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Summary
In a time when many institutions call for climate action, the housing shortage in Sweden
continues to increase and therefore also the need for increased construction. Traditional
construction methods that use concrete and steel emit large amounts of greenhouse gases and
many call for better construction methods to meet the demand of more sustainable practices.
Wooden multistorey construction is believed to be a sustainable alternative to traditional
methods that could provide society with sustainably constructed housing that would still fulfill
the demands of the modern consumer. Projects that make use of this method have already been
implemented both in Sweden and globally but there is a need for more research concerning
consumer perceptions, preferences, and behavior regarding the use of wood in multistorey
construction, especially among the younger population.
This study aimed to explore young consumer perceptions of wood as a construction material in
multistorey apartment buildings as well as perceptions and preferences for conventional
apartment buildings. These findings were then used to give suggestions to improve marketing
of said buildings and supplement research in the area. 21 young respondents living in Uppsala,
Sweden were interviewed using a laddering technique. By using Means End Theory and
Personal Value Theory, attributes, consequences, and values that influenced perceptions and
preferences were identified in the group of respondents.
The results showed that price and location were the most important attributes for consumers
considering a conventional apartment and that the material used in construction did not have an
impact on their perception of said apartments. Respondents mainly perceived WMC-apartments
as aesthetically appealing, and they connected those attributes with the value of well-being.
WMC-apartments were also considered to be environmentally sustainable, an attribute many
respondents connected to reducing climate impact and the value of universalism.
Keywords: apartment purchase, means end theory, perceptions, preferences, wooden
multistorey construction

Sammanfattning
I en tid då både forskare och samhälle efterlyser stärkta klimatåtgärder fortsätter bostadsbristen
i Sverige att öka och därmed också behovet av ökat byggande. Traditionella byggmetoder som
nyttjar betong och stål släpper ut stora mängder växthusgaser och många efterlyser bättre
byggmetoder för att möta kraven på mer hållbara metoder. Flervåningshus i trä tros vara ett mer
hållbart alternativ till traditionella metoder och skulle kunna förse samhället med hållbart
byggda bostäder som fortfarande skulle uppfylla kraven hos moderna konsumenter.
Bostadsprojekt som använder sig av denna metod har redan genomförts både i Sverige och
globalt men det finns ett behov av mer forskning kring konsumenternas uppfattningar,
preferenser och beteenden kring trä i flervåningsbyggande, särskilt bland den yngre
befolkningen.
Denna studie syftade till att utforska unga konsumenters uppfattningar om trä som byggmaterial
i flervåningshus samt uppfattningar och preferenser för konventionella flerbostadshus. Dessa
resultat användes sedan för att ge förslag för att förbättra marknadsföringen av nämnda
byggnader och för att komplettera forskningen i området. 21 unga respondenter bosatta i
Sverige intervjuades med hjälp av en laddering-teknik. Genom att använda means end-teori och
personlig värdeteori identifierades attribut, konsekvenser och värderingar som påverkade
respondenternas uppfattningar och preferenser gällande både konventionella
Resultaten visade att respondenterna ansåg att pris och läge var de viktigaste egenskaperna
gällande konventionella lägenheter och att materialet som användes i konstruktionen inte hade
någon inverkan på deras uppfattning om sagda lägenheter. Respondenterna uppfattade
lägenheter i flervåningshus i trä som estetiskt tilltalande och de kopplade dessa egenskaper med
värdet välbefinnande. WMC-lägenheter ansågs också vara miljömässigt hållbara, en egenskap
som många respondenter kopplade till minskad klimatpåverkan och värdet universalism.
Nyckelord: bostadsrätt, flervåningshus i trä, lägenhetsköp, means end-teori, preferenser,
uppfattningar

Preface
Firstly, I would like to take this opportunity to thank my advisor Cecilia Mark-Herbert for her
wonderful support and patience during the work with this project. Our fruitful discussions and
your insightful feedback helped me keep my head up throughout the semester. Secondly, I
thank my family and friends who all supported me with love and kind words when I
sometimes felt overwhelmed with work.
Anders Nytell

Table of contents
1

2

3

Introduction .................................................................................................................................. 10
1.1

Problem............................................................................................................................ 11

1.2

Aim and delimitations ....................................................................................................... 11

Theoretical framework ................................................................................................................ 13
2.1

Marketing perspectives and consumer behavior ................................................................ 13

2.2

Personal value theory ...................................................................................................... 14

2.3

The use of means-end chain theory ................................................................................ 15

2.4

The relationship between theories ................................................................................... 17

Method .......................................................................................................................................... 18
3.1

Approach.......................................................................................................................... 18

3.1.1

Qualitative approach ............................................................................................... 18

3.1.2

Case study .............................................................................................................. 18

3.2

Course of action ............................................................................................................... 18

3.2.1

Selection of respondents ........................................................................................ 18

3.2.2

Data collection using the laddering technique ........................................................ 20

3.2.3

Validity in development of the interview guide ........................................................ 22

3.2.4

Soft and hard laddering ........................................................................................... 24

3.2.5

Analysis of data using hierarchical value maps ...................................................... 24

3.3

Analysis............................................................................................................................ 25

3.3.1

Thematic coding and means end chain-analysis .................................................... 26

3.3.2

Validity in Coding .................................................................................................... 27

3.3.3

Categorization according to Personal Value Theory .............................................. 28

3.4

Ethical considerations of the study .................................................................................. 28

4

Literature review .......................................................................................................................... 29

5

Results .......................................................................................................................................... 33
5.1

Respondent overview ...................................................................................................... 33

5.2

Motivational factors of an apartment purchase decision ................................................. 33

5.3

Motivational factors connected to WMC-apartments ....................................................... 35

5.4

Categorization according to Personal Value Theory ....................................................... 38

6

Discussion .................................................................................................................................... 40

7

Conclusions ................................................................................................................................. 42
7.1

Implications ...................................................................................................................... 42

7.2

Methodological reflection ................................................................................................. 42

7.3

Suggestions for future research....................................................................................... 43

References ........................................................................................................................................... 44
Appendices .......................................................................................................................................... 48

9

1 Introduction
This chapter introduces the sustainability issues of construction and presents wooden multistory construction as part of the solution before presenting the problem, aim and
delimitations of the study
The need for society to adopt more sustainable practices is becoming increasingly urgent. In a
2021 report, the Intergovernmental Panel on Climate Change (IPCC) concluded that the
observed climate change in present time is unparalleled in relation to previous changes in the
last hundreds of thousand years (IPCC 2021). In addition to this, the report presented scientific
evidence that climate change has undoubtably been induced by human activities in the last
hundreds of years.
At the same time as many researchers and institutions call for climate action, less consumption
and increasingly sustainable practices, an equally urgent need for housing has risen in many
parts of the world, including Sweden. Of the 290 municipalities in Sweden, 230 report that there
is a shortage in residential housing in cities (Boverket 2021). This has led to a building boom
and Swedish municipalities expect to see a three percent increase in housing construction in
2021 and eleven percent in 2022 (ibid.).
The need for new housing and the need for more sustainable practices may seem like two
contradicting needs. Traditional building methods that use concrete and steel as structural
materials are characterized by high emissions of greenhouse gases. Cement, one of the
components in concrete, is responsible for eight percent of global CO2 emissions and the
production of steel is a very energy intensive process (Ellis et al. 2020).
Increasing the rate of construction in a sustainable way is therefore a challenge and may seem
like two contradicting needs that points to the need for sustainable alternatives to traditional
construction methods. Wooden multi-storey construction (WMC) has the potential to satisfy
housing demands of the modern consumer at the same time as having a less of a climate impact
compared to other materials used in multi-story construction (Riala & Ilola 2014). The concept
has gained interest in the construction industry and many actors on the property market are
promoting WMC apartment buildings as a good choice for the environmentally conscious
consumer. Actors in the construction market have already introduced WMC projects and many
believe that this market development may be permanent with an increase of WMC projects
being diffused into housing markets (Hurmekoski et al. 2015; Södra 2021). In a 2021 report,
the Swedish Federation for Wood and Furniture Industry reported a 27 percent increase in
produced apartments in buildings constructed with a wooden frame compared to the same
period in 2020 (TMF 2021:3).
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1.1 Problem
Increased use of WMC assumes an increased market demand for the product as well as for
technological development. This includes a demand from all actors in the WMC value chain
and importantly, potential residents who will ultimately be the ones paying for it (Hurmekoski
et al. 2015). This requires both marketing and development of said buildings to be appealing to
consumers and their behaviour. Consumer perceptions and behaviour is strongly linked to
underlying motivational factors such as values, attributes and consequences, all important in
the marketing process (Gutman 1982; Schwartz 2006).
Even though the concept of WMC has gained an increasing amount of attention, there is less
information regarding how residents- or potential residents perceive the fact that the building
is constructed out of wood. In a business environment such as the Swedish housing market,
with a noticeable shortage in supply, there are uncertainties whether the material used in
construction even has an influence on the decision making of the consumer. In addition to
this, there are several Swedish examples of failure in the development of new residential areas
where preferences, motivational factors and needs of potential buyers have not been
considered in development and marketing (Lundgren & Lic 2010).
The fact that there is a part of recent history where the construction sector has disregarded
consumer demands shows that more can be done in this field. Earlier studies call for more
targeted research and marketing in the forestry sector in general and the housing sector in
particular in order increase both consumer awareness and sales of wood-based goods
(Lähtinen et al. 2019). The young consumer segment, born between the years 1990 and 2000,
is believed to be an important target group due to their environmental consciousness and
position as future policymakers and investors (Goldman Sachs 2021; Petruch & Walcher
2021). However, research has yet to uncover detailed descriptions of the perceptions of this
generation when it comes to housing constructed out of wood (Petruch & Walcher 2021). A
variety of studies suggest additional research in consumer preferences, perceptions, and
motivational factors regarding timber- and WMC housing in order to achieve better more
accurately targeted marketing in the field (Lähtinen et al. 2019, 2021).
There is an extensive amount of documented research concerning the consumer perspective in
housing choices in general. Studies often focus on the issue of consumer preferences, but lack
the perspective of underlying motivational factors of those preferences (Coolen & Hoekstra
2001; Lundgren & Lic 2010; Hu et al. 2016). The scientific community has yet to uncover
detailed descriptions of motivational factors of Swedish young consumers when it comes to
WMC housing. Therefore, a research gap can be identified about the underlying motivational
factors of Swedish millennials concerning WMC-buildings.

1.2 Aim and delimitations
The aim of this study was to explore perceptions of WMC-apartments as well as apartments
in conventional constructions (maily concrete) among young consumers in Uppsala, Sweden.
11

The study aims to contribute to the understanding of the perceptions and preferences of young
consumers for WMC apartments.
The study attempted to fulfil the aim by answering the following research questions:
1. What attributes, consequences and values affect the perception of an apartment in the
eyes of a young Swedish consumer?
2. What attributes, consequences and values affect the perception of a WMC-apartment
in the eyes of a young Swedish consumer?
The study is limited to group of Swedish young consumers born between the year 1990 to
2000. All respondents were recruited from hallways of the Department of Business
Administration at Uppsala University. This study concerns consumer perceptions and focuses
on attitudes towards a hypothetical apartment purchase decision. It does not include an actual
purchase decision of an apartment. The theoretical aspect of the study is limited to means-end
theory as well as Schwartz personal value theory. The methods used in the study are limited
to semi-structured interviews using soft laddering technique as well as means-end analysis
and analytic methods connected to the theoretical framework of the study.
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2 Theoretical framework
The chapter gives an introduction to theories within marketing and consumer behavior and
continues to present personal value theory and means end chain theory

2.1 Marketing perspectives and consumer behavior
Consumer behavior and consumer decision research aims to understand why and how people
make certain decisions that influences their consumption. Knowledge about the subject can help
researchers, marketeers and other actors to understand different phenomena connected to
consumption, which may be valuable for product development, improving communication or
other marketing purposes. Historically, consumer behavior research can be traced back to the
beginning of marketing. Early literature describes the “economic man” or “Homo economicus;
a view of the consumer that was first introduced in the late nineteenth century (Persky 1995).
The idea of economic man suggest that a consumer is fully aware and knowledgeable about all
market information and is therefore able to make perfectly rational economical decisions (ibid.).
However, this view also entails that the consumer has no emotional connection to her/his
consumption and is completely disconnected from environmental, emotional, or other external
consequences of consumption. Today, the view of the economic man is still used for
applications such as modelling or textbook economics, but researchers have realized its
deficiencies and limitations for real-world research (Tittenbrun 2013). In addition to the fact
that no consumer is fully aware of all market factors, modern researchers agree that
consumption is influenced by many other factors than just rationality and that real-world market
dynamics cannot be explained by economical rationality alone (ibid).
In addition to that there are many different theoretical approaches to explaining consumer
behavior in general, the goods that are being consumed also have an impact on the behavioral
aspect. For example, a consumer deciding whether or not to purchase a product in the fastmoving consumer goods (FMCG)-segment generally acts spontaneous with little rational
thinking (Ewerhard et al. 2019). On the other hand, a purchase decision regarding slow-moving
consumer goods (SMCG) takes more rational thinking with a higher degree of cognitive
involvement from the consumer (Ewerhard et al. 2019).
The choice of buying an apartment, or other types of housing, requires its own cognitive
processes and considerations from the consumer. For a long time, a neo-classical economical
perspective on consumer behavior in housing markets was used to explain these processes
(Boelhouwer 2011). This perspective was similar to the economic man view of consumption
modelling, stating that rationality and maximization of utility were the most influential factors
in housing choice for private buyers and disregarding almost all emotional investment in the
choice. Modern perspectives disregard economic rationality as the only factor influencing
housing choice and propose the study of other factors as well to understand consumer behavior
in the housing market (Andrew & Larceneux 2019). Although factors such as economic
rationality and utility maximisation are still believed to have great influence in the decision
13

process of a consumer on the housing market, personal preferences and emotion are also
believed to play a substantial role in these processes (Feitelson 1993; Andrew & Larceneux
2019). These factors in their turn, are believed to be heavily influenced by the personal values
of the consumer (Lundgren & Lic 2010). Personal value theory is further developed in the next
chapter.

2.2 Personal value theory
Personal value theory is used as a basis for the categorization of underlying values obtained
from interviews and complements means-end (MEC) theory in the analysis of the present study.
The theory was introduced by Schwartz (1992) and describes values as a way of characterizing
the underlying factors of attitudes, behaviour and other cognitive phenomena. According to
Schwartz, values are a representation of what “matters” for a person and act as emotional
drivers for decisions and behaviour. Personal value theory organizes values into categories that
together are believed to incapsulate all the most important values in all cultures around the
world. The ten values can together be a way to categorize and explain what motivates a person
to strive for a goal, buy a certain product or to behave in a certain way (Schwartz 1992, 2006).
To explain each value-type, a short presentation based on Schwartz (1992) is provided below:
1. Self-direction – Thinking independently and making choices based on own
perception.
2. Stimulation – Being challenged in life and striving for excitement.
3. Hedonism – Gratification and personal pleasure.
4. Achievement – Personal success according to social standards.
5. Power – Control over people and resources. Status in society and prestige.
6. Security – Safety and harmony in society and personal life.
7. Conformity – Self-control over actions that may cross societal norms or harm others
in a physical or psychic manner.
8. Tradition – Conforming to customs provided by traditional norms or religion.
9. Benevolence – Upholding and improving the welfare of the people in the inner circle
(family, friends or similar).
10. Universalism – Knowledge and protectiveness of nature and the human population.
The Schwartz core values are extensively used in behavioral science and other research
disciplines that aim to understand cognitive processes and motivational factors in human
behavior. The ten values are believed to be interconnected with varying strength and their
14

theoretical connections are directly linked to their proximity in Figure 1, where values that share
borders have a stronger relationship to each other.

Universalism

Benevolence

Self-Direction

Tradition

Stimulation

Conformity

Hedonism
Achievement

Security
Power

Figure 1. Structure of core values organized after their theoretical relationships, based on the theoretical structure
of values in Schwartz personal value theory with minor modifications (1992:14).

Personal value theory is believed to be an effective framework for categorizing underlying
motivational factors behind stated housing preferences and perceptions (Coolen & Hoekstra
2001). Since the value categories provided by the theory are commonly accepted by scholars
and widely used in behavioural sciences as well as consumer behaviour research, they are
believed to be well suited for the analysis of the present study and will help to provide validity
to the results as well as putting them in to a real-world context.

2.3 The use of means-end chain theory
In order to find the cognitive relations between housing attributes consequences- and personal
values of consumers, researchers have proposed a variety of theoretical models, one of which
is means-end chain (MEC) theory.
MEC theory is a framework mainly used in consumer behaviour research and the theory is
based on the previously explained personal value theory, and depends on the fact that values
have a strong influence on human behaviour and consumption (Gutman 1982; Schwartz 2006).
Gutman (1982) concluded earlier attempts of conceptualizing the link between values and was
the first to present MEC theory, an approach that enables marketers to map the cognitive links
between personal values and consumer behaviour, allowing for improved marketing of a
15

product or service by showcasing the values that can be satisfied by the consumption of said
goods. Gutman (Gutman 1982:60) defines the components of “means-end” as:
Means – Goods or activities (products)
Ends – A desired state of being for the consumer (end values)
Gutman states that knowing consumers’ preferences for product attributes is not significant for
marketing unless the underlying values that create these demands are known. By having
knowledge of the elements in the means-end chain, and the connections between them, both
marketing and consumer behaviour research can be improved.
According to Gutman (1982), there are two assumptions regarding consumer behaviour that
must be accepted to make MEC theory functional. First, it is the assumption that values are
fundamental for decision making, which is theoretically supported by personal value theory.
The second assumption is that consumers cope with the diversity of products or services by
placing them in categories or groups based on their function to narrow down the decisionmaking process. In addition to these two assumptions, there are two other assumptions about
the broader context that must be made. These are that consumers know that their consumption
has consequences and that they connect certain types of consumption with certain
consequences. These assumptions can, according to the Gutman, be made even though
consumers themselves would disagree with the consequences related to certain actions.
The core of MEC theory is that it allows the researcher to map the respondents cognitive
structure and link the connections between product attributes, consequences of consumption
and the personal values of the consumer. These three elements are known as underlying
motivational factors and can be analysed through visualisation of hierarchical value maps
(HVM) which represent the cognitive hierarchical relationship between the three categories of
underlying motivational factors (Gutman 1982).
•

•
•

Attributes are the visible or apparent properties of a product or service that affect a
consumer’s decision about obtaining it or not. This may refer to physical attributes or
the function of the product/service (Gutman 1982).
Consequences describe how the product or service affects the consumer or the
environment around her/him (Gutman 1982; Peter & Olson 2010).
Values are the core motivational values that affect the consumers decision. Values may
be personal believes that motivates the consumer either consciously or unconsciously
to make a decision (Gutman 1982; Schwartz 1992, 2006).

MEC-theory is often used for research in FMCG and a significant amount of the literature is
based on that perspective. However, the theory is used in a variety of other research disciplines
as well and has been adapted in research about SMCG and investment goods such as housing
and land (Coolen & Hoekstra 2001; Kilwinger & van Dam 2021). For example, Lundgren and
Lic (2010) conducted a study that evaluated Swedish consumers preferences and motivational
factors regarding residential areas and aimed to explore how this could be used in residential
16

development. The authors used MEC-theory and the laddering interview technique to collect
and analyse data. Hu, Geertman and Hooimejier (2016) compared two groups of home-buyers
and used MEC-theory to investigate whether personal values were motivational factors that
influenced the decision of buying sustainable housing. Coolen and Hoekstra (2001) performed
a pilot study with ten respondents and used means end theory to investigate stated preferences
for housing. The main goal of the study was to evaluate the theory for application in research
about housing preferences. The authors concluded that the theory is feasible for evaluation of
motivational factors for stated preferences and recommend the use of MEC-theory for research
regarding motivational factors for housing attributes. Given the research questions and aim of
this study as well as the previous uses of means-end theory in consumer research it was believed
to be a relevant theory to frame this study.

2.4 The relationship between theories
Personal value theory and MEC-theory are intimately connected and where therefore chosen to
together form the theoretical framework of this study. The theories provided support for one
another in the analysis of the of data as personal value theory was used for interpreting the
elicited values, which are arguably the most abstract part of MEC-theory.
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3 Method
The chapter introduces the qualitative approach as well the laddering technique and analysis
and ethical considerations of the study.

3.1 Approach
3.1.1 Qualitative approach
The aim of the study is to find expressive details regarding underlying motivational factors of
the respondents. The study is therefore concerned with words and context rather than numbers,
which makes the qualitative approach appropriate for the initial part of the study (Bryman &
Bell 2011; Robson & McCartan 2016). However, the theoretical framework of MEC calls for
a certain degree of quantitative analysis and parts of the results are quantitively interpreted
when HVMs are developed of individual ladders. The present study may therefore be
considered a mixed-methods approach, where a qualitative approach is combined with a
quantitative approach.

3.1.2 Case study
Yin (2014) describes the reason for choosing the case study method as a need that “..arises out
of the desire to understand a complex phenomenon”. The method may be used for
understanding contemporary events in real-world circumstances (Yin 2014). As with all
research, the author stresses the importance of describing the phenomena and the unit of
analysis since both these factors may affect the results. Case studies are also recommended
when there is a need for adjustability since the way of conducting the study may not be initially
apparent and their might be a need of adjustments along the way (Robson & McCartan 2016).
The present study attempts to find underlying motivational factors of young millennial
consumers when considering a WMC apartment. The phenomenon of the study is consumer
perceptions of apartments in the housing market in the context of WMC marketing and
underlying motivational factors as a basis for housing perceptions.

3.2 Course of action
3.2.1 Selection of respondents
Convenience sampling was used to recruit respondents for the study. Convenience sampling is
a common sampling method in business research and is widely used due to its practicality
(Bryman & Bell 2011). The method makes use of the resources directly available to the
researcher, which may be students at the university which she/he attends, staff on her/his
workplace or just a crowd of people located conveniently to the researcher (Taherdoost 2016).
Although the method is commonly used in consumer behavior research as well as other research
areas, it has a notable inability to produce generalizable results (Bryman & Bell 2011; Sarstedt
18

et al. 2017). Generalizability may in some cases be possible to obtain through ex-post sample
adjustments, but this was not necessary in the present study since the aim was not to produce
generalizable results, but rather highlight details and apply theory to a certain case (Sarstedt et
al. 2017).
The respondents chosen for the study were young Swedish young consumers born between
1990 and 2000 and living in Uppsala. Following the Austrian example of Petruch and Walruch
(2021) who interviewed young millennial Austrians as respondents for a similar study, the
consumers born between 1990 and 2000 are an important age group to study in the context of
marketing of wooden housing and consumer housing preferences. The age group is believed to
be an important demographic due to their environmental consciousness and position as future
policymakers and investors (Lähtinen et al. 2019; Goldman Sachs 2021; Petruch & Walcher
2021). Since the criteria for respondents were that they had to be in the right age span and live
in Uppsala, Sweden, the sample was taken by recruiting respondents in the hallways of the
Department of Business Administration (Ekonomikum) at Uppsala University, which was also
used as the daily office of the author. Potential respondents were asked to participate in the
interviews either directly on site, or a later appointment was scheduled. As is further explained
in chapter 3.2.2, it was vital for the validity of the study that the interview setting was as
comfortable as possible for the respondents. For this reason, physical on-site interviews where
applied, a method recommended for creating a relaxed atmosphere (Robson & McCartan 2016).
A sample size of 20-25 respondents is generally considered sufficient to ensure validity in the
results of laddering interviews (Borgardt 2020). At that point, information saturation is usually
reached, and few or no new insights are provided from interviews. It is often suggested to stop
the interview process if the point of information saturation is reached early (Dworkin 2012;
Borgardt 2020). For this reason, the sampling in the present study followed a process where
respondents were recruited one after another until the researcher assessed that the saturation
point had been reached. The saturation point was assessed to have been reached after 21
interviews, which was expected considering previous literature. The date for each of the
interviews can be seen in figure 1.
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Respondent
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21
Date
17-nov
19-nov
22-nov
23-nov
24-nov
25-nov
29-nov
30-nov
02-dec
06-dec
09-dec
13-dec
14-dec
Figure 2. Date of each interview paired with the assigned number for each respondent.

As seen in figure 1, interviews were carried out in the months of November and December
2021 and between one to three interviews were held per day. The interviews lasted for an
average of 21 minutes Only the days when interviews were carried out are included in the
figure.

3.2.2 Data collection using the laddering technique
Gathering information directly from potential consumers is often necessary when trying to
measure or conduct research on behavior regarding housing preferences or underlying motives
(Feitelson 1993). Therefore, in- depth interviews were considered appropriate for the present
study. As is common when using MEC-theory, a laddering interview technique was adapted.
The laddering technique is commonly used together with MEC theory to allow for in-depth
one-on-one interviews where the researcher can estimate stated cognitive structures of
respondents in the a decision-making process (Reynolds & Gutman 1988; Grunert & Grunert
1995). This allows the researcher to uncover the respondent’s linkage between the constructs
that are attributes, consequences and values when considering a purchase or investment.
Laddering can be applied to both real-life and hypothetical scenarios or products (Kilwinger &
van Dam 2021).
The laddering interview technique involves asking follow-up questions connected to the
attributes that have been elicited by the respondents. This is done to probe for the linkage
between attributes, consequences and values and encourage the respondent to reflect about the
subject in depth. This makes it possible to map the respondents cognitive structures in HVMs
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which are commonly used alongside MEC to aggregate- and make interview data presentable
(Reynolds & Gutman 1988; Grunert & Grunert 1995). Grunert and Grunert (1995) propose four
criteria of validity that should be fulfilled when using laddering to map the cognitive structures
of respondents in a MEC perspective. The four criteria are have, since their publication, been
widely used by scholars to ensure validity for laddering interviews where the goal is to map the
cognitive structure of respondents (Lundgren & Lic 2010). The four criteria and the procedures
taken to ensure validity in the present study are presented in Table 1.

Table 1. Criteria for validity adapted from Grunert and Grunert (1995, 212-213) put in the own words of the
author. Also, procedures to ensure validity in the present study are included in the table
Criterion for validity by Grunert and Grunert Procedures taken to ensure validity in the
(Grunert & Grunert 1995)
project
“The collected data should not be a result of the Respondents generated the entry points for the
researcher’s cognitive structure and processes, but interviews themselves.
rather be the result of the respondent’s cognitive
structure and processes”

“Data collection should only use processes that
are common for the targeted situation”

The pictures used for informing of WMC were
taken from real apartment offers. Interview
questions relevant for a purchase decision were
used in interviews.

“Coding should be based on common cognitive
categories shared by consumers and previous
research and should not be based on the cognitive
structures of the researcher”

Categories from MEC-theory and personal value
theory were used in coding.

“The algorithm used for data reduction should be
based on relevant theories”

Analysis is made in the commonly used software
LadderUX which uses relevant algorithms for data
reduction.

As presented in Table 1, multiple steps were taken to ensure that the four criteria for validity
were fulfilled. The respondents were encouraged to elicit the attributes of an apartment that
makes it attractive to them. This helped to fulfil the first criterion since the respondents elicited
the entry points for the interview themselves with very little interference. Since respondents
were not expected to have a large amount of knowledge about WMC, they then were shown
images taken from real WMC apartment offers. Visual aids are known for helping to produce
interview results with a higher degree of richness if the subject of the interview is unknown to
the respondent (Glaw et al. 2017).
After the short briefing of WMC, the respondents were asked to elicit what attributes that
mattered to them. The attributes were used as entry points and consequences and values were
uncovered through the following laddering interviews. To ensure the validity of the interviews,
21

the entry points (attributes) for the laddering interviews were generated by the respondents’
answers in the first steps of the interview. This is one step to minimize issues that are explained
in the first criteria presented in Table 1 (p.21 ). Influence and disruptions from the researcher
is therefore reduced, which could otherwise result in unnecessary researcher bias (Grunert &
Grunert 1995). Furthermore, allowing the respondents to freely elicit attributes in the second
step is preferred when the studied object is of an abstract nature, as is the case in the present
study (Costa et al. 2004). The images used in the interview could not be included in the
published version of the study due to copyright reasons, however readers are encouraged to
contact the author for more information. The interview guide is presented in Appendix 1.
3.2.3 Validity in development of the interview guide
Grunert and Grunert (1995) have developed further procedures that can improve validity in
laddering interviews that are more specific to the kind of questions that are asked. The interview
guide was constructed to collect data that answered the research questions and allowed for
collection of background information about the respondents. All steps had a purpose in
collecting the data needed to construct the means end chains of the respondents. Table 2
provides an explanation for how each step helped to fulfill these requirements. The table also
includes what procedures were taken in each step to ensure the validity of the interviews.
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Table 2. Steps of the interviews and how each step fulfills the requirements for means end theory, research
questions and taken procedures for validity for each step
Part of
interview

Purpose of part
to fulfill MEC

Research question (RQ)
answered

Procedures taken to
ensure validity according
to Grunert & Grunert
(1995)

1
Introduction

Create a relaxed

-

Making sure the

atmosphere and give a

respondent feels

brief introduction

comfortable and informing
them of the process.
Collecting background
information from the
respondents.

2

Eliciting attributes

Eliciting of

that are considered

attributes of

important by the

apartments

respondent

3
Laddering

Probe for
underlying
motivational factors
connected to attributes

4

Explore if and why

Eliciting

wood influences the

attributes of

attractiveness of the

wood as a

offer

-

Respondents are asked to
elicit attributes freely,
without interference from
interviewer

What attributes, consequences
and values affect the
perception of an apartment in
the eyes of a young Swedish
consumer?

Respondents are asked
open questions that does
not reflect the cognitive
structure of the researcher

What attributes, consequences
and values affect the
perception of a WMCapartment in the eyes of a
young Swedish consumer?

Respondents are asked
open questions that does
not reflect the cognitive
structure of the researcher

construction
material and

Images used are taken

laddering of

from real apartment offers.

said attributes

The interview guide which resulted from the procedures in table 2 is added as an appendix to
the study. The research questions as well as the procedures to ensure validity developed by
Grunert and Grunert (Grunert & Grunert 1995) were given special attention to ensure validity
and ability to use the interview guide to produce relevant data.
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3.2.4

Soft and hard laddering

Soft- and hard laddering are two approaches of the laddering interview technique which can be
distinguished in the field of MEC methodology. Soft laddering allows the respondent to speak
fluently around the questions while hard laddering is a stricter technique which requires the
respondents to provide their answers strictly in line with the question and in a way that
showcases the levels of abstraction that are the essence of the interview (Grunert & Grunert
1995). The first technique requires a trained interviewer while the other can be carried out by
any person with access to the questionnaire. Hard laddering is generally recommended for
studies with a more quantitative approach and with large sample sizes, but the technique
requires the interview to strictly follow the questionnaire and limits the possibilities to talk
freely and may make the respondent feel uncomfortable due to the repetitive nature of
laddering. Hard laddering is therefore not recommended for studies where the respondents may
be unfamiliar with the research subject.
Since the interviews in this study aimed to map cognitive structures and uncover motivational
factors of the respondents in a scenario which she/he may be unfamiliar with, the interviews in
this study were carried out in accordance with the soft laddering technique. Soft laddering is
preferred when the study is of an exploratory nature, vague answers are expected from the
respondents and the study uses a small sample size (n<50) (Grunert & Grunert 1995; Costa et
al. 2004).
3.2.5 Analysis of data using hierarchical value maps
Results from the laddering interviews were organized in Hierarchical Value Maps (HVMs),
that were produced using LadderUX. The HVMs clearly present the underlying motivational
factors that has been mentioned by the respondent. By placing the factors hierarchically and
coding them after attributes, consequences and values, the theoretical cognitive structure of the
respondent is easily readable and provides a practical structure for the analysis. To make the
concept easier to understand for the reader, Figure 3 provides a simplified example of a HVM
where the attribute WMC-construction was the starting point of the laddering interview.
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Figure 3. Example of HVM-map where attributes (A), consequences (C) and values (V) are shown in green, blue
and red.

As seen in Figure 3, the starting point WMC-construction is the subject of the probing in the
laddering interview. Through repeated questions, with ambitions to catch expressed attributes,
consequences and values in a coding procedure and put these data in the HVM. This is only a
very simplified version of an HVM and the end results of this study are far more complex. The
elicited consequences are commonly divided into psychosocial- and functional consequences
and ladders from all the respondents in the sample are aggregated in order to find common
linkages across the sample. This produces HVMs of higher complexity but with richer results.

3.3 Analysis
A common difficulty in qualitative research is how to handle the large amount of data that is
collected (Bryman & Bell 2011:571). This problem is mainly due to the kind of data collection
methods that are used. Interviews, field notes and documents are some of the most common
methods and they can all generate vast amounts of data in the form of words, where the context
of what is being said is often the area of interest for the researcher (Bryman & Bell 2011:571).
This of course, can be an advantage due to the rich and nuanced nature of such data, but it
presents a problem in the stage of analysis (Robson & McCartan 2016:459). How do we analyse
words and context in a way that gives validity to the study, when quantitative methods are not
available? Bryman and Bell (2011) argue that the well-established rules for codification and
analysis that are necessary in the quantitative field are not as desirable in qualitative research.
This of course, leaves the analytic methods dependent on the interpretation of the researcher.
However, the authors suggest that a set of basic guidelines regarding analysis can be adopted
rather than strict rules. Several methods to analyse qualitative data can be found in
contemporary research with one of the more common ones being thematic coding analysis
(Kuckartz 2014).
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Thematic qualitative text analysis is widely used within the business research field (Bryman &
Bell 2011; Kuckartz 2014:69). Robson and McCartan (2016) states that it can be used for either
solely explanatory and descriptive purposes, or in combination with a theoretical framework,
as is done in the present study. The authors conclude that thematic coding analysis can be useful
in many different types of qualitative studies but emphasizes that it requires the researcher to
be transparent and explanatory for every part of the analytic process. The method allows the
researcher to categorize data in themes or codes and later analysis can be based on these themes
instead of answers from individual respondents (Robson & McCartan 2016).

3.3.1 Thematic coding and means end chain-analysis
The analysis in this study followed the example of Grunert and Grunert, Reynolds and Gutman
as well as Killwinger and van Dam (1988; 1995; 2021) who all propose a similar three step
process when analysing data collected through laddering interviews and with MEC as a
theoretical approach. In the first step, the data from the laddering interviews was coded using
thematic qualitative text analysis following the example of Kuckartz (2014:71–80; Robson &
McCartan 2016).
The thematic analysis began with establishing main categories for coding. These categories
should directly reflect the research questions and/or aim of the study (Kuckartz 2014:72). Since
the aim of the study was to find attributes, consequences and values of the respondents, these
constructs were chosen as main categories. The interview questions were a direct representation
of the research questions described in the first chapter and served as an initial structure to the
vast amount of data that had been collected and was used to structure the written part of the
analysis in the report (Kuckartz 2014:73). The entirety of the data set was categorized in this
stage and this categorisation served as a basis for further coding as well as for the later MECsteps of the analysis.
In the next step, sub-categories were created for each main category. These categories were
developed inductively by the researcher with the purpose of reconstructing and grouping the
meanings of what was being said by the respondents into categories (Grunert & Grunert 1995).
The sub-categories had to be broad enough to not leave out anything important in the data at
the same time as they could not be so broad that they lost to much meaning or details (Reynolds
& Gutman 1988; Kuckartz 2014:72). Both the coded main- and sub-categories along with their
definitions were compiled in a coding table and cross-checked by another researcher to improve
the validity of the study as well as to help find any errors made by the researcher (Reynolds &
Gutman 1988).
After coding was done, the coded constructs were analysed in the software Ladder UX. This
allowed linkages between codes across the sample to be aggregated in an implication matrix.
The implication matrix allowed the codes to be linked across different respondents whose
constructs translated to the same coded category. In the last step, aggregated constructs were
rendered into HVMs using the same software. This allowed the researcher as well as the reader
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to see the linkages between the coded constructs visualized across all respondents. In this step,
redundant linkages were removed from the analysis to make the HVMs more readable and
allowing for a presentation of the dominant MECs with relevance for the aim of the study. The
selection of which linkages were redundant was made by choosing an appropriate cut-of value.
This value describes how many respondents that have elicited similar links between constructs.
Reynolds and Gutman (1988) propose that different cut-off values should be tested in order to
find the one that creates the most comprehensive, yet readable HVM. This decision is made by
the researcher and in the present study, a cut-off level of 2 was found to produce an HVM which
had the best balance between readability and accurate representation of data. In addition to the
HVM with the cut-off value of 3, an aggregated HVM with the cut-off value of 0 was also
constructed and is provided in the appendix.

3.3.2 Validity in Coding
As previously stated, qualitative analysis requires the researcher to be transparent in the analytic
process, but it is also of the outmost importance to take precaution for the flaws and biases that
is involved when the researcher is the interpreter of data. This can partly be done through using
well documented and systematic approaches but it is important to have in mind that these
deficiencies can never be completely eradicated due to the need for human interpretation of
data in qualitative research (Robson & McCartan 2016). In order to improve validity when
coding data collected through laddering interviews Grunert and Grunert (1995) propose that
initial coding should be done in accordance with the widely accepted cognitive categories that
are attributes, consequences and values which are commonly used in consumer research using
MEC and laddering technique (Reynolds & Gutman 1988). The process of the coding where
sub-categories was developed presented the biggest risk of influencing the results with the
cognitive structures of the researcher. This threat was counteracted by cross-checking the
coding table with another researcher as well as reading the transcript multiple times to not
misinterpret anything.
Coding is the part of the laddering approach where the cognitive structures of the researcher
are the most influential and it therefore presents a threat to the validity of the study if it is not
addressed (Grunert & Grunert 1995). As seen in Table 1, a solution to this problem is to use
widely shared cognitive categories, which in this study were attributes, consequences and
values as is common in MEC theory with the laddering approach. Placing interview constructs
into these categories required the researcher to be aware of the full context of what is being said
by the respondent. Otherwise, constructs could easily be misinterpreted and wrongly
categorized (Kuckartz 2014:74). To prevent misinterpretation, the choice of using in-depth
interviews combined with the soft laddering technique was vital for the validity of this study.
This allowed the researcher to understand the context of what was being said and made followup questions possible if it was hard to understand the context. Recording and transcribing the
interviews, also had a positive impact on the validity since it was possible to go back and listen
or read the material again to interpret what was being said and place constructs in the correct
categories (Grunert & Grunert 1995). Validity in coding was further strengthened by cross-
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checking the coding table with another researcher, which is often recommended when coding
laddering interviews (Grunert & Grunert 1995; Borgardt 2020)

3.3.3 Categorization according to Personal Value Theory
In addition to the analytic steps described above, the end-values obtained from the HVMs were
categorized according to the ten values described in personal value theory. The results from this
process allowed for the collected data to be discussed from another theoretical perspective and
put it into a real-world context.

3.4 Ethical considerations of the study
Ethical aspects are important to consider in all research, especially in qualitative research where
the process involves people and their opinions. To make sure that the study was conducted with
ethical consideration, informed consent was applied. All respondents were informed of the aim
and purpose of the study, as well as in what way their information would be used to fulfil these
objectives. The respondents were then informed that participation was voluntary and
anonymous and that they could withdraw their consent at any time, in which case the interview
would be stopped, and their data deleted.
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4 Literature review
The chapter provides a background for the study and presents an overview of existing
literature.

The literature review is focused on previous research about consumer perceptions in the
housing market with emphasis towards WMC-buildings as well as wooden construction in
general. Literature was obtained through databases and search engines such as SLU Primo,
Research Gate, Web of Science and Google Scholar. The search was conducted through using
specific key words and search phrases such as “wooden multi-storey construction”, “factors
influencing housing purchase”, “consumer behaviour in the housing market”, “underlying
motivational factors” “values in housing choice” and “perceptions of wooden multi-storey
construction”. The most relevant literature for this study is summarized in Table 3. A detailed
review of those articles, as well as other relevant literature is found below Table 3.
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Table 3. Summary of the most relevant articles for the present study including authors, aim and main conclusions
in chronological order after publication year

Authors

Aim

Conclusions

Lähtinen et al. (2021)

Understand Nordic consumers’
linkages between housing values
and likelihood of prejudice
towards wooden budlings

More customized information of wooden
housing is needed to increase supply of
wooden homes and enhance the positive
perception among consumers.

Petruch and Walcher
(2021)

Explore the attitudes towards
timber construction among young
millennials in Austria

Timber construction was described positively
among most respondents, but doubts were
expressed regarding the sourcing of the wood
used in construction

Karjalainen and Ilgin
(2021)

Examine the change over time in
attitudes towards WMC among
Finish residents in WMC buildings

Residents’ attitudes regarding, ecofriendliness, aesthetics and fire safety
remained positive over time but concerns
regarding sound isolation were also consistent

Lähtinen et al. (2019)

Produce a comprehension of
consumer perceptions regarding
living in modern timber houses,
and prejudices about wood

One group of consumers who appreciated the
ecological benefits of wood and one who
appreciated the aesthetics of wood were
identified and consumer perceptions of wood
differed depending on their previous
knowledge of the material

Mark Herbert et al.
(2019)

Book-chapter explaining
consumer perspectives of WMChousing in Växjö, Sweden.

More information of consumer perspectives is
needed to improve communication of
environmental benefits in WMC-construction.

Larasatie et al. (2018)

Explore public knowledge and
opinions regarding WMC in the
northwest United states

Low knowledge regarding wooden multi
storey construction but the concept was
generally considered aesthetically pleasing
and eco-friendly however also dangerous in
terms of fire safety and requiring more
maintenance than other materials.

Hoibo, et al. (2015)

Develop an understanding of
material preferences in relation to
environmental attitudes and
knowledge of wood

Respondents generally preferred other
materials than wood. Young people with
strong environmental engagement are the
most positive towards wood

Gold and Rubik (2009)

Explore the perception of timber
construction among the German
population

Timber was perceived as aesthetically
pleasing, eco-friendly and is connected to the
value of well-being but there were concerns
regarding fire-resistance and durability

Buying any form of housing is generally considered a very rational action, much different to
the fast-paced and emotional driven action of buying fast moving consumer goods (FMCG).
The process of a housing purchase is more similar to that of investment-goods, where both
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rationality and value-maximisation play an important role in the decision. Price and location
are two factors that are often considered to have the highest impact on the decision process of
an apartment purchase. Zalejska-Johnson (2013), who surveyed 733 Swedes about the
determinant factors of their apartment purchase, found that energy and environmental factors
of apartments had minor impact on purchase decision, while price and location were the most
influential factors. Furthermore, the results showed that consumers were often sceptical
towards environmental-profiled buildings since such factors are not directly observable, while
factors such as price and location, are. Even though rational factors still do have the highest
impact on most apartment purchase decisions, studies have found that emotion and personal
values still do have influence on a consumer that is making this decision. Andrew and
Larceneux (2019) found that emotion and values did have noticeable impact on apartment
purchases in France, even though utilitarian factors were still the most important.
Factors influencing apartment purchase can be concluded to be a widely studied area and
emotions or values do have an influence, although less than utilitarian factors. However, these
subjects have not been as widely covered in the WMC-apartment area and the rest of the
review is therefore focused on consumer perceptions and determinant factors of wooden
housing in general and is not limited to the WMC context.
Consumer perceptions of wood as a construction material have been widely studied but this
review found that it is hard to find generalizable results on the subject. Lähtinen et. al (2019)
found that concerns regarding the safety properties of the material may have a negative
impact on willingness to live in a WMC-apartment. However, the authors also found that
consumers that were well-educated about wooden materials generally had a more positive
perception of living in a WMC-apartment than respondents with a lower degree of knowledge
of the subject. Varied results were also obtained by Hoibo, et. al (2015) who analyzed data
from a questionnaire sent out to a random sample of 503 residents in the Oslo urban area with
the aim of understanding preferences of materials in apartment buildings with a special focus
on timber. The authors found that most respondents preferred concrete instead of wood for
structural purposes. In the discussion, the authors note that this result was expected since
previous studies show that traditional materials are usually preferred by consumers. However,
younger respondents with an environmental interest were more positive towards timber as a
structural element in apartment buildings. Furthermore, the study found that the respondents
had a negative perception of wood as a cladding material, but they also preferred bricks over
the traditional material metal sheeting, which lead to the conclusion that other factors than
tradition must have an impact on preferences. Similar to the study by Lähtinen et. al (2019),
they also found that respondents with a low knowledge of wood as a building material had
negative perceptions of the durability while respondents with a higher level of knowledge had
a more positive perception of durability. However, the general level of knowledge regarding
wood as a building material was found to be low, which was believed to influence preference.
Public knowledge of wood as a building material is recurringly found to be low in present
research about consumer attitudes and perception. Larasatie et. al (2018) surveyed 502
Americans living in northern states and found that only 19 percent had knowledge about
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WMC buildings. Still, most respondents were generally positive towards aesthetic and
environmental properties of the material.
Gold and Rubik (2009) performed a representative study among the German population to
investigate the attitudes concerning timber as construction material for general housing. The
study found that respondents generally had a negative attitude regarding the durability and
safety of wood as a construction material. However, they were generally positive towards the
aesthetics and features of well-being of wood. Sustainability factors did not have much
influence on attitudes except for when respondents were educated about the subject.
Therefore, the authors suggest that marketing of wooden housing focus on other benefits than
sustainability. The study highlights the respondents’ attitudes regarding wood as a building
material but does not investigate underlying motivational factors.
Karjalainen and Ilgin (2021) compared surveys over time among Finnish residents in WMCbuildings. The respondents were surveyed about their perceptions of living in a WMCapartment and how it was different to living in a traditional building. The questions were not
exclusively linked to the aspect of wood as a building material but covered other aspect too.
It was concluded that respondents were generally satisfied with the aesthetics and architecture
of their housing over time. Most respondents believed wood to be a durable building material
and perceived it to be superior to stone in terms of appearance and indoor climate. However,
stone was perceived to be a longer lasting material and stone houses to have a longer lasting
value than timber houses. The biggest issues of wood were concluded to be the inadequate
sound isolation between floors. The authors believe that the positive perceptions of wood as a
building material may be linked to the strong tradition of wooden construction in Finland but
give no further explanations of underlying motivational factors.
Petruch and Walcher (2021) investigated Austrian young millennials perception of timber
housing and attempt to find a way to divide this sample into categories based on both their
perception of timber housing and the forest-based sector. The authors performed a
representative online survey targeting Austrians born between the years 1990 and 2000. The
results showed that the targeted group generally had a positive attitude towards timber housing.
The four most mentioned advantages of timber housing were “sustainable”, “beautiful”,
“natural” and “healthy”.
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5 Results
The chapter presents the analysis and results by using means end-theory and personal value
theory.

5.1 Respondent overview
A total number of 21 interviews were carried out. The average birth year of respondents was
1997 and all respondents stated that they were students at Uppsala University. When asked if a
wooden construction would affect a hypothetical purchase decision, three of the respondents
answered that it would and 16 that it would not. The remaining two had no opinion in the matter.

5.2 Motivational factors of an apartment purchase decision
The coding process resulted in nine attribute codes, seventeen codes for functional
consequences, four codes for phyco-social consequences and four end values. The total number
of ladders produced were 49. The HVM provided in Figure 3 has a cut-off value of two, which
was assessed to produce the most comprehensive yet readable HVM.
The aggregated HVM seen in Figure 4 can be interpreted as the simplified cognitive process of
the respondents when being asked to consider the first research question. The HVM should be
interpreted from the bottom up, by starting with the attributes and following the links to the
corresponding consequences and thereafter values. This allows for independent analysis of each
ladder, which is important since the linkage between the elements in the ladders is the most
explanatory part of an HVM. The number shown after each construct is the total number of
times it was mentioned during the whole interview process.
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Figure 4. Hierarchical value map with cut-off value 2 (own illustration based on analysis in LadderUX).

As the cut-off value of two was applied to the coded data, a total number of eight attributes
emerged as the most mentioned by the respondents. As seen in Figure 4, these were Practicality,
Size, Floor layout, Location, Appealing interior, Balcony, Price and Good investment. These
attributes can be seen as a representative collection of the attributes that where most frequently
elicited by the respondents when responding to the first research question. As the HVM should
be interpreted from the bottom up, the analysis follows the same structure, starting with each
attribute then follows the links to the corresponding consequences and thereafter values.
The number of times an attribute was mentioned by respondents can be interpreted as an
indication of its importance to the studied group of respondents when considering an apartment
purchase. The two most prominent attributes were Price and Location, both mentioned sixteen
times each during the interviews. Price was often mentioned in the context of the apartment
being affordable or having a low monthly rent along with the desire of acquiring it at a fair
market value. The consequences mentioned in the same ladder as Price were Getting a loan,
Being able to afford it and Saving money where the first two connected to the value Safety and
the third connected to the value Advancement. The attribute Price may be seen as related to the
attribute Good investment, mentioned four times, as both relate to the purchase value of the
apartment. However, the latter was mentioned more prominently in the context of the apartment
being a profitable investment rather than being bought at a fair price. Good investment is
connected only to the consequence Making profit which is connected to the value Advancement
Location was mentioned in the context of the respondents valuing the area where the apartment
was situated which entailed the consequences Short commute, Familiar area, Liking the area,
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Living in a nice area, Living central and Feeling at home. It can be noticed that all consequences
except Living central are mentioned in ladders that end at the value Well-being, which is also
the most common value category, mentioned 30 times during the interviews.
Mentioned seven times, Balcony was the third most mentioned attribute. Respondents indicated
that having a balcony was of great importance to them and linked to the consequence Being
able to sit outside which in its turn linked to the values of Freedom and Well-being.
Both mentioned five times, Appealing interior and Practicality were the fourth most mentioned
attributes. Appealing interior was often mentioned in terms of the apartment being built with
beautiful materials, wooden floors or having a freshly renovated bathroom. The consequence
linked to Appealing interior was Feeling at home followed by the value Well-being. The
mentioned context of Appealing interior was similar to the attribute Floor layout, mentioned
three times, but the latter was more focused on structural aspects of the apartment such as the
number of windows or ceiling height and linked to the consequences Lots of sunlight and
Enjoying living there. The least mentioned attribute was Size which was only mentioned two
times by respondents.

5.3 Motivational factors connected to WMC-apartments
The second part of the interviews addressed the subject of WMC-apartments. After giving a
brief introduction to the concept and showing example pictures of WMC-buildings the
respondents were asked if they thought WMC-construction would affect a hypothetical
apartment purchase. After this, the laddering technique was once again applied with the goal of
eliciting attributes, consequences and values that the respondents considered attractive, or
unattractive, when hypothetically considering a WMC-apartment. The cut-off value two was
once again applied since it was considered to produce a comprehensive, yet readable, HVM
which can be seen in Figure 5. Just as described in chapter 5.2, the HVM is analyzed from the
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Figure 5. Hierarchical value map with cut-off value 2 (own illustration based on analysis in LadderUX):

bottom up, starting with the attribute categories and following the links to consequences and
thereafter values.
When analyzing the HVM in Figure 5 two most mentioned attributes were Appealing interior
and Appealing exterior, both mentioned 7 times during the interviews. Appealing interior was
mentioned in the context of wood being an appealing material for indoor use and that wooden
floors, walls and decorative features were positive attributes. Appealing exterior, on the other
hand, was mentioned in in the context of wood being perceived as an appealing material for
exterior cladding or visible structural components. Both attributes were linked to the
consequence Enjoying living there which was also the single most mentioned consequence
during the interviews, mentioned seven times. Appealing exterior was also linked to the
consequence Feels good to come home to, often mentioned in terms of the respondents
appreciating to come home to an appealing building when they had been away. Both attributes
were linked to the value Well-being through their previously mentioned consequences.
Appealing exterior was also directly linked to the value Pride four times, for which the
respondents implied that they felt a sense of pride in the thought of living in a building they
considered appealing from the outside.
Environmental sustainability was an attribute that was mentioned six times, often in the context
of the respondents believing that WMC-construction would have advantages in terms of being
less carbon intensive than other materials or just simply being “good for the environment”. The
attribute was mostly linked to the consequence Reduce climate impact, which implied that those
respondents thought that a wooden construction would reduce the impact that their housing
would have on the climate. The ladder was most commonly linked to the value category
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Universalism, which was chosen when the respondents implied that they thought the
consequence linked to protectiveness of nature or other human beings. One respondent
mentioned Universalism in terms of:
“Make sure that future generations have a good climate to live in.”
Two respondents also mentioned the attribute Origin of wood resource for which they both
implied that wooden construction is positive if the resource used came from Swedish forests
but negative if it comes from other sources. The attribute was often linked to the consequence
Reduce climate impact, which in turn linked to the value Universalism. One of the respondents
stated that:
“I would not want my apartment to be built out of wood from Brazilian rainforests.”
Another attribute related to the properties of wood that was mentioned six times was Natural
Material. The respondents expressed this attribute in terms of believing that wood is more
natural than other materials. The linked consequences of this attribute were Enjoying living
there as well as Healthy indoor climate. The latter was mentioned three times and in terms of
wood having health benefits for the indoor climate by improving air quality or having fewer
toxic substances than other materials. Both consequences linked to the value Well-being.
In terms of negative attributes mentioned by the respondents’, Unappealing interior was the
most prominent as it was mentioned five times during interviews. Respondents implied that
that they did not find wood as an indoor material appealing, stating that it felt old fashioned or
that they preferred other surface materials for indoor use. It was unclear whether the
respondents knew that other surface materials than wood could be used for indoor materials in
a WMC apartment. The attribute was linked four times to the consequence Disliking living there
for which the respondents expressed that they would not like to live in a WMC-apartment due
to them finding the interior unappealing. The ladder ends in the value Well-being for which
some respondents stated that the indoor aesthetics of an apartment was important for them to
feel well in their living situation.
Fire safety was another negative attribute, mentioned four times during the interviews. All
mentioning were expressed in terms of wood having a low degree of fire safety and some
respondents felt like they would be hesitant of living in a building constructed of wood for this
reason. One respondent stated that:
“I think a lot about fire safety and I would not be comfortable living in a wooden building
because of that, especially if the apartment would be located on a floor high up.”
All four times the attribute Fire safety was mentioned, it was linked to the consequence Health
threat and three times linked to Worrying, implying that the respondents thought the perceived
low fire safety of WMC buildings would make them worried and pose a threat to their health.
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The end value of the ladder was Safety for which the respondents expressed that safety was
important to them when considering an apartment.
Expensive and Durability were two other negative attributes, both mentioned three times each
by respondents. The first attribute was mentioned in relation to that respondents perceived
WMC apartments to be more expensive compared to apartments located in other types of
buildings. The attribute was directly linked to the value Safety since the respondents stated that
buying an apartment of high price would affect their economic situation in a negative way,
hence the safety of their lifestyle. Durability was mentioned in terms of wood being perceived
as a weak material to build multi-story buildings out of. Two respondents linked it to the
consequence Weak structural properties, one stated that:
“I would be worried that such a high building made out of wood would collapse.”

5.4 Categorization according to personal value theory
As described in chapter 2.2, all values that influence human behavior and perceptions can be
categorized according to the ten value-types developed within personal value theory (Schwartz
2006). The present study found four end-values for each area of interest, where Well-being,
Freedom, Safety and Advancement were identified in the HMV in Figure 4 and Well-Being,
Pride, Universalism and Safety in the HVM in Figure 5. The identified end-values along with
their corresponding value-type are presented in Table 4.

Table 4. Identified end-values categorized after value types in Schwartz personal value theory
End value

Figure

Value type

Well-being

4, 5

Hedonism

Freedom

4

Hedonism

Safety

4, 5

Security

Advancement

4

Achievement

Pride

5

Achievement

Universalism

5

Universalism

As presented in table 4, both the end-values of Well-being and Freedom were categorized as
being of the value-type Hedonism. Hedonism describes the strive for gratification and personal
pleasure (ibid.) and both Well-being and Freedom were often described in the context of
pleasure, such as a balcony making it possible to gain pleasure by sitting outside, or that the
location of an apartment could increase pleasure since it could be located in a nice area. Since
the end-value Well-being was identified in both HVMs, Hedonism may influence perceptions
of both WMC-apartments and apartments without a specified construction material.
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Another end-value that was identified in both HVMs was Safety. In the context of apartments
without a specified construction material, it was often mentioned in relation to financial security
while in the case of WMC-apartments, it was mentioned in relation to worrying about firesafety or durability of said buildings. However, both end-values can be categorized as the value
type Security, since it concerns safety and harmony in personal life (Schwartz 2006).
Both the end-value Advancement and Pride are categorized as the value type Achievement,
which describes the strive for personal success according to societal standards (Schwartz
2006). Advancement was mentioned by the respondents in the context of financial success,
and that they could make a profit if an apartment was a good investment while Pride was
considered the underlying value that motivated a strive for an apartment with an appealing
exterior. Both end-values can be considered to be related to the strive for personal success.
The end-value Universalism is already categorized since the value can also be found as a
value-type in personal value theory. The choice of using Universalism as code in the analysis
in chapter 5.3 was made since no better word could be found to describe how the respondents
mentioned protectiveness of nature or other human-beings, which is closely related to the
definition of Universalism that is found in personal value theory.
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6 Discussion
This chapter revisits the research questions and discusses the results in relation to literature
found in the literature review.

Increasing the sustainability in construction methods and materials is an important part in the
global strive towards more sustainable practices. Wooden multi-story construction has been
proven to have advantages in this field compared to traditional building methods and materials.
However, scholars call for increased market research of the younger generation of consumers
to understand their perceptions, preferences and behavior when it comes to WMC-housing.
Since emotions and values are believed to play a substantial role in the purchase of housing,
the present study aimed to gain a deeper understanding of the attributes, consequences and
values that young consumer connected to their perceptions of wood as a building material in
multi-story apartment buildings. Further, the study aimed to see if the young consumers
considered the construction materials in an apartment to be important in the decision of
purchasing an apartment.
What factors affect the perception of a WMC-apartment in the eyes of a young Swedish
consumer?
The most commonly mentioned attributes where Appealing interior as well as Appealing
exterior. Both these attributes can be interpreted as WMC-apartments being perceived as
aesthetically appealing by the respondents. Both attributes were cognitively linked to the value
Well-being. Lähtinen et al. (2019) found similar results in their study where it was indicated
that many Finnish consumers saw improvement of life quality as a benefit of living in wooden
apartment buildings. It should be noted that respondents may not have known what WMCapartments looked like on the inside but the results still show what the respondents cognitively
link with wood as an indoor material.
Environmental sustainability was perceived as a positive attribute of WMC-apartments by
many respondents in this study. Respondents linked the attribute to the possibility of reducing
their climate impact underlined by the value Universalism. Wooden housing being perceived
as environmentally sustainable is in conformity with many other studies (Gold & Rubik 2009;
Karjalainen & Ilgın 2021). However, the results also showed some respondents had doubts
regarding the sourcing of the wood resource and respondents expressed that their perception of
environmental sustainability depended on the origin of wood resource. Similar results were
identified by Hoibo et al. (2015) and Petruch and Walcher (2021) where both studies identified
concerns regarding the wood origin among younger consumers.
Some respondents expressed worries regarding the safety of living in WMC-buildings, mostly
due to factors such as concerns about durability and a perception of wooden construction having
a low degree of fire safety. Both Gold and Rubrik (2009) and Larasatie et al. (2018) also found
indications of consumers being hesitant of wooden construction due to safety concerns. Since
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WMC-construction in Sweden is regulated under strict legislation regarding these factors, there
should be no need to worry about these factors and the findings indicate that some respondents
have a low level of previous knowledge of the concept.
It should be noted that no information was collected regarding the respondents’ level of
knowledge of WMC-construction or the housing market in general. This means that there are
uncertainties regarding what kind of previous knowledge underlined the answers in interviews.
It would be interesting to repeat a similar study but also collect information regarding previous
knowledge. This could make it possible to see differences in perceptions and underlying factors
between respondents with varying previous knowledge of the concept as has been done in
earlier studies (Lähtinen et al. 2021)
What factors affect the perception of an apartment in the eyes of a young Swedish consumer?
The results of the study show that multiple factors affect the respondents’ perception of an
apartment but that location and size where the most mentioned attributes. Interestingly for the
aim of this study, the construction material was not mentioned as an important attribute by the
respondents. The results instead indicated that other attributes such as price, location and size
are more important in the perception of an apartment. This is in conformity with studies
suggesting that location and price are two important attributes in a housing purchase, and that
construction materials are rarely important factors for consumers, especially in a market where
a housing shortage is present (Mark-Herbert et al. 2019).
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7 Conclusions
This chapter revisits the aim of the study and present implications of the study as well as an
methodological reflection and suggestions for future research
This study has explored the way young consumers in Uppsala perceive WMC-apartments as
well as apartments without a specified construction material by mapping the simplified
cognitive structure of the studied respondents. The analysis was carried out within the
framework of means end chains theory and personal value theory where attributes,
consequences, and values that the respondents linked to the studied objects where identified.
The study set out to fulfill the following aim:
“The aim of this study was to explore perceptions of WMC-apartments as well as apartments
in conventional apartments among young consumers in Uppsala, Sweden.”
The results obtained from interviews and analysis showed that a vast variety of attributes,
consequences and values could be identified among the perceptions of the studied objects.
The main findings show that respondents did not consider the material of construction to be
important when considering a hypothetical apartment purchase. Instead, factors such as location
and price were found to be of greater importance and connected to the values well-being, safety,
and freedom. Respondents mainly perceived WMC-apartments as aesthetically appealing, and
they connected those attributes with the value of well-being. WMC-apartments were also
considered to be environmentally sustainable, an attribute many respondents connected to
reducing climate impact and the value of universalism.

7.1 Implications
Improving the understanding of consumer perceptions of WMC-apartments may help to
improve marketing as well as providing decision makers with more nuanced information on the
subject. The present study may also be of use for marketeers who want to communicate
advantages of WMC-apartments by addressing underlying values, or other motivational factors
of consumers.

7.2 Methodological reflection
Even though laddering is a common method to use with MEC-theory, there are no
standardized research procedures to be used alongside with it and the researcher is therefore
required to make informed decisions about methodological endeavors (Reynolds & Gutman
1988). This was found to be a challenging part of the present study and required a certain
degree of thought in order to design a functioning study. Coolen and Hoekstra (2001) propose
that laddering is too complex to use when investigating preferences regarding heterogenic and
general descriptions of goods such as “housing” or “apartment preferences”. However, the
authors recommend the method when the study area is more specified, as in the case of WMC
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apartment buildings, where the focus lies on certain aspects of housing, in this case the
wooden building material. Given the aim and research questions of this study, the laddering
interview technique has served the needs of the project but future studies on a similar subject
could benefit from using other research methods. As an example, a more unstructured
interview technique that would allow respondents to discuss the subject more freely could
give more nuanced results which may add complexity to the conclusions.
It is also important to address that knowing more about consumer perceptions may not be a
sufficient method of increasing the construction rate of WMC housing in Sweden. As stated by
Mark Herbert et al. (2019), the current housing shortage may make consumers less interested
in factors such as construction materials, since they have little choice in their decision. Instead,
location or price factors could be of greater importance, which is also indicated by the results
in the present study where Price and Location were the two most mentioned attributes.

7.3 Suggestions for future research
Research regarding consumer perceptions and behavior concerning the concept of WMC is an
interesting subject and this study has shown it that might play an important role in the change
towards more sustainable construction methods. Therefore, future research in the area could be
of interest. During the work with this project, several thoughts for future research has evolved
Firstly, repeating a similar study but also taking the respondents’ previous knowledge of WMC
into consideration could make for interesting results. It could then be explored how increased
knowledge regarding the subject could change perceptions among consumers, which in its turn
could improve marketing and communication. Secondly, repeating a similar study using a
representative sample, with the aim of producing generalizable results, would give insights in
how the general population perceives WMC-housing, and could give better material for
marketeers and researchers aiming to improve the communication of value-adding properties
of said buildings.
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Appendices
1. Interview guide
Part 1 - Introduction
Age?
Occupation?
Part 2 – Eliciting attributes
A small explanation of this step of the interview is first conducted by the researcher. The
respondent is asked to imagine her-/himself in the position of considering an apartment
purchase.
“What are the three most important attributes that determine the attractiveness of an
apartment to you?”
If the respondent is not able to produce three attributes, the next step is continued with the
attributes that have been elicited.
Part 3 - Laddering
The next step is to use the laddering technique to probe for the consequences and values that
make the respondent find that each of the attributes matter to them. Here, the researcher is free
to use any questions that helps the respondent to elicit attributes, consequences and values as
long as the question does not guide the respondents to the “right” answers. Below are examples
of questions that can be used:
“Why is attribute X important to you?
“Can you elaborate?”
“Please tell me more of why X matters to you”
The probing continues until information saturation point occurs or all motivational factors
are found.
Part 4 – Wood as construction material
The respondent is then shown images WMC-buildings and the concept of WMC is briefly
explained. The respondent is then asked the following:
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“If you consider wood as a construction material, what attributes connected to a WMC
apartment do you find attractive?”
“Are there any attributes connected to the wooden construction that you find unattractive?
Another step of laddering is now conducted where the elicitated attributes related to a wooden
construction are probed and motivational factors are uncovered.
Last question:
“Would the use of wood in construction matter to you when considering an hypothetical
apartment offer? (YES/NO)?”
END OF INTERVIEW
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2. HVM for RQ 1 with cut-off value 0
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3 HVM for RQ 2 with cut-off value 0
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