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Appendix 2: Pre-test questionnaire

1. NovoRise is embedded in the Dutch culture.

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
2. NovoRise is a company of Dutch origin.

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
3. NovoRise has a long history in the Netherlands.

Strongly disagree 1 2 3 4 5 6 7 Strongly agree

4. The graphical design of the advertisement emphasizes sustainability.

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
5. This graphical design of the advertisement communicates eco-consciousness.
Strongly disagree 1 2 3 4 5 6 7 Strongly agree
6. The graphical design of the advertisement is perceived as natural.

Strongly disagree 1 2 3 4 5 6 7 Strongly agree

7. The advertisement emphasizes a direct personal benefit for the consumer.

Strongly disagree 1 2 3 4 5 6 7 Strongly agree

8. The advertisement claims that the shoe is beneficial for the environment.

Strongly disagree 1 2 3 4 5 6 7 Strongly agree

9. The advertisement claims that the shoe is beneficial for the individual consumer.
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

10. The advertisements communicates consumer benefits apart from sustainability claims.
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

11. Did you know NovoRise before you received this questionnaire?
yes/ no
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Appendix 3: Pre-test results

Layout: Green (13 participants) versus red (11 participants)

Mgreen SDgreen Mied SDred
The graphical design of the advertisement emphasizes sustainability 4538462 | 1,0664101 3,8181818 | 1,721522
The graphical design of the advertisement communicates eco-consciousness | 5,307692 | 1,182132 3,4545455 | 1,634848
The graphical design of the advertisement is perceived as natural 4,769231 1,42325 3,1818182 | 1,834022
Benefit: Environmental (12 participants) versus personal (12 participants)

Menvisnonment | SDenvironment Mpersonal

The advertisement emphasizes a direct personal benefit for the consumer 2,333333 0,887625 3,8333333
The advertisement claims that the shoe is beneficial for the environment 6 0,852803 5,5
The advertisement claims that the shoe is beneficial for the individual consumer 2,25 0,753778 3,5833333
The advertisement communicates consumer benefits apart from sustainability
claims 2 1,206045 3,0833333

Heritage: Local (12 participants) versus global (12 participants)

Miocal SDiocal Maiobal SDglobal Mioca-Mglobal
NovoRise is embedded in the Dutch culture 2,833333 | 1,403459 2,6666667 | 1,556998
NovoRise is a company of Dutch origin 3,833333 | 1,946247 1,8333333 | 1,193416
NovoRise has a long history in the Netherlands 4 2 3,25 |1,693123

Mgreen-Mied

SDpersonal
1,0642245
1,566699
1,729862

1,311372




Appendix 4: Full Questionnaire

1 Q1 up to Q30: Questions that measure the dependent variables

1 Q31 up to Q39: Control questions

L Q40 up to Q51: Question that measure participants profile, preferences and prior knowledge
I
I

e e e e ]

Q1 NovoRise is a sustainable company

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q2 NovoRise cares for the planet

Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q3 Sustainability is important for NovoRise
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q4 NovoRise is a fair employer
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q5 Human health is important for NovoRise
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q6 NovoRise cares for people

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q7 NovoRise serves the high end market

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q8 NovoRise is a luxurious brand

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q9 NovoRise sells expensive shoes

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q10 The NovoRise brand is authentic

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q11 The NovoRise brand is fake

Strongly disagree 1 2 3 4 5 6 7 Strongly agree

/|
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Q12 The NovoRise brand is credible

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q13 The information in the advertisement is trustworthy

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q14 The information in the advertisement is credible

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q15 I believe the information in the advertisement

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q16 Shoes of the new NovoRise footwear collection are sustainable

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q17 Shoes of the new NovoRise footwear collection do not harm the environment
Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q18 Shoes of the new NovoRise footwear collection protect the earth

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q19 Shoes of the new NovoRise footwear collection are healthy for your feet
Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q20 Shoes of the new NovoRise footwear collection prevent sore feet

Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q21 Shoes of the new NovoRise footwear collection are ergonomic
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q22 Shoes of the new NovoRise footwear collection are durable
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q23 Shoes of the new NovoRise footwear collection are long-lasting
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q24 Shoes of the new NovoRise footwear collection are of good quality
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q25 Shoes of the new NovoRise footwear collection are fashionable
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q26 Shoes of the new NovoRise footwear collection are cool
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

<



Q27 Shoes of the new NovoRise footwear collection ate a "must have"
Strongly disagree 1 2 3 4 5 6 7 Strongly agree

Q28 I expect that the price of these NovoRise shoes (in Euro) is:
Open ended
Q29 Please select one of the statements below

o [ will DEFINITELY buy these NOLV'ORISE shoes

o [ will PROBABLY buy these NOVORISE shoes

o [ will PROBABLY NOT buy these NOI'ORISE shoes

o [ MIGHT buy these NOV'ORISE shoes

e [ will DEFINITELY NOT buy these NOVORISE shoes

Q30 Assuming that you are interested in buying a shoe from the new NovoRise collection,

how many Euros are you willing to spend?
Open ended
Q31 The graphical design of the advertisement emphasizes sustainability

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q32 The graphical design of the advertisement communicates eco-consciousness
Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q33 The graphical design of the advertisement looks natural

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q34 The advertisement emphasizes a personal benefit for the consumer

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q35 The advertisement communicates a benefit for the environment

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q36 The advertisement communicates a "benefit for you"

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q37 The advertisement emphasizes foot health

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q38 NovoRise is a company of Dutch origin

Strongly disagree 1 2 3 4 5 6 7 Strongly agree
Q39 NovoRise’s local history influences my buying preferences.
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Q40 What is your age?

Open ended

Q41 How many pairs of shoes do you buy in one year? (on averager)

Open ended

Q42 How many Euros do you usually spend on one pair of shoes? (on average?)
Open ended

Q43 Please select how important the following items are when you buy a new pair of shoes:
Price

Very unimportant unimportant — indifferent important Very important
Brand

Very unimportant unimportant — indifferent important Very important

Sustainability
Very unimportant unimportant — indifferent umportant Very important

Authenticity

Very unimportant unimportant — indifferent mportant Very important
Quality

Very unimportant unimportant — indifferent umportant Very important
Foot health

Very unimportant unimportant — indifferent umportant Very important
Looks

Very unimportant unimportant — indifferent important Very important
Q50 Anything else important for you when you buy a new pair of shoes?

Open ended

Q51 Did you know NovoRise before receiving this questionnaire?

Yes/no




App endiX 5: Explanation research in Dutch (as read by participants)

Beste TPO studenten,

Aan het eind van het Milieu Practicum willen we je aandacht vragen voor een enquéte.
(Sommigen van jullie hebben het Milieu/DfA practicum eerder dootlopen, maar we zouden
het leuk vinden als ook jullie willen meedoen.)

Je hebt een herontwerp gemaakt in het kader van het milieupracticum. Nu is het nog de vraag
hoe je jouw product het beste kunt verkopen. Je zou milieu als verkoopargument kunnen gebruiken,
maar dat blijkt in de praktijk lang niet altijd succesvol te werken.

Wat beweegt jullie wanneer je iets gaat kopen? We willen een aantal aspecten daarvan met deze enquéte meten.
Dit gebeurt door jullie een aantal vragen te stellen naar aanleiding van een korte reclame boodschap.
Een maand na het invullen van de enquéte krijg je de resultaten ervan toegestuurd.
Wij koppelen het volgende aan jullie terug:
o de voorkeuren die er in jullie groep blijken te leven

o de research methode die gevolgd is
Beide aspecten zijn van groot belang voor jullie verdere toekomst: je leert er van wat mensen

zoals jullie belangrijk vinden, en je leert ervan hoe je een dergelijk onderzoek kunt aanpakken.

De gegevens zijn anoniem, maar je moet wel jouw naam opgeven, omdat wij anders de

resultaten niet kunnen terugkoppelen. Verder merken we op dat niet iedereen de zelfde reclame-uiting
voorgeschoteld krijgt. Dat is een belangrijk element van deze enquéte, bij de terugkoppeling krijg je
uitgelegd waarom. De enquéte gaat over het schoenenmerk NovoRise, dat op de Nederlandse
consumentenmarkt niet verkocht wordt, zodat jullie oordeel niet te veel van te voren beinvloed is.

Kortom: ga even aan de slag met de volgende weblink, het kost je maar 5-10 minuten en je
kunt veel leren van de resultaten die we terugkoppelen.
bttp:/ [ www.thesistools.com/ web/ 2id=258576

vriendelijke groet,
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Appendix 6: spss output experiment

In this appendix, the raw SPSS data of the experiment is documented. The data is documented per dependent variable. For each
dependent variable, the outcomes of the two-way independent ANOVA

test and the descriptive statistics are shown. Descriptive Stafistics
Index: |y ati enyl gggmgmg ﬁmg}yhmnd
1. Evaluation of brand's environmental responsibili Herliage1l 26 | GolortG2R | Benefitivoah | Mean | Sid Dewiafion | N
Local green Consumer 48500 1.08853 40
Environment 47222 1.23032 24
i Total 4.8021 113579 64
Tests of Between-Subjects Effects jred Consumer 5.1667 102312 20
Index: . fybrand Environment 48533 1.28409 25
Type Il Sum of | Total 4.9926 147312 45
Source Squares df Mean Square F Sig. jTuta\ Consumer 4.9556 1.06911 60
! Environment 47891 1.24665 49
Corected Model 59199 7 846 573 777
""""""" Total 48807 114981 109
Intercept 4784.498 1 4784498 | 3244739 000
e Global green Consumer 5.2361 1.00472 24
Heritage 1L2G 1874 1 1814 1.230 269
ColorGIR 181 1 181 123 796 Environment 5.0500 1.36487 20
: : : : Total 51515 1.17126 44
Benefit1v2M 2231 1 2231 1.513 220
red Consumer 51600 152486 25
Heritage 1L2G * Color1G2R 1.264 1 1.264 857 356 X
Environment 4.9242 1.15896 22
Heritage1L2G * 0o 1 001 0o 978
- Total 5.0496 1.35664 47
Beneritiy2n Total Consumer 51073 1.28366 49
Color1G2R* Benefit1vY2ZN 166 1 166 112 738 Environment 49841 124712 P
} X
Heritage1L2G * Color1G2R 055 1 055 038 847 Total 50080 1 26442 01
R )

Benefit1YaN Total green Consumer 19948 1.06655 64
Errar 283112 192 1475 Environment 48712 1.28842 44
Total 5249111 200 Total 49444 115784 108
ConededTotal 289.031 199 red Consumer 5.1630 131161 45
a.R Sqguared=.020 (Adjusted R Squared=-.015) Environment 48865 401440 47

Total 50217 1.26356 92
Total Consumer 5.0642 117105 109
Environment 4.8791 1.24377 o
Total 4.9800 1.20516 200




2. BEvaluation of brand's social responsibility

Tests of Between-Subjects Effects Descriptive Statistics
Index: Evaluati jal nsipilify brand
Type ll Sum of Heritage 1L2G : Color1G2R Benefit1v2N Mean Std. Deviation N

Source Squares df Mean Square F Sia. Logal Egreen Consumer 48291 80158 39
Corected Model 20233 7 2.890 2567 014 Environment | 41389 113323 2
Infercept 4220.019 1 4220.019| 3791.180 000 Total 4.5661 99215 63
Heritage1L2G 5.656 1 5656 5.081 025 ;fe“ Consumer 51296 B7774 18
Color1G2R 091 1 091 081 776 Environment 43889 1.23815 24
Benefit!Y2N 7.601 1 7.601 6.828 010 Total 47063 1.08999 42
Heritage1L2G* Color1G2R 2.442 1 2442 2194 140 @Tolal Consumer 4.9240 77156 57
Heritage1L.2G* 4.356 1 4356 3.914 049 Environment 4.2639 118093 48
Benefit1Y2ZMN Total 4.6222 1.02955 105
Color1G2R * Benefit1Y2N 226 1 226 203 653 Global green Consumer 5.0580 1.03305 23
Heritage1L2G* Color1G2R 092 1 092 083 774 Environment 5.0741 114650 18
*Benefit1Y2ZN Total 5.0650 1.07036 41
Error 205926 185 1113 red Consumer 49867 126374 25
Total 4637111 193 Environment 47727 1.08568 22
Comected Total 226,159 192 Total 4.8865 117600 47
a.R Squared= 089 (AdjustedR Squared=.055) Total Consumer 5.0208 14732 4
Environment 4.9083 1.10937 40
Total 49697 1.12516 88
Total green Consumer 49140 89307 62
- Environment 45397 121854 42
' Total 4.7628 1.04760 104
ired Consumer 5.0465 1.05053 43
I Environment 45725 117097 46
Total 48015 1.13342 89
ETolaI Consumer 4.9683 95801 105
Environment 4.5568 1.18712 88
Total 47807 1.08532 193

Graduation report Rosan van der Helm




3. Evaluation of brand's quality image

Tests of Between-Subjects Effects

Index: Evaluation gualityimage brand

Type Il Sum of
Source Sqguares df. Mean Square F Sig.
| Corrected Model 10.851° 7 1.550 1.264 270
Intercept 2726.633 1 2726.633 | 2223.150 .0oo
Heritage1L2G 044 1 044 036 850
Color1G2R 5.970 1 5970 4.B68 .029
Benefit1Y2N 1.468 1 1.468 1.197 275
Heritage1L2G * Color1G2R 2.630 1 2.630 2145 145
Heritage1L2G* 066 1 066 054 817
Benefit1Y2N
Color1G2R* Benefit1y2N 317 317 258 612
Heritage1L2G * Color1G2R 11 1 111 091 764
*Benefit1YzN
Error 231.803 188 1.226
Total 3055.000 197
Conecled Total 242 654 196
a.R Squared=.045 (Adjusted R Squared=.009)

\ndergwmage brand
Heritage1L2G | Color1GZR | Benefity2N Mean | Std. Deviation
Local igreen Consumer 35750 99568 40
[ Environment 3.4028 1.07217 24
f Total 3.5104 1.02003 64
‘ red Cansumer 4.1333 1.35249 20
Environment 4.0278 1.21551 24
: Total 4.0758 1.26545 44
iTuta\ Consumer 37611 1.14667 60
r Environment 37153 1.17698 48
Total 37407 1.15500 108
Global green Consumer 39275 95323 23
Environment 3.5833 1.05340 20
Total 37674 1.00405 43
red Consumer 3.9167 1.19682 24
Environment 3.8333 1.06781 22
Total 3.8768 1.12515 46
Total Consumer 3.9220 1.07275 47
Environment 37143 1.05556 42
Total 3.8240 1.06374 89
Total green Consumer 37037 98758 63
\ Environment 3.4848 1.05521 44
Total 3.6137 1.01679 107
ired Cansumer 4.0152 1.25950 44
Environment 3.9348 1.13881 46
‘ Total 3.9 1.19323 a0
iTuta\ Consumer 3.8318 1.11251 107
‘ Environment 37148 1.11573 a0
Total 37783 1.11267 197




4. Evaluation of brand's authenticity

Tests of Between-Subjects Effects Descriptive Stafistics
Index: Evaluati henticity brand Index: Evalugl henticity brand
Type Il Sum of Heritage1L2G ? Color1G2R Benefit1yv2M Mean Std. Deviation N

Source Squares o Mean Sauare F so Local areen Gonsumer 41880 1.24908 39
Corecled Mogel 7.995° 7 1.142 1.042 403 Emironment {42727 100728 =
__ niercept 3396.361 1 3396.361| 3099.033 000 Total 42188 117518 &1
Heritage1L2G 928 1 928 846 359 e SRnaue 4403 20082 ®
Color1GZR 734 1 734 670 414 i Environment 4.0000 1.08866 25
Benefit1y2N 2.556 1 2.556 2.332 128 Total 41742 102208 4
Heritage1L2G * Color1G2R 1108 1 1.108 1.008 317 ot Gonsumer 42586 114480 58
Heritage1L2G * 265 1 265 242 623 i Envionment {41277 107128 47
Benefitiy2N Total 4.2000 1.10902 105
Color1G2R* Benefit!Yan 005 1 005 004 048 Global green Sonsumet 14848 106273 =
Heritage1L2G * Color1G2R 2529 1 2529 2308 130 Environment | 39500 21303 20
+Benefity2N Total 4.2302 1.01876 42
red Consumer 45417 96215 2
Error 202.749 185 1.096 Environment 4.4545 87011 22
Total 3742000 193 Total 45000 91016 46
GonegledTotal 210744 192 Total Copsumer 45145 1.00051 46
a.R Squared=.035 (Adjusted R Squared=.002) Environment 49143 91605 42
Total 43712 96745 88
Total green ’_‘E; I; 42951 118493 61
% Environment 4.1190 99271 42
Total 42333 110888 103
red  Gonsumer 44306 92953 43
Environment 4.2128 1.00824 47
Total 4.3407 97532 an
Total | Consumer 43718 1.08566 104
% Environment 41685 99636 89
iTotaI 42781 1.04768 193
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5. Evaluation of brand's trustworthiness

Tests of Between-Subjects Effects

Index: Evaluation trustworthiness brand

Type lll Sum of
Source Squares df. Mean Square F Sig.
| Gonegled Model 4.580° 7 654 451 569
Intercept 2915.760 1 2915760 2008.031 .000
Heritage 1L2G 612 1 612 421 517
Color1G2ZR .022 1 .022 .015 802
Benefit1Y2M 1.091 1 1.091 751 387
Heritage1L2G * Color1G2R 134 1 134 092 J62
Heritage1L2G * 1716 1 1716 1.182 278
Benefit1v2M
Color1G2R*Benefit1Y2M 999 1 999 658 408
Heritage1L2G * Color1G2R 446 1 446 307 580
* Benefit1v2N
Error 275.880 190 1.452
Total 3332.222 198
Cormected Total 280469 197

a.R Sguared=.016 (Adjusted R Squared=-.020)

D intive Stafisti
Index: Evaluation trustworthiness brand

Heritage1L2G | Color1G2R | Benefit1v2n Mean Sid. Deviation

Local | green Consumer 3.9402 1.23039 39

| Environment 3.9308 1.30024 24

Total 3.9365 1.24701 63

Consumer 3.9667 1.14812 20

Environment 4.0533 1.18509 25

Total 4.0148 1.15679 45

Consumer 3.9492 1.19355 59

H Environment 3.9932 1.23132 49

Total 3.9691 1.20533 108

Global green Consumer 41667 1.26262 24

Environment 35833 1.20269 20

Total 3.9015 1.29515 44

red Consumer 3.8933 1.09595 25

Environment 37937 1.08257 21

Total 3.8478 1.07888 46

Total Consumer 4.0272 1.17622 49

Environment 3.6911 1.17943 41

Total 3.8741 1.18309 a0

Total green Consumer 4.0265 1.23756 63

Envirenment 37727 1.29354 44

Total 3.9221 1.26108 107

red Consumer 3.9259 1.10757 45

Environment 3.9348 1.13446 46

Total 3.9304 111501 91

Total Consumer 3.9846 1.18083 108

iEnwronment 3.8556 1.21070 a0

ETuIa\ 3.9259 1.19319 198




6. Evaluation of product's sustainability

Tests of Between-Subjects Effects Descriptive Statistics,
Index: Evaluation sustainability product Index: Evaluation sustainability product
Type Il Sum of Heritage1L2G | Color1G2R  : Benefit1Y2N Mean Std. Deviation I

Source Squares af Mean Square F Sig Local | green Consumer 4.2833 1.05288 40
Cormected Model g.1328 7 1.162 999 434 , Environment 41014 1.13900 23
Infercent 3371.024 1 3371.024 | 2898.158 000 Total 42168 107956 63
Heritage1L2G 007 1 .007 006 938 red Consumer 4.0500 88704 20
Color1G2R 054 1 054 820 366 | Environment 45067 1.05900 25
Benefit1y2N 1.855 1 1.855 1.595 208 Total 4.3037 1.00207 45
Heritage1L2G* Color1G2R 2455 1 2455 2110 148 ETUW Consumer 4.2056 99923 60
Heritage1L2G* 175 1 175 151 698 Environment 43125 1.10534 48
Benefit1y2N Total 4.2531 1.04407 108
Color1G2R * Benefit1y2M 2.165 1 2.165 1.861 174 Global green Consumer 4.3333 1.02986 23
Heritage1L2G* Color1G2R 519 1 519 446 505 Environment 44833 131334 20
*Benefit1Y2N Total 4.4031 1.15826 43
Error 219.837 189 1.163 red Consumer 3.8533 1.07186 25
Total 3755.880 107 Environment 42222 1.06110 21
Cormected Total 227970 106 Total 40217 1.07129 46
a.R Squared= 036 [AdjustedR Squared=.000) Total Consumer 4.0833 1.06857 48
Environment 43496 1.18310 41
Total 4.2060 112423 89
Total green Consumer 4.3016 1.03646 63
- Environment 42791 1.22351 43
Total 4.2925 1.11051 106
red Consumer 3.9407 93803 45
Environment 4.3768 1.05785 46
Total 41612 1.04156 91
Total Consumer 41512 1.02754 108
' Environment 4.3296 1.13540 89
ETDIaI 42318 1.07848 197
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7. Evaluation of product's healthiness

Total 3.8537 1.27663 196

Tests of Between-Subjects Effects
Index: Evaluation healthiness product

Index: Evaluation healthiness product Hertage1L2G  Color1G2R | Benefit1y2N Mean | Std Deviation N
Type Il Sum of Logal green | Consumer 44211 1.00355 38
Source Squares df Mean Square F sia. | Environment 2.8056 1.21551 24
ComagtedModel 93.789* 7 13398 11244 000 Total 37957 134063 62
Intersent 2725.264 1 2725264 | 2287.090 000 red | Consumer 4.7000 93596 2
Heritage1L2G 07 1 A07 090 764 | Environment 33867 112308 25
Color1G2R 155 1 155 130 719 Total 3.9704 122850 45
Benefit1y2N 79.518 9 79.518 66.733 000 Total i Consumer 45172 98165 58
Heritage1L2G * Color1G2R 6.539 1 5539 5.487 020 | Environment 3.1020 1.19645 49
Heritage1L.2G * 1.277 9 1277 1.072 302 Total 3.8692 1.29161 107
Benefit1Y2MN Global green Consumer 47361 95284 24
Color1G2R * Benefit1¥2N 4.405 1 4.405 3697 056 Environment 3.1404 128772 19
Heritage1.2G * Color1G2R 1128 1 1128 947 332 Total 4.0310 137208 43
*Benefit1Y2N red Consumer 3.9600 119923 25
Error 224.018 188 1192 Environment 3.2857 97346 21
Total 3228 667 196 Total 3.6522 114170 46
Corrected Total 317.807 195 Total Consumer 43401 115568 48
a.R Squared = 295 (Adjusted R Squared= 269) Envronment 1 32187 142102 4
Total 3.8352 1.26543 89
Total green Consumer 45430 99952 62
i Environment 29535 124421 43
Total 3.8021 135203 105
1 red Consumer 42889 114062 45
‘ Envirenment 3.3408 1.05055 46
( Total 3.8095 1.18961 91
%Tuta\ Consumer 4.4361 1.06341 107
Environment 3.1536 1.15804 89




8. Evaluation of product's durability

Tests of Between-Subjects Effects

Index: Evaluation durability product

Type Il Sum of
Source Squares df. Mean Square F Sig.
Corrected Model 11.0812 7 1.583 1527 160
Infercent 3027.836 1 3027.836| 2920577 000
Heritage1L2G 1204 1 1204 1161 283
Color1G2R 2372 1 2372 2.288 132
Benefit1¥2N 6.108 1 6.108 5.802 016
Heritage1L2G * Color1G2ZR 003 1 003 003 960
Heritage1L2G * 1133 1 1133 1.083 297
Benefit1¥2ZN
Color1G2R* Benefit1Y2MN 1.282 1 1.202 1.246 266
Heritage1L2G * Color1G2R 604 1 604 582 446
*Benefit1Y2N
Errar 193.868 187 1.037
Total 3394667 195
Comected Total 204948 194
a.R Squared = .054 (AdjustedR Squared=.019)

D intive Stafisti
Index: E&E‘ ggiggg !EEE. gpmdud

Heritage1L2G Color1GZR__: Benefit1v2N Mean Std. Deviation M

Lacal igreen Consumer 41197 1.04150 39

Environment 3.8611 1.29255 24

Total 4.0212 1.14045 63

red Consumer 4.3000 1.00815 20

Environment 4.1467 1.08474 25

Total 4.2148 1.04242 45

iTotaI Consumer 4.1808 1.02520 59

Environment 4.0068 1.18730 49

Total 4.1019 1.09985 108

Global green Consumer 42361 87078 24

Environment 3.4386 1.08328 19

Total 3.8837 1.03863 43

red Consumer 41739 64251 23

Environment 3.9365 97536 21

Total 4.0606 81736 44

Total Consumer 4.2057 75997 47

Environment 37000 1.04541 40

Total 3.9732 93208 a7

Total green Consumer 4.1640 97435 63

EEnwunmenl 36744 1.20850 43

Total 3.9654 1.09731 106

red Consumer 4.2326 82467 43

EEnwronment 4.0507 1.03032 46

Total 4.1386 93583 29

Total Consumer 4.1918 91310 106

EEnwunmenl 3.8689 1.12998 89

ETola\ 4.0444 1.02783 195
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9. Evaluation of product's fashion image

Tests of Between-Subjects Effects

Index; gwmmimage product

Type lll Sum of
Source Squares di Mean Square F Sig.
Corrected Model 15.2412 7 2177 1.737 103
 Intercept 1984.779 1 1984.779| 1583765 000
Heritage1L2G 1.280 1 1.280 1.021 313
Color1G2R 2.570 1 2.570 2.051 154
Benefit1Y2ZN 7.748 1 T.748 6.152 014
Heritage1L2G * Color1G2R 3.256E-6 1 3.256E-6 .0oo 999
Heritage1L2G * 252 1 252 20 654
Benefit1Y2ZMN
Color1G2R * Benefit1y2M 1.399 1 1.399 1116 292
Heritage1L2G * Color1G2R 1175 1 1175 938 334
* Benefit1Y2ZN
Error 233.096 186 1.253
Total 2350.889 194
Corrected Total 248.337 193
a.R Squared=.081 (AdjustedR Squared = .026)

Index: luati hjonimage product
Heritage1L2G | Color1G2R | Benefitlyan Mean | Std. Deviation
Local igreen Consumer 34833 1.15458 40
r Environment 2 6667 115051 24
r Total 31771 1.21131 64
red Consumer 3.3860 1.25346 19
Environment 3.2361 1.07891 24
r Total 3.3023 1.14738 43
E\Total Consumer 34520 117731 59
r Environment 29514 1.14026 48
Total 3.2274 1.18215 107
Global green Consumer 34167 89685 24
Environment 3.0667 82078 20
Total 32576 87120 44
red Consumer 3.6377 1.00460 23
Environment 33167 1.48865 20
Total 3.4884 1.24796 43
Total Consumer 35248 94727 47
Environment 31917 1.19326 40
Total 33716 1.07404 a7
Total green Consumer 3.4583 1.05827 64
gEnvimnment 2.8485 1.02288 44
Total 3.2009 1.08189 108
red Consumer 35238 1.11686 42
r Environment 32727 1.26628 44
Total 3.3953 1.19532 86
Total Consumer 34843 1.07706 106
{Enwronment 3.0606 1.16411 88
{Total 22921 1.13434 194




10. Buyving intention

Tests of Bet Subjects Effects Descriptive Statistics
Jestion) Buyinaintenfion (reverse of uestion)
Type Il Sum of Heritage1L2G | Color1G2R | Benefit1Y2W Mean. Std. Deviation N
Source Squares df Mean Square F Sig. Logal :green Consumer 24750 81610 40
Gorrested Model 9.160° 7 1.309 2.199 036 Envirenment {20417 62408 24
Intercept 989109 1 989.109| 1662.413 000 Total 23125 7408 B4
Heritage 1L.2G 194 1 194 327 568 red Consumer 2.2000 83443 20
Color1G2R 351 1 351 590 443 ! Environment 25417 77903 24
Benefit1y2N 2.090 1 2.090 3513 062 Total 23864 84126 44
Heritage1L2G * Color1G2R 033 1 033 {056 813 ETDW Consumer 2.3833 84556 60
Heritage 1L2G* 1.277 1 1.277 2146 145 Environment 22917 74258 48
Benefit1y2N Total 2.3426 79909 108
Color1G2R* Benefit1Y2N 5.095 1 5.095 §.564 {004 Global green Consumer 25417 58823 24
Heritage 1L2G * Color1G2ZR 170 1 70 286 594 Environment 1.9000 64072 20
* Benefit1y2n Total 2.2500 68624 44
Error 113.047 190 595 red Consumer 2.3333 96309 24
Total 1177.000 1498 Environment 2.2273 75162 22
Corected Total 122 207 197 Total 2.2826 86057 46
a.R Squared= 075 (Adjusted R Squared= 041) Total Consumer 24375 79643 48
Environment 2.0714 71202 42
Total 2.26687 77605 a0
Total green Consumer 2.5000 73463 64
Environment 19773 62835 44
Total 2.2870 73689 108
red Consumer 22727 92419 44
Environment 23913 77397 46
Total 2.3333 84800 a0
Total Consurmer 2.4074 82072 108
Environment 21889 73277 a0
%Tntal 23081 78762 198

Graduation report Rosan van der Helm




11. Willingness to pay

Tests of Between-Subjecis Effects
\Nlingngss to pay (relative) ingness o pay (1glalive)
Type Il Sum of Heritage1L2G | Color1G2R Benefit1Y2MN Mean Std. Deviation N
Source Squares o Mean Square F Sig Logal Lgreen Consumer 8843 43212 33
. Model 31a02 7 455 1219 295 Environment 9766 42838 21
ntercept 150.606 1 150.606|  404.030 000 i Total 9202 4290 54
Heritage1.2G 026 1 026 070 792 jred Consumer 8581 21428 15
Color1G2R 113 1 112 204 582 L Environment 1.0152 43842 25
Benefit1Y2N 555 1 555 1489 224 } Total 9563 37511 0
Heritage1L2G * Color1G2R 088 1 088 236 628 i Total Consumer 8761 37545 8
Heritage 112G * 2415 1 2415 5.478 012 I Environment 9976 42948 46
BenefitiY2N Tatal 9356 40524 94
Color1G2R * Benefit1y2N 064 1 064 A73 678 Global green Gonsumer 1.1008 65501 20
Heritage1L2G * Color1G2R 002 1 002 005 944 Environment 7096 36313 19
+Benefit1Y2M Total 9148 56396 39
Error 52 624 168 973 red Consumer 1.1615 1.22379 22
Total 994 476 176 Environment 8529 53601 21
Corected Total 65.805 175 Total 1.0108 95394 43
- Total Consumer 1.1369 98316 42
a.R Sguared = .048 (AdjustedR Squared=.009)

Environment 7848 46201 40
Total 9652 78955 g2
Total green Consumer 9694 53277 53
iEnvianmem 8498 41618 40
Total 9179 48724 93
red Consumer 1.0385 95619 37
iEnvirunmenl 9411 48671 4B
Total 9845 73060 83
Total Consumer 9978 73270 90
iEnvlronmem 8986 45495 86
ETuta\ 9493 61321 176




