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Summary 
 
The importance of retail brands in the food retail industry has increased in the last decade, since the 
competition among retailers has increased and here retail brands (RBs) allow offering lower priced 
products to gain customers and higher profit margins.  In the light of the recession, RBs are especially 
important, since customers in general become more aware of prices and may consequently establish 
new purchase habits by switching to RBs. The development of RBs in Sweden is increasing fast, 
however this aspect is still undeveloped compared to, for example, the UK. Swedish retailers are now 
introducing premium food RBs that focuses on differentiation and innovation and are positioned on 
high quality and high price. By these means, a larger price premium, a stronger brand image and 
higher customer loyalty to the store can be achieved. 
 
This study concerns retail brands in the food retail industry and focuses on premium products. The 
research is investigating how ICA can best use premium products to increase their profitability. The 
study is thus based on their brand ICA Selection and investigates three sub purposes concerning the 
customers’ perception of the products, their purchase behavior and their willingness to pay a price 
premium.  
 
To investigate, theory concerning brand resources was utilized, involving both brand equity and 
brand management. To measure brand equity, the authors adapted a customer mind set and utilized 
Aaker’s framework and the specific industry developments made by Anselmsson, Johansson and 
Persson. Accordingly, this theory is based on five brand equity attributes: perceived quality, brand 
associations, loyalty, awareness and uniqueness. These attributes were thereafter developed to 
explain food premium products. The brand management theory used was Kapferer’s brand 
management strategies, in order to assess ICA’s strategic advantages and disadvantages.  
 
The research was quantitative and the authors utilized a visit self completion questionnaire, in order 
to describe and investigate the purpose. The questionnaire was handed out according to a systematic 
sampling method, to customers at the 4 different concept ICA stores in Umeå. 
 
Based on the findings, the authors concluded that in order to increase the profitability of ICAs food 
premium products, the following strategies should be considered. First, the customer awareness of 
ICA Selection must be increased and the customers must be educated about the benefits of the 
product. Moreover, the premium brand should aim to provide value for money, high intrinsic product 
quality (i.e. taste, ingredients etc) and an improved store image. These factors will help defend the 
price premium.  Furthermore, to attract buyers, the brand has to have a high enough brand status 
and a sufficiently attractive and functional packaging. This research has therefore concluded how to 
efficiently allocate the resources and obtain an increased customer satisfaction. This may in turn 
increase the profitability of ICA Selection. However, it is of course important to also take into account 
the external environment, such as the recession and competition, when deciding on the brand 
strategy.  
 
Key words: premium products, brand equity, brand strategies, retail brands, ICA, premium brands, 
and synonyms to these in Swedish and English.  
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1  Introduction 

This chapter will briefly present the history of retail brands and its development in the food retail 

industry. Thereafter, the retailer ICA and their premium brand ICA Selection will be presented, to 

provide the necessary background information for following in the study. This will lead into a problem 

discussion and explain the purpose of this study. Moreover, the delimitations for this particular study 

will be discussed, as the authors are constrained in some aspects. The aim of this chapter is 

consequently to create a general understanding of the research topic.  

 
Over the last decades the importance of retail brands on the food retail market has increased and 
their market share is rapidly growing. As a consequence, the market share of national brands is 
decreasing. (AC Nielsen, 2005) Retail brands (also called private labels and private brands) are the 
brands sold exclusively by a specific retailer, where the retailers have contracts with manufacturers 
to produce their own label goods. (www.businessdictionary.com) Retail brands will also be referred 
to as RBs in this study. National brands are the brands owned and promoted by manufacturers, 
throughout the national market (www.businessdictionary.com). These brand will also be referred to 
as NBs as of now. The development of RBs has led to a shift in power and control from the 
manufacturer to the retailer, meaning that retailers have a better bargaining position than 
previously. The consequences of an increase in RBs have been shown to have both positive and 
negative effects for consumers. (The Swedish Consumers’ Association, 2005 p.1) 

The internationalization has led to increasingly intensified competition in the food retail industry 
(Anselmsson, Johansson & Persson, 2006). Food retailers have become more international by 
expanding into new countries and the increased competition led to price wars and lower profit 
margins. Retail brands therefore started as a way to offer cheaper products to the consumers, to 
more easily meet the expectation of consumers price demand (Anselmsson & Johansson, 2005 p.2). 
However, RBs can also increase the profitability for the retailer, through decreased marketing costs 
of the products and higher profit margins. In addition, customers may benefit from a wider product 
assortment. Also, if the customers favour a particular RB they may become more loyal to the retailer. 
Lastly, RBs can be used as a strategic tool in communicating the personality of the retailer. (Burt, 
2000; Lange, Hedlund & Bohlin, 2005) However, one disadvantage is that developing RBs demands a 
lot of expertise from the retailers and is therefore very challenging. (Lange et al., 2005)  

In the search for higher profit margins, retailers and manufacturers attempt to provide products with 
added value, i.e. the value beyond the functionality of the product. On the food retail market, this 
has lead to an increased importance of branding, in order to differentiate and strengthen the brands. 
As a result, the trend for RBs in the food retail industry is developing from products focused on low 
price and simplicity, to products that are increasingly sophisticated and focused on branding. 
(Laaksonen & Reynolds, 1994) Research differentiates between four generations of RB products in 
food retailing (Laaksonen & Reynolds, 1994). The first and second generation products are low priced 
and simple. Examples are Euroshopper and Coop Extra. The third generation of RBs consists of the so 
called “me too” products that are positioned as lower in price than NBs but of equal quality. These 
brands are, for example, ICA, Coop and Willys. The fourth generation of RB products is the so called 
premium products. These focus on differentiation and innovation in order to strengthen the brand 
image and the customer loyalty to the store. (Laaksonen & Reynolds, 1994)  To sum up, the first, 
second and third generation products are positioned on price, in contrast to the fourth generation 
products that are positioned on quality and image and thereby competing directly with these 
attributes of the NBs.  
 
Early generation products are mainly copying the manufacturers’ products in term of quality, in 
contrast to fourth generation products that are innovative and offering something beyond the basic 
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products. This makes the development of premium products more complex. Retailer must invest in 
research and development to improve the quality of the products as well as market research to 
create a clear and successful brand image. However, premium products can also allow a higher 
market price than standard and budget products.   

1.1 The Development of Retail Brands on the International Market   

Internationally, retail brands have played a large role on the market for over two decades. In the 
European countries, the market shares are particularly high for the RBs of food and non-food 
products. In 2005, Switzerland (45%), Germany (30%) and Great Britain (28%) were the leading 
countries of RBs (AC Nielsen report, 2005).  

The UK is considered to be a step ahead in the development of RBs and is, therefore, often used as a 
model. In the UK, there are three key trends in RBs.  First, the retailers offer a wide assortment of 
RBs, segmented into budget, standard and premium brands. In general, the standard brand has the 
largest market share of these categories (see table 1:1 in appendix 4). Secondly, the product range is 
constantly being enhanced, by adding new products or adding value to already existing products. 
Thirdly, UK retailers are increasing their product offerings of non-food RBs, since these have a high 
profit margin. (Burt, 2006)  

1.2 The Development of Retail Brands on the Swedish Market   

It was not until Sweden joined EU that the development retail brands increase more significantly in 
stores. Due to the removal of regulation and restriction, retailers got access to new manufactures 
and distributors and thereby increased their RB assortment. (Anselmsson & Johansson, 2005) since 
However, the Swedish consumers were relatively loyal to the NBs and consequently, the progress of 
the RB development in Sweden was slow until in the early 2000s in comparison to other EU 
countries. (Anselmsson & Johansson, 2005) The AC Nielsen research statistics from 2005 showed that 
RB’s in Sweden had a 14% market share and a high growth rate of 10% per year. The increasing 
importance of RBs has been caused by the entrance of international retailers such as Lidl and Tesco’s 
entering the market and intensifying the price war. (Swedish Competition Authority, 2005) Most 
large retailers have RBs today and, in the past years, retailers have started to introduce the more 
sophisticated premium products.  

1.3 The Swedish Market Leader: ICA 

ICA is the market leader in the Swedish food retail industry and further strengthened this position in 
2008. ICA was established in 1917 and is owned by Hakon Invest AB and Royal Ahold N.V. The stores 
are run according to a model of independent retailers, with a long-term goal “to increase sales faster 

than the total market is growing in each sector” (ICA’s Annual Report, 2008 p.10). ICA’s strategy is to 
emphasize fresh foods, non-food items and private label products. (www.ica.se; ICA Annual Report, 
2008 p10) ICA introduced their first generic products in 1987 and has now a well developed range of 
RBs. Through their private label, ICA wants to achieve an attractive range of products to lower prices 
than its competitors and, therefore, provide a greater choice for the customer. As a result of an 
increase in customer satisfaction, as this may provide, the sales and profitability may increase for the 
retailer and the Group. In ICA’s Annual Report for 2008, the CEO of ICA, Kenneth Bengtsson, stresses 
the importance of the RB products in today’s recession (p.2):  

” We cannot stress enough the importance of our private label program. It will be especially critical 

during a prolonged recession in helping us to position ICA as offering value, quality, innovation and 

sustainability. Everything we claim about ICA is put to the test in our private label products. The proof is 

on the shelves.” 
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The retail brands available are the low price alternative Euroshopper and the “me too” brand ICA. 
The ICA brand has been expanded horizontally and it now includes ICA I love eco, ICA Gott liv, ICA 
Asia and ICA Italia. Furthermore, ICA is offering the non-food RBs ICA Cook & Eat och ICA Home.  ICA 
is now also offering a premium brand: ICA Selection. (www.ica.se; ICA Annual Report, 2008 p.29) 

1.4 ICA Selection 

In 2006, ICA introduced their first premium product within their retail brands: ICA Selection. ICA 
Selection is positioned as a high quality, high priced product. The idea with the product is to enrich 
everyday life and inspire the customer (ICA Annual Report, 2008 p29). In May 2009 ICA’s brand 
manager Elisabet Lundberg-Uller informed that it exists around 30 different food products from ICA 
Selection today, with a goal to expand in the future in order to provide a good and varied 
assortment. However, ICA Selection has been modestly promoted until now and is, therefore, quite 
unknown.  

1.5 Problem Discussion 

The Swedish food retailers are increasingly interested in developing more retail brands, due to 
advantages as, for example, the higher price margins these provide compared to the national brands. 
The development of RBs in the Swedish food retail industry has been increasing rapidly in the past 
few years and the RBs have become even more important in the light of the current recession. 
Swedish food retailers have to a large extent introduced RB products of the first, second and third 
generation and only recently they started to develop fourth generation products. These are the so 
called premium products, which are normally positioned on high quality and high functionality. 
Premium product RBs have many advantages for the retailer, such as a possibility to achieve a higher 
price premium and increased loyalty, however are more complex in terms of production and 
retailing. 
 
The authors found no previous research about retailers own premium brands in the Swedish food 
retail industry and thereby identified a gap in existing research. ICA, the Swedish market leader, 
introduced the premium brand ICA Selection in 2006. This product range is among the more 
developed RB premium brands in Sweden, but is still quite narrow and unknown. Moreover, since 
the resources available in the development and distribution of products are limited, this raises the 
question if premium brands are effectively using the resources? In other words, does ICA Selection 
have its intended effect on customers? Furthermore, in an international comparison, Sweden is 
lagging behind, for example the UK, in the RB development and there is a need to develop the food 
retail industry further. Therefore, Sweden and other parts of Europe are now investing a lot of 
money in research in this subject, which has resulted in Lund International Food Studies (LIFS). 
 
It is highly complex to measure the brand equity of products and many different methods exist. In 
the food retail industry, there is a global need for further research in the topic of RBs, since no clear 
and comprehensive model for measuring the brand equity exists. LIFS has suggested a model for the 
measurement of brand equity in the Swedish food retail industry, which needs to be tested and will 
therefore be included in this study. This discussion leads up to the problem question:  

 
How can ICA best use premium products to increase their profitability? 

1.6 Purpose  

To answer the problem question, three sub-purposes have been identified. 

 
1. How do customers perceive the brand ICA Selection and is this consistent with the 
image ICA wish to communicate? 
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The first sub purpose thereby aims to describe how customers perceive the brand ICA Selection and 
whether the brand is achieving the high quality profile ICA intended. In other words, this aims to 
explore the effects gained from the resources allocated to ICA Selection. This question is crucial as a 
basis of how ICA can increase the profitability of their premium products. Moreover, this research 
can be used by all retailers as guidance in what to focus on when measuring the brand equity of 
premium RBs.  

 
2. What attributes are especially important for customers when shopping for food? 

 
This sub-purpose is of strategic importance to all food retailers, since it measures what attributes of a 
retail brand to devote resources to. It is based on previous research and is connected with the need 
for testing the presumptions of Anselmsson et al. (2006), which claims that uniqueness is a central 
factor in the measurement of brand equity for food products.  

 
3. Which types of “added value” are customers willing to pay more for? 

 
Evaluating what customers are willing to pay more for, helps explaining how resources can be used in 
an efficient manner. In other words, this will explain how the popularity of ICA Selection can be 
increased. The results of this sub-purpose will be connected to ICA as a retailer, but can also give 
hints about what is important for the customers in general and is therefore of use for all retailers as 
help in how to successfully develop a premium product brand.  

1.7 Delimitations 

This research will focus on the retailer ICA, since they are the market leader in the Swedish food 
retail industry. Consequently, customers are more likely to know the company and the products. 
Moreover, investigating ICA facilitates in the study, since a lot of information and research already 
exists about ICA. Furthermore, ICA has previously shown interest in participating in student research. 
In addition, the company was early in introducing a premium retail brand, namely ICA Selection in 
2006 and thus a relatively large amount of customers may have knowledge about the brand. This 
makes ICA and ICA Selection the best choice for this research topic.  
 
This study will not be based on any strategic information about ICA Selection, although this was the 
authors’ original aim. By gaining information about relevant strategies for ICA Selection, the topics to 
stress and the attributes to include in the research would be clear. However, retrieving this 
information turned out to be impossible since ICA could not answer our questions until June 2009.  
 
This study neither include any statistical testing of Anselmsson et al.’s brand equity measurement 
model, since this model is still highly undeveloped. As a result, the authors lack the deeper 
knowledge and time needed to perform this statistical testing. Instead, the authors will attempt to 
assess the importance of the different brand equity attributes for the customers and focus on 
developing the measurement of brand equity for food premium RBs. The authors have limited 
themselves to mostly look at the internal environment, i.e. the relationship among the attributes for 
the specific company, in order to narrow the study. However, the current recession will also be 
considered to a smaller extent.   
 
Lastly, this study is limited to researching only food products, since the measurement of brand equity 
is highly dependent on attributes related to specific categories. This makes it hard to measure across 
product categories, without increasing the size of the study significantly.  
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2 Theoretical Method 

Here, the authors will provide information about their values, theory, practical considerations, 

epistemology and ontology, since these all have an effect on the reliability of the study. Moreover, 

these factors affect the outcome of all parts of the study. In particular, the effects are great on how 

the research has been conducted and in the interpretation of the research.   

2.1 Preconceptions 

It is impossible to be completely objective when conducting business research and the values of the 
authors can affect all parts of the thesis. Most importantly, the authors’ values may affect and 
possibly create bias in the research method, research design, data collection, analysis, interpretation 
and the conclusion. However, the authors have attempted to keep the research process free of value 
intrusion. For the same reasons, the prior knowledge of the authors is of importance. (Bryman & Bell, 
2007 p.30) 
 
The authors perceive that they have broad knowledge in business administration and specialized 
knowledge in the research topic. Both have studied business administration up to bachelor level at 
Umeå University. This thesis mainly concerns marketing and strategy, in which the authors have 
taken university based courses: strategy, retail marketing strategy and marketing communications. 
Moreover, the authors have previous knowledge about consumer behavior, after having written a 
thesis in this subject. More specific knowledge needed for this study has been carefully selected from 
literature.  

2.2 Research Approach 

The research approach was decided on the basis of how to best answer the research question: “How 

can ICA best use premium products to increase their profitability”. The authors felt it necessary to 
gain more knowledge in the research topic and therefore followed a deductive approach in the 
study. This means that the authors started with a literature review of the chosen subject. 
Accordingly, the authors are moving from finding relevant theories to the collection of data. This 
deductive approach often leads to revision of theory (Bryman & Bell, 2007 p.11). 
 
In contrast, in an inductive approach, the process is reversed and the aim of the research is to create 
theory.  An inductive approach demands a deep understanding of the subject, which the authors do 
not possess. (Saunder, Lewis & Thornhill, 2007 p.118-120; Bryman & Bell, 2007 p.11) 
 
An important characteristic of a deductive process is to explain a social phenomena and to do this, a 
collection of quantitative data is generally performed (Saunder et al., 2007 p.120). Furthermore, 
characteristics are that the research should be operational and allow generalization. With 
operational Saunders et al. (2007 p.118) means that a concept needs to be correctly constructed so 
that facts can be measured quantitatively, and in order to generalize the research a sufficient sample 
amount needs to be selected. However, this will be discussed further in the practical method 
chapter. 

2.3 Research Philosophies  

The research philosophies, epistemology and ontology, adapted by the authors in this research will 
affect all parts of the research (Bryman & Bell, 2007 p.30). Specifically, the same research topic can 
be approached in a considerably different way by different researchers. Epistemology explains the 
authors’ view of knowledge and ontology concerns the authors’ view of reality (Bryman & Bell, 2007 
p.16,22).  
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The authors will limit the depth of this part, as they agree with Bryman and Bell (2007 p. 5) in that it 
is possible to overstate the meaning of the research philosophies and that:  “While methods are not 

neutral, they are not entirely suffused with intellectual inclinations either.” The authors will first 
discuss the epistemological standpoint in this study, followed by the adapted ontological perspective.  
 
The authors feel inclined to take a positivistic view of knowledge, which involves explaining a social 
phenomenon through the use of the natural science model and facts. This, since the study is 
descriptive in nature and involves testing theories rather than creating theories. In other words, 
positivism is where “The role of research is to test theories and to provide material for the 

development of laws” (Bryman & Bell, 2007 p.16). Moreover, the aim of the thesis is to create 
generalizability to as large extent as possible, which positivism permits (Pugh 1983, cited in Bryman & 
Bell, 2007 p.16). This view of knowledge, however, creates a need for objectivity to create accurate 
and value free knowledge (Fisher, 2007 p.17-18) and since true objectivity is not realistic, the authors 
will aim to accomplish it to as large extent as possible.  
 
An additional standpoint, realism, agrees with positivism in that social science should apply the 
natural science model, however argues that the concepts is only a way of knowing the reality 
(Bhaskar, 1989 cited in Bryman & Bell, 2007 p. 18). The aim is here to discover mechanisms that 
“bring about events” and strive for the theories to be verifiable. Realism therefore permits 
generalizability to some extent. (Bhaskar 1989, cited in Bryman & Bell, 2007 p. 18) Moreover, realism 
involves recognition and discussion of the assumptions made and the knowledge in the theories 
(Bates and Jenkins, 2007 p.57). The authors in this study can see the importance of the critical 
evaluation and justification of the theories this provides (Bates and Jenkins, 2007 p.57), however find 
this view of knowledge too complex for this thesis, considering it being a bachelor level thesis with a 
relatively short time restriction and due to the descriptive, rather than testing, nature of the 
purpose.  
 
In contrast, researchers agreeing with interpretivism believe that the natural science model should 
not be used in social science and that, instead, the social reality must be understood.  This cannot be 
generalized, since the view here is that the reality created by the specific actors. (Bryman & Bell, 
2007 p. 17-18) The authors feel that this view of knowledge is inappropriate since they will not 
attempt to uncover new relationships, connections or underlying patterns. This because previous 
research about the measurement of brand equity in the food retail industry have revealed 
relationships and patterns, thereby causing generalizability of the study to be of more relevance.  
 
The authors have in this study adapted a largely objectivist ontological position, since it is important 
to view the social phenomena as independent of social actors in order to generalize the findings 
(Bryman & Bell, 2007 p.22). In other words, this suggests that reality is beyond the reach and 
influence of people. In contrast, constructionism involves viewing the reality as a creation of the 
social interaction of actors. Accordingly, the social phenomena are in “a constant state of revision” 
(Bryman & Bell, 2007 p. 23). The authors have however to smaller extent adapted a constructionist 
view of reality. This is argued since the thesis takes a broader perspective than just measuring brand 
equity, by also considering the specific organizational environment through the use of brand 
management strategies and by also considering the current economical situation in the analysis.  

2.4 Research Strategy 

Following the earlier discussion, the authors decided on a deductive approach and to adapt a 
positivist’s view of knowledge and an objectivist’s view of reality. Bryman and Bell (2007 p.28) argues 
that these are common characteristics of a quantitative approach.  The authors decided upon a 
quantitative research strategy, since this method is often used to explain and describe a social 
phenomena and allows numerical measurement and high generalizability (Bryman & Bell, 2007 p.28: 
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Trost, 2001 p.17). High generalizability is here important to increase the usability of the study. 
Quantitative studies are often non experimental and includes a survey (Dahmström, 2000 p.22) In 
contrast, qualitative studies are used in research where the authors want to understand a social 
phenomenon, and often give results in words rather than numbers. (Bryman & Bell p.28) Moreover, 
previous research in the area of interest has been using qualitative methods and there is a need to 
look at these theories in a quantitative study. Furthermore, measuring brand equity in quantitative 
research has given significant results in previous research.  

2.5 Collection of Secondary Sources  

The collection of data has been conducted from both primary and secondary sources. A primary 
source is described as the data that is being created during the research process 
(www.princeton.edu) and refers to the collection of data through interviews, experiments, 
observations and surveys (Bryman & Bell, 2007). A secondary source is defined as a source that 
analyses and interpret information from a primary source (www.princeton.edu) and refers to the 
theories used (Bryman & Bell, 2007). Next, the collection of secondary sources will be discussed. 
 
Due to the choice of using a quantitative research approach, the authors have used an extensive 
amount of secondary sources. These sources provided the authors with information of the subject 
and worked as a basis for the later parts of the thesis. First, to get acquainted with the subject, the 
authors reviewed a large amount of other thesis written in the subject, and thereby got different 
perspective to consider.  
 
Once the subject was determined, secondary sources were collected. Here, the collection has been 
based on mainly academic literature, where the larger theories about brand resources, brand equity 
and brand management have been found. To narrow the brand equity model for the purpose of this 
research, the database Business Source Premier and Umeå Library was used for information. Here, 
the authors found many relevant peer reviewed academic journals/articles. Peer reviewed is used to 
reach reliable sources in the database and refers to that two or more experts approved the article 
before being published (Fisher, 2007 p. 81).  In addition, relevant articles have been provided from 
Galina Ossipenko from USBE, who has written her licentiate thesis about brand equity. Moreover, 
academic literature by Anselmsson & Johansson (2005), a doctoral thesis from Anselmsson et al. 
(2006) was used. All these sources have enabled the authors to create a larger platform for the study.  
 
To find the relevant information about ICA and ICA Selection, the authors used ICA’s homepage and 
annual report from 2008. Also, power point slides from Burt (2006) were used in background 
purpose, however were judged as reliable enough, since they were connected to Lund International 
Food Studies (LIFS).   
 
Research words that have been used for collecting information are premium products, brand equity, 

brand strategies, retail brands, ICA, premium brands and synonyms to these in Swedish and English.  

2.6  Criticism of Secondary Sources 

Literature criticism is about revising the sources used in a study, with the purpose to decide whether 
the source is valid and reliable. Moreover, this part looks at whether the source is relevant for the 
research question. Three main criteria for evaluating sources are: accuracy requirement 
(samtidskrav), tendency critic (tendenskritik) and dependency critic (beroendekritik), own translation 

from Swedish. (Eriksson & Wiedersheim-Paul, 1997 p.83) 

Accuracy requirement involves whether data that has been used in research is not given the 
possibility to be changed or misinterpreted over time (Eriksson & Wiedersheim-Paul, 1997 p.83). To 
achieve this requirement, the authors have found it necessary to go back to the original sources, to 
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avoid any misinterpretation from other researchers. However, the authors did not do this to the 
same extent when printed in literature, since these sources feel highly reliable. Nevertheless, only 
considering the main source may lead to that developments in the theory are ignored and, therefore, 
the authors have taken in the developed theories while still being aware of the main source. For 
example, this was done to confirm the relevance of the Aaker brand equity model, where the authors 
looked at several newer sources, mainly Anselmsson et al (2006) but also Pappu, Quester and 
Cooksey (2005), Yoo and Donthu (2001),  Washburn and Plank (2002).  

Tendency critic refers to a researchers own interest in the subject, expressed in the selection of 
words and the selection of used facts (Eriksson & Wiedersheim-Paul, 1997 p.83). To deal with this 
problem, the authors have tried to balanced sources and not only focused upon mainly one, as can 
be seen throughout the thesis. This creates a broader perspective on the topics. An example is that 
several books concerning methodology have been used. In contrast, for the theories concerning the 
food retail industry as it relates to brand equity, the authors had problems finding other sources than 
Anselmsson et al (2006). Therefore, also some more general scales and theories were used to 
strengthen or create a more complete picture of brand equity and how it relates to premium 
products. A potential problem of tendency critic in this thesis, is regarding the information about ICA, 
since ICA probably are not objective in their annual reports and on their web page. These sources are 
often used as a marketing tool. However, this was not considered a problem since the ICA sources 
have a very small effect on the research.  

Dependency critic means whether the sources are dependent of each other, i.e. refers to whether 
different researcher refers back to the same source (Eriksson & Wiedersheim-Paul, 1997 p.83). In this 
research, several sources of the collected data refer back to the same source and refer to each other. 
However, this is done to support their findings, as in the case with Aaker’s research where many 
researchers after him have used and validated his research. However, since this theory is widely 
accepted as one of the most reliable measures of brand equity, the authors did not consider this to 
be a problem.  

In addition, some criticism can be given to the literature from Anselmsson et al. (2006), since the 
authors have not found any supporting studies for their measurement suggestions for the brand 
equity of grocery products. This theory was mainly used in finding relevant attributes for the 
measurement in relation to food, since no other sources for this was found.  
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3 Theory 
This chapter presents the theories necessary to support and explain how ICA can best use premium 

products to increase their profitability. An efficient marketing strategy requires knowing the target 

customers and, therefore, theory about the consumers of retail brands are included. Moreover, the 

authors chose to focus on theories concerning brands, namely brand equity and brand management 

strategy. These theories were adapted to fit RB premium food products and ICA selection. These 

theories will be used as a basis for the later parts of this study.  

3.1 The Consumers of Retail Brands 

A lot of research is devoted to determining who the consumers of the Retail Brands (RBs) are. 
According to a global survey conducted by AC Nielsen, nearly all consumers buy RBs (AC Nielsen, 
2005). In Sweden, an average of 93% of the consumers buys RBs regularly (Anselmsson & Johansson, 
2005a). However, the different generations of RBs are believed to appeal to different consumers, 
making it hard to determine who the typical consumer is. The authors did not find any research 
concerning the target customers of premium products.  
 
According to Anselmsson & Johansson (2005a, p. 6), Swedish consumers today have a more positive 
attitude to RBs and the quality is perceived as high or higher than the equivalent NB. The main 
reason to buy RBs is the high perceived value for money, since earlier generations of retail products 
are positioned as a low price alternative with high quality. Reasons not to buy the RBs are mainly the 
low recognition factor of the brand and a perception of lower quality or lower quantity for the price. 
(Anselmsson & Johansson, 2005) 
 
In 2008, the world market economy has been turbulent and Sweden, among other countries, is in a 
recession. This affects the consumer behaviour in the way that consumers in general seek value. 
People often continue to shop, however in a more carefully and deliberate manner. Some switch to 
lower priced stores in the different merchandise categories, while others continue to shop for their 
products of preferences. (Grewal, Levy & Kumar, 2009 p. 2) Consumers In the food retail industry do 
not change their shopping behaviour with the exception that they compare prices to a larger extent. 
As a result, RBs normally increase their market shares during recessions and when the economy later 
improves, consumers often continue to buy these products. (Handelns Utvecklingsråd [HUR], 2009 
p.1)  

3.2 Branding 

Premium RBs are positioned on quality and image and, therefore, competing directly with NBs. 
Consequently, premium products must create an added value that defends the higher price charged. 
To investigate the added value that premium products provide, it is essential to consider the brand 
and the utility it has for the consumers. Therefore, the authors have chosen to focus on theories 
relating to brands, in order to provide answers to the research question.  
 
Kotler et al. (2005 p.188) defines a brand as a name, an expression, a sign, a symbol, a design or a 
combination of these. Brands add dimensions to products and thereby enable differentiation from 
other products that are designed to satisfy the same need (Kotler et al., 2005 p.188). Moreover, by 
creating a unique selling proposition the consumer can become less price sensitive and thus the 
possibility to charge a price premium for the product increases. (Anselmsson et al., 2006 p.14-15) In 
addition, a brand provides a guarantee for a certain level of quality (Kapferer, 1998 p.30). As a result, 
the focus on the branding process is increasing nowadays, both in research and among companies.  
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Kotler et al (2005 p.273) state that whether the consumer buys the product is dependent on the 
perception of the product. In order to understand how consumer perceive brands it is therefore 
appropriate to explain the concept of perception. Kotler et al., (2005) define perception as: “The 

process by which people select, organize and interpret information to form a meaningful picture of 

the world” (p.273). Brand attributes, that represents the functional and emotional associations 
assigned to a brand, are created through the perception of consumers,. The brand attributes are 
either negative or positive. Moreover, they are of a varying level of relevance and significance 
depending on the customer segments, markets and cultures. To sum up, brand attributes are the 
basic elements for establishing a brand identity and is dependent on the consumer perception. 
(www.venturerepublic.com) 

3.3 Brand Related Resources 

Accourding to Melin (1997, cited in Ossiansson, 2004 p.28) brands have two resources: brand 
management and brand equity. Ossiansson (2004) state that brand equity is the brand’s external 
resource, while brand management is viewed as the internal resource.  
 
Measuring brand equity helps explaining how to increase the profit margins through increases in the 
price premiums of the products. As a result, companies are becoming more interested in how to 
build, manage and extend brand equity (Ailawadi, Lehmann & Neslin, 2003 p.1). The food retail 
industry suffers from large and still increasing competition and profit margins that are under 
constant pressure. This makes the measurement of brand equity extremely important.  As a result, 
there is a need to investigate and measure the brand equity of ICA selection to answer the problem 
question, since measuring this would explain the price premium and how to best use the price 
premium.   
 
Moreover, competencies in brand management are an essential resource for the brand and should, 
therefore, be taken into consideration when measuring brand equity. The brand management 
strategies reveal advantages and disadvantages for the brand. The authors therefore consider this 
knowledge to be important in the methodology and as a basis in the analysis and conclusion. 
Therefore, the foundation of the theory chapter will be an elaboration of the brand equity and brand 
management strategies of ICA Selection and premium food RBs.  

3.4 Brand Equity 

As earlier argued, it is essential to measure brand equity in this study. The definition of brand equity 
is in general agreed upon by researchers: “The marketing effects or outcomes that accrue to a 

product with its brand name compared with those that would accrue if the same product did not have 

the brand name” (Ailawadi et al., 2003 p.1). Aaker (1996 p.7) defines brand equity in a more 
simplified way: a set of assets including liabilities connected to a brand’s name and symbols that can 
add or subtract from the product’s value, to the firm and customers.  
 
Aaker (1991, cited in Yoo & Donthu, 2001) argues that brand equity contributes to an enhanced 
value of a brand to the customer, through positively affecting the interpretation and information 
handling and contributing to confidence and satisfaction in the purchase decision. Anselmsson et al. 
(2006 p.4) argues that brand equity enables a higher price premium, more efficient marketing, lower 
vulnerability from competition etc.  
 
The measurement of brand equity is relatively new and, therefore, quite a small amount of research 
exists in this topic. All researchers agree that brand equity is a relative measure. Aaker (1996a p.320) 
argues that it should be used to compare between different product groups, i.e. used in a comparison 
between product categories and grocery categories. Aaker and Keller developed the most used 
theories for measuring brand equity, which according to Anselmsson et al. (2006 p.4) both highlight 
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the same aspects. The difference is said to be that Keller makes a rougher outline and looks at brand 
equity in term of image and awareness, while Aaker instead goes deeper and divides brand equity 
into four different attributes. (Anselmsson et al., 2006 p.4)  
 
When measuring brand equity, one must choose between different perspectives: a customer based 
perspective that looks at customers’ attitudes, awareness and knowledge or a firm perspective, 
where the research instead concerns price, market share, revenue and cash flows. However, these 
two perspectives are linked since the firm-level outcomes are consequences of the consumer level 
effects. (Ailawadi et al., 2003 p.1;Pappu et al., 2005 p.144) Next, the customer based perspective and 
two firm perspective methods will be discussed and the most suitable perspective will be chosen.    

3.4.1 Customer mind-set.  

Measuring brand equity from a customer mind-set perspective has been the focus of the larger part 
of the research in this topic. Examples here are the earlier mentioned theories by Aaker and Keller. 
The method aims to measures the customers’ awareness, attitudes, associations, perceived quality, 
and loyalties to a brand.  
 
Advantages of these measures are that they consider multiple sources of brand equity, have good 
problem-solving capability and can be used as input to forecast the potential of a brand. Weaknesses 
of these brand equity measures includes that they most often are based on consumer surveys and, 
therefore, cannot provide a single and objective measure. In addition, they do not measure brand 
equity in dollar value and is consequently not attractive for financial valuation purposes. (Ailawadi et 
al., 2003 p.2) Thus, this mind-set is well suited for the purposes of guiding marketing strategy and 
tactical decisions, measuring the extendibility of a brand and evaluating the success of marketing 
decisions (Ailawadi et al., 2003 p.2).  

3.4.2 Product Market Outcomes 

This measuring method takes a firm perspective. These measures are less researched than the 
customer mind-set and are based on the assumption that the benefits of brand equity should 
ultimately be reflected in the performance of the brand on the market. Here, price premium is the 
most common measure, which is the ability of a brand to charge a higher price than an unbranded 
equivalent charge. This perspective enables con-joint studies and is relevant when the research 
focuses on, for example the market share or relative price. (Ailawadi et al, 2003, p.2) 
 
The main advantage is that these measures are more comprehensive than any single customer mind-
set measure, since they reflect a culmination of the various means by which the brand name adds 
value and that they can be given a dollar value. (Ailawadi et al, 2003 p.2)  Disadvantages are for 
example the statistical complexity of conjoint- based studies, the hypothetical questions, the danger 
of an incomplete measure that creates misleading estimates and the limited diagnostic abilities. 
(Ailawadi et al., 2003 p.2) Consequently, these models are best suited for the following: evaluating 
the effectiveness of marketing decisions, tracking the brand strength relative to competitors over 
time and to assign a financial value to the brand in balance sheets and financial transactions.  
(Ailawadi et al, 2003 p.2;. Yoo & Donthu, 2001)   

3.4.3 Financial Market Outcomes  

Financial market measures is also measures with a firm perspective and are used to assess the value 
of a brand as a financial asset. These measures are able to further quantify the strength of a brand by 
also looking at the future potential, not only the current brand strength and thereby introducing 
subjectivity into the research. (Ailawadi et al., 2003 p.3) 
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3.4.4 Choice of Mind Set 

In conclusion, each of the three types of measures has its own strengths and weaknesses. 
Consequently, it is highly unlikely to achieve a measure without flaws, so instead the focus should be 
on finding the most appropriate measure for answering the research question. The research question 
concerns how ICA Selection can best use premium products to increase their profitability. Since the 
customer mind-set is appropriate when researching marketing strategy, tactical decisions and 
evaluating the success of a marketing decision and since it is less complex statistically, a customer 
mind-set is suitable for this research topic. (Ailawadi et al., 2003 p.3) 

3.5 Brand Equity Framework 

The research information will be collected mainly on the basis of the brand equity model. The Aaker 
model and its four brand equity attributes, as well as uniqueness as a central fifth dimension 
developed by Anselmsson, will work as a basis in the creation of the methodology part. In order to 
answer our research question, it is of relevance to compare ICA Selections strategy with the 
customer perceptions of the different attributes, to see to which degree ICA Selection is achieving its 
aims. This, in an attempt to explain whether the resources invested in the brand are effectively 
contributing to creating a price premium. Moreover, through assessing the importance of each brand 
equity attribute to ICA’s customers, the effect they have on the brand equity can be assessed.  

3.5.1 Aaker’s Brand Equity Model 

Aaker has developed a model that is widely used in the measurement of brand equity for tangible 
goods and services, from a consumer perspective. According to Aaker (1996), brand equity can be 
divided into four categories, awareness, associations, perceived quality and loyalty. With the four 
categories Aaker (1996) have structured a model to measure brand equity across market and 
products. However, the model provides structure and guidelines to be able to study individual brands 
also, as is the case in this study. Other researchers have developed the model and scales further in 
their studies e.g. Washburn and Plank (2002) which have been used as a basis in this study (see 
appendix 3). Before going further with a developed version of Aaker’s model, a short description of 
the four dimensions from Aaker’s perspective will be presented.  
 

• Association; unique image dimension for a brand, concerns the brand identity and the 
meaning of the brand in a costumer’s minds. 

 

• Awareness; the strength of a brand in costumer’s mind, concerns perception and attitudes. 

• Perceived quality; the perceived overall quality of a brand. 

• Loyalty; the costumer’s commitment towards a brand. 

3.5.2 A Developed Model for the Grocery Industry 

Anselmsson, et al. (2006, p.14) have developed the model and relates it to creating a price premium 
on consumer packaged food in Sweden. In Aaker (1996), uniqueness is only viewed as a dimension in 
the brand equity association. However, Anselmssson et al.’s model stress that uniqueness should be 
viewed as a single and central asset connected to brand equity.  Anselmsson et al. (2006) further 
argue that retailers must have the objective to allocate resources to the dimensions that has the 
largest impact on the price premium, i.e. the brand should perform exceptionally well on a few 
attributes.  Here, uniqueness of the product is important since it creates sustainability through a hard 
to copy product and thereby ensures that a long term price premium can be maintained. 
(Sethuraman 2000; 2003 cited in Anselmsson et al., 2006 p.1) 
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 When choosing how to differentiate the brand, one must take into account the internal and external 
balance. The external balance suggests that the surrounding environment must be considered when 
measuring brand equity. In this study, the recession and its effects on the consumer behaviour have 
been discussed. Creating an internal balance means that the relation between the brand equity 
dimensions must be balanced to avoid sub optimising. Sub optimising happens when “too much” 
resources are given to increase an aspect of brand equity, for example if the company increase 
quality too much and people don’t believe the quality to be that good. (Anselmsson et al., 2006 p.16-
18) Even though resources should be allocated to where the impact is the greatest, the brand must 
perform well enough on all dimensions. (Anselmsson et al., 2006 p.16-18)  
 
However, the above discussed research is based on a qualitative study and has not yet been 
validated in future studies. Therefore, it is questionable whether uniqueness is a fifth and central 
dimension. However, large importance of uniqueness in food retailing can be assumed. Next in this 
analysis, Aaker’s four dimensions together with uniqueness will be explained.  
 

Figure 1: Brand Equity Framework (Aaker 1991;1996, revised by Anselmsson et al,. 2006) 

3.5.3 Awareness 

Awareness can be explained as the strength a brand possesses in a costumers mind. It is measured in 
connection to the ways a costumer remembers the brand and involves perceptions and attitudes 
(Aaker, 1996a p.17).  Aaker (1996b p.114-116) describe different levels of awareness ranging from 
recognition to brand dominance. Recognition reflects the experience the costumer received from 
past brand exposure and refers to that the customer has been exposed to the brand, however not 
that a costumer can answer all questions about their experience of the brand. (Aaker, 1996a p.17) 
Brand dominance, on the other hand, refers to a brand that is the only brand costumers remember. 
(Aaker, 1996b p.115; Pappu et al., 2005) A brand that is being recognized on the market through 
recognition and familiarity is likely to enhance its brand equity (Aaker, 1996a p.17). 
 
When trying to measure awareness, it is relevant to study, for example, what is the first brand a 
costumer think of when a brand Is mentioned, how familiar are costumers with a logotype and the 
products name, does the costumer know the selling proposal of the brand and can they recognise 
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the product among other brands. (Anselmsson et al., 2006 p.10; Aaker, 1996b, p.115) Theory say that 
when a customer is choosing between two similar brands, it will be the brand that the costumer feels 
familiar with and have had a positive exposure to that will have an advantage. (Aaker, 1996a p.17) 

3.5.4 Perceived Quality 

Researchers disagree in the definition of quality, where some argue that quality cannot be defined, 
but is subjective and concerns intrinsic excellence. Another opposing view is that quality is objective 
and can be measured. (Anselmsson & Johansson, 2005 p.176) Quality can be divided into objective 
quality and perceived quality. Objective quality is something a brand should strive for, but it does not 
assumingly contributing to its brand equity. Perceived quality on the other hand is the quality 
judgment captured by consumers, its attitude toward the brand. It differs from objective quality by 
having a higher level of abstraction. (Anselmsson et al., 2006 p.4; Keller, 1993) When measuring 
brand equity, perceived quality is used. (Aaker, 1996a p.19)  
 
The perception of quality is something that must be earned, i.e. high quality perception is difficult to 
achieve if there is no substance for it. (Aaker, 2006a p.19) Therefore, it is important to earn a 
reputation of good quality in order to attract costumer to the brand. Furthermore, in addition to 
meeting the expectations from costumers, the brand must hold a higher level of quality than other 
market brands and products. (Anselmsson et al., 2006) 
 
Quality is considered to be a key value and the firms positioning on quality is often written in a firm’s 
mission statement. Moreover, brands have different positioning, some are price brands and others 
can be described as prestige or premium brands. For premium brands, such as ICA Selection, 
perceived quality position is the key dimension of their differentiation. (Aaker, 1996a p.19) When 
using the brand equity measurement technique, it is necessary to connect the quality measuring to 
specific product classes, which in this case are food products (Anselmsson et al., 2006 p.5). According 
to Anselmsson et al. (2006 p.1), recent research about food products indicates that only 20% of a 
price can be explained by the quality dimension and, therefore, it is necessary to look at non-quality 
attributes such as the other dimensions of brand equity.  
 
Aaker (1996b p.109) suggest that quality could be measured with scales in comparison to other 
brands. Further, Anselmsson et al. (2006) are suggesting that quality could be measured in terms of 
several attributes of a brand and its products, since it is not only one attribute that contributes to a 
brands quality. Examples of measuring attributes in Anselmsson et al. (2006) research of consumer 
packed food are; taste of product, ingredients, function and performance, texture, attractive 
packaging, design, durability in relation to other and odour/smell.  

3.5.4.1  Expectations Theory  

The expectations theory is important in the measurement of perceived quality, since the outcome of 
the post-purchase evaluation depends on the customer’s expectations and the perceived 
performance of a product. The customer’s expectations reflect the anticipated behavior of a product 
and how the customer values the perceived performance of the product. The expectations theory 
states that if the customer is disappointed with the performance of a product, the expectations are 
not fulfilled and the customer will be dissatisfied. If the customer, on the other hand, is positively 
surprised with the performance of a product, the expectations are at least fulfilled and the customer 
will be satisfied. Accordingly, companies should be careful to not overpromise in the marketing of a 
product, since this will lead to dissatisfaction. (Oliver, 1980 p.460-469: Spreng, MacKenzie, & 
Olshavsky, 1996 p.15)  
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3.5.4.2 Intrinsic and Extrinsic Quality Cues  

Anselmsson et al., (2006, p.5) argues that it is impossible for customers to fully and correctly evaluate 
the quality of a product, since it is said to be multidimensional. Therefore, researchers investigate the 
attributes that signals high quality to the customer. To facilitate the measuring of quality, it is divided 
into extrinsic and intrinsic cues. (Anselmsson & Johansson, 2005 p.177) It may be necessary to 
measure quality accordingly, however this adds more complexness to the interpretation of the data. 
(Aaker, 1996b p.109) 
 

Extrinsic Cues 
Extrinsic indicators are product related without being a part of the physical product itself. These 
attributes are general and applicable to a wider range of products. As a result, customers are often 
more familiar with this type of cue and therefore relies on it when evaluating products. Thus, failing 
in these categories is often the main cause of a perceived low quality, making extrinsic indicators 
central to the measuring of consumers’ quality perceptions. However, extrinsic cues are sensitive to 
the individual differences in the consumer’s involvement, product familiarity, and price-reliance 
schema and are therefore not universal and hard to generalize. (Lee & Lou, 1996) 
 
The extrinsic factor includes the brand, price, packaging, marketing and the store image. The brand is 
the most crucial aspect since it offers a great way to differentiate the product and, thereby, increase 
its uniqueness. The brand will signify and guarantee a certain level of quality to the customer 
(Kapferer, 1998 p.30) but also facilitates the purchasing process for the consumer based on their 
knowledge and the previous purchase experiences of the brand. (Anselmsson & Johansson, 2005 
p.178) In fact, research show that the perceived product quality increases with the size of the market 
share, suggesting that companies can attempt to increase profitability by building market shares 
(Szymanski, Bharadwaj & Varadarajan, 1993).   
 
Price, as an extrinsic quality indicator, is mainly relevant when the customer has little previous 
experience of the product category. Research suggests that a higher price will signal high quality to 
customers. In contrast, customer with experience of the product category will instead rely on 
previous experiences and the brand. (Anselmsson & Johansson, 2005 p.178) In addition, high 
marketing spending signals high quality to the customer. However, previous experience of 
purchasing in a certain product category leads to decreased importance of this indicator. The design 
of the packaging has also been proven to affect the customers’ perception of the product’s quality. 
(Anselmsson & Johansson, 2005 p.179) For RBs, the store image as an extrinsic quality cues are 
essential. Research show that a relationship exists between how the product quality is ranked and 
the customer’s experiences of, for example, customer service, reputation and store characteristics in 
a certain store.  
 
However, product category has a great impact on the perceived quality of RBs. DelVecchio (2001 
cited in Anselmsson & Johansson, 2005) imply that RBs is more competitive in product categories 
with low variance in product quality. This has to do with the general customer perception of RBs as a 
“value for money” alternative, causing the consumers to associate lower quality with the RBs, a fact 
that has been shown in many previous studies. (Anselmsson & Johansson, 2005 p.180) 

 
Intrinsic Cues  
Intrinsic cues refer to physical attributes of a product and are therefore specific for a product 
category (Lee & Lou, 1996). For food products, relevant factors are, for example, the color, 
consistency and taste of food products. (Anselmsson et al., 2006) As earlier mentioned, consumers 
may find it hard to differentiate between these cues for certain products, especially where the 
quality differences between the products are low. Therefore, these factors are often of less 
importance in the study results, when it comes to evaluating quality perceptions of the customers.   
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This theory explains how retailers can work to improve the perceived quality of their products. 
Therefore, it is closely connected to the problem question and will work as a basis for our research 
and help us in suggesting future strategies or improvements. 

3.5.5 Loyalty 

Loyalty is defined by Aaker (1991) as the attachment that a customer has to a brand (cited in 
Anselmsson et al., 2006 p.6). Loyalty is another important asset considering that a brand without 
loyal costumers is generally a vulnerable brand (Aaker, 1996a p.21) since a loyal customer base gives 
the brand several advantages. Previous researches from Anselmsson et al., confirm that loyalty is a 
relevant measure in determining brand equity for consumer packaged food. 
 
Advantages of a loyal customers are, for example, that competing brands find it more difficult to 
enter new markets. Moreover, costumers are less sensitive toward increased prices. Also, loyalty 
gives the firm more time to react on competitors’ innovations. (Aaker, 1996b p.106; Anselmsson et 
al., 2006) Furthermore, from a marketing perspective, it is less costly to keep loyal customers than 
try to attract new customers. (Aaker, 1996a)  
 
Loyalty can further be divided into different levels according to Gremler and Brown (1996, cited in 
Anselmsson et al., 2006); behavioral loyalty; attitudinal loyalty and cognitive loyalty. Behavioral 
loyalty is the lowest level of loyalty and refers to a costumer’s repeating purchase behaviors. 
Attitudinal loyalty involves attitudes and preferences and is an emotional connection to the product. 
Cognitive loyalty is the highest level of loyalty and refers to being the costumers’ first choice in a 
purchase decision and/or the first brand that the costumer comes to think of.  
 
The levels of loyalty can be measured by investigating the consumers’ attitudes and habits of brand 
purchases, as well as their willingness to speak positively about a brand in front of friends and 
relatives. Cognitive loyalty will be left out of this study, since it is hard to measure in this specific 
questionnaire and is of less relevance than the lower levels of loyalty.    

3.5.5.1  Price Premium 

Another relevant indicator measuring costumer loyalty is to look at loyalty through using a price 
premium measuring method (Aaker, 1996b p.105-107). Moreover, Anselmsson et al. (2006 p.6) 
mentions that investigating the price premium is a good way to measure brand equity for consumer 
packaged goods in the Swedish food retail industry. A price premium can be described as the amount 
a costumer is willing to pay for a brand, compared to other similar brands and can be either negative 
or positive (Aaker, 1996a p.320; Anselmsson et al., 2006). If the costumer is willing to pay more for a 
specific brand, he or she is perceived to be loyal towards the brand (Aaker, 1996b p.106; Anselmsson 
et al., 2006 p.6-7). Consequently, good brand equity makes costumers less sensitive to increases in 
the price, and, therefore, a brand with loyal customers can charge a price premium for their products 
(Ailawadi et al., 2003).  
 
Since this measure is well used, there is relatively much information on how to perform this type of 
research. On an individual level, the brand should be compared to a neutral brand, i.e. a brand with 
no brand equity in the mind of the consumer. However, researchers have seen the difficulty of 
finding a brand like this and, therefore, price premium is a relative measure and will, therefore, be 
helpful when evaluating the strength of the brand in relation toward other brands (Aaker, 1996a p. 
320).  
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3.5.6 Association  

The association dimension of brand equity refers to the differentiation of a brand in the customers 
mind and consequently the brand image. According to Aaker (1996a p.25), this differentiation is 
unique to a brand or product and often driven by the “brand identity, - what the organization wants 

the brand to stand for in costumer’s mind”. According to Anselmsson et al, (2006 p.10) association is 
described as memories and information which come to the consumers mind, when seeing or thinking 
of a brand, where uniqueness is a factor derived from the brand association among other attributes.  
 
Aaker (1996a p.25) argues that in order to build a strong brand, it is important to build and develop a 
brand identity. The brand should accordingly have an interesting personality and a clear image. 
(Aaker, 1996b p.111) Anselmsson et al. (2006 p.5) points out that it is slightly unclear what the 
relevant associations are in the food retail industry. However, in general it is important for 
companies to match the brands personality (the associations of a brand) to the self concepts of the 
targeted customer, since research suggest that the efficiency of the marketing program is then 
increased. Namely, consumers use brands to support their self concepts of who they are and what 
they aren’t. A self- concept is defined as an individual’s thoughts and feelings about themselves 
(Prince, 1993) and can be separated into four different “selves”. (Onkvisit & Shaw, 1987 p. 17) 
Research has found that the ideal self, which is the way a person would like to be, is the principal self 
concept that affect the consumer choice. (Sirgy, 1982) In other words, in addition to using brand to 
strengthen their self image, consumers also use it to modify their image.   
 
One of the main reasons for companies to develop retail brands is the possibility to use them for 
image building (Anselmsson & Johansson, 2005a p.48). Premium products are positioned as high 
quality and functionality and this perception can reflect on the store image. Moreover, premium 
product RBs could be understood to compete with National Brands on communicating a positive 
image of the brand. 
 
According to Aaker (1996a), brand association can be separated into two categories; brand 
association and differentiation (uniqueness). For the purpose of measuring association in the food 
retail industry, Anselmsson et al. (2006 p. 11) have in their research tried to identify associations 
linked to groceries, by utilizing a large amount of questions related to associations. They collected a 
variety of association from their questions which were grouped into different categories such as; 
health, origin, environment, organizational associations and social image.  Furthermore, to measure 
uniqueness Aaker (1996b p.111) recommend structuring the questions around different perspective 
of brands in relation to the organization, perceived value and brand personality.  

3.5.6.1  The Organization 

For the purpose of this research, it is relevant to examine the organizational associations for ICA. 
This, because all Retail Brands (RBs) including ICA in their name are marketed through the image 
building of ICA, for example in the TV commercials where the retailer’s name is marketed (i.e. the 
retailer is the brand).  (Aaker, 1996b, p. 111) Interesting here is that the perceived value of the 
overall offering of products, and thereby the organizational associations, is strongly linked to the 
perception of the RB’s. (Anselmsson & Johansson, 2005 p. 60) Moreover, a positive image of the 
retailer and customer satisfaction are important for the retailer, to compete efficiently and also to 
create customer loyalty. (Anselmsson & Johansson, 2005 p. 61)  
 
From an organizational perspective, one looks at a broad set of product classes and costumers’ 
relations and attitudes to the organization. Anselmsson and Johansson (2005 p.87) investigate the 
importance of three dimensions of corporate social responsibility affecting the image of food retailer. 
These dimensions have previously been researched in the retail industries as well as others and 
shown to be of significance for the brand image. The first dimension is environmental responsibility, 
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which the food retailers can communicate through ecological and “KRAV-branded” products and a 
comprehensive environmental policy. Next, product responsibility is an important dimension and 
involves that the retailer pays attention to the origin of the product, the listing of ingredients on the 
package and, lastly, fulfilling the customers expectations and taking responsibility if not. Humanity 
responsibility, the last dimension, pays attention to how the animals are treated and the work 
environment for employees. (Anselmsson & Johansson, 2005 p.87)  In the same study, it was shown 
that ICA’s brand image, according the earlier mentioned dimensions, was approximately equally 
positive as the national brands. (Anselmsson & Johansson, 2005 p.90, see table 3:1 in appendix 4) 

3.5.6.2  Value for Money 

According to Aaker (1996b p.111), the perceived value refers to its functional benefit and its practical 
utility. It has been suggested that in order for a brand to create value for money, it needs to generate 
value and provide a functional benefit for the brand. In contrast, a brand that cannot generate value 
is usually a weak competitor. Therefore it is important for a brand to be able to give value for money 
and be a strong brand among competitors, in order to create reasons for customers to buy one brand 
over competing brands. (Aaker, 1996b p.111)  
 
Value for money is very important for RBs. Earlier generations of retail brands have been positioned 
on price and equivalent quality to national brands and, therefore, often enjoyed a perception of 
value for money. However, the introduction of premium product retail brands has caused the price 
difference between retail brands and national brand to decrease. Instead of positioning on price, 
premium retail brands compete with national brands in terms of quality and functional benefits to 
create improved value. (Anselmsson & Johansson, 2005 p.152)  

3.5.6.3 Status and Prestige 

Premium products are also positioned on quality, which is associated, to a large extent, with the 
prestige of a brand (Aaker, 1996). Therefore, when it comes to brand personality, it is interesting to 
look at status and prestige associations for premium product retail brands. Food premium products 
could be classified as luxury products according to the definition that “luxury objects are those whose 

price/quality relationship is the highest on the market”, where the price differential rather than the 
absolute price is in focus (Kapferer, 1998 p.77).  
 
A problem in the development of premium brands is that customers in general associate a lower 
level of status with RBs than with NBs (Anselmsson & Johansson, 2005 p.45).  For example, this is 
indicated in the price discount that the customers’ demand, of a varying level depending on the 
product category, to buy the RB product instead a similar NB (AC Nielsen, 2005). Specifically for 
Swedish consumers (in research involving ICA), Anselmsson & Johansson (2005) found no 
relationship between the perceived quality and the price the customers were willing to pay.  In other 
words, consumers saw few differences in the product quality between RBs and NBs, but still 
demanded a price discount. (Anselmsson & Johansson, 2005 p.62). Since the price cannot be 
explained by the quality, other factors play a role, such as brand status.  
 
Applying the knowledge of luxury brands in the food retail industry, it can be questioned whether an 
increase in status and prestige of food products could enable a higher price premium charge. 
Specifically, this means that premium product RBs, that are advancing towards the price and quality 
offered by NBs, should move the brand image away from a low price image and towards high quality 
and high status.  
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3.5.7  Uniqueness 

Anselmsson et al. (2006 p.10) defined uniqueness as “to what extent the brand and its products are 

different from competitors in the mind of consumers”. Costumers need to perceive a brand as unique 
in order to accept a price premium prior to other brands.  
 
For the purpose of measuring brand equity for consumer packaged food in the food retail industry, 
Anselmsson et al. (2006)  argues that uniqueness is the core asset in brand equity and important for 
all brand equity attributes. This, in contrast to Aaker’s model (1996), where uniqueness is only a part 
of associations, since differentiation and image in the customer’s mind creates a unique image of the 
brand. In the food retail industry, uniqueness has become more and more important, due to the 
increased competition in price and copy-cat activities (“me too” brands). (Anselmsson et al., 2006)  
 
The importance of uniqueness can be further explained by choice theory, which takes a psychological 
point of view. This theory says that when costumers are faced with choices among different brands, 
the common attributes are being ignored, due to the lack of information of costumer preferences. 
Therefore, unique attributes play an increasing role in the selection process, and is argued to both 
influence ones preferences and attitude to price. (Tversky, 1972 cited in Anselmnsson et al., (2006); 
Netemeyer et al., 2003) 
 
A unique attribute of a brand can be either a single attribute or a combination of several attributes 
(Anselmsson et al., 2006). With this in mind, the uniqueness of a brand can therefore be consider as 
the central asset in brand equity, combined of consumer awareness, associations, loyalty and quality. 
(Anselmsson et al., 2006 p.15) The measuring of uniqueness is according to Anselmsson et al. (2006) 
related to the concept of the brand, i.e. how the concept is being perceived as unique. In order to 
measure uniqueness, it is therefore relevant to analyze how a brand and its products are perceived 
by customers and in what way it differs from competitors from a costumer perspective. Moreover, 
what are the unique attributes, or the unique combination of attributes, connected to the brand? 
(Anselmsson et al., 2006) 
 
Uniqueness is measured by asking respondents about a brand that is the “most environmental 
friendly” and the “healthiest”, thereby ranking different brands. (Anselmsson et al., 2006 p.14) 
Anselmsson et al., (2006) further argues that, in addition to measure association uniqueness, it is also 
crucial to look at uniqueness concerning awareness. Here, brand dominance and top-of-mind 
awareness are considered unique, since only one brand can accomplish this. However, top-of-mind 
awareness and brand dominance are relevant when researching a set product category (eg. 
toothpaste) and will therefore not be included in this research. Due to ICA’s brand management 
strategies and the fact that the retailer is the brand, it can be assumed relevant to look at store 
dominance as well as brand dominance, (see section 3.6.1). Moreover, cognitive loyalty is seen as 
unique, since only one brand becomes the consumer’s first choice (Anselmsson et al., 2006 p.15). 
Furthermore, according to Bearden and Netemeyer (1999 p.100), one can measure uniqueness by 
looking at its specific consequences of a high desire for unique customer products: an increased 
propensity to purchase and use products that are scarce, innovative, customized and outmoded. 

3.6 Brand Management 

As earlier mentioned, the brands internal resource is the brand management and as argued 
previously of importance for the purpose of this research. Brand management involves for the 
company to decide the kind of role that the brand should play and its achieved/perceived status and 
the relationship between the products in the brand (Ossiansson, 2004 p.85).  
 
In this study, it is important to consider the nature of premium products, since these can be 
considered as luxury brands and since this will affect their brand management strategies. The aim for 
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luxury products is to create more aware customers that want the products than the customer base 
itself. This creates a certain status of owning the products. (Kapferer, 1998 p.84)  
 
Moreover, Kapferer’s brand management strategies need to be studied in order to understand and 
analyze a brand’s position. Moreover, it is important to look into appropriate strategies for Retail 
Brands (RBs). Brand management strategies will therefore work as a basis for the method chapter, 
analysis and recommendations.  

3.6.1 Kapferer’s Brand Management Strategies 

Kapferer (1998) describes six different brand strategies. He argues that ”These six models allows us to 

structure the brand problem in all sectors, whether its services, consumer goods or luxury products” 
(p. 188) Each model plays a certain role for the brand and its relationship with the products under 
the brand. The authors have chosen to review the strategies of ICA, by using secondary resources 
and the authors own knowledge. Next, Kapferer’s (1998 p.189) different brand management 
strategies will be explained. 
 
The umbrella brand strategy, relates to products that can be found on several different markets, 
where all carry the same brand name. This is what ICA does with their line of retail brands that carry 
the “ICA” name and consists of a wide range of product in many categories. RBs carrying the ICA 
brand are: ICA, ICA I love eco, ICA Gott liv, ICA Asia, ICA Italia, ICA Cook & Eat, ICA Home and, most 
importantly for this research, ICA Selection. This strategy is favorable when companies want to 
launch new products, since they can then use the same name as an already established product with 
a well-know good reputation. The company can take advantage from this by marketing only one 
brand name, and thereby achieve economies of scale, but still include product from several different 
markets. Product can therefore benefit from each other by having the same brand name. (Kapferer, 
1998 p.197; Ossiansson 2004, p.86; Erdem, 1998 p.1) 
 
In the endorsing brand strategy, the parent name is explained as an endorser. In this case, the brand 
can benefit from all the brand names, and at the same time add value to its endorsing brand. 
(Kapferer 1998 p.203; Ossiansson, 2004 p.87) This is of relevance for investigating ICA Selection, 
since during the introduction phase, ICA Selection can benefit from the quality perception of other 
ICA products. The costumers will accordingly know what to expect when they are choosing products 
from ICA Selection. Moreover, having a high quality product line may have a positive effect on the 
quality perception of other ICA products.  
 
The range brand strategy involves a range of products where all products belong to the same area of 
expertise under a single brand name that is promoting a certain message (eg. Findus). This is of 
relevance for ICA Selection, since all their products aims to give the customer a superior experience 
by providing high quality products. As a result of the range brand strategy, ICA Selection can easily 
expand and distribute new products, as long as they are consistent with its mission. In this case the 
mission is to provide high quality products.  (Kapferer, 1998 p.196; Ossiansson, 2004 p.86) 
 
The three remaining models are not used by ICA, but are included to provide a full picture of the 
model. The line brand strategy, refers to that products are being developed in a set of 
complementary products, where they all try to satisfy the same concept (eg. Cosmetics). (Kapferer, 
1998 p.194) This is not the situation with ICA Selection, since the products is not viewed as 
complementary to each other. The source brand strategy is very closely related to the umbrella 
brand strategy, with the only difference being that in that the products are given different names (eg. 
perfumes). ICA does this, by having the RBs  Euroshopper and Skona, that separates the brands from 
the parent name. However, this is not relevant for this research topic. (Kapferer, 1998 p.200; 
Ossiansson 2004 p.86) The product brand strategy differs greatly from the umbrella strategy. Brands 
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are here given a particular name for a certain product with a certain position. (Kapferer, 1998 p.194-
196; Ossiansson, 2004 p.85) 

3.7 Summarized Model of the Theoretical Framework 

The previous theories will be of importance in answering the research question of how ICA can best 
use premium products to increase their profitability. The authors will take into account brand equity 
and brand management, when examining ICA Selection. The internal resource, the so called brand 
equity, will be measured using the Aaker model and the developments made to the model by 
Anselmsson et al. for groceries. Moreover, in order to look closer at premium products and to create 
a better analysis, the most important attributes for the premium food products were chosen for the 
measurement. The authors used previous research and their own knowledge to find relevant 
theories for the development of this model. The model is described in the figure below. 
 

 
 

Figure 2: Theoretical Framework for Measuring Brand Equity 
 
When measuring brand equity, it is necessary to efficiently balance the resources allocated to the 
different brand equity attributes. Doing this helps in explaining how to best use premium products to 
increase profitability.  The authors have limited themselves to mainly consider the internal balance, 
i.e. the relationship among the attributes for the specific company, to narrow the study. However, 
some consideration will be taken to the current economic situation.  
 
Furthermore, brand management strategies will affect the brand ICA Selection, since they play a 
certain role for the brand and its relationship with the products under the brand. The umbrella brand 
strategy means that since ICA is launching ICA Selection under the ICA name, they can take 
advantage of a good reputation of other ICA products and use economies of scale in marketing. The 
endorsing strategy further allows ICA to let ICA Selection benefit from the endorsing brand ICA and at 
the same time add value to its endorsing brand. ICA selection also benefits from the range brand 
strategy since all products will be taken to promote one message, making it easy to expand the 
product assortment. It is here important to also keep in mind the disadvantages of the strategies. 
The tactics of how retailers build brand equity is also of importance for the future recommendations.  
Accordingly, brand management will be considered in the methodology part and analysis.  
 

Uniqueness 
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Figure 3: Theoretical Framework for Brand Management 
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4 Practical Method 
Here it is discussed how the thesis has followed a quantitative approach. Moreover, the authors will 

argue for why a visit questionnaire was conducted and how this was done. This will lead up to how 

the design of the questionnaire was formed and further explains the important considerations that 

came up in the pilot study and how this affected the research. Lastly, the criticism to the 

questionnaire is brought up. The aim is thereby to discuss the reliability of the study.  

4.1 Choice of Sampling Method  

As often done in research, the authors aim was to create a representative sample of ICA‘s customers. 
(Bryman & Bell, 2007 p.180) A sample can be defined as “the segment of the population that is 

selected for investigation” and the population as “the universe of units from which the sample is to be 

selected”. (Bryman & Bell, 2007 p.182) The sample can be selected by either using probability 
sampling or non-probability sampling.  
 
Probability sampling is a collection of sampling methods that applies a random selection process in 
choosing the respondents. In non-probability sampling, the authors affect the choice of respondents 
through increasing the chance of that some members of the population are chosen over others, 
thereby creating bias in the research. (Bryman & Bell, 2007 p. 183) Probability samples thereby 
enable statistical estimates of the characteristics, which is not possible with a non-probablility 
sample (Saunders et al., 2007). The idea with probability sampling is that a representative sample of 
the population should be created, thereby enabling generalization of ones findings on the whole 
population. (Bryman & Bell, 2007 p.183) Since the authors wish to generalize the sample to as high 
extent as possible, probability sampling will be attempted.   
 
Moreover, two additional factors causing bias will be discussed: the sampling frame and non 
responses. Specifically, the adequacy of the sampling frame is important. The sampling frame is “the 

listing of all units in the population from which the sample will be selected”.  (Bryman & Bell, 2007 
p.183) The authors did not have the access to a list of all customers at ICA and is, therefore, lacking a 
sampling frame. This will create some bias in the research, since the participants will be the people 
present at specific stores at a selected location.  
 
Moreover, the level of non response, which in this case was made up of refusals to participate and 
people in a hurry, will create bias in the research. A problem is that the respondents and non-
respondents often differ in their involvement and other characteristics, making the generalization of 
the research less reliable. Bryman and Bell (2007 p.183) writes that a way to deal with this problem is 
to record the age and sex of the non respondents, to see to which extent the respondents in the 
sample corresponds to the actual sample.  To deal with this error, the authors will consequently 
record the gender and age of non respondents.  
 
The authors evaluated the different probability sampling techniques and decided that the best 
method for the purpose of this research would be to implement a systematic sampling method. 
(Saunders et al., 2007 p.217; Bryman & Bell, 2007) Systematic sampling refers to a method where the 
respondents are selected systematically by numbers, where the first respondent is selected at 
random and then every other respondent is selected after a specific number interval (Saunders et al., 
2007).  
 
Moreover, the authors chose to conduct visit questionnaires. This can be done without a sampling 
frame and makes it possible to efficiently reach ICA customers. Disadvantages with visit 
questionnaires could be that there is a risk of a large amount of non-responses and that it is time 
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consuming. (Dahmström, 2000 p.70) The authors target was to collect a sample by asking every third 
or fifth customer visiting the store, depending on the store’s size (Bryman & Bell, 2007). Moreover, 
since the authors are only two and since it is hard to reach all customers, as Dahmström (2000 p.69) 
argues, this may create some difficulties in approaching every third/fifth person.  
 
In general, a survey strategy is popular and common and frequently used in order to answer 
questions concerning who, what and where. Surveys are popular since they allow researcher to 
collect large amounts of data and for economic aspects. (Saunders et al., 2007 p.138) The authors 
have chosen to construct a self-completion questionnaire. (Saunders et al., 2007) This has been done 
in order to reach out to a large amount of ICA’s costumer and since interviews with all customers 
would become too time consuming. (Bryman & Bell, 2007) Moreover, self completion methods are to 
prefer over interviews when the questions are sensitive, which the questions in this research could 
be. 

4.2 Sample Size  

The sample size was not predetermined but decided by the amount of respondent for each location.  
This since the authors did not know the size of the population or sampling frame. The authors aimed 
to achieve a sample size of 150 customers after refusals to participate, in order to be able to 
generalize to a certain extent in the research. This was considered to be a sufficient sample size for 
the research, taken into account the following recommendations.  
 
Saunders et al. (2007 p.212) argue that the sample size is dependent on the size of the population, 
However, according to Bryman and Bell (2007 p.194), it is the absolute size, not the relative size, of a 
sample that is relevant. In this study, the total population was not known and therefore the authors 
feel obliged to agree with Bryman & Bell.  A general rule of thumb is that the larger the sample, the 
less sampling error will occur. (Bryman & Bell, 2007 p. 195: Trost, 2001 p.36)  Moreover, since 
populations in cities are very heterogeneous, the importance of a large sample size increases. 
(Bryman & Bell, 2007 p. 196) However, long time and high costs are associated with a large sample, 
thereby suggesting a trade off in deciding the sample size. (Bryman & Bell, 2007 p. 195) The authors 
were restricted in time available and decided to adapt the sample size according to Jankowicz 
(1995:76 cited in Fisher, 2007 p.222) that argues that the break point is 100 questionnaires for 
analyzing research results in a software program.  Here it is crucial to remember that the sample size 
should allow for generalizable results after considering the non response rate. (Bryman & Bell, 2007 
p.196)    

4.3 Questionnaire Design  

4.3.1 The Content of the Questions 

The authors’ aim was to create the questions in the questionnaire by interviewing ICA about their 
strategies. Thereafter, the results were to be compare with the qualitative result,  to see whether ICA 
was affectingly using their resources and if they had their intended effect on the customers. The 
authors contacted the Brand Manager of ICA Selections, but could unfortunately not be given any 
replies to the prepared questions until June 2009. Therefore, the authors have based the questions in 
the questionnaire on secondary sources and their own conclusion about premium products. (see 
questionnaire in appendix 1 & 2) 
 
The background variables, age and gender, were used for statistical analysis in order to see 
differences among respondents. Question 18 was used to investigate whether there is an unexplored 
market for premium products. The questionnaire questions were based upon the theories the 
dimension of the brand equity model; loyalty, awareness, association, quality, uniqueness and here 
related to premium products as far as possible. Moreover, the brand management theory was used 
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in the way that respondents who did not know about ICA Selection instead fill out questions about 
ICA Brands in general. Due to the wide topic, the authors had to limit the amount of questions they 
could ask about each aspect, since questionnaire should not be too long and thereby increasing non 
responses. The authors will first discuss questions measuring to sub-purpose 1, followed by sub-
purpose 2.  
 
In sub-purpose 1, the authors aim to describe the customers’ perception of ICA Selection. To test 
loyalty, the authors looked at the customer loyalty to shopping at ICA, as well whether the customer 
attitudinal and behavioral loyalty customer exhibited to ICA Selection and ICA Brands. These 
questions are the following: 2, 12, 13, 16 and 20. Awareness was tested by asking one question about 
the customers’ familiarity, recognition and knowledge of ICA Selection. The authors choose not to 
ask about ICA here, since ICA Selection was more interesting for the purpose of this study. These 
questions are the following: 5, 6, 7.  
 
Association was measured by investigating both ICA as an organization and the brand ICA Selection. 
The authors wanted to test the attitude toward specific associations of ICA, but due to restricted 
space in the questionnaire this knowledge was taken from relatively fresh research by Anselmsson 
and Johansson for LIFS (2005). Accordingly, it was assumed that ICA was rated higher or equally high 
in comparison to a number of national brands on their selection of ecological and KRAV products, 
informative packages, quality guarantee for products, social responsibility and environmental policy.  
Questions (3,8) about the associations to ICA Selection was created, where the variables measured 
related to the positioning of premium products. Moreover, in question 10, associations were tested 
as tied to uniqueness and will be further discussed under this subject.   
 
Perceived quality was measured by asking questions about ICA Selection and ICA Brands. These were 
related to both extrinsic cues, including packaging and functionality. The authors left out marketing 
spending (which have been low) and price (which is set high) from the questions, since these seems 
more important for the analysis. Furthermore, store image is relevant but is also a wide topic and 
would have been interesting to investigate, however is left out of the questionnaire due to space 
restrictions. Moreover, intrinsic cues are included, where the authors chose to include relevant and 
easily understandable cues. (Question 14, 15 and 17)  
 
Lastly, uniqueness was measured using the technique of asking relative questions, answered with 
“most” and “best”. The variables chosen reflect what is normally important for premium products 
and retail products, related to association and quality. Loyalty concerns brand dominance, which 
cannot be determined in the questionnaire due to the wide range of products within ICA Selection. 
However, the authors can position ICA as unique since they are store dominant, and this should 
affect ICA Selection due to the nature of RBs (Kapferer, 1998). Also, top of mind awareness was not 
measured since this felt like a hard topic to include in this questionnaire and was probably not 
existent due to the low marketing efforts and awareness. Moreover, an open question was included  
to measure uniqueness, to discover whether important variables were left out. (See question 9, 10) 
 
In sub-purpose 2 and 3, the authors wanted to find out what the customers themselves saw as 
important attributes for premium products to highlight. This was done by measuring attitudes by 
testing mostly previously tested questions that explained the different attributes, but also by using 
the price premium measuring method. Uniqueness was measured for this purpose in questions 22 
and 23 (Bearden & Netemeyer, 1999). Association was measured in questions 4 and 24, where social 
responsibility and environmental policy was removed due to that some ICA stores experienced that 
the questions were particularly sensitive in how it was formulated. These were not reformulated as 
separate questions due to space restrictions.  Questions 19 and 21 refer to perceived quality for this 
purpose.  Because of the difficulties of asking questions about awareness and association for this 
purpose, this was not included in the questionnaire.  Price sensitivity is also known to be important 
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and is used as a separate variable in question 21. The price premium was set as 2%, since only 
“more” without quantification was too subjective and a low number reflected the low price margins 
and the fact that several factors would contribute to the overall price increase.  

4.3.2 The Design of the Questions 

It is generally held that the design of the questions is of high importance and there are many factors 
to pay attention to (Trost, 2001: Bryman & Bell, 2007). Attention was of course paid to the design of 
the questionnaire in general, to make it as attractive and clear as possible in order to increase 
response rates and facilitate the answering of the questions (Saunders et al., 2007; Bryman & Bell 
2007). Moreover, the authors aimed to give clear instructions of how to respond to the questions, in 
order to decrease wrong answers and misunderstanding. (Bryman & Bell, 2007 p.247-256) The 
authors have chosen to discuss why certain scales were used, why so few open questions were 
included and why they included don’t know answers in almost all questions.  
 
Scales were used in the questionnaire in order to measure attitudes and beliefs. Scales will allow a 
possibility to rank the importance of the different brand equity attributes to the consumers and its 
effects on the perceived brand equity. Dahmström (2000 p.88) argues that boxes should be used 
instead of circles in designing the answering alternatives in closed, since boxes are more neutral. The 
authors agree and furthermore believe that using boxes makes it easier to fill in, since there is no 
confusion of where to mark an answer. The authors decided to use the boxes in combination with 
numbers with the argument that the numbers are easy to use for ranking and boxes for marking 
correct answer alternative (Fisher, 2007 p.194).  Furthermore, the scales were used in order to make 
it easy and clear for the respondent to reply too the questions.  A five-point scale was chosen since it 
is easy to understand and gives a sufficient level of in depth knowledge (discrimination) for our 
purpose. (Brace, 2004 p.82-83) These are ranging from positive to negative. An uneven number is 
important so that the respondents can be neutral. (Bryman & Bell, 2007 p.265-266) 
 
In the questionnaire, mostly closed questions were used. This means that the respondents were 
most often given set alternatives when answering a question. The main argument behind the 
decision to have mostly closed response questions instead of using open questions is to make the 
questionnaire less time consuming and easier for respondents to fill out and since it enhances the 
clearness of the questions. In addition, it will facilitate for the researchers when comparing answers 
between respondents and save time in analyzing the data, compared to open questions. However, 
closed questions has several disadvantages: limited impulsiveness in the respondents answers, 
overlapping answer alternatives, incomprehensive possible answers and differing interpretation of 
the forced-choice answers. (Bryman & Bell, 2007 p.258-263) Open questions, in which respondents 
can answer freely, are instead useful in situations when it is important that the customer is not 
affected by set answers and when little previous knowledge exists in the subject. In the 
questionnaire, the authors have chosen to include open ended questions, when doubt existed about 
what really affected the consumer in certain aspects. (Brace, 2004: Bryman & Bell, 2007)  
 
The authors have further decided to use “don’t know” as an alternative in answering questions, to 
avoid questions being left blank. Brace (2004 p.69) argues that including “don’t know” answer 
options helps validating the design of the questionnaire. A downside is however that respondents 
may feel tempted to answer don’t know more than otherwise and that it may have negative effects 
on the data analysis.  

4.4 Pilot Study 

After designing the questionnaire and carefully considering wording of the questions, a pilot study 
was performed among family and friends. This is found important according to both Saunders et al. 
(2007) and Dahmström (2000, p.112), since it is said that a pilot study will increase the response rate 
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and further provide feedback and ideas of how to improve the survey. After the pilot study, the 
authors realized that in order to get the respondents less confused about the brand, ICA Selection, it 
was necessary to demonstrate the packaging. The bias this may provide, by affecting the 
respondents awareness, would be more than outweighed by the decrease in misunderstandings and 
wrong answers. Furthermore, the authors realized that the questionnaire was too long and 
comprehensive and, therefore, it was shortened. Moreover, some of the question where difficult to 
interpret and therefore needed to be restructured and become more clear. However, as Dahmström 
(2000 p.113) argue, it is hard or maybe even impossible to predict all interpretations. The final 
version was tested on random student at the university. 

4.5 When and Where  

In order to create a representative sample, it is important to put thought into where the 
questionnaire is handed out (Bryman & Bell, 2007). The authors chose to look at the Swedish market 
due to good prior knowledge. Moreover, the visiting questionnaire was handed out in stores in 
Umeå, due to its closeness, in early May.  
 
ICA’s organization consists of four store profiles; ICA Nära, ICA Supermarket, ICA Kvantum and ICA 

Maxi Stormarknad. ICA Nära stores are positioned as small convenient store with a narrow but 
modified assortment. ICA Supermarket is a convenient store offering a more generous assortment. 
ICA Kvantum’s profile is to be the leading local supermarket and ICA Maxi’s profile is to offer the 
customer everything at good prices in one place. (ICA’s Annual Report, 2008) The authors considered 
to only visit large shops, based on the assumption that large sized stores would offer a wider product 
assortment, providing the customer with a choice between ICA Selection and National Brands. In 
contrast, smaller stores are more likely to only offer one premium product. However, the authors 
chose to visit all stores, no matter the size, since they all sold both their own retail brands and 
national brands and therefore accurately reflect the customer base at ICA. The stores were chosen 
based on location and a criterion was a varied customer base. More specifically, the ICA store at 
Ålidhem was excluded since mostly students live there. The authors visited each store one time and 
for two hours. 
 
Dahmström (2000 p.68) stress the importance of considering when the visit questionnaire should be 
conducted. In this research, the authors chose to visit ICA Kvantum on a Thursday between 19-21, 
ICA Supermarket on a Friday from 12-14, ICA Maxi on a Saturday from 12-14 and on the Sunday ICA 
Nära from 12-14. Hereby, the authors create a representative sample, since people that go shopping 
on a weekday and in the a weekend is included. The days the stores were visited was not selected 
randomly since the authors had time restrictions. However, by visiting stores in the evening and mid-
day on weekdays, different types of customers could be accounted for. In the weekends, most 
people are not working and therefore are equally likely to go shopping at any time.  

4.6 Criticism to the Questionnaire 

Dahmström (2000, p.140) argues that when revising the data from data collection, it is important to 
look at whether all questions have been answered, whether this is left unanswered by mistake and 
whether responses are contradictive. The authors have kept this in mind while revising the data. The 
respondents who did not provide full answers were counted as non-response. Moreover some 
contradiction existed in the questionnaire, since a few respondents answered that the price was one 
of the reasons to buy ICA Selection prior to national brands and may, therefore, be confused with 
other ICA brands. However, the authors did exhibit products to avoid this confusion and, therefore, 
included these responses in the analysis. 
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5 Presentation of Empirical Findings and Analysis 
The following chapter will present, for each feature, the empirical finding of the quantitative method 

followed by an analysis of the result. First, a presentation of the general result will be presented, 

followed by a presentation of the findings relating to the three sub-purposes. Bar charts and tables 

will be used to facilitate for the reader in following in the descriptive analysis. The results of the data 

will be presented and analyzed in relation with the theories previously presented. The aim of this part 

is to create a basis for the conclusion and the answering of the problem question.  

5.1  General results 

5.1.1 Non Response Bias 

As discussed in the method, non responses may cause bias and therefore, the authors have chosen 
to compare the respondents with the non-respondents. If the respondent’s characteristics are similar 
to that of the non respondents, then the non-response bias is low.  
 
In this study, there were 206 non responses which can be compared to 150 respondents. The age of 
the respondents and the non respondents were very similar as can be seen in bar chart 5:1 Age of 
Respondents and bar chart 5:2 Age of Non-Respondents. The main difference here was that non-
respondents had a slightly higher proportion of customers aged above 65 and a slightly smaller 
proportion for customer below 25. Consequently, the bias due to non responses according to age can 
be assumed low, since the respondents very accurately represent the non-respondents.  

 
Moreover, 54% of the respondents were women and 46% were men as seen in bar chart 5:3 in 
appendix 4. This corresponds to the 53.9% female non respondents and 46.1% male non respondents 
(see bar chart 5:4 in appendix 4). Non-response bias as it relates to gender is therefore almost non-
existent. In conclusion, the non-response can be assumed to have little effect on the reliability of the 
study.  

5.1.2 Customers Experience of ICA Selection 

The findings from questions 5 and 11 show that ICA Selection suffers from low brand awareness and 
a low amount of buyers, as seen in table 5:1 below. This showed to have a profound effect on the 
analysis, since many brand specific questions suffered from a low response rate. All customers were 

Bar Chart 5:1 Age of Respondents Bar Chart 5:2 Age of Non-Respondents 
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asked to skip questions depending on their awareness of the brand. This data was treated as missing 
values and is therefore not presented in the table.  
 
Table 5:1 Customers Experiences of ICA Selection  

Aware of the brand  Has purchased the brand   

Count Percent Count Percent  
Yes  62 41.3 % 45 30 % 
No 85 56.7 % 12 8 % 
Don’t know 3 2.0 % 8 5.3 % 

Total 150 100 % 65 43.3 % 
 
Only 41.3 % of ICA customers were aware of the existence of ICA Selection. This seems like a very low 
amount, since the customer (see appendix 4) shop at ICA stores often. The authors have chosen to 
not ask about brand awareness of other ICA brands, since it can be assumed that customers are to a 
high degree aware of the presence of these.  
 
Next, after removing the 85 unaware customers from the calculation of how many customers who 
have purchased the brand, it is visible that 45 customers have purchased the products, in contrast to 
12 customers who did not. This is however a large amount of the aware customers. An interesting 
finding is that 8 people were unsure about whether they had bought the brand or not, which could 
hide the fact that people are unaware of what brands they buy or that they find it hard to distinguish 
between the different ICA brands.  
 
Previously, no specific buyers of retail brands RBs and of premium RB have been determined. 
Therefore, this investigation was deepened by investigating which customers that have bought the 
brand. The results show that a higher proportion of men have bought the brand (82 %) than the 
proportion of women (62%), (see bar chart 5:5 in appendix). This may indicate that men are more 
interested in premium products than women. The age of the ICA Selection buyers turned out to be 
widespread, where the customers of age 46-65 represented the largest group (81 %) followed by 
people in the age 25-45 (75%), (see bar chart 5:6 in appendix). This should be considered with the 
fact that the brand aware customers aged below 25 and above 65 is around 50-60 %. However, a 
larger sample would be needed to confirm these, since the sample size is relatively small and this 
may have caused bias. 

5.2 Sub-purpose 1  

Based on the dimensions of brand equity presented earlier, the authors first wanted to investigate 
how ICA selection was perceived by the customers, to see whether a high quality profile was as 
intended by ICA was achieved. This measurement was realized by looking at brand equity in its whole 
and the findings according to the different attributes will now be analyzed.  

5.2.1 Awareness 

The customer awareness of ICA Selection was measured according to the three levels of awareness 
presented by Aaker (1991): familiarity, recognition and knowledge. When measuring awareness, the 
authors chose to look at only the awareness of ICA Selection and instead assumed high awareness of 
ICA Brands in general. As mentioned earlier, only 41.3 % of the respondents were aware of ICA 
Selection, in contrast to 56.7% unaware customers. Surprisingly, although ICA Selection was 
introduced on the market already in 2006, a majority of the respondent are not aware of the brand.  
 
Recognition, as asked about in question 7, is the second level of product awareness and in this case 
77 % out of the brand aware customers answered that they could identify the package. A large 
amount (approximately 15%) answered don’t know (see table 5:9 in appendix 4). Moreover, findings 
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concerning the customers’ knowledge of the brand (question 6) were as expected even lower. (see 
table 5:9 in appendix 4) More specifically, 55% of these customers had been informed about ICA 
Selection, and approximately 34% had not.  
 
As a result, the total awareness of ICA Selection is not very high. That ICA Selection suffers from low 
brand awareness means that customers are likely to choose national brands instead. This could be 
explained by the low marketing efforts of this specific brand and that customer may only see the 
brand ICA without paying much attention to the specific product range. In addition, customer may 
possibly not be aware of the different food brands when they purchase groceries. Some caution must 
be taken when interpreting these findings, since the authors at the time of handing out the 
questionnaire showed items from ICA Selection to the respondents, possibly affecting the familiarity 
and the results may therefore have some bias.  

5.2.2 Perceived quality      

The authors chose to measure the perceived quality in terms of different attributes relating to ICA 
Selection and the brand ICA: taste, ingredients, attractive package, functional packaging and 
durability (Anselmsson et al., 2006). Furthermore, a question relates to the expectations theory.  
 
It should be kept in mind that 45 respondents have bought ICA Selection and were able to answer 
the question of their perception of the quality of ICA Selection’s products (question 14). As can see in 
table  5:2 below, 9.8 % of the customer answered  that they completely agree in that ICA selection 
have good taste and 45.1 % somewhat agreed, indicating quite positive taste perception of the 
brand.  However, 37.3 % neither agreed nor disagreed, indicating that the customers thought the 
taste was sufficient. In terms of good ingredients, the perception was also quite positive, with a large 
amount of the customers (55%) being positive and 31.4% being neutral. In terms of attractive 
packaging, less customers were positive (31%) while the majority were neutral 52.9 %. When asked 
about the functionality of the packaging 43.1 % were neutral while 33% were positive. Customers 
were positive about the durability of the products too, since approximately 43% answered that they 
somewhat agree and 37.3 % neither agreed nor disagreed. In addition, it should be mentioned that 
functional package and durability have a higher don’t know rate than the other attributes. This may 
indicate that these attributes are of less importance for customers when buying food products. 
 
Table 5:2 The Perceived Quality of ICA Selection 

ICA Selection Good taste Good 

ingredients 

Attractive 

package 

Functional 

package 

High 

durability 

Don’t know 7.8 % 11.8 % 9.8 % 17.6 % 19.6 % 

Completely disagree 0% 2% 0% 0% 0% 

Somewhat disagree 0% 0%  5.9% 5.9 % 0% 

Neither agree nor disagree 37.3% 31.4% 52.9% 43.1 % 37.3 % 

Somewhat agree 
 

45.1% 47.1% 29.4 % 29.4 % 41.2 % 

Completely agree 
 

9.8% 7.8 % 2 % 3.9 % 2 % 

Total 
 

100% 100%  100 % 100% 100% 

 
To sum up, ICA Selection seems to be more or less positively perceived, according to the positive 
responses on the investigated quality attributes and the high amounts of neutral answers indicate an 
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acceptance. This could be affected by that the perceived product quality of ICA products have 
benefitted from their position as a market leader (Szymanski et al., 1993). The customers were 
particularly positive towards the taste, ingredients and durability of the brand products. Since 
customers had managed well in judging these intrinsic attributes, customers may have, for example, 
a relatively high product familiarity when buying groceries. (Lee & Lou, 1996) This would mean that 
the price must be set to provide value for money rather than to increase the quality perception 
(Anselmsson & Johansson, 2005 p.178). Moreover, extrinsic quality cues are in this case of less 
importance than the quality of the product itself. The quality perception could be kept high by 
carefully choosing product categories when releasing new products (DelVecchio, 2001 cited in 
Anselmsson & Johansson, 2005). Moreover, an interesting fact is that customers found it especially 
hard to judge the durability and functionality of products, which may hide the fact that they do not 
reflect much over these attributes. The constant significant high amount of don’t knows is not 
surprising, since Lee & Lou (1996) argues that customers often use extrinsic quality cues in measuring 
quality perceptions. Moreover, the large amount of don’t knows and neutral answers may be due to 
that premium products are not frequently bought by customer and, therefore, it can be difficult to 
remember and reflect over the different attributes.  
 

In question 15 in the questionnaire, the 
authors asked about to what extent the 
quality of ICA Selection corresponds to 
expectations. It is noticeable that 7.8% 
completely agreed to that ICA Selection 
meet their quality expectations, 51 % 
answered that it meets the expectations 
quite a lot, 23. 5 % answered neutral and 
17.6 % didn’t know. According to the 
findings, it seems as if customers are in 
general content with ICA Selection. 
However, they feel like the product is 
overpromising to some extent. As a result 
of the slight overpromising, theory says 
that the customer will be somewhat 
dissatisfied with the product (Oliver, 1980: 
Spreng et al., 1996). Many were also 
neutral, which indicates a lack of 

reflection and acceptance. The amount of indecisive people could be due to the relatively high 
amount of reflection needed to answer the question. 
 
The respondents that had not bought ICA Selection products (70% of respondents or 101 people) 
instead answered to question 17 concerning the perceived quality of the brand ICA. As demonstrated 
in table 5:3, 46.5% of the customers were positive to the taste of the products and only 5% were 
negative.  39.6% were neutral to this attribute, indicating a high level of acceptance. Moreover, ICA 
brands were perceived in approximately the same way, although with a higher percentage of people 
that agreed somewhat. Customers were, however, far more negative towards the design of the 
packaging. More specifically, 21.8% of customers disagreed in that the packaging was attractive. 
However, many customers (46.5%) were neutral to the design, suggesting that they found it 
sufficient. Furthermore, customers were relatively satisfied and positive to the function of the 
packaging, i.e.  8.9% disagreed with that this was the case. When being asked about whether they 
perceived a high durability of the products, only 5 % disagreed, 29.7 % agreed and 44.6% were 
neutral.  As in the case of ICA Selection, there was a high don’t know rate on all attributes, however 
mostly so for the attributes durability and functional packaging. Again this strengthens the fact that 
people reflect little over these product attributes.   

Bar Chart 5:7 ICA Selection - Quality corresponds to 
expectation 
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Table 5:3 The Perceived Quality of Different Attributes of the Brand ICA 

ICA Brands Good 

taste 

Good 

ingredients 

Attractive 

Package 

Functional 

package 

High 

Durability 

Don’t know 9.9% 12.9 % 9.9 % 14,9 % 20,8 % 

Completely disagree 2% 1 %  5% 3  % 1  % 

Somewhat disagree 3 % 5 % 16.8 % 5,9 % 4  % 

Neither agree nor 
disagree 

39.6 % 29.7 % 46. 5% 40. 6 % 44,6 % 

Somewhat agree 40.6% 47.5 % 18.8 % 30,7 % 28,7 % 

Completely agree 5.9 % 4 % 3 % 5  % 1 % 

Total 100 % 100 % 100 % 100 % 100 % 

 
Consequently, ICA is doing the best in the attributes taste and ingredients. Again, the results may 
depend on how high the expectations were on the brands. The expectations could be assumed lower 
than that of premium products, due to a lower price and lower quality promises. The high rate of 
don’t knows suggests that people found it hard to answer the questions, which may be due to a low 
amount of reflection and importance for these attributes.  

5.2.3 Loyalty  

According to the findings from question 1, ICA customers shop at ICA very frequently. 86.7 % of the 
respondents are shopping at ICA-stores every week, 8% 2-3 times a month, 2 % is one time a month, 
2.7 % is more seldom than ones a month while only one said it to be its first visit (see bar chart 5:8 in 
appendix 4). Moreover, results from question 2 indicate that ICA customers are shopping a large 
proportion of their groceries in ICA-stores (see bar chart 5:9 in appendix 4). These findings suggest 
that the customers are highly loyal to ICA. This will lead to many advantages for ICA. Next, the 
customers’ loyalty to ICA Selection and their other retail brands (RBs) will be discussed.  
 
Loyalty to ICA Selection 

 
 
The loyalty to ICA Selection was on the other 
hand lower. Out of the 34% (51 people) that 
responded to these questions, a large part of 
the respondents were positive towards the 
brand. The behavioural loyalty to ICA 
Selection, which is presented in bar chart 
5:10 (see question 12 in appendix 2) seems 
quite high. This, since many customers 
choose to buy ICA Selection instead of 
competing NBs sometimes. The majority of 
the customers (58%) choose the brand 
sometimes instead of buying national 
brands, so there room for an improvement 

Bar Chart 5:10 Choosing ICA Selection Prior to National Brands 
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in loyalty. However, the low loyalty to retail brand is a common problem.  
 
The attitudinal loyalty (see question 13 in 
appendix 2) is rather good as well. The 
results are illustrated in bar chart 5:11 and 
shows that approximately half of the 
people who have bought ICA Selection 
would recommend the brand and thereby 
demonstrate positive attitudes. As a result, 
ICA Selection can to some extent benefit 
from that competing brand find it more 
difficult to enter new markets, less price 
sensitivity and more time to react on 
competitors’ innovations. (Aaker, 1996b 
p.106; Anselmsson et al., 2006) In addition, 
they can benefit some from less marketing 
costs, since it is less costly to keep loyal 
customers than attracting new customers. 
(Aaker, 1996a) 
 

Loyalty to ICA Brands 

 
 
 
The findings concerning the loyalty to ICA 
brands in general (see question 16 in 
appendix 2) show that many of the 
customers who haven’t tried ICA Selection 
are demonstrating quite high behavioural 
loyalty to ICA brands in general. This is 
illustrated in bar chart 5:12. Moreover, the 
attitudinal loyalty was touched upon in 
question 20 in the questionnaire and is 
illustrated in bar chart 5:13. The results 
indicate that very few are negative 
towards the brand.  
 
 

Bar Chart 5:11 Recommend ICA Selection 

 

Bar Chart 5:12 Choosing ICA Brands prior to National Brands 
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Due to the brand management strategy, 
ICA Selection can benefit from the 
customer loyalty to the ICA Brands by 
persuading more customers. The loyalty 
to the ICA brands and ICA Selection helps 
defending the price premium of the 
premium products. This also indicates 
that customers’ that have an interest in 
premium products are likely to be 
positive towards ICA Selection.  
 
 
 
 
 
 

5.3 Association 

The associations that should be considered are both organisational and specific for the brand. First, 
the empiric data about the organisation will be discussed followed by the empirical findings of the 
associations to the brand ICA selection.  

5.3.1 Organizational Associations 

The associations to ICA as an organization, is based on the attitudes towards ICA and store 
associations. Previous research stated that ICA has positive store associations concerning a number 
of organisational policies (see appendix 4). Building on this, the findings from this study (see bar 
chart 5:14 Attitude toward ICA) indicate that customers have a largely positive attitude towards ICA 
as an organisation (see question 3 in appendix 2). 34% of customers claim to be positive, 46 % 
somewhat positive, 14,7% neutral, 2% somewhat negative and none had a negative attitude.  

 
 

Bar Chart 5:14 Attitude towards ICA 

 

Bar Chart 5:13 Recommend ICA Brands 



 40 

According to Kapferer (1998), the positive organisational attitude should reflect on customers’ 
attitude towards the RBs such as the premium products and, therefore, retailers benefit greatly from 
improving the store image, improving the conditions for premium products. Moreover, a positive 
store image can lead to increased customer loyalty, helping ICA to strengthen their position as the 
market leading retailer in the grocery industry.  

5.3.2 Brand Associations 

Due to the low brand awareness of ICA Selection, only 43.3% of the customers (64 people) answered 
questions about ICA Selections association. This affects the reliability of the results concerning brand 
associations. The brand association brand status is according to theory explained by the quality 
perception, and the value for money is explained by the functionality (see question 8 in appendix 2). 
 
Perceived brand associations of ICA Selection  

 
  
 
ICA Selection is by most people 
associated with high perceived quality 
(see bar chart 5:15). Namely, 7.8% of the 
respondents associate very high quality 
with the brand and 46.9% finds that it 
symbolises high quality.  Remarkably, no 
one associates low quality with the 
brand. ICA is positioning their premium 
product range as high quality and this 
therefore seems effective.   
 
 
The brand status associated with ICA 
Selection is quite high (see bar chart 5:16 
ICA Selection brand status) and the bar 
chart looks similar to, however slightly 
less positive than, the “ICA Selection 
quality perception” bar chart. For 
example, 7.8% of the respondents 
answered very high, 23.4% high and 
37.5% gave a neutral answer. This means 
that other factors are affecting the brand 
status as well, for example that retail 
brands are often associated with lower 
brand status than national. As a result, 
ICA Selection needs to increase their 
brand status also by other means than 
an increase in quality, in order to defend 
the price premium. This can be done 
through, for example, image building. 
However ICA Selection is, at the 

        same time, probably negatively affected 
        by the brand status of other ICA brands.     

Bar Chart 5:15 ICA Selection - Quality Perception 

Bar Chart 5:16 ICA Selection - Brand Status 
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Premium products are often also 
positioned on providing high 
functionality of the packaging, which 
according to theory is a cue used in the 
quality judgement of products. This is 
connected to ICA selection and is seen as 
quite high. More specifically, bar chart 
5:17 ICA Selection functional package 
show that, 12.5% answered very high 
and 18.8% answered high. However, as 
many as 45.3% of respondents are 
neutral to the packaging and 
consequently, there is a lot of room for 
improvement here.  
 
 
A strength of retail brands are often that 
they are associated with value for 
money, an this is to some extent true for 
ICA Selection. As seen in bar chart 5:18 
ICA Selection value for money, 10.9 % of 
the customers believe the brand to 
provide very high value, 25 % high value 
and 40.6% neither high nor low. Earlier 
generation of ICA products are providing 
value through price, while premium 
brands provide it through functionality. 
This is confirmed by comparing the 
functionality bar chart to the value for 
money bar chart 5:18, since they are 
very similar. Increasing the functionality 
would consequently make the customer  
perceive even higher value for money. 
However, that ICA Selection is 
associated with value for money is 

       probably partly due to the low price 
       association of other ICA RBs.  

 
As a result, this study strengthened previous research in that customers have a positive store image 
of ICA (Anselmsson & Johansson, 2005). Also, customers have a quite positive brand image of ICA 
Selection when it comes to value for money and a slightly less positive brand status. The brand 
association of value for money indicates that ICA Selection succeeds in creating reasons for 
customers to buy their brand over competing brands. (Aaker, 1996b) A perceived low brand status is 
consistent with the claim made by Anselmsson & Johansson (2005), that a problem in the 
development of premium brands is that customers in general associate a low level of status with RBs. 
However, since ICA selection can be considered as luxury goods to some extent, the brand status 
needs to be consistent or higher than that of NBs (Kapferer, 1998). According to findings in this 
research it is indicated that the brand status is not entirely explained by the quality perception and, 
therefore, ICA has to find other means to increase this. Seeing as ICA Selection is affected by the 
store’s image and other the image of other RB brands with the ICA Label, the brand can benefit from 
resources invested in improving these. To sum up, there are still needs and opportunities for 
improvements on the perceived value and brand status. Keep in mind that to get the best result, the 

Bar Chart 5:18 ICA Selection - Value for Money 

 

Bar Chart 5:17 ICA Selection – Functional Packaging 
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brand image should be further compared to other brands to know how well they are achieving in 
comparison. Identifying the target customers and researching their ideal self would help in knowing 
how to maximize the effect of the positioning of the brand (Sirgy, 1982). If ICA succeeds with their 
premium product, the whole store can eventually benefit from an increased quality perception.   

5.3.3 Uniqueness 

Uniqueness involves how the customer differentiates the brand in their mind as it relates to being 
the “best” or “most” in a brand attribute. Questions 9 and 10 in the questionnaire touched upon the 
uniqueness of ICA Selection. Here, the perception of ICA Selection compared to that of national 
brands was measured and the variables used were chosen based on relevancy for premium products 
in general. The uniqueness of ICA selection will now be discussed, but it should be kept in mind that 
43.3 % of the customers (64 people) answered these questions.  
 
As can be seen in the table below, there is a lot of wide spread opinions about ICA Selection. Only 
very small fractions of the customers thought of this brand as the most or best, however, equally few 
people saw ICA Selection as worst or least. As a result, ICA Selection suffers from a lack of 
uniqueness, however customers still perceived ICA Selection as a better alternative than some 
national brands. ICA Selection is doing the best in the attributes value for money and quality. 
Compared to national brands, the customers perceived the brand status and luxury of ICA Selection 
to be the largest setbacks. Moreover, considerably large amounts were neutral to the logo. For most 
of the investigated attributes, the majority of the respondents answered that ICA Selection was 
neither good nor bad in those aspects.   
 
Table 5:4 Uniqueness of ICA Selection 

Packaging Message Quality Functionality 

of package 

Luxury Status Value for 

money 

Logo 
 

 

Don´t know 
14.1% 17.2 % 14.1 % 23.4 % 18.8 % 20.3% 18.8 % 14.1% 

Worst/Least 

0 % 0 % 0 % 0 % 3.1 % 0 % 6.2 % 1.6 % 
Somewhat 
bad/low 

6.2 % 4.7 % 1.6 % 4.7 % 10.9 % 9.4 % 4.7 % 6.2 % 
Neither 
good/high or 
bad/low 

53.1 % 54.7 % 40.6 % 43.8 % 45.3 % 51.6% 29.7 % 62.5% 
Somewhat 
good/high 

25.0 % 18.8 % 39.1 % 23.4 % 21.9 % 17.2% 37.5 % 15.6% 
Best/Most 1.6 % 4.7 % 4.7 % 4.7 % 0 % 1.6 % 3.1 % 0 % 

Total 100 % 100 % 100 % 100 % 100 % 100% 100 % 100 % 
 
According to theory, it is important to be sufficiently good in all attributes and best at one or more 
attributes that are of importance for the customer. As a consequence of the lack in uniqueness, 
customers are likely to choose other brands instead of ICA Selection, since they disregard the 
common attributes (Tversky, 1972). Little effort has so far been placed in marketing and thereby 
customers have not been educated about the products, which could explain the lack of perceived 
brand uniqueness.   



 43 

5.4 Sub-purpose 2 

5.4.1 Interest for ICA premium products 

To answer how ICA can best use their premium products to be profitable, it is interesting to look at 
the potential market at this point in time, as well as the future market. The customers who had not 
purchased ICA Selection, were in question 18 asked whether they were interested in premium 
products from the brand ICA (101 people). 42.6% of customer answered no, 20.8% answered yes and 
the remaining customers were unsure (see bar chart 5: 19 appendix 4). This can depend on two 
things: either the customers are not interested in premium products from any brand, or the 
customers do not want premium products from the brand ICA. It would have been interesting to 
compare these two factors in future studies. If the customers are not interested in luxury products 
from the brand ICA, this may have to do with a lack in brand equity attributes. Here, customers may 
look for an increase in quality and in associations like status and value for money. As previously 
shown, ICA Selection is not perceived as unique and may therefore not defend the high price 
premium charged. As indicated earlier, ICA Selection could work on improving both of these aspects 
and thereby the amount of customers interested may increase. 

5.4.2 The Customers’ Purchase Behavior  

The aim with this part is to investigating the preferences of the customer to see what the customers 
find important. Therefore, the findings concerning the customers purchase behaviour in buying food 
products will be analysed. First we will discuss this in relation to the perceived quality, price, 
association and uniqueness and then try to assess which attributes are specifically important for food 

products. These questions have been 
answered by all 150 respondents.  
 
As demonstrated in bar chart 5:20, it is 
visible that the product quality is 
something that customers consider often 
in their purchase of food (see question 21 
in appendix 2). More specifically, 84.7 % 
responded “often” and 12% “sometimes”. 
Consequently, high quality products are 
important for customers and positioning 
on quality should be efficient.  However, it 
is not clear here whether the demand is 
for sufficient quality or for premium 
quality. This strengthens the importance of 
the premium RBs, since these can offer 
high quality products and also have a 
positive effect on the quality perception of 
other ICA brands.  

Bar Chart 5:20 Purchase Decision after Quality 
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Moreover, the functionality of the 
product packaging is linked to the 
quality perception and is therefore an 
important factor for the positioning of 
premium products. As seen in bar chart 
5:21, 8 % of the customers often 
considered functionality of the 
packaging when making their purchase 
decision and 38.7% said that this was 
considered sometimes. This shows that 
there is a market for functional 
packaging and that this adds value to the 
product. However, 44% answered 
“seldom” and 8 % “never”. Therefore, 
many people do not       find this to be a 
determining factor in their purchase 
decision. This raises a question of who 
the target group is and what they think.  
 
The price of food products proved to be 
something the ICA customer’s were 
highly aware of as indicated in bar chart 
5:22. 66.7% of the respondents often 
consider price when shopping for food 
and 27.3% consider the price 
sometimes. This means that customers 
are very price aware and that a 
competitive price is extremely important 
in food retailing. Therefore, although 
low prices are not what premium 
products are positioned on, the price of 
premium products should be set 
competitively and reflect the brand 
equity of the brand compared to its 

competition. Complicating this matter is that this needs to be balanced with the fact that people with 
little product knowledge associate high prices with high quality. However, as previously shown, 
customers seem to pay more attention to the intrinsic quality attributes.  
 
The authors wanted to compare the different variables in order to see what customers find most 
important. They will do this by examining the mean, the median and the standard deviation. The 
mean is the average value and enables specific ranking of the variables. The median is a good 
complement since it is less sensitive to the effects of possible extreme values. The median is the 
value that falls in the middle when all values are placed in an ascending or descending order (Keller, 
2005 p.92). Finally the standard deviation tells us about the variation around the mean (Keller, 2005 
p.102), which is important to discover whether the answer differed greatly or if everyone was of the 
same opinion.  
 
In Table 5:5 supplementary statistics are given. The “don’t knows” where here excluded from the 
calculations. Quality has the highest mean of the three attributes, 3.82. Moreover, the standard 
deviation is here low, indicating that the customers agreed to a large extent in their replies. Price also 
showed to be of great importance, with a mean of 3.62. Lastly, functionality was of less importance 
for customers with a mean of 2.47, the median was seldom and a relatively high standard deviation, 

Bar Chart 5:21 Purchase Decision after Functionality 
of the Package 

 

Bar Chart 5:22 Purchase Decision after Price 
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meaning the customers are of a more varying opinion in this case. To sum up, respondents were 
mostly concerned about quality, thereafter price and lastly functionality.  
 
Table 5:5 The Importance of Purchase Decision Attributes 

 
 
 
When analysing the importance of the 
brand image in the choice of food products 
(see question 24 in appendix 2), the 
answers are highly variable. Namely, it is 
demonstrated in bar chart 5:23 that 34% 
of customers disagree in that brand image 
is important, 35% are neutral and 31% 
agrees. This means that since ICA Selection 
is, on average, perceived to be of the same 
brand status as national brands (see 
section 5.3.3) and since positioning ICA 
Selection in this attribute may be of low 
interest to the customers, ICA only needs 
to be sufficiently good at this. These 
results are favourable for the introduction 
of RB premium products, since they often 
are limited in their perceived brand status.  

 
When assessing the importance of 
uniqueness (see question 22 & 23 in 
appendix 2) when buying food products, 
two aspects were considered. As 
illustrated in bar chart 5:24, the 
respondents seem to be in favour of 
shopping food products that are not mass-
produced. Approximately 25% disagreed, 
33% were neutral, 33% agreed and 9 % 
were inconclusive to the statement in 
question. It should be taken into 
consideration that the question could be 
hard for the customer to answer, judging 
by the high amount of indecisive 
customers and comments from a few 
respondents.  
 
 

 
 
 

 
Quality Price Functionality 

Mean 3.82 3.62 2.47 
Median 4.00 4.00 2.00 
Standard deviation 0.491 0.599 0.760 

Bar Chart 5:23 Purchase Decision after Brand Image 

Bar Chart 5:24 Preference of Non-massproduced Food Products 
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Also related to the importance of 
uniqueness of brands in the food retail 
industry is whether the retailer provides a 
unique assortment of products, see bar 
chart 5:25 Preference of unique 
assortment. Customers’ preferences 
were, according to the findings that 
approximately 45% agreed to its 
importance 36% were neutral, 16% 
disagreed and 3% was indecisive.  
 
 
 
 
 

 
As displayed in table 5:6, customers’ consider a unique product assortment to be more important 
than uniqueness through smaller production amounts.  Moreover, the brand image has a mean of 
2.91 and is therefore the least important attribute out of these three according to the customers. 
However, the standard deviation was relatively high and responses were quite spread out, indicating 
that customers were of different opinions.  Since all these mean values are close to 3, this means that 
the average customer were more or less neutral to its importance, indicating that the brand should 
perform at least well enough in these attributes.  
 
Table 5:6 Comparing the Importance of Brand image and Uniqueness.  
 Brand image 

 

Unique assortment Non-massproduction 

Mean  2.91 3.40 3.09 

Median 3.00 3.00 3.00 

Standard deviation 1.110 1.076 1.206 

 

5.5 What Customers are Willing to Pay More For  

The aim with this section is to investigate what customers are willing to pay more for. This was 
achieved through investigating if an interest exists in paying more for improvement in certain 
attributes. In addition, the authors can reveal preferences in general and possibly sub-optimising 
effects.  
 
First, since the retailers’ are becoming the brand, ICA Selection is affected by the organizational 
association for ICA. The important factor here is that the perceived value of the overall association of 
the offered assortment are linked to the perception of ICA and therefore also their RB’s. Therefore, 
customers may be willing to pay more for an increase in certain store associations.   
 
As demonstrated in table 5:7, customers are approximately equally distributed between “yes” and 
“no” when it concerns a widened assortment of ecological products. This is also the case for a larger 
assortment of KRAV products and for more informative packaging. Moreover, a significant majority 
of the customers are willing to pay a 2% premium for shopping at ICA if the quality guarantee on the 
products was improved (see question 4 in appendix 2). 
 

Bar Chart 5:25 Preference of Unique Assortment 
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Table 5:7 Willingness to Pay More for Improvements of ICA  

 Eco Products KRAV Products Informative Package Quality Guarantee 

Don’t know 14 % 15. 3 % 12 % 12 % 

Yes 45.3 % 44.7 % 40 % 54 % 

No 40.7 % 40 % 48 % 34 % 

Total 100 % 100 % 100 % 100 % 

 
As a result, many customers were willing to pay more for an increase in the above attributes, in 
particular for a better quality guarantee. Therefore, ICA should consider implementing these 
improvements to the organization or directly to the brand ICA selection. So, for example, the 
packaging of these products could become even more informative and the ICA Selection products 
could be ecological to a large extent. However, to implement these changes to improve the store 
image (eg. improving the quality guarantee of all products) would reflect positively on ICA Selection 
too. For the customers that answered they where not interested in paying more, there can be many 
explanations. For example, they are satisfied with the current situation at ICA (an argument 
strengthened by the high customer loyalty to ICA) or they may be interested in improvements 
however without paying more.  
 
The results concerning which improvements of the ICA Brands customers are willing to pay more for 
is illustrated in table 5:8 (see question 19 in appendix 2) This enables to see if there is an interest for 
premium products that are positioned as high quality and high price. A majority of the customers 
(53.5%) answered that they would be willing to pay more for an improvement of the taste. 63.4 % of 
the customers are furthermore willing to pay more for better ingredients. 74.3 % of the customers 
are not interested in paying more for a more attractive package and customers were also negative to 
paying extra for more functional package, since 56.4 % answered “no”.  A higher brand status is 
neither something customers are willing to pay more for, since 64.4% answered “no”. Concerning 
higher durability, the customers are approximately equally distributed between “yes” and “no”.  
 
Table 5:8 Willingness to Pay More for Improvements in Products from the Brand ICA 

 Improved 

Taste 

Better 

Ingredients 

More 

attractive 

Package 

More 

functional 

Package 

Higher brand 

status 

Higher 

durability 

Don’t 
know 

18.8 % 11.9 % 12.9 % 17.8 % 18.8 % 17.8 % 

Yes 53.5 % 63.4 % 12.9 % 25.7 % 16.8 % 41.6% 

No 27.7 % 24.8 % 74.3 % 56.4 % 64. 4% 40.6 % 

Total 100 % 100 % 100 % 100 % 100% 100 % 

 
To sum up, increases in intrinsic quality attributes such as taste, ingredients and durability is 
something customers a re willing to pay more for to a large extent. Therefore, these attributes could 
be in focus in the promoting and positioning of ICA Selection. They are however not interested in 
paying more for more extrinsic improvements, concerning the packaging. The fact that customers do 
not want to pay more for a higher brand status may mirror the fact that customers accept the 
current brand status of ICA Brands. Nevertheless, this is an attribute that, if no price increase, would 
probably increase sales further. Moreover, in order to attract customer to premium brands and then 
to pay a higher price, the products needs to be differentiated from other products on the shelves, by 
attractive package and more functional packaging. Following this, ICA Selection are investing 
resources in all attributes to some extent and since the price increase compared to the ICA brand is 
relatively large, it is indicated that the market for premium products is small. This is consistent with 
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the development in the UK, where the premium products only represents a small fraction of the RB 
sales.  
 
However, it could also be mentioned that the questions in this study did not focus on measuring 
whether customers were willing to pay a premium for attributes concerning other things than image 
and quality and even here the study had to be limited. According to Aaker (1996), benefits from 
creating more loyal customers are that the customers become less price sensitive, which also 
defends a price premium. Moreover, increasing the awareness through educating the customers can 
also be of importance in this purpose, for example since customers who have no information about 
the product will not see it as unique and therefore choose other products.  
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6 Conclusion 
Here, the authors will form conclusions based on the analysis. First, the three sub-purposes will be 

answered. This will work as a basis for the answering of the problem question. The aim is accordingly 

to conclude the findings of the study. Moreover, recommendations for future studies in the subject 

will be given.   

6.1 Conclusions of the Sub-purposes 

Purpose 1. How do customers perceive the brand ICA Selection and is this consistent with the image 
ICA wish to communicate? 
 
Firstly, ICA Selection suffered from low brand awareness considering the loyalty of the customers. 
However, among these customers many could identify and half had knowledge about the brand. ICA 
wanted to achieve a high quality profile for ICA Selection and seems to have succeeded quite well 
with this. Customers were especially positive towards the taste, ingredients and durability of the 
products. In contrast, customers were slightly negative, however mostly positive, towards the 
attractiveness and packaging of the products. Moreover, ICA Brands also accomplish positive 
perceptions of taste and ingredients; however the customers are here to a larger extent satisfied 
with the packaging, which could reflect the mutual benefit of promoting retail brands under one 
name. Nevertheless, this highlights differences that may be due to the higher price of ICA Selection 
products causing higher expectations and, therefore, product advances must be made. Customers 
seem to lack sufficient improvements of the packaging to justify the price premium. 
 
Moreover, since the whole price premium for buying ICA selection products cannot be explained by 
quality, it is also important to consider other brand equity attributes. First, the loyalty to ICA 
Selection is not very high. The attitudinal loyalty is satisfactory: among the people who have tried the 
products; the majority buys it sometimes, however only a few do this often. The behavioural loyalty 
seems higher, since the majority say that they would recommend the products. For ICA Brands, the 
results are again similar, where the attitudinal loyalty is as high or higher, and the behavioural loyalty 
is slightly higher. This indicates that customers are not as satisfied with ICA Selection as the other ICA 
brands, which could be caused by that the price premium is not justified.  
 
In addition, associations towards ICA as an organisation are quite positive and should reflect 
positively on the associations of the brands. Moreover, ICA selection also had a quite positive image 
as it relates to the perceived value for money and to a lesser extent the brand status. Depending on 
how the competitor brands are viewed, ICA may need to progress in especially the brand status by 
additional means than increasing the quality of the products, but also the value for money 
perception by increasing functionality further. Uniqueness is very important for brands to increase 
sales and create loyalty and ICA Selection is not perceived as unique by any significant amount of 
customers. However, ICA Selection is perceived to be better than some national brands by 
approximately one third of customers when it comes to perceived quality and the value for money, 
leaving possibilities to further strengthen these attributes. The attributes that ICA Selection might 
need to develop to be sufficiently good are the brand status and perceived luxury of the brand.  
 
As a consequence of the investigation, the authors can conclude that ICA Selection achieves quite 
well in the attributes premium products in general position themselves on, namely a high quality 
profile and functionality of the products. However, the brand is not unique in any way and they fail 
somewhat in providing brand status and luxury which may be needed to defend the price premium. 
Moreover, the brand suffers from low brand awareness but can in the future benefit from high 
loyalty. 
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Purpose 2. What attributes are especially important for customers when shopping for food? 
 

According to the findings in this study, the authors investigate what the determining factors of the 
purchase decisions are when it comes to meeting the customers’ demands. The quality of the 
products is considered often, by a very large proportion of the customers. Moreover, price is almost 
as vital and therefore competitive prices are of high importance in the retail food industry. Since 
premium products are not low price products, it is therefore important to create the association of 
high value for money. The customers consider the functionality of the packaging to a lesser amount.  
However, functionality is linked to overall quality perception of the product, even if not a 
determining factor in a purchase decision. According to a different scale, uniqueness was determined 
to be more important than the brand image. Here uniqueness of the store assortment seemed to be 
more important than uniqueness through a small production scale. Moreover, uniqueness can be 
created by differentiating the product from the competitor. These findings are representative of all 
customers, however needs to be assessed for the target group, due to at times high variation in 
answers.  
 
In conclusion, the positioning of ICA Selection as high quality may possibly be a good strategy, since it 
widens the offering of high quality and unique product assortment and since the high quality of the 
product range may also reflect upon other ICA brands. However, the customers are price sensitive so 
the price premium charge must be defended. 
 
Purpose 3. Which types of “added value” are customers willing to pay more for? 
 
The findings show that customers are interested in paying 2% more for improvements in certain 
attributes. Costumers are approximately divided in half when it comes to paying more for 
improvements in Eco products, KRAV products and informative packaging.  Customers were more 
positive than negative to paying more for improvements the quality guarantee of products. The 
customer being negative could still be interested in developments, although not willing to pay for it. 
Consequently, one can draw the conclusion that the market is not satisfied and there is constantly 
attributes to build on. When looking at the specific products from the brand ICA, developments of 
the taste, ingredients and durability are mainly what the customers are willing to pay more for. 
Therefore, these attributes should be in focus in the promotion and positioning of RB premium 
products, to defend the price premium. Nevertheless, to attract customers to the premium products, 
an attractive and more functional package could be needed to build higher value for money, 
although would not defend the price premium. Moreover, creating more loyal customer makes the 
customers less price sensitive and increasing the awareness through educating the customers can 
also be of importance in this purpose.  In conclusion, these findings may help ICA and retailers in 
their decision concerning the allocation of resources to defend the price premium.   

6.2 Answering the Problem Question 

Based on the result from the sub-purposes earlier presented, the authors came to a conclusion 
concerning how ICA can best use premium products to increase their profitability. It is, of course, 
important to take into account also the external environment before taking action, for example that 
the current downturn in the economy may lead to that customers are less interested in buying luxury 
food products. Increasing the profitability in the best way can therefore, according to this study, be 
achieved by meeting the demand of the customers accordingly:  
 

� Increase the brand awareness to as high extent as possible and then educate the customers 
about the benefits of the premium products. 

 
� Provide value for money to deal with the price sensitivity in the market.  
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� Aim for a perception of high intrinsic product quality, since it to a large extent defends the 
price premium of the products. 

 
� Aim for a sufficiently attractive and functional packaging of the food products to attract 

buyers; however this does not defend the price premium.   
 

� Continue building on the store image, especially the quality guarantee of products, since this 
helps defending the price premium of all retail brands.  

 
� Improve the brand status sufficiently to attract buyers and thereby move the retail brand 

closer to the national brands.  
 

� Establish one or more uniqueness associations, of the brand, in the mind of the customer. 
 

� Premium products can help with providing a unique assortment of products and is a non-
mass produced option, for the customers who find this important.  

 
� Improve the quality perception of other retail brands to get a positive effect on the premium 

brand. Alternatively, use the premium brand to affect the quality perception of other retail 
brands.  

 
� Take advantage of the loyalty to other retail brands under the same endorsing brand, in 

selling the premium brand.  
 
Through a better positioning of ICA Selection and more efficient allocation of the resources available, 
the customer satisfaction will increase and ICA can thereby increase their profitability.  

6.3 Future Studies 

In this research, the focus has been on the customer perception of the retail brand ICA Selection. The 
research question concerned an investigation of how ICA can best use premium products to increase 
profitability. However, the research has limitations and could be complimented and developed in 
different ways. As knowing the customer is an important aspect when creating the marketing of the 
brand, a important recommendation would be to go more into depth on who the typical customer of 
premium products are. Here, different perspectives may be taken: geographic, demographic, 
psychographic, behavioural and technographic. For example, variables such as income, geographical 
location and interests may be researched.  
 
First, one perspective that future studies may take is to compare the brand equity of two brands with 
each other, for example national brands with retail brands, two premium brands, or “me too” brands 
with premium brands. This study can be further limited to look at specific products.  Also, the future 
studies may choose to take a more narrow perspective and go deeper into specific brand attributes 
in the brand equity model. Moreover, further research may focus on validating or rejecting the brand 
equity framework for the food retail industry by Anselmsson et al. (2006). Here, it is also possible to 
look at other perspectives than the customer perspective and to take an even broader perspective 
involving a deeper look at the external environment.   
 
Future studies may also decide to focus more on the brand management of premium brands and 
study how to best position premium brands to effectively compete with the national brands.  Lastly, 
it would be interesting to investigate the customer’s perceptions and attitudes regarding the 
introduction of premium products in the food industry, since the increase of retail brands have both 
advantages and disadvantages for the consumers.  
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7 Quality of the Research 
This aim of this section is to allow the reader to assess the quality of the research, by discussing the 

reliability, replication and validity criteria. Moreover, the generalizability of the study is assessed.  

 
Reliability refers to the consistency of a study, that is, if the research results can be repeatable. In 
other words, a high degree of reliability means that the research would provide similar results at 
other occasion or by similar observations. (Bryman & Bell, 2007 p.40; Saunders et al., 2007 p.149) In 
quantitative research, reliability is a large concern, since it involves whether the measure is stable or 
not (Bryman & Bell, 2007, p. 41). The authors partly believes that the measure is stable, since the 
brand equity measures have been proved significant by many previous researchers and scales have 
been improved over time. However, the recession may have affected the attitudinal questions of 
customers and therefore the study may in the long term be less stable. However, considering the low 
awareness of the studied brand and keeping in mind that ICA’s vision is to expand the assortment of 
ICA Selection products, the awareness and attitude toward the specific brand may change over time 
and can not be assumed to stay constant.   
 
The second criterion is replicability, involving whether other researcher can reproduce a study from 
others. This is close related to reliability and can be achieved by a thorough explanation of the 
procedure conducted in the research. (Bryman & Bell, 2007 p.41) Furthermore, the authors have 
thoroughly discussed the factors that affect all parts of the research procedure and the 
interpretation of the empiric data.  
 

The last criterion is validity, which refers to whether the study measures what is intended. The 
authors have in detail planned how to best answer the research question, to provide face validity. 
Many researchers agreed in that by describing the brand resources, and then in particular the brand 
equity, one can explain the price premium. The measures that the study relies on are most often on 
single indicators of the concepts, which for some cases are adequate (Bryman & Bell, 2007 p.162). 
For example, scales from the Aaker model have been shown to be significant in measuring brand 
equity and the developments and criticism on these have been considered in the preparation of the 
questionnaire. Thereafter, the measurements were linked to the relevant product category, industry, 
and the purpose of this research (Washburn & Plank, 2002 p.48). The authors chose previously tested 
attributes concerning groceries, however these have not been supported in further research. Scales 
concerning uniqueness is further from a reliable source of scales and price premium as well, as 
previously discussed in section Content validity refers to what extents the questionnaire questions 
are adequately covering the research question (Saunders et al., 2007 p.367). The authors have 
chosen to adapt a relatively broad perspective in this sense, however were limited in the amount of 
questions they could ask and therefore revised and removed questions from the questionnaire. Still, 
the content validity is sufficient, since a broad and explaining answer could be provided.  
 
The generalizability of this study is vital, since the aim of the thesis is to be able to generalize the 
findings and, therefore, a representative sample of ICA’s Swedish customers is needed. As a result of 
the sampling method described in depth in the method chapter, the authors can undoubtedly 
generalize the findings to ICA’s customers in Umeå. Moreover, the authors consider it reasonable to 
generalize this to additional average sized cities in Sweden like Umeå. However, in the large cities, 
people may have a large difference in income level and thereby also attitude towards food shopping 
and, therefore, the sample may be misrepresenting these. However, when generalizing, some parts 
of the study that suffered from lower response rates, these should be generalized with caution.  
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9 Appendices 

9.1 Appendix 1 

Questionnaire (Swedish) 
 

Tack för att Du tar dig tid att svara på vår undersökning. Vi är studenter från Handelshögskolan vid 

Umeå Universitet. Vi skriver uppsats i företagsekonomi, där vi undersöker ICA och varumärket ICA 

Selection. Resultaten av denna undersökning kommer att presenteras i vår uppsats. Undersökningen 

är givetvis anonym. 
 

Kön: □  kvinna □  man 
 
Ålder: □  under 25          □  25-45      □   46-65        □  över 65  

 

1. Hur ofta har ditt hushåll handlat i ICA-butiker det senaste året? Kryssa för ett alternativ.  
 

varje vecka   □  
2-3 ggr/ månad  □  
1 gång / månad  □ 
mer sällan än 1 gång/ månad □ 
detta är mitt första besök  □ 
vet ej   □ 

 
2. Hur stor andel av hushållets totala matvaror har handlats i ICA-butiker under det senaste året? 

Kryssa för ett alternativ.  

  liten andel        1             2             3            4            5       stor  andel          vet ej                     

        □            □          □           □           □             □ 

3. Vilken är din inställning till ICA som organisation? Kryssa för ett alternativ.  

 
negativ       1             2             3            4            5       positiv                  vet ej                    

              □            □          □           □           □             □      

4. Skulle du vara villig att betala 2 % mer totalt, för att handla i ICA-butiker om förbättringar 
gjordes i följande? För varje egenskap, kryssa för ett alternativ. 

 

     ja  nej  vet ej 
bättre utbud av ekologiska produkter   □  □                    □ 

bättre utbud av kravmärkta produkter   □  □                    □ 

informativa förpackningar   □  □            □  

bättre kvalitetsgaranti på produkterna  □  □            □ 

 

ICA Selection: produktlinje med högre kvalitet,  lanserades år 2006. 
 

5. Känner du till ICA’s egna varumärke – ICA Selection? Kryssa för ett alternativ  

 
□ ja  □ nej  □ vet ej 

Om nej, gå vidare till fråga 16. 
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6. Har du tagit del av någon information om ICA Selection? Kryssa för ett alternativ. 
  

□ ja  □ nej  □ vet ej 
 
7. Kan du identifiera utseendet på ICA Selections förpackningar? Kryssa för ett alternativ. 

 
□ ja  □ nej  □ vet ej 

 
8. Hur uppfattar du ICA Selections matvaror i följande kategorier? För varje egenskap, kryssa för ett 

alternativ. 

                            mycket låg       1             2             3            4            5       mycket   hög   vet ej
            
kvalitet   □            □          □           □           □                           □ 

förpackningens funktion    □            □          □           □           □                               □ 

varumärkets status        □            □          □           □           □                           □ 

värde för pengarna  □            □          □           □           □                               □ 

 

9. Vilka fördelar ser du med ICA Selections matvaror jämfört med nationella märkesvaror (t.ex 
Barilla, Marabou)? Skriv in ditt svar. 

 
    ………………………………………………………………………………………………………. 
 
10. Hur upplever du att ICA Selections matvaror är, jämfört med nationella märken (t.ex Barilla och 

Marabou), i de följande egenskaperna? För varje egenskap, kryssa för ett alternativ. 
 

   sämst          1             2             3            4            5         bäst                vet ej 
     

a) utseendet på produktförpackning          □            □          □           □           □                          □ 

utseendet på logotypen/märket              □            □          □           □           □                          □ 

budskap                          □            □          □           □           □                          □ 

produktkvalitet                                            □            □          □           □           □                          □ 

förpackningarnas funktion                         □            □          □           □           □                          □ 

 

          minst          1             2             3            4            5         mest               vet ej   

b) lyxig                           □            □          □           □           □                          □  

varumärkets status                          □            □          □           □           □                          □  

värde för pengarna                           □            □          □           □           □                          □  

 
 
11.  Har du någon gång köpt ICA Selections matvaror? Kryssa för ett alternativ.  
 

□ ja  □ nej  □ vet ej 
 

Om nej, gå vidare till fråga 16. 
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12. När tillfälle ges att välja matvaror från  ICA Selection  och nationella varumärken (t.ex Marabou, 
Barilla), hur ofta väljer du ICA Selection framför andra alternativ?  Kryssa för ett alternativ.  

 
□ aldrig          □   sällan         □  ibland          □  ofta            □ vet ej 

 
13. Skulle du rekommendera ICA Selections matvaror till vänner och familj? Kryssa för ett 

alternativ.  
□ ja  □ nej  □ vet ej 

 
14. Hur uppfattar du kvaliteten på ICA Selections matvaror enligt följande egenskaper?  

För varje egenskap, kryssa för ett alternativ.  
 

 stämmer  inte alls        1             2             3            4            5       stämmer helt        vet ej 
             

god smak                 □            □          □           □           □              □  

bra råvaror                      □            □          □           □           □              □  

attraktiv förpackning                  □            □          □           □           □              □  

funktionell förpackning                     □            □          □           □           □              □  

hög hållbarhet                   □           □          □           □           □              □  

 

15. Hur motsvarar kvaliteten på ICA Selections matvaror dina förväntningar? Kryssa för ett 

alternativ 

                   inte alls          1             2             3            4            5       helt och hållet         vet ej 

                                         □            □          □           □           □                □ 

 

Om du har handlat ICA Selection matvaror, gå vidare till fråga 21.  

 

 ICAs egna varumärken   

  
16. När tillfälle ges att välja mellan matvaror med ICA-märket och nationella varumärken (t.ex 

Findus, Scan, Marabou), hur ofta väljer du ICA-märket framför andra alternativ?  Kryssa för ett 

alternativ. 

 
□ aldrig          □   sällan         □   ibland          □  ofta           □ vet ej 
 

17. Hur uppfattar du kvaliteten på matvaror från varumärket ICA enligt följande egenskaper? För 

varje egenskap, kryssa för ett alternativ.  
 

stämmer  inte alls        1             2             3            4            5       stämmer helt         vet ej 
    

god smak                □            □          □           □           □             □  

bra råvaror                □            □          □           □           □                                 □      

attraktiv förpackning                 □            □          □           □           □             □ 

funktionell förpackning                    □            □          □           □           □             □  

    hög hållbarhet                □            □          □           □           □             □  
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18. Skulle du vara intresserad av att köpa matvaror från ICAs egna varumärken som erbjuder högre 
kvalitet till ett högre pris än varumärket ICA? Kryssa för ett alternativ. 

  
□ ja  □ nej  □ vet ej 

   

19. Skulle du vara villig att betala 2 % mer för en förbättring av matvaror från varumärket ICA i 
följande egenskaper? För varje egenskap, kryssa för ett alternativ.  

 

    ja  nej  vet ej 
godare smak   □   □     □ 

bättre råvaror   □   □     □ 

attraktivare förpackning   □   □     □ 

mer funktionell förpackning  □   □     □ 

högre status av varumärket  □   □     □ 

bättre hållbarhet    □   □     □ 

 
20. Skulle du rekommendera matvaror från varumärket ICA till vänner och familj? Kryssa för ett 

alternativ.  
□ ja  □ nej  □ vet ej 
 

 
Köpbeteende 

 

21. När du väljer mellan matvaror, hur ofta bryr du dig om följande egenskaper? Kryssa för ett 

alternativ.  
 

                        aldrig          sällan          ibland      ofta                vet ej 
kvaliteten av matvaran       □               □              □            □                   □ 

priset på matvaran  □               □              □            □                   □ 

förpackningens funktion        □               □              □            □                   □ 

 
22. Jag föredrar att handla matvaror som inte är massproducerade. Kryssa för ett alternativ. 
 

stämmer  inte alls        1             2             3            4            5       stämmer helt    vet ej

                 □            □          □           □           □        □  

23. Jag gillar att handla matvaror i butiker som har ett annorlunda och unikt sortiment. Kryssa för 

ett alternativ. 

                          stämmer  inte alls        1             2             3            4            5        stämmer helt    vet ej

                □            □          □           □           □         □  

24. Varumärket är viktigt för mig när jag handlar matvaror.  
Kryssa för ett alternativ. 

stämmer  inte alls        1             2             3            4            5       stämmer helt      vet ej

                                          □            □          □           □           □           □  

Tack för Din medverkan!  
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9.2 Appendix 2 

Questionnaire (English) 
 
Thank you for taking your time to answer our questionnaire. We are students from Handelshögskolan 

at Umeå University. We are writing our bachelor thesis in business administration, in which we are 

investigating ICA and its own brand ICA Selection. The results of the research will be presented in our 

thesis. The answers are treated anonymously.  
 

Gender: □  woman □  man 
 

Age: □  below 25          □  25-45      □   46-65        □  above 65  

 

1. How often have your household been shopping in ICA-stores in the last year? Please choose one 

of the alternatives.  

 
every week     □  
2-3 times/ month  □  
1 time / month  □ 
more seldom than 1 time/ month □ 
this is my first visit  □ 
don’t know   □ 

 
2. How large proportion of the household total groceries has been bought in ICA-store during the 
last year? Please choose one alternative.  
 

  small proportion  1             2             3            4            5       large proportion     don’t know                     

        □            □           □         □            □                                          □ 

3. What is your attitude towards ICA as an organization? Please choose one alternative.  

 
negative       1             2             3            4            5       positive                    don’t know                    

              □            □           □          □           □                        □    

4. Would you accept to pay 2  % more in total, to shop in ICA-stores, if improvements were made in 
the following attributes? For each attribute, please choose one alternative. 

 
     yes  no      don’t know 

better selection of ecological products  □  □                               □ 

better selection of KRAV products   □  □                               □ 

informative packaging   □  □                       □  

better quality guarantee for products   □  □                       □ 

 

ICA Selection: a product line of higher quality, ( launched in 2006).  

 
5. Are you familiar with ICA’s own brand – ICA Selection? Please choose one alternative. 

 
□ yes □ no  □ don’t know 

If your answer is no, continue to question 16. 
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6. Have you received any information about ICA Selection? Please choose one alternative. 

  
□ yes  □ no □ don’t know 
 

7. Can you identify the design of ICA Selections product packages? Please choose one alternative.   
 

□ yes  □ no  □ don’t know 
 
8. How do you perceive ICA Selection food products in the following categories? Please choose one 

alternative.   
  very low          1             2             3            4            5         very high           don’t know
            
quality  □            □          □           □           □                                             □ 

functionality of package    □          □           □            □         □                                               □ 

brand status       □            □          □           □           □                                  □ 

value for money □            □          □           □           □                                                    □ 

 

9. What advantages do you see with ICA Selections food products compared to national brands 
food products (e.g Barilla, Marabou)? Please write your answer. 

 
    ………………………………………………………………………………………………………. 
 
10. How do you perceive the food products from ICA Selections , in comparison with national 

brands (eg. Barilla and Marabou),in the following attributes? For each attribute, please choose one 

alternative. 

 
worst            1             2             3            4            5         best        don’t know 
     

a) design of the produkt packaging           □            □          □           □           □                            □ 

design of the logo                       □           □          □           □           □                             □ 

message                        □            □          □           □           □                             □ 

product quality                                          □            □          □           □           □                       □ 

functionality                                               □            □          □           □           □                        □ 

 

                    least          1             2             3            4            5         most        don’t know   

b) luxury                                                 □            □          □           □           □                            □  

brand status                                                □            □          □           □           □                       □  

value for money                                         □            □          □           □           □                            □  

 
11.  Have you ever bought ICA Selection food products? Please choose one alternative.   
 

□ yes  □ no  □ don’t know 
 

If your answer is no, continue to question 16. 
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12. When given the opportunity to choose between food products from ICA Selection and national 
brands (eg. Marabou, Barilla), how often do you choose ICA Selection instead of other 
alternatives. Please choose one alternative.   

 
□ never          □   seldom        □ sometimes          □  often            □ don’t know 

 
13. Would you recommend food products from ICA Selections to friends and family? Please choose 

one alternative.   
□ yes □ no  □ don’t know 

 
14. How do you perceive the quality of ICA Selections food products, according to the following 
attributes? For each attribute, please choose one alternative. 

 
           completely disagree     1             2             3            4            5       completely agree      don’t know 

             
good taste                              □            □           □          □           □            □  

good ingredients              □            □           □          □           □          □  

attractive packaging    □            □           □          □           □          □  

functional packaging             □            □           □          □            □          □  

high durability         □           □           □          □            □          □  

 

15. How well does the quality of ICA Selection food products meet your expectations? 
Please choose one alternative.   
 
   not at all        1             2             3            4            5       completely                      don’t know

                          □            □          □           □           □            □ 

If you have bought ICA Selection products, continue to question 21.  

 

 ICAs own branded products   

 
16. When given the opportunity to choose between food products with the ICA brand and national 
brands (eg. Findus, Scan, Marabou), how often do you choose ICA products instead of other 
alternatives. Please choose one alternative.   
 

□ never          □   seldom        □ sometimes          □  often            □ don’t know 
 

17. How do you perceive the quality of food products with the ICA brand, according to the 
following attributes? For each attribute, please choose one alternative. 

 
       completely disagree        1          2             3            4            5      completely agree           don’t know 

    
good taste                             □           □          □           □           □                               □  

good ingredients   □            □         □          □           □                               □      

attractive packaging             □            □          □          □           □           □ 

functional packaging    □            □         □          □           □           □  

high durability                       □            □          □          □           □           □  
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18. Would you be interested in buying food products from ICA’s own brands that offer higher 
quality for a higher price than the brand ICA? Please choose one alternative.   

 

□ yes □ no  □ don’t know 
 

19. Would you accept to pay 2 % more for an improvement in food products from the brand ICA in 
the following attributes? For each attribute, please choose one alternative. 

 

    yes  no  don’t know 
improved taste   □   □     □ 

better ingredients   □   □     □ 

more attractive packaging   □   □     □ 

more functional packaging   □   □     □ 

higher brand status   □   □     □ 

higer durability    □   □     □ 

 
20. Would you recommend food products from the brand ICA to friends and family? Please choose 

one alternative.   
 

□ yes □ no  □ don’t know 
 

 
Buying behavior 
 

21. When you are choosing between food products, how often do you care about the following 
attributes? Please choose one alternative.   

 

                never          seldom       sometimes        often            don’t know 
quality of the product                     □               □                    □              □                  □              

price of the products                     □               □                    □              □                  □             

functional packaging                     □               □                    □              □                  □             

 

22. I prefer to buy products that are not massproduced. Please choose one alternative.   
 

        completely disagree      1             2             3            4            5       completely agree       don’t know

   □            □            □          □          □           □  

23. I enjoy buying products in stores that is different and have an unique assortment. Please choose 

one alternative.   
 

            completely disagree     1             2             3            4            5       completely agree        don’t know 

   □            □          □         □            □            □  

24. The brand is important for me when I buy groceries. Please choose one alternative.   
 

        completely disagree     1             2             3            4            5       completely agree         don’t know
  

                       □            □          □          □           □                                □  

Thank you for participating!  
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9.3 Appendix 3 

 
Washburn & Plank (2002 p.48)  
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9.4 Appendix  4 

 
Additional Tables and Bar charts 
 
Table 1:1 Retail Brand sales in the UK (Burt, 2006)  

Packaged Grocery Budget Standard Premium Total 

Total Market 3.1% 35% 1.2% 39.3% 

Tesco 4.7% 35.4% 2.2% 42.7% 

ASDA 7.7% 34.4% 0.9% 43% 

Sainsbury 1.5% 38.4% 2.6% 42.5% 

    
 
Bar chart 5:3 Gender of respondents                   Bar chart 5:4 Gender of non-respondents 

Bar chart 5:5 Gender /Purchased ICA Selection               Bar chart 5:6 Age / Purchased ICA  Selection 
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 Bar chart 5:8 Shopping Frequency at ICA 

 
Bar chart 5:9 Shopping Proportion at ICA 

 
Bar chart 5:19 Interest for ICA RB premium products 
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Table 3:1 Brand Equity Positioning According to Three Dimensions of Organizational Policy 
(Anselmsson &Johansson , 2005 p.90) 

ICA 

Handlarna 

Findus Scan Felix Euroshopper Organisational 

Policy 

MV SA MV SA MV SA MV SA MV SA 
Environmental 
policy 

3.7 0.8 3.3 0.9 3.3 0.9 3.3 0.8 2.6 1.0 

Product 
responsibility 

3.8 0.7 3.7 0.8 3.9 0.8 3.7 0.7 2.9 0.9 

Human  
responsibility 

3.1 0.8 3 0.7 3.4 0.8 3 0.8 2.1 0.8 

  (MV=Avarage value, SA= Standard distribution) 
 
 
Table 5:9 Awareness of ICA Selection 

Identification (Recognition) Information (Knowledge) ICA Selection 

Count Percent Count Percent 
Don’t know 8 12.5 % 7 10.8 % 
Yes 49 76.7 % 22 33.8 % 
No 7 10.9 % 36 55.4 % 

Total 64 100 % 65 100 % 
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9.5 Appendix 5 

Responses to the Questionnaire: Count 
 

Gender: 81   woman        69   man 
Age: 23  below 25          66  25-45      50   46-65        11  above 65  

 

1. How often have your household been shopping in ICA-stores in the last year?  
every week     130  
2-3 times/ month  12  
1 time / month  3 
more seldom than 1 time/ month 4 
this is my first visit  1 
don’t know   0 

 
2. How large proportion of the household total groceries has been bought in ICA-store during the 
last year?  
  small proportion  1             2             3            4            5       large proportion     don’t know                     

        4            7           21       40         77                                         1 
3. What is your attitude towards ICA as an organization?  

negative       1             2             3            4            5       positive                    don’t know                    
              0             3         22        69         51                         5    
4. Would you accept to pay 2  % more in total, to shop in ICA-stores, if improvements were made in 

the following attributes?  
     yes  no      don’t know 

better selection of ecological products  68  67                              21 
better selection of KRAV products   67  60                              23 
informative packaging   60  72                       18  
better quality guarantee for products   81  51                      18 

 
5. Are you familiar with ICA’s own brand – ICA Selection?  

62 yes 85 no  3 don’t know 

6. Have you received any information about ICA Selection?  (64)  
22 yes  36 no 7 don’t know 
 

7. Can you identify the design of ICA Selections product packages?  
49 yes  7 no  8 don’t know 

 
8. How do you perceive ICA Selection food products in the following categories?  

  very low          1             2             3            4            5         very high           don’t know
            
quality  0            0          15           30           5                      14                        
functionality of package      0          0           29           12         8                                             13 
brand status       0            4          24           15           5                                16 
value for money 1            1          26           16           7                                        13 

 
9. What advantages do you see with ICA Selections food products compared to national brands 

food products (e.g Barilla, Marabou)?  
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10. How do you perceive the food products from ICA Selections , in comparison with national 
brands (eg. Barilla and Marabou), in the following attributes?  

worst            1             2             3            4            5         best        don’t know 
     

a) design of the produkt packaging           0           4             34         16         1                            9 
design of the logo                      1           4             40         10         0                            9 
message                       0          3              35         12          3                          11 
product quality                                          0             1              26          25           3                           9 
functionality                                               0             3              28          15           3                           15 
 

                    least          1             2             3            4            5         most        don’t know   
b) luxury                                                 2          7          29        14         0                        12  

brand status                                                0            6          33         11        1                       13  
value for money                                         4          3          19        24         2                            12  

 
11.  Have you ever bought ICA Selection food products?  

45 yes  12 no  6 don’t know 
 

12. When given the opportunity to choose between food products from ICA Selection and national 
brands (eg. Marabou, Barilla), how often do you choose ICA Selection instead of other 
alternatives. (51) 

4 never          7   seldom        30 sometimes          6  often            4 don’t know 
 
13. Would you recommend food products from ICA Selections to friends and family  

32 yes     5 no  14 don’t know 
 
14. How do you perceive the quality of ICA Selections food products, according to the following 
attributes?  

           completely disagree     1             2             3            4            5       completely agree      don’t know         
good taste                              0            0           19         23          5            4  
good ingredients              1            0           16          24           4          6  
attractive packaging    0            3           27         15           1          5  
functional packaging               0           3           22          15           2          9  
high durability         0           0           19          21           1          10  
 

15. How well does the quality of ICA Selection food products meet your expectations? 
   not at all        1             2             3            4            5       completely                      don’t know

                          0            0          12         26          4            9 
16. When given the opportunity to choose between food products with the ICA brand and national 
brands (eg. Findus, Scan, Marabou), how often do you choose ICA products instead of other 
alternatives. 101 

0 never          1   seldom        92 sometimes          7  often            1 don’t know 
 

17. How do you perceive the quality of food products with the ICA brand, according to the 
following attributes?  
      completely disagree        1          2             3            4            5      completely agree           don’t know 
good taste                       2        3          39         41       6                               10  
good ingredients  1        5          30         48       4                                13     
attractive packaging             5        17        47         19        3            10 
functional packaging   3          6         41         31        5            15  
high durability                       1         4         45         29        1             0  
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18. Would you be interested in buying food products from ICA’s own brands that offer higher 
quality for a higher price than the brand ICA?.   

22 yes 43 no  36 don’t know 
 

19. Would you accept to pay 2 % more for an improvement in food products from the brand ICA in 
the following attributes? 
    yes  no  don’t know 
improved taste   54   28     19 
better ingredients   64   25     12 
more attractive packaging   13   75     13 
more functional packaging     26   57     18 
higher brand status   17   65     19 
higer durability    42   41     18 

 
20. Would you recommend food products from the brand ICA to friends and family?  

70 yes 4 no  27 don’t know 
 

21. When you are choosing between food products, how often do you care about the following 
attributes?  

                never          seldom       sometimes        often            don’t know 
quality of the product                     2               1                    18              127                  2              
price of the products                     1               6                    41              100                  2            
functional packaging                     12             66                  58              12                    2             

 

22. I prefer to buy products that are not massproduced. 150 
        completely disagree      1             2             3            4            5       completely agree       don’t know
   18        20        49        31        19           13 

23. I enjoy buying products in stores that is different and have an unique assortment.  
            completely disagree     1             2             3            4            5       completely agree        don’t know 
   9            15         54       43       24            5  
24. The brand is important for me when I buy groceries. Please choose one alternative.   
 

        completely disagree     1             2             3            4            5       completely agree         don’t know 

                 20          28       53        37         9                                3  
 


