range as needed after the battery power is gone”. 

- Biofuels (first generation) from biomass:  

o Compressed biogas from Organic waste;  

o Biodiesel (100%): “a renewable alternative fuel made from various sources 

ranging from waste vegetable oil to soybeans. It can often be used seamlessly 

in diesel engines of all kinds”;  

o Ethanol (100%) from Sugarcane: “it can be used in more than 30 flex fuel 

vehicle models that have been designed to run on alcohol, gasoline, or any 

combination of the two fuels from the same tank”. 
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- Biofuels (second generation) from biomass: “they are produced by generating a 

synthesis gas from the biological starting material and converting this gas into 

complex hydrocarbons in a subsequent synthesis process” (Wengenroth, S. 2010:33). 

o NExBTL (Biomass-To-Liquid) from Sunflower oil; 

o  Synthetic diesel from Waste wood.  

(See appendix 2 for more details about “climate-friendly fuels”)  

 

There are several “green technologies” and “climate-friendly fuels” that equip “green cars”. 

Usually, cars manufacturers prefer one technology over another. They contribute in the 

reduction of CO2 emissions. According to Wengenroth, S. (2010:32), “one of the important 

tasks here will be to reduce the use of fossil fuels in favor or renewable sources of energy”. 

The following table shows the different “green technologies” and “climate-friendly fuels” 

used by each car manufacturer:  

 

Brands 

“Green Technologies” used  

Hybrid Electric Ethanol Hydrogen 
N. 

Gas 

Plug-

ins 
B.diesel Other 

Ford   

Rarely used 

 X  

GM (Opel)  X    

Nissan X X    

Renault    X  

Skoda    X  

Toyota X     

Volkswagen     

Blue 

Motion 

(Stop/ 

Start) 

BMW 

(Austin 

Mini) 

  X  

 

 

Table 2-7: “Green technologies” and “climate-friendly fuels” used by each car manufacturer 

Adapted from greencar.com 
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They all have their own perspective of what is “Green Innovation Management”. According 

to Nunes and Bennett, “Green Innovation Management” is “the process to identify, implement 

and monitor new ideas that improve a company‟s environmental performance while 

enhancing its competitiveness”. Car manufacturers are trying to satisfy clients‟ requirements, 

develop new ideas and sustain “green initiatives” in order to “make the transport of tomorrow 

as climate-friendly as possible”.  
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2-8 European Automobile Industry in a Global Context 

 

Table 2-8: The Global Automobile Market 

Analysis and Statistics – The French Automobile Industry - 2005 

 

In 2004 in Europe (Western Europe and Central and Eastern Europe) car sales stood at 20.7 

million. We can notice that in Western Europe there were 16.8 million cars sold. This part of 

Europe has a lot of car manufacturers such as Germany, France, Spain, Sweden and Britain. 

This is a reason why the cars industry is very important in Europe. 

 

However, in North and South America, car sales reached 22.6 million. There were more cars 

sold in America than in Europe as the American automobile industry is one of the biggest in 

the world. It is interesting to note that both continents experienced significant growth in car 

sales, between 2003 and 2004. It means that the automobile industry continues to increase its 

market share. 
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Table 2-8: The Automobile Industry in the European Union in 2002 

The French Automobile Industry - Analysis and Statistics, 2005 

 

In 2002, European sales represented 721,442 million euro and the production costs stood at 

650,943 million euro. In France, car sales represented 192,073 million euro and production 

costs stood at 188,149 million euro. French sales and production costs represented, 

respectively 26.62% and 28.90% of the European sales and production costs. We can, also, 

notice that France is located just after Germany, in second position, in terms of sales and 

production costs ranking. 

 

There is a big gap between German and French sales and production costs and other 

countries. It proves that these two countries have the monopoly of the automobile industry 

and they are the main providers of cars in Europe. They provide the main car brands running 

on our European roads such as Renault, Peugeot, Volkswagen or even Mercedes.  

 

The low level of sales and production in the other countries is taken into account enabling the 

European Automobile Industry to compete with the American Industry which is one of the 

largest in the world. 
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Table 2-8: Passenger car production by engine type, cylinder capacity and country 

The French Automobile Industry - Analysis and Statistics, 2005 

 

These figures show that France is clearly the first country which is making electric cars with 

122 units produced in 2003 while only 25 units were produced in 2004. Nowadays, the 

production in terms of electric cars is high and continues to increase elsewhere in the world: it 

is the “economy energy race” between the car manufacturers. However, we can notice that 

gasoline and diesel engined cars are still more widely produced than the environmentally 

friendly versions. 

2-9 The French Automobile Industry 

The French Automobile Industry registers high performance in terms of selling “green cars”. 

The main objective of cars manufacturers is to reduce CO2 emission as much as they can. 

Since 2001, the percentage of CO2 emissions stabilized. “French manufacturers deliver 

affordable low consumption technologies” and this trend has an important impact on the 

environment. Two major technologies are considered as the main factors for the stabilization 

of the CO2 emissions. “The first is the diesel engine that emits 20% to 30% less CO2 than an 

equivalent gasoline engine. This is an area where French automakers are leading the way in 

some particularly promising technical and scientific developments. The second technology is 

biofuels, most of which are suitable for all vehicles, thereby, maximizing the use of this 
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renewable energy.” Since 1997, French automobile manufacturers observed a growth of 46% 

in global production. However this growth has not been sustained and in 2006 the French 

automobile manufacturing decreased by 2%. Although French automobile manufacturers 

registered this loss, they rank among the first ten in terms of car production. The total 

production (thousands) for PSA Peugeot Citroën (rank n°8) and Renault-Dacia-Samsung 

(rank n°10) are respectively 3,357 and 2,492 in 2007. (The French Automobile Industry – 

Analysis and Statistics, 2007) 

 

In the graph below the main figures are highlighted. Also the evolution of performance of the 

French automobile industry 1996 - 2006 (See appendix 3 for more details): 

 

Diagram 2-9: French automobile industry, key data  

The French Automobile Industry – Analysis and Statistics, 2007 

 

As we can see above, between 1996 and 2006 there is a growth in the production and export 

of French cars. Indeed, there is an increase of 46% for the “world production” and a great 

increase for the “cars export” and the “cars export outside EU” which represent respectively 

52% and 175%. This shows that the health of the French automobile industry is better than the 

previous year due to the increased worldwide demand for “green cars” and the decrease of 

CO2 emissions.  

 

 

 

World P° French P° Cars Export Cars 
Export, outsite 

UE

4046

2525 2822

659

5917

2791

4292

1810

French Automobile Industry – Key Data 
(thousands)

Years 1997 Years 2006
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2-10 Ireland and the Automobile Industry 

It is important to highlight that Ireland is not a car manufacturing country. However, Ireland 

imports cars from around the world. The graph below enhances the “New Passenger Car 

Registrations” in April 2011 (See appendix 4 for more details):  

Diagram 2-10: New Passenger Car Registrations, April 2011 

European Vehicle Statistics – The Society of the Irish Motor Industry 

 

The most used cars in the country are Ford, Opel, Nissan, Renault, Skoda, Toyota and 

Volkswagen. They all register more than 5% share. Ford registers 10.82%; the percentage of 

change compared to January 2010 is -31.86%. It is the biggest loss, among these brands, that 

we can observe in terms of car registrations. Opel also registers a loss of 4.22% compared to 

January 2010. The other brands have a positive percentage of change, up to 35.96% for 

Nissan. The following table outlines the Evolution of Car Registrations between 2011 and 

2010 in Ireland: 

 

 

 

 

 

10,82% 

7,03% 

7,93% 

9,27% 

13,82% 

5,46% 

11,90% 
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Brands Comparison between 2011 and 2010 

Ford -31,86% 

GM (Opel) -4,22% 

Nissan 35,96% 

Renault 0,11% 

Skoda 24,94% 

Toyota 10,65% 

Volkswagen 9,07% 

 

Table 2-10: Evolution of Car Registrations between 2011 and 2010 in Ireland 

European Vehicle Statistics - The Society of the Irish Motor Industry   

 

CO2 emissions per car in Ireland decreased from 3.70 to 3.44 tonnes. This means that 

imported cars have been improved in terms of “fuel efficiency” and it, also, allows the 

country to “offset the negative impact of the increased number of cars in use, the increased 

level of importation and any tendency for car users to increase their fuel consumption through 

the purchase of larger vehicles or higher levels of usage”. 

 

The improvements in fuel efficiency depend on the regulation set up by the motor industry to 

the EU. In 1995 / 1996, the industry undertook to reduce average emissions of new cars to 

140g of CO2 per kilometer by 2008 / 2009 (120g of CO2 per kilometer by 2012). Between 

1995 - 2009, there was a reduction in CO2 of 28%. (New Cars are More Environmentally 

Friendly from simi.ie)  

 

A new CO2 based VRT (Vehicle Registration Tax) has been introduced. “The motor industry 

have in consultation with the Department of Environment, established a new colour coded 

labeling system for new passenger cars. These labels, which are displayed on or near any new 

car for sale, provide valuable information to assist consumers in making their environmental 

decision with details on the CO2/km for the car, the appropriate VRT and motor tax rates and 

fuel usage and consumption information.” (Vehicle Labeling from simi.ie) 
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2-11 Environmental Issues  

 

Diagram 2-11: How important are these product issues to consumer purchase decisions over 

the next five years? 

KPMG’s Global Auto Executive Survey 2010 – Industry Concerns and Expectations to 2014 

 

As we can see from the above diagram, people are more and more concerned with 

environmental issues. In 2007, there were 65% of people deemed environmental friendly and 

in 2009 the percentage had risen to 80.50%. This represents an increase of 15.50% between 

2007 - 2009. We notice that the trend has changed and people care more and are concerned 

about the impact of motorized engines on the environment.  
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Diagram 2-11: How important are these product issues to consumer purchase decisions over 

the next five years?  

KPMG’s Global Auto Executive Survey 2010 – Industry Concerns and Expectations to 2014 

 

This graph is very interesting because we can see the importance for consumers when they are 

purchasing a car. Indeed, in Europe, the Middle East and Africa (EMEA), there are 80.77% of 

people who are environmental friendly, whereas, there are only 58.98% of European people 

who care about “vehicle styling”. The trend is the same for the two other continents, America 

and Asia Pacific (ASPAC). 

 

According to the KPMG’s Global Auto Executive Survey 2010 – Industry Concerns and 

Expectations to 2014, “Asian companies now rate styling, comfort and safety significantly 

higher” than “environmental friendliness”, “fuel efficiency”, “enhanced vehicle lifespan” and 

“telematics / personal assistance services”. However, they are “also more likely to rate 

environment as the top consumer concern” and fuel efficiency as another important 

consideration. 
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The above analysis shows that nowadays people are more concerned by environmental issues 

in relation to the automobile industry and car purchasing. The percentage of people that were 

environmentally conscious between 2007 - 2009 increased to fifteen points. However, sales in 

terms of “green cars” are not growing as one would expect. Consumers are not very 

comfortable with electric vehicles because they are made with new technologies and 

consumers need to know how they work before they use them. They need to be reassured in 

terms of the ease of use of these new vehicles. “The technology is still very new, and there are 

only a handful of EVs actually available to buy. As this number grows, and consumer attitude 

and awareness increases, sales are likely to accelerate.” (Electric car sales slower than 

expected, 2011) 

 

“Environmental friendliness” takes over “Vehicle styling” with 80.77% and 58.98% 

respectively. Indeed, when the Electric or Hybrid cars were just launched, their style was not 

very appreciated by the majority of the people. Whereas nowadays, it does not really matter, 

given that all cars, conventional as well as Electric or Hybrid cars, are designed in the same 

way. Manufacturers want to satisfy consumers‟ expectations while they are trying to invent 

new “green engines”.  
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2-12 Conclusion 

This research is focused on attitudes and behavior in relation to car purchase and 

environmental issues. According to Perloff (2003), “attitudes are learned, enduring, global 

and typically emotional and are strongly linked with behavior.” This means that attitudes are 

acquired throughout the socialization and educational processes in childhood and adolescence. 

Attitudes are also defined according to your knowledge, habits and moreover by your 

feelings, opinions and judgements. There is a clear and demonstrative link between attitudes 

and behaviour. The way people approach a product, whether they like it or not; whether they 

want to purchase or not, is driven by the “attitude process” that influences their behaviour 

through “social pressures” and other internal and external factors. 

 

Nowadays, environmental issues are within all the debates. It is an important issue that we 

have to take seriously into account because it concerns everyone. Still not everyone is 

concerned and undertakes initiatives in order to minimize pollution and waste. When society 

understands that the “environmental awareness process” includes the involvement of 

everyone as a group, environmental issues will improve. This is the reason why, car 

manufacturers started making “green cars”. They want to help the environment by reducing 

CO2 emissions. Also the manufacture of a “green car” is a new opportunity to get more 

market share and satisfy a new type of consumers, called “green consumers”. Moreover, 

“New Passenger Car Registrations” in Ireland and in France increased respectively by 5.8% 

and 6.1% respectively between 2010 - 2011. (European Vehicle Statistics - The Society of the 

Irish Motor Industry) 

 

Thus, for car manufacturers, the increased awareness of environmental issues and the growth 

of “green cars” on European roads is a new opportunity.  
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Chapter 3 – Methodology 

3-1 Introduction 

This research focuses on attitudes and behaviour in relation to car purchase and environmental 

issues. Therefore, the methodology to be adopted by the researcher in this research project 

will answer as accurately and effectively as possible the research questions. According to 

Hakim (2000) “research review provides a synthesis of existing knowledge on a specific 

question, based on an assessment of all relevant empirical research that can be found”. 

Moreover, Wrenn et al (2007) argued that “the research question represents a decomposition 

of the problem into a series of statements that constitute the end results sought by the research 

project”. This research project aims to explore attitudes and behaviour of French and Irish 

respondents towards the purchase of a “green car” and the formulation of the following 

specific research questions was considered necessary:  

1. What is the profile of car buyers in the current French and Irish markets?  

2. Are these consumers aware of and concerned about environmental issues? 

3. Do these consumers adopt environmentally friendly behaviour? 

4. Does the concern for and awareness of environmental issues impact on consumers‟ car 

purchase decisions?  

In order to answer the research questions it is critical to define the research objectives: “The 

objectives serve to guide the research results by providing direction, scope of a given project, 

and serve as the basis for developing the methodology to be used in the project” (Wrenn B. et 

al, 2007). The objectives of this research are as follows: 

 

1. To define attitudes and behaviour and explore the linkages between these two 

variables; 

2. To analyze consumers‟ attitudes towards environmental issues; 

3. To identify the influence of attitudes and behaviour on the car purchase process; 

4. To identify the “green car” industry and analyze its impact on consumers‟ attitudes 

and behaviour regarding the purchase of “green cars”. 
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In order for the research to be reliable, valid and credible, the researcher will use the 

“Research Onion” framework (Saunders et al, 2006) and will define each area of the research 

method: 

 

Diagram 3-1: The Research Onion 

Saunders et al. 2006, Research Methods for Business Students  

 

3-2 Research Philosophy 

According to Hakim (2000), “the way in which you design your research will depend upon 

your own preferences, your research philosophy, and your ideas as to the most appropriate 

strategy and choices of methods for conducting your research.” In order to select the best 

research philosophy, the researcher has made a table. The aim is to compare each of these 

philosophies and pick the one that will suit the research and be appropriate for answering the 

research questions: 
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Research Criteria Positivism Objectivism Subjectivism Pragmatism Realism Functionalist 
Radical 

Humanist 

Radical  

Structuralist 
Interpretive 

Scientific Approach Scientific Not available 
Not 

available 

Practical, 

matter-of-

fact 

Scientific 
Problem 

solving 
Not available Not available Not available 

Structured 

& use of 

frameworks

, models, 

theories 

Method 

Structured, 

Use existing 

theories 

Not available 

Structured, 

Existing 

theories 

Problem 

solving 

method 

Variety of 

structures, 

procedures, 

processes 

Explanation of 

behaviors and 

institutions 

Not available 

Formulate 

changes 

through 

organizational 

structures 

Structured 

Qualitative 

Data 

& 

Findings 

Facts, 

Qualitative 

& 

Quantitative 

Not available 

Qualitative  

& 

 Quantitative 

Qualitative 

& 

Quantitative 

Clear, 

Qualitative 

& 

Quantitative 

Qualitative  
Qualitative & 

Quantitative 

Qualitative & 

Quantitative 

Difficulty to 

generalize 

 

Conclusion 

according to 

the findings 

Researcher 

position / 

approach 

No influence Not available 

Understand 

other 

people‟s 

perspectives 

With 

research 

experience 

Direct 

(illusions) 

or critical 

(real) 

Not available 

Change 

existing 

business 

positions 

Not available 

His biases and 

backgrounds 

influence 

Respondents 

People’s 

position / 

approach 

Involved 

Externally to 

the 

environment 

Involved 
Not 

available 

Not 

available 
Less involved 

Strongly 

involved 

Devalue 

people 

Interpret 

different 

situations, 

“empathetic 

stance” 

Table 3-2: Comparison of the Research Philosophies 

Adapted from Saunders et al. 2006, Research Methods for Business Students  

 



- Attitudes and Behaviour of Consumers Towards « Green Cars »    - 

34 
 

Among these nine research philosophies, three match the specific characteristics of this 

research project: “Positivism”, “Subjectivism” and “Pragmatism. The methodology adopted 

for each of them will be a structured method. As the aim of the research project is to analyze 

consumers‟ attitudes and behaviour, the research methodology has to be well structured and 

defined. The researcher needs accurate and clear data which will enable him to interpret how 

people behave and react in relation to “green cars” and environmental issues. Saunders et al 

(2006) argued that “a personal interview will involve the feeling researcher framing the 

questions to ask and interpreting the respondent‟s examples”. This is why, strong hypotheses 

need to be applied through the use of theories and a clear qualitative analysis needs to be 

undertaken with an enhancement of facts. According to Saunders et al (2006), “to generate a 

research strategy to collect these data you are likely to use existing theory to develop 

hypotheses”. It would generate added value to the primary research. A mixture of the three 

research philosophies as outlined above will ensure that the researcher does not have any bias 

towards the results and the respondents are fully involved in the research project as their 

opinions are critical and will drive the final conclusion.  
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3-3 Research Approaches 

There are two types of research approaches: deduction and induction. The induction approach 

is based on inductive reasoning or thought which turns a simple observation or thought into a 

general theory. According to Aqil Burney (2008), “inductive reasoning works moving from 

specific observations to broader generalizations and theories.” A researcher‟s thought path 

goes from the specific to general and a hypothesis is formed. 

 

However, for this research project, the researcher first explored, investigated and analyzed the 

literature in relation to attitudes, behaviour, the car industry (“green cars) and environmental 

issues. The research questions were an important step in the research process and having been 

formulated, the researcher can now define the methodology to be adopted to facilitate the data 

collection and analysis. This approach is called deduction (Saunders et al, 2006) but also the 

top-down approach (Aqil Burney, 2008). Moreover, this approach is quicker to complete and 

the data can be collected faster. The deduction approach will be designed as follows: 

 

 

Diagram 3-3: Deduction Approach 

Adapted from Aqil Burney S. M. 2008, Inductive & Deductive Approach  
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3-4 Research Strategies 

The research strategy is critical and has to be chosen according to a set of variables such as 

the research questions and objectives or the time allocated to the research. According to 

Saunders et al (2006), “your choice of research strategy will be guided by your research 

questions and objectives, the extent of existing knowledge, the amount of time and other 

resources you have available, as well as your own philosophical underpinnings.” In order to 

pick the right research strategy for the research, the researcher is going to compare each of 

these strategies: 

 

Strategy Form of Research 

Question 

Scope of knowledge 

Focus on 

Contemporary 

Event 

Experiment How, Why Low Yes 

Survey 
Who, What, Where 

How Many/Much? 

High Yes 

Case Study What, How, Why High Yes  

Grounded Theory 
Who, What, Where 

How Many/Much? 

High No/Yes 

Ethnography How, Why Low No/Yes 

Action Research 
Who, What, Where 

How Many/Much? 

High Yes  

 

Table 3-4: Comparison of Different Research Strategies 

Adapted from Yin, R. K. 2003, Case Study Research: Design and Methods 
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As it is shown in the above table, the various research strategies are outlined. Environmental 

awareness is an ongoing issue and the researcher needs up-to-date information. According to 

Saunders et al (2006), “the survey strategy is usually associated with the deductive approach 

to research and is frequently used to answer questions for exploratory and descriptive research 

project”. Using a questionnaire administered to a representative sample, the data is 

standardized allowing for easy comparison. As the research questions focus on how attitudes 

influence “green behaviour” and car purchase, the survey strategy will indicate how 

consumers think and behave in relation to the research questions. While the questionnaire is 

an effective data collection technique when using the survey strategy, the researcher chose to 

do an in-depth interview using a mix of structured observation in an interview context where 

standardised questions were to be asked of all interviewees. By implementing an in-depth 

interview, the researcher is likely to get different types of information and thus, allows for 

comparisons to be made between all respondents‟ points of view. 

 

3-4-1 Sampling Method 

According to Saunders et al (2006:203), a sampling method “reduces the amount of data you 

need to collect by considering only data from a subgroup rather than all possible cases”. It is 

important for the researcher to define meticulously the sampling method. It is a critical stage 

in the research because it allows the researcher to collect accurate and helpful information. 

Henry (1990) argued that “using sampling makes possible a higher overall accuracy than a 

census”. There are two sampling techniques:  

- Probability sampling (Saunders et al, 2006:208): it is “associated with survey-based 

research strategies where you need to make inferences from your sample about a 

population to answer your research question or to meet your objectives”. 

- Non-probability sampling (Saunders et al, 2006:226): “it provides a range of 

alternative techniques to select samples based on your subjective judgement”. It is 

“the most practical, although it will not allow the extent of the problem to be 

determined”. 
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The researcher has, also, to take into account variables in order to pick the right technique. 

These variables are time and money. Indeed, the researcher does not have a lot of time to 

administer the in-depth interviews. As time is, also, money, the researcher has to save as 

much time as he can. The sampling frame and size has been defined according to the 

researcher‟s resources and constraints (e.g. time, money, contacts, and deadline). Therefore 

the probability sampling technique is suitable for this research. The objective for the 

researcher was to construct a manageable representative sample. A random sampling 

technique was used to select thirty respondents – fifteen French and fifteen Irish. 

 

The objective for the researcher was to analyze respondents‟ attitudes and behaviour in 

relation to “green cars” and environmental issues. As it is about car purchase, the targeted 

respondents are holders of a current driving licence. The legal age in Ireland and in France to 

drive cars is 18 years. The researcher will administer the interviews on a face-to-face basis. 

The allocated time for each interview will be twenty minutes. The administration of the 

interviews will take place during the month of July 2011. Before the researcher administers 

the interviews, he will ensure that respondents sign the in-depth interview guide. The 

selection of respondents is meticulous and it is defined as follows: 

 

Diagram 3-4-1: Sampling Method 
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This sampling method is very useful because it narrows down the multiple choices available 

for the researcher to the targeted population. It is reliable and provides the best sample in 

order to get helpful and valid information from respondents. In order to collect accurate data 

from respondents, the researcher set up age scales as explained below: 

- From 18 to 25  

- From 25 to 35 (over 25) 

- From 35 to 50 (over 35) 

- More than 50 (over 50) 

 

The researcher also set up income scales which are listed as follows: 

- Less than €10,000  

- From €10,000 to €25,000 (over €10,000) 

- From €25,000 to €50,000 (over €25,000) 

- From €50,000 to €70,000 (over €50,000) 

- More than €70,000 (over €70,000) 
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3-4-2 Qualitative versus Quantitative Analysis 

According to Saunders M et al, “qualitative data are characterized by their richness and 

fullness based on the opportunity to explore a subject in as real a manner as is possible” 

(2006:472). Qualitative data is characterized by words and their definitions, ranked into 

different categories and used in order to emphasize concepts and school of thoughts. 

Qualitative research allows the researcher to support or identify opposite opinions in relation 

to what has been argued in the literature review. It suits this research to use qualitative data 

because the purpose of this project is to analyze behaviour and attitudes towards car purchase 

and environmental issues. The researcher wants to know how consumers act and what their 

thoughts are in relation to environmental issues. The aim of this research is also to understand 

how consumers work when they are facing a “green purchasing situation”. We want to know 

whether they feel concerned or not and whether they are interested in buying “green cars” or 

not.  Moreover, “Qualitative research has multiple focal points”: 

 

Diagram 3-4-2: Multiple Focal Points for Qualitative Research 

From Ereaut, G. 2007, What is Qualitative Research? 

 

This framework outlines what the qualitative research is: a mixture between emotional 

drivers, the significance of their behaviour, the influence of the culture and their knowledge in 

relation to “green cars” and environmental issues. “Qualitative research is used to gain insight 

into people's attitudes, behaviours, value systems, concerns, motivations, aspirations, culture 

or lifestyles” (Ereaut, G. 2007. What is Qualitative Research?).  
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“Quantitative data in a raw form, that is, before these data have been processed and analyzed, 

convey very little meaning to most people” (Saunders et al, 2006:406). Quantitative research 

is attempting to prove assumptions by numerical data and it aims to demonstrate facts by 

samples, diagrams and statistics. This type of research is mostly used to calculate 

probabilities. The researcher has to feel comfortable with figures otherwise he is likely to 

come up with the wrong results. By implementing a quantitative research, the researcher is 

also likely to leave out respondents‟ feelings and points of view. He does not involve them 

within the research. This is the reason why, respondents may not care about the research and 

may give inexact data. This reduces the chance for the researcher to get accurate and specific 

information and thus accurately the research questions. “It could be argued that the 

quantitative researcher is more precise but the response would be that with people it is not 

possible to be so precise, people change and the social situation is too complex for numerical 

description” (McBride, R. and Schostak, J. 2008). 

 

Given the research purpose, where the researcher wants to determine how people perceive 

environmental issues in the context of their car purchase behaviour, a mix of both qualitative 

and quantitative analysis will be used as the researcher is trying to understand the linkage 

between attitudes and behaviour in the context of purchasing “green cars”.  
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3-5 Data Collection Method 

 Strengths Weaknesses 

Observation - Different possibilities for 

observation: flexible 

- Watch people in real situation: 

no fake insights 

- People behave differently 

when they are watching 

- Ethical issues 

- Do not know the environment 

where people are: need to 

make some research strategy  

of “immersion” before 

Interview - A large range of interviews 

- Face to face data collection 

method 

- Get to know the respondents 

better about his thoughts and 

behaviours 

- Good for measuring attitudes 

- Allows probing and posing of 

follow-up questions 

- Provide in-depth and exact 

information 

- Provide exact information 

- Useful for exploration and 

descriptive studies 

- Time issue 

- Anonymity 

- Respondents provide wrong 

information 

 

Questionnaire  - Good for measuring attitudes 

- Provide information about 

participants‟ internal meanings 

and ways of thinking 

- High reliability and validity 

- Ease of data analysis 

- Useful also for exploration 

- Can take a lot of time 

- Response rate is low 

- Not fully administrated 

- Missing questionnaires 

Focus Group - Useful for exploring ideas and 

concepts 

- In-depth information 

- Can examine how participants 

react to each other 

- Allows probing 

- Difficult to find the 

appropriate focus group 

according to the research 

- Two participants only may 

lead the conversation 

- Not very reliable  

- Risk to come up with 

unnecessary topics 

 

Table 3-5: Data Collection Methods: Strengths and Weaknesses 

Adapted from Saunders et al 2006, Research Methods for Business Students 
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The observation data collection method consists of watching people in real life in order to 

collect information about the way they react in a specific situation. According to Saunders et 

al (2006:282), “observation involves the systematic observation, recording, description, 

analysis and interpretation of people‟s behaviour”. Participant observation would be suitable 

for this research as it aims “to discover the meanings that people attach to their actions” 

(Saunders et al, 2006:282). It is also related to a qualitative analysis. However, it would not be 

the best data collection method for this research because the researcher wants to understand 

how people act and behave. This is the reason why, he needs a face-to-face 

interaction/conversation with respondents. 

 

The focus group data collection method aims to gather people and interact with them though 

the idea of introducing a specific topic to guide discussion. Thus, different points of view and 

opinions are generated. According to Stewart et al (2007:49), “a focus group is not a 

freewheeling conversation among group members; it has focus and a clearly identifiable 

agenda”. However, the researcher needs various opinions and the research does not want 

people to influence each other‟s ideas. The researcher requires accurate and reliable data in 

order to achieve his objectives and answer the research questions. 

 

The questionnaire is a data collection method that is used when the researcher needs 

quantitative data. However, the researcher wants qualitative as well as quantitative analysis. 

Moreover, the use of questionnaires is not reliable because sometimes respondents make up 

answers making the results invalid.  

 

However, interviews are more appropriate for both qualitative and quantitative analysis. They 

allow the researcher to generate specific and accurate information about respondents‟ feelings 

and reactions in relation to a defined phenomenon that concerns society. Moreover, interviews 

enable the researcher to undertake a face-to-face investigation and thus, make respondents 

feel confident and comfortable with the questions asked. The use of interviews is a perfect 

way for the researcher to know how consumers behave when they are facing a situation that 

involves environmental issues and car purchase (e.g. the purchase of a “green car”).  
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3-5-1 In-depth Interviews 

In an exploratory study, in-depth interviews can be very helpful to “find out what is 

happening and to seek new insights” (Robson, 2002:59). Therefore, the researcher decided to 

implement interviews as the data collection method. However, as the researcher wants to 

generate helpful and very specific data, he chose to undertake particular interviews called in-

depth interviews. These interviews are very important for the research because they can 

provide solutions and detailed information about consumers‟ thoughts and behaviours 

regarding “green cars”. According to Rubin H. J. and Rubin I. (2005:20), qualitative 

interviewing as an in-depth interview, by “understanding the interpretive constructionist 

approach, enables you to adapt to unexpected research problems and work out new solutions 

that enable you to collect information that is both thorough and credible”. An in-depth 

interview was designed with a set of fifteen questions to facilitate individual interviews with 

the respondents to explore their attitudes and behaviour in relation to the purchase of a “green 

car”.  

 

Rational for choosing in-depth interviews:  

The interview as a research tool was chosen because: 

- It is flexible/adaptable and offers a rich source of data, 

- It allows the researcher to probe responses and follow up ideas on the spot, 

- It allows the researcher to establish personal contact with the interviewees facilitating 

a collaborative and co-operative approach. 
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3-5-2 Collection Method   

The researcher is undertaking an exploratory approach by using in-depth interviews. He will 

analyze consumers‟ attitudes and behaviour in relation to environmental issues and car 

purchase. The in-depth interviews will be based on open-ended and follow-up questions 

rather than on closed questions. Probing questions will be used by emphasizing key terms 

such as “how”, “why” or “what” which are the most suitable terms to get consumers‟ attitudes 

and thoughts. There will be four headline questions that will enhance the relationship between 

attitudes, behaviour, environmental issues and car purchase. Through the use of in-depth 

interviews, the researcher will expect to answer the research questions and find out about 

consumers‟ attitudes and behaviour. Moreover, the researcher will provide an in-depth 

interview guide (See appendix 5) allowing consumers to know about the purpose of the 

research, how the in-depth interviews will be conducted and the legal obligation that applies 

in terms of data protection. 

 

3-5-3 Rationale for Choice of Questions 

The face-to-face interviews aim to identify and investigate consumers‟ opinions, judgements, 

attitudes and behaviour towards environmental issues and the purchase of “green cars”. The 

rationale for the choice of questions is as follows: (see appendix 5):  

 

Question 1 & 2: with these questions the researcher is endeavoring to establish respondents‟ 

level of environmental awareness and concern as respondents‟ specific attitudes towards 

environmental issues could predict their likelihood of buying a “green car”. 

 

Question 3: with this question, the researcher will capture the reasons why respondents are 

not aware of and concerned  about environmental issues. 

 

Question 4: the researcher is endeavoring to establish the extent of respondents‟ involvement 

in environmental issues by asking consumers how concerned they are in relation to four 

global issues: waste recycling, the purchase of eco-friendly products, energy consumption and 

product life extension. Answers can range between 0-10; zero representing no concern at all 

and ten representing the maximum concern. 
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Question 5: with this question the researcher is endeavoring to understand respondents‟ 

reasons for not undertaking any “green initiatives”. In addition, the researcher will generate 

relevant recommendations for the future.  

 

Question 6: with this question the researcher is focused on the purchase of “green cars” and 

tries to ascertain how important the environmental aspect is when buying a car.  Similar to 

question 4, answers can range between 0-10; zero representing no importance at all and ten 

representing maximum importance when buying a car. 

 

Question 7: the researcher wants to know whether the respondents drive a “green car” or not.   

 

Question 8: if the respondents drive a “green car”, two types of questions are asked: 

1. What has / have been the influence (s) that made you purchase a “green car”? 

(Question 9) 

Reasons can include the following: Publicity (Radio, TV, Internet, etc…), Friends, Family, 

Co-workers, Government and Lobbying. With this question, the researcher is trying to 

understand the main reasons that triggered the purchase of a “green car”.  

 

2. How do you feel in terms of: Comfort, Efficiency, Power, “Green technology”, CO2 

emissions, Design and Price? (Question 10) 

This question helps the researcher to know the main features influencing people buying this 

type of vehicle; do they purchase a “green car” for its “green features?   

 

Question 11: if the respondents do not drive a “green car” (see question 7), the researcher 

wanted to know why. Reasons can include the following: Comfort, Efficiency, Power, “Green 

technology”, CO2 emissions, Design and Price. The researcher needs to know the main 

reasons for not buying a “green car”.  

 

Question 12: if the answer to the question 7 was NO, the researcher wants to know if in the 

future, the respondents will purchase a “green car”.  

 

Question 13 and 14: these two questions are related because they provid information about 

respondents‟ understanding in relation to “green technologies” or “climate-friendly fuels”. 
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The researcher wants to know whether respondents would be willing to use “green cars” or 

“climate-friendly fuels” in the future.  

 

Question 15: if the respondents would want to use “climate-friendly fuels” in their vehicles, in 

the future and if not, the researcher wants to know why with this question. 
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3-6 Data Analysis Method 

Once all interviews are administered, the researcher will start analyzing data and interpreting 

results. When the qualitative data is collected it is possible to use it effectively by setting up 

an analysis based on the following points (Saunders et al, 2007:479): 

- Categorization: enables ranking the data into different groups in order to 

emphasize what could be useful for the interpretation of results. 

- “Unitizing” data: whereby, collecting secondary data to match with findings. 

- Recognizing relationships: consists in making linkages between information 

gathered in the different categories. 

- Developing and testing hypotheses or propositions through relationships made 

previously: this enables highlighting relevant propositions in relation to the 

research. 

 

When using quantitative research, it is important to analyze as accurately as possible the data 

collected in order to generate relevant statistics and conclusions. The researcher will use the 

survey and statistics software package called Sphinx (sphinxsurvey) from which the data will 

be transferred onto the Excel spreadsheet. This package facilitated the following: 

- Preparing, inputting and checking data; 

- Choosing the most appropriate tables and diagrams to explore and present the 

data; 

- Choosing the most appropriate statistics to describe the data; 

- Choosing the most appropriate statistics to cross-tabulate and to examine the 

relationships in the data. 

 

Results from the sources of secondary research were then cross-referenced with those from 

the primary sources to verify and validate the findings.  

http://www.sphinxsurvey.com/
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Chapter 4 – Findings / Data Analysis 

4-1 Introduction 

This chapter concentrates on the findings from the study. Having administered the interviews 

to the French and Irish respondents on a face-to-face basis, the researcher aims to answer the 

research questions posed at the outset: 

1. What is the profile of the car buyers in the current French and Irish market?  

2. Are these consumers aware of and concerned about environmental issues? 

3. Do these consumers adopt environmentally friendly behaviour? 

4. Does the concern for and awareness of environmental issues impact on consumers‟ car 

purchase decisions?  

Analysis from the secondary sources will confirm these findings. The final section of this 

chapter contains a summary of the key findings.  

 

4-2 Demographic Profile of Respondents 

Respondents‟ age: 

 

 

Diagram 4-2: Age of Irish respondents 

 

Diagram 4-2: Age of French respondents 

 

The above diagrams represent the ages of Irish and French respondents. All ages are 

represented. The greatest representation of Irish respondents is within the over 50 age 

category at 40% of the total sample. The next highest representation of Irish respondents is 

18-25 25-35 35-50 50+

13.30% 13.30%

33.30%

40.00%

% 
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60.00%

6.70%
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% 
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within the 35-50 age category at 33.30%.  Irish respondents in the 18-25 and 25-35 age 

categories represent 13.30% respectively. 

In contrast, the greatest representation of French respondents is within the 18-25 age category 

at 60%. The next highest representation of French respondents is in the over 50 age category 

at 20%. Those aged between 25-35 and 35-50 represent 6.70% and 13.30% respectively. 

 

Respondents‟ gender: 

 

 

Diagram 4-2: Gender of French respondents 

 

Diagram 4-2: Gender of Irish respondents 

 

The gender breakdown of Irish respondents at 46.70% male and 53.30% female is similar to 

the gender breakdown of the French respondents.  

 

Respondents‟ income: 

 

 

Diagram 4-2: Incomes of Irish respondents 
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The income of the majority of Irish respondents ranges from €10,000 - €25,000 at 40% and 

€25,000 - €50,000 at 33.30%. Irish respondents‟ income less than €10,000 and more than 

€50,000 represent 13.30% and 13.40% respectively. 

 

Diagram 4-2: Incomes of French respondents 

 

In contrast none of the sample of French respondents earns in excess of €50,000. French 

respondents with incomes below €10,000 and between €25,000 - €50,000 represent 40% 

respectively. 
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4-3 Environmental Issues: A General Concern 

Environmental awareness is an issue of concern to everyone. Indeed, governments through 

regulation and laws attempt to motivate consumers to make environmentally conscious 

purchases i.e. to “buy green”. As the researcher mentioned earlier, the growth of 

environmental awareness demonstrates the relevance of Follows and Jobber‟s (1999) 

approach when they argued that “consumers incorporate social issues (e.g. environmental) 

into their purchase decision by evaluating the consequences of their consumption upon 

society.” Throughout the administered interviews, the researcher observed that all respondents 

are aware of the environment. The degree to which green is being fully embraced varies 

naturally on an individual basis. Accordingly, the researcher placed the respondents on the 

green continuum: eco-considerate or eco-wary. “Eco-considerate consumers” consider their 

impact on the environment when purchasing a product/service whereas “eco-wary 

consumers” do not consider the environmental impact at all when making their purchase 

decision (GreenTECHpulse, 2008:2).  Indeed, 100% of the total sample of respondents 

indicated in their initial answers that they were “eco-considerate”. However, when the 

researcher asked the respondents how concerned they are, based on a scale from 0-10, their 

answers were surprising. The researcher found that concern is one thing but action is another. 

There is a definite lack of consistency between consumers‟ attitudes and behaviour. The 

following tables demonstrate this: 

 

Scale Nb % 

3 3 20.00% 

4 3 20.00% 

5 4 26.70% 

6 3 20.00% 

7 2 13.30% 

Total 15 100.00% 

Table 4-3: Irish respondents: how concerned are they in terms of environmental issues? 
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Scale Nb % 

Less than 5 1 6.70% 

5 3 20.00% 

6 3 20.00% 

7 5 33.30% 

8 1 6.70% 

9 2 13.30% 

Total 15 100.00% 

Table 4-3: French respondents: how concerned are they in terms of environmental issues? 

 

The above tables show the difference between French and Irish respondents‟ opinions in 

terms of environmental issues. Indeed, the following diagram demonstrates that the French 

are more concerned about environmental issues: 

 

 

Diagram 4-3:  Difference between French and Irish‟s opinions in terms of environmental 

issues 

 

Based on a scale from 0-10, the percentage of French respondents having ticked numbers over 

6 is higher than the Irish. The Irish respondents have ticked more numbers below 6, indicating 

that Irish respondents may be less concerned in relation to environmental issues in 

comparison with the French.  

 

 

 

 

7

8

9

3 4

5

6

0%

5%

10%

15%

20%

25%

30%

35%

French

Irish



- Attitudes and Behaviour of Consumers Towards « Green Cars »    - 

54 
 

4-4 Analysis of Different Types of Behaviour  

However, all respondents showed “green behaviour” in terms of the four global issues: waste 

recycling, eco-friendly products, product life extension and energy consumption. Their 

attitudes towards “green behaviour” were positive.  

 

In the diagrams below, the data collected from the interviews shows that 80% of Irish 

respondents (based on the scale: ≥5) are fully involved in the waste recycling process, 

whereas, 66.70% of French respondents (based on the scale: ≥5) use waste recycling.  

 

Diagram 4-4:  Irish respondents: waste recycling 

 

 

Diagram 4-4:  French respondents: waste recycling 
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In 2004, Kelly et al (2004:11) argued that “despite having recycling facilities available to 

them”, only a fifth stated that they never sorted glasses, plastics and so on for recycling. 

Findings from the interviews about waste recycling confirmed this statement.  

 

In addition, Irish respondents are fully involved when purchasing eco-friendly products, they 

represent 57.2% (based on the scale: ≥5), whereas French respondents represent 53.4% as the 

following diagrams demonstrate: 

 

 

Diagram 4-4:  Irish respondents: eco-friendly products 

 

 

Diagram 4-4:  French respondents: eco-friendly products 
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From the findings, 33.3% of Irish respondents (based on the scale: ≥5 )are involved in energy 

consumption and this supports the secondary research which indicated that, while a minority 

of the Irish would be willing to undertake “green initiatives”, they are not as involved in 

energy consumption as their French counterparts. Indeed, 53.3% of French respondents are 

more sensitive to energy consumption (based on the scale: ≥5). However, all respondents are 

involved in energy consumption as the following diagrams illustrate: 

 

 

Diagram 4-4:  Irish respondents: energy consumption 

 

 

Diagram 4-4:  French respondents: energy consumption 

 

These findings confirm the secondary research regarding the behaviour of the French: “75% 

of French people argued that they saw their spending on fuel increased. In order to spend less, 

they became more concerned about energy consumption”.  
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Regarding the product life extension/seeking out energy-efficient products, French 

respondents are more environmentally conscious than the Irish respondents. In excess of 50% 

of French respondents in contrast to 26.70% of Irish respondents actively seek out energy-

efficient products as is demonstrated in the following two diagrams: (based on the scale: ≥5) 

 

 

Diagram 4-4:  Irish respondents: product life extension 

 

 

Diagram 4-4:  French respondents: product life extension 
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4-5 Environmental Issues and “Green cars” 

4-5-1 The Importance of Environmental Issues when Buying Cars 

The foregoing analysis of the different types of behaviour that the French and Irish 

respondents adopted in relation to the four global issues sets the background to answering the 

critical research question: does the concern for and awareness of environmental issues impact 

on respondents/consumers‟ car purchase decision/behaviour. Basically, the researcher is 

endeavouring to find out how environmentally conscious the French and Irish respondents are 

and more crucially, how this translates into “green behaviour” i.e. the purchase of a “green 

car”. Findings indicate that both the French and Irish respondents are not really sensitive 

about the environmental aspect when they are buying a car. The following table shows this: 

 

 Irish French 

Never 26.70% 26.70% 

Not often 26.70% 20.00% 

sometimes 40.00% 40.00% 

Often 6.70% 13.30% 

Very often 0.00% 0.00% 

Total 100.00% 100.00% 

Table 4-5-1: When buying a car, how important is the environmental aspect? 

 

Findings indicate that only 6.70% of the Irish and 13.30% of the French respondents take the 

environmental aspect into consideration when buying a car. However, French respondents 

carefully consider the reduction in energy consumption as the secondary research indicated. A 

small minority of French car owners agreed to purchase a car which was 10% more expensive 

in order to reduce CO2 emissions. In contrast, Irish respondents are more money conscious 

since their net income levels decreased in 2009 due to the economic downturn. This is 

reflected in the data collected through the administered interviews. The answers not 

often/sometimes together represent 60% for the French and 66.70% for the Irish respondents; 

while the answer never represents 26.70% for both. These findings indicate that most of the 

respondents do not seriously consider the environmental aspect when they are purchasing a 

car. Indeed, the “green car” is a new phenomenon in the car industry, involving a lot of 

ongoing research and innovation, therefore, prices remain high. While the attitude of all 

respondents towards environmental issues is positive this does not translate into “green 

behaviour” when purchasing a car. Based on the findings, respondents are sensitive to 
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environmental issues but not when purchasing a car. Money is a critical issue in the context of 

their car purchase behaviour as the following answers confirm: 

 

“Eco-friendly cars are too new, therefore too expensive.” 

“It is expensive.” 

“I can’t afford it.” 

“Price is the priority when buying a car.” 

 

Findings confirm that the cost of ownership of a “green car” is a major barrier to their uptake 

compared to less expensive conventional cars. 

4-5-2 “Green cars” versus Conventional cars  

As mentioned in the secondary research, Quinn (2008) created a model of attitudes called the 

“Tricomponent Attitude Model” emphasizing three components of consumers‟ attitudes: 

cognitive, affective and conative. Following the interviews, the researcher applied this model 

to the data collected and defined respondents‟ attitudes as cognitive. Their behaviour, whether 

they purchase “green cars” or not, is influenced by their attitudes and values. The findings 

indicated that respondents‟ attitudes and values were very stable and difficult to impact. Their 

attitudes/values and resultant behaviour and its impact on the environment can be defined in 

the following diagram: 

 

Diagram 4-5-2: The relationship between attitudes and behaviour and the impact on the 

environment 
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Findings confirm that behavioural change (“green behaviour) is hindered not only by attitudes 

and values but also by a desire to uphold the status quo (not to change). Indeed, for many 

people perception is reality and perceptions vary in relation to “green cars”. Some people 

perceive that they are not as powerful or as efficient or as well designed as conventional cars. 

The following statistics illustrate this finding: 

 

 Irish French 

Comfort 0.00% 6.30% 

Efficiency 56.30% 37.50% 

Power 56.30% 37.50% 

Green 
technology 

0.00% 0.00% 

Design 37.50% 25.00% 

Price 87.50% 50.00% 

Other 6.30% 18.80% 

Table 4-5-2: Why would you not buy a “green car”? 

 

One of the key findings from the research was that price is a critical factor in the decision 

making process regarding the purchase of a “green car”. Findings clearly demonstrate that 

people are ready to make some commitment to be environmentally responsible so long as it 

does not cost a lot of money. As we can see in the above table, price is the obvious barrier as 

to why 87.50% of the Irish respondents will not buy a “green car”. The French at 50% are 

also concerned about price, but they are less price conscious than the Irish. Irish respondents 

are more concerned about the levels of efficiency and power at 56.30% and 56.30% 

respectively, in comparison with French respondents at 37.50% and 37.50% respectively. A 

small minority at 6.30% of French respondents indicated that comfort was an important 

feature for them. In terms of design, 37.50% of Irish respondents and 25% of French 

respondents indicate that design of a “green car” would be a barrier to their uptake. Findings 

indicated that respondents are attracted towards car features that are not related to the 

environment. Respondents indicate that they want a powerful, comfortable and efficient car. 

While respondents are still concerned about environmental issues, unfortunately, they are not 

a factor to be considered when purchasing a car. Taking into account environmental issues 

was the least important feature to respondents‟ car purchase decisions compared to other 

factors: power, efficiency and cost. In relation to French respondents, however, indications are 

that they want to undertake “green initiatives” and are ready to spend a little bit more when 

they are buying a car in order to contribute to the safety of the environment.  
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Using the “ABC Model of Attitudes” which enhances beliefs, affect and behaviour, as already 

explained in the secondary research, the researcher can demonstrate the purchase process of 

consumers. Beliefs are the sum of what people think, their opinion and their own judgement 

about a particular product. Affect refers to how a consumer feels about an object; and 

behaviour is the intention of the consumer whether to undertake or not to undertake the 

purchase. The researcher analyzed that each of the respondents had their own 

beliefs/judgement about “green cars” based on the cars‟ features. The “green version” is new. 

However, respondents did not consider the environment and the negative impact of 

conventional cars when making their car purchase decisions. Even if some of them (French or 

Irish) believe that the launch of “green cars” is a big step forward in the process of saving the 

environment, they are more preoccupied with issues such as cost, efficiency, comfort and 

design.  

 

The foregoing findings confirm secondary research in relation to the “green economy”, 

namely, that the most significant obstacle to the growth of the “green economy” involves 

consumer education. Using the Attitude-towards Object Model, a component of the 

“Multiattribute Attitude Model”, analyzed in the secondary research, the researcher analyzed 

respondents‟ evaluation of the product attributes. When the assessment of the product in terms 

of its value-added and benefits for the user is not well perceived, the consumer will not 

finalize the purchase. In analyzing French and Irish attitudes and behaviour towards 

environmental issues and particularly “green cars”, the researcher observed that, many of 

these consumers do not purchase “green cars” not only because of the cost factor but they do 

not see the advantages and benefits of a “green car”. This finding is significant as it highlights 

a major obstacle to the growth of the “green economy”, namely, consumers‟ ignorance and 

lack of education. Education is, therefore, a critical factor in influencing consumer purchase 

behaviour and impacting and changing attitudes and values. Respondents‟ attitudes in relation 

as to why they would not buy a “green car” suggest that they perceive the “green car” to be of 

an inferior quality in terms of power, efficiency and comfort. 
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4-5-3 Moving Towards “Green Behaviour”/Attitudes Towards “Green 

Behaviour” 

According to Eagly and Chaiken (1993), attitude is a “psychological tendency that is 

expressed by evaluating a particular entity with some degree of favor or disfavor”. 

Consumers‟ attitudes towards the purchase of a “green car” can be positive as well as 

negative. Indeed, secondary research indicates that consumers are aware of the importance of 

adopting “green behaviour” but it does not mean that they are going to do so. This is 

explained by the fact that attitudes towards the “green economy” have not been learned 

throughout the socialization and educational processes in childhood and adolescence. Indeed, 

the threat against the environment is not taken seriously. However, government advertising 

and marketing campaigns targeting the most receptive audience with appropriate “green 

messages” in the hope of changing consumers‟ attitudes and behaviour are ongoing. These 

initiatives influence consumers when purchasing products. “Attitudes are learned, enduring, 

global and typically emotional and are strongly linked with behaviour” (Perloff, 2003). 

Indeed, attitudes are a predictor of behaviour / how consumers behave or react towards a 

product can be a trigger of consumption or purchase. 

 

From the findings, the researcher has concluded that respondents are aware of environmental 

issues but statements in relation to awareness of and concern for environmental issues made 

by respondents do not match their actual buying behaviour when it comes to the purchase of a 

“green car”. Money is an important variable to take into account. The findings indicate that 

because “green cars” remain expensive, respondents cannot afford them. Cost is a barrier in 

relation to purchasing a “green car”, according to the data collected and the table below. 

However, some “green behaviour” will be apparent in the future: 

 

Irish    

 Yes No Total 

In the future, would you purchase a 
“green car”? 

8 7 15 

Have you ever heard about “green 
technologies” or "climate-friendly 
fuels”? 

11 4 15 

Would you use “climate-friendly 
fuels” in your vehicle? 

14 1 15 

Table 4-5-3: Irish respondents: towards “green behaviour”  
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 Irish respondents are aware of “green technology” and “climate-friendly fuels”. Indeed, 

53.33% of Irish respondents (8) are ready to purchase a “green car” in the future provided that 

price is not a barrier. Irish respondents are still concerned about cost and want their 

environmental efforts to save money. Although, they do not own a “green car”, a majority 

would use “climate-friendly fuels” in their vehicles. Again the concern with cost is 

highlighted as respondents want their environmental efforts to save money, for instance, 

through the usage of “climate-friendly fuels” (GreenTECHpulse, 2008:8).   

 

Findings indicate that compared to the Irish respondents, almost 100% of French respondents 

are willing to undertake the purchase of a “green car” in the future as well as use “climate-

friendly fuels” in their vehicles as they know how beneficial it is for the environment. They 

even agreed to spend 10% more when buying a more environmentally friendly car as is 

mentioned in the secondary research. The table below highlights these findings:   

 

French    

 Yes No Total 

In the future, would you purchase a 
“green car”? 

14 1 15 

Have you ever heard about “green 
technologies” or "climate-friend 
fuels”? 

11 4 15 

Would you use “climate-friendly 
fuels” in your vehicle? 

14 1 15 

Table 4-5-3: French respondents: towards “green behaviour” 

 

Despite a difference of opinion for both French and Irish respondents in terms of whether or 

not they would purchase a “green car” in the future, the following table shows the positive 

attitude of French respondents towards the “green car” and energy consumption.  

 

    Importance of energy 
consumption: 

 

    Less 
than 4 

4 5 6 7 More 
than 8 

Total 

Do you drive a 
“Green car”? 

Yes 0 0 0 0 0 1 1 

No 3 4 1 0 1 5 14 

Total 3 4 1 0 1 6 15 

Table 4-5-3: French respondents: importance of the energy consumption according to the 

ownership of “green cars” 
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Indeed, even though most of the respondents do not own a “green car”, French respondents 

acknowledge the importance of the reduction in energy consumption and the use of “climate-

friendly fuels” in their vehicles. One third of French respondents who do not drive a “green 

car”, acknowledge the importance of the reduction in energy consumption and the use of 

“climate-friendly fuels” in their vehicles.  

 

    Importance of energy 
consumption: 

 

    Less 
than 2 

2 3 4 5 More 
than 6 

Total 

Do you drive a 
“Green car”? 

Yes 0 0 0 0 0 1 1 

No 1 1 5 3 0 4 14 

Total 1 1 5 3 0 5 15 

Table 4-5-3: Irish respondents: importance of the energy consumption according to the 

ownership of “green cars” 

 

From the above table, even though most of the Irish respondents do not own a “green car”, 

they also acknowledge the importance of the reduction in energy consumption and the use of 

“climate-friendly fuels” in their vehicles. Less than one third of Irish respondents who do not 

drive a “green car” also acknowledge, like their French counterparts, the importance of the 

reduction in energy consumption and the use of “climate-friendly fuels in their vehicles. 
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4-6 Environmental Awareness When Purchasing a Car, 

using Cross-tabulation  

A critical finding for the researcher was that environmental awareness is a factor of age as the 

following diagrams demonstrate: 

 

French Irish 

  

Diagram 4-6: The importance of the environmental aspect according to the age of French and 

Irish respondents when buying a car 

 

Respondents‟ attitudes to and awareness of environmental issues when buying a car according 

to the different consumer age groups can be identified from the findings. In the age category 

18-25 years; 55% of French respondents in contrast to 50% of Irish respondents rarely/never 

considered environmental issues when buying a car. In addition, 45% of French respondents 

and 50% of Irish respondents often/occasionally considered environmental issues when 

buying a car. In this age category, the preference for environmental friendly “green cars” is 

not defined for either the French or the Irish respondents. In terms of age, there was no 

differential between French and Irish respondents in the age category 25-35 years as 100% of 

the French respondents and 100% of the Irish respondents occasionally considered 

environmental issues when buying a car. This is a very positive result in this age category 

indicating that respondents are more sensitive in relation to environmental issues when buying 

a car. This finding is confirmed by the investigation undertaken by the Organization for 

Economic Co-operation and Development (OECD, 2008:85): “There is some empirical 

evidence that environmental concern is greater for women, the young…” Indeed, the younger 

generation prefers newer technologies. In the age category 35-50 years, 33% of the French 

respondents in contrast to 50% of Irish respondents rarely give consideration to 
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environmental issues in their car purchase decision. In addition, 67% of French respondents 

compared to 50% of Irish respondents occasionally give consideration to environmental 

issues in their car purchase decision. These findings indicate that French respondents in this 

age category are more sensitive in relation to environmental issues than their Irish 

counterparts when purchasing cars. In the age category 50+, 50% of French respondents 

compared to 66% of Irish respondents rarely/never considered environmental issues in their 

car purchase decision, whereas, 50% of French respondents and only 33% of Irish 

respondents occasionally/often give consideration to environmental issues when purchasing a 

car.  

 

The researcher also analyzed the importance of the environmental aspect when buying a car 

according to the gender of the respondents. The following diagrams have been generated 

following the interviews:  

 

French Irish 

  

Diagram 4-6: The importance of the environmental aspect according to the gender of French 

and Irish respondents when buying a car 

 

In terms of gender, there is a contrast in the answers given by both the French and Irish 

respondents. Findings indicate that French women are more sensitive to environmental issues 

than their Irish female counterparts with 63% of French women as opposed to 37% of Irish 

women occasionally/often considering environmental issues in their car purchase decision. 

According to the secondary research, women are more affected by “green initiatives” and the 

need for saving the environment. This analysis is confirmed by the investigation undertaken 

by the Organization for Economic Co-operation and Development (OECD, 2008:85): “There 

is some empirical evidence that environmental concern is greater for women…” However, in 
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terms of location, Ireland versus France, 63% of female French respondents as against 37% of 

female Irish respondents were more sensitive to environmental aspects when choosing a car. 

However, Irish men are more sensitive to environmental issues when buying a car, as in 

contrast to their French counterparts, 57% of Irish men compared to 43% of French male 

respondents occasionally/often consider environmental issues when buying a car. The above 

program also emphasized “that men are less likely than women to accept the seriousness of 

environmental problems, to believe in the efficacy of policy measures and to support them.” 

However, findings from this study revealed that men are just as likely as women to consider 

environmental aspects when choosing a car. Surprisingly, 50% of female respondents in this 

study and 50% of male respondents were more likely to consider environmental aspects when 

choosing a car.  

However, findings confirmed that consumers profess a higher level of interest in 

environmental issues than they actually demonstrate in their behaviour/action.  

 

 

Diagram 4-6: The importance of the environmental aspect according to the incomes of the 

French respondents when buying a car 

 

This finding indicates clearly that the willingness of consumers when purchasing a “green 

car” depends on the price/cost variable. In terms of income, 26.67% of French respondents, 

earning less than €10,000, rarely/never take into account the importance of environmental 

issues when buying a car. Although 20% of the French respondents earning less than €10,000 

would be ready to buy a “green car” in the future, 13.33% of the French respondents earning 

between €10,000 - €25,000, would occasionally/often take environmental issues into account 

when buying a “green car”. Finally, 20% of the French respondents occasionally take 
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environmental issues into account in relation to the purchase of a car when their incomes 

range between €25,000 - €50,000. These respondents are more willing to purchase “green 

cars” as these vehicles are affordable for them.   

 

 

Diagram 4-6: The importance of the environmental aspect according to the incomes of the 

Irish respondents when buying a car 

 

The Irish respondents who occasionally take the importance of environmental issues into 

account represent 20% for those who earn less than €10,000. The Irish respondents who earn 

between €10,000 - €25,000 occasionally take environmental issues into account represent 

26.67%. Surprisingly, 33.33% of the Irish respondents with incomes ranging between €25,000 

- €50,000 occasionally think about the impact on the environment when buying a car; and 

6.67% occasionally take it into account in the income category €50,000 - €75,000. However, 

13.33% of Irish respondents in the income category €10,000 - €25,000 rarely take 

environmental issues into account when making a car purchase. These findings indicate that 

the Irish respondents are more sensitive to environmental issues across all the income 

categories compared to their French counterparts. 
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4-7 Discussion 

Throughout this research, the researcher analyzed different attitudes and behaviour of 

respondents in relation to environmental issues and the purchase of “green cars”. Findings 

indicated that all respondents are aware of and concerned about environmental issues and 

whether they are French or Irish undertake a number of “green initiatives”. However, it was 

apparent from the secondary research that attitudes act as a trigger for purchasing a “green 

car” and it is difficult to influence consumers‟ purchase behaviour without first impacting on 

their attitudes and values. Findings indicate that respondents are aware of and concerned 

about environmental issues but this does not translate into action i.e. the purchase of a “green 

car”. What was apparent during the interviews among the respondents was an ignorance of 

and a lack of education about the benefits of a “green car”. Moreover, when the researcher 

administered the interviews in France, respondents were highly influenced by external 

information and marketing in their decision making. Indeed, one of the respondents claimed 

that “there is not enough information about “green cars” and their benefits for the 

environment” (quotation translated from French to English). According to Gardner and Stern 

(1996:73), although information can help change people‟s attitudes and beliefs, “many 

barriers, both within individuals and in their social and economic environments, can keep pro-

environmental attitudes from being expressed in action”. If, for example, money/cost is a 

variable, they have to take this into account.  

 

In the secondary research, the researcher generated a diagram highlighting different types of 

consumers as follows:  

- Positive greens (who are strongly committed to sustainable behaviours)  

- waste watchers (who have made some commitment to limiting their environmental 

impact) 

- Concerned consumers (who also have made some commitment to limiting their 

environmental impact) 

- Sideline supporters (who are concerned about climate change but have done 

relatively little to limit their impact) 

- Cautious participants (who are also concerned about climate change but have 

done relatively little to limit their impact) 

- Stalled starters (who are characterized by somewhat confused environmental 

views) 



- Attitudes and Behaviour of Consumers Towards « Green Cars »    - 

70 
 

- Honestly disengaged (who are openly sceptical or indifferent towards “green 

issues”) 

According to the segment strategy framework, having analyzed the data collected, the 

researcher can confirm respondents‟ profiles in relation to the adoption of “green cars”, 

namely, waste watchers and concerned consumers. In the findings, respondents have 

indicated some commitment to limiting their environmental impact.  

 

In addition, the researcher generated a further profile of the respondents in relation to the 

adoption of “green cars” as follows (adapted from Green Car People: Who Buys Electric And 

Plug-In Vehicles): 

- Early adopters: “the electric car, to them, is the latest, coolest, most advanced new 

consumer product around. They're often evangelists for electric driving, and 

people turn to them for advice.” 

- Green consumers: “These buyers genuinely care about reducing their impact on 

the planet, and modify their life accordingly. They pay attention to their carbon 

footprint, and understand that driving on grid power lowers it considerably.”  

- Money-focused consumers: they also feel concerned about environmental issues 

but they are not really interested in “green cars” and their impact on the 

environment because they do not have enough money to buy them.  

According to the research carried out and the data collected through the administered 

interviews, the researcher segmented the respondents into one of the three consumers‟ profiles 

listed above. The one which matches the respondents‟ way of behaving towards 

environmental issues and the purchase of “green cars” is the category of “money-focused 

consumers”. Indeed, as the statistics showed, respondents are concerned about environmental 

issues, but being money conscious consider “green cars” unaffordable for them, preferring to 

buy a conventional car. However, they are not averse to using “climate-friendly fuels” in their 

vehicles.   
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4-8 Towards a Total Adoption of “Green cars” 

Throughout this research, the researcher noted that French and Irish respondents are very 

concerned about environmental issues. However, their attitudes are not positive for generating 

“green behaviour” and purchasing “green cars” primarily because of the issue of cost. 

Findings indicate that because respondents already hold environmentally friendly values, 

environmentally friendly behaviour can evolve over time if consumers are provided with the 

opportunity to engage in this behaviour. Seventy three percent of respondents agreed to 

purchase “green cars” in the future. Indeed, Electric Volt cars “will likely account for 

approximately 8% of new car sales in Europe by 2020, supported by consumers‟ higher 

willingness to pay for green technologies, the region‟s high emissions standards, and high 

gasoline and diesel fuel taxes” (greencarcongress.com). These sales have been predicted 

because a growing number of people would be more willing to purchase “green cars” i.e. 

electric cars if they see a return on investment in terms of energy consumption. Moreover, 

governments have already implemented laws and taxes in order to make people understand 

the importance of reducing gas emissions when using vehicles. French and Irish governments 

in particular, tax vehicles generating a certain quantity of CO2 in the air. People are also not 

really familiar with these new vehicles as the researcher analyzed earlier and it is partly the 

reason why consumers do not purchase “green cars”. There are also issues in terms of design 

of “green cars” as well as their performance in terms of power. The table below shows the 

importance of power and design in the minds of French and Irish respondents in relation to 

their car purchase making decision: 

 

 

 

 

Table 4-8: Importance of power and design when buying a car 

 

When buying a car, power and design represent respectively 37.50% and 25.00% for French 

respondents in their decision making; whereas for the Irish respondents it represents 56.30% 

and 37.50%. These findings are critical for car manufacturers. Indeed, “green car” awareness 

is growing and car manufacturers are beginning to see the value in launching “green cars” 

with better design and a higher degree of performance. Our findings confirm that consumers 

 Irish French 

Power 56,30% 37,50% 

Design 37,50% 25,00% 
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who hold “green values” will demonstrate “greener behaviour” if presented with relevant 

products. 

 

According to the European Commission, initiatives are being undertaken in order to facilitate 

the access of “green cars” for European citizens. Vice-President Antonio Tajani encourages 

“the production of clean and energy efficient cars, which will be the vehicles of the future”. In 

order to make it happen, a program called the legislative program has been created: 

- Vehicle emission reduction;  

- Support research and innovation in green technologies;  

- Propose guidelines for demand-side incentives;  

- Ensure that alternative propulsion vehicles are at least as safe as conventional ones; 

- Promote common standards that will allow all electric vehicles to be charged 

anywhere in the EU;  

- Encourage installation of publicly accessible charging points;  

- Promote the development of smart (CO2 neutral) charging of electric cars;  

- Update the rules and promote research on recycling of batteries. 

 

All these initiatives above should encourage people to use “green cars” as a way of transport 

in order to reduce environmental damage. This is another reason that will promote the 

purchase of “green cars” in the future.  
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4-9 Summary of Key Findings 

The findings have addressed each of the research questions posed at the outset and the 

following represents a summary of the key findings: 

 

1. Eco-considerate respondents: all respondents are environmentally conscious and 

concerned for the environment. 

2. Environmental concern is an individual issue. Respondents profess a higher level of 

interest in environmental issues than they demonstrate in action. French respondents 

indicated that they are more concerned in relation to environmental issues than the 

Irish. 

3. All respondents are engaged in a range of activities highlighting their commitment to 

and support for environmental issues. All respondents showed “green behaviour” in 

terms of the four global issues highlighted in the survey: 80% of Irish respondents and 

66.70% of French respondents use waste recycling; 50.20% of Irish respondents and 

53.40% of French respondents are engaged in the purchase of eco-friendly products; 

53.30% of French respondents and 33.33% of Irish respondents are actively engaged 

in the reduction of the energy consumption; in excess of 50% of French respondents in 

contrast to only 26.70% of Irish respondents actively seek out energy-efficient 

products. 

4. While consumers are focused on relatively easy and convenient ways to help the 

environment, the challenge in the survey is the focus on the purchase of a “green car”. 

In relation to this environmentally aggressive action, price sensitivity emerged as the 

major barrier in relation to the purchase of a “green car”.  

5. Respondents‟ perception of a “green car” indicated that they perceive the “green car” 

to be of an inferior quality in terms of power, efficiency and comfort. It is apparent that 

perception and education are critical considerations to effect change in consumers‟ car 

purchase behaviour. 

6. Respondents who hold “green values” will demonstrate “green behaviour” if presented 

with relevant products as respondents indicated a willingness to purchase a “green 

car” in the future with better design and a higher degree of performance.  

7. While consumers are already on the green continuum as “eco-considerate” and want to 

be environmentally responsible, cost is a major consideration and consumers want 

their environmental efforts to save them money.  
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Chapter 5 – Conclusions and Recommendations 

 

The researcher clearly identified the relationship between attitudes and behaviour in the 

analysis of the secondary research. Models clearly demonstrated that attitudes act as a 

predictor of behaviour and as a trigger influencing the decision process. Depending on how 

consumers perceived a product or an object, they adopt a certain type of attitude which 

impacted on the behavioural process. Consumers can adopt two types of behaviour: either 

they purchase the product in which they are interested or they do not purchase it because their 

attitudes are not positive towards this specific product. The relationship between attitudes and 

behaviour is clearly identified in the primary research findings and the researcher proved that 

attitudes have a direct influence on behaviour when purchasing a “green car”.  

 

In the secondary research, the researcher also identified French and Irish behaviour towards 

environmental issues. Irish are tagged as cautions participants as they are not pro-active in 

implementing “green initiatives”. Cautious participants (the Irish) are concerned about 

climate change but have done relatively little to limit their environmental impact. In 

comparison, the French were represented as being more conscious about the environment. 

They are called stalled starters and are characterized by somewhat confused environmental 

views while waste watchers have made some commitments to limiting their environmental 

impact. Indeed, the secondary research findings revealed the “green behaviour” of the French 

respondents as a ninth of car owners agreed to purchase a car which was 10% more expensive 

in order to reduce CO2 emissions. After having analyzed the data from the interviews, the 

researcher generated a new consumer profile classification. Using the segment strategy 

framework, the researcher classified French and Irish consumers as waste watchers and 

concerned consumers as in the findings, respondents indicated some commitment to limiting 

their environmental impact. Indeed, the researcher generated a further profile of the 

respondents as being money-focused consumers. While consumers are focused on relatively 

easy and convenient ways to help the environment, the challenge in the survey is the focus on 

the purchase of a “green car”. In relation to this environmentally aggressive action, price 

sensitivity emerged as the major barrier in relation to the purchase of a “green car”.  
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In conclusion, French and Irish respondents are very aware of environmental issues and 

“green behaviour”, the only barriers to the purchase of a “green car” is the price and 

respondents‟ perception of a “green car” to be of an inferior quality in terms of power, 

efficiency and comfort. It is apparent that perception and education are critical considerations 

to effect change in consumers‟ car purchase behaviour. Therefore, attitudes are critical. 

Education and marketing will effect change in consumers‟ attitudes only over time. 

 

5-2 Recommendations 

5-2-1 Towards the “Green Car” Industry 

After having undertaken this research, the researcher noted that there is a lack of 

communication/education about “green cars” and the benefits they can provide for the 

environment as well as for the consumer. This communication/education will effect change in 

consumers‟ attitudes in relation to the purchase of a “green car”. 

 

5-2-2 Further Research 

The researcher recommends as a further research project to investigate attitudes and 

behaviour towards the purchase of other environmentally friendly products. It would, also be 

very interesting to know the attitudes and behaviour of other European respondents towards 

the purchase of a “green car”.  
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5-3 Conclusion 

From the findings, it is evident that respondents are eco-considerate - environmentally 

conscious and concerned for the environment. However, surprisingly, respondents profess a 

higher level of interest in environmental issues than they demonstrate in action. While 

engaging in a range of environmentally friendly activities, demonstrating their commitment to 

and support for environmental issues, respondents failed in the challenge to consider 

environmental issues when purchasing a car. Barriers to the purchase of a “green car” 

emerged as cost and inferior quality in terms of power, efficiency and comfort. Education and 

marketing are critical considerations to effect change in consumers‟ attitudes and car purchase 

behaviour. One of the most positive findings from the research, is the fact that the eco-

considerate respondents will in the future, undoubtedly demonstrate “green behaviour” and a 

willingness to purchase a “green car” if the price, design and performance are suitable.  
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Appendix 1: Global Megatrends 
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Appendix 2: “Climate-Friendly Fuels” 

(Fueling the Future? Technicity – Magazine for Innovation Technology Mobility) 
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Appendix 3: French Automobile Industry – Key Data 
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Appendix 4: SIMI STATISTICAL SERVICE NEW 

REGISTRATIONS APRIL 2011 

MARQUE 01/4 - 30/4 01/01 - 30/4 % Share

ALFA ROMEO 15 100 0,18%

AUDI 393 1986 3,50%

BMW 178 2183 3,85%

CADILLAC 0 0 0,00%

CHEVROLET 52 330 0,58%

CHRYSLER 0 1 0,00%

CITROEN 91 820 1,45%

CORVETTE 0 0 0,00%

DAIHATSU 0 3 0,01%

DODGE 0 0 0,00%

FIAT 85 629 1,11%

FORD 879 6131 10,82%

GM(OPEL) 637 3986 7,03%

HONDA 109 646 1,14%

HYUNDAI 435 2373 4,19%

JAGUAR 14 81 0,14%

JEEP 1 3 0,01%

KIA 309 1652 2,91%

LAND ROVER 45 263 0,46%

LEXUS 71 283 0,50%

MAZDA 133 1261 2,22%

MERCEDES-BENZ 186 1200 2,12%

MG 0 0 0,00%

MINI 22 222 0,39%

MITSUBISHI 56 380 0,67%

NISSAN 758 4496 7,93%

PERODUA 1 15 0,03%

PEUGEOT 367 1747 3,08%

PORSCHE 0 0 0,00%

RENAULT 771 5253 9,27%

SAAB 15 107 0,19%

SEAT 190 1199 2,12%

SKODA 519 3095 5,46%

SMART 0 0 0,00%

SUBARU 17 136 0,24%

SUZUKI 76 316 0,56%

TATA 0 0 0,00%

New Passenger Car Registrations
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   New Light Commercial Registrations 

MARQUE 01/4 - 30/4 01/01 - 30/4 % Share 

CHEVROLET 0 1 0,02% 

CHRYSLER 1 10 0,16% 

CITROEN 48 267 4,38% 

DODGE 0 7 0,11% 

FIAT 38 239 3,92% 

FORD 162 1295 21,25% 

GM(OPEL) 59 286 4,69% 

HONDA 0 0 0,00% 

HYUNDAI 8 75 1,23% 

ISUZU 31 207 3,40% 

IVECO 2 10 0,16% 

KIA 1 8 0,13% 

LAND ROVER 9 90 1,48% 

DAF 0 0 0,00% 

MAZDA 0 1 0,02% 

MERCEDES-BENZ 37 177 2,90% 

MITSUBISHI 37 131 2,15% 

NISSAN 84 387 6,35% 

PEUGEOT 50 244 4,00% 

PIAGGIO 2 2 0,03% 

RENAULT 168 846 13,88% 

ROVER 0 0 0,00% 

SEAT 0 0 0,00% 

SUBARU 3 17 0,28% 

SUZUKI 0 2 0,03% 

TATA 0 0 0,00% 

TOYOTA 164 575 9,44% 

VOLKSWAGEN 115 981 16,10% 

PRIVATE IMPORT 106 235 3,86% 

OTHER 0 0 0,00% 

  
  

  

Total  April 2011 1 125 6 093   

Total  April 2010 809 5817   

2011 change 2010 316 276   

% change 2011 - 2010 39,06% 4,74%   
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  New Heavy Commerial Registrations 

MARQUE 01/4 - 30/4 01/01 - 30/4 % Share 

DAEWOO 0 1 0,21% 

BMC 0 0 0,00% 

DAF 5 36 7,58% 

HINO 5 15 3,16% 

ISUZU 12 35 7,37% 

IVECO 5 27 5,68% 

JOHNSTON 0 3 0,63% 

MAN 5 25 5,26% 

MERCEDES-BENZ 20 53 11,16% 

MITSUBISHI 1 7 1,47% 

RENAULT 15 58 12,21% 

SCANIA 23 89 18,74% 

VOLVO 23 87 18,32% 

PRIVATE IMPORT 11 39 8,21% 

OTHER 0 0 0,00% 

  
  

  

  
  

  

Total  April 2011 125 475   

Total  April 2010 77 456   

2011 change 2010 48 19   

% change 2011 - 2010 62,34% 4,17%   
 

  
BUSES/COACHES 
REGISTRATIONS 

    

MARQUE 01/4 - 30/4 01/01 - 30/4 % Share 

        

BMC 0 0 0,00% 

VDL-DAF 0 4 10,00% 

MAN 0 0 0,00% 

MERCEDES-BENZ 0 0 0,00% 

SCANIA 0 3 7,50% 

DAF 0 1 2,50% 

VOLVO 0 0 0,00% 

PRIVATE IMPORT 5 32 80,00% 

        

  
  

  

  
  

  

Total  April 2011 5 40   

Total  April 2010 6 34   

2011 change 2010 -1 6   

% change 2011 - 2010 0,00% 17,65%   
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Appendix 5: In-depth Interviews Guide 

Thank you for taking the time to meet with me today. My name is Maxime MASSOULES 

and I am studying at the Dublin Business School in MSc in International Business. This 

interview is part of my research. I would like to discuss attitudes and behaviours in relation to 

auto purchasing and environmental issues and in particular attitudes towards “green cars”.  

 

The interview will take maximum 15 minutes. Your identity is not compulsory and the 

information collected from you will be treated confidentially.  

 

Do you have any questions for me before I start? 

 

 

Interviewee: Date: 
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In-depth interview 

 

Section 1:  

Interviewer: Maxime MASSOULES  Interviewee:  

Location:  Date: _ _ _ /_ _ _ / 2011 

 
 

Section 2:  

1. Do you feel concerned by the environmental issues? 

Yes No 

 

2. If yes, how concerned are you? (0= not at all / 10= very) 

0          10 

           

 

3. If no, why? 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

 

4. When purchasing fast moving consumption goods, what types of behaviours 

have you adopted in relation to the environmental issues and to what extent?  

 0          10 

Waste recycling            

Purchasing of eco-friendly products            

Product life extension            

Energy consumption            

 

Other: _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
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5. If it is not important, can you tell me why? 

It is expensive: Product is not genuine: My involvement will  

not make the difference:  

Other:  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

 

6. When buying cars, how important is for you the environmental aspect? 

Not      Very 

 

7. If it is not important, can you tell me why? 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

 

8. Do you drive a “green car”? 

Yes No 

 

If YES: 

9. What has / have been the influence (s) that made you purchase a “green 

car”? 

Publicity (Radio, TV, Internet, etc..)   

Friends  

Family  

Co-workers  

Government (regulations, laws, etc..)  

Lobbying  
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10. How do you feel in terms of: (0= not satisfied / 10= very satisfied) 

 0          10 

Comfort            

Efficiency            

Power            

“Green technology”            

CO2 emissions            

Design            

Price            

 

If NO: 

11. Why would you not buy a “green car”? 

Comfort  

Efficiency  

Power  

“Green technology”   

Design  

Price  

 

Other: _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  

 

12. In the future, would you purchase a “green car”? 

Yes No 

 

13. Have you ever heard about “green technologies” or “climate-friendly 

fuels”? 

Yes No 

 

14. “Climate-friendly fuels” can be used in any cars and it also can lead to 

substantial savings in CO2 emissions, would you use this type of energy in 

your vehicle? 

Yes No 
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15. If no, why would you not use this type of energy in your vehicle? 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Section 3:  

Genders: Male Female 

Age:   

18 - 25  

25 - 35  

35 - 50  

> 50  

Income: 

< €10,000  

€10,000 - €25,000  

€25000 - €50,000  

€50,000 - €75000   

> €75,000  

 

Participants are thanked for their cooperation and their time. 

 
 
 

 


