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Abstract - In recent years, increased interest in environmental issues has led to a significant increase in green products in the 
global market. Today, more and more people worldwide are trying to adopt a "greener" and more environmentally friendly 
way of life, investing time and money in this direction. But despite the increased interest and investment in green production, 
consumers do not buy green products as expected. The aim of the present paper is to outline the profile of the green 
consumer in Greece after the outbreak of the economic crisis. Primary data were collected through oral interviews of 10 
businesses’ representatives. The qualitative research was performed using Nvivo 11. The present study reveals that although 
consumers have become more price-sensitive, they keep supporting green products. However, after the outbreak of financial 
crisis, the green market in Greece faces a variety of serious problems. In addition, through the qualitative research have been 
identified several inhibitors of both green consumption and entrepreneurship, such as misinformation about green labeling 
and products, the negative role of the state, the economic crisis and the high prices. 
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I. INTRODUCTION 
 
A number of studies have recorded a remarkable 
growth in the global market of the environmentally 
friendly products or green products. Today, people 
seem to be aware of their consuming behavior e.g. 
they try to purchase environmentally friendly 
products for the future generation’s benefit 
(Kilbourne, Dorsch et al. 2009) or they select firms 
that favor environmental practices (Roberts 1996, 
Kalafatis, Pollard et al. 1999, Laroche et al. 2001). 
Providing green products for the growing global 
market could be a way to minimize the environmental 
impacts which derivate from the increasing 
consumption (Ritter, Borchardt et al. 2015). 
 
Green Product (GP) was considered as a product 
striving to protect or to enhance the natural 
environment by conserving energy and/or resources 
and reducing or eliminating the use of toxic agents, 
pollution, and waste (Dangelico and Pontrandolfo 
2010). The term ‘‘green’’ is alternatively called eco-
friendly, environmentally responsible or 
environmentally friendly (Kalafatis, Pollard et al. 
1999, Laroche et al. 2001, Manaktola. and Jauhari. 
2007). According to Scheffer (Scheffer 1991), green 
consumer bears a specific type of socially responsible 
consumer behavior that may be viewed as involving 
an environmentalist perspective. Another description 
of “green consumerism” is this of the 
“environmentally concerned consumption” (Henion 
1976). Hence, it was considered as green consumer 
anyone whose purchase behavior is influenced by 
environmental concerns. Consumers who translate 
these concerns into action and consume 
environmentally friendly products are identified as 

green consumers (Henion 1976, Mainieri, Barnett et 
al. 1997).   
 
II. DETAILS EXPERIMENTAL  
 
The purpose of the present paper is to explore the 
operation of green businesses in our country after the 
outbreak of the financial crisis. Though the 
qualitative research is made an effort to explore the 
green market in Greece and to analyze the problems 
that arose after the outbreak of the financial crisis. 
Finally, it is attempted a further investigation of the 
challenges and the main weaknesses of the Greek 
green market. 
The qualitative research was based on interviews 
from ten enterprises that either produce certified 
green/organic products or provide services based on 
the distribution of these products. The qualitative 
analysis was conducted through the qualitative 
software analysis package NVivo 11. NVivo is a 
recent software tool widely used by the international 
research community to analyze quality data. 
 
III. RESULTS AND DISCUSSION 
 
3.1 Results 
From the sample of ten enterprises, the majority is 
individual agricultural enterprises (citrus and kiwi 
fruit) which was founded after 2000. The number of 
the employees ranges from 0 to 10. During the year 
2016, only three enterprises were profitable, while six 
respondents argued that their profits declined by 20%. 
Most of the respondents (six businesses) are 
pessimistic about their financial progress in the near 
future, as they believe that profits are going to 
decline. 
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The most of the entrepreneurs argued that the 
"economic" was the main incentive to start up or deal 
with a green business (7 reports, 14.58%). It follows 
the "personal interest in the environment" (3 reports, 
14.58%), the current "trend" for green products in 
Europe and finally the "good practices" they met 
somewhere else (3 reports, 14.58%). (Figure 1) 

 
Figure 1: Main incentive to start up a green enterprise 

 
According to the responses, the main key of the 
success is "high quality" (10 references, 30.3%). Τhe 
word "advertising" follows with 4 references and 
12.12%, which is also confirmed by Dimitra K., 
marketing manager of a cosmetics’ company “One of 
the key points of our success is the properly designed 
market policy. They are companies which fail 
commercially due to advertising”. In addition, the 
"innovation" (3 reports, 9.09%) as well as the 
"vision" (3 reports, 9.09%) of the owners seem to be 
very important for the success of the green 
enterprises. Vangelis P., owner of a  grocery store, 
confirms: "This grocery store was an idea that no one 
believed at the beginning. I met similar stores while 
travelling abroad. I believed so much in this idea 
from the very beginning and I was right." Fewer 
references are observed for the words "brandname" 
and "human potential" (2 reports, 6.06%). (Figure 2) 

 
Figure 2: The key points of the success 

Eight out of ten respondents argued that they do care 
about the Greek origin of the products they purchase. 
From the sample’s responses, it is obvious that 
consumers support Greek products because they 
consider them as more qualitative. They also often 
mention that they purchase more Greek products after 
the outbreak of the economic crisis because "they 
think that with this way they support the Greek 
economy". George X., owner of a green grocery 
declares "In the recent years, many customers are 
asking us for products with a designation of origin, 
eg. graviera of Crete, etc.". (Figure 3) 

 
Figure 3: Reasons for which they purchase Greek products 

Based on the given responses, the entrepreneurs 
believe that high prices are a result of the lack of 
Greek state’s support. They also refer to the total lack 
of green policies and tax relief for green 
entrepreneurs. Ιn addition, nine out of ten respondents 
argue that the general public in Greece is not properly 
informed. As shown in the diagram below, 
entrepreneurs have argued that consumers are not 
aware of green products and that they are unaware of 
the green labeling and the certification procedures. 
They also highlight the reduced interest on the part of 
consumers and women being clearly more informed. 
(Figure 4) 

 
Figure 4: Reasons for which green products are expensive 

 
Regarding the lack of public information, the word 
"economic crisis" marks the highest frequency (9 
reports, 11.84%). It is obvious that the respondents 
relate the economic crisis with the lack of consumers’ 
information. Dimitra K., marketing manager of a 
well-known cosmetics company, declares "After the 
financial crisis, consumers face serious problems and 
are unable to deal with green products or green 
technologies that clearly cost more." The above result 
is also confirmed by the increased frequency of the 
word "lack" (7 reports, 9.21%), which refers mainly 
to “consumers' lack of interest”, the “lack of green 
education” (3 reports, 3.95 %) and the “lack of proper 
information” by the state (2 reports, 2.63%). For 
instance, Thanasis M., owner of a green grocery store 
replied "Consumers have serious information gaps in 
green labeling. They cannot recognize the right green 
labels, and many are ignorant of their existence". 
(Figure 5) 

 
Figure 5:  Reasons for the lack of public information 

 
Regarding the main weaknesses in the Greek green 
trade, the most frequent word is the word "lack" (16 
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petitions, 13.22%) which refers to the "lack of 
consumers’ interest" (5 reports, 4.13%), the "lack of 
incentives for green investments" (4 references, 
3.31%), the "lack of trust in the green controls carried 
out in our country" (3 reports, 2.48%) and the "lack 
of green education for the young entrepreneurs" (2 
reports, 1.65% Most of the respondents mentioned 
very often the word "bureaucracy" (9 references, 
7.44%) as one of the main Greek weaknesses. Indeed, 
when a entrepreneur wants to start a green business or 
to complete any transaction with the Greek 
government faces a succession of processes that may 
take days. Among the Greek weakness there are the 
"high prices" of green products (5 reports, 4.13%) as 
well as the "absence of state’s support" (5 reports, 
4.13%). In addition, the financial crisis (2 reports, 
1.65%), the "inability to find stable suppliers" and the 
"low absorption of European resources" (1 reference, 
0.83%) also appear among the Greek weaknesses. 
(Figure 6) 

 
Figure 6: The main Greek weaknesses in the Greek trade 

The entrepreneurs associate "damages", "reduced 
profits" and "high prices" of green products to the 
economic crisis. They also believe that financial crisis 
is the main "Greek weakness" and an inhibiting factor 
for "green market’s growth". In addition, they argue 
that the "lack of public interest for green products" is 
the result of the economic crisis since "they face more 
the serious problems". Indeed, after the financial 
crisis, consumers became more price sensitive and for 
this reason there is a reduced demand for green 
products. The increase in business operating costs 
combined with the increased taxation and the reduced 
production are the major obstacles for green 
producers.(Figure 7) 
 

 
Figure 7: Financial crisis 

 
3.2 Discussion 
It is obvious that after the outbreak of financial crisis, 
most entrepreneurs have experienced a dramatic 
profits’ decline and most of them predict a further 
decline in the near future. The main incentive to deal 
with the green entrepreneurship was the economic 

one, combined with the personal interest in green 
products and the environment. Some others have been 
motivated by the existing green trend in Europe and 
also by some good practices they have met abroad. It 
is obvious that that the environmental values have led 
many entrepreneurs to deal with the environmentally 
sustainable businesses (Sardianou et al., 2016). 
 
The Greek origin of products seems to be a main 
priority for many consumers, since they consider 
them as more qualitative. In addition, consumers tend 
to purchase Greek products because they believe that 
with this way they support the Greek economy. 
According to the entrepreneurs, the Greek consumers 
are not well informed about the green products and 
the green labelling. After the outbreak of the financial 
crisis there is lack of interest, since they have serious 
problems to deal with. They also highlight the 
negative state’s role in the consumers’ information 
process. It is confirmed the previous bibliography 
which supports that the green consumer seems to be a 
confused consumer (Davis, 1993, Crane, 2000) who 
tries to get informed on his own about the green 
products’ benefits (Lorek and Spangenberg, 2014). 
According to the respondents, the green products are 
sold more expensive in Greece than abroad. On the 
same side, the entrepreneurs argue that after the 
outbreak of crisis, the operating costs were increased 
and there is lack of state’s support. In addition, the 
reduced consumption has as a result the reduced 
production which remains a significant obstacle to 
drastic price reductions. It is confirmed that green 
products’ high prices (Mahene, 2007, Moser, 2015) 
along with the lack of decent information (Cherian 
and Jacob, 2012) are the main inhibitory factors to the 
green purchases. The entrepreneurs consider as the 
main keys to success the high quality of 
products/services, advertising, innovation and the 
vision of founders. As the main Greek weaknesses on 
the greed trade, entrepreneurs identify bureaucracy, 
high prices, lack of state support, and lack of 
consumer interest. They also add that there are no 
incentives from the state’s side for business initiatives 
and also there is no consistent green policy. 
 
The financial crisis is associated by the respondents 
with almost all the problems they face. In addition, 
the state’s negative role is related to a variety of 
problems such as bureaucracy, high taxation, lack of 
incentives, lack of proper information / education of 
consumers, lack of green policies. It is obvious that 
the above problems create a general climate of 
insecurity, thus removing many potential 
entrepreneurs away from the Greek market. The 
current economic difficulties make it necessary - 
more than ever before - to give the opportunity to 
develop the green economy in Greece. It is, however, 
a process that involves the society as a whole, namely 
the consumers, the state and businesses. 
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CONCLUSIONS 
 
Through the present study is highlighted the need for 
the Greek state to recognize in time that the green 
growth is not exclusively related to environmental 
benefits but could also offer significant economic 
opportunities. The present environmental policies 
were focused on production and not on consumption 
and have also been incompletea without long-term 
planning. Today, it is necessary to establish a long-
term and focused bottom-up green policy based on 
the exact needs of the green consumer. In addition, it 
should be developed a regulatory environment which 
will encourage the new initiatives in the green 
market. 
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