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Summary 
The world today faces many challenges in terms of sustainability and how the world 
will be able to continue to meet demands of future generations. Sustainability aspects 
are considered by customers and organizations to a greater extent today than ever 
before. Businesses need to find new ways forward to encourage sustainable 
consumption to be able to exist in the future. The increasing amount of food waste 
represents one of many sustainability challenges and is a stated problem in developed 
countries. In Sweden, the households stand for the biggest amount of food waste along 
the entire supply chain. Producing something that is later wasted is an inefficient use of 
resources.  
 
This study aims to identify barriers for consumers to act pro-environmentally when 
consuming products of low involvement and find ways for the industry to overcome 
them. The thesis is commissioned for a large bread company in Sweden, who are in the 
starting blocks of start selling frozen bread, something that is not done to a great extent 
today. Frozen bread is a more environmentally sustainable alternative than substitute 
products and it will serve as the low-involvement product in focus of this study.  
 
The theoretical framework is built on theories regarding consumer decision-making, 
consumer behavior, sustainability and sustainable consumption. Through in-store 
observations of customers accompanied by follow-up interviews, a solid amount of data 
was gathered which allowed the authors to address the gap between intentions and 
behavior. Semi-structured interviews with the manager of the grocery store and the 
commissioned company gives insights to the industry perspective of sustainability and 
consumer behavior. The empirical findings are presented from each data collection 
instance and are later analyzed and discussed with regard to four sub-purposes and the 
theoretical framework. 
 
The results have shown that existing barriers relates to customers’ habits, inertia, 
attitudes and lack of knowledge. The industry has the opportunity to bring forward 
sustainable products without tradeoffs, to create a win-win situation. By appealing to 
the customers’ hedonic needs and informing them about environmental benefits it is 
possible to influence customer norms to achieve a pro-environmental behavioral 
change.  
 
Keywords: Sustainable consumption, consumer behavior, food waste, brand loyalty, 
consumer decision-making processes, habitual buying, variety-seeking behavior, low-
involvement products, observational study. 
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1. INTRODUCTION 
In this chapter, the environmental aspects of global food waste are briefly introduced. 
Facts about the food waste in Sweden is presented and arguments of why starting to buy 
frozen bread can diminish some of the waste is provided. The purchase process and 
decision-making for low-involvement products are presented as well as the 
problematizing of when consumers buy these products out of habit. In the later part of 
the chapter, we state our choice of subject, the research gap, the problem definition and 
the purpose of the study. 
  
1.1 Problem background 
1.1.1 Environmental aspects of reducing food wastage 
The definition of food waste is “the decrease in quantity or quality of food” (FAO, 
2014) and occurs along the entire food supply chain. It is estimated that as much as one-
third of all food produced for humans to consume, ends up being wasted or lost around 
the world. The amount of waste on consumer level varies depending on the region, in 
North America and Europe food loss and waste (FLW) represents 95-115 kg per year 
and capita, while in sub-Saharan Africa and South/Southeast Asia FLW represents 6-11 
kg per year and capita (FAO, 2011). 
  
Producing food for human consumption that ends up being wasted is an inefficient use 
of agricultural resources and represents a widespread environmental problem (Shafiee-
Jood & Cai, 2016, p. 8433). It is of utmost importance that the food wastage is reduced, 
especially in more developed countries where the biggest proportion of food is wasted 
(Aschemann-Witzel et al., 2015, p. 6458). Reducing food wastage will lead to natural 
resources being more efficiently and more productively used, such as water, land, and 
nutrients, and will contribute to a more environmentally sustainable society (Shafiee-
Jood & Cai, 2016, p. 8433). Producing food that ends up being wasted generates 1.2 
million tons of carbon dioxide every year in Sweden, this represents around three 
percent of Sweden’s total greenhouse gas emissions (Naturvårdsverket, 2016a). Another 
aspect to be considered is the 16.9 million tons of carbon dioxide emissions that come 
from domestic road transportations which distribution of groceries products are a part of 
(Naturvårdsverket, 2016b). 
  
According to a mapping made in 2014 in Sweden, the households stand for the biggest 
amount of food waste along the entire supply chain. The households waste around 717 
000 tons out of a total of 1.3 million tons, this means that a family of four throws away 
0.8 kilograms of food every day, all year round (Naturvårdsverket, 2016a). Swedish 
consumers are more aware of the food waste overall according to a study comparing 
results from 2010 with 2015 (Konsumentföreningen Stockholm, 2015). The study 
shows that eleven percent of the Swedes are more aware of the food waste debate today 
and about 50 percent state that they would decrease the food they throw away if they 
would be better at planning their purchases. 35 percent think that environmental reasons 
are a good motivation to decrease their own food wastage. 
  
Bread represents the biggest food waste in the Nordic countries, and the most common 
reasons for why consumers throw away bread is because it is moldy, have gotten dry, or 
simply because it “feels old” or that they have bought new bread (Pågen, 2013, p. 30). 
Further, people in the Nordic countries throw away bread that might be fully edible, 
because they can afford to do so and do not trust their senses to determine if it is edible. 
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They also usually look at the best-before date and are afraid to get sick if they eat 
expired bread. Generally, Swedes have a better habit of freezing their bread than the rest 
of the Nordic countries, which is also something that is recommended to reduce the 
amount of food wastage regarding bread (Pågen, 2013, p. 32). Bread by itself is not a 
major harm to the environment, as it has a low environmental impact compared to other 
food, but the amount of bread that people in Sweden waste is the biggest problem 
(Pågen, 2013, p. 34). Also, the environmental impact the bread has from harvesting the 
crops until it is transported to the consumer’s home has been made in vain because it 
ends up not being consumed. Livsmedelsverket (2015), the National Food Agency in 
Sweden, recommends that consumers freeze food that is not to be consumed right away 
to reduce the food wastage, and they also encourage people to trust their senses to 
determine whether the food is edible since best-before dates are not always 
representative. Silvenius et al. (2014) emphasizes that the right type of packaging is 
essential for food waste and sustainability. Packaging that reduces food waste in 
households and distributions will lead to a less significant environmental impact. 
 
Ingela Stenson who works as an intelligence analyst and advisor on strategy for the 
research firm United Mind says that bread is and will remain the foundation of our food. 
As people become more aware of the environment, they will change both eating and 
shopping habits, and it will be more important in all food areas to meet these criteria 
(Pågen, 2013, p. 22).  
 
The European Commission (2016) is setting up a new agenda for sustainable 
development as a long-term project until 2030. One of the goals is to encourage and 
strengthen sustainable consumption through diminishing waste and support resource 
efficiency. This agenda on food losses and food waste is a supportive action to the UN’s 
targets of halving the food waste globally per capita until 2030. One of the actions they 
highlight is to use more effective date marking on food. Further, Kataria et al. (2013, p. 
46) highlights that several stakeholders such as authorities, employees, customers and 
other interest groups are more involved and expresses concerns about sustainability 
issues. They further state that companies need to respond to these demands to even exist 
in the future. 
  
1.1.2 Consumer decision-making processes 
The traditional perspective on consumer decision-making processes follows a sequence 
of events from recognition of a need or want to the evaluation of alternatives and ends 
up in a product choice (Steg et al., 2013, p. 17). All consumers will not go through this 
process, but rather make simple mental shortcuts, heuristics, to ease their product 
choice. Heuristics are something that we can retrieve from memory that we have done 
before to avoid risk connected to our behavior. When the product they are buying has a 
low perceived risk, the consumer can rely on past experiences to guide them in future 
choices (Solomon et al., 2013, p. 335). Consumers do not go through an extensive 
decision-making process for every product, every time they go grocery shopping (Kotler 
et al., 2011, p. 151).  
 
1.1.3 Low-involvement and high-involvement products 
As previously established, bread is a low-involvement product, since consumers usually 
buy it regularly and frequently, and it does not require extensive information search and 
evaluation of alternatives (Solomon et al., 2013, p. 333). In the supermarket, people are 
not acting rational and they usually do not perform sufficient information search about 
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products, they usually just pick something out of the alternatives and go on with their 
lives. According to Solomon et al. (2013, p. 296), this results in a paradox since the 
marketing for these types of products are not important for the consumer to remember, 
but in a store, they are crucial for being the product that the consumer ultimately 
chooses. Further, the low motivation for this type of products requires that information 
processes must be uncomplicated in terms of in-store displays, discounts, and packages 
for the consumer. 
 
1.1.4 Habitual buying for low-involvement products 
Habit is a behavior that occurs automatically and without particular instruction (Triandis 
1980, cited in Bamberg & Schmidt, 2003, p. 268). The average person in Sweden 
purchases bread several times a week and the well-sorted grocery stores offer a large 
variety of different bread types and brands (Commissioned company, personal 
communication, February 9, 2017). For this type of low-involvement product, 
consumers usually fall back on previous passively learned information that allows them 
to automate their choices and select a brand based on familiarity (Kotler et al., 2011, p. 
151). What decides how involved the consumer will be, is dependent on how personally 
important the product is and how much information is needed to make a decision 
(Tanner & Raymond, 2010, pp. 95-96). Low-involvement products that are bought 
frequently usually requires little or no information search and could fall under an 
impulse purchase. Buying groceries is generally considered to fall under habitual buying 
behavior because consumers tend to have little involvement in this product category. 
Minimal consideration is conducted before the purchase and the risk for consumers are 
generally low. Groceries are not something that is generally considered to be expensive 
and if you would buy a yogurt that turned out not to be for you, then you simply know 
not to buy that again (Commissioned company, personal communication, February 9, 
2017).  
  
1.1.5 Statistics on bread consumption 
● 4 out of 5 people in Sweden eat bread for breakfast several times a week or 

more. 
● 2.6 slices of bread per day is the average consumption of a person in Sweden. 
● 92 slices of bread is the average weekly consumption of a family consisting of 

two adults and two children in the Nordic countries. 
(Pågen, 2013, p. 10) 

  
1.1.6 Variety-seeking buying behavior 
When consumers purchase everyday products characterized by low involvement, it is 
not unusual that they engage in a variety-seeking buying behavior, this is especially true 
when the consumer perceives significant differences between brands (Kotler & 
Armstrong, 2009, p. 177). According to Solomon et al. (2013, p. 346) consumers 
engage in brand switching behavior even though their favorite product satisfies their 
need. In other words, consumers switch to a product that would satisfy their need less. 
The reasons behind this can simply be that the consumer is variety-seeking out of 
boredom or is just in a mood to try something new. Variety-seeking is a trade-off for the 
consumer to give up some sort of satisfaction because the variety-seeking by itself is 
rewarding (Solomon et al., 2013 p. 346). 
  
In the case of consuming groceries, research has found that the satisfaction of the last 
consumed product is lower compared to the pleasantness of the food that we have not 
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yet consumed (Wilkinson & Brunstrom, 2016, p. 221). The concept is called sensory-
specific satiety and gives implication for understanding consumer behavior and brand 
switching in terms of buying groceries. Buying bread is something that the average 
Swede do on a weekly basis and consumer tracking methods also show that consumers 
are not brand loyal when choosing bread (Commissioned company, personal 
communication, February 9, 2017). 
  
A challenge for companies is to tailor marketing efforts to deliver the right information 
to the customer to overcome the barriers (Solomon et al., 2013, p. 335). Consumers are 
also highly affected by information flows that surrounds them in the shopping 
environment and represent both an opportunity and challenge for marketers as it is 
crucial for brands to stay in the consumer’s top of mind. This leads us to investigate 
how companies that produce bread can inform and convince customers to start buying 
frozen bread and whether this is a result of higher environmental consciousness or not. 
  
1.2 Choice of subject 
As of today, the challenges of sustainability are acknowledged and profound. People are 
consuming more resources than the planet can supply, and together with the increasing 
population of the world, this leads to the entire humanity being endangered. Everything 
from governments to industries and individual consumers are aware of this and 
numerous regulations and initiatives have been implemented to tackle these issues 
(McDonagh & Prothero, 2014, pp. 1186-1187). Yet, it has proven to be more difficult to 
establish a causal relationship between pro-environmental attitudes and an actual 
behavior (Nye & Hargreaves, 2010, p. 138). 
  
Sustainability is something that we both are interested in, especially in combination 
with marketing and consumer behavior. It is acknowledged that people need to change 
some fundamental behaviors to keep our planet alive for generations to come and not 
extract all the earth’s finite resources to the extent we are today. That is why we first 
want to explore the basics of how human beings make decisions and find out what 
triggers people to make more environmentally conscious decisions. We are particularly 
curious about the rationale behind low-involvement products since that seems to be the 
hardest behavior to change due to habitual buying and inertia among other things. We 
want to investigate what is lacking from the intention to behave pro-environmentally to 
actually behaving in that way. 
  
We are given the opportunity to write on commission for a large Swedish bread 
company that have realized the importance of acting sustainably, not for publicity 
reasons, but for environmental reasons. The company is taking several actions to 
contribute to a more sustainable development and one of the most recent initiatives is to 
try selling frozen bread in Nordic grocery stores. The main aim is to reduce the food 
wastage and thereby reducing the environmental impact along the whole supply chain, 
from where the crops are harvested until the bread ends up in the consumer's home. The 
company wishes to remain anonymous in this thesis, mainly to allow this study to 
benefit not only them but other companies as well. 
 
1.3 Research gap 
Belz and Peattie (2012, p. 86) state that the success of marketing sustainably is 
dependent upon the marketer’s understanding of consumers, their behaviors, underlying 
motivations and barriers of consuming sustainably. This thesis is the result of a 
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commission for a Swedish bread company, who are in the starting blocks to start selling 
frozen bread, something that is not done in Sweden today. For the company to be able to 
introduce this project to their potential customers in a successful way, it is essential that 
they market it right. To do that, they need to know what underlying motivations and 
barriers their potential customers have when it comes to consuming low-involvement 
goods in a sustainable way. This study aims to help them find these barriers and 
motivations because it is research that has not been done in this context before. 
However, there are more indicators that this research is a needed contribution to existing 
knowledge, not only for this company in this context but in more general areas as well. 
  
The Marketing Science Institute (MSI) is a non-profit organization consisting of 
academics and professionals from the marketing field that aim to bridge the gap 
between the industry and academic research (MSI, 2017). Furthermore, they suggest 
areas which need research by conducting a priority list. For the years of 2016-2018, one 
of their proposed research areas is to look deeper into the process of consumer decision-
making, specifically of “how marketing can drive positive change in behavior and bring 
new approaches to help consumers make ‘good’ decisions and ‘smarter choices” (MSI, 
2017). More research is needed in this field and our approach in this study is to increase 
the knowledge of sustainable consumption for low-involvement products in terms of 
groceries. 
  
Lindenberg and Steg (2007, p. 127) argue that society at large would benefit if everyone 
would work towards pro-environmental behavior. They propose future research to study 
people’s different goals and motivations simultaneously and especially which goals 
become dominant under specific conditions. The authors also propose to study the 
different strategies that are more suitable to trigger pro-environmental behavior 
(Lindenberg & Steg, 2007, p. 133). With our study, we aim to find out what the barriers 
are for consumers to start to purchase more green products on small scale. 
  
An observational study approach is not the most common in academic writing due to 
some problems of generalization and statistical evidence (Bryman & Bell, 2011, p. 279). 
However, they argue that it is needed to be able to draw conclusions for the gap 
between intention and behavior of consumers. Few researchers have chosen this method 
for their study but it should be considered to a greater extent according to Carson et al. 
(2001, p. 133) since they are very useful in specific situations to understand behavior 
patterns, habits, and emotional reactions. According to Sorensen et al. (2017, p. 36) in-
store observational studies are needed in future research. The authors also state that in-
store observations are preferred over self-reports or laboratory experiments since the 
shoppers themselves are often not aware of habitual buying behavior (Sorensen et al., 
2017, pp. 9-10). Because of the suitableness of the aim of our study, and these above-
mentioned arguments, we have chosen to do a combined study of observations and 
semi-structured interviews. With this, we aim to contribute to filling the gap between 
intention and behavior of consumers. 
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1.4 Research question 
From the research gap and our problem background we have formulated the following 
research question: 
  
● “What are the barriers for creating a new, more sustainable, buying behavior 

for low-involvement products and what can be done by the industry to overcome 
these barriers?“  

  
1.5 Thesis purpose 
The purpose of this thesis is to gain a deeper understanding of what it takes to change or 
create new, more pro-environmental, buying behavior when it comes to products of low 
consumer involvement. We aim to find out what barriers there are for consumers to start 
buying frozen bread, and what can be done to overcome these barriers. We are 
approaching these questions from a perspective of consumer behavior and decision-
making processes and sustainable consumption. We have established four sub-purposes, 
to help us answer our research question: 
 

1. Identify motives to work with sustainability from an industry point of view.  
2. Identify barriers for acting pro-environmentally when consuming low-

involvement products. 
3. Explore the impact of sustainability on consumers decision-making processes. 
4. Explore what can be done to influence customers to overcome these barriers. 

 
To do this we need to take a closer look at what triggers there are for consumers to 
change their behavior, or more specifically, create a new behavior, because there are not 
many options to buy frozen bread in Sweden today. We plan on answering these 
questions through an observational study conducted in a grocery store with a quick 
follow-up interview for potential customers. Additionally, semi-structured interviews 
will be conducted with an employee of the bread company as well as with a store 
manager from the grocery store in which the freezer is placed to gain industry insights. 
Sweden has a strong bread culture of buying packaged bread in the supermarkets, the 
frozen alternatives are limited to bread that is baked in the oven at home or bread for 
special dietary needs. One of our main objectives is to look closer into the aspect of 
sustainability and whether that could be the main trigger for consumers to start buying 
frozen bread rather than packed bread. 
  
1.6 Delimitations 
The aim of this thesis is to investigate, on commission for a larger bread company in 
Sweden, what the potential barriers are for customers to start buying frozen bread and 
how they can be overcome. We, therefore, limit our study to Sweden and the potential 
customers of this brand in a grocery store located in Sweden. The timeframe and scope 
of this study do not allow for us to investigate a wider span of low-involvement 
products, and therefore we limit our study to frozen bread. We do, however, hope there 
will be an opportunity for some of our findings to be applied to other low-involvement 
products as well.  
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1.7 Definitions	
Table 1. Definitions. 

Sustainability Development that “meets the needs of the present without 
compromising the ability of future generations to meet 
their own needs” (World Commission on Environment and 
Development, 1987, p. 37) 

Habit A behavior that is, or have become, automatic (Triandis, 
1980) 

Inertia A further definition of habits and routine can be inertia 
Consumption at the low end of involvement is where the 
consumer lacks motivation for considering alternatives 
(Solomon et al., 2013, p. 205) 

Attitudes Attitudes are a lasting general evaluation of objects, issues, 
people and experiences (Solomon et al., 2013, pp. 292-293) 

Pro-environmental 
behavior 

“The propensity to take actions with proenvironmental 
intent” (Stern, 2000, p. 411). 

Low-involvement 
products 

Products that are bought frequently and requires little or no 
information search (Tanner & Raymond, 2010, p. 96). 

High-involvement 
products 

Products that carries a higher risk for the buyer, usually 
complex, expensive products that requires comprehensive 
information search (Tanner & Raymond, 2010, p. 96). 

Frozen bread The frozen portion packed bread that the commissioned 
company has launched.  

Other packaged bread Portion packed bread of other brands that could be 
substitutes to the frozen bread. It excludes freshly baked 
bread, crisp bread and bread used for cooking. 

 
1.8 Presentation of the bread company and the mission 
This thesis is commissioned for a large bread company in Sweden. We have decided to 
keep the company, interviewees and the respondents anonymous to respect the 
company’s business but also to allow for application of the findings to other similar 
contexts and products. The company is one of the three top-selling bread brands in 
supermarkets today. Sustainability is considered in all parts of their business and all 
employees are responsible for incorporating it into their own work. The plan for the 
sustainability efforts is to find a good sustainable way forward to feed humanity. To 
challenge the old ways of doing things and integrate new sustainable solutions into their 
business is both exciting and challenging. Our mission, as authors, is to investigate how 
consumers react to this new way of buying bread, and their overall opinion of it. Both 
the aim of the company and us authors is to identify, through observations and 
interviews, the factors that lie behind the reasons why the customer chooses to buy, or 
not to buy, frozen bread. This is two-fold positive, one is to reduce the bread waste in 
Sweden and the other is the environmental aspects of the distribution that becomes more 
efficient.  
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2. SCIENTIFIC METHOD 
In this chapter, the choice of scientific method is discussed. This includes a presentation 
of the authors’ preconceptions and how they could influence the study. The 
epistemological and ontological standpoint is argued for and the research approach 
and design, as well as an explanation of the choice of theoretical framework, is 
presented. At the end of the chapter, the criticism towards choice of sources and theory 
is highlighted. 
  
2.1 Preconceptions 
Malterud (2001, p. 483) discusses that preconceptions could be beliefs and knowledge 
that we have from previous experiences, both personal and professional. Bryman and 
Bell (2011, p. 29) argue that researchers should remain objective and value-free in their 
research, otherwise it cannot be valid and scientific. The values that we as researchers 
hold are difficult to eliminate completely, therefore we discuss our preconceptions and 
we aim for objectivity in all parts of the business research and the choices we make. 
  
Bryman and Bell (2011, p. 87) suggest using other people in one’s field to gain other 
views to stay objective. Ejvegård (2003, p. 19) also argues that it is meaningful to 
consider the opinions of other researchers as well, those who have a different view on 
the subject to increase reliability and objectivity of the research and thus not be blinded 
by one’s own perspective. How individuals process information in addition to their 
previous experiences and attitudes are our frame of reference (Bryman & Bell, 2011, p. 
30). We want to highlight the fact that it is nearly impossible to eliminate our own 
personal references in the subject for our thesis. For the reader to understand and make a 
critical assessment of our findings and overall study, we want to start by stating our pre-
understandings within the areas of sustainability and consumer behavior and how this 
might have affected our choices. 
  
We currently study international business administration with a focus on marketing 
respectively strategic business development. Our educational background is broad and 
includes different perspectives on how to address the challenges that businesses face. It 
is our opinion that businesses and consumers today need to find new ways of 
consumerism to keep up with the environmental threats in our modern world. One of us 
is studying consumer behavior on master level, and she is well familiar with the classic 
theories and concepts within marketing. Extensive parts of the literature are beginning 
to unveil the challenges that companies face for acting more sustainably without the 
effects for consumers to perceive them as only greenwashing. As discussed above, 
businesses need to find new ways forward together with the consumers and this guide us 
forward in our work of how consumers think and make choices. The other author in this 
study has a background in strategic business development and has taken courses on the 
topic of sustainability and system improvement, which has increased her interest in the 
area and guided us in our choice of both topic and chosen theories. However, we do not 
see this previous knowledge as a source of subjectivism, as these courses have mainly 
been on the topic of environmental sustainability and not in combination with marketing 
and consumption. Our interest in this topic comes from our general concern and interest 
in sustainability and what small changes we as consumers can do to contribute to a more 
sustainable development in the small choices we make. 
  
Our research question has somewhat been influenced by the bread company this thesis 
is commissioned for. Therefore, we have widened the focus to low-involvement 
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products to make it more general for other companies in different industries and to 
contribute to the theories on conscious consumerism. We have gone through an 
extensive amount of previous literature on this topic and brought up broad challenges in 
our problem background to guide us forward in our research. 
  
It should be noted that we have not been given any monetary compensation from the 
bread company for our research and contribution. The company has guided us forward 
in our work and given us access to paid market research that they have previously used 
for mapping. Besides access to data, they have provided us with parts of their much 
valuable time and given us guidance and advice in our work, as well as contact with 
others within the industry. 
  
2.2 Research philosophy 
Because the aim of this study is to understand the behavior of consumers, it involves our 
own interpretation of certain situations and behaviors through observations and semi-
structured interviews. Our epistemological standpoint is therefore predominantly 
interpretive, as we look for realities in specific contexts and situations. The main 
purpose of interpretivism is according to Carson et al. (2001, p. 64) “to achieve 
substantive meaning and understanding of how and why questions in relation to the 
phenomena under investigation.” Interpretivism focuses on understanding human 
behavior rather than trying to explain it, where the latter is the focus of the contrasting 
positivistic approach (Bryman & Bell, 2011, p. 16). We aim to reach this understanding 
through an inductive reasoning, with the guidance of previous theories. However, we 
are not intending on testing them, but rather contribute to existing knowledge as a result 
of our empirical insights, which goes in line with our interpretivist approach.  
 
According to Carson et al. (2001, p. 64), qualitative research with an interpretivist 
approach is very well suited for marketing research. The authors state that the 
philosophy of interpretivism guides these types of studies better than methodologies that 
provide information without guidance. Further, qualitative research is often 
characterized by a constructionist ontological position, which implies that it is the actors 
living in this world who create the social phenomenon and their meanings through their 
social interactions (Bryman & Bell, 2011, p. 22). This is the ontological view that we as 
authors have applied in this thesis, and we argue that consumers, businesses and other 
social entities can change their situation by, for example, choosing to act pro-
environmentally. It should be noted that even though these are characteristics of a 
qualitative research approach, it is not true for every qualitative researcher (Bryman & 
Bell, 2011, p. 386). For this study, however, the inductive, interpretivist and 
constructionist approach is appropriate for this study to answer our research question. 
 
2.3 Research approach and design 
For this research, a combined study with both semi-structured interviews and an 
observational study is conducted. The aim is to observe potential customers of the 
frozen bread in a grocery store to look for how people behave in general and when, or 
if, they see the freezer among the packaged bread section. The freezer is independently 
placed in the section of other packaged bread. It is a proprietary freezer that only 
contains the commissioned company’s bread and it is not placed with other frozen 
products. Shortly after the observation, there will be a follow-up interview with the 
potential customers to get a deeper understanding of their behavior and find out why 
they did, or did not, decide to purchase the frozen bread. Two semi-structured 
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interviews will be conducted, one with an employee within the marketing department 
from the bread company and one with a store manager from the store where the freezer 
is placed. 
 
2.3.1 Qualitative research method 
Qualitative research differs from quantitative in several ways, first, qualitative research 
places emphasis on words rather than numbers, the most distinctive differentiation from 
quantitative research (Bryman & Bell, 2011, p. 386). This emphasis on words suits this 
study because we are looking to investigate and understand consumer behavior in a 
specific context. Qualitative research often has an inductive perspective on theory, 
which means that a theory is generated from the study (Bryman & Bell, 2011, p. 386). 
Having a deductive approach means testing an existing theory with the help of a 
hypothesis, which is the most common approach to a quantitative study (Bryman & 
Bell, 2011, p. 11). The aim of this study is not to test a theory, but to contribute to the 
existing knowledge by examining consumers’ behavior regarding a certain type of 
product in a specific context. To do this, we need a theoretical background to guide us 
forward in our study. As we do not intend to test whether an existing theory is true or 
not, a more inductive approach is a better fit for this study.  
 
The chosen approach to the qualitative interviews is semi-structured. This includes the 
construction of an interview guide with themes and questions to be answered, but it 
allows for some flexibility in terms of the order in which the questions are asked and 
possible follow-up questions (Saunders et al., 2009, p. 320). The interviews will be 
conducted face-to-face with the participants, with both the authors present. These non-
standardized one-to-one interviews are used to gather data and not only understand what 
and how people behave, but also to explore why which goes in line with our research 
aim (Saunders et al., 2009, p. 321).  
  
Like mentioned above, we aim to do two types of qualitative interviews. One short 
follow-up interview with potential customers in the grocery store and two semi-
structured interviews with a store manager and an employee from the bread company. 
The short, follow-up interview will also follow a semi-structured approach and will 
consist of 4 questions that will be slightly customized depending on what type of bread 
the customer purchases. With these interviews, we aim to find the main reasons why the 
respondents decide to buy the frozen bread and the main reasons why people who saw 
the frozen bread decided not to purchase it. Questions regarding sustainability will also 
be asked to unveil if the respondent is aware of the environmental benefits of buying 
frozen bread and whether the sustainability aspect might be a deciding factor to start 
purchasing the bread. 
 
2.3.2 Criticism of qualitative research method 
It is often assumed that qualitative studies are more subjective than studies with a 
quantitative approach (Tjora & Torhell, 2012, p. 20). This might hold true for the 
analysis part, as numbers stay the same without regards to who analyses it. However, 
both approaches aim to find individual’s standpoints and the interpretation of the results 
is dependent on the researcher and the theories and perspective he or she uses (Tjora & 
Torhell, 2012, p. 20). Nevertheless, our interpretive approach will reduce the objectivity 
somewhat because it is our role as researchers to understand the subjective meaning of 
the social actions of the consumers (Bryman & Bell, 2011, p. 17). 
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Another criticism of qualitative research is the difficulty to replicate the study (Bryman 
& Bell, 2011, p. 408). A qualitative study is said to be difficult to replicate because the 
researcher is the main instrument of data collection and the focus of the study is 
dependent upon what the researcher chooses to focus on. In our case, the problem of 
replication is justifiable because we are doing the observations and follow-up interviews 
in a grocery store where the proprietary freezer is temporarily implemented. If the study 
were to be replicated, the freezer would have to be put in specifically for that study, 
which might alter the results. Bryman & Bell (2011, p. 408) also discusses the problems 
of generalizing a qualitative study. This critique raises the question of how a small 
number of participants can represent an entire population and be generalizable to other 
settings. However, our aim is not to generalize to a known population, but rather to 
generalize to theory. When that is the aim it is the quality of the theoretical conclusions 
that is of higher importance and decides whether the findings are generalizable or not 
(Bryman & Bell, 2011, p. 409). 
  
2.3.3 Observational research method 
An observational study includes looking at behaviors, occurrences, events, objects and 
behavioral patterns (Carson et al., 2001, p. 132). This provides insight into the behavior 
to a deeper extent and provides more reliable information concerning the events 
(Bryman & Bell 2011, p. 271). Observational studies can be alternative designs to 
surveys (Bryman & Bell 2011, p. 272) and work best when it is used accompanied with 
other methods (Bryman & Bell 2011, p. 285). According to Bryman and Bell (2011, p. 
270) using observational studies allows the researcher to directly observe the behavior 
without any interference. Further, they argue that one main advantage with this method 
is that there is no gap between stated intention and behavior as the case might be when 
using survey research. Carson et al. (2001, p. 133) highlight that observations are 
appropriate to use when consumers are somewhat unconscious in their decision-making 
for habitual purchases. Observational studies have been successful in terms of 
marketing new products or concepts (Carson et al., 2001, p. 133) and are thus highly 
relevant in this case. 
 
An observational design enables the opportunity to diminish the errors of individual 
interpretations of questions, memory recall, social desirability effect and question threat 
although some concerns arise in terms of reliability and validity of the study (Bryman & 
Bell 2011, p. 271). According to Bryman and Bell (2011, p. 279), researchers should 
think extra carefully about how the site where the observations take place is selected, 
and whether the site is representative. We argue that since we will observe customers of 
different demographics and financial conditions on several occasions and during 
different times of the day, it can be somewhat representative of a larger population. 
Bryman and Bell (2011, p. 277) suggest that, ideally, the observational study sample is 
selected randomly. One issue will be our time and location constraint because we will 
only be able to observe people in one store and collect data for a short period of time 
which can influence the representativeness of the findings (Bryman & Bell 2011, p. 
288). 
 
In a structured observation, the researchers know their focus (Carson et al., 2001, p. 
134). There are certain conditions for a structured framework. Saunders et al. (2009, p. 
300) argue that structured observation is a good approach for researchers to be able to 
quantify behavior but is also just one part of the data collection approach. To know what 
behaviors to look for, a schedule should be created to categorize different behaviors. 
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This should be done beforehand to ensure that the recording of an individual’s behavior 
is under predetermined rules (Bryman & Bell 2011, p. 272). This schedule might, 
however, be problematic in terms of the interpretation for the observer. All behaviors 
need to be somewhat anticipated to be able to be categorized and to achieve mutual 
inclusiveness, meaning that two behaviors cannot be categorized to be the same thing 
(Bryman & Bell 2011, p. 276).  
  
Our research observational design would be a non-participant disguised observation 
since we would be in a social setting (a supermarket) and observe the behavior and 
choices of consumers but not interfere with what is happening (Bryman & Bell 2011, p. 
272). We as researchers will take the role as complete observers, which, according to 
Saunders et al. (2009, p. 294) includes not being part of what we are observing and not 
revealing the purpose of what we do. Hence, we will be anonymous to the customer 
since that minimizes the risk of disrupting their behavior. Carson et al. (2001, p. 137) 
state that disguised observation is acceptable if the responders are anonymous as well, 
which they will be in this case. 
  
Carson et al (2001, p. 132) suggest that the observed action must take relatively short 
time. We will track incidents in the supermarket and follow up on the behavior that 
comes after the trigger. To illustrate: a customer approaching the bread section and 
seeing the freezer which either triggers a response or not in their behavior. Because we 
will travel to a store located in another part of Sweden to observe an already 
implemented proprietary freezer, we would not fabricate a social setting in the 
supermarket. A natural setting is to be preferred since it does not interrupt a habitual 
behavior (Carson et al., 2001, pp. 133-134). Our presence will be known by the store 
manager from whom we need permission but we will not inform others involved since 
that would spoil the naturalness of the situation (Carson et al., 2001, p. 138). 
 
2.3.4 Criticism of observational research method 
Achieving reliability for observational studies is not easy. Critique of the observational 
approach is highlighted in terms of reliability and validity. According to Carson et al. 
(2001, p. 140), a researcher can be biased in their own perspective. Bryman and Bell 
(2011, p. 279) also discuss this critique in terms of something called intra-observer 
consistency which means being consistent in your observations. The second issue that 
the author's highlight is the inter-observer consistency that concerns the reliability of 
two or more observers that holds similar opinions of the coding of the same behavior. 
However, these should not be over-exaggerated since many successful studies by 
observational design have been conducted. Carson et al. (2001, p. 140) suggest that to 
cope with these issues, there should be several observers, and they should construct a 
solid observational protocol prior to the observation occasion. 
  
In terms of validity, Bryman and Bell (2011, p. 280) argue that two factors need to be 
considered to achieve high validity, the first one is that the design is appropriate to 
measure what it is supposed to measure. The second one is the errors that can arise from 
the implementation, for example, if the observed are aware that they are being observed 
and, therefore, change their behavior. To gain validity, we will not intrude in a natural 
setting and we assume that the observed is not disturbed by our presence, but rather that 
their focus might be offset by other external factors in the grocery store. 
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For generalizability settings in the supermarket, we will observe customers in short 
periods of time and at different times during the day on several occasions. According to 
Bryman and Bell (2011, p. 277), this is preferred since it will be more representative. If 
we would, for example, only observe people going shopping between 5 and 7 in the 
afternoon it is more likely that people are tired after work and might be resistant to 
acquire new information as well as the number of customers tends to be more at this 
hour. 
 
The issue of imposing an irrelevant framework can be avoided by conducting 
unstructured observations before the actual data-collection occasion takes place 
(Bryman and Bell, 2011, p. 285). The observation only looks at the behavior and is not 
sufficient to be able to draw conclusions about the intention of the behavior. Therefore, 
we will add the short follow-up questions to find out why the consumers behaved the 
way they did.  
  
2.4 Choice of theories 
We have divided our theory chapter according to three themes with separate headlines. 
Under the first theme, we have collected theories regarding consumer decision-making 
to set the basis for our theoretical framework by explaining the fundamentals of how 
people make decisions. We believe this to be necessary as there is a lot of research done 
within this area that our study can contribute to. Under this theme, we are discussing the 
level of involvement among certain products to distinguish between high and low 
involvement. Then, we discuss theories about attitudes, habits, and inertia, which are all 
things that highly affect how people make decisions, particularly among products that 
have lower consumer involvement. Goal-framing theory is discussed and explained next 
and this theory is highly relevant for our study since it describes the inner motivations 
of people and their decision-making processes. The inner motivations can also include 
things such as environmentalism, and whether that acts as a basis for a purchasing 
behavior. Finally, we connect the topic of food waste to consumer behavior, and 
suggestions of actions that needs to be taken to achieve a behavioral change to reduce 
food waste. Many of these theories also serve as a basis of the pre-categorization of 
behaviors when doing the observations. 
  
The next theme treats the topic of sustainable consumption, where we will firstly 
discuss sustainability in large with the help of Elkington’s Triple Bottom Line theory. 
To be able to give useful recommendations based on our findings, this theory is helpful 
for companies as it makes it easier to apply our findings to the company context. From 
here, we move on to discussing Stern’s value-belief-norm theory of environmentalism 
which is a theory that tries to explain how values, beliefs, and norms causally determine 
what kind of pro-environmental behavior people adopt. This theory is highly relevant as 
we are trying to find out whether sustainability aspects can contribute to changing the 
behavior among consumers to start purchasing frozen bread or not. This theory can 
guide us in deciding what type of questions to ask the respondents and how to interpret 
them. 
 
Finally, previous observational studies within similar context as ours, will be discussed. 
This to gain insights to how an observational study in a supermarket can be conducted, 
as well as similarities and differences between these studies and our study.  
  



14 

2.5 Source criticism 
In our search for sources, we have mainly turned to research-based books regarding 
marketing, sustainability, and psychology that we have found through searching the 
library database, that have been recommended to us or that we have had as course 
literature in previous courses. We have also used peer-reviewed scientific articles, 
mainly from Umeå University’s library database Business Source Premiere. These we 
have found by searching for keywords such as sustainability, sustainable consumption, 
brand switching and brand loyalty, consumer decision-making processes, habitual 
buying, value-belief-norm theory, triple bottom line, and so forth. The keywords were 
chosen based on conversations with the commissioned company, the supervisor and the 
topic of the study. When relevant and interesting articles have been found, the reference 
lists of these have also been used to gather more information, where we then searched 
for the referenced article in Business Source Premiere. We have tried not to use 
secondary sources at all, to avoid risking that information is taken out of context and 
therefore is not representative, but if we used secondary sources it is because we had no 
other choice and in that case, it is clearly stated in the text. Another thing that we have 
taken into consideration is the context and country the articles and books are published 
in, since something that is published in the United States, for example, might not be 
representative for our context and purpose. 
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3. THEORETICAL FRAMEWORK 
In the following section, we will present and explain theories that are relevant to our 
topic. In the first part of our theoretical framework, we will present theories regarding 
consumer decision-making, which includes both more basic concepts such as the level 
of involvement, attitudes, habits and inertia, as well as more focused theories such as 
goal-framing theory and self-perception theory. In the second part of this chapter, we 
will discuss sustainability and consumption and how the two concepts relate to each 
other. We begin by discussing Elkington’s Triple Bottom Line theory and its three 
aspects of economic, social and environmental sustainability, and later the value-belief-
norm theory that tries to explain how these three aspects influence pro-environmental 
behavior. 
  
3.1 Consumer decision-making 
Research on how consumers behave, what they buy and who buys what has been 
conducted extensively for different academic purposes and foremost to form marketing 
theory but also in the contribution to business oriented contexts (Sheth et al. 1988). The 
purchase process will look different depending on how involved and motivated the 
individual consumer is for different products categorized as high- or low-involvement 
goods (Laurent & Kapferer, 1985, p. 52). 
 
3.1.1 The level of involvement 
The level of involvement when purchasing a product can be thought of as a continuum 
from low-involvement to high-involvement (Tanner & Raymond, 2010, p. 95). What 
decides how much involvement there is depends on how personally important the 
product is to you and how much information you need to make a well-reasoned 
decision. Low-involvement products that you buy frequently usually requires little or no 
information search and could also be an impulse decision (Tanner & Raymond, 2010, p. 
96). An impulse purchase decision is when you buy something simply because it is right 
there in front of you and you want it or the sight of it makes you remember that it is 
something that you need. It requires no planning or previous thought. A low-
involvement buying decision can also be a so-called routine responsive behavior, an 
automatic purchase behavior due to habit for example (Tanner & Raymond, 2010, pp. 
95-96). It is based on limited information that you have previously gathered and you do 
not give it enough thought to consider buying something else - you buy it just because it 
is something that you always buy. 
 
On the contrary, a high-involvement decision usually carries a higher risk for the buyer 
if the decision turns out to be the wrong one (Tanner & Raymond, 2010, p. 96). They 
are usually quite complex with a high price and requires comprehensive information 
search. Making a high-involvement purchasing decision is not something people do out 
of habit or on impulse. Consumers engage in something called extended problem 
solving, which includes searching for information and comparing different aspects and 
features of the product thoroughly as well as different alternatives. 
  
When it comes to marketing low- and high-involvement products, brand names are 
important for both types of products (Tanner & Raymond, 2010, p. 97). People may buy 
only one brand out of habit since they feel comfortable with it or like the brand, while 
people who are going to buy a new car, for example, still only considers one or a couple 
of brands and does extensive research only on those brands. Further, advertising for 
low-involvement products are usually very general and aimed to reach a wide range of 
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consumers, and strive to sell on as many locations as possible. Advertisements for high-
involvement products are aimed towards more specific segments and is more personally 
directed than for low-involvement products. 
 
3.1.2 Consumer attitudes 
The theory of attitudes is complex but according to Solomon et al. (2013, pp. 292-293), 
attitudes are a lasting general evaluation of objects, issues, people and experiences. An 
attitude object is therefore anything which we have an attitude towards. Katz (1960, pp. 
168-169) explain that attitudes help us ease a social behavior and attitudes exist because 
they serve a function for the person holding them. As consumers, we form different 
types of attitudes towards objects and experiences because we believe that we anticipate 
similar information and situations again (Solomon et al. 2013, p. 293). It is therefore 
helpful for marketers to understand why an attitude is held and what benefits the 
consumer seeks, before trying to change it. 
 
How do we then form attitudes as consumers? It is indeed a complex cognitive process 
and differs from person to person. Solomon et al. (2013, p. 295) discusses the ABC 
model of attitudes, which show the relationship between thinking, knowing and doing. 
These three components will vary in relative importance dependent on the attitude 
object and the individual motivation of consumers. For example, if the consumer is 
highly involved in a purchase he or she recognizes a need (thinking) and search for 
information on different products and attributes (knowing) and later gathers the attitude 
towards the object and engage in a behavior (doing). This is a careful choice process 
and usually the consumer is not easily persuaded to switch brand since he or she 
becomes more loyal to the chosen brand over time. This type of example is, however, 
more relevant when it comes to high-involvement products. In this thesis, the low-
involvement hierarchy is more appropriate to explain the attitudes consumers hold 
towards buying a low-involvement product such as bread. The low-involvement 
hierarchy can be explained by Do→ Feel→ Think (Solomon et al. 2013, p. 296). The 
customer initially has little brand preference over another but acts upon limited 
knowledge and form an evaluation after consuming the product. Consumers tend to pay 
little attention to brand information and what is unique about that product. The 
consumer’s attitude towards the object are later reinforced if the experience of the 
product was good or bad. Consumers in this situation are conveyed by simple stimulus 
connections when making a purchase decision that comes from behavioral learning. 
Further, Solomon et al. (2013, p. 296) argue that this is a marketing paradox since this 
type of advertisement can be seen as unimportant while marketing stimuli such as 
packing and point-of-purchase displays are crucial for consumers to choose these types 
of products.  
 
People are motivated to feel good about their decisions and they want to feel harmony 
between their thoughts, feelings and behaviors (Bem, 1972, p. 2). Self-perception theory 
assumes that people use their own behavior to decide what attitude they hold to an 
attitude object. Further, the low-involvement hierarchy behavior comes from an implicit 
attitude that we hold and we may not be completely rational in locating where it comes 
from. A positive evaluation of a product bought on routine may strengthen our attitude 
towards that product since people may ask themselves why would I buy this type of 
bread if I did not like it? So, it is important for us to feel that we are internally consistent 
in the choices we make. 
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3.1.3 Habits and inertia 
Triandis (1980) defines a habit as “situation-behavior sequences that are or have 
become automatic […] The individual is not usually ‘conscious’ of these sequences.” 
(Triandis 1980, cited in Bamberg & Schmidt, p. 268). Grocery shopping is something 
that most households in Sweden do on a weekly basis and in a familiar context, some of 
the decisions we make there is falling back on habit. We rather use our cognitive efforts 
for other things of higher importance than grocery shopping Solomon et al. (2013, p. 
205). They also define habits and routine as inertia, because consumption at the low end 
of involvement is where the consumer lacks motivation for considering alternatives. 
 
Since habits are performed repeatedly and relatively unconscious, habits act as a barrier 
to establish new behaviors. To encourage behavioral change, it is often required to 
break an old habit to establish new ones (Dahlstrand & Biel, 1997; Stern, 2000, cited in 
Jansson, 2009, p. 49). Jansson (2009, p. 49) further argues that habits are not the only 
determinant factor to consider for a behavior. It is important to also consider the 
strength of the habit and attitudinal factors. The author further says that to understand 
and explain the motivation behind a behavior, these two components need to be 
investigated as well.  
 
Bamberg and Schmidt (2003) has performed research on behavior that comes from 
habits with the result that habits are formed to ease the cognitive process when we make 
frequent decisions repeatedly. Further, they argue that habits are part of our lifestyles 
and become the main barrier of taking other alternatives into account. They state a 
problem that intentions are not enough to change a behavior nor form a new behavior. 
The intention may be overruled by an old habit that is activated by external cues that 
make you fall back on previous habits. Gollwitzer (1993, p. 174) discusses that a 
successful approach may be to have goal fulfillment to act upon intentions without the 
interference of habitual decision-making. 
  
Grunet et al. (2013, pp. 187-188) found in a study that consumers seem to be highly 
concerned about sustainability on a general level and that the behavior for sustainability 
consumption must be accompanied by consumer’s own motivation and understanding. 
Even though the motivation is high for consumers to be concerned about sustainability, 
it does not necessarily mean that it translates into a buying behavior when it comes to, 
in this case, food products. 
 
3.1.4 Changing consumer attitudes  
In what way should marketers change consumers’ attitudes? Is the suitability of the 
message the most important or are they more dependent on who says it? As soon as we 
receive a message, we start to process it. This is the idea behind Petty and Cacioppo’s 
(1986, p. 125) theory of how people react to persuasive communication and attitude 
change. The authors call it the Elaboration Likelihood Model (ELM) which presents 
ways of organizing, categorizing and understanding the basic process of how people 
react to messages and cues that will develop to attitudinal change. The ELM is based on 
that a message can take two different routes that are dependent on how motivated and 
how willing the individual person is to understand the communication (Petty & 
Cacioppo, 1986, p. 129). When a consumer, in this case, finds a message relevant to 
their life-situation they will more carefully notice and evaluate the content. This is 
called the central route to persuasion, where the person often thinks and reacts to the 
message by a cognitive response (Petty & Cacioppo, 1986, p. 129). Since the customer 
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reacted in this way to the message, he or she has some previous knowledge about the 
subject and evaluates the quality of the message. Linking this back to hierarchy of 
effects discussed by Solomon, (2013, p. 295) these consumers have a strong attitude that 
drives their behavior. To comply to an attitude change, the message needs to have 
strong enough arguments to deal with their counterarguments.  
 
The second route is the peripheral route. When people, on the other hand, is not 
motivated enough to evaluate arguments presented they are more easily persuaded by 
cues surrounding the message, for example packaging or an inspiring shopping 
environment (Petty & Cacioppo, 1986, p. 129). The peripheral route allows people to 
use easy rules or heuristics to decide upon the suitability of the message and judge their 
own attitude towards it. This process is argued to be more suitable when it comes to 
low-involvement products since the consumer is not that motivated to receive 
information about it. In addition, this goes in line with the self-perception theory (Bem, 
1972) since people decide their attitude towards objects in concrescence with their own 
evaluation with basis on past experience.  
 

 
Figure 1. The elaboration likelihood model (ELM) 
Source: Solomon et al. (2013, p. 322) 
 
3.1.5 Goal-framing theory 
Lindenberg and Steg (2007) developed the goal-framing theory which is based on that 
people use goal frames to steer their behavior and use their motives for knowledge 
structure. This theory helps to understand people's internal motivation to process 
information in certain situations such as environmental behavior. Lindenberg and Steg 
(2007, pp. 119-120) argue that people have three main goal frames; Hedonic, Gain and 
Normative. The hedonic goal is described as to feel better right now, the gain goal is 
phrased as to guard and improve one's resources and the normative goal is defined as to 
act appropriately. The frame determines how people process information, perceive the 
situation and act upon it (Lindenberg & Steg, 2007, p. 120). They argue that several 
goal frames can be active at the same time although one goal is likely to become a 
determinant in deciding upon alternatives. The normative framework may then guide 
you in deciding upon that the right thing to do is to buy eco-friendly products in the 
supermarket (Lindenberg & Steg, 2007, p. 121). The authors say that a conflict may 
then arise if the gain goal activates if the eco-friendly products are significantly more 
expensive than non-eco-friendly products. In this situation, the dominant goal of being 
hungry would guide the consumer in deciding upon which alternative to choose. 
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Goals for people can be so extensive that they include attitudes, sub-goals, and 
knowledge in the framing which is highly relevant in consumer behavior (Lindenberg & 
Steg, 2007, p. 128). They further argue that the normative goal framework is 
determining the pro-environmental behavior in the population at large since 
environmental behavior comes from acting upon norms that are right or wrong in the 
morality domain part of the brain. De Young (2000, pp. 520-521) also argues that a goal 
setting is contributing to explaining the different motives for engaging or not engaging 
in acting environmentally conscious. From an individual point of view, the incentives to 
foster the desired behavior should not be done by restraining their lifestyle to benefit the 
environment. 
  
Lindenberg and Steg (2007) discuss that the knowledge about environmental concerns 
fosters a strong normative framework which increases the likelihood for people to 
engage in pro-environmental behavior. The normative framework results in a behavior 
that comes from feelings and moral obligations. Environments are never neutral, they 
always send out cues for us to interpret for our goals and behaviors (Steg et al., 2013, p. 
127). Further, norms help us orient in our behavior which is crucial for social order. The 
importance of norms in guiding our behavior conflicts with the relative strength of our 
other overarching goals. In addition to the normative framework, the authors also 
discuss that this framework extends successfully to the value-belief-norm theory when it 
comes to explaining low-cost and low-risk environmental behavior (Lindenberg & Steg, 
2007, p. 126). In a different context of high-cost environmental behavior, like buying a 
more gas-efficient car, the normative framework can lose importance to other 
frameworks such as the gain goal which is concerned with one’s personal resources, 
which instead guides the behavior. 
 
The normative goal frame needs strengthening since it is usually weakened if the gain 
goal or the hedonic goal are activated at the same time (Lindenberg & Steg, 2007, p. 
131). The authors recommend tapping into the norms of the consumers to trigger them 
to act pro-environmentally. This can be done by the message of environmental efforts, 
which must be acknowledged through information and labeling. To strengthen norms, 
they recommend using positive incentives and make people feel good about their 
choices as well as make environmentally friendly options more attractive. Further, Steg 
et al. (2013, p. 123) argue that it is the environmental cues and the presence of other 
people in an environment that are determinant for increasing the desire for the 
individual to act according to the social norms in that context. Diekmann and 
Preisendorfer (2003, pp. 466-467) suggest that the contextual factors to impact 
consumers are difficult to measure, and it is hard to draw generalizable conclusions. 
 
3.1.6 Consumer behavior and food waste 
Aschemann-Witzel et al. (2015) made a review of extensive food waste literature as 
well as conducted interviews with experts on the topic of consumer-related food waste. 
The results showed that food waste on a consumer-level was mainly due to lack of 
planning and management of grocery shopping. Consumers in developed countries have 
a culture of abundance when it comes to food, and are generally used to lower prices. 
This, together with the fact that consumers do not see the entire production chain has led 
to a lack of understanding the significance and impact of food waste (Aschemann-
Witzel et al. 2015, pp. 6465-6466). Consumer perception and habit are strongly formed 
by social norms and has led the consumers to a certain expectation of appearances and 
freshness of food in a supermarket. Aschemann-Witzel et al. (2015, p. 6466) state that 
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this represents a big challenge in changing consumer’s behavior, and that it will require 
dedication from the consumer’s side to actively avoid food waste. 
 
To effectively change the behavior of consumers, the experts argue that providing 
information is necessary (Aschemann-Witzel et al. 2015, p. 6467). However, there are 
also challenges with that, since consumers tend to forget information and rely on 
different sources, so the information would have to be repeated and reach to various 
sources to be effective. A part of this also includes creating awareness of food waste and 
educating consumers on food labeling and trusting their senses to determine whether 
food is edible or not. The authors also explain that people are generally influenced by 
social norms, and another way to tackle food waste is by influencing these norms by, for 
example, signaling ethical statements on packaging or in-store.  
 
For retailers, Aschemann-Witzel et al. (2015, p. 6467) suggests actions such as 
loosening the cosmetic standards, making it more normal for fully edible products to 
have a minor flaw in their looks. They also encourage innovation when it comes to 
packaging to increase shelf-life and adapt the size to the needs of the customers. 
Another action retailers can take is to incentivize the purchase of suboptimal food, by 
selling certain products at a lower price, which also makes a good opportunity for 
informing customers and possibly making an impact. 
 
3.2 Sustainable consumption 
3.2.1 Triple Bottom Line (TBL) 
“Sustainable development involves the simultaneous pursuit of economic prosperity, 
environmental equality, and social equity” (Elkington, 1999, p. 397). The TBL consist 
of three bottom lines; social, economic and environmental, who all needs to be 
integrated in a business for it to be sustainable (Elkington, 1999, p. 20). Traditionally, 
companies have been measuring their performance in terms of their financials, like 
profit or return on investment (Elkington, 1999, p. 70). The concept of TBL aims to 
measure the performance and impact of a company not only in financial terms, but also 
in terms of businesses around them, the society in which they operate and the physical 
environment (Savitz & Weber, 2013, p. 4). Elkington (1999, p. 20) defines 
sustainability as “the principle of ensuring that our actions today do not limit the range 
of economic, social, and environmental options open to future generations.” The 
challenge for companies in the 21st century is to integrate these dimensions, and keep 
the focus through tougher times of instability (Elkington, 1999, p. vii). The social part 
has often been overlooked by businesses, but Elkington means that all three dimensions 
need to be considered, because they are all interrelated (Elkington, 1999, p. 70). Society 
depends on the economy, which in turn depends on the global ecosystem, which is the 
ultimate bottom line, without it none of the above would be able to exist (Elkington, 
1999, p. 73). These bottom lines are dynamic and thus never stable, due to various 
social, political, economic and environmental pressures, cycles and conflicts, why it is 
even more important to take all aspects into account. 
 
The economic bottom line 
In a traditional sense, the phrase “bottom line” is used by businesses in financial 
statements to show the net income or loss (Elkington, 1999, p. 74). Even though it is not 
enough for businesses to focus only on the financials to measure success, it is still an 
important pillar of the TBL concept. The difference with TBL is that the economic 
dimension must be integrated with the social and environmental dimensions (Elkington, 
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1999, p. 78). In between these dimensions, there are what Elkington calls “shear zones”. 
These zones are where this integration happens and they represent great challenges for 
businesses (Elkington, 1999, pp. 73-74). For example, the shear zone between the 
economic and the environmental dimension may include things such as eco-efficiency 
and environmental cost accounting. These are items that needs to be considered from 
both an economic and environmental perspective (Elkington, 1999, p. 78).  
 
The environmental bottom line 
The foundation of this dimension lies within the company’s environmental resources, 
such as water, energy and raw materials (Savitz & Weber, 2013, p. 5). But it is not only 
a matter of the resources per se, the company must consider where those resources come 
from, and how using these resources affects the ecosystem and everything around them 
(Elkington, 1999, p. 79). Companies should also account for the costs and revenues 
related to the environment and try to create a new form of valuation to inspire leaders to 
take actions beneficial for the environment (Elkington, 1999, p. 81). An example of a 
shear zone under the environmental bottom line is environmental justice, which lies in 
between the social and the environmental bottom line. This includes topics such as 
human rights, biodiversity, and loss of forests among other things (Elkington, 1999, p. 
83). In other words, how people are affected by exposure to environmental problems 
created by businesses. 
 
The social bottom line 
Under this bottom line, businesses must account for different forms of human capital, 
such as skills, education and the wider public health and well-being. Investments in 
human capital and trust within the organization are vital and it is important to work 
towards a common goal and have ethical guidelines (Elkington, 1999, p. 85). Doing 
business in a sustainable way means respecting the needs and interests of the social 
world and reinforcing the relationships between them (Savitz & Weber, 2013, p. 3). The 
increasing globalization comes with further challenges between the social and economic 
bottom lines, with issues such as child labor and increased competition which may lead 
to downsizing or outsourcing human capital (Elkington, 1999, p. 86). Businesses need 
to include questions such as reducing poverty, empowering females and creating 
employment (Elkington, 1999, p. 88). Within the shear zones between the economic and 
social bottom lines lie issues such as downsizing, unemployment, minority rights and 
business ethics, all of which must be accounted for. There is also a change occurring 
from lifetime employment to increased movement within labor markets, which makes 
trust and ethics even more important (Elkington, 1999, p. 91). 
 
The sustainability sweet spot 
Savitz and Weber (2013, p. 33) are talking about the “sustainability sweet spot”. This 
sweet spot is found where businesses combine their own financial interests with 
interests of the public. Moving activities into this sweet spot generates profit while at 
the same time generating both environmental and social benefits for the stakeholders 
(Savitz & Weber, 2013, p. 34). As soon as sustainable actions start generating a profit, 
businesses tend to think of it as good business, or common sense (Savitz & Weber, pp. 
44-45). Companies who have realized that the financial benefits come naturally in the 
sweet spot are trying to move there or stay there (Savitz & Weber, 2013, p. 35), which 
spurs innovation and new technologies (Savitz & Weber, 2013, p. 48). Sustainability 
comes with a lot of financial benefits, such as finding new markets, improving 
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management, identifying risks, and reducing costs through for example eco-efficiency 
(Savitz & Weber, 2013, pp. 48-49). 
 
3.2.2 Value-belief-norm (VBN) theory 
The value-belief-norm theory is a theory of environmentalism developed by Stern 
(2000) that explains the behavior behind non-activist environmentalism. 
Environmentalism is defined behaviorally as “the propensity to take actions with pro-
environmental intent” (Stern, 2000, p. 411). The theory builds on value theory, norm-
activation theory and the New Environmental Paradigm (NEP) and includes five 
variables that causally lead to a certain type of pro-environmental behavior (see Figure 
1) (Stern, 2000, p. 412). Stern further argues that values, beliefs, and norms together 
provide the basis for what type of pro-environmental behavior one adopts. The VBN 
theory has a hierarchical structure, where a person's values influence the beliefs, which 
in turn influences the norms, which in the end determines what type of behavior one has 
(Stern, 2000, p. 413). This theory is used and validated in many studies about 
sustainable consumerism (Jansson, 2009, pp. 53-54). The theory and the causality are 
also built on the empirical support from previous studies (Stern, 2000, p. 412). 
  
The five variables included in the theory are: personal values, NEP, AC and AR beliefs 
about the general conditions of the biophysical environment, and personal norms for 
pro-environmental action (Stern, 2000, p. 412). The personal values consist of three 
values: biospheric values, which are a concern for other species and the natural 
environment; altruistic values include concern for other human beings; and egoistic 
values are self-enhancing values that are generally negatively related to pro-
environmental behavior (Stern, 2000, p. 414). The NEP is explained by Stern et al. 
(1995) as a scale that measures general beliefs about the relationship between humans 
and the natural environment, where the survival of humanity is dependent upon the 
well-being of the planet. Awareness of adverse consequences, or AC, is a belief that 
there could be negative consequences for things one may care about (one’s values), and 
ascription of responsibility to self, or AR, is one’s perceived ability to take actions that 
could reduce the negative impact of such consequences (Stern, 2000, p. 412). 
  
This causal chain begins with quite central values, which are fundamental elements of 
one’s personality and does not easily change, to beliefs which tend to be more focused 
to how we interact and should interact with the environment. It then moves on to the 
consequences that interaction might have and the norms that determine how we perceive 
our responsibilities to act to reduce these potential consequences through pro-
environmental behavior (Stern, 2000, p. 413). 
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Figure 2. Schematics of the causal variables in VBN 
Source: Jansson (2009, p. 44) 
 
Stern (2000, p. 408) defines environmentally significant behavior by its impact as “the 
extent to which it changes the availability of materials or energy from the environment 
or alters the structure and dynamics of ecosystems or the biosphere itself.” 
Traditionally, negative impact on the environment have been a by-product for people's 
desire to live comfortably, travel, gain power, personal security and so forth. It is only 
recently that people have started to consider this impact when making decisions, 
therefore, Stern has created an intent-oriented definition of environmentally significant 
behavior. There is, however, a significant difference between this definition and the 
impact-oriented definition mentioned above. The intent-oriented definition highlights 
that people may behave in a certain way solely due to environmental intent, and it also 
means that just because people intend to impact the environment, it does not necessarily 
mean that they succeed to do so (Stern, 2000, p. 408; Grunet et al. 2013, pp. 187-188). 
This intent-oriented definition is of importance when trying to understand people’s 
behaviors and to know how to change them, since it, among other things, focuses on 
people’s beliefs and motives (Stern, 2000, p. 408). 
  
There are different types of environmentally significant behavior, and one type is 
private-sphere environmentalism, which includes behaviors like purchasing household 
products that have a negative environmental impact, and it can include both low- and 
high-involvement products as well as behavior such as deciding to recycle. This type of 
behavior has a direct environmental impact, but for private persons, the impact can 
seem small, it is when many people have the same type of behavior and do the same 
things separately that brings about a bigger environmental impact (Stern, 2000, pp. 409-
410). 
  
3.3 Prior observational studies on consumer behavior and habits 
3.3.1 Observational study of low-involvement products 
Hoyer (1984) have identified an existing gap in theory and research to explain consumer 
choice processes of products that are of low involvement and are bought frequently over 
time. The author argues that the existing theories focus on the process prior to the 
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purchase rather than to explain the quick choice the consumer makes in-store. 
Consumers apply simple cognitive calculations to make effortless decisions at a 
satisfactory level when the products are perceived to be relatively unimportant. This 
research digs deeper into explaining customers’ behavior in-store for low-involvement 
products.  
 
The design of the study was observational and conducted in several grocery stores with 
laundry detergent as the product of low involvement (Hoyer, 1984, p. 824). Detergent 
was chosen because pre-tests showed that it is perceived to be of low risk, bought 
frequently and several brands are offered in the stores (Hoyer, 1984, p. 825). 120 people 
were chosen for observation and participated in a simple questionnaire to determine the 
choice strategy that customers had when making their choice. The three stores were 
chosen for being in a metropolitan area and the subjects were observed during different 
times of the day to get a good representation of the population (Hoyer, 1984, p. 824). 
 
The practical part of the research was as following; all customers that entered the 
detergent aisle were discretely observed by the observer who posed as an employee 
taking inventory (Hoyer, 1984, p. 825). An observational chart was created prior to the 
experiment to take protocol of the behavior that customers had when selecting a brand. 
The observer used a coding system to be able to map the search process and behavior of 
consumers. Customers that had chosen detergent was immediately approached for 
follow-up questions that were designed to take approximately 3-4 minutes (Hoyer, 
1984, p. 826). The subjects were offered a coupon that they could use for all brands of 
detergent for taking part in the survey (Hoyer, 1984, p. 824). Only ten people of 130 
declined this offer. Records of the subjects age, race and gender were conducted. The 
follow-up questions regarded information of how long they had bought laundry 
detergent and how many different brands they had tried in the past (Hoyer, 1984, pp. 
824-825). The observer also asked open questions such as “Can you tell me why you 
selected the brand you have chosen?” (Hoyer, 1984, p. 825), this was an appropriate 
formulation since customers could answer freely. To find out what choice tactics they 
used, the researcher asked the respondents to choose a tactic that best could describe 
their decision that day, from a list made by the researcher.  
  
Hoyer (1984) also shines a light on the concepts of goal-setting from a habitual 
perspective where the major goal of consumers in a habitual context are to minimize the 
cognitive efforts and make a satisfactory choice, not the optimal one. Customers make 
numerous of repetitive choices for many product categories in a grocery store several 
times a week. The result from this experiment was that the average consumer spends 
about 13 seconds from walking into the aisle of detergent until making a decision which 
is an indication relying on a very short decision-making process in store and that most 
of the information is acquired outside the store environment (Hoyer, 1984, p. 826).  
 
Jacoby and Kyner (1973) have identified that habitual purchases are not an indication of 
strong preference for a brand, rather the brand has presented a convenient way of 
reducing the cognitive efforts. Hoyer (1984) discusses that to change a habitual 
behavior we need to put emphasis on the evaluation of the experience. We have 
previously discussed in terms of low-involvement that consumers evaluate the product 
choice after they have consumed the product. A pleasant previous experience guides us 
in future choices and stabilizes over time, allowing us to fall back on this choice in the 
future, all to minimize our cognitive efforts.  
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This study is very similar to ours in terms of observational site, low-involvement 
products and the fact that they also observed consumer at different times during the day 
and at several occasions. This observational study was conducted in a similar context to 
ours, the customers who entered the bread aisle were discretely observed, however, we 
did not pose as employees. Further, we conducted shorter follow-up interviews, and did 
not offer the participants a coupon or similar for their time. A protocol was established 
beforehand in both the study above and in our study. We also aimed for open questions, 
to allow the respondents to answer freely. 
 
3.3.2 Self-reported behavior vs. observation 
Gram (2010) made an observational study in grocery stores in Denmark to show how 
self-reported behavior in a specific context is not always representative of what actually 
happens compared to observations. What the author is emphasizing is that consumers 
are often not aware of the habits and routines they have when going grocery shopping. 
She discusses an example of when parents go grocery shopping with their children to 
show how children influence family decision-making. She states that previous research 
has established that children do influence these types of decisions, but that parents are 
not aware of how much the children influence them (Gram, 2010, p. 394). The 
observation was carried out by her alone, in different grocery stores around Denmark 
and included an observation of 84 people (Gram, 2010, p. 396). Gram performed the 
observation in an unobtrusive manner and the aim of the study was to bridge the gap 
between what happens in the store and what is being self-reported afterwards. She 
explains that the observational approach is a way to eliminate possible bias that may be 
a consequence of political correctness and wanting to be a good parent and act 
responsibly, something that is more common with a retrospective data collection (Gram, 
2010, p. 396). 
 
The study has a great focus on family decision-making and gives extensive examples of 
conversations and interactions between parents and children during the shopping trip. 
This focus is not of much relevance for our study, but the arguments behind the choice 
of data collection is, and the way she performed the observation. The difference 
between her observation and ours is that she followed the observed through the whole 
store, listening to the conversations between the parent and the child, with the 
conversation being the focus. We are more interested in the actual behavior of the 
customers, and we only observe them while they are in the bread section of the store. 
The size of the observation is similar to ours, she had a sample size of 30 observations 
but observed 84 people in total, and she conducted the observation over 24 days, while 
we will conduct them over two days. Gram (2010, p. 396) states that there is a risk of 
being out of context when only observing these people in the store, since one cannot 
know what happens before or after the visit to the store. This is, of course, something 
we have also taken into consideration, and something we will try to address when 
conducting the follow-up interviews. 
 
To conclude the study, Gram (2010, p. 399) states that “we need to rethink our reliance 
on methods resting on self-reporting and retrospection where informants are asked 
about their behavior after an event has taken place.” She means that for self-reporting 
to be representative it requires the respondent to remember what happened and to be 
able to account for that in an unbiased way, something that is not always possible. 
Observational studies have limitations, but the strength of it is the objectivity of the 
observer which enables a bigger picture of the behavior without having to comply to 
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social norms or relying on the memory of the participant (Gram, 2010, p. 399). The 
reason why we decided to conduct an observational study is to bridge this gap between 
intended behavior and actual behavior. An observational study enables us, like Gram 
(2010) mentions, to capture the actual behavior of a consumer without having to rely on 
the participant's memory or risking getting a biased picture of the situation. 
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3.4 Summary 
Table 2. Summary of core studies and theories 

Author  Year Context Key Results 

Laurent & Kapferer 1985 Consumer purchase 
process 

The purchase process will look different 
depending on how involved and motivated 
the individual consumer is for different 
products categorized as high or low 
involvement goods. 

Tanner & Raymond 2010 Consumer buying 
behavior 

A low-involvement buying decision can 
also be a routine responsive behavior. 
Something that is bought out of habit and 
you buy it just because it is something that 
you always buy.  

Solomon et al. 2013 Consumer behavior - 
attitudes & 
motivation 

The low-involvement hierarchy: customers 
act upon limited knowledge and form an 
evaluation after consuming the product. 
Marketing stimuli such as packing and 
point-of-purchase displays are crucial. 

Grunet et al. 2013 Sustainable 
consumerism 

Even though the motivation is high for 
consumers to be concerned about 
sustainability, it does not necessarily mean 
that it translates into a buying behavior. 

Lindenberg & Steg  2007 Consumer behavior 
& environmentalism 

People have three main goals; Hedonic, 
Gain and Normative. By goal-framing you 
can understand people's internal motivation 
to process information in certain situations 
and how this affects their behavior.  

Stern 2000 Environmentalism Value-belief-norm (VBN) theory explains 
the behavior behind non-activist 
environmentalism. 

Elkington 1997 Sustainability A sustainable company integrates 
economic, social and environmental 
perspectives in their company according to 
the Triple Bottom Line (TBL) (p. 20). 

Petty & Cacioppo 1986 Changing consumers 
attitudes 

Elaboration likelihood model of persuasion 
(ELM). 

Savitz & Weber 2013 Sustainability How firms can succeed financially by 
integrating the economic, environmental 
and the social bottom line (p. 2). 
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4. PRACTICAL METHOD 
This chapter explains the practical methodology of the study for both the observational 
and qualitative approach. To illustrate the chosen approach, the research process and 
conceptual framework is explained by figures. First, it will be explained how the data 
was prepared and collected, second the analysis method will be presented and lastly 
there will be a discussion of the study from a quality perspective. 
 
4.1 Research process 
Figure 3 below explains the main thought throughout the research process. From the 
research question, we have developed four purposes that we are approaching from two 
perspectives, consumer behavior and sustainable consumption. To answer our research 
question, we aimed to gain both industry and consumer insights, through semi-
structured interviews, observations and follow-up questions. The findings from this 
collection of data were then analyzed with the help of our theoretical framework of 
consumer behavior and sustainable consumption. The actual data collection process and 
purpose of them are further explained under the next section. 

 
Figure 3. Research process  
 
4.2 Conceptual framework  
Our conceptual framework is used as our point of departure in our study and can be seen 
in a figure below. The framework aims to visualize and explain the elements in 
consumers’ behavior for low-involvement products. We focus on the interpersonal 
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attitudes and consumer decision-making process that emerges from held values, beliefs 
and norms. 
 
We have had a good communication with the bread company along the entire process 
and had several meetings where they told us about the freezer project, as well as giving 
us access to studies on tracking consumer behavior. Still, we wanted to conduct a proper 
interview and have this information transcribed and decided to interview an employee 
of the bread company whom is responsible for market innovation. This gave us an 
industry insight to our research and it is the foundation when we look at the triple 
bottom line in our analysis. We also conducted a semi-structured interview with the 
store manager, to gain additional industry insights. From the interview with the bread 
company we evaluated and modified some of the questions we had for the store 
manager. The purpose was to get information about the food waste and customers 
reaction of the proprietary freezer, also from an industry angle. Along with the semi-
structured interviews, we conducted an observational study to observe the customer in 
the actual store environment to see their purchase behavior when choosing bread. This 
was to gain insights from a consumer behavior point of view and to address the gap 
between intention and behavior. To be able to answer our research question, of what 
barrier consumers might have to start buying frozen bread, we observed 90 people and 
conducted short follow-up interviews with 38 of them. This data-collection approach 
gave us a broad view from different perspectives and all steps have been useful in 
answering our research question. 

 
Figure 4. Conceptual framework  
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4.3 Collection of primary data  
4.3.1 Preparations 
Our interviews with the bread company we are commissioning for and the store 
manager where the freezer is placed intends to deepen our knowledge of the respective 
businesses and the industry. The questions for the store manager were first written as a 
draft, based on the theories used. We had the opportunity to meet with an analyst at the 
commissioned company who helped us analyze the questions to make sure we would 
get correct answers and ask no leading questions. The questions for both the store 
manager and the bread company were then adjusted after we had received much 
valuable feedback. In section 4.3.2 below, a table of the themes of the interview 
questions are presented, along with the connection to theory. The full interview guide 
can be found in Appendix 1, both in Swedish and English, but the interviews were all 
held in Swedish. We wanted to investigate their sustainability intentions, if and how 
they incorporated that in their work. Questions regarding food waste and experience of 
trying to influence the behavior of consumers were also included. 
 
To get a sense of how the observation would be conducted, we visited a grocery store in 
Umeå a couple of weeks before the actual observation. The test observation made us 
realize that it would probably be more difficult than either of us had expected because 
we were not able to stand hidden, and thus, the observed would be able to see us. We 
also realized that we would have to look at the observed quite intensely to be able to 
capture and categorize every behavior. This makes it harder to perform a disguised 
observation. Prior to the observation, we categorized different behaviors based on how 
we anticipated consumers would behave. This categorization was somewhat altered 
after the first hour of observation, as we realized that some of the categorized behaviors 
and follow-up questions did not work. Either the customer did not understand what we 
were asking or it did not give us any usable answers. 
 
We conducted a protocol and printed 30 copies with three observations on each sheet, 
giving us 90 observations in total. This layout made it easy for us to categorize quickly 
because we could just circle the category that suited that observation. When it comes to 
the categorization of time, we established before we started observing what included 
spending a short, medium, or long amount of time in the bread aisle, so that both of us 
would agree on what would categorize as a short amount of time. We did, however, not 
time anybody, as we considered that to be too time-consuming and would take focus 
from the other categorizations. 
 
4.3.2 Access and interview procedure 
The interviews with the store manager and the employee of the bread company were 
recorded with two mobile phones, to ensure that no material would be lost and in case 
something would happen to the audio material. Since both interviewees are anonymous 
we will refer to them as the store manager and the market innovation manager because 
that was their respective titles at each company. 
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Table 3. Interview theme and theoretical connection 

Interview theme Question example Theoretical connection 

Current sustainability work Do you work with 
sustainability today? 

Elkington, 1999. 

Sustainability in relation to 
other businesses 

Does your customers 
and/or suppliers raise 
questions regarding 
sustainability? 

Savitz & Weber, 2013. 

Changing consumer 
attitudes and behavior 

Do you try to get your 
customer and/or suppliers 
to change their behavior? 

Petty and Cacioppo, 1986. 

Habits and inertia What do you think the 
barriers are for consumers 
to start buying frozen 
bread? 

Solomon et al., 2013. 

Social responsibility Do you see it as your or 
the store’s responsibility to 
motivate customers to 
make better choices 
regarding health and 
sustainability? 

Elkington, 1999. 

High and low involvement 
and ELM 

Have you noticed any 
difference in changing 
behaviors amongst 
customers regarding high- 
vs. low-involvement 
products? 

Tanner & Raymond, 2010. 
Petty and Cacioppo, 1986. 

Values, beliefs and norms Why do you choose to buy 
your bread frozen? 

Stern, 2000. 

Willingness to change 
habits 

Would you consider buying 
you bread frozen? 

Bamberg & Schmidt, 
2003. 

General environmental 
thinking 

What do you think the 
advantages of buying 
frozen bread are? 

Stern, 2000. 

Environmentalism Do you try to shop 
environmentally 
conscious? 

Stern, 2000. 
Lindenberg & Steg, 2007. 

Sustainable consumerism Is there a bigger chance 
that you will buy you bread 
frozen next time? 

Grunet et al., 2013 
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Interview with the market innovation manager 
During this project, we have met with several different employees at the bread company 
we are commissioning for, all of them involved with the freezer project in one way or 
another. We asked to interview someone at the company to answer questions about the 
project itself, as well as more general questions about their sustainability work among 
other things. We were then directed to the market innovation manager for an interview, 
whom we had not met before. The interview was conducted at the bread company’s 
office in Umeå, on the 4th of April 2017, and the interview lasted for 28 minutes. 
Before the interview, we told her about our thesis, what we had done so far, and what 
the plans were for the future. She also told us about her work and responsibilities as a 
market innovation manager. We stuck to the interview guide at large, but some minor 
follow-up questions or explanations were added. 
 
Interview with the store manager 
The bread company talked to the store manager where we wanted to do the observation, 
as well as the distributor of the frozen bread to that store, to make sure it was possible 
for us to come to the store and do the observations and the interview. We then got 
contact information to the store manager and gave him a call to introduce ourselves and 
inform him of when we would be arriving. When arriving at the store, on Thursday the 
6th of April, we met with the store manager and told him about the setup we had 
planned and we agreed to conduct the interview with him on the next day. We told him 
about our thesis and how we would proceed with the observations and the interview. 
The interview took place at the store, in one of the offices, and lasted for 43 minutes. 
During the interview, he presented up-to-date data on food waste for the store, and after 
we had gone through the interview questions and ended the official interview, we stayed 
and talked to him about various ideas they had for the store in the near future. Besides 
that, the only alteration of the interview guide was shorter follow-up questions and 
explanations.  
 
Follow-up interviews of the observed 
The short follow-up interviews of the observed customers took place directly after the 
person in question had been observed, as the customer was leaving the bread section. 
We approached each customer after they had chosen the bread they wanted, introduced 
ourselves and what we were doing and asked if they were willing to answer a few short 
questions on bread consumption. Depending on what type of bread the consumer had 
chosen, slightly different questions were asked. The interviews were not recorded 
because we did not want to occupy the customers time more than necessary, and we 
made the judgment that the answers would be short enough for notes to be sufficient. 
The follow-up interviews took approximately one minute to complete, apart from a few 
talkative customers. 
 
4.3.3 Sample criteria and sample selection 
For this research, we have collected data from two separate populations, the industry 
where bread is produced and sold, and the consumers of bread. Because of the big 
populations and the limited time for this study, it would be impossible for us to collect 
data from the entire population and achieve census. Due to these factors, we needed to 
select samples. Since our samples have not been statistically chosen at random, we have 
used non-probability sampling. Saunders et al. (2009, p. 233) state that deciding on a 
sufficient sample size for non-probability sampling is hard, and it is highly dependent 
on the research question and objectives of the study. Our sample size of 90 observations 
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was an estimation based on the amount of time we would spend in the grocery store, but 
we left it open to more or fewer observations depending on the kind of data we 
collected. It turned out that the two days we spent in the store gave us 90 observations 
and 38 follow-up interviews, which we considered to be enough to analyze and draw 
conclusions from. The kind of sampling technique used in this case was convenience 
sampling, as it entails selecting the samples easiest obtained for the study (Saunders et 
al., 2009, p. 241). Further, convenience sampling is often prone to bias, as it might not 
be representative of the entire population. However, the purpose of these observations 
was to observe the people in the grocery store in which the freezer was placed, which 
means that convenience sampling is the most viable alternative. When it comes to the 
store manager and bread company employee, we decided that two semi-structured 
interviews would be enough to get the industry’s point of view, since the focus is the 
consumer behavior. 
 
Our sample criteria for the observations was that the observed would have to go through 
the bread aisle as if they were looking to buy bread, it was not enough for them to just 
pass the bread section. When it comes to the store manager, we wanted to interview 
someone who could be representative of the store and the business, and who also were 
involved with the freezer project and knew about the store’s business activities. At the 
bread company, we had similar criteria, we were interested in talking to someone who 
both were involved in the freezer project and knew about the company at large and 
particularly about the sustainability aspects. 
 
4.3.4 Interview respondents 
Because the company we are commissioning for wants to be anonymous, we have 
decided to keep all the respondents anonymous as well, for simplicity reasons and out of 
respect for the company. 
 
Market innovation manager 
The employee we interviewed have worked 10 years at the commissioned company at 
different positions that involves responsibility for domestic and export products, group 
product manager and now as market innovation manager. Her previous experience 
comes from the banking sector and another Swedish grocery producer as well as project 
manager at an advertising agency. Today she is responsible for the commissioned 
company’s market driven innovations. 
 
Store manager 
The store manager has been working at this store for almost ten years but has been in 
this business for much longer. He has previous experience as being the manager for 
another large grocery store in south of Sweden. The store we visited and performed our 
observational study in, opened in 2007 and is bilingual. 
 
4.3.5 Limitations of the data collection 
One limitation of our collection of observations is the fact that the store where we 
collected data was bilingual. This was something we had not given much thought before 
we came to the store and it turned out to be an issue. Many of the people we observed 
and approached for a follow-up interview denied taking part because they did not speak 
Swedish and were not willing or could not speak English. Due to this, the number of 
follow-up interviews for each category of bread they purchased varied in amount and 
was not as evenly distributed as we might have hoped. In the end, we got enough 
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follow-up interviews, so the issue was not shown to be major, even though it hampered 
the observation. Another limitation of the observations was the age of the customers of 
the store. During the interview with the store manager he mentioned that most of the 
customers who visited the store were older. This was something we noticed while doing 
the observations, however, we tried to approach customers of all ages, even though the 
bigger part of the observed were of older age. This could, of course, give a 
misrepresentation of the population, which is a limitation of both the data collection and 
the study itself.  
 
There is also a chance that some of the questions we asked were leading, or angled in 
some way to get the response we wanted. This was not something we did consciously, 
but limitations in our knowledge of how to conduct interviews and ask questions might 
have led to this possibility and it is something that we must consider. We do, however, 
believe that this risk was significantly reduced because of our discussion with the 
analyst at the commissioned company. She has extensive experience with qualitative 
interviewing and analysis and helped us look at the questions objectively and 
reformulate them to avoid leading questions. 
 
4.3.6 Ethical considerations 
Saunders et al. (2009, pp. 183-184) defines ethics in the context of research as “the 
appropriateness of your behavior in relation to the rights of those who become the 
subject of your work, or are affected by it.” Ethical considerations permeate the entire 
process of doing research, and one must ensure that the research and every choice one 
makes is morally defensible, both for oneself and everyone else involved (Saunders et 
al., 2009, p. 184). Saunders et al. (2009, pp.185-186) present some key issues regarding 
ethics that every researcher should consider: 
 

× Privacy of possible and actual participants 
× Voluntary nature of participation and the right to withdraw partially or 

completely from the process 
× Consent and possible deception of participants 
× Maintenance of the confidentiality of data provided by individuals or identifiable 

participants and their anonymity 
× Reactions of participants to the way in which you seek to collect data, including 

embarrassment, stress, discomfort, pain and harm 
× Effects on participants of the way in which you use, analyze and report your 

data, in particular the avoidance of embarrassment, stress, discomfort, pain and 
harm; behavior and objectivity of you as researcher 

 
We have kept these ethical considerations in mind during the whole process of the 
thesis, both for the sake of the people involved and for us as researchers. We have kept 
an open dialogue with the company we are commissioning for, and the ethical 
considerations have been mutual. We have been open with the purpose of the study and 
informed them that the thesis will in the end be available online. We agreed that the 
company will stay anonymous and that we would respect that throughout the entire 
process. This also includes that some of the information and details that are of 
importance for analysis and context have been left out, which might affect the study 
negatively. In both interviews, we have informed the interviewees of the purpose of the 
interview and the study, mentioned that the interview will be recorded for analysis 
purposes, and that the recordings will be deleted as soon as the interviews are 
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transcribed and we no longer need the recordings. We also let the interviewees know 
that they do not have to answer all the questions if they do not want to and that they can, 
at any time, decide not to continue with the interview. The participants have been 
anonymous in such a way that their names are not mentioned and unique information 
about the company they work for is excluded to avoid leaving traces that could reveal 
their identity. Of course, there is always a risk that someone will be able to figure out 
which companies are involved in this study, and use this information. This is a negative 
aspect since it can allow for others to abuse the information. However, we do believe 
that there are bigger positive aspects of this study that can inspire other companies and 
consumers to act more sustainable and gain insights on how to go about doing that, 
which will benefit the society in the end. 
When it comes to the observations, we got permission from the store to perform the 
observations, but to avoid altering the behavior of the observed, we did not inform the 
customers in the store of the observation beforehand. When approaching the observed 
for a follow-up interview, we introduced ourselves and informed them of what we were 
doing and for what purpose. We then asked them if they wanted to answer a few 
questions anonymously and that their answers would be a contribution to the findings in 
our thesis, that would be available online. None of the participants declined after being 
informed of these rights. 
 
4.4 Analysis method 
One set of rules for analyzing qualitative data have not been straightforwardly 
developed today (Bryman & Bell, 2011, p. 571). It can be difficult to orientate and find 
a path in the large amount of data generated from qualitative collection. Researchers 
need to make judgments of what is appropriate in their case and use guidelines from 
different methods (Bryman & Bell, 2011, p. 574). Saunders et al. (2009, p. 490) also lay 
forward that there is no standardized approach to analyzing qualitative data.  
 
Our chosen analysis approach is a template analysis. It is a good fit for this study since 
it includes a combination of different research designs. Template analysis includes 
organizing and analyzing the data according to different themes that reveal themselves 
from the data collected (Cassell & Symon, 2004, p. 256). This analysis method is 
suitable for the data generated from the interviews, as well as to analyze the 
observations and follow-up interviews. It should be noted that this approach will be 
used only as a guideline for our analysis. Template analysis has the advantage of being 
flexible to best serve the study (Cassell & Symon, 2004, p. 257). We want to examine 
different perspectives for our research aim, and template analysis allows for comparison 
and finding relationships between different themes.  
 
Saunders et al. (2009, p. 491) argue that there are different dimensions of qualitative 
analysis. Some are more structured and have a deductive approach. An inductive 
approach includes starting with collecting the data and see what kind of themes to 
continue to follow up on and be critical as you progress (Saunders et al., 2009, p. 490). 
The themes are derived from our theoretical framework, purpose of the study, research 
question and the data collected. Carson et al. (2001, p. 83) also argue that this approach 
is suitable when theory guides the analysis. Critique can be highlighted towards 
replication of the study, another researcher with other objectives would categorize 
different from us and interpret the data in another way (Saunders et al., 2009, pp. 492-
493). 
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During the observations, the data was analyzed simultaneously. The observations were 
pre-categorized based on propositions from our theoretical framework and interviews 
with the industry which makes it possible for us to draw conclusions and analyze our 
observations quantitatively (Saunders et al., 2009, p. 492). The practical approach is to 
cross-reference the different categorized behaviors to be able to draw conclusions and 
see the patterns of different customer behaviors.  
The practical approach to the analysis of the semi-structured interviews is to color code 
the different themes that have emerged from our theory, purposes and data collection. 
We will rely on interpretation of the qualitative interviews which are in line with our 
interpretivist research philosophy (Saunders et al., 2009, pp. 490-491). As a basis for the 
color coding, we used the transcript from the two semi-structured interviews, and the 
notes from the observations and follow-up interviews. 
 
Our themes have been created from the two major areas of this thesis, together with our 
theoretical framework and our four purposes in our conceptual framework. We have 
adopted a hierarchical structure to our themes, beginning with one general theme and 
narrowing down to more specific ones. Some sub-themes are only applicable to the 
industry and some are only applicable to consumers, others might be applicable to both, 
but this will show in the analysis. An overview of the themes can be found in figure 5. 
 

 
Figure 5. Analysis themes. 
 
Empirical findings and analysis limitations 
As mentioned above we are aware of the analysis limitations of our data since we have 
interpreted and categorized it from our objectives and purpose. If another researcher 
would interpret our data with his or her objectives, the analysis would probably look 
different.  
 
Presenting the data from the follow-up interviews in a good and descriptive way turned 
out to be somewhat of a challenge. There are 38 follow-up interviews in total of 
separate customers from the observation, and the challenge lies in presenting which 
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interview that belongs to which specific customers in a clear way. However, we have 
compiled the findings in tables, dividing the answers up depending on who bought what 
type of bread. We have also cross-referenced certain answers. In our analysis chapter, a 
summary from the follow-up interviews are presented that addresses issues and inputs 
that are of interest.  
 
All our interviews with the industry as well as with customers were held in Swedish and 
were later translated into English for the empirical chapter of our thesis. We had 
problems of translating some words and concepts correctly, since there was not always a 
clear translation. Grammar and sentence structure differs between Swedish and English 
and we have interpreted and translated them to our best knowledge. Some industry-
specific words were also difficult to find a correct translation for; hence they are also 
translated to our best knowledge with an added explanation where necessary.  
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5. EMPIRICAL DATA 
This section in our thesis aims to present the results of our qualitative and 
observational study. The first section of this chapter will lay forward the qualitative 
part from the industry point of view. The second part presents the results of the 
observational study with additional follow-up questions from the customers.  
 
5.1 The commissioned company 
Market innovation manager at the commissioned bread company.  
The first questions of our interest regarded if the company works with sustainability 
from an environmental perspective today and if yes, how and in what way. She replied 
that they have four focus areas in their company. First of they want the raw materials to 
be grown in accordance to sustainable farming. It should be based on a “closed loop” 
production, fossil-free, ecosystem-friendly and feed humanity. A lot of people think 
about organic products in terms of sustainability, which is only a small part of it. She 
explains: “We want something more. It is of course about how to grow the crops, but 
also how to feed humanity, and it is not certain that ecological products are the only 
right way to go to feed the entire humanity in the future.” They produce ecological 
bread but it is not their final destination of the sustainability efforts. An open discussion 
is held with their farmers on what can be done to grow in a sustainable way. Together 
they try to come up with ways to create better wheat, which is one of their main 
ingredients. There are however some challenges such as the wheat may not be 
equivalent with the wheat they buy from suppliers today.  
 
The second pillar is sustainability in terms of transportation, they try to have as much as 
possible on railway. She mentioned that they are looking at new ways to work with the 
transportation where railway is not possible. She explained that it has been seen that a 
lot of cargo transports reach north of Sweden and then head back down south again 
empty. It feels unnecessary so they try to use this in the best way and find synergies. 
Third area is the energy consumption, where they have their own wind turbines to 
supply their bakeries. Last is the packaging, packaging is the most important since the 
product is bread, where they are fairly limited to plastic. She says that they discuss 
questions such as “Are there better and worse plastic?” Now, they are trying a plastic 
that is called "I am green", which is a sugarcane-based plastic made of renewable 
materials. The goal is to change all packaging to this plastic as soon as possible. She 
explained that they do things step by step with the products to see how it works and 
evaluate. She explains that they constantly ask themselves questions such as “Are there 
other alternatives when it comes to packaging that we can use in the long term?” 
 
Further in the interview we asked why they incorporate sustainability in their business. 
She explained that the main reason is that “We want to be relevant in the future, and if 
you want that you have to deliver on sustainability efforts. It is a prerequisite for 
customers to choose us at all.” Consumers become more aware about this issue and they 
understand that they have the power to choose what they will spend their money on. Her 
opinion is that companies that do not work with sustainability will not have a chance in 
the future. “You should be able to trust us, and feel instinctively that by choosing us you 
are doing something good, that is a given for us.” 
 
We asked if they have employees with responsibilities that is directly tied to 
sustainability. She answered that in the corporate group one person is the sustainability 
manager. Then, several employees work with sustainability from their own perspective 



39 

and tasks. Everyone tries to incorporate it into their own line of work since it is part of 
their everyday work. Logistics managers try to optimize transports to become less 
environmentally affected. For example, she, who works with innovation, looks at the 
packaging and how they can challenge suppliers and ask questions such as “Can we 
make other packages? It is also about that we must place demands. Not everything has 
a ready packed solution on the other side. Rather, we must say: We want this, can you 
help us get there? It is hard and it is a difficult position.” 
 
We asked if they have any partnerships with other companies regarding sustainability. 
She replied that it is mostly networks with companies that have a clear sustainability 
profile that they talk with and get valuable inputs from businesses even in a different 
industry. Also, because this is such a difficult subject and they need to join forces and 
pursue the same kind of questions. They also work a lot with their suppliers. Because in 
that matter they can state the requirements and can submit requests. “If we take the 
packaging as an example, it is clear that the partner delivers to us.” They are 
constantly trying to challenge their partners, ask questions and get help to continue to 
move forward. They may also move forward through collaborating with universities and 
other industries. It depends from project to project, but she states that “We need to work 
together and we could probably cooperate even more.” 
 
We asked if their suppliers ever demand them to take sustainability actions. She replied 
that they probably do but it is more common that you look from the perspective of your 
own business. “We want to go somewhere and we have to set some demands to get 
there.” She says that you can get an idea somewhere and start to think about it in terms 
of your own line of work. “Can we for example do as Adidas and use plastic from the 
ocean in our packaging? Then you have to go back and see what is possible.” She 
discusses that it may not be possible right now, but soon. It is all about thinking and 
evaluating the ingredients in products. She argues that it is difficult and you can get 
valuable help from others. In their position, they are often the one who can lay forward 
requirements but they get inspiration to do something similar in their business from 
others. Further, we discussed if they try to influence suppliers to change their behavior, 
for example, by setting demands. She replied that they try to explain where they are 
going and try to get the suppliers on the same journey. This is also positive for the 
suppliers, if they have a demand and they suppliers can develop the product, they are 
not the only exclusive buyer of it. It is something that can be refined and sold to a larger 
market. 
 
A challenge she said for suppliers to be able to change their behavior could be that it is 
easy to do what you are good at, and it is hard to do something when you do not know 
what the result will be. She claims that there are many obstacles why this is difficult, 
such as money, it can be expensive, especially if there is no special demand for it except 
this one annoying customer with specific demands for a plastic bag. Lack of production 
capacity could be a problem as well as lack of information of how to do it. She explains 
“[...]So there are quite a few obstacles that you have to conquer, sometimes you have to 
choose what projects to push for, even from our perspective”.  
 
Consumers that buy their products in-store rarely bring up questions with them 
regarding sustainability, they receive a few emails but that is about it. Her opinion is 
that it is not the first thing you think about when you buy bread, if it is sustainable or 
not. She thinks that the general opinion of bread is that it is quite environmentally 
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friendly. She compares this to when people think of the ingredients such as flour, water, 
yeast, grains they do not think it is so unnatural compared to for example meat. Then 
she claims that how the animals have been treated and what it has eaten and so on is of 
focus which could also be because it has been discussed in media a lot. She thinks that 
the business of agriculture is a little further back but that consumers will soon start to 
think more about it. “We know that when consumers choose their bread they choose 
something that they need or something that they are in the mood for at the moment, the 
process of deciding which bread only takes a few seconds”. Then it is challenging for 
them to communicate their major sustainability work in that time. The questions that 
have been brought up in the sustainability matter by customers are more in the 
transportation category she says. Such as why they send bread to south of Sweden, but 
then she says that they can ask the counter question of why companies in the south send 
bread up to the stores in the north part of Sweden. She also says that the awareness 
among consumers have mushroomed, especially in the younger generation.  
 
Next, we went into the topic of food waste, she explained that the bread that is baked is 
distributed to their customers that is both supermarkets and catering facilities such as 
restaurants. Their production technique is that when they cut out the bread, the dough 
that is left, goes back in the production again. The only waste from production is 
therefore production errors for example in the baking part. The bread that is somehow 
faulty is sold to a discount price or sent to farmers to feed pigs. 
 
They want to start to sell frozen bread because it feels like there is a lot of smart 
advantages with the frozen. She says that it is what you do at home when baking buns or 
bread, to preserve freshness and somehow it feels like consumers today have forgotten 
that, she argues. It is also part of their production method and now they can offer an 
unbroken freeze chain so that the customer gets the best quality. She argues that there 
are advantages, partly from a sustainability perspective, but also because they know that 
people throw away bread that has gotten dry and boring. It is smart from many 
perspectives she says. Further she discusses that even for the stores that could have 
some inventory, there will be no waste and it will last for 12 months when it is frozen. 
She thinks that the big challenge is that people do not look for bread in the freezers 
today, and there is an opportunity to make the freezer more attractive. They are talking a 
lot with their customers today who also say we must try to use the freezer in greater 
extent. She argues that looking at vegetables for example, she thinks that preserving it in 
the freezer will look different in the future. 
 
She points out that “The big challenge is to even think that you can buy frozen bread 
and not see anything strange about it.” To buy frozen or fresh bread do not have to be 
either or, it can be both. People can buy a baguette that they want for the weekend or 
with the soup, but you always have a basic bread in the freezer. She thinks that mindset 
is the hardest. Further she discusses that a challenge is how the stores are designed, the 
freezers are usually along the back of the stores and are quite boring. She says that the 
store managers are working hard on it and there are better and worse examples. She asks 
herself “But how can you then create a positive shopping environment around buying 
frozen products?” It is a challenge, but she thinks that an advantage is that many stores 
have new built bakeries in them so that consumer get a desire to buy bread when they 
feel the smell of freshly baked bread. Her suggestion is to keep the frozen bread in 
addition to the fresh and not separate them, can make it easier. She argues that it is 
probably a challenge to learn and especially hard to teach consumers. She thinks most 
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people understand that freshly baked bread from bakeries lasts between 1-2 days and if 
you have not eaten it by then, you will throw it away. She says “[...] then we see this 
zero-waste movement of consumers and that you can influence how much you waste 
yourself, so to keep groceries in the freezer will be closer to hand in the future.” 
 
5.2 The store manager 
We began the interview with asking if they work with sustainability today, and how. He 
explained that they do, as far as they can, but they are still tied to the corporate group of 
the store and their arrangements. When it comes to external suppliers, they try to work 
with local producers as far as possible. He says that the sustainability work is occurring 
more sporadically now, with no employees assigned specifically to sustainability work, 
but that the locally produced part is especially important for him. He believes that it is 
easier for them to sell products that are produced in the nearer area than products that 
needs to be transported from far away. He explains that there can be some issues with 
minor local producers as well. He would love to bring in, for example, a small producer 
of crisp bread about 70 kilometers from the store. “[...] I think that is great, I would love 
to take them in directly, and maybe let them stand in the store to demonstrate and sell 
the bread.” The problem is that the producer must be a certified supplier and apply for 
permission and licenses, which of course comes with costs. 
  
When asked if their customers ever raise questions regarding sustainability and the 
environment, he said no. He says the market in the north of Sweden is very different 
from the south. He says “[...] ecological products are very hyped and trendy right now, 
with a healthy lifestyle and all, we do not sell much ecological products, but down south 
the market is explosive.” We also asked if the purchase patterns have changed, in terms 
of what people buy. The store manager says it has changed, and that customers are in 
general more health oriented today compared to in the past. But he explains that this is 
more visible in bigger cities, and he hopes the trend will spread to Northern Sweden as 
well as the smaller cities. 
  
On the topic of consumer behavior, he was asked whether the store sees it as their 
responsibility to help the customers make better choices about health and sustainability. 
He says that “I think the store has a responsibility in making sure sustainable options 
are available and to work according to a sustainability plan, but then it is up to the 
customers to choose or want to participate.” He goes on to explain that they do not 
actively try to change the behavior of their consumers, but that they can highlight 
certain locally produced items. In the end, the most central activity is to ensure that the 
customers have options. He points out that this town is quite small, and many of the 
customers are of an older generation. It is not easy to change the behavior of that 
consumer group, they know what they want and are very set in their ways. From the 
consumer’s point of view, the challenge is to change one’s routines and dare to try 
something new, to accomplish change. 
  
When it comes to food waste, he describes that a large part of the products that are not 
sold goes to waste disposal, the sanitation comes three times a week to collect waste 
from the store. He also says that they have people who comes to collect bread to feed 
cattle and wildlife. All the bread suppliers have their own waste, and some of the 
suppliers takes the waste with them and are responsible for what happens to it. It is up to 
every store to negotiate the terms with every bread supplier. When it comes to the 
store’s own bakery, he says that they try to reduce the waste there as far as possible, by 
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making, for example, garlic bread out of the bread that are getting close to expiring. He 
shows us data of the store’s food waste on his computer for the current week. He 
explains that they have had a high level of food waste since October 2016 until 
February 2017, where they have had a food waste of around 40 000 SEK per week. 
During the last weeks in March they have reduced the waste to around 30 000 SEK per 
week, which he argues is an acceptable level. He says it sounds like a lot, but 
emphasizes that there should be food waste, otherwise you have not taken in enough 
goods. He elaborates, “Fruits and vegetables, for example, is an area where there 
should be food waste, otherwise it is strange. [...] There is a recommended percentage 
value of food waste, depending on the turnover that week.” When asked if there are 
certain product categories that are wasted more often, he replied that bakery, fruits and 
vegetables, meat, fish, flowers and the salad bar are more prone to be wasted. He also 
says that an expired date is in most cases the reason for the waste, if the expiry date has 
passed, they cannot sell the product. They can, however, try to sell products cheaper 
when the expiry date is close, which is something the store does as often as they can. If 
they do not have time to change the prices before the products expire, they will have to 
accept that the food will be wasted, he explains. 
  
Next up we asked about their suppliers and how they work with them. He says that the 
corporate group controls almost everything, “but then you also look at the ones on the 
market, who the biggest bread suppliers are and who you want agreements with.” He 
explains that they have a lot of local suppliers and that they have a good collaboration 
with their suppliers. When it comes to the assortment, he says the corporate group have 
a recommended range of products that every store should have, and a basic range of 
products that you can choose if you want to bring into the store, depending on your 
knowledge of what sells and not. 
 
Regarding this freezer project, he says that he did not want the freezer implemented in 
the first place, because he knew it wouldn’t sell. He explains “you know your market, 
but at the same time I really encourage new ideas, [...] we try, if it does not work, then 
we know that, otherwise you will never know if a product will sell if you do not try it.” 
We asked him about the reactions on the freezer, he mentioned earlier that they have not 
been selling much of the frozen bread at all, something that also showed during the 
observation. He says that neither the customers or the staff has said anything special, 
and they do not often have to refill the freezer, because of the low sale. 
  
After the official interview is over, we start talking about sustainability in general. He 
says it is a difficult thing. Especially for a grocery store, because there is going to be 
food waste. With fruits and vegetables, for example, people do not want any damage on 
the products that they buy, so they will have to throw away fruits and vegetables that are 
damaged in some way. He explains that there have been customers that have asked to 
buy second class fruits for less money. But the question is then, what would happen to 
the “first class” fruit? He says “I understand that customers want to buy a cheaper 
option, but one of the two will suffer. I do not think it will reduce the food wastage, it 
will probably rather increase.” He also explains that in the northern part of Sweden, 
fruits and vegetables are not a big part of what is being sold. On average, it represents 
around 8 percent on weekdays and a bit lower on weekends, while in Stockholm, for 
example, it is the most important department that represents around 14-15 percent. The 
store manager also says that they have been trying something new with fruit and 
children. At many stores in Sweden it is common to have a box of single bananas, that 
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have gotten a little brown, with a sign that says that every child can have a banana for 
free. He says they do not want to give the kids brown bananas, they want to give them 
fresh fruit. So, they implemented something they call a “snack bag”, where the children 
who visit the store can grab a bag for free with two fresh fruits in it. One of the reasons 
they implemented this is because children do not get fruit at school anymore, and they 
are not allowed to bring fruit to school anymore, because not all families can afford to 
buy their children fruit. So, he argues that if the kids do not get fruit at school, they can 
get it at the store. He adds “I think this can promote healthy thinking. Come to us, 
because here the kids can get a free bag of fruit, it does not cost them anything and the 
fruit is fresh.” He also says the store is trying a new type of packaging for meat. Instead 
of the traditional plastic packaging with a plastic film wrapped around it and a specific 
type of food gas, they are introducing vacuum packaging. He says it doubles the 
durability and at the same time it tenderizes the meat, without changing the price.  
 
5.3 Observations 
The observations were conducted over two days, from morning to afternoon, to include 
different types of customers who would visit the store. We used a protocol with pre-
categorized behaviors, to facilitate the data collection. In that way, we could circle the 
behavior that a customer had. One of the behaviors we were looking for was whether 
the customer felt or squeezed the bread before purchasing it. It was not enough for the 
customer to simply pick up the bread and look at it, we specifically looked for a 
behavior that indicated that the observed would want to feel the softness of the bread, 
perhaps compared to other bread types in the same shelf. This type of behavior 
indicated whether the customer was looking to buy the bread he or she perceived as the 
freshest. Another behavior we looked for was whether the customer seemed to consider 
other options, bread of different types and brands, or not. For the observed to have this 
behavior, he or she would have to walk around the bread aisle, carefully looking at 
different types of bread, and perhaps picking up and looking closer at some alternatives, 
noticing advertisements or campaigns, etc. This type of behavior was pre-categorized as 
indicating a variety-seeking behavior, where the customer was open to the different 
alternatives the store offered and decide on what he or she wanted that day. We also 
took notice of whether the customers seemed to notice the freezer or not. This was hard 
to see sometimes if the observed were standing with their backs towards us, but we 
circled this behavior if we could see that the customers were looking at the freezer and 
noticing it, and not just gazing over it. We also took notice of what type of bread the 
observed bought, and the first category was the frozen bread, which we call Bread F. 
The second category was the regular defrosted bread from the commissioned company, 
which we call Bread D, which includes all types of bread from that brand. The third 
category is all other packaged bread, which we call Bread O. The other packaged bread 
included all other brands, but excluded the freshly baked bread from the store’s own 
bakery, crisp bread, and food bread such as hot dog and hamburger buns since we do 
not think of this type of bread as substitutes. We categorized this to be able to see 
possible patterns and draw conclusions about attitudes towards frozen bread.  
 
Time was also something we looked at, but like mentioned earlier, we did not time 
anyone, but simply estimated how long time they spent in the bread section of the store. 
We categorized the different times as short, medium and long time, which is quite 
diffuse. Roughly estimated a short time was less than a minute, medium time 1-3 
minutes and a long time over 3 minutes. We did this to find behaviors that indicated 
habitual buying and variety-seeking behavior. A relatively short time would indicate 
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habitual buying or perhaps shopping according to a list, where the type of bread the 
customer would buy was already decided beforehand. At first, we tried taking notice of 
whether the customer had a shopping list or not, but excluded that after the first test-run 
because no one had a physical shopping list. Some customers were looking at their 
phones while shopping but since we could not assume they had a shopping list on it and 
exclude the possibility of them looking at something else on their phones, we decided 
not to take notice about shopping lists. 
 
We collected a total number of 90 observations during our two days in the store and can 
conclude that 69 of those felt or squeezed the bread before buying and 54 participants 
considered other options. Out of the 90 observations, 20 looked at, and noticed, the 
freezer and only seven bought Bread F. 44 people bought Bread D and 43 bought Bread 
O, and four customers bought both Bread D and Bread O. When we compiled the data, 
we entered the numbers into a table and cross-referenced them to be able to draw 
conclusions and find possible patterns. 
 
Table 4. Cross-reference of observations 

 
Bread F = frozen, Bread D = defrosted commissioned company bread, Bread O = other 
packaged bread. 
 
We also made some overall reflections of the observation, outside the protocol. From 
that we could see that many of the observed tended to look at dates of the bread, and 
reached for the bread in the back of the shelf to pick the one that was baked most 
recently. We also could not see that people were looking at prices all that much, of 
course, this is hard for us to say for certain, since we did not stand close enough to see 
where they were looking at all times, but their behavior indicated that prices were not 
their biggest concern. The bread brand of the commissioned company had a strong 
presence in the store, and good positioning, and many of the observed looked at, or 
purchased their brand. Another thing we noticed was when people who bought Bread D 
reached for the back of the shelf to find the freshest bread, they realized that some were 
not fully defrosted, this made many of them choose another one that was. 
 
5.4 Follow-up interviews  
The follow-up interview questions consisted of four questions in total, and the first 
question was altered depending on what type of bread the customer chose. If the 
customer bought Bread F, we asked why they chose to buy their bread frozen. Two of 
them answered that they freeze it when they come home anyway, and others answered 
that it is more fresh and they have a long way to the store, so it is good if it is frozen 
(see table 5 below).  
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Table 5. Question 1A. 

Q1A:	Why	do	you	choose	to	
buy	your	bread	frozen?	 		 Bread	F	 Bread	U	 Bread	O	

Total	number	of	respondents:	 5	 5	 -	 -	
I	freeze	it	when	I	come	home	 2	 2	 -	 -	
I	have	a	long	way	to	the	store	 1	 1	 -	 		
It's	more	fresh	 1	 1	 -	 -	
So	it	lasts	until	I	get	home	 1	 1	 -	 -	

 
The ones that did not buy frozen bread were asked if they would consider buying their 
bread frozen. In total, 17 people answered yes, 13 of them had bought Bread D, four of 
them had bought Bread O. 16 people answered no, ten of them had bought Bread D and 
six of them had bought Bread O. The reasons for why they did not want to buy their 
bread frozen varied, but some of the reasons was because they were going to eat it 
directly, they think it tastes better fresh, they want to feel the smell, or because they did 
not want to refreeze it (see table 6). 
 
Table 6. Question 1B. 

Q1B:	Would	you	consider	
buying	your	bread	frozen?	 		 Bread	F	 Bread	U	 Bread	O	

Total	number	of	respondents:	 33	 -	 23	 10	
Yes	 12	 -	 10	 2	
Yes,	if	I'm	not	eating	it	directly	 1	 -	 1	 		
Yes,	I	freeze	it	when	I	get	home	 3	 -	 2	 1	
Yes,	maybe,	but	I	prefer	it	fresh	 1	 -	 		 1	
Total	yes	 17	 		 		 		
No	 6	 -	 3	 3	
No,	or	maybe	sometimes	 1	 -	 		 1	
No,	I	don't	want	it	to	defrost	on	
the	way	home,	when	I	put	it	in	
the	freezer	

1	 -	 1	 		

No,	I	want	it	fresh	and	I	don't	
want	it	to	defrost	on	the	way	
home	

1	 -	 1	 		

No,	I	eat	it	directly	 1	 -	 1	 		
No,	it	tastes	better	fresh	 2	 -	 1	 1	
No,	I	want	it	fresh	so	I	can	smell	
it	 1	 -	 1	 		

No,	only	if	it	was	the	only	option	 1	 -	 1	 		
No,	I	don't	want	to	refreeze	it	 		 -	 		 		
No,	it	defrosts	on	the	way	home	
and	I	don't	want	to	refreeze	it	 1	 -	 1	 		

No,	but	I	put	it	in	the	freezer	
when	I	get	home	 1	 -	 		 1	

Total	no	 16	 		 		 		
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All the respondents were asked what they think the advantages of buying frozen bread 
are. All the respondents answered, and some of them gave more than one answer, which 
is why the total number of responses are 42. 14 respondents answered that the bread 
lasts longer when frozen, this was the advantage most of the respondents was aware of. 
Ten respondents said they didn’t know, or was not aware of any advantages of frozen 
bread. Five respondents said it is more fresh and five said there are no advantages at all. 
One person’s response to the question of advantages said that it lasts longer but all the 
healthy ingredients disappear when the bread is frozen. 
 
Table 7. Question 2. 
Q2:	What	do	you	think	the	
advantages	of	buying	frozen	
bread	are?	

		 Bread	F	 Bread	U	 Bread	O	

Total	number	of	answers:	 42	 5	 26	 11	
It	lasts	longer	 14	 3	 8	 3	
It's	more	fresh	 5	 1	 3	 1	
Don't	have	to	refreeze	 2	 1	 		 1	
Don't	know	 10	 		 7	 3	
None	 5	 		 4	 1	
The	bread	keeps	its	shape	 1	 		 1	 		
The	healthy	ingredients	
disappear	when	frozen	(con)	 1	 		 1	 		

It's	cheaper	 1	 		 1	 		
It's	better	 1	 		 1	 		
You	never	run	out	of	bread	 1	 		 		 1	
Good	for	the	store,	don't	have	to	
throw	it	away	 1	 		 		 1	

 
We also asked the customers if they try to be conscious about environmental aspects 
when they choose products. This question is wide and it is to some extent up to the 
respondent to interpret the question. However, the aim of the question was to see 
whether environmental aspect seemed important for the customer, and if that was 
something that reflected their choice of bread. 14 respondents said yes, but did not 
specify in which way, and nine said no, also without motivation. None of the ones who 
bought frozen bread said no, and one said they did if their economy allows it. Otherwise 
the answers were also quite vague, with answers such as sometimes, partially and most 
of the time. With a question like this it is of course a risk that the customer will not 
answer completely truthfully, if they perceive themselves as more environmentally 
conscious than they are.  
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Table 8. Question 3. 

Q3:	Do	you	try	to	shop	
environmentally	conscious?	 		 Bread	F	 Bread	U	 Bread	O	

Total	number	of	respondents:	 38	 5	 23	 10	
Yes	 14	 2	 7	 5	
No	 9	 		 7	 2	
Sometimes	 8	 1	 5	 2	
As	far	as	I	can	 2	 1	 1	 		
Partially	 2	 1	 		 1	
Most	of	the	time	 1	 		 1	 		
No	answer	 1	 		 1	 		
If	my	economy	allows	it	 1	 		 1	 		

 
After asking the questions above, we told each customer that frozen bread could ease 
environmental impacts because it reduces food waste and do not require transportation 
as often as bread that is not frozen, among other things. We also told them that the bread 
company we are commissioning for states that it is more fresh for the customers when it 
is frozen directly after baking and it lasts longer. We then followed with asking them 
whether this information would make it more likely for them to purchase frozen bread 
next time they are at the store. 29 out of the 38 respondents said yes and four said no. 
Most of the time with arguments such as they want it fresh, claiming that frozen bread is 
not fresh, and that they think it gets dry once it has been frozen. 
 
Table 9. Question 4. 
Q4:	Is	there	a	bigger	chance	
that	you	will	buy	your	bread	
frozen	next	time?	

		 Bread	F	 Bread	U	 Bread	O	

Total	number	of	respondents:	 38	 5	 23	 10	
Yes	 28	 5	 17	 6	
Maybe	 3	 		 1	 2	
Depends	on	the	purpose	of	the	
purchase	 1	 		 1	 		

No	I	want	it	fresh	 2	 		 1	 1	
I	can	try,	but	the	taste	is	most	
important	 1	 		 1	 		

Don't	know	 1	 		 1	 		
No,	it's	not	fresh	 1	 		 1	 		
No,	I	prefer	it	fresh,	I	think	it	gets	
dry	once	it	has	been	frozen	 1	 		 		 1	

 
The answers between question 1A and 1B were then cross-referenced to see how many 
respondents answered yes to the question whether they could consider buying their 
bread frozen. The ones that had chosen frozen bread could obviously consider it, so the 
first question is automatically a yes for them. 22 people in total answered yes at first and 
after being informed of the environmental benefits, they said it is a bigger chance that 



48 

they will buy their bread frozen the next time. Nine respondents had said no first, but 
changed their minds after realizing the benefits. Four respondents answered no to both 
questions and three people said it depended on the purpose, I do not know, or maybe. 
 
Table 10. Cross-reference Q1A/B and Q4 
Cross-reference	between	
answer	from	Q1A/Q1B	and	
Q4	

		 Bread	F	 Bread	U	 Bread	O	

Total	number	of	respondents:	 38	 5	 23	 10	
Yes	and	yes	 22	 5	 13	 4	
No	and	yes	 9	 -	 6	 3	
No	and	no	 4	 -	 2	 2	
Other	(purpose,	don't	know	
and	maybe)	 3	 -	 2	 1	
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6. ANALYSIS AND DISCUSSION 
In this chapter, we will tie our findings to our four purposes and analyze and discuss 
with the help of our theoretical framework. First, we conduct the analysis from the 
industry point of view and their involvement in this subject which makes purpose one 
and two most relevant. Later the analysis addresses the customer's perspective, from 
purpose two and three, to find out what the barriers of starting to buy frozen bread are. 
The last part discusses what the industry can do to influence customers to overcome 
these barriers. 
 
6.1 Purpose 1 
Identify motives to work with sustainability from an industry point of view 
To explore why the industry side works with sustainability we analyze the empirical 
findings with the help of Elkington’s Triple Bottom Line theory (Elkington, 1999, p. 
397). We also consider other motives to operate in a sustainable way, as well as possible 
barriers that might hinder companies to act sustainably.  
 
The economic bottom line 
The first bottom line in Elkingtons framework is the economic, which concerns the 
company’s financial resources, such as profits, market share, and revenues, among other 
things (Belz & Peattie, 2012, p. 129). When it comes to the industry, it is obvious that 
both the commissioned company and the grocery store realizes that they must be 
sustainable to be successful. The interviewee from the commissioned company states 
that “We want to be relevant in the future, and if you want that you have to deliver on 
sustainability efforts. It is a prerequisite for customers to choose us at all.” She does not 
talk much about pure economic reasons for acting sustainably, she rather implies that it 
is the right thing to do to even exist in the future. This argument is supported by Kataria 
et al. (2013, p. 46), who claims that as customers and other businesses become more and 
more aware of sustainability issues companies need to act accordingly, otherwise they 
will not succeed in the future. The commissioned company seemed to have realized that 
being sustainable is common sense, something that Savitz and Weber (2013, p. 44) also 
highlights.  
 
The store manager expresses more economical concerns for acting sustainably. On one 
hand, the store has economic incentives to act sustainably by reducing food waste. By 
lowering the price of products that are about to expire, they can sell these products 
instead of wasting them. On the other hand, the store might exclude more sustainable 
products that has proven not to sell. Both these actions are based on resource efficiency, 
which is the foundation of sustainability (Shafiee-Jood & Cai, 2016, p. 8433). 
Aschemann-Witzel et al. (2015, p. 6467) highlights the incentivizing of selling 
suboptimal food to decrease food waste, such as selling flawed or nearly expired 
products at a lower price. 
 
The environmental bottom line 
The second bottom line regards the environmental resources, how companies use them 
and how using them affects the rest of the world, from people to ecosystems (Elkington, 
1999, p. 79). Our empirical findings show that both companies from the industry side is 
taking the environmental bottom line into account, but in slightly different ways. The 
interviewee from the commissioned company talks a lot about hands-on actions the 
company takes for the sake of the environment. They make efforts in optimizing 
transportation, they use their own wind power to supply their factories with electricity, 
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they negotiate with farmers and collaborate with those growing their crops in a 
sustainable way and they are exploring new types of packaging to reduce the use of 
plastic. She also explains that they talk regularly with farmers and visits farms where 
their crops are grown to make sure they are grown in a sustainable way. Accounting for 
the environmental bottom line includes actions like this, seeing where the raw material 
comes from and how every step of the supply chain affects the environment and society 
(Elkington, 1999, p. 79).  
 
Food waste is, of course, a part of the environmental bottom line, but it also goes hand 
in hand with the economic. During the interview with the store manager, we discussed 
food waste to a great extent. We discussed the challenges with food waste in a store, and 
he explained that the store should have a certain level of food waste. If the level of 
waste is too low, it means that they have not taken in enough products to be able to offer 
the range of products they want. If the food waste is too high, they might have 
overestimated the number of products taken in. Both scenarios are non-beneficial 
financially and for the business in general, therefore, the challenge lies in trying to stay 
at a “normal” level of food waste. Reducing the waste is a big step towards dealing with 
environmental problems. Food that ends up being wasted is an inefficient use of 
resources and there are many environmental impacts that have been made in vain when 
wasting food (Shafiee-Jood & Cai, 2016, p. 8433). The store takes actions in trying to 
reduce the food wastage, and in almost all cases, the wastage is due to the expiration 
date. If they, for example, have freshly baked bread that is about to expire, they can 
make garlic bread out if it, or if they have chocolate bars expiring, they can sell them at 
a discounted price. They are also about to introduce a special vacuum packaging for 
meat, and remove the traditional plastic packaging, which will reduce the amount of 
plastic used and double the durability of the meat. This is a solution that will most likely 
reduce the amount of food waste on meat products, a product category often subject to 
waste. Silvenius et al. (2014) emphasizes the importance of packaging by arguing that 
the right type of packaging, that contributes to reducing food waste, can improve the 
sustainability along the entire supply chain. Aschemann-Witzel et al. (2015, p. 6467) 
also suggests innovative packaging to reduce food waste by increasing the shelf-life of a 
product. 
 
The discussions of sustainability with the store manager was, like mentioned, focused a 
lot on food waste and how the store by itself handles sustainability issues. The store is 
to some extent controlled by the corporate group, but the store manager owns and 
operates his own store and can thereby meet local needs. The corporate group has 
certain sustainability goals, among others to become climate neutral by 2020 and being 
part of the UN Global Compact. Further, they are taking responsibility for the entire 
supply chain by helping their suppliers becoming more sustainable and they sponsor 
social activities and sports (company’s publicly available information). 
 
The social bottom line 
The last bottom line revolves around the social world and includes big issues such as 
human rights, ethics, and education but also caring for your employees and benefiting 
the society (Elkington, 1999, p. 88). The representative from the commissioned 
company explains that when many of their customers think of sustainability, they 
automatically think of ecological products. For the company, that is only a small part. 
She says that “We want something more. It is of course about how to grow the crops, 
but also how to feed humanity, and it is not certain that ecological products are the only 



51 

right way to go to feed the entire humanity in the future.” This shows that they consider 
the bigger social aspect, and care about what their customers eat. They do not only care 
about selling bread to make a profit. The aim is to produce quality food for everyone 
without burdening farmers, the environment or the people. In previous communication 
with others from the company, it showed that the company really cared about their 
employees. They have realized that for the employees to be happy and healthy, things 
such as family and time off is important, and employees should not have to choose 
between family and a career. Elkington (1999, p. 85) also discusses trust and the ability 
to work together for a common goal as a foundation of sustainability. He highlights the 
importance of this at every level of the society, from families to big institutions, and is 
also important between companies and their external stakeholders. The interviewee 
from the commissioned company says that “You should be able to trust us, and feel 
instinctively that by choosing us you are doing something good, that is a given for us.” 
Achieving this trust and dependability means that doing business costs less, as it is more 
likely to lead to innovations and the emergence of new social relationships (Elkington, 
1999, p. 85). 
 
When talking about sustainability, the store manager emphasized locally produced 
goods, something that was very important to him and the store. He explained that 
locally produced products sell better than products imported or transported from far 
away. He also wants to promote and lift smaller companies, for the benefit of the 
society. Benefiting the society gives economic benefits for the company, since it can 
increase the brand perception and create new relationships with stakeholders (Savitz & 
Weber, 2013, p. 48). He mentions an example of a small producer of crisp bread, about 
70 kilometers from the store and says “[...] I think that is great, I would love to take 
them in directly, and maybe let them stand in the store to demonstrate and sell the 
bread.” The store has a great responsibility, to make sure that the company follows a 
sustainability plan and offers sustainable options for customers. The store manager also 
talked about the children in his city. They have been sponsoring schools and 
implemented the snack bag to provide the children with fresh fruit. Even if actions like 
these might not contribute to reducing poverty in the world, or increasing education, it 
does a lot for the city and society in which the store is operating. 
 
Taking all these bottom lines into account and being able to combine financial interests 
with interests of the society creates a win-win situation that Savitz and Weber (2013, p. 
33) calls the “sustainability sweet spot.” From our empirical findings, it is evident that 
the commissioned company are not acting sustainably to gain more customers, or for 
other economic reasons, but rather for the purpose of the greater good. They seem to 
have found the sustainability sweet spot, and have come a long way in integrating 
sustainability into every aspect of the business. Their main motivation for acting 
sustainably is the realization that it is a prerequisite for existing in the future, and that it 
comes with desirable benefits that are not available for unsustainable companies. 
 
The grocery store seems more focused on the local sustainability activities, which 
makes sense since they are tied to the corporate group, but still detached to be able to 
meet local needs. The corporate group shows signs of taking all three bottom lines into 
account. However, since the focus of the interview was on the store itself, not the 
corporate group, we will not analyze the corporate group further. The store gets 
sustainability directives from the corporate group that they follow, but when it comes to 
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what the store can do by themselves, the store manager emphasizes collaboration with 
external suppliers to do what they can to benefit the society and the environment. 
 
Barriers for acting sustainably 
The industry faces challenges and barriers when trying to act sustainably. Elkington 
(1999, p. 73) argues that the world is dynamic due to various reasons, which implies 
that businesses must be aware of the external world and take several aspects into 
account. The store manager revealed that it is problematic for them to disregard the 
centralized regulations in their business in some cases, especially when it comes to 
paying attention to local producers. Becoming an approved supplier involves costs, 
which can create problems for small local producers that makes it impossible for them 
to collaborate. This is something that the interviewee from the commissioned company 
also highlights, it is difficult to find the right suppliers and collaborations to be able to 
fully reach your sustainability goals. The development and knowledge within the 
industry might not have reached the same levels with other companies. Even though it 
might be challenging, finding new ways forward with different actors is essential. Savitz 
and Weber (2006, p. 28) implies that you should choose your network wisely, if you 
have a large network of suppliers your responsibility increases since they act on your 
behalf. The representative from the commissioned company believes that networking to 
exchange experiences and knowledge is important because sustainability is a difficult 
topic and no one has all the answers alone.  
 
Regarding the use of natural resources, companies need to consider how and what they 
affect with their operations (Elkington, 1999, p. 78). Barriers that the commissioned 
company highlights are the extensive use of plastic in their product distribution. This 
might be difficult to completely step aside from when it comes to food products, 
especially when they freeze the bread. They ask themselves questions such as “Are 
there other alternatives when it comes to packaging that we can use in the long term?” 
The grocery store stated that it is prioritized from the centralized operations to explore 
new alternatives regarding packaging as well. Like mentioned earlier, they are 
launching a new type of vacuum packages that allows for significantly longer durability 
for meat products. In terms of other barriers, he further elaborated on the costs for 
holding storage for the frozen bread. He claims that it is not financially beneficial to 
have inventory and that it is better from a financial perspective to storage the products 
as they are transported. 
 
6.2 Purpose 2 
Identify barriers for acting pro-environmentally when consuming low-involvement 
products 
 
From the industry’s point of view 
A barrier that the representative from the commissioned company speculated upon was 
that people seem to have preconceptions towards sustainability in two aspects. One 
being that sustainability automatically translates to ecological products and the second 
one being that ecological products are a more expensive alternative. Lindenberg and 
Steg (2007, p. 130) also argue that people seem to have similar associations that pro-
environmental products correlates with higher costs and inconvenience.  
 
The interviewee from the bread company says that it is difficult to communicate the 
dimension of their sustainability work in the short time that customers choose what 
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bread to buy. She also brought up the mindset of consumers and that it is difficult to 
teach them new ways of doing things. She says that “the big challenge is to even think 
that you can buy frozen bread and not see anything strange about it”. Since buying 
frozen bread is not common today, consumers have not formed fully comprehensive 
attitudes towards it yet. As described by Solomon et al. (2013, pp. 292-293) attitudes are 
a lasting general evaluation of objects, issues, people and experiences. Attitudes exist 
because they serve a function to deal with similar information again. Considering that 
bread is a low-involvement product, customers would act upon limited knowledge and 
form an evaluation that would reinforce the attitude they hold to the object only after 
they consumed it (Solomon et al., 2013, p. 296). This is challenging for the bread 
company since it is difficult to get consumers to even try it initially. The store manager 
also expressed his concern about changing customer's behavior, he said that he sees 
tendencies for people to buy habitually. Habits are part of our lifestyles and become the 
main barrier to taking other alternatives into account (Bamberg & Schmidt, 2003, p. 
270). The behavior is based on limited information that you have previously gathered 
and you do not give it enough thought to consider buying something else – you buy it 
just because it is something that you always buy (Tanner & Raymond, 2010, pp. 95-96). 
 
Habitual buying behavior 
With the data collection from the observations, we observed 90 people and 69 of them 
felt or squeezed the bread before buying it. This could indicate that consumers are 
concerned with whether the bread is fresh or not. Many of the observed were looking at, 
and comparing best-before dates and reaching for the bread at the back of the shelf, to 
find the one baked most recently. This type of behavior is in line with theories about 
habitual behavior, since it is something that we have learned to do over time when 
choosing bread. Only four of the people who felt the bread purchased frozen bread. The 
fact that people have a habit of feeling the bread to make sure they get the most recently 
baked bread poses as a barrier for the commissioned company to overcome. Because the 
bread is frozen, there is no way of determining the freshness from squeezing it. This is 
strengthened by Aschemann-Witzel et al. (2015, p. 6466) who claims that consumer 
perception and habits are the source of what people expect in a grocery store. They 
argue that consumers are concerned with how the products looks and if it is faulty or 
not, as well as they tend to expect products to have high levels of freshness. Further we 
can see indications of habitual behavior when evidently 34 people of 90 observed spent 
what we classified as short time and only 12 out of these 34 considered other 
alternatives. Meaning that 22 people out of 34 chose to buy the first bread they 
considered and therefore acts upon limited knowledge and has little motivation to search 
for alternatives (Solomon et al. 2013, p. 296). 
 
Variety-seeking buying behavior 
54 of 90 observed customers were considering other options when shopping for bread, 
most these had a time frame as we classified as medium. This indicates a variety-
seeking behavior and we know that consumers engage in brand switching behavior 
when it comes to low-involvement products according to Solomon et al. (2013, p. 346). 
Further Wilkinson and Brunstrom (2016, p. 221) elaborates on a concept called sensory-
specific satiety. For groceries, the satisfaction of the last consumed product is lower 
compared to the pleasantness of the food that we have not yet consumed. This provides 
an understanding of consumers and brand switching in terms of buying groceries. As we 
previously presented, consumer tracking methods show that consumers are not brand 
loyal when choosing bread (Commissioned company, personal communication, 
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February 9, 2017). A variety-seeking buying behavior can have a positive impact when 
it comes to frozen bread, as it indicates that consumers might be willing to break their 
habits and try frozen bread. However, it is also a barrier in that sense that once 
somebody has tried frozen bread, they might not stick to buying it, due to a variety-
seeking behavior. 
 
Lack of knowledge and inertia 
Many respondents answered no when asked if they would consider buying their bread 
frozen. An interesting aspect is that many of these people put the bread in the freezer 
when they came home from the store, independent of what brand they chose. Some also 
claimed that they do not want to refreeze the bread or that it tastes better fresh. When 
asked about what they thought were the advantages of frozen bread, many answered that 
a positive thing is that it lasts longer. Many people also answered that they do not know 
of any benefits or that there are none. One participant also thought that the healthy 
ingredients disappear when the bread is frozen. Some of the above noted behaviors and 
attitudes towards frozen bread all implicate a lack of knowledge. The commissioned 
company freezes all their bread directly after baking, and it defrosts on the way to the 
store to increase the longevity of the bread. Keeping the bread frozen all the way to the 
customer’s freezer, is better from all aspects, both for the customer, the producers and 
the environment. This lack of knowledge strengthens the challenge of changing a 
behavior when it comes to low-involvement products. These types of products usually 
require little or no information search, and it can also be an impulse decision or a 
routine responsive behavior (Tanner & Raymond, 2010, pp. 95-96). There may not be 
enough reasons presented for the consumer to successfully persuade them to step away 
from their previously learned experiences and information to make another choice. 
Solomon (2013, p. 205) also defines habits and routine as inertia, because when it 
comes to products of this low involvement, consumer lacks the motivation to consider 
other alternatives. These above mentioned empirical findings are all signs that people 
might not have the motivation to take in much information about products of this low 
involvement. 
 
6.3 Purpose 3 
Explore the impact of sustainability on consumers decision-making processes 
All the respondents in the store were asked either why they bought their bread frozen, or 
if they would consider buying their bread frozen. None of the five people who bought 
the frozen bread said they bought it because it is better for the environment. Most 
people seemed to buy the frozen bread for convenience reasons and because it lasts 
longer. We wanted to ask this question first, to see if the customers automatically 
connected frozen bread to sustainability at all.  
 
To further explore whether environmental aspects would impact consumers’ choice of 
bread, we asked the participant if they try to shop environmentally conscious. We 
avoided the term sustainability when asking the customers, since that can mean different 
things to different people. Grunet et al. (2013, p. 187) state that “sustainability is an 
abstract and diffuse term and consumers may have difficulty to relate to it”. This 
question gave indications of how environmentally conscious people in the store are, or 
perceive themselves to be. After asking the three first questions, we told the participants 
about the environmental and personal benefits of the frozen bread. We said it 
contributes to reducing food wastage, requires less transportation and it is fresher for the 
customer since the freeze chain does not have to be broken. After informing them about 
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this, we asked if there was a bigger chance of them buying their bread frozen next time. 
28 people answered yes, nine of whom had said no when first asked if they could 
consider buying their bread frozen.  
 
Lindenberg and Steg (2007, p. 131) argue that informing people of environmental 
benefits and using positive incentives to make people feel good about their choices can 
make environmentally friendly options more attractive, and strengthen or change certain 
norms that the consumer has. The responses we received from these questions confirms 
that there is a truth to what Lindenberg and Steg (2007, p. 131) are claiming. But of 
course, there are also exceptions. Four people in total answered no when asked if they 
would buy their bread frozen and stuck with their answer even after hearing the 
benefits, mostly because they prefer their bread fresh. Three of these people claim to 
shop environmentally conscious, at least to some extent, but could still not consider 
buying their bread frozen. Either this signals that these respondents are not as pro-
environmental as they claim to be, or the freshness of the bread is a bigger priority for 
them. It could also be greater underlying reasons for why they responded this way.  
 
Stern’s (2000, p. 414) value-belief-norm theory says there are three different types of 
personal values: biospheric values, which are a concern for other species and the natural 
environment; altruistic values include concern for other human beings; and egoistic 
values are self-enhancing values that are generally negatively related to pro-
environmental behavior. The fact that the freshness of the bread was more important 
than the environmental aspects of the frozen bread, could indicate that these people had 
more egoistic than biospheric and altruistic values. Because the VBN theory has a 
hierarchical structure, where the values influence the beliefs, and the beliefs influence 
the norms (Stern, 2000, p. 413), it might not be sufficient to try and influence the norms 
of someone to achieve a behavioral change. Grunet et al. (2013, pp. 187-188) also found 
that consumers are generally concerned about sustainability, but that the behavior of 
acting sustainably must be accompanied by the consumer’s own motivation and 
understanding. They argue that even though people are concerned for the environment, 
it does not automatically mean that they adopt a sustainable buying behavior when it 
comes to these types of low-involvement products. 
 
6.4 Purpose 4 
Explore what can be done to influence customers to overcome these barriers 
The store manager said that a concrete example of how they try to influence customers 
is, as previously discussed, the vacuum packaging that they have launched for meat. The 
price would be the same as it was with the old packages. The commissioned company 
also stated that they have this type of reasoning, the price of the frozen bread is 
equivalent to their other bread types. To help customers make smarter choices, a good 
aim is to not make them feel like they are giving something up when acting sustainably, 
the two motives are not contrary to each other. This is in line with the reasoning 
provided by Lindenberg and Steg (2007, pp. 120-121), who emphasize that the 
individual ambition to purchase sustainable products cannot conflict with if the 
sustainable products are significantly more expensive.  
 
Environments are never neutral, they always send out cues for us to interpret for our 
behavior (Steg et al., 2013, p. 127). Pro-environmental behavior is concerned with 
complying to norms that are perceived as right or wrong in our society (Lindenberg & 
Steg, 2007, p. 118). This argument is strengthened by Stern (2000, p. 412) who claims 
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that values, beliefs, and norms together provide the basis for what type of pro-
environmental behavior one adopts. The store manager expressed concerns about 
succeeding in changing consumers’ behavior and his opinion is that habits and routine 
can be the main issue to get people to do something new. The theory of Petty and 
Cacioppo (1986, p. 125) discusses how people react to messages and cues, and how it 
can be used to achieve attitude change. The authors call it the Elaboration Likelihood 
Model (ELM) which shows that a message can take two different routes, depending 
how motivated and how willing the consumer is to understand the communication 
(Petty & Cacioppo, 1986, p. 129). This implies that grocery stores can, with the help of 
messages and cues, affect values, beliefs and norms in various ways and thereby 
increase the chances of achieving a pro-environmental behavioral change. 
 
This grocery store is somewhat independent in deciding what products to expose and 
where, which is an opportunity to direct people's attention and promote a certain type of 
product and choices. Rather than focusing on the actual message, Petty and Cacioppo 
(1986, p. 129) suggest that people are more easily persuaded by cues such as packaging 
and inspiring shopping environment for low-involvement products to achieve attitude 
change. Steg et al. (2013, p. 123) further argue that cues in an environment are 
determinants for increasing a desire for the individual to act according to the social 
norms in that context. As previously stated norms can be influenced (Lindenberg & 
Steg, 2007, p. 131) but there are also other factors such as values and beliefs (Stern, 
2000, p. 413) that might not be as easy to change. Both the store manager and the 
commissioned company representative agreed that the stores have an important part in 
affecting consumers. The commissioned company representative claimed that they 
discuss questions such as “[...] how can you then create a positive shopping 
environment around buying frozen products?” It is a challenge, but she thinks that an 
advantage is that many stores have newly built bakeries so that consumer get a desire to 
buy bread when they feel the smell of freshly baked bread. Having frozen bread in 
addition to the bakery and keeping them together, would make the adoption of the new 
behavior easier for customers. The point of this, she argues, is to not separate fresh and 
frozen bread as two different products, but rather see them as complements to each 
other. In that way customers can buy the fresh bread for special occasions and buy 
frozen bread so they always have it at home. Solomon et al. (2013, p. 205) argue that a 
way to increase the involvement for low-involvement products can be to appeal to the 
consumers’ hedonic needs as it would generate increased attention. The example that 
the interviewee mentioned above can be an example of this. 
 
According to Solomon et al. (2013, p. 296), there is a paradox for companies that sell 
low-involvement products since the marketing for these types of products are not 
important for the consumer to remember, but in a store, they are crucial for being the 
product that the consumer ultimately chooses. As previously mentioned, the 
representative from the commissioned company have highlighted the difficulties of 
being able to communicate the dimension of their sustainability work in the short time 
that customers choose what bread to buy. Lindenberg and Steg (2007, p. 131) argue that 
the normative goal frame needs strengthening to encourage pro-environmental behavior. 
They recommend reaching the norms of consumers by the message of environmental 
efforts, which must be acknowledged through information and labeling. As well 
Aschemann-Witzel et al. (2015, p. 6467) highlight that businesses should use 
information a tool when trying to convince people to reduce food waste and this is 
something that needs to be done repeatedly and through various channels. A challenge 
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for companies is to tailor marketing efforts to deliver the right information to the 
customer to overcome the barriers (Solomon et al., 2013, p. 335).  
 
6.5 Developed conceptual framework 

 
Figure 6. Developed conceptual framework. 
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7. CONCLUSION AND RECOMMENDATIONS 
In this section, the purpose is to answer our research question “What are the barriers 
for creating a new, more sustainable, buying behavior for low-involvement products and 
what can be done by the industry to overcome these barriers?“ To do this we discuss 
and draw conclusions from our findings and analysis from our four purposes. 
Following the conclusion, we state our theoretical and practical contributions. Next, we 
are providing practical recommendations for the commissioned company that they can 
make use of in future marketing efforts and strategies. We end this chapter by giving a 
short recommendation for future research within our field and discuss the societal 
implications of the results from this thesis. 
 
7.1 Conclusions  
Identify motives to work with sustainability from an industry point of view 
Our first purpose was to identify various motives for companies within the industry to 
act in a sustainable way. From our empirical data, we can conclude that both companies 
have great incentives to work with sustainability, but in slightly different ways since the 
commissioned company operates at national and even international level and the 
grocery store’s operations are more locally focused. The commissioned company are 
taking both economic, environmental and social aspects into account, which permeates 
the entire business. They have realized that they must take all these actions into account 
to be able to survive and thrive in the future. However, they have also realized that by 
acting sustainably, they create a win-win situation for themselves, their customers, the 
environment and the social world. The benefits of acting sustainably for them are 
greater than any benefits that might come from not working with sustainability at all, 
because then they would not even have a company to work for in the future. 
 
We have seen that the grocery store’s incentives to work sustainably also includes both 
economic, environmental and social aspects. We can draw the conclusion that food 
waste affects the business negatively, when not held at an appropriate level, and the 
environment is negatively affected at every level of food waste. This is the challenge for 
the business, since it presents a tradeoff between having a wide range of products and 
not harming the environment by recognizing their customers’ needs. The social motives 
also go hand in hand with the economic, since benefiting the society in the area of 
operations will affect the business positively, by increasing the brand perception and 
creating new relationships with stakeholders.  
 
Identify barriers for acting pro-environmentally when consuming low-involvement 
products 
Our second purpose was to investigate what barriers that could exist to act pro-
environmentally in terms of low-involvement products from the consumers’ 
perspective. The interviewee from the bread company stated that they had assumptions 
that customers think of sustainable products to be more expensive. From our findings, 
we only saw one customer who had this opinion. The price of the packed respectively 
the frozen alternative the same. In this case, we only found this one evidence to support 
the argument but having previous research in mind this could be the case for more 
customers that we are unaware of. However, this could also point to an incipient change 
in the mindset of consumers, as sustainable options become more prominent. 
 
With support from our theoretical framework and the observations we found that people 
show tendencies to shop habitually. We can conclude that habits play a large role in 
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changing consumers behavior and it is a barrier for the commissioned company and 
other within the industry to overcome. Habitual buying behavior was found within 
several factors First, people spent little time in the bread section to even consider 
alternatives. Second, the freezer received limited attention, and many customers showed 
tendencies of being relatively unconscious when shopping. From our theoretical 
standpoint, we know that customers have low motivation when it comes to low-
involvement products, and our findings show evidence of inertia among consumers. 
Another identified barrier is the evident variety-seeking behavior, that proves the 
previous statement of the commissioned company that consumers are not brand loyal 
when choosing bread. 
 
From several aspects, we have seen that a lack of knowledge and information search is a 
problem to change customer behavior. Our findings from the follow-up interviews show 
that when people were given the information that frozen bread would reduce food waste 
and is a more sustainable product, people changed their minds and were more motivated 
to buy it. As previously discussed, the low motivation for this type of product is a 
problem since the willingness for people to search for information and understand the 
communication is limited.  
 
Explore the impact of sustainability on consumers decision-making processes 
From our findings and analysis, we can conclude that none of the customers bought the 
frozen bread for environmental reasons. Convenience, durability and the freshness of 
the bread were the major reasons why people chose to buy the frozen bread. We could 
also see that most the respondents considered the environment when going grocery 
shopping, or tried to do so. However, from our theoretical framework and the 
observations, we can conclude that even if people are concerned with sustainability, the 
propensity to act with pro-environmental intent must be accompanied by the consumer’s 
own motivation and understanding. When it comes to products of low involvement, that 
are often characterized by inertia, having pro-environmental intent might not be 
sufficient to achieve a behavioral change with this type of product. 
 
There was also evidence that informing the customers of the environmental benefits of 
the frozen bread made it appear more attractive for many customers, who stated they 
were willing to buy the bread after hearing the benefits. However, there were also a few 
cases indicating that it might be more challenging to achieve a behavioral change. Our 
conclusion to this is that these people’s underlying values and beliefs are more 
concerned with egoistic, self-enhancing actions and goals, that would require different 
interventions to achieve a pro-environmental behavioral change. 
 
Explore what can be done to influence customers to overcome these barriers 
Previous research has shown that to help people make smarter choices, a good aim is to 
not make them feel like acting pro-environmentally is equal to giving something else 
up. Our findings show that this is something both companies already consider. 
However, we can conclude that to achieve behavioral change it is necessary to ease the 
process for consumers and make the sustainable option the natural choice. Therefore, 
this is something the companies can continue to improve and have in mind when 
moving forward.  
 
The pro-environmental behavior is concerned with complying to norms that are 
perceived as right or wrong in our society. And it is established that environments are 
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filled with cues that we interpret for our behavior. Here lies an opportunity to direct 
customers’ attention and promote certain types of products and choices. By creating an 
inspiring shopping environment, and not separate sustainable products from others, the 
industry can appeal to hedonic need of customers, and thereby achieve a behavioral 
change. 
 
As previously discussed, a challenge lays in successfully communicating the positive 
aspects that buying frozen bread has. The marketing for low-involvement products is 
difficult in terms of consumers’ level of engagement. Theory has shown that a 
successful approach is to provide customers with normative cues as well as provide 
clear benefits regarding food waste and sustainability. This can be done by labeling and 
information although delivering the most suitable and convenient information to 
customers is the biggest challenge for a marketer. 
 
7.2 Contributions 
This thesis is a result of a commission to a bread company that are in the starting phase 
of selling frozen bread. Belz and Peattie (2012, p. 86) state that the success of marketing 
sustainably is dependent upon the marketer’s understanding of consumers, their 
behaviors, underlying motivations and barriers of consuming sustainably. To 
successfully launch this product line extension, they need to know barriers that might 
exist from the customer’s point of view and how the bread company can make the right 
efforts to overcome these. The basis of consumer behavior research is of course an 
important aspect to understand but with the findings from our observation in the right 
context, it provides knowledge that cannot be retrieved in any other way. In addition to 
the customer's perspective, we have found barriers from the grocery stores point of view 
as well which elaborates on what the industry can do together to overcome barriers that 
customers might have. Even though our findings are tied to this context we argue that 
they can theoretically be applied to similar products and contexts. 
 
According to Sorensen et al. (2017, p. 36) in-store observational studies are needed in 
future research. The authors state that in-store observations are preferred over self-
reports or laboratory experiments since the shoppers themselves are often not aware of 
habitual buying behavior (Sorensen et al., 2017, pp. 9-10). Saunders et al. (2009, p. 288) 
also state that observational studies are “a somewhat neglected aspect of research.” By 
doing an observational study in-store, we have been able to contribute to this need of 
more observational studies, and contributed to filling the gap between consumer 
intention versus actual consumer behavior, which Bryman and Bell (2011, p. 279) argue 
observational studies are needed for. The Marketing Science Institute (MSI) argues that 
more research is needed regarding the process of consumer decision-making (MSI, 
2017). They specifically suggest considering how marketing can drive change and get 
consumers to make good, or smarter, decisions. Our theoretical background in 
combination with our findings have shown a lack of consumer knowledge and attention 
to sustainable low-involvement products. Our practical recommendations are based on 
theory and findings and contributes to ways for the industry to drive a positive change 
with the help of repeated information and normative influences. 
 
Lindenberg and Steg (2007, p. 127) argue that society at large would benefit if everyone 
would work towards pro-environmental behavior. They propose future research to study 
people’s different goals and motivations simultaneously and especially which goals 
become dominant under specific conditions. Our findings have shown that people 
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consider themselves to be pro-environmental, but that it can be hard to find the 
motivation to act pro-environmentally when it comes to the consumption of low-
involvement products. That is why the industry must find ways to make it easier for the 
consumers to choose the more environmentally friendly option, without it having to be a 
tradeoff for the consumer’s needs or economic constraints. 
 
7.3 Practical recommendations for the industry 
Out of 90 observed customers only seven bought frozen bread and 20 of the observed in 
total looked at the freezer. This proves that frozen bread is not something people are 
used to buying in Sweden today, and our findings show that a lack of knowledge and 
habits are the most fundamental reasons for why these consumers does not buy the 
frozen bread. The first step in overcoming these barriers lies within information. It is 
known that consumers do not take in much information or marketing when going 
grocery shopping, but for the customers to take in new information at places like a 
grocery store, the information must be repeated and come from various sources. We 
found that none of the respondents knew of the environmental benefits of frozen bread, 
only the obvious benefits, such as the fact that it lasts longer. We also saw that many 
consumers who would not consider buying their bread frozen changed their minds when 
informed of the environmental benefits. We therefore recommend the commissioned 
company to spread the information of the bigger environmental benefits, emphasizing 
that there is no difference in price or quality. This is preferably done through as many 
channels as possible, such as in-store, TV-commercials, advertising and even personal 
communication if possible. 
 
He did not believe this frozen bread was going to sell, which he was somewhat right 
about. The store manager also expressed his concern for the costs of having inventory, 
something that might come with an implementation of frozen bread. This adverse view 
came from the fact that the store manager knew his market and confirmed our findings 
that people are habitual and need a nudge to try something new. However, we also 
know that stores like this can influence customers if they want to. The lack of sales 
could also indicate a bad exposure of the freezer, if the store wants to act and promote 
sustainable products, they should give specific products a more visible placement. That 
might be enough for some people to pay attention and activate the curiosity of 
consumers to try something new. Our recommendation to deal with this barrier is to 
come up with a strategy on how to persuade stores to want to implement this frozen 
bread, by keeping an open dialogue, and presenting the benefits it entails for the store.  
 
People want to feel good about the choices they make. Here, we think that stores and the 
commissioned company can work together to make that happen. Like mentioned earlier, 
by making the products visible in combination with information would make it easier 
for customers to make a more sustainable choice. We also believe that it is important to 
present the benefits, not only benefits like the freshness, good taste, and durability for 
the customers, but also emphasize the benefits for the entire supply chain and the 
environment. We believe this could be a reason for customers to choose frozen bread, 
especially customers who hold more biospheric and altruistic values and beliefs. 
 
Even though the idea of frozen bread is still new, we believe this will be more common 
in the future as more people realize the benefits that comes along with it. Therefore, we 
would like to see an extension of the range of frozen bread in the future. People are, and 
probably always will be, variety-seeking when it comes to these types of products. 
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Providing a wider range of frozen bread allows customers to continue to be variety-
seeking, but still always be able to buy frozen bread. 
 
7.4 Recommendations for future research  
Our study has been focused on frozen bread as the low-involvement product, we 
examined what barriers exists to hinder a pro-environmental behavioral change. An 
interesting angle is of course to conduct research on other products classified as low-
involvement, to test our assumptions of the applicability of our findings. In our purpose, 
we have stated that there is a clear gap between intentions and behavior, something that 
is still needed in future research.  
 
Our study is limited in terms of respondents and observational occasions, we therefore 
think it could be good to increase these and overall make the study larger. We suggest 
making a larger study in combination with a quantitative approach, which could 
generate more information from customers. This research has been constrained in terms 
of time and money. Future research that does not have these constraints could deepen 
the findings by using interesting methods such as video recording or eye-tracking. In 
that way, more detailed observations can be made to strengthen the findings. If a larger 
sample is used, it would allow for more generalizability to both theory and population. 
It would also be interesting to see if behavioral changes were to differ between different 
demographics and generations.  
 
An interesting angle to study would be to do a quantitative study from the customer's 
perspective of how sustainable they think that low-involvements products are and what 
level they expect them to be. As well as how customers would like to receive 
information regarding sustainability issues in the future since our findings show that 
customers are concerned with sustainable development on a general level.  
 
7.5 Societal implications 
When writing a thesis, it is important to attend to possible societal implications of the 
study’s results. This study places great emphasis on sustainability issues, and how they 
can be reduced. Therefore, it is of importance to discuss how the findings affect the 
society. We want to, once again, emphasize that openness and transparency towards the 
commissioned company and all participants have been our number one priority.  
 
The commissioned company have been very clear that they work with sustainability for 
the purpose of the greater good, and realizes that it is a prerequisite to be able to exist in 
the future to feed humanity with sustainable, high quality food. Selling their bread 
frozen is one way of benefiting both consumers and the environment. Our findings 
showed that the consumers did not know about these benefits, which implies that it will 
take time and efforts from the company until the society becomes aware of these 
positive environmental effects. It will require extensive information and marketing for 
the society to grasp the importance of such efforts from companies that sell low-
involvement goods. Efforts such as changing packaging to prolong shelf-life of products 
and thus reduce food wastage without changing the price, makes it easier for people to 
consume more sustainably. These findings show that it is not negative for companies to 
act sustainably, it rather comes with a lot of benefits, both financial, environmental and 
social. Acting sustainably is a win-win situation for customers, organizations and the 
society as a whole. We hope that this thesis can inspire both consumers and companies 
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to make more pro-environmental efforts and together strive for a planet that is able to 
meet the demands of not only our generation, but many future generations to come.  
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8. QUALITY CRITERIA 
In this final chapter, we assess the quality of our study by considering the criteria most 
commonly used in qualitative research, authenticity and trustworthiness. Authenticity 
can be evaluated by five sub-criteria, fairness, ontological authenticity, tactical 
authenticity, educative authenticity and catalytic authenticity. The trustworthiness of 
our study is assessed by following four criteria: transferability, credibility, 
dependability and confirmability  
 
Regarding fairness Bryman and Bell (2011, p. 398) suggest that the research should 
equally represent viewpoints of different members of the social setting in a fair way. 
Regarding our research purpose, our data collection approach allowed us to gain 
different perspectives from the commissioned company, the store manager as well as 
customers to get a holistic view of the results.  
 
Ontological authenticity concerns if the research has helped the respondents gain a 
better understanding of their environment (Bryman & Bell, 2011, p. 399). We argue that 
since we informed the customers about positive consequences of a more sustainable 
choice we helped them understand the purpose of the frozen bread to a larger extent. 
This further goes in line with tactical authenticity (Bryman & Bell, 2011, p. 399) that 
regards weather the research has shown and encouraged participants how to proceed to 
take action. 
 
Educative authenticity is supposed to acknowledge the perspective of others in the 
social setting and ensure that members are aware of them (Bryman & Bell, 2011, p. 
399). Our research has taken several different perspectives into account and showed 
incentives for the different actors in a clear way. If the research has given members 
incentives to change emerges from the catalytic authenticity criteria (Bryman & Bell, 
2011, p. 399). We argue that we have highlighted the positive consequences regarding 
frozen bread as a more sustainable option is of interest from both the commissioned 
company, the stores as well as customers. 
 
Transferability criteria is concerned with whether the findings are applicable to other 
situations and different time periods (Bryman & Bell, 2011, p. 43). Critique towards 
empirical issues concerning that qualitative research is dependent on contextual factors 
and the specific present social setting in which they are studied in (Bryman & Bell, 
2011, p. 398). However, Erlandson et al. (1993) highlight that in practice, all 
observations are frozen and defined in the specific context in which they occur. The 
transferability for our study benefits from the fact that we have performed our 
observations at several different occasions and done follow-up interviews with different 
customers, as well as gained industry insight from two different perspectives. The 
number of respondents to our follow-up interviews and the number of observations is 
relatively high. Further, this is something that Carson et al. (2001, p. 69) argue ensures 
transferability for qualitative findings, by using a variety of respondents and settings. 
Although we were limited to perform the study in one grocery store that the 
commissioned company had previously selected for their freezer project. According to 
Shenton (2004, p. 70) the reader can evaluate the transferability themselves if the 
authors provide them with enough information regarding research process and 
description of the context to make their own judgments. We have provided the reader 
with extensive information concerning the research process and our aim with the study 
is for the reader to assess transferability on their own. 
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In terms of achieving high credibility Bryman and Bell (2011, p. 396) discussed that the 
study should have been conducted in a good manner and findings should correspond to 
reality. In terms of ethics, participants were highly acquainted with that the study was 
voluntary and that they could exit the interviews at any time. Shenton (2004, p. 65) 
argues that to avoid methodological shortcomings, triangulation can be used which 
means that you use more than one method to collect data, especially when studying a 
social phenomenon (Bryman & Bell, 2011, p. 397). This can be seen in our data 
collection where we first gained valuable information from our two unrelated interviews 
from two sides of the industry. Since consumers’ attitudes and behavior are in focus of 
our study we have performed the observations which would allow to bridge the gap 
between intention and actual behavior. Secondly, we have the follow-up interviews that 
allowed us to get a deeper understanding for the consumer and what their perception 
towards frozen bread was and potential barriers. In total our collection method have 
given us rich information from different perspectives.  
 
The dependability criterion assesses whether the findings are likely to apply at other 
times if similar methods and participants are used (Bryman & Bell, 2011, p. 43). 
Shenton (2004, p. 71) argues that to have high dependability, the process in the study 
should be reported in detail. Our research process has been under supervision from the 
commissioned company and in addition we are two researchers who agree on our data 
and findings. We have records from the observation and the follow-up interviews as 
well as audio files and transcription from the semi-structured interviews. Our research 
process has full description which enhances our dependability.  
 
Bryman and Bell (2011, p. 43) argue that to fulfill the criterion of confirmability, the 
researchers should act in good faith and not let personal values affect the study and its 
findings. Complete objectivity is impossible in qualitative research and we may even be 
subjective in the judgment of our own objectivity. However, we state our 
preconceptions in chapter 2.1 and further encourage the reader of this thesis to make an 
own evaluation of our standpoint based on our previous knowledge and experience. 
Again, Shenton (2004, p. 72) emphasizes that triangulation is valuable. By collecting 
data through two methods, both semi-structured interviews and observations, we hope 
to overcome the weaknesses of using one single method. We have used different authors 
and sources in our theoretical framework as well as laid forward critique towards them 
in our source criticism, chapter 2.5. Since we have an interpretivist standpoint this is 
somewhat decreasing our objectivity since we aim to gain understanding of a social 
phenomenon. Regarding questions for our respondents we have out of our best ability 
asked open questions regarding the topic and let respondents answer freely and later 
relate their answers back to theory.  
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APPENDIX 1 
 
Interview guide commissioned company - English 
Do you work with sustainability today? 
Yes 

• Why? 
• In what way? 
• Do you have a plan for your sustainability work? 
• Do you have employees who have tasks connected to sustainability?  
• Yes - what kind of tasks? 
• No - why not? Is it something that you have thought about? 

No 
• Why not? 

 
Do you collaborate with other companies? 
Yes - what does that collaboration look like? 
No - is that something you would want to do? Why/why not? 
 
Do your suppliers raise questions regarding sustainability? 
Yes 

• Which ones? 
• What do they ask? 

No 
• Why do you think they do not? 
• Is it surprising that they do not? 

 
Do you try to change the behavior of your suppliers in terms of sustainability? 
Yes - in what way? Has it had any effect? 
No - is that something you would like to do? 
Are there any difficulties involved with changing the behavior of suppliers? 
 
Do your end customers raise questions regarding sustainability? 
Yes 

• With whom do they raise these questions? 
• Who are they? Special group/age etc.? 
• What do they ask? 

No 
• Why do you think they do not? 
• Is it surprising that they do not? 

 
Food waste 
Is all the bread you bake distributed to stores? 
What happens to bread that is not sold? 
Whose responsibility is it to take care of that? 
 
Why did you want to start selling frozen bread? 
What difficulties do you think there are for consumers to start buying frozen 
bread? 
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Interview guide commissioned company - Swedish 
Jobbar ni med hållbarhet idag? 
Ja 

• Varför? 
• På vilket sätt? 
• Har ni någon plan för ert hållbarhetsarbete? 
• Har ni anställda som har arbetsuppgifter kopplade till hållbarhet? 
• Ja - vad har de för arbetsuppgifter? 
• Nej - varför inte? Är det något ni funderat på? 

Nej 
• Varför inte? 

 
Har ni några samarbeten med andra företag? 
Ja - hur ser det samarbetet ut? 
Nej - är det någonting ni skulle vilja ha? → Varför/varför inte? 
 
Tar era leverantörer upp frågor kring hållbarhet? 
Ja 

• Vilka? 
• Vad undrar de? 

Nej 
• Varför inte tror du? 
• Är det förvånande att de inte gör det? 

 
Försöker ni påverka era leverantörer att ändra sitt beteende? 
Ja - på vilket sätt? Har det haft effekt? 
Nej - är det någonting ni skulle vilja göra? 
Finns det några svårigheter i att ändra leverantörers beteende? 
 
Tar era slutkonsumenter upp frågor kring hållbarhet? 
Ja  

• Vem tar de upp frågorna med? 
• Vilka är de? Speciell grupp/ålder osv?  
• Vad undrar de? 

Nej 
• Varför inte tror du? 
• Är det förvånande att de inte gör det? 

 
Matsvinn 
Distribueras allt bröd ni bakar till butiker? 
Vad händer med bröd som inte säljs? 
Vems ansvar är det att ta hand om det? 
 
Varför vill ni börja sälja fryst bröd? 
 
Vad tror ni att det finns för svårigheter för konsumenter att börja köpa fryst 
bröd? 
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Interview guide with store manager - English 
Do you work with sustainability today? 
Yes 

• Why? 
• In what way? 
• Do you have a plan for your sustainability work or is it occurring more 

sporadically and informal? 
• Do you have employees who have tasks connected to sustainability?  
• Yes - what kind of tasks? 
• No - why not? Is it something that you have thought about? 

No 
• Why not? 

 
Do your customers raise questions regarding sustainability with the staff in the 
store? 
Yes 

• What do they ask? 
• Which group asks these questions? 

No 
• Why do you think they do not? 
• Is it surprising that they do not? 

 
Have what people buy changed today compared to earlier? (Depending on how 
long the store manager has worked in the store, which turned out to be ten years) 
Yes 

• What and how? 
Do you see it as your and the store’s responsibility to help customers make better 
choices regarding sustainability/the environment and health?  
Yes 

• For what reasons? 
No 

• Why not? 
Do you try to affect your customers to make more environmentally conscious 
choices?  
Yes 

• How? 
• Whta? 
• What do you think the difficulties are in trying to affect them? 

No 
• Why? 

What do you think the difficulties are in trying to change one’s behavior as a 
consumer?  
 
Have you ever noticed any difference in changing consumer behavior when it 
comes to products of high or low involvement?  
(High-involvement products - meat, snus, beer, fruit, coffee, etc.)  

• Do you experience that it has had any effect? 
Yes 

• How did it work? 
• How did you observe this? 
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No 
• Why not? 

 
What do you do with food that is not sold? 

• How much is it and what types of food categories are there? 
• Why is it not sold? 

 
Have you done anything to reduce the food wastage? 
Yes 

• What?  
No 

• Why not? 
 
Can you tell us about how you collaborate with suppliers?  
 
Why was the frozen bread interesting to try for you? 
 
How have the staff and customers reacted to the frozen bread?  
 
Interview guide with store manager - Swedish 
Jobbar ni med hållbarhet idag? 
Ja 

• På vilket sätt? 
• Har ni en plan för ert hållbarhetsarbete eller sker det mer sporadiskt och 

informellt? 
• Har ni anställda som har arbetsuppgifter kopplade till hållbarhet? 
• Ja - Vad har de för uppgifter? 
• Nej - Varför inte? Är det något ni har funderat på? 

Nej 
• Varför inte? 

 
Tar era kunder upp frågor kring hållbarhet med butikspersonalen? 
Ja 

• Vad undrar dem? 
• Vilken grupp är det som ställer dessa frågor? 

Nej 
• Varför tror du? 
• Tycker du att det är förvånande? 

Har vad man köper idag förändrats jämfört med tidigare? (beroende på hur länge 
hen har jobbat där, vilket visade sig vara tio år). 
Ja 

• Vad och hur?  
Ser du det som ditt och butikens ansvar att hjälpa kunder att göra bättre val kring 
hållbarhet/miljö och hälsa? 
Ja 

• Av vilka skäl? 
Nej 

• Varför inte? 
Försöker ni påverka era kunder att göra mer miljömässigt hållbara val? 
Ja 
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• Hur? 
• Varför? 
• Vad tror du att det finns för svårigheter kring att försöka påverka dem? 

Nej 
• Varför inte? 

Vad tror du att det finns för svårigheter i att ändra sitt köpbeteende som 
konsument?  
 
Har ni märkt någon skillnad i att ändra ett beteende hos kunder gällande 
hög/lågengagemangsprodukter? 
(Högengagemangsprodukter - kött, snus, öl, frukt, kaffe) 

• Upplever ni att det haft effekt?  
Ja 

• Hur har det fungerat? 
• Hur har ni observerat detta? 

Nej 
• Varför inte?  

 
Vad gör ni med den mat som inte säljs?  

• Hur mycket är det och vilka produktkategorier?  
• Varför säljs det inte?  

 
Har ni gjort något för att minska matsvinnet?  
Ja  

• Vad? 
Nej 

• Varför inte? 
 
Kan du berätta om hur ni samarbetar med företag?  
 
Varför var det intressant för er att testa sälja fryst bröd? 
 
Hur har reaktionen på det frysta brödet i butiken varit bland personal och 
kunder? 
 
   
 
 
 
 
 
   
 


