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Executive summary:  
 
This research is focused on studying sustainable food and young adults’ consumer decision-

making process. To make this possible some of the Zonnatura company products are 

considered. Zonnatura was founded in 2002 and is a Dutch retail company that produces 100% 

ecological and sustainable products (Onze duurzaamheid, 2021). This research will only focus 

on tea products. (Onze duurzaamheid, 2021). 

Problem statement: It is known that individuals are aware of environmental and social 

implications caused due to consumerism throughout the years. The Netherlands is one of the 

countries that highlights the importance of this topic, and it is important to understand the 

behavior of young adult consumers towards sustainable packages. Considering that tea is a 

product that ranges and is consumed by most of the people frequently, if not daily, this study 

focuses on it.  

Central research question: “Which factors are related to the decision making and buying 

process of Dutch consumers aged 18-41 towards sustainable branded tea products on the Dutch 

market? 

Theoretical sub-questions: What are the characteristics of Millennial and Generation Z 

consumers? What entails the consumer decision-making and buying process? What entails 

sustainable food? What entails processed food products? What entails a consumer food brand? 

Empirical sub-questions: What are the characteristics of Dutch Millennial and Generation Z 

consumers? What entails the Dutch consumer decision-making and buying process? What 

entails sustainable food in The Netherlands? What entails processed food products in The 

Netherlands? What entails a consumer food brand in The Netherlands? 

Key literature findings: Previous research shows that individuals are very much dedicated to 

exercising, eating right, and investing in their wellness as much as they are aware of 

environmental issues. Furthermore, the packaging is seen as a crucial attribute in 

communicating the environmental friendliness of the food. Also, it is seen that individuals 

relate sustainable food consumption with a healthy lifestyle and try to check on recyclability 

and the natural-looking material of the packaging to define sustainable food. Likewise, 

previous studies suggest that food branding can advocate certain behaviors toward healthier 

eating habits, greater food variety.  

Research hypothesis: H1. Generation Z and Millennials are willing to buy sustainable food 

products. H2. Generation Z and millennials prefer non-plastic packaging. H3. Sustainable food 

consumption is related to healthier lifestyle. H4. Sustainable products are not perceived as 
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minimally processed food.H5. Individuals are willing to pay price premium when inclined with 

brand image of sustainable products. 

Research methodology: This research is based on a quantitative research method, and 

qualitative research method. A choice based conjoint analysis is used.  

Key research findings: Dutch Millennials and generation Z consumers are aware of 

sustainable food products. However, it is noticed a lack of knowledge on the criteria that makes 

a food product sustainable. Furthermore, Dutch Millennials and Generation Z consumers are 

not willing to buy sustainable food products. Dutch consumer decision-making and buying 

process of tea, depend on several attributes, which the highest is “does not contain plastic”, 

then comes taste and price. The brand does not play a significant role while choosing such 

products. 

Comparison: Both previous research and this study show that there is a tendency to consider 

sustainable attributes while making a choice. Also, it is noticed that plastic packaging is 

avoided. However, consuming sustainable food products is related to a healthier lifestyle. 

Moreover, the brand does not have a significant impact on consumers' sustainable tea product 

choices.  

Answer to research question: Several factors define the decision-making and buying process 

of Millennials and Generation Z living in the Netherlands towards sustainable branded tea 

products on the Dutch market, such as packaging, taste, quantity, and price. The first hypothesis 

is rejected. The second hypothesis is not rejected. The third hypothesis is not rejected. The 

fourth hypothesis (H4) is not rejected as well. Lastly, the fifth hypothesis is rejected. 

Conclusions & Recommendations: This research might serve as a foundation to further 

research studies on the Dutch consumer behavior and buying process towards sustainable food 

products. This research might serve as a foundation on further developing what is considered 

sustainable in the food industry. Future research might study additional attributes that might 

have significant impact, as well as develop further studies in other food categories within the 

Dutch food industry. Further studies might incorporate additional research methods to improve 

the quality of the results. 
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Chapter:1 Introduction 
 
1.1. Introduction to the subject of study 
 
Sustainability is becoming every day more an important topic. It was introduced in the form of 

an international discussion to explain sustainable development. Likewise, sustainability 

includes four important domains such as ecology, economics, politics, and culture. Adding 

food to these complex subjects nurtures the need to explain the different dimensions that 

develop with it. First, is the environment dimension that touches factors such as climate and 

disposal of natural resources as an indicator of the availability of food as well as biodiversity. 

Then, come the economic and social dimensions. These two dimensions are considered crucial 

in the accessibility of the food (Berry et al.,2015). 

It is seen in the meantime that consumers these days care about environmental and social issues. 

So, awareness seems to have found its place throughout the years (Hosseinpour et al.,2016). 

Nevertheless, it seems that throughout the years more and more companies are pointing out the 

importance of sustainability and are striving to reach the Sustainable Development Goals of 

the United Nations [1]. Likewise, results in those successful environmentally sustainable 

strategies are broadly categorized into several positive results regarding packaging waste 

reduction as well as the positive attitude of consumers towards these strategies (Sullivan et 

al,2021). 

Nonetheless, food packaging is essential in ensuring safe food, but also communicates with 

consumers and triggers their desire to buy the product (Abejón et al., 2020). At the same time, 

it is important to understand young consumers' intentions toward such strategies. Studies show 

that young consumers are aware of the benefits sustainable food consumption brings 

(Kovacs&Keresztes,2022). 

In the meantime, the increase in food production and consumption eventually has led 

throughout the years to a higher level of environmental and social implications due to 

consumerism (Lazzarini et al., 2017). The role of packaging towards these causes is to 

effectively deliver this message while keeping the product safe (Lewis et al., 2007). That is 

why consumer behavior is essential in understanding the level of efficiency the strategies used 

are truly having an impact. 
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1.2 Description of the topic 
 

This research will focus on studying how sustainable food packaging and this marketing 

strategy affects young adults’ consumer behavior. To make this possible some of the Zonnatura 

company products will be considered. Zonnatura was founded in 2002 and is a Dutch retail 

company that produces 100% ecological and sustainable products (Onze duurzaamheid, 2021). 

They operate in Benelux and are part of a parent organization of Ecotone (Our Story, 2022). 

Ecotone is a multinational food company that brings together different firms that have a focus 

on biodiversity and sustainability. Zonnatura produces different food products including 

gluten-free products, tea, snacks, breakfast cereals, plant-based drinks, meals, toppings, juices, 

rice crackers, crackers, and an additional range that include agave syrup, dextrose, linseed oil, 

and multigrain coffee and kids’ products. This research will only focus on tea products. 

Zonnatura produces tea products such as herbal tea, 100% pure herbs, green tea, and instant 

tea. For their tea packaging throughout the years, they have invested in improving the 

packaging and making it as sustainable as possible. They have removed from their packaging 

envelopes; foil and their tea bags contain a mix of selected natural and synthetic(plastic) fibers 

(Onze duurzaamheid, 2021). 

Previous studies show that tea is considered to be the most consumed beverage next to water. 

It was first consumed in China, and it was introduced to Europe thought Holland and Portugal 

in the seventeenth century (Chapagain & Hoekstra,2007). 

Furthermore, there are many different reasons why people would consume tea. Some use them 

for medical benefits (Yang & Wang ,1993). Some others use it as a subsidy for the coffee 

(Yang& Landau,2000). In this research, the focus will only be on its consumption and the 

preference young adults living in the Netherlands have for sustainable tea packages. 

 
1.2. Problem description 
 
As mentioned previously it is known that individuals are aware of environmental and social 

implications caused due to consumerism throughout the years. However, it is not clear to what 

extent are these marketing strategies affecting consumers' choices, especially the choices of 

young adults. The Netherlands is one of the countries that highlights the importance of this 

topic, and it is important to understand the behavior of young adult consumers towards 
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sustainable packages. Considering that tea is a product that ranges and is consumed by most of 

the people frequently, if not daily, this study will focus on it. 

 

1.4. Central research question and sub-questions 
 

To understand the impact these strategies are having the following central research question 

will be answered: 

 

“Which factors are related to the decision making and buying process of Dutch consumers aged 

18-41 towards sustainable branded tea products on the Dutch market? 

 

To support the abovementioned research question, the following sub-questions will be 

answered: 

 

THEORETICAL SUB-QUESTIONS  

What are the characteristics of Millennial and Generation Z consumers? 

What entails the consumer decision-making and buying process? 

What entails sustainable food? 

What entails processed food products? 

What entails a consumer food brand? 

 

EMPIRICAL SUB-QUESTIONS  

What are the characteristics of Dutch Millennial and Generation Z consumers? 

What entails the Dutch consumer decision-making and buying process? 

What entails sustainable food in The Netherlands? 

What entails processed food products in The Netherlands? 

What entails a consumer food brand in The Netherlands? 

 
1.5 Possible ethical research issues 
 
In this research some of the product offered by the brand Zonnatura will be used.  However, 

the results will be based on consumers point of view towards this brand and the tea products. 

Furthermore, there is not enough previous research that shows potential reasons why 
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individuals consume tea. This creates difficulties in validating a clear reason behind all 

hypothesis and results. 

 

1.6 Possible research limitations 
 
This research will be purely based on results driven by answers collected from a group of 

people representing young adults in the Netherlands. A survey will be conducted. The answers 

might be based due to responses from individuals living in Rotterdam or Amsterdam and not 

from all the significant cities and places of the Netherlands. Consequently, the sample size 

might be insufficient to reflect the entire research population. 

 

 

1.7 Brief report chapter descriptions 
 
In the first chapter possible limitations and ethical issues together with the research topic, are 

presented. In chapter 2 several previous academic research papers are discussed corresponding 

to the research sub-questions that were defined in chapter one. In chapter 3 the methodology 

used to analyze all the data and the way the data is collected is shown. In chapter 4 a brief 

understanding of the results is explained is line with the methodology used. Lastly, in chapter 

5 all the recommendations, conclusions, and limitations towards the sustainable tea packaging 

are discussed. 
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Chapter:2 Literature study  
 
2.1 Characteristics of Millennial and Generation Z consumers  
 
The importance and differences of different generations are highlighted in much research done 

throughout the years. In their paper Vargas-Hernández (2019) and Gómez (2019) study the 

characteristics of the millennial generation and different effective strategies to satisfy their 

interest and need. First Millennials are all those individuals born between the years 1981 to 

1995. Furthermore, this paper shows that these individuals are considered the be the most 

powerful consumers in the world due to radical changes that are noticed in the market to 

respond to their consumption habits. This is a consequence of the fact that these consumers are 

better informed and tend to break traditional structures (Vargas-Hernández & Gómez,2019). 

 

In their paper, Veronica (2015) and Silvia (2015) try to pinpoint different aspects of Millennials 

as consumers. Their research highlights the fact that this generation is growing through 

technological change, globalization, and economic disruption. These factors have eventually 

impacted their behavior and consumption choices. The new norm set by these changes in their 

lifetime is set towards instant access to price comparison, product information, and peer 

reviewing. Most importantly this generation is very well dedicated to exercising, eating right, 

and investing in their wellness. Consequently, their active lifestyle does have an impact on 

every industry (Veronica & Silvia,2015). 

 

Another research done by Djafarova (2022), and Foots (2022) studies the factors that impact 

Generation Z consumers toward ethical purchase intentions. The paper highlights the fact that 

generation Z is concerned about environmental issues. Furthermore, they are aware of their 

consumption footprint and their education has enabled them to develop stronger attitudes 

towards ethical and environmental issues (Djafarova et al,2022). 

 

Nevertheless, another research regarding Generation Z decision-making styles in Croatia 

highlights the fact that there is a gender difference. In their research Pavlic (2019) and Vukić 

(2019) conclude that females compared to the male of Generation Z seem to be less price value 

conscious and less impulsive, more recreational, and hedonistic (Pavlic& Vukić,2019). 
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Nonetheless, in their paper Sui (2019), Tsai (2019), Chen (2019), and Lv (2019) study the 

environmental friendliness and consumption behavior of Generation Z towards more 

sustainable food products. The research shows that Generation Z should be segmented into 

sustainable moderates, Sustainable believers, and Sustainable activists aligned with their 

environmental consciousness. Furthermore, the study shows that Generation Z considers 

sustainable food attributes while purchasing sustainable food because they relate these 

attributes to environmental protection and a healthier lifestyle. Likewise, the study also shows 

that labeling and advertising is the characteristic that these consumers look after to get 

information regarding the product (Sui et al,2019).  

 

Based on what has been studied in the abovementioned research the following hypothesis 1 

will be tested: 

 

H1: Generation Z and Millennials are willing to buy sustainable food products. 

 

2.2. Consumers decision-making and buying process 
 

In their research Petljak (2019), Naletina (2019), and Bilogrevic (2019) study the consumer 

decision-making process and sustainable packaging while buying food products. Their paper 

focuses on consumer perception of the green packaging of food products. What their study 

show is that most consumers understand the impact their buying habits have on the 

environment. However, less than half of the individuals participating in the study would be 

willing to buy sustainable packaging, and the most common reason not to buy is the high prices 

and insufficient content of the packed food. Furthermore, those with a willingness to buy, main 

motives have environmental care and less harm to their health. In addition, wood is perceived 

by consumers as having the least negative effect on the environment compared to plastic is the 

most harmful to the environment (Petljak et al,2019). 

 

Additionally, another paper by Cavaliere (2020), Pigliafreddo (2020), De Marchi (2020), and 

Banterle (2020) studied the relationship between consumer decision-making process and 

avoidance of plastic in food products packaging. Their study also suggests that environmental 

and health-related concerns are the main triggers that lead customers towards sustainable food 

packaging and plastic-packaging avoidance. Factors such as subjective knowledge regarding 
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plastic, recycling, and avoidance of plastic packaging were seen as the main indicators of their 

behavior (Cavaliere et al,2020).  

 

Further studies also show that there is a link between communication and sustainable food 

packaging that has a high impact on buying decision-making process of consumers. In their 

paper Lamberz (2020), Kitfin (2020), Teckert (2020), and Meeh-Bunse (2020) examine 

through an eye-tracking study the extent the design of sustainable packaging does visually 

communicate the sustainable aspects of the product. As a result, it is shown that in addition to 

factors such as images, headlines, and slogans, attitudes towards sustainable foods have a 

crucial influence on willingness to buy such products. The results suggest that a positive 

attitude toward sustainable foods makes the intensity of interaction of product information and 

customers higher. Consequently, it leads to a higher willingness to buy. Furthermore, the study 

suggests that the packaging should be designed to have as little as possible text or images to 

achieve the higher possible attention (Lamberz et al,2020). 

 

To continue, another paper by Dörnyei (2022), Bauer (2022), Krauter (2022), and Herbes 

(2022) studythe role of packaging in communicating the environmental friendliness of food 

packaging to consumers. The results of this research also highlight that it is important for 

consumers to recognize the message through the packaging. Furthermore, it stresses the fact 

that sustainable food product packaging does not emphasize the attributes of the solution they 

are offering at the highest capacity (Dörnyei et al,2022).  

 

Additionally, in their paper Sullivan (2021), Smeltzer (2021), Cox (2021), and MacKenzie-

Shalders (2021) study the consumer expectations towards these sustainable initiatives in the 

food industry. What they mention in their results is that to have an impact on the consumer 

decision-making process the consumer being should be considered more likely to become pro-

environmental when change is easy, convenient, and appealing, making the decision-making 

process unnecessary or even viewed as a burden (Sullivan et al,2021).  

 

Furthermore, there are certain aspects of labeling in the tea packaging that have a specific 

impact on the buyer’s decision-making process. In their research Wang (2021), Liang (2021), 

Ko (2021), and Lin (2021) show how geographical labeling and place of origin have an impact 

on defining tea quality by consumers. They highlight the importance of labeling strategy 

towards consumers' decision-making process towards tea products. The study shows that 
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promotion in western tea culture mostly includes products brand on the packaging. Moreover, 

the paper suggests that including geography and place of origin increases credibility and results 

in better promotion (Wang et al,2021). 

 

Adding upon previous research the following second hypothesis will be tested: 

 

H2: Generation Z and millennials prefer non-plastic packaging. 

 
2.3. Sustainable food  
 

Different studies have been undergoing regarding food packaging and sustainability throughout 

the years. In their paper Otto (2021), Strenger (2021), Maier-Nöth (2021), and Schmid (2021) 

discuss how food packaging is vital to maintaining food quality and safety throughout the 

supply chain process. In their research based on several countries such as the Netherlands, 

Finland, France, and Sweden regarding sustainable packaging they found that consumers rate 

sustainable packaging based on its recyclability and natural-looking material and design (Otto 

et al,2021). 

 

Another study by Carvalho (2022), Oliveira (2022), and Sao Jose (2022) evaluates consumers' 

knowledge practices and perceptions of sustainable food. It highlights the role of food 

packaging as a design created to communicate with consumers and trigger their desire to buy 

the product. From this study, consumers observe the packaging material integrity and type 

during their purchasing time. What consumers do not take into consideration in their decision-

making process at the purchasing time is the packaging material decomposition time. However, 

this lack of information regarding the environmental impact of the material makes it difficult 

for them to choose the best food packaging (Carvalho et al,2022). 

 

Nevertheless, in their research Chen (2021), Sujanto (2021), Tseng (2021), Chiu (2021), and 

Lim (2021) mention how sustainable food packaging is brought to attention due to the high 

volume of packaging waste caused throughout the years. Their research defines sustainable 

consumption intention based on consumers' sustainability knowledge, attitudes and behaviors, 

government policy, sustainable consumption, recycled packaging eco-labeling certification, 

supply chain innovation, and sustainable product purchasing features. It is shown from the 

study that willingness to be inconvenienced comprises consumers’ willingness to pay a 
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premium price for sustainable products. That is why awareness tools such as social media and 

street banners should be used in order to bring awareness to a larger scale (Chen et al, 2021). 

 

To continue, in their paper Kaczorowska (2019), Rejman (2019), Halicka (2019), Szczebylo 

(2019), and Groska-Warsewicz (2019) raise the importance of awareness and the role of 

sustainable labeling in informing potential buyers about environmental, economic, and social 

issues. The study is conducted in Poland and shows that sustainability labels influence buying 

behavior even though consumers perceive the benefits of buying differently. Awareness tools 

are important in communicating the impact to consumers to make informed choices relative to 

sustainable food consumption (Kaczorowska et al, 2019).  

 

Likewise, in their study Geleijnse (2002), Launer (2002), Van der Kuip (2002), Hofman 

(2002), and Witteman (2002) show the association between tea and flavonoid intake examine 

the Dutch population and their tea consumption. What they mention as well in their study is 

that tea consumption is generally associated with a healthy lifestyle and diet. For this reason, 

they furthermore found out that tea intake is higher in generally educated people who smoked 

less and consumed relatively a healthier diet (Geleijnse et al,2002). 

 

Following previous papers, the third hypothesis will be studied: 

H3: Sustainable food consumption is related to healthier lifestyle. 

 
2.4. Processed food products  
 
In their research by Weaver (2014), Dwyer (2014), Fulgoni (2014), King (2014), Leveille 

(2014), MacDonald (2014), Ordovas (2014), and Schnakenberg (2014) a detailed analysis of 

processed food and its contribution to nutrition’s is analyzed. In the paper is mentioned that 

food processing is the alternation of foods from the state in which they are harvested or raised 

to preserve them and feed consumers. Furthermore, it is mentioned how the processing began. 

It was a necessity to survive and avoid food losses during times of scarcity. Food processing is 

also considered to probably be the first successful technology that later led to a segregation of 

societies into discrete artisan industries (Weaver et al,2014). 

 

Another paper by Sarmiento-Santos (2022), Souza (2022), Araujo (2022), Pion (2022), 

Carvalho (2022), and Vain (2022) studies how consumers understand ultra-processed foods. 
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This research makes a classification of processed food into four groups. The first is in natural 

or minimally processed foods, processed culinary ingredients, processed, and lastly ultra-

processed foods. In their paper, they show that consumers tend to avoid such products even 

those that could contribute to improved health (Sarmiento-Santos et al,2022). 

 

Nevertheless, another paper by Aceves-Martins (2022), Bates (2022), Craig (2022), Chalmers 

(2022), Horgan (2022), and Roos (2022) mentioned that food systems have developed and 

become more industrialized. With the decrease in home cooking, the consumption of pre-

prepared dishes has increased as well. With the increase in demand for processed food products 

also there is an increase in branded, packaged, and processed products (Aceves-Martins et 

al,2022). 

 

Likewise, in another research by de Araújo (2022), Moraes (2022), Afonso (2022), Santos 

(2022), and Rodrigues (2022) mentioned how there is a lack of consensus on what is considered 

processed food between several products such as cereal products, milk products, lipids, sugar 

products, and alcoholic beverages. The study shows that among such products the same 

subcategory of products might not be considered highly processed food (de Araujo et al,2022). 

Following previous papers, the fourth hypothesis will be studied: 

 

H4: Sustainable products are not perceived as minimally processed food. 

2.5 Consumer food brand  
 
In their paper Anselmsson (2014), Bondesson (2014), and Johansson (2014) study the 

willingness to pay a price premium in food brands. This research shows that there is a 

difference between a premium brand and a loyalty brand. Customers' willingness to pay is 

purely related to price levels and the margins a company can obtain. Loyalty on the other hand 

is more related to the revenues that a brand can attain during a longer period. This research 

concludes that brands that might include uniqueness, social image, or homo country origin in 

their image, can charge higher prices. Furthermore, other significant determinants are corporate 

social responsibility and awareness (Anselmsson et al,2014). 

Another research by Guèvremont (2019) studied how branding could make a difference in the 

consumers' eating habits. This study shows that food branding has the power to advocate certain 

behaviors such as healthier eating habits, greater food variety, cooking more, revising lifestyle 

habits, and improving relationships with the body and the food eaten. This bond attachment 
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between brand and individuals’ behavior could potentially lead to the adoption of coherent and 

better eating habits (Guèvremont,2019). 

 

Nevertheless, another research by Anselmsson (2007), Johansson (2007), and Persson (2007) 

studies the relationship between price premium from brand equity towards grocery products. 

The study shows that brand price premium is what motivates consumers to pay more for the 

brand than for other competitive brands, which implies that the brand needs to offer something 

the other brands do not. The results from this research show that 40% of the respondents would 

pay a price premium related to non-quality arguments. There are important intrinsic quality 

attributes that are part of the physical products such as taste, appearance, and consistency. 

Furthermore, there are related extrinsic attributes such as packaging, ingredients and nutrition 

information, price, promotion, and brand name. Packaging is considered a crucial attribute in 

creating brand equity and differentiating the product (Anselmsson et al,2007). 

 

Lastly, another research by Parker (2010), Segev (2010), and Pinto (2010) studies the 

perception of green brands and the dimensions of greenness. The research shows that for 

consumers terms such as green, eco-friendly, and environmentally friendly are considered 

elements that cause no harm to the environment by both usage and production process. 

Furthermore, the results show that individuals would be willing to pay a premium for green 

products only in the case when brands are inclined with tangible added value such as saving 

on electricity bills or with household products that maintain affordable price levels (Parker et 

al,2010). 

 

Following previous papers, the fifth hypothesis will be studied: 

 

H5: Individuals are willing to pay price premium when inclined with brand image of 

sustainable products. 
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2.6 Hypothesis and conceptual research model  

To conclude, the following hypothesis will be tested in this research:  

H1: Generation Z and Millennials are willing to buy sustainable food products. 

H2: Generation Z and millennials prefer non-plastic packaging. 

H3: Sustainable food consumption is related to healthier lifestyle. 

H4: Sustainable products are not perceived as minimally processed food. 

H5: Individuals are willing to pay price premium when inclined with brand image of 

sustainable products. 

 

Conceptual research model  

 

Figure 1. Conceptual research model 
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Chapter 3: Research Methodology  
 
3.1 Quantitative & Qualitative Research 
 
There are two possible ways to collect the data and analyze the results. A quantitative approach, 

qualitative approach or both may be used depending on the type of research that is being held. 

The quantitative approach is based on collecting numerical data a performing different types 

of tests and analyzing tools such as t-tests, factor analysis, and other relevant statistical tests 

significant to determine a result regarding the variables or hypothesis. 

Qualitative research is a non-numerical approach that is usually based on collecting data from 

individual interviews or focus groups that later will significantly provide evidence to certain 

propositions. This type of research highly relies on data gathered from interviews, 

questionaries, participant-observation, and recordings which are held in a natural setting. 

 

3.2 Explain your choice: qualitative or quantitative research  
 
This research is based on a quantitative research method and qualitative research method. 

First the quantitative research method is accurate because it is the most effective way of 

analyzing the results of the survey through the conjoint analysis. The data will be based on a 

large scale of 145 respondents in total and statistical results are needed in order to prove the 

significance or not to the hypothesis that are being tested. Furthermore, the topic is quite 

complex which makes this research method the most relevant one on correctly justifying the 

results. 

Moreover, the qualitative method is the most accurate to analyze the interviews. 7 interviews 

are conducted in addition to the survey in order to understand more in depth the decision-

making process and what characterizes the buying behavior of the consumers. The qualitative 

research helps on understanding more in depth the consumer attitude towards sustainable tea 

products and their actual perspective. 

 

3.3 Data collection methods of your type of selected research  
 

To further collect the data, first 7 interviews are held. Five interviews were held online via 

Google meet and two of them were conducted live.  
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The interviews are recorded using iPhone recorder and website Happy Scribe is used to create 

the transcript. The interviews were held live and were recorded. The individuals are asked to 

voluntarily participate through a social media post, in Facebook.  

 

Furthermore, the survey is conducted online. The survey is created and distributed by Qualtrics. 

Qualtrics is a platform that offers survey program creation, distribution, and data collection. 

The survey consists of two parts. The first part consists of 9 multiple choice questions. The 

second part consists of 8 multiple choice questions. The survey is shared online using social 

media platform, LinkedIn, and relevant student university group chats. The data are converted 

into Excel after being collected. The survey was distributed on August 2nd, 2022.  

 
3.4 Explain why you selected a data collection method  
 
Survey is considered a reliable way of collecting a large sample of data. Furthermore, surveys 

are considered practical in managing and generalizing outcomes. Moreover, it is defined as a 

great source of collecting data in order to assess needs, evaluate demand and impact 

(Gaslow,2013). This research has the main focus on understanding on a large scale the 

decision-making and buying behavior of young citizens living in the Netherlands. Doing a 

survey is the most convenient way to secure relevant and valid data.  

Furthermore, in order to support the data and the results more in depth several interviews are 

held. The outcome from the interviews are considered the “rich” data and are used to clearly 

understand the consumer attitude towards sustainable tea products. 

 

3.5 Provide relevant details of your research sample 
 
This study is focused on understanding the decision-making and purchasing behavior of 

Millennials and Generation Z towards sustainable food products. The focus is on tea products 

while mainly considering Zonnatura as a leading brand and Pickwick. In order to collect the 

relevant data needed a survey consisting of two parts is designed. First the individuals are asked 

about their age and the place they live. In case their age or country they leave is not part of the 

focus group, the survey ends. The research consists of 145 responses from individuals aged 18-

41, living in the Netherlands. Furthermore, seven interviews were conducted in order to 

understand more in depth the incentive of this individuals. 
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3.6 Data collection of the survey and analysis method 
The data was collected through a survey and interviews. First, the survey was created, and it 

was published on August 2nd ,2022. It is shared on the social media platform, LinkedIn on the 

profile of Erli Gjedija. Furthermore, to reach a higher target number of respondents the survey 

is shared on relevant students' group chats. 

Qualtrics is the program used to distribute the survey and collect the data. The survey is stopped 

on August 24th, 2022.The data are retrieved on a excel sheet. Furthermore, they are imported 

on Spss and JMP to be analyzed. The raw data can be found in Appendix D. 

 

3.7 Data analyses model for the quantitated research (survey) 
 
In order to analyze all the data, choice-based conjoint analyses are conducted. The complexity 

of such models gives the opportunity to understand several aspects and characteristics of 

sustainable tea products and consumer behavior towards such products. The choice sets consist 

of 8 profiles, with 5 attributes. First attribute, “Price” consists of 2 levels. Second attribute, 

“Quantity” consists of 2 levels, third attribute “Taste” consists of 5 levels, fourth attribute 

“Packaging” consists of 2 levels and lastly, fifth attribute “Brand” consists of two levels. To 

create the randomized set of choices the software JMP is used. Furthermore, it was used to 

analyze the data from the second part of the survey based on the choice based conjoint analysis. 

JMP is a software used to analyze data. It was used to create the choices and evaluate the 

responses. The data set and the analyses with JMP can be found in Appendix D, Figure 9-15 

Appendix D, Figure 15. 

Nevertheless, to analyze and test the significance of the first part of the survey, SPSS is used. 

To prepare the data for the SPSS the results are first modified in excel. After cleaning the data 

and removing those that were not relevant, the answers are turned into categorical variables 

with 4 levels, using Ifs function in excel in order to be significant and able to analyze in SPSS. 

For instance, question “What level of processed food would you categorize tea products?” has 

4 levels, respectively: 0= “Ultra Processed”;1= “Processed”;2= “Medium”;3= “Not very 

processed”;4= “Minimally processed. 

Similarly, question “Do you think sustainable food consumption leads to a healthier lifestyle?” 

has 4 levels, respectively: 0= “Probably yes”;1= “Probably not”;2= “Might or might not”; 3= 

"Definitely yes";4= “"Definitely not". The relevant data from the Spss file and excel can be 

found in Appendix D, Figure 3 - Appendix D, Figure 8. 
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3.8 Data collection of the qualitative research and analysis method 

(interviews) 

 
Seven interviews were conducted. First, the interviewees were reached through a random 

message on the social media platform, Facebook, and group chat text. The interviewees reacted 

to the message and a meeting was organized in accordance with their availability. First 

interview is conducted with Isilda Isufi, via WhatsApp videocall. The interview was held on 

August 13th, 2022. She is 23 years, lives in Rotterdam and works in a bank in Amsterdam. The 

second interview is conducted with Paulina Katz, business development representative. The 

interview is held on 18th of August 2022, live in Amsterdam. She is 24 years old and lives in 

Amsterdam. The third interview was conducted with Anxhelina Gjorgjinaj, assistant 

accountant, 24 years old and lives in Rotterdam. The interview was held on 20th of August 

2022, through a WhatsApp videocall. The fourth interview was conducted with Alto Delia, 

student at TuDelft, 23 years old and lives in Rotterdam. The interview was held on 20th of 

August 2022, through a WhatsApp videocall. The fifth interview is conducted with Iliriana 

Faslia, master student, 23 years old and lives in Rotterdam. The interview was held on 20th of 

August 2022, through a WhatsApp videocall. The sixth interview is conducted with Greis 

Kolnikaj, 25 years old and lives in Rotterdam. The interview is held on 20th of August 2022, 

through a WhatsApp videocall. The seventh interview is conducted with Isabel Harrison, office 

coordinator, 26 years old and lives in Amsterdam. The interview is held on 20th of August 

2022, live in Amsterdam. Considering the availability of the interviewees and the holiday 

period on which the interviews are conducted, five of them were organized online through 

WhatsApp videocall and two of them were held live in Amsterdam. 

All the interviews are recorded using iPhone recorder and website Happy Scribe is used to 

create the transcript, which can be found in Appendix C.  

 

3.8 Interview Analysis  
 
After creating the transcriptions, a comparison table is created in Excel in order to analyze all 

the relevant data gathered from the answers. All the responses and question were analyzed, and 

the necessary parts are gathered in the Excel file. The Excel can be found in Appendix D, 

Figure 6. 
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Chapter 4: Research Outcome 
 
4.1 Hypothesis 1  
 
Interviewees are asked whether they are aware of sustainable food products. First interviewee, 

Isilda Isufi answered “Yes”. Second interviewee Paulina Kats answered, “Not really”. The rest 

of the interviewees answered “Yes”. Likewise, they were asked if consuming sustainable food 

products would lead them towards a healthier lifestyle. First interviewee, Isilda Isufi, answered 

with “At some point yes”. Second interviewee, Paulina Katz answered with “No, not really”. 

Third interviewee, Anxhelina Gjorgjinaj, answered with “I don't know if it is correlated directly 

to a healthier lifestyle”. Fourth, interviewee Alto Delia answered with “Yes”. The rest of the 

interviewees answered with “Yes”. 

Based on these answers we can conclude that like the statistical results attained from the survey, 

sustainable food consumption is related to healthier lifestyle. 

 

When asked if they have ever consumed sustainable tea products the first interviewee answered 

with “I do not think so”. The second interviewee answered with “No”. The third interviewee 

answered with “No, that I know”. The fourth interviewee answered with “No that I am aware 

of…”. The fifth interviewee answered with “Not sure’. The sixth interviewee answered with 

“Yes” and seventh interviewee answered with “No that I know of”. 

 

When asked about what elements would they consider while buying sustainable tea products, 

the first interviewee answered with “Something that I take into account as well is the price…I 

try to pay more attention to not sustainable per se, but organic foods or less processed foods on 

a daily basis”. Second interviewee answered with “not like in a hard packaging…is not a lot 

of plastic in the packaging”. Fourth interviewee answered with “I usually look for the range of 

flavor because it's important for me and also like price as well”. Fifth interviewee answered 

with “I don't really consider any elements relating to sustainability… I just pick my favorite 

flavor and that's it”. Sixth interviewee answered with “are organic or not…packaging and 

ingredient list”. Seventh interviewee answered with “Fair trade…If packaging is not plastic”. 

Furthermore, when asked whether they have ever consumed Zonnatura tea products, the most 

common answer based on Table 5 in Appendix B, is “No”. 

To conclude, from the above answers is seen that individuals do not consider sustainable factors 

of the tea product as much as they focus on the attributes such as price and taste. Furthermore, 
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when asked if they have ever consumed sustainable tea product the answer is “No”. 

Furthermore, their answers indicates that they are not clear regarding what sustainability stands 

for on food products and further in tea products. Based on these answers it might be concluded 

that Generation Z and Millennials living in the Netherlands are not willing to buy sustainable 

food products. So, it is not significant to say that Generation Z and Millennials living in the 

Netherlands are willing to buy sustainable food products. 

 

4.2 Hypothesis 2  
 
First based on the results analyzed in the choice-based conjoint analyses it is seen in Table 1 in 

Appendix B the Likelihood Ratio test is conducted. Based on the results Price, Quantity, Taste 

and Packaging have a significant impact on consumers' choices. There is no significant 

difference in consumers' choice by Brand groups. 

Based on the results from the Likelihood Ratio it is significant to say that hypothesis 2 (H2) is 

not rejected. It is significant to say that Dutch generation Z and millennials prefer non-plastic 

packaging.    

Table 1. Likelihood Ratio Tests 
Source L-R ChiSquare DF Prob>ChiSq 
Price 16,505 1 <,0001* 
Quantity 14,822 1 0,0001* 
Taste 15,976 4 0,0031* 
Packaging 28,784 1 <,0001* 
Brand 2,882 1 0,0896 

 

Furthermore, Figure 1 in Appendix B shows the Attribute importance of each of the attributes 

included in the second part of the survey. Based on the results Packaging is the most important 

attribute, followed by Taste, Price, Quantity and Brand.  



 23 

 

 

 

 

 

 

 

 

 

 

 

 

              Figure 1. Attribute Importance  

 

Nevertheless, Figure 2 in Appendix B shows the Utility Profilers which present the ideal 

attribute levels. Based on the maximized desirability, “Price” of “2 euros”, “Quantity” of “20 

pieces”, “Taste” of “Green tea”, “Packaging” of “Does not contain Plastic” and “Brand” 

“Zonnatura” is the ideal choice. 

Based on the Utility Profilers it shows that Millennials and Generation Z are price sensitive, 

value important taste and quantity, but prefer packaging that does not contain plastic. 

 

 
Figure 2.  Utility Profilers  

-1

0

1

U
til

ity 1,274244
[0,896576, 
1,651911]

0
0,25

0,5
0,75

1

De
si

ra
bi

lit
y

0,902211

€3
,5 €2

€2
Price

20
 p

ie
ce

s

15
 p

ie
ce

s

20 pieces
Quantity

G
re

en
 te

a
Ro

oi
bo

s 
te

a
Bl

ac
k 

te
a

Fl
or

al
Sp

ic
y

Green tea
Taste

C
on

ta
in

s 
pl

as
tic

Do
es

 n
ot

 C
on

ta
in

 P
la

st
ic

Does not 
Contain Plastic

Packaging

Zo
nn

at
ur

a

Pi
ck

w
ic

k

Zonnatura
Brand

0

0,
25 0,

5
0,

75 1

Desirability

0,000

0,050

0,100

0,150

0,200

0,250

0,300

0,350

Price Quantity Taste Packaging Brand

Attribute Importance



 24 

4.3 Hypothesis 3  
 
When asked to describe their lifestyle and eating habits, Isilda Isufi, first interviewee answered 

with “I try to be aware of what I'm consuming and what I am feeding my body with. I try to be 

healthy and cook for myself rather than eating out or processed food…”. Furthermore, second 

interviewee Paulina Katz answered with “I'm relatively active... work full time...going out to 

the gym, yoga, museum ...active social life as well”; In terms of eating habits, I eat everything, 

but I'm trying to do not buy meat at home…”. Third interviewee, Anxhelina Gjorgjinaj 

answered with “so I eat three meals…have a balanced diet…”. Fourth interviewee, Alto Delia, 

answered with “typical student lifestyle”; “I try to eat all three meals ";"I do a little bit of sports, 

football and gym”. Fifth interviewee, Iliriana Faslia answered with “a balanced diet”. Sixth 

interviewee, Greis Kolnikaj answered with “balanced diet” and seventh interviewee, Isabel 

Harrison with “I go to work ...and I come home ...I like to see my friends and cook a nice 

dinner; So, in the morning, I usually like to sleep over eating, so I'll try and have a quick snack 

before work, but nothing like, healthy, really. For lunch, we have the Dutch lunch, and then for 

dinner, I usually like to have, like, a hot meal, something that I cook myself because I do like 

to cook…”. 

 
Sustainable food consumption is related to healthier lifestyle. When asked if consuming 

sustainable food products leads you to a healthier lifestyle, the first interviewer, answered with 

“At some point yes”. The second interviewer answered with “No, not really”. Third interviewer 

Anxhelina Gjorgjinaj, answered with “I do not know if it is correlated directly to a healthier 

lifestyle”. Fourth interviewer, answered with “…Yes…”. Fifth interviewer, answered with 

“...Yes...”. Sixth interviewer answered with “…Yes...” and seventh interviewer answered with 

“…Yes…”.  

Furthermore, the same question is included in the questionnaire as well. When performing a t-

test it is shown that it is significant to say it is significant to say that sustainable food 

consumption is related to a healthier lifestyle. Based on the results in Table 3 in Appendix 

B the p-value is smaller than 0.001, which is smaller than 0.05 meaning that the third 

hypothesis is significant. It is significant to say that Sustainable food consumption is related to 

a healthier lifestyle. So, the third hypothesis is not rejected. 
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Based on the interviews and the results from the t-test it is significant that sustainable food 

consumption is related to a healthier lifestyle. 

 
4.4 Hypothesis 4 
Moreover, they are asked whether they are aware of processed food products. All the 

interviewees answered with “Yes”. When asked whether they would consider tea products as 

minimally processed food, the first interviewee, Isilda Isufi answered with “might be minimally 

processed food…”. Second interviewee, Paulina Katz answered with “No, really processed…”. 

Third interviewee Anxhelina Gjorgjinaj, answered with “Yes”. Fourth interviewee, Alto Delia, 

answered with “Depends on the brand”. Fifth interviewee, Iliriana Faslia answered with “Not 

sure”. Sixth interviewee, Greis Kolnikaj answered with “I think yes” and last interviewee, 

Isabel Harrison answered with “Yes”. 

Furthermore, based on the results of the questionnaire, a t-test is performed in Table 4.1 in 

Appendix B. Based on Table 4.1 in Appendix B the p-value is smaller than 0.001 which is 

smaller than 0.05 meaning that the t-test is statistically significant. Based on Table 4.2 in 

Appendix B the mean shows that the significant average answer of respondents is “Medium”. 

That is why the fourth hypothesis (H4) is not rejected. It is significant to say tea products are 

not perceived as minimally processed food. 

 

 

 

 

 

Table 3. One sample t-test  
   

Significance  

95% Confidence 
Interval of 
Difference 

 t df One-
sided p 

Two-
Sided p 

Mean 
Difference 

Lower Upper 

Do you think 
sustainable 
food 
consumption 
leads to a 
healthier 
lifestyle? 

10.494 121 <.001 <.001 1.262 1.02 1.50 
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Table 4.2 Descriptive Statistics 
 N Minimum Maximum Mean Std.Deviation 
What level 
of processed 
food would 
you 
categorise 
tea products? 

122 0 4 2.42 1.059 

Valid N 
(listwise) 

122     

 

4.5 Hypothesis 5 
When asked whether they are aware of brand “Zonnatura”, the first interviewee answered with 

“Yes”. The second interviewee answered with “No”. The third interviewee answered with 

“Yes”. The rest of the interviewees answered with “No” Furthermore, when asked whether 

they have ever consumed Zonnatura food products the significant number of answers is “No” 

as well. The answers can be found on Table 5 in Appendix B. 

 

Lastly, based on the Likelihood test shown in Table 1 in Appendix B it is not significant that 

individuals are willing to pay a price premium when inclined with the brand image of 

sustainable tea products. That is why the fifth hypothesis(H5) is rejected. 

 

 

 

 

 

 

Table 4.1 One sample t-test  
   

Significance  

95% Confidence 
Interval of 
Difference 

 t df One-
sided p 

Two-
Sided p 

Mean 
Difference 

Lower Upper 

What level 
of processed 
food would 
you 
categorise 
tea products? 

25.222 121 <.001 <.001 2.418 2.23 2.61 
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4.6 Summary of results 
 
Several significant results are conducted in this chapter. Based on the results from the conjoint 

analyses also with the results from the qualitative research, and the interviews, it is not 

significant to say that Generation Z and Millennials living in the Netherlands are willing to buy 

sustainable food products. Secondly, based on the Likelihood Test it is significant to say that 

Dutch generation Z and millennials prefer non-plastic packaging. Moreover, based on the 

results from the t-test in Table 3 in Appendix B, it is significant to say that sustainable food 

consumption is related to a healthier lifestyle. Likewise, based on the results of the t-test 

in Table 4.1 in Appendix B it is not significant to say that tea products are not perceived as 

minimally processed food. Lastly, based on the Likelihood test shown in Table 1 in Appendix 

B it is not significant that individuals are willing to pay a price premium when inclined with 

the brand image of sustainable tea products. It is reinforced by the answers provided in Table 

5 in Appendix B when asked whether they have ever consumed Zonnatura tea products. 
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Chapter 5: Conclusions & Recommendations  
 
5.1 Key Literature findings  
 
Previous research is focused a lot on the characteristics of Millennials and Generation Z as 

consumers. Research shows that these individuals are very much dedicated to exercising, eating 

right, and investing in their wellness as much as they are aware of environmental issues. 

Moreover, they do consider sustainable food attributes while purchasing sustainable food. 

Furthermore, the packaging is seen as a crucial attribute in communicating the environmental 

friendliness of the food which does eventually impact the decision-making and the buying 

process. Also, it is seen that individuals relate sustainable food consumption with a healthy 

lifestyle and try to check on recyclability and the natural-looking material of the packaging to 

define sustainable food. On the other hand, previous research shows that individuals tend to 

avoid highly processed foods. However, it is shown that the food systems have developed and 

become more industrialized. Likewise, previous studies suggest that food branding can 

advocate certain behaviors toward healthier eating habits, greater food variety. Also, the 

packaging is considered a crucial attribute in creating brand equity and differentiating the 

product. 

 

5.2 Key research findings  
 

Based on the results Dutch Millennials and generation Z consumers are aware of sustainable 

food products. However, it is noticed a lack of knowledge on the criteria that makes a food 

product sustainable. Furthermore, Dutch Millennials and Generation Z consumers are not 

willing to buy sustainable food products. Regarding food products, they value price and taste 

and there is a lack of tendency to check whether the food product fulfils the sustainability 

criteria. In contrast to their lack of understanding of sustainable food consumption Dutch 

consumer decision-making and buying process of tea, depend a lot on several attributes, which 

the highest is “does not contain plastic”, then comes taste and price. When asked to choose 

between different attributes of tea products, packaging was the most important, then came the 

taste, price and quantity. The brand does not play a significant role while choosing such 

products. 

Sustainable food products are related to packaging and how processed is food. Also, is 

significant to say that sustainable food consumption is related to a healthier lifestyle. In general, 

tea products are perceived as minimally processed food. There is a confusion on understanding 
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and categorizing from Generation Z and Millennials what is considered processed food. 

However, when asked whether they were aware of processed food, during the interviews the 

most common answer was “Yes”. Furthermore, it is significant for Dutch to say that tea 

products are not perceived as minimally processed food. 

Likewise, the results from the conjoint analyses suggest that brand does not have a significant 

impact on choices. Consequently, Generation Z and Millennials do not tend to pay a price 

premium for tea brands. On the other hand, when asked whether they were aware of the brand 

“Zonnatura” the most common answer is “Yes”, but when asked whether they have ever used 

“Zonnatura” products, the common answer is “No”. 

 

5.3 Key findings literature and field research   
 
Both previous research and this study show that there is a tendency to consider sustainable 

attributes while making a choice. Also, same as in previous research, it is noticed that plastic 

packaging is avoided. Furthermore, like previous research based on the cojoined analyses, it 

seems that packaging is an important attribute in creating brand equity. However, on the other 

hand, different from previous studies, consuming sustainable food products is related to a 

healthier lifestyle. Moreover, unlike previous research, the brand does not have a significant 

impact on consumers' sustainable tea product choices. 

 

As a result of this research the following research question is answered: 

“Which factors are related to the decision-making and buying process of Dutch consumers aged 

18-41 towards sustainable branded tea products on the Dutch market? 

 

Several factors define the decision-making and buying process of Millennials and Generation 

Z living in the Netherlands towards sustainable branded tea products on the Dutch market. 

Several attributes are important in their choices such as packaging, taste, quantity, and price. 

Following up on the first hypothesis is rejected since the results show that it is not significant 

for Generation Z and Millennials living in the Netherlands to buy sustainable food products. 

The second hypothesis is not rejected. It is significantly based on the results that Dutch 

generation Z and millennials prefer non-plastic packaging. Moreover, the third hypothesis is 

not rejected. It is significant for Millennials and Generation to relate sustainable food 

consumption with a healthier lifestyle. 
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The fourth hypothesis (H4) is not rejected as well. It is significant for Dutch Millennials and 

Generation Z to say that tea products are not perceived as minimally processed food. 

Lastly, the fifth hypothesis is rejected. So, it is not significant to say for Millennials and 

Generation Z that individuals are willing to pay price premium when inclined with the brand 

image of sustainable tea products. 

 
5.4 Recommendations to future researchers  
 
This research might serve as a foundation to further research studies on the Dutch consumer 

behaviour and buying process towards sustainable food products. Sustainability in food 

production is very complex and there is room to study more in depth how different factors in 

the production and retail chain, affect the decision-making and the buying process. For 

instance, this research might serve as a foundation on further developing what is considered 

sustainable in the food industry. Moreover, this research studies the decision-making and 

buying process based on several attributes that constitute on the tea products packaging, taste, 

brand, quantity, and price. However, future research might study additional attributes that 

might have significant impact, as well as develop further studies in other food categories within 

the Dutch food industry. 

Moreover, this research is based on results retrieved from interviews and conjoint analysis. 

Further studies might incorporate additional methods to improve the quality of the results. 

 
5.5 Limitations  
 
There are several research limitations. First, this research is purely based on the outcomes of 

the survey and interviews. The outcomes collected from these two methods come mostly from 

Amsterdam and Rotterdam. Furthermore, the survey was active for 2 weeks, collecting 145 

responses in total. Due to the limited time and geographical restrictions the research might not 

be sufficient to represent the entire research population. 
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5.5 Reflection on my work 
 
“While learning how to deal with the uncertainty towards figuring out unexpected outcomes.” 

This is how I would sentence this period of working with my thesis. I have grown together with 

this research while trying to figure out all the relevant details that would make it work. I have 

learned once again that consistency is key and to achieve the right outcomes you need to start 

again many times. It has been quite challenging to deep dive into the Sustainability world and 

its complexity. I am grateful that now I have created a piece of what I have been thinking most 

about the past four months.” 
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APPENDIX B:TABLE RESULTS 
 
Likelihood Ratio Test     

Table 1. Likelihood Ratio Tests 
Source L-R ChiSquare DF Prob>ChiSq 
Price 16,505 1 <,0001* 
Quantity 14,822 1 0,0001* 
Taste 15,976 4 0,0031* 
Packaging 28,784 1 <,0001* 
Brand 2,882 1 0,0896 

*Significant impact on consumers choice  

Effect Marginals  
 
 
Table 2.1 Effect Marginals, Price 

Marginal Probability Marginal Utility Price 
0,3703 -0,26556 3,5 euro 
0,6297 0,26556 2 euro 

 
Table 2.2 Effect Marginals, Quantity 

Marginal Probability Marginal Utility Quantity 
0,6095 0,2226 20 pieces 
0,3905 -0,2226 15 pieces 

 
Table 2.3 Effect Marginals, Taste 

Marginal Probability Marginal Utility Taste 
0,2654 0,3045 Green tea 
0,1714 -0,13297 Rooibos tea 
0,1913 -0,02304 Black tea 
0,2253 0,14041 Floral 
0,1466 -0,28890 Spicy 

 
 
Table 2.4 Effect Marginals, Packaging 

Marginal Probability Marginal Utility Packaging 
0,3167 -0,38460 Contains plastic 
0,6833 0,3846 Does not contain plastic 
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Table 2.5 Effect Marginals, Brand 
Marginal Probability Marginal Utility Packaging 

0,3167 -0,38460 Zonnatura 
0,6833 0,3846 Pickwick 

 
 

               

              Figure 1 Attribute Importance  

 
 
Utility Profilers  
 

 

Figure 3  Utility Profilers  
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Table 4.2 Descriptive Statistics 
 N Minimum Maximum Mean Std.Deviation 
What level 
of processed 
food would 
you 
categorise 
tea products? 

122 0 4 2.42 1.059 

Valid N 
(listwise) 

122     

 

 

Table 5. Interview results 
General 
informatio
n about the 
interviewee
s 

Interview 
1 Interview 2 Interview 3 Interview 4 Interview 5 Interview 6 Intervie

w 7 

Name Isilda Paulina Anxhelina Alto Iliriana Greis Isabel 
Surname Isufi Katz Gjorgjinaj Delia Faslia Kolnikaj Harrison 

Table 3. One sample t-test  
   

Significance  

95% Confidence 
Interval of 
Difference 

 t df One-
sided p 

Two-
Sided p 

Mean 
Difference 

Lower Upper 

Do you think 
sustainable 
food 
consumption 
leads to a 
healthier 
lifestyle? 

10.494 121 <.001 <.001 1.262 1.02 1.50 

Table 4.1 One sample t-test  
   

Significance  

95% Confidence 
Interval of 
Difference 

 t df One-
sided p 

Two-
Sided p 

Mean 
Difference 

Lower Upper 

What level 
of processed 
food would 
you 
categorise 
tea products? 

25.222 121 <.001 <.001 2.418 2.23 2.61 
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Occupatio
n 

Working 
full time 
in a bank 

Business 
developmen
t 
representati
ve 

Assistant 
accountant Student Master 

Student Working 
Office 
coordinat
or 

Location Rotterda
m Amsterdam Rotterdam Rotterdam Rotterdam Rotterdam Amsterda

m 

Age 23 24 24 23 23 25 26 

May you 
please 
describe 
your 
lifestyle 
and your 
eating 
habits? 

I try to 
be aware 
of what 
I'm 
consumin
g and 
what I 
am 
feeding 
my body 
with. I 
try to be 
healthy 
and cook 
for 
myself 
rather 
than 
eating 
out or 
processe
d food. 
When I 
come 
from 
work, I 
am more 
prone to 
consume 
processe
d food. 

"I'm 
relatively 
active... 
work full 
time...going 
out to the 
gym, yoga, 
museum 
...active 
social life 
as well”; In 
terms of 
eating 
habits, I eat 
everything, 
but I'm 
trying to do 
not buy 
meat at 
home. So, if 
I eat meat, I 
will buy 
fish at 
home. But 
if it comes 
to meat, I 
will keep it 
for like 
eating out; I 
do not 
drink" 

"So, I eat 
three 
meals "; 
"have a 
balanced 
diet " 

"Typical 
student 
lifestyle”; 
“I try to eat 
all three 
meals ";"I 
do a little 
bit of 
sports, 
football 
and 
gym…" 

"a balanced 
diet"  

"I go to 
work 
...and I 
come 
home ...I 
like to see 
my 
friends 
and cook 
a nice 
dinner; . 
So in the 
morning, 
I usually 
like to 
sleep over 
eating, so 
I'll try and 
have a 
quick 
snack 
before 
work, but 
nothing 
like, 
healthy, 
really. 
For lunch, 
we have 
the Dutch 
lunch, 
and then 
for 
dinner, I 
usually 
like to 
have, like, 
a hot 
meal, 
somethin
g that I 
cook 
myself 
because I 
do like to 
cook 

Do you 
think your 
lifestyle is 
healthy? 

I'm 
aware 
and I 
have a 
healthy 
lifestyle. 

 I think it is 
healthy 

Semi 
healthy 
lifestyle 

Yes, I try to 
be healthy.  

It could 
be 
healthier 

What 
lifestyle 
do you 
consider 
healthy? 

  

"People 
who count 
their 
calories”; 
"they have 
more 
balance 
and a 
healthier 

"Reduced 
consumpti
on of 
processed 
foods or 
fast food, 
alcohol or 
smoking; 
say like 

"Depending 
on the level 
of physical 
activity; the 
kind of 
foods you 
eat. " 

"Balanced 
diet" 

work life 
balance, 
seeing 
your 
friends, 
seeing 
family 
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diet"; "if 
you do a 
combined 
diet, it can 
also be 
healthy" 

more 
consumpti
on of these 
sustainable 
products" 

Are you 
aware of 
sustainabl
e food 
products? 

Yes Not really Yes Yes Yes Yes Yes. 

Do you 
think that 
consumin
g 
sustainabl
e food 
products 
leads you 
to a 
healthier 
lifestyle? 

At some 
point yes NO 

“I don't 
know if it 
is 
correlated 
directly to 
a healthier 
lifestyle.” 

Yes Yes 

"…combinati
on of 
balanced diet 
and active 
sport life" 

Yes. 

Are you 
aware of 
processed 
food? 

Yes Yes Yes Yes Yes Yes Yes. 

Are aware 
of 
sustainabl
e tea 
products? 

No No Maybe Yes No Yes Yes. 

Do you 
consider 
tea 
products 
as 
minimally 
processed 
food? 

Might be No Yes 
Depends 
on the 
brand 

Not sure Yes Yes. 

Have you 
ever 
consumed 
sustainabl
e tea 
products? 

I do not 
think so No No NO Not sure Yes NO 

What 
elements 
have you 
considere
d while 
buying 
sustainabl
e tea 
products? 

The price 

"Not like in 
a hard 
packaging"; 
"is not a lot 
of plastic in 
the 
packaging" 

 

“Usually 
look for 
the range 
of flavor 
because it's 
important 
for me and 
also like 
price as 
well” 

I don't 
really 
consider 
any 
elements 
relating to 
sustainabilit
y. I just 
pick my 
favorite 
flavor and 
that's it 

"are organic 
or not; 
packaging 
and 
ingredient 
list" 

Fair trade; 
If 
packaging 
is not 
plastic 

Do you 
prefer tea 
products 

No No 
I would 
prefer the 
product 

No No No NO 
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that 
contain 
plastic 
packaging
? 

that does 
not contain 
plastic to 
help the 
environme
nt and 
everything
, but I 
think I 
have 
consumed 
also those 
that have 
plastic 

Are you 
familiar 
with the 
brand 
Zonnatur
a? 

Yes No Yes No No Yes Yes 

Have you 
ever 
consumed 
any 
Zonnatur
a food 
product? 

Yes No NO  No Yes NO 

Have you 
ever 
consumed 
any 
Zonnatur
a tea 
product? 

Yes     Yes NO 

What is 
the reason 
you have 
consumed 
Zonnatur
a tea 
products? 

"They 
taste 
good, 
and they 
are 
organic 
as well" 

    

"...their tea 
products are 
100% organic 
and also are 
certified by 
the EU as 
well. " 

NO 
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APPENDIX C : INTERVIEW TRANSCRIPT 
 
Interview 1  
 
Isilda Isufi 
Yes, we can start. 
 
Interviewer (Erli Gjedija) 
Okay. What is your age? 
 
Isilda Isufi 
I'm 23 year old. 
 
Interviewer (Erli Gjedija) 
And what is your occupation? 
 
Isilda Isufi 
I'm currently working full time, working in a bank. 
 
Interviewer (Erli Gjedija) 
Okay. Where do you live? 
 
Isilda Isufi 
I live in Rotterdam and I work in Amsterdam. 
 
Interviewer (Erli Gjedija) 
May you please describe your lifestyle and  your eating habits? 
 
- Isilda Isufi 
Yes, it's something that I try to be aware of what I'm consuming and what I am feeding my 
body with. In general, I try to be healthy and cook for myself rather than eating out or processed 
food. But I have to say it's not always easy, especially if you are busy with work and when I 
come from work I am just so tired and hungry. So I am more prone to consume processed food. 
But in general, I'm aware and I have a healthy lifestyle. It is one of my main occupations to 
pay attention to it. 
 
Interviewer (Erli Gjedija) 
Good. Are you aware of sustainable food products? 
 
Isilda Isufi 
Sustainable hmm… Somehow when it comes to being sustainable nowadays, apparently even 
the food that they process, they care about the environment effect, if this is what you're asking 
me for. So I'm aware of that. But for me, when it comes to sustainable food products, I think 
of food that does not have chemicals, not only something that does not harm the environment, 
but to me matters more the quality of the food that I am consuming,that does not have hormones 
and chemicals. I'm aware at a small scale let's say. 
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Interviewer (Erli Gjedija) 
Okay. Are you aware of processed food? 
 
Isilda Isufi 
Yes. You can easily find them everywhere in the supermarket. Like the shops are full with 
processed food. I try to avoid that. Personally, I try to avoid the most of not healthy ones. I'm 
conscious about it, but yes I'm aware of processed food. 
 
Interviewer (Erli Gjedija) 
Would you consider consuming sustainable food products would lead you to a healthier 
lifestyle? 
 
Isilda Isufi 
Healthier Lifestyle ... At some point yes, because apparently based on my knowledge, as I 
mentioned, as I said, I consider sustainable foods that does not contain chemicals and hormones 
which are not healthy for us. So in itself, consuming sustainable foods might be a bit healthier 
compared to other foods.   
 
Interviewer (Erli Gjedija) 
Are you aware of sustainable tea products? 
 
Isilda Isufi 
Not really. Maybe when it comes to how much water they need to be processed, maybe there's 
something sustainable about tea, but I don't have much knowledge about it. 
 
Interviewer (Erli Gjedija) 
Would you consider tea products as minimally processed food? 
 
Isilda Isufi 
Minimally processed foods... For sure they are processed foods, but what do you mean it's 
minimally? 
 
Interviewer (Erli Gjedija) 
That they don't they don't go through all the stages of being processed or just how you imagine 
it. When it comes to tea in general, how do you feel about it? 
 
Isilda Isufi 
Maybe I think there might be minimally processed because as you know, some of the tea like 
black tea that you throw in the water and then you have your tea. So that can be like minimally 
processed. But for example, the packaged tea I think it is quite processed. So it depends. 
 
Interviewer (Erli Gjedija) 
Have you ever consumed sustainable tea product? 
Isilda Isufi 
I don't think so. I don't know if you can count that one, but no, I don't think so. 
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Interviewer (Erli Gjedija) 
Okay, so basically the other question that is what elements have you considered while buying 
sustainability products is not relevant to you, then. 
 
Isilda Isufi 
Something that I take into account as well is the price so often. So I just pay much attention to 
it. 
 
Interviewer (Erli Gjedija) 
Yes. 
 
Isilda Isufi 
It's not something that I consume daily, but I try to pay more attention to not sustainable per 
se, but organic foods or less processed foods on a daily basis. 
 
Interviewer (Erli Gjedija) 
Okay. Would you prefer tea products that contain less plastic packaging? 
 
 
Isilda Isufi 
Yes, because it's good for the environment and nowadays it's just so sad to know how much 
plastic is used around the world and it seems like  it has not  been taken enough action for it. 
So yeah, I'm willing to consume tea with less plastic packaging. 
 
Interviewer (Erli Gjedija) 
Are you familiar with brand Zonnatura? 
 
Isilda Isufi 
Yes, I use their tea sometimes. I like their brand. 
 
Interviewer (Erli Gjedija) 
Have you ever consumed Zonnatura products? 
 
Isilda Isufi 
I have done that, yeah. 
 
Interviewer (Erli Gjedija) 
Okay. 
 
Isilda Isufi 
They taste good and they are organic as well. Some of them at least. So, this is one of the 
reasons I go for them besides the good taste. 
 
Interviewer (Erli Gjedija) 
Okay, so is there any other specific reason that have led you to consume the  Zonnatura tea 
product?. 
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Isilda Isufi 
I chose them randomly in a supermarket for the first time and the taste was good. But no is not 
that I have researched the brand. No, not really. 
 
Interviewer (Erli Gjedija) 
Okay, good. 
 
 Interviewer (Erli Gjedija) 
Thank you so much for your time Isilda! 
 
 
Interview 2  
 
Interviewer (Erli Gjedija 
What is your age? 
 
Paulina Katz 
24. 
 
Interviewer (Erli Gjedija 
And what is your occupation? 
 
Paulina Katz 
 I am a business development representative. 
 
Interviewer (Erli Gjedija 
Okay. Where do you live? 
 
Paulina Katz 
I live in Amsterdam, The Netherlands. 
 
Interviewer (Erli Gjedija 
May you please describe your lifestyle or eating habits? 
 
Paulina Katz 
My lifestyle...hmm... Well, I'm relatively active. I work full time, but also I'm going out most 
of the times. Not partying-wise, but just going out to the gym, yoga, museum and things like 
that. Basically active social life as well. In terms of eating habits, I eat everything, but I'm 
trying to do not buy meat at home. So if I eat meat, I would buy fish at home. But if it comes 
to meat, I would keep it for like eating out or something like that. Yeah, I don't drink. 
 
Interviewer (Erli Gjedija 
Are you aware of sustainable food products. 
 
Paulina Katz 
Not really,I am not quite clear on what is considered sustainable  
 



 47 

Interviewer (Erli Gjedija 
Are you aware of processed food? 
 
Paulina Katz 
Yes. 
 
Interviewer (Erli Gjedija 
Do you think that consuming sustainable food products would lead you to a healthier lifestyle? 
 
Interviewer (Erli Gjedija 
But since you don't actually have a clear idea what sustainable food is , maybe I should tell you 
and then you can answer this question. 
 
Interviewer (Erli Gjedija 
Sustainable food products are considered all those products that are gone through the 
sustainable processes from the beginning of the production. For instance, the usage of plastic, 
the way they are grown, if there are vegetables, if they are organic or not, if other substances 
are used for them to grow, the way they are transported and then the packaging, if they contain 
plastic or other elements that actually harm the environment. 
 
Paulina Katz 
 No, not really.  
 
Interviewer (Erli Gjedija 
Are you aware of sustainable tea products? 
 
Paulina Katz 
 Tea products? 
 
Interviewer (Erli Gjedija 
Yes 
 
Paulina Katz 
I guess by now. 
 
Interviewer (Erli Gjedija 
Yeah. Would you consider tea products as minimally processed foods? How would you 
categorize tea products? 
 
Paulina Katz 
Really processed 
 
Interviewer (Erli Gjedija 
What elements have you considered while buying sustainable tea products?   
 
Paulina Katz 
That it's not like in a hard packaging. There is not a lot of plastic in the packaging. 
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Interviewer (Erli Gjedija 
Yeah. Okay. Do you prefer the products that contain plastic packaging? 
 
Paulina Katz 
No. 
 
Interviewer (Erli Gjedija 
Are you familiar with the brand Zonnatura? No.  
Interview 3  
 
Anxhelina Gjorgjinaj 
Hi, I'm Anxhelina. 
 
Interviewer ( Erli Gjedija) 
Hello.Thank you for your time Anxhelina. 
 
Interviewer ( Erli Gjedija) 
Can you please tell me what is your age? 
 
Anxhelina Gjorgjinaj 
I'm 24 years. 
 
Interviewer ( Erli Gjedija) 
What is your occupation? 
 
Anxhelina Gjorgjinaj 
I am an accountant, so I work as an assistant country accountant in the Netherlands. 
 
Interviewer ( Erli Gjedija) 
Okay, good. 
 
Interviewer ( Erli Gjedija) 
Where do you live? 
 
Anxhelina Gjorgjinaj 
I live in Rotterdam. 
 
Interviewer ( Erli Gjedija) 
May you please describe your lifestyle and your eating habits? 
 
Anxhelina Gjorgjinaj 
Yes, so I eat three meals a day, but recently I tried to gain a bit more weight, so I'm trying to 
eat more frequently. I try to eat healthy, but it doesn't happen every time. So I can say that I 
have a balanced diet and yeah, that's it. 
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Interviewer ( Erli Gjedija) 
Okay. 
 
Interviewer ( Erli Gjedija) 
Do you think your lifestyle is healthy? 
 
Anxhelina Gjorgjinaj 
Yes, I think it is healthy, but not every time because sometimes I eat sweets and fast foods 
and these sort of things, but day to day I try to maintain a healthy diet. 
 
Interviewer ( Erli Gjedija) 
Okay, good. Thank you. 
 
Interviewer ( Erli Gjedija) 
What lifestyle do you consider as healthy? 
 
Anxhelina Gjorgjinaj 
Yeah, I think there are people who count their calories and have it planned and figure out 
every meal during the week and so they have more balance and a more healthy diet, I think. 
But for me it's not like that. So I think if you do a combined diet, it can also be healthy. 
 
Interviewer ( Erli Gjedija) 
Okay, good. Are you aware of sustainable food products? 
 
Anxhelina Gjorgjinaj 
Yes, I know that there are sustainable food products, but I'm not sure if I consume those a lot 
because I don't really check before I consume the food if it is sustainable or  not. 
 
Interviewer ( Erli Gjedija) 
Okay. 
 
Interviewer ( Erli Gjedija) 
Are you aware of processed food? 
 
Anxhelina Gjorgjinaj 
Yes, I'm aware. 
 
Interviewer ( Erli Gjedija) 
Yeah. Continue, please. 
 
Anxhelina Gjorgjinaj 
No, I was going to say that I know that processed food are those that get dried or are 
processed in some kind of way, and I think every food is like that. 
 
Interviewer ( Erli Gjedija) 
Okay. 
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Interviewer ( Erli Gjedija) 
Do you think consuming sustainable food products leads you to a healthier lifestyle? 
 
Anxhelina Gjorgjinaj 
It can lead to a healthier lifestyle, but sustainable food is more about the environment, so if 
they are environmentally friendly or not. So I don't know if it is correlated directly to a more 
healthy lifestyle. Okay, but it can be. 
 
Interviewer ( Erli Gjedija) 
Are you aware of sustainable tea products? 
 
Anxhelina Gjorgjinaj 
Maybe there are, but I haven't heard of them. 
 
Interviewer ( Erli Gjedija) 
Okay. 
 
Interviewer ( Erli Gjedija) 
Would you consider the products as a minimally processed food? 
 
Anxhelina Gjorgjinaj 
Yes, I think so. Yes, because they're just the leaves that get dry and then I use. 
 
Interviewer ( Erli Gjedija) 
Have you ever consumed sustainable tea products? 
 
Anxhelina Gjorgjinaj 
No, that I know of. 
 
Interviewer ( Erli Gjedija) 
Okay. 
 
Interviewer ( Erli Gjedija) 
 Do you prefer tea products that contain plastic packaging? 
 
Anxhelina Gjorgjinaj 
I would prefer the product that does not contain plastic to help the environment and 
everything, but I think I have consumed also those that have plastic. 
 
Interviewer ( Erli Gjedija) 
Are you familiar with brand Zonatura? 
 
Anxhelina Gjorgjinaj 
Yes, I've heard of the brand. 
 
Interviewer ( Erli Gjedija) 
Have you ever consumed any product of Zonnatura? 
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Anxhelina Gjorgjinaj 
I don't think I have consumed any of that. 
 
Interviewer ( Erli Gjedija) 
Okay.Thank you so much Anxhelina for your time. 
 
Anxhelina Gjorgjinaj 
Okay, thank you. Bye. 
 
Interview 4 
 
Interviewer (Erli Gjedija) 
Thank you so much for your time. Can you please tell me what is your age? 
 
Alto Delia 
I'm 23 years old. 
 
Interviewer (Erli Gjedija) 
What is your occupation? 
 
Alto Delia 
I'm a student at Tu Delft. 
 
Interviewer (Erli Gjedija) 
Where do you live? 
 
Alto Delia 
I live in Rotterdam, Netherlands. 
 
Interviewer (Erli Gjedija) 
Okay. May you please describe your lifestyle, your eating habits? 
 
Alto Delia 
My lifestyle is that of a typical student lifestyle. I try to eat all three meals and usually I do a 
little bit of sports, football and gym". That's about it. 
 
Interviewer (Erli Gjedija) 
Are you aware of sustainable food products? 
Alto Delia 
Yes, I have heard of it. 
 
Interviewer (Erli Gjedija) 
Are you aware of processed food? 
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Alto Delia 
Yes, indeed. 
 
Interviewer (Erli Gjedija) 
Would you consider your lifestyle healthy? 
 
Alto Delia 
I think there are things to be improved, definitely, but it does fall under the, let's say, semi 
healthy lifestyle. 
 
Interviewer (Erli Gjedija) 
What lifestyle do you consider healthy in general? 
 
Alto Delia 
Well, I guess let's say compared to mine, like reduced consumption of processed foods or fast 
food and also probably like , and a bit, I would say like more consumption of these 
sustainable products that we're talking about. 
 
Interviewer (Erli Gjedija) 
Do you think consuming sustainable food products would lead you to a healthier lifestyle? 
 
Alto Delia 
Yeah, I believe so. 
 
Interviewer (Erli Gjedija) 
Are you aware of sustainable tea products? 
 
Alto Delia 
Well, yeah, I guess I'm not in detail informed about them, but I have heard of it. 
 
Interviewer (Erli Gjedija) 
Would you consider tea products as minimally processed food? 
 
Alto Delia 
I would say that depends on the brand. 
 
Interviewer (Erli Gjedija) 
Have you ever consumed sustainable tea products? 
 
Alto Delia 
I might have, but not that I'm aware of. 
 
Interviewer (Erli Gjedija) 
Okay. 
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Interviewer (Erli Gjedija) 
If you think that you have ever consumed sustainable tea products, what elements have 
considered while buying such products. 
 
Alto Delia 
So I have not deliberately bought sustainable tea, but usually when I buy tea products, if I 
have bought sustainable tea products, I usually look for the range of flavor because it's 
important for me and also like price as well, being a student. 
 
Interviewer (Erli Gjedija) 
Okay, good. 
 
Interviewer (Erli Gjedija) 
Do you prefer tea products that contain less plastic packaging ? 
 
Alto Delia 
I would say I do. 
 
Interviewer (Erli Gjedija) 
Are you familiar with the brand Zonnatura? 
 
Alto Delia 
I am not. 
 
Interviewer (Erli Gjedija) 
Thank you so much for your time Alto. 
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Interview 5 
 
Interviewer( Erli Gjedija) 
Hi Iliriana. 
 
Iliriana Faslia 
Hi. 
 
Interviewer( Erli Gjedija) 
Thank you for being here today. Can you please tell me your age? 
 
Iliriana Faslia 
Yes, I'm 23 years old. 
 
Interviewer( Erli Gjedija) 
What is your occupation? 
 
Iliriana Faslia 
I will start my master studies this August. 
 
Interviewer( Erli Gjedija) 
And where do you live? 
 
Iliriana Faslia 
In Rotterdam. 
 
Interviewer( Erli Gjedija) 
Okay. May you please describe your lifestyle and your eating habits? 
 
Iliriana Faslia 
Yes, so my lifestyle consists of a balanced diet, and currently I'm trying to cut off on 
processed foods and consume more vegetables and fruits. 
 
Interviewer( Erli Gjedija) 
Do you consider your lifestyle  healthy?  
 
Iliriana Faslia 
Yes, I try to be healthy. 
 
Interviewer( Erli Gjedija) 
And what lifestyle do you consider in general healthy? 
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Iliriana Faslia 
First of all, I consider a healthy lifestyle depending on the level of physical activity and also 
on the kind of foods you eat. For example, if you eat a lot of sugary foods, I wouldn't 
consider that healthy, but if you eat a lot of vegetables and fruits, that's more healthy, I think. 
 
Interviewer( Erli Gjedija) 
Okay, good. Thank you. Are you aware of sustainable food products? 
 
Iliriana Faslia 
I have some information on how sustainable food is good for the environment and for our 
bodies, but I would like to know more. 
 
Interviewer( Erli Gjedija) 
Are you aware of processed food? 
 
Iliriana Faslia 
I am aware, but actually I'm trying to learn more about it. 
 
Interviewer( Erli Gjedija) 
Okay. Do you think consuming sustainable food products would lead you to a healthier 
lifestyle? 
 
Iliriana Faslia 
Yes, I believe that would lead to a much healthier lifestyle. 
 
Interviewer( Erli Gjedija) 
Are you aware of sustainable tea products? 
 
Iliriana Faslia 
Not really. 
 
Interviewer( Erli Gjedija) 
Would you consider tea products as minimally processed food? 
 
Iliriana Faslia 
I'm not really sure how tea is processed, but I would say that yes, I would consider tea 
product as minimally processed food. 
 
Interviewer( Erli Gjedija) 
Have you ever consumed sustainable tea products? 
 
Iliriana Faslia 
I don't think I have, but if I have consumed sustainable tea products, I haven't done so 
intentionally. 
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Interviewer( Erli Gjedija) 
I understand. So in general, what elements would you consider while buying the sustainable 
tea products? 
 
Iliriana Faslia 
When buying tea products, I don't really consider any elements relating to sustainability. I 
just pick my favorite flavor and that's it. 
 
Interviewer( Erli Gjedija) 
Do you have any other preference regarding tea, for example, price or any other characteristic 
that you would choose while choosing the tea products itself? 
 
Iliriana Faslia 
Of course, I would prefer not a very expensive price, but as I said, I just choose my favorite 
flavor and the amount of caffeine that it has and that's it. 
 
Interviewer( Erli Gjedija) 
Okay. Do you prefer tea products that contain plastic packaging? 
 
Iliriana Faslia 
Considering that plastic packaging is bad for the environment... No, I wouldn't prefer such 
product. 
 
Interviewer( Erli Gjedija) 
Are you familiar with brand Zonatura? 
 
Iliriana Faslia 
No, I'm not. 
 
Interviewer( Erli Gjedija) 
So do you think that you have ever consumed Zonnatura product? 
 
Iliriana Faslia 
Actually, I don't think I have. 
 
Interviewer( Erli Gjedija) 
Okay, thank you so much for your time. 
 
Iliriana Faslia 
Of course, my pleasure. 
 
Interviewer( Erli Gjedija) 
Thank you. Bye. 
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Interview 6  
 
The interviewer ( Erli Gjedija) 
Hi Greis! Thank you for your time! Could you please tell me your age? 
 
Greis Kolnikaj 
Hello! My age is 25 years old. 
 
The interviewer ( Erli Gjedija) 
What is your occupation? 
 
Greis Kolnikaj 
I am currently a student.In September I will start working in Rotterdam. 
 
The interviewer ( Erli Gjedija) 
Where do you live? 
 
Greis Kolnikaj 
I live in Rotterdam, Netherlands. 
 
The interviewer ( Erli Gjedija) 
Could you please describe your lifestyle and eating habits? 
 
Greis Kolnikaj 
Yes, I try to have a balanced diet. I try to combine vegetables meat and fruits. Mostly, I try to 
eat cooked food and not consume much processed food. 
 
The interviewer ( Erli Gjedija) 
Do you think your lifestyle is healthy? 
 
Greis Kolnikaj 
Yes 
 
The interviewer ( Erli Gjedija) 
What lifestyle do you consider healthy? 
 
Greis Kolnikaj 
I think that for a lifestyle to be healthy there should be a combination of balanced diet and 
active sport life.Like going to the gym and eating all the meals preferably. 
 
The interviewer ( Erli Gjedija) 
Are you aware of sustainable food products? 
 
Greis Kolnikaj 
Yes. 
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The interviewer ( Erli Gjedija) 
Are you aware of processed food? 
 
Greis Kolnikaj 
Yes 
 
The interviewer ( Erli Gjedija) 
Do you think that consuming sustainable food products leads you to a healthier lifestyle? 
 
Greis Kolnikaj 
Yes, they are better for the health and for the environment. 
 
The interviewer ( Erli Gjedija) 
Are aware of sustainable tea products? 
 
Greis Kolnikaj 
Yes 
 
The interviewer ( Erli Gjedija) 
Do you consider tea products as minimally processed food? 
 
Greis Kolnikaj 
I think yes. 
 
The interviewer ( Erli Gjedija) 
Have you ever consumed sustainable tea products? 
 
Greis Kolnikaj 
Yes. 
 
The interviewer ( Erli Gjedija) 
What elements have you considered while buying sustainable tea products? 
 
Greis Kolnikaj 
If they are organic or not, the packaging and the ingredients, the ingredients list. 
 
The interviewer ( Erli Gjedija) 
Do you prefer tea products that contain plastic packaging? 
 
Greis Kolnikaj 
No 
The interviewer ( Erli Gjedija) 
Are you familiar with the brand Zonnatura? 
 
Greis Kolnikaj 
Yes. 
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The interviewer ( Erli Gjedija) 
Have you ever consumed any Zonnatura food product? 
 
Greis Kolnikaj 
Yes. 
 
The interviewer ( Erli Gjedija) 
Have you ever consumed any Zonnatura tea product? 
 
Greis Kolnikaj 
Yes, I have consumed. 
 
The interviewer ( Erli Gjedija) 
What is the reason you have consumed Zonnatura tea products? 
 
Greis Kolnikaj 
Well, because their tea products are 100% organic and also are certified by the EU as well. 
That is why I decided to consume their products,beside the taste of course.  
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Interview 7  
 
Interviewer (Erli Gjedija) 
So thank you for your time. Can you please tell me what is your age? 
Isabel Harrison 
26.  
Interviewer (Erli Gjedija) 
What is your occupation? 
Isabel Harrison 
Office coordinator. 
Interviewer (Erli Gjedija) 
Where do you live? 
Isabel Harrison 
In Amsterdam. 
Interviewer (Erli Gjedija) 
In Amsterdam. Okay. May you please describe your lifestyle and your eating habits? 
Isabel Harrison 
My lifestyle is in, like. 
Interviewer (Erli Gjedija) 
Your day to day activities in general. 
Isabel Harrison 
So my lifestyle yeah, I get up and I go to work and I come home and I like to see my friends 
and cook a nice dinner. That's like, my day, basically, my eating habit is, like, I'm not so good 
at keeping track of everything. It's very, like, come in waves whether I want to cook or not. So 
in the morning, I usually like to sleep over eating, so I'll try and have a quick snack before 
work, but nothing like, healthy, really. For lunch, we have the Dutch lunch, and then for dinner, 
I usually like to have, like, a hot meal, something that I cook myself because I do like to cook. 
Interviewer (Erli Gjedija) 
 Thank you. Do you think your lifestyle is healthy? 
Isabel Harrison 
I think it could be healthier, but I think it's pretty healthy, yeah. 
Interviewer (Erli Gjedija) 
And what lifestyle do you consider healthy? 
Isabel Harrison 
I would consider that, yeah. Healthy eating, working out in other healthy ways, like having a 
good work life balance, seeing your friends, seeing family. 
Interviewer (Erli Gjedija) 
Are you aware of sustainable food products? 
Isabel Harrison 
Yes. 
Interviewer (Erli Gjedija) 
Okay. 
Isabel Harrison 
Considered that to be, like, vegan things. 
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Interviewer (Erli Gjedija) 
Are you aware of processed food? 
 
Isabel Harrison 
Yeah. 
 
Interviewer (Erli Gjedija) 
Do you think consuming sustainable food products would lead you to a healthier lifestyle? 
 
Isabel Harrison 
Within reason. Yeah, I do. 
 
Interviewer (Erli Gjedija) 
Okay. Are you aware  of sustainable tea products?  
 
Isabel Harrison 
Yeah. 
 
Interviewer (Erli Gjedija) 
Would you consider tea as a product, as a minimally processed food? 
 
Isabel Harrison 
I'd like to think yes, because I drink it a lot. 
 
Interviewer (Erli Gjedija) 
Have you ever consumed sustainable tea products? 
 
Isabel Harrison 
Not that I know of. 
 
Interviewer (Erli Gjedija) 
Okay. 
 
Isabel Harrison 
I don't know what you mean by sustainable in this context. 
 
Interviewer (Erli Gjedija) 
Yeah, it's the whole process, actually, since the production, what they use to produce the 
product, if the product has extra, like, chemicals instead, but also like, the packaging, the way 
it is transported, it's a whole chain that is taken into consideration for products to be defined 
as sustainable. 
 
Isabel Harrison 
Yeah. So the only thing I would consider a sustainable tea product that I've had is, like, a fair 
trade tea. And I have definitely had that. 
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Interviewer (Erli Gjedija) 
Okay. 
 
Isabel Harrison 
That's about as far as I can think of that I even look into my tea. 
Interviewer (Erli Gjedija) 
Okay. What elements have you considered while buying this product?  
Isabel Harrison 
Yeah, like, just the fair tradeness of it. Maybe the packaging. If the packaging looks 
sustainable or is not plastic, that would be the only one to consider. 
 
Interviewer (Erli Gjedija) 
Do you prefer the products that contain plastic packaging? 
 
Isabel Harrison 
Do I prefer to take them? 
Interviewer (Erli Gjedija) 
Yeah. 
 
Isabel Harrison 
No. 
 
Interviewer (Erli Gjedija) 
Okay. Are you familiar with brand Zanatura? 
 
Isabel Harrison 
How do you spell it? 
Interviewer (Erli Gjedija) 
Zonnatura. 
Isabel Harrison 
Oh, yeah, I am. We have it. 
 
Interviewer (Erli Gjedija) 
Have you ever consumed Zonnatura food products?  
 
Isabel Harrison 
No 
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Appendix D: DATA 
 
 

 
Figure 3. Spss data  
 
 
 

 
Figure 4. Spss data 
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Figure 5. Spss data 
 
 
 

 
Figure 6. Interview analyses in the excel 
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Figure 7. Data preparation file for Spss and JMP 
 
 

 
Figure 8. Data preparation file for Spss and JMP 
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Figure 9. JMP Choice Profiles final  
 
 

 
Figure 10. Step 2 JMP 
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Figure 11. Step 3 JMP 
 
 

 
Figure 12. Step 4 JMP 
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Figure 13. JMP conjoint analysis  
 
 

 
Figure 14. JMP conjoint analysis  
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Figure 15. JMP conjoint analysis  
 
 
 
 
 
 
 
 
 
 
 
 


