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Abstract: 
Supervisor:       Klaus Solberg Søilen  

Level:        Master Thesis in Business Administration, 15 Credits 

The purpose of this paper was to understand the factors affect on consumer behavior 

while buying organic and non-organic food. The author of this study aims to answer 

the research question: “What types of factor effect on consumer´s behavior and 

decision-making process while buying organic and non-organic food?” The structure 

of this chapter based on these models “Factor effects on consumer behavior” and “the 

process of consumer´s decision shaping” to understand consumer behavior, decision-

making process, followed by the information about organic food and rules and 

regulation for organic selling. A combined qualitative and quantitative study used to 

answer the research question. The layout of the research was based on questionnaires 

and the interviews from the manager of five different supermarkets (ICA Maxi, Coop, 

Willys, Netto, Lidl). The sample size of the questionnaire was 393. Both models from 

the existing literature restructured according to the results.  

Location of the supermarkets, quality of the food, services, prices of the food, plays 

important role in terms of decisions making process. Motivation plays a trigger role 

for consumer to buy or reject the product and the most important is knowledge. 

Knowledge helps consumer to make better decision. 

Keywords: Consumer behavior, Decision-making process, Organic food, Non-organic 

food, Supermarkets 
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1 Introduction 
	  
Food is the essential element of our life, the world´s largest industry, our most 

frequently indulged pleasure and the core of our most intimate social relationship. 

Food identifies who we are, where we came from, and what we want to be, "Food 

reveals our souls" written by sociologist Gary Alan Fine and cited from Belasco 

(2008). It is important what we put inside to live healthy and long life, but there are 

different factors that affect people´s decision-making process. These factors influence 

the kind of food they buy among the various choices.  

There are two popular types of food, one is organic food and the other is non-organic 

food. In simple words, organic food is without any chemicals, and non-organic food 

lasts longer thanks to multiple uses of chemicals. What is organic food? People had 

different answers in their mind when I asked them about organic food. There are 

many definitions of organic food from previous research. According to the report, 

Organic Food and Farming For All (2013) by Maria Wivstad, the terms "organic 

agriculture" or "organic farming" are used to describe different methods used to 

produce the food naturally and avoid the use of any chemical fertilizers and 

pesticides. These farming systems are sometimes also called ‘ecological' or 

‘biological' agriculture. Buying organic trends has expanded steadily over the last 

decades, not only in Europe, Japan or North America but also in many developing 

countries.  

Organic farming is a system of agriculture that emphasizes soil fertility. A strict rule 

applies to land management, and it is the foundation for natural food to the consumers 

they can trust that the food they are buying is without synthetic pesticides, fertilizers, 

genetically modified organisms, or irradiation. By strictly using natural farming 

methods, organic farmers can produce healthy and nutritious fruits and vegetables 

(Klesick´s, 2016). Organic agriculture emerged in Europe in 1924 when Rudolph 

Steiner held a course in biodynamic farming. During the 1930 and 1940, Hans 

Mueller in Switzerland carried out necessary research. Lady Eve Balfour and Albert 

Howards in Britain, Masanobu Fukuoka in Japan. In Europe, some conventional 

farms converted their activity to organic farming in 1960 (Canavari, Olson, 2007, pp. 

3-4). Organic farming in Sweden had a vigorous and steady growth, especially during 

the past decade. In 1999 almost ten percent of Sweden´s hectares of arable land were 

either certified organic or were using the national support programmed for organic 
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farming under Council Regulation (EC) 2078/92. That means that the national goal 

"ten percent organic farming in the year 2000" was assumed to reach (Källander, 

2000).  The other type of food is non-organic food; it grew with a use of chemicals. 

The reason behind using chemicals is to produce the larger amount of food in less 

time. It was only possible by injecting chemicals into the food. Cox (2008) described, 

non-organic food is full of chemical fertilizers, herbicides, insecticides, fungicides, 

and nematicides and thousands of chemicals fall within these categories. The organic 

farmers avoid using any chemicals that can harm people, the environment and the 

ecology of the different creatures that are part of it. Organic food is also free from 

genetically modified organisms, hormones, and antibiotics. Land can and is being 

farmed all over the world quite well without these substances.  

The non-organic food was introduced in the 20th century when the large supplies of 

new synthetic substances were introduced to the food industry to boost the 

industrialization of agriculture. The process of manufacturing needed significant 

yield, attractive crop regarding its size, shape, and enhanced shelf life. All this was 

possible after using synthetic chemicals such as pesticides, herbicides, fertilizers, 

radiation therapy, genetically engineered seed, etc (Sonam, 2012). 

Consumers buy organic or non-organic food based on their desires, and there are 

different types of factors they consider while making decision. Organic food and non-

organic food are entirely different kinds of food types. Non-organic food is very 

common because people have to buy the food to live. There are certain behavioral 

decisions consumer makes when they decide to buy organic or non-organic food. 

Many authors highlighted the importance of understanding consumer behavior. 

According to Engel, Blackwell, Miniard (1995), consumer behavior as a rule is 

purposeful and goal oriented (p.12). Product and services are accepted and rejected by 

the extent to which they perceived as relevant to need and lifestyle (Sheth, 1985, p. 7).  

When consumer are in decision-making process, they considered different factors, 

those can affect positively or negatively, and the most common factors are 

information about the product, it´s quality, price, location (where they can reach in 

less time) services (accessibility of the products) According to Engel, Blackwell and 

Miniard (1995), consumer behavior involved obtaining, consuming and disposing of 

products and services followed by the decision process.  

This subject can be approached from several perspectives such as consumer influence, 

post-modern and inter-culture (p.4). There are major cultural differences, which 
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involve motivation and behavior practice. Consumer behavior is a process that 

involves individuals or a selected group, and how they purchase, use and discard 

products, services, and experiences to satisfy their needs and desires (De Mooij, 2003, 

p.93). 

1.2 Problem discussion 
	  
According to Hoyer and MacInnis (2001), "consumers behavior involves 

understanding whether, why, when, where, how, how much, how often, and how long 

consumers will buy, use, or dispose of an offering” (p.7). Consumer behavior is a 

process of buying things, and this involves buying, using, and disposing of products, 

services, experiences, and impressions (Mowen, 1995, p. 5). According to Wagner 

(1997), There is significant proof that most of the European markets affected by green 

consumer behavior. Consumer behavior reflects concern about the effects of 

manufacturing and consumption on the natural environment. There are many 

questions raised on the behavior of green consumer such as: 

• What type of desires, values, and motives are behind green consumer 

behavior? 

• What kind of knowledge and environmental concerns green consumers have? 

• What type of role social network and group of people plays to behave an 

environmentally friendly way? 

• Is green consumer behavior is based on particular lifestyle choice? 

• How green consumer behavior develops a cultural impact of its own? (pp. 1-

2). 

According to Solomon, Bamossy, Askegaard, & Hogg (2006), Consumer family and 

marital status is an important variable, and it affects on consumer spending priorities. 

Consumers those belong to same social class often have the same income and similar 

occupation and choices (p.11).	   According to Hawkins, Best, & Coney (2003), 

consumers make decisions that have a significant impact on the environments and 

societies (p.26). According to De Mooij (2003), consumer categorized according to 

their attributes, social and mental processes, and behavior. Culture values are an 

integrated part of the consumers, not an environmental factor (p.19). 
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 Motivation defined as the driving force within individuals that motivates them to 

action (Schiffman and Kanuk, 2000, p. 63). Based on existing research the aim of this 

thesis was to compare these factors with the consumer responses and confirm whether 

consumer behavior is relevant according to previous research or there were some 

other factors. The author created two models from the existing literature by Engel, 

Blackwell, & Miniard (1995), the first model used (factor affects on consumer 

behavior) and the other was (the process of consumer’s decision shaping) to answer 

the research question based on existing literature (pp. 143-607-736).  

A questionnaire method used to understand the research question in-depth. A random 

number of consumer´s targeted to answer the questionnaire. Supermarkets chosen 

according to consumer´s responses; there were top seven supermarkets on customer ́s 

list; the author managed to have an interview with five of them: ICA Maxi, Coop, 

Willys, Netto and Lidl.  The interview with City Gross and Hemköp dismissed due to 

time limitation, which was also among top 7 supermarkets. The interviews were 

conducted with the managers of those supermarkets to understand the consumer 

behavior and decision-making process while buying organic and non-organic food. 

1.3 Research Question 
 

In order to compare the previously defined factors with current study, the author of 

this thesis aim to answering this research question: 

 “What types of factor affect on consumer´s behavior and decision-making process 

while buying organic and non-organic food?” 
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2 Theoretical Chapter 
	  

The layout of this chapter is according to the research question: “What types of factor 

effect on consumer´s behavior and decision-making process while buying organic and 

non-organic food?” Firstly, consumer behavior discussed than two models, factor 

affect on consumer behavior, and the process of consumer decision shaping are used 

to gather all the relevant information to answer the research question. Detail 

information about the organic food followed by organic rules and regulation are 

discussed as well in the chapter. 

	  
2.1 Consumer Behavior 

Consumer behavior is an attitude (formed of thought, emotion, and intended 

behaviors) those influenced by personal and environmental factors (Blythe, 2013). 

According to Engel et al. (1995), Consumer behavior is a high interest for those who 

are planning to influence their behavior such as marketer (p.4). Consumer examined 

the products and services they buy and use and how these purchase affect their daily 

lives (Noel, 2009). 

Behavioral intention is the self-report of whether or not the product or brand 

purchased during the specific period (Sheth, 1985, p.7). According to Wickström 

(1989), behavior and involvement of the consumer in the buying process. Divided 

into two different parts such as " personal relevance of the purchase" and " degree of 

participation in the buying process. Different consumers perceive different levels of 

involvement for the same product and therefore engage in various behaviors 

(Holmberg, 1996, p.13).  
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2.2 Factor Affect On Consumer Behavior 
	  
	  

 
 
Figure 1 Factors affect on consumer behavior (Engel et al., 1995, pp. 607-736) 

 

2.2.1 Culture 

Culture satisfy needs by providing norms, or rules of behavior, a culture gives 

orderliness to society. By providing values, a culture delineates what is valid, useful, 

and valuable. People need to know what expected of them, what is right and wrong, 

and what they should do in the various situations. Culture is the element that fulfills 

such societal requirements (Mowen, 1995, p. 698). According to Engel et al. (1995), 

Culture provides people with a sense of personality and knowledge of acceptable 

behavior within society. The most important attitude are feelings of self-space, 

communication and language, dress and appearance, food and feeding habits, time 

and time consciousness (p. 611). Consumer behavior can sometimes vary among 

subgroups of individuals who have unique patterns of ethnicity, customs, and 

preferences. It also shows how the region in which consumers reside can influence 

their behavior (Hoyer and Maclnnis 2001, p. 303). According to Schiffman and 

Kanuk, pp. 322. (2000), culture is a based on learned beliefs, values, and customs that 

serve to direct the consumer behavior of members of a particular society.  According 

to Hoyer and MacInnis pp. 327. (2001), Religion provides individuals with the 

structured set of beliefs and values that serve as a code of conduct or group different 

from another. Religious behavior can sometimes affect consumer behavior.  
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According to Engel, Blackwell, and Miniared, pp. 611-612(1995), Some essential 

attitudes and behaviors influenced by culture are: The feeling of self and space, 

communication, and language, food habits, time consciousness, relationships (family, 

organizations, government and so on). Values and norms, mental processes and 

learning, work habits and practices. A product, services, or communication can be 

developed to appeal to different regions of the country (Hoyer and MacInnis, 2001, p. 

306). According to De Mooij (2003), consumer behavior is not only defined by their 

needs and motives but also by their surrounding and the context in which they make 

decisions (p. 138).  

2.2.2 Consumer Personal Influence 

According to Engel et al., (1995), When a consumer buys a product, they expect to 

perform a function such as provide nutrition in case of food. Successful products must 

meet the expectations (pp. 616-617). De Mooij (2003), The age distribution of 

population influences buying patterns of societies (p. 77). Age can affect on consumer 

behavior, people in same age often have same needs, memories, symbols and 

consumption patterns (Michael and Phillips, 1996). Most of the teens are working 

nowadays and living the independent life. They are more concerns about where they 

are spending their money, and they look for bargains and special offers (Hoyer and 

MacInnis, 2001, pp. 358-360). Consumers from different age have different needs and 

want (Solomon, Bennett, & Previte, 2013, p.10). Understanding of age processing 

European consumer is getting importance to marketers and public policy decisions-

makers (Munter and Cohen, 2004). Males and females can be different in traits, 

attitudes, and activities that can affect on consumer behavior (Hoyer and MacInnis, 

2001, p. 368). 

2.2.3 Consumer Social Class 

Social class is consisting of identifiable groups of individual’s behaviors and lifestyle 

(Hoyer and MacInnis, 2001, p. 331). The processes by which people develop their 

values, motivations and regular activity are called socialization. From the time a baby 

looks up and begins cooing and smiling, he or she starts farming values (Blackwell 

and Miniared, 1995, p. 612). As the number of member’s states of Europe continues 

to grow, the consumer implications of social class and income categories continue to 

grow as well (Solomon, Bamossy, Askegaard, & Hogg, 2010, p. 10). Social class 
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often measures as social status, such as family, income, occupational status and 

educational attainment (Schiffman and Kanuk, p. 298, 2000).  

According to De Mooij (2003), There are different ways to measure the social class 

such as higher level (professional, higher managerial, seniors civil servants) (p. 80). 

The second class is middle classed (middle manager or principal officers in local/ 

central government) and the lower middle class (junior managers, routine white collar 

and other skilled/ unskilled jobs) (Solomon et al., 2010, p. 10). Socialization 

continues throughout life causing people to adopt values that influence consumption, 

such as thrift, pleasure, honesty and ambition (Blackwell and Miniared, 1995, p. 612). 

2.2.4 Family Influence on Consumer 

According to Hawkins, Best, & Coney (2003), a family is a group of two people or 

more living together in same house (p. 191). The family defined as two or more 

individuals related by blood, marriage, or adoption who live together (Schiffman and 

Kanuk, 2000, p. 298). According to Mowen (1995), There are four types of factors 

those can affect on a decision such as: 

Wife-dominated decisions: The wife plays a largely independent role in deciding what 

to buy. 

Husband-dominated decisions: The husband plays a largely independent role in 

deciding what to buy. 

Automatic decisions: Decisions of lesser important that either husband or wife may 

make independently. 

Syncratic decisions: Decisions in which the husband and wife participate jointly (p. 

669). An individual, marital status is yet another important demographic variable. 

Since it has a significant effect on consumers spending priorities. Families with their 

young children are big purchasers of health food while single-parent households and 

those with older children buy more junk food (Solomon, Bamossy, Askegaard, and 

Hogg, 2010, p. 10).  

According to Engel et al., (1995), Some essential attitudes and behaviors influenced 

by culture are the feeling of self and space, communication, and language, food 

habits, time consciousness, relationships (family, organizations, government and so 

on) (pp. 611-612). The size of the families are getting smaller in many countries, 

People prefers to have few children due to dual careers, financial burdens, and 

concerns of overpopulation (MacInnis and Hoyer, 2001 p. 378). Family decision-
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making is the process where decisions are made by two or more than two people 

directly or indirectly.  Family decisions are totally different than the decisions made 

by the individual (Hawkins et al., 2003, p. 204). There are different life stages of the 

household such as: 

•    Young singles: Head of households single and younger than 45 with no children. 

•    Younger couple: Married and younger than 45 with no kids. 

•    Young parents: Head of households younger than 45 with children. 

•    Midlife families: Head of household between the age of 45 and 64 with children. 

Children are living with parents are getting support from the parents. 

Older households: Head of households aged 65 plus or retired (Engel et al., 1995 p. 

755). The family not only develops an individual´s personality and general view of 

others but also affects his or her values and attitudes about consumption (Mowen, 

1995, p. 656) 

2.2.5 Consumer Environmental Concerns 

A growing number of global environmentalism concerns is forcing manufacturers to 

produce more products within organic methods (Fulekar, Pathak, & Kale, 2013, p. 2). 

The set of need individual experiences at a particular time often activated by specific 

signals in the environment (Schiffman and Kanuk, 2000, p. 76). Environment-

oriented values guide a society involvement with it's economic, technically and 

physical environment (Hawkins et al., 2003, p. 84). Changing attitudes of the 

consumers towards the political and ecological role, marketplace behavior evolving 

attitudes among companies and business as they recognize the changing nature of 

their consumers (Solomon et al., 2010, p. 53). Limited Choice Involves limited 

external search, few alternatives, and simple decision rules to the few attributes, and 

life little post-purchase evaluation (Hawkins et al., 2003, p. 87).   

The trend towards the use of environmentally friendly products is growing (Hoyer 

and MacInnis, 2001, p. 528). Different culture deals with the environment in a 

different way. Whether people take responsibility fro the environment themselves or 

expect their governments to take responsibility varies by culture (De Mooij, 2003, p. 

142). According to Engel et al., (1995), five environmental factors shape the 

importance of the marketing challenges: 

1. Valid product and services on consumer higher demand. 
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2. Ability to communicate with user quickly and more efficiently from a longer 

distance. 

3. The presence of multiple avenues through which products and services can 

distribute rapidly and economically. 

4. The range to which the suppliers of goods and services has the power and 

freedom to induce distributor to comply with overall marketing strategy. 

5. Economic growth both domestically and globally (pp. 15-16). 

Growth demands marketers to take both steps, expand the number of green-oriented 

products they receive and to reduce massive environmental footprint (Fulekar et al., 

2013, p. 2). 

2.3 The Process of Consumer´s Decision Shaping  
	  
Many factors affect on consumers decision-making process. The main five categories 

of individual difference are consumer resources, attitude, knowledge, motivation, and 

personality values, lifestyle (Engel et al., 1995, p. 143).  

    
Figure 2 Consumer decision-shaping process (Engel et al., 1995, p. 143) 

 

2.3.1 Consumer Resources 

Consumer resources consist of two budgets such as money and time budget (Engel, et, 

al., 1995, p. 313). According to De Mooij (2003), the fundamental assumption in 

Western decision-making is that decisions do not “happen” someone “makes them” 
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this is western view (p. 221). Income defines as money from wages and salaries as 

well as interest and welfare payments (Engel et al., 1995, pp. 295-296). According to 

Schiffman and Kanuk (2000), Consumer recognition of a product needs based on 

firms marketing efforts (the product, price, and promotion, where it sold) (p.6). The 

cost of product or services can have a critical influence on consumer’s acquisition 

decisions. That’s why it is crucial to understand how consumers will react to price 

(Hoyer and MacInnis, 2001, p. 44). 

Marketers concentrated husband and wife consuming units rather than single 

households. The reason behind is according to analysis, consumer's age between 45-

54 intends to spend and save more the singles. (Engel et al., 1995, p. 299). According 

to Mowen (1995), Consumer information processing defined as the process through 

where user exposed to information, visit it, perceive it, consume it in memory, and 

retrieve it for later (p.70). Throughout the world, a vast majority of consumers are low 

income. The numbers of users in the "down market" are substantial. But even stores 

that appeal to "down market" need to be attractive and stylish and treat people with 

respect (Engel et al., 1995, p. 306). Gaining attention at the point of sale can be 

equally important. The use of eye-catching display and packaging helps consumers to 

get the attentions and pick the product to form the shelf  (Engel et al., 1995, p. 324).  

2.3.2 Time Limitations and Location 

Time plays a significant role regarding decision-making process; limited time can 

pressurize consumer to avoid the information they require (Hoyer and MacInnis, 

2001, p. 74). Time and change will surely prove how firm a foundation found in 

spending patterns. Knowing how a consumer will spend their money developing 

opportunities for individual companies (Engel et al, 1995, p. 312). According to 

Schiffman and Kanuk (2000), purchase times refer to the amount that elapses between 

consumer's initial awareness of a new product or services (p. 420).	  Many consumers 

go to different supermarkets for different purposes and have a set of supermarkets 

they are familiar with, like an evoked set of stores for varying purposes. One 

neighborhood supermarket for purchases of complementary items, and a larger store 

for once a week shopping trip with a car where most groceries purchased (Holmberg, 

1996, p.15).   

De Mooij (2003) describes that Kotler presents five stages of decision-making. Those 

are problem recognition, information search, and evaluation of alternatives, purchase 
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decision and post purchase behavior (p. 222). Store location affects consumers 

behavior from several aspects, the size of a trading area in which a store located 

affects the overall number of people who are likely to be drawn to it (Mowen, 1995, 

p. 574). According to Holmberg (1996). The consumer’s time constraint is important 

also when we consider the consumer´s possibility to engage in store- switching. It 

could be seen as an investment in time to go to a new supermarket. Localizing the 

different items and finding out specialties and be satisfied with quality of goods 

offered takes time (p. 15) 

2.3.3 Consumer Attitude 

Knowing how to change consumer attitudes and behavior is one of the most valuable 

skills a marketer can possess (Engel et al., 1995, p. 560). There are following factors 

based on individual behavior: The level of Involvement: Attitudes are more likely to 

predict behavior when involvement is high. Knowledge and Experience: Attitude can 

also affect on consumer behavior when it based on previous knowledge and expertise. 

Accessibility of Attitude: If attitude cannot remember it will have less effect on 

consumer behavior. Direct experience increases attitude accessibility for attributes 

that must experience. Attitude Confidence: Confidence tends to be stronger when it 

based on either greater amount of information. Consumers with low uncertainty 

avoidance cultures and their attitude towards health make them pursue fitness 

activities (De Mooij, 2003, pp. 116-117). Attitudes can be cognitively based, 

effectively based or behaviorally based (Boyd and Cathrine, 2010, p. 82). 

2.3.4 Consumer Knowledge 

Knowledge related to the human need to have the meaningful, stable and organized 

view of the world. Knowledge-based attitude built around brand and product 

information (Szmigin and Piacentini, 2015). According to Hoyer and McInnis, 

(2001), we say that we "know" something it means that we had gone through that 

before and understood what that is. Knowing, therefore, has to do with our prior 

knowledge (p. 104). Knowledge can define as the information stored in the memory. 

What consumer buys and where they buy is based on their understanding of the 

product, services or the store (Engel et al., 1995, pp. 334-337).  

Consumer views represent the knowledge that a consumer has about objects, their 

characteristics, and their benefits provided (Mowen, 1995, p. 285) Consumer behaves 

rationally, making logical decisions about their consumptions based on the price and 
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quality (Szmigin and Piacentini, 2015). Having knowledge about consumers must be 

incorporated into every step of the successful market plan (Solomon et al., 2013, p. 5). 

Knowledge can come from product or service experiences, interactions with a 

salesperson, information from friends, media, previous decision-making or product 

usage and memory (Hoyer and McInnis, 2001 p. 72). According to Mowen (1995), 

consumers holding a greater amount of knowledge can think about a product across 

some dimensions and make finer differences among brands (p.122). 

2.3.5 Consumer Motivation 

According to Boyd and Cathrine (2010), motivation is a mixture of wants, needs, and 

drives within the individuals is a prime importance to understanding behavior (p. 

115). Motivation research seeks to find the underlying why of our behavior aims to 

identify the attitudes, beliefs, motives, and other pressures that influence our purchase 

decision (De Mooij, 2003, p. 135). Over time, certain behavior patterns recognized as 

more efficient than others for satisfaction, and these come to function as wants (Engel 

et al., 1995, p. 404).  

What drives people wants and what they do are the most important aspects of 

motivation  (Boyd and Cathrine, 2010, p. 117). There are two types of needs one is 

primary need or motives. Primary needs are over biogenic need such as food, air, 

water, shelter and other need we cannot live. Acquired needs we learn in response to 

our culture or environment, these may include needs for self-esteem, prestige, 

affection, power and learning (Schiffman and Kanuk, 2000, p. 64). Consumer 

examined the products and services they buy and use and how these purchase 

influence their daily lives (Noel, 2009). Skillful marketing can affect both motivation 

and behavior if the product or service offered is designed to meet consumer needs and 

expectations (Engel et al., 1995, p. 13). Motivation occurs with the presence of a 

stimulus that is processed by the individual. It goes through information processing 

stages of exposure, awareness, and knowledge. The motive could come from inside 

the consumer (physiological changes) or from outside the consumer (from hearing or 

seeing a product) (Mowen, 1995, p.191) 
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2.3.6 Consumer Personality, Values and Life Style 

A personality consists of the unique patterns of behaviors, tendencies, qualities, or 

personal dispositions that differentiate individuals (Hoyer and MacInnis, 2001, p. 

431). Personality is the particular pattern of organization that makes one person 

unique and different from all others (Engel et al., 1995, p. 433). Stone (1954), 

suggested a typology of shopping orientations for consumers: The economic, where 

the buying situation is considered just like buying, it has no further social value. 

Quality, assortment, and price are important criteria. The personalized, where buying 

is also interpersonal interaction and an important social process, less focus on variety, 

price and quality. Ethical, where consumer feels a moral obligation for example to 

support the small, local retailer. Apathetic, entirely uninterested in buying, not 

differentiating between different stores or types of store (p. 36). Personality may be 

relatively stable, specific needs or motives, attitudes; reactions to group pressures and 

even responses to newly available brands may cause a change in the person's 

behavior. Personality is only one of a combination of factors that influences how a 

consumer behaves (Schiffman and Kanuk, 2000, p. 95).  

According to Hoyer and MacInnis (2001), beliefs and values control our behavior in 

different situations over time (pp. 416- 417). Values are the first thing that we learn 

from our childhood.  Understanding consumer behavior across cultures is necessary to 

go beyond lifestyle and distinguish value variations by product category (De Mooij, 

2013, pp. 124-125). Lifestyle associates how people live, how they spend their 

money, and how they allocate their time. Lifestyle concerns the apparent actions and 

behaviors of consumers (Mowen, 1995, p. 259) 

People have needs and want according to age. Understanding of age processing 

European consumer is getting importance to marketers and public policy decisions-

makers (Munter and Cohen, 2004). Males and females can different in traits, attitudes, 

and activities that can affect on consumer behavior (Hoyer and MacInnis, 2001, p. 

368). According to Solomon et al., (2013), Gender is a central organizing feature of 

our identity. Marketing and advertising appeals differentiate between femininity and 

masculinity to position products to the consumer during all life stages (p. 10). 

Lifestyle is described regarding shared values or tastes as reflected in consumption 

patterns. Personal characteristics are viewed as the “raw” ingredients to develop a 

unique way of life (De Mooij, 2013, p. 123). 
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2.4 Organic Food 
	  
Organic food produced without any chemical fertilizers or synthetic pesticides on 

organic crops. Animals rose organically, and they have to fed organic or natural 

source of food. Organic production is different for non-organic production, but in 

many ways, it is close to Asian agriculture (Blair, 2012, p. 3). The organic farming is 

a response to increased consumer demand for food that is perceived to be fresh, 

wholesome and flavorful, free of hormones, antibiotics and harmful chemicals (Blair, 

2012, p. 7). Consumers are confused and unclear about the differences between 

"organic" and "natural" that is one of the greatest challenges for the organic food 

industry (Mintel, 2008). It is important to ready availability goods and products to the 

consumer according to their demand to achieve stable market development (Research 

Agenda for Organic Agriculture, 2013). Going organic is not just about organic food 

it is a way of life. In 1960 and 1970 a variety of investigative reports and awareness 

movements raised public concerns about environment and chemicals used in food 

production and consumer became more sensitive to the potential ecological problems 

associated with synthetic chemicals used in the farming (Baker, 2005). 

Unfortunately, it is not easy to answer in yes or no to confirm whether organic food is 

healthy or not. The current debate about organic food is that it produced without 

chemical. Environmental concerns and health are taking care when producing organic 

food. Organic food is a full of vitamins and minerals than non-organic food. This 

question cannot answer by walking into the store and selecting randomly organic food 

and non-organic products (Lockie et al., 2006, pp. 12-13).  

The differences in quality between organic and non-organic products, whether they 

contain particular nutrients or pesticide residues, have been relatively well 

investigated, but there are still a large number of substances that is poorly studied. 

Knowledge is also lacking how organic food affects health and lifestyle. Consumers 

required reliable information about the organic production (use of resources, 

environmental impact, impact on biological diversity, animal welfare, food quality 

and health effects) to be able to make informed choices (Research Agenda for 

Organic Agriculture, 2013). 

Animals raised according to the organic certifying body of each country can label as 

organic. The consumer could still confuse organic meat with other terms that are used 

to label meat and poultry. It is true that the difference between organic, free range and 
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natural may not always be clear to the consumer. For meat product to be labeled "free 

range" or "free roaming" there is only one requirement: the livestock has been 

allowed access to an outdoor environment (Ricke, Van Loo, Johnson, & O´Bryan, 

2012). 

2.4.1 Selling Organic Food Rules and Regulations 

A product label is the quality signal for the consumers; Organic food label is a 

necessary identification means to help the buyer to locate organic food quickly. The 

consumer cannot distinguish between organic food and non-organic food if the labels 

are not clearly presentable. It is crucial to defined rules for production methods and 

labeling of organic foods. For consumers, it is important that they can trust the 

organic labels and that the label guarantees that the products are organic (Steven et 

al., 2012). 

2.4.1.1 KRAV Label 
	  
The KRAV label represents that the product is produced organically with high 

demand for animal welfare, health, and social responsibility and environment impact. 

Approximately 4000 farmers and around 2000 firms are processing and trade certified 

according to KRAVs Standards. Right now there are more than 6200 KRAV certified 

products. KRAV label can see on the food around the word.  It is not enough to where 

food comes from; it is also about how it produced. Then the way you can make a 

difference for animals, the environment and people in both near and far (KRAV, 

2017). 

KRAV Label Requirement 
	  

Product with KRAV label means that the animals live a good life, crops grown 

environmentally friendly without chemical pesticides or fertilizers, the farmers gets a 

healthy environment. The food is without external additives. In comparison with the 

EU minimum rules for organic production the EU organic label or the EU Eco. The 

requirements are more stringent standards, such as animal welfare and also have the 

rule for climate and social consideration (KRAV, 2017). 
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Environmental Guarantee with KRAV Label 
	  
Organic food produced in a way that is good for the environment, without any 

chemicals. Farmer uses natural fertilizers and finds environmentally friendly ways to 

eradicate weeds, pests, and disease. For example, the water becomes cleaner, and the 

power consumption can be lower and to birds, bees, butterflies thrive around the 

plantations (KRAV, 2017). 

1. Pesticides: the more KRAV labeled food you eat, the less amount of chemical 

pesticides get into you. 

2. Additives: require you avoid hydrogenated fats and unnecessary additives. 

Nor have solvents such as hexane used in processing. 

3. GO: Claim-production may label genetically (GMO) is not used. 

4. Pollution: It enhances the protection against pollution by requiring a safety 

distance of Swedish production from fields and heavily trafficked roads. Even 

more, only limited amount of heavy metals introduced into the soil with 

manure.  

5. Medication: to avoid drug residues in milk and meat, the authorities have 

decided that it should go some time ago an animal with medication before 

milk and meat can sell. With KRAV-labeled products, the animals may not be 

medicated routinely but only when necessary. 

6. Healthy: With KRAV label, food is healthier (KRAV, 2017). 

2.4.1.2 EU (European Commission) Label 
	  
EU label helps a consumer to know that product or service is both environmentally 

friendly and good quality. It is easy to recognize and reliable. EU label can found on 

the packaging of every EU Eco label product (European Commission, 2017). 

2.4.1.3 The Organic Food Standerd 
	  
According to the report: Organic food and farming for all, (2013). There are two 

international worldwide standards: the Codex Aliment Arius Guidelines for organic 

food production and IFOAM Organic standards. These form the basis for legislation 

in the EU, USA, Japan and other countries. 
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IFOAM Organic International 
	  
Since 1972, IFOM Organics International holds extended an unchallenged status as 

the only international umbrella group of the organic environment, combining an 

immense diversity of stakeholders contributing to the ecological vision. 

IFOAM following five strategic pillars such as: 

•    UMBRELLA: Uniting the organic movement 

•    VALUE CHAIN: Facilitating Productions & Trade. 

•    ADVOCACY: Promoting Sustainability in Agriculture. 

•    PROGRAMS: Assisting Organic Development. 

•    ACADEMY: Building Organic Leaders Capacity (IFOAM: Organic International, 

2017). 

Codex Alimentarius Guideline for Organic Food  
	  
The Codex Committee on Food Labeling creates the guideline for the Production, 

Processing, Labeling and Marketing of Organically Produced Foods. Their guidelines 

aim to protect consumers from fraud and misleading or misrepresentations about the 

organic food. "Organic" is a labeling term that denotes products that have produced 

by organic production criteria and approved by a duly constituted certification body 

or authority. Organic agriculture is one among the broad spectrum of methodologies 

that are supportive of the environment (Codex Alimentarius, 2007).  
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3 Methodology 
	  
According to Ghauri and Gronhaung (2005), Research is a process of planning, 

executing and investigating to find answers to our specific questions. The author aim 

to answering the research question, “What types of factor affect on consumer´s 

behavior and decision-making process while buying organic and non-organic food?” 

By using different research methods. A detail description of each research method 

mentioned below:  

3.1 Research Approach 
	  
There are two types of procedures to draw the conclusions: Inductive approach and 

deductive approach. An inductive approach based on empirical evidence, while the 

deductive method based on logic (Ghauri and Gronhaung, 2005, pp. 14-15). An 

inductive approach based on the theoretical or conceptual framework that you 

subsequently test using data (Saunders, Lewis and Thornhill, 2007, p. 57). 

The deductive approach is concerned with deducing conclusions from premises or 

propositions. "Deduction begins with an expected pattern that tested against 

observations, whereas induction begins with observations and tries to obtain a 

practice within them" (Babbie, 2010, p. 52).  "Deductive approach is a connection 

from particular to the general theory or case, it might be true in many instances. A 

deductive design might test to examine if this relationship or link did obtain more 

general circumstances" (Gulati, 2009, p. 42). 

 On the other hand, exploring data and developing theories from them and relating to 

the literature is called inductive approach (Saunders et al., 2007, p. 57). As compared 

to the deductive method, an inductive approach starts from a particular point of view 

to a more general one and can view as a bottom-up approach. It is observed that 

"inductive reasoning frequently named to as a "bottom-up" approach, in which the 

researcher uses observations to make an abstraction or to draw a picture of the 

phenomenon that considered" (Lodico, Spaulding and Voegtle, 2010, p. 10). An 

inductive approach is a system of evidential support that extends the deductive logic 

less than certain inferences (Hawthorne, 2014). A deductive approach used on the 

thesis by using the existing literature.  
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3.2 Study Method 
	  
Study method can be exploratory, descriptive or casual research depends on the 

research topic and level of advancement (Sekaran and Bougie, 2013, p. 96). 

According to Saunders et al., (2007), There are three principal to conduct exploratory 

research: A search of the literature, interviewing "experts" in the subject, conducting 

focus group interviews (p. 133). An exploratory study considered when not much 

known about the situation and there is no information available, how similar problems 

or research issues have solved previously (Sekaran and Bougie, 2013, p. 96). When 

the research problem understood, exploratory research design is adequate (Ghauri and 

Gronhaug, 2005, p. 58). 

The objective of the descriptive study is to describe; this is often to design to collect 

data that outlines the characteristics of a person, event and situations (Sekaran and 

Bougie, 2013, p. 97). Descriptive research seeks to find out the answer to who, what, 

where, and how questions (William and Zikmund, 2003, p. 55). The objective of this 

detailed research is ‘to portray an accurate profile of the person, event or situation' 

(Robson, 2002, p. 59). In causal studies, the problems under scrutiny and structured 

as well. The primary task of this research is to isolate the cause and tell whether and 

to what extent cause result in effect (Ghauri and Gronhaug, 2005, p. 59). Studies that 

establish the casual relationship between variables may be termed casual studies 

(Saunders et al., 2007, p. 134). Causal studies are at the heart of the scientific 

approach research. Such studies test whether or not one variable causes another to 

change (Sekaran and Bougie, 2013, p. 98). A descriptive study was used to 

understand the consumer´s behavior and decision-making process towards buying 

organic food and non-organic food.  

3.3 Research Strategy 
	  
There are different types of research strategies, and most used strategist is: 

Experiment: it is usually associated with deductive research and a scientific or 

hypothetic- deductive approach to research (Sekaran and Bougie, 2013, p. 102). 

Experiment strategy used in exploratory and casual research to answer “how” and 

“why” questions (Saunders et al., 2007, p. 136). The experiment design as it allows 

for manipulation of treatment before and after measurements and thus for 
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identification of covariation between treatment and effect determines the time to order 

and offers confidence to rule out the effect of other explanations (Ghauri and 

Gronhaug, 2005, p. 65). 

Survey: This strategy allows the researcher to collect quantitative and qualitative data 

on many types of research questions. Surveys are used in exploratory, descriptive and 

in causal research to gather data about people, event and situations (Sekaran and 

Bougie, 2013, p. 102). The survey strategy usually associated with the deductive 

approach. This type of approach used to answer who, what where, how much and how 

many questions (Saunders et al, 2007, p. 138). Surveys refer to the data collection 

methods that utilize questionnaires or interview techniques for recording the verbal 

behavior of respondents. The study is a useful tool to collect opinions, attitudes, and 

descriptions as well as for getting cause and effect relationships (Ghauri and 

Gronhaug, 2005, p. 124). 

Observation: This involves going into the natural setting of people, watching what 

they do, and describing, analyzing, interpreting what one has seen (Sekaran and 

Bougie, 2013, p. 102). Observation as a data collection tool entails listening and 

watching other people´s behavior (Ghauri and Gronhaug, 2005, p. 120). 

Case study: This focuses on collecting information about a specific object, event or 

activity such as a particular business unit or organization (Sekaran and Bougie, 2013, 

p 103). The case study strategy also has considerable ability to generate answers to 

the questions, why, what and how. Questions start within what and how to tend to be 

more focused in survey strategy (Saunders et al, 2007, p. 138). 

Action research: The consultants sometimes use action research; those want to 

initiate change processes in organizations. On the other hand, action research 

methodology is most appropriate while affecting planned changes (Sekaran and 

Bougie, 2013, p. 103). The research is concerned with the resolution of organizational 

problems, for example, implications of change together with those who experience the 

issues directly (Saunders et al, 2007, p. 140). 

Grounded theory: Grounded theories based on theoretical sampling, coding, and 

constant comparison. After a theory has emerged from this process, you compare new 

data with your theory (Sekaran and Bougie, 2013, p. 103). Grounded theory based on 

data collection starts without the formation of an initial theoretical framework. The 

theory developed from data generated by a series of observation (Saunders et al, 2007, 

p. 142). A survey research strategy used to answer the research question; The Data 
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gathered through Survey questions and interview questions. The structure of the 

survey based on personal information such as gender, nationality, age, status, 

profession, and children. The number of the question was 14 in total, and the 

questions were structured to understand the consumer behavior. The layout of the 

questionnaire was on supermarkets name, reason, buying organic or non-organic, the 

reason of buying organic or non-organic, the frequency of buying organic food, the 

importance of health and price, and in last reviews about the organic food (See 

Appendix 1). 

3.4 Data Source 
	  
Primary data gathered and assembled specifically for the project at hand (William 

and Zikmund, 2003, p. 63). An interview is a useful discussion between two or more 

people (Kahn and Cannel, 1957). This helps researcher to collect valid and honest 

data that are relevant to research questions and objectives. It is important that the 

research interview consists of research questions, objectives, the purpose of 

investigation and adopting the strategy (Saunders et al., 2009, p. 245).  

There are three types of interview strategies that researchers can apply while 

interviewing: Structured interview, Semi-structured interviews, and unstructured 

interview. Structured interview use questionnaire based on predetermined and 

standardized or identical types of questions. Researcher read his questions and records 

the response on a standard schedule, usually with pre-code answers. Semi-structured 

interviews, the researcher will have the list of these and questions to be hatched, 

although these may alter from an interview to interview. The order of questions may 

also be varied depending on the flow of the questionnaire. Additional inquiries may 

require answering research inquiries. Unstructured interviews are informal; this 

method used to get in-depth knowledge about the topic researcher is interested. There 

is no specific list of questions in it, but research should heckler information about the 

topic to discuss further (Saunders et al., 2009, pp. 246-247).  

A personal interview is a form of direct communication in which an interviewer asks 

respondent questions in face-to-face situation hand (William and Zikmund, 2003, p. 

199). A mail survey question is a self-determined question is sent to the respondent 

email (William and Zikmund, 2003, p. 212)   

Primary data gathered by face-to-face interview with the managers of five different 

supermarkets (ICA Maxi, Coop, Willys, Netto, Lidl). A semi-structured interview 
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conducted with each manager of the supermarket. The aim of the meetings was to 

compare consumer responses with the retailer's point of view followed by organic and 

non-organic food. The duration of the interview was 5-15 minutes, and the focus was 

on gathering more information in less time. 

Questions:  

1    How important is the location for you when deciding to open the new store? 

2    How important is to have the proper display in a store and does it helps the   

consumer to make a decision?  

3    How important is food quality for you?  

4    How important are offering excellent services to the customer?  

5    Do you offer any discount to your loyal consumers?  

6    Do you also offer a special discount to your organic buyers?  

7    How you approach customers to understand their reviews or complain? 

8    From where you get your organic food? Do you have any particular retailer?  

9    What type of legal procedure you have to follow to sell organic food?  

10    Do you display organic or non-organic food together or separate?  

11    What you think presenting food together increases the sale and helps a consumer 

to make a decision?  

12    Can you explain why the organic food is expensive than non-organic?  

13    Do you think organic buyers are increasing within time?  

14    Will the organic food prices decrease when the demand increases?  

15     your employees have the knowledge to help consumers what is organic or non-

organic?  

16 Would you like to provide any other information that I missed? 
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The detail of the interview persons are mentioned below: 

 

 

Secondary data: A secondary subject is equally important that is known as a 

qualitative method is frequently beginning points (Jha, 2008, p. 13). Secondary data 

used both in quantitative and qualitative data and can apply in both descriptive and 

explanatory research. Researchers can use sensitive data where there has been little of 

any processing or collected data that have received some of the selections or 

summarizing (Kervin, 1999). Secondary data gathered and read by someone else 

before the current needs of the researchers. Secondary data is historical, already 

assembled and do not require to access respondent or subject (William and Zikmund, 

2003, p. 136).  

The secondary data was gathered from existing literature to create the survey 

questions and interview questions. The aim of the secondary data was to collect all the 

information to answer the research question. Details about the organic food and 

history of the each supermarket, including City gross and Hemköp retrieved from 

their websites. The information about the rule and regulation for selling organic food 

accessed from KRAV, European Commission, and IFOAM websites. 

Number Store 

Name 

Person Name Position Location Date 

1 ICA Maxi Anette 

Bengtsson 

Manager Flygstaden, 

Halmstad 

2017-03-

26 

2 Willys Mariana 

Fogelsström 

Manager Halmstad Öster 2017-03-

28 

3 Coop Tobbe 

Carlsson 

Manager Nära Furuvägen, 

Halmstad 

2017-03-

15 

4 Netto Rasmus Von  

Below 

 Manager Snöstorpsvägen, 

Halmstad 

2017-03-

11 

5 Lidl Johan Manager Torpaledsvägen, 

Halmstad 

2017-04-

12 
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3.5 Data Collection 
	  
Qualitative data refers to range from a short list of answers to open-ended questions in 

an online questionnaire to more multiple data such as transcripts of in-depth 

interviews or entire policy documents (Saunders et al., 2007, p. 470). Quantitative 

data is descriptive in nature and is used by researchers to understand the effects of 

different promotional data on the consumer, thus enabling marketers to "predict" 

consumer behavior (Schiffman, Kanuk, 2000, p. 15). Firestone (1987) described, the 

difference between qualitative and quantitative data based on four dimensions: 

assumptions, is an objective reality required through facts or is reality socially 

constructed. Purpose, is it looking for causes or understanding? The approach, 

whether the research is experimental/ correlational or a firm of ethnography? 

Research, whether the researcher is detached or immersed in the scene? Schein (1985) 

argued that quantitative assessment conducted through surveys reflects preconceived 

conceptual categories and not the respondent views.  

Quantitative data collected in bits, stored in bytes and interpreted via statistical 

analysis, where hypotheses are tested by aggregating the data (Padgett, 2004, p. 4) 

There are different types of a method in qualitative studies to answer the research 

question. These methods are focus groups, in-depth interviews, observation, and 

reviews of documents (Yin, 2003). Quantitative data based on graphs, charts and 

statistics that help to explore, present, describes and examine relationships and trends 

within data (Saunders et al., 2007, p. 406).   

A both qualitative and quantitative method used in the thesis, a qualitative method 

used to compare the consumer's responses with managers of the supermarkets via 

interviews. A quantitative method used to understand consumer behavior and their 

decision-making process about organic and non-organic food. The supermarkets were 

chosen based on the number of consumers buying food from the supermarket. 

3.6 Sampling 
	  
According to Saunders et al., (2007), sampling techniques provide a range of methods 

that enable to reduce the amount of data need to collect by considering only data from 

a subgroup rather than all possible cases or elements (p. 204). 

Sampling is a process of selecting a sufficient number of the right elements from the 

population. The major steps in sampling are: 
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1. Define the population. 

2. Determine the sample frame. 

3. Determine the sample design. 

4. Determine the appropriate sample size. 

5. Execute the sampling process (Sekaran and Bougie, 2013, p. 244). 

After the research problem recognition, appropriate research design selection, and 

data collection instrument development. The next step was to select those elements 

from which the information collected. The sample is one of those elements we use to 

collect the data from one portion of the population (Ghauri and Gronhaung, 2005, p. 

145).Since the survey conducted on the consumers of Halmstad city, therefore the 

population of Halmstad was considered.  

(Statistics Sweden, 2016) 

 

3.7 Sampling process 
	  
This type of sampling mostly used in survey-based research strategies. You need to 

make interference from your sample about a population to answer your research 

question to meet the objectives. There are four stages of conducting probability 

sampling: 

1.    Identify suitable sampling frame based on your research questions. 

2.    Decide the appropriate sample size. 

3.    Select the most appropriate sampling technique. 

4.    Check that sample is representing of the population (Saunders et al., 2007, p. 

208). 

After the population number had determined, the author used the Creative Research 

System (2012) from Google search engine to identify the appropriate sample size. I 

used the confidence level 95%, and confidence interval 5 in the determine sample size 

calculator. According to the population, the required sample size was 384, but the 

responded were 393. That is why the author used the figure 393 more often in the 

thesis. 

Sweden´s total population 10 014 873 February 2017 

Halmstad population 98,538 31 December 2016 
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There are two types of sample design: probability and nonprobability design.  The 

probability sampling is the elements where the population has some known, nonzero 

chance or probability of being selected as sample subjects. In nonprobability 

sampling, the elements do not have a known or predetermined chance of being chosen 

as subjects. These two major designs have different sampling strategies (Sekaran and 

Bougie, 2013, p. 245). According to Ghauri and Gronhaug (2005), there are several 

types of probability samples, but the best know is the random sampling. This type of 

sampling allows everyone to participate in the research (p. 148). The random 

sampling was used to answer the research question. The aim of this thesis was to 

understand the consumer behavior and the decision making process towards buying 

organic and non-organic food. That is why it was crucial to get the response from the 

different age group of the consumer to differentiate consumer behavior according to 

age. 

3.8 Coding and analysis 
	  
After the data have collected from a representative sample of the population, the next 

step is to analyze them to test the research hypotheses. The first step in data 

preparation is data coding, and it involves assigning a number to the participant’s 

responses so they can enter in the database (Sekaran and Bougie, 2013, pp. 274-276). 

The reason for editing is to secure a quality standard for the data. Editing involves 

inspections are required and the correction of the questionnaire. In coding the first 

step is to specify the categories and numbers to determine the results and coding 

should be reliable (Ghauri and Gronhaug, 2005, pp. 159-160).  After coding the data 

in number, check for errors and get the values to use the tables and bar chart 

according to requirement (Saunders, Lewis, Thornhill, 2007, pp. 424-425). The author 

used SPSS software for coding and analysis by using frequencies options in the 

analysis section. The data coded into the number and labeled with their original 

heading. For example Women =1 and Men=2. The answers based on nationality was 

coded each country in figures: Sweden=1, Pakistan=2, Iraq=3. For multiple options 

where responded choose more than on option I combine them such as ICA MAXI=1, 

Coop=2, Willys=3, ICA Maxi, Coop, Willys=123 and the missing values was 

replaced by 0= No response.  
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3.9 Validity and Reliability 
	  
Validity ensures that measure includes an adequate set of items that tap the concept.  

There are two types of validity; criterion-related validity established when the test 

differentiates individuals on criterion it is expected to predict. Concurrent validity is 

determined when the scale discriminates persons who are known to be different 

(Sekaran and Bougie, 2013, p. 226). According to Saunders et al., (2007), validity is 

concerned with whether the finding is really about what they appear to be. Is the 

connection between two variables is the casual relationship (p. 150). Reliability refers 

to the extent to which your data collection techniques or analysis procedure will yield 

consistent finding. Reliability relates to the stability of measure. When we measure 

something we want valid measures, that is action capturing what they are supposed to 

do Ghauri and Gronhaug, 2005, pp. 80-81). Most of the questions were answered with 

multiple options therefor it was not possible to check the validity and reliability of 

each answer. 

3.10 Limitations: 
 

The first limitation was the communication problem with the managers of the 

supermarkets and consumers. Luckily, in Halmstad, each supermarket has multiple 

chains in different areas. For example, when the manager of ICA Maxi Högskolan in 

Halmstad, refused to answer the questions via email, the author approached another 

branch of ICA Maxi and had face-to-face interview. 

The second limitation, the interviews were done with the managers who are not the 

owners thus, do not have full decision power; the display is also mostly decided on a 

national level in supermarkets chains and therefore, the store manager does not have 

the decision power. 
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4.  Supermarkets description and interview responses 
 

The descriptions of seven supermarkets and the interviews detail followed by the 

number of consumers going to each store presented below. The most of the responded 

choose multiple stores for buying food. Therefore, the resulting number shows more 

the 393 consumers. 

4.1 ICA Maxi 
 

 

 
(ICA Maxi, 2017) 

In 1917, Hakon Swenson founded the wholesale business AB Hakon Swenson in 

västerås, Sweden. ICA company was founded in 1938 and its vision is: “To make 

every day a little easier”. ICA mission is: they will be the leading retail company with 

a focus on food and meals. ICA Sweden is the leading grocery retailer in the country. 

ICA has 1300 of stores in Sweden withholding the 36% of market shares. ICA 

launches the environmentally profiled range Sunda in 1933 that soon expanded and 

renamed the ICA Organic. In 2008 the range changes name to ICA I love eco.  

In 2012 around 1100 organic products introduced in the ICA's main assortment 

including ICA I love eco accounts for just over 220. Consumers are buying more 

organic food and In 2013 ICA sold organic food worth 11.6 billion. ICA producing 

alternatives food to fulfill the demand from their own Eco-school (ICA Maxi, 2017) 

An organic production conserves natural resources and avoids the resources those are 

not naturally found from the earth. Organic food is produced according to EU rules 

such as no chemical is used in production. The organic labels ICA using KRAV, EU 

organic, and Labeling of ICA´s organic line.  
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 : This label means that farmers did not use any chemical fertilizers, genetic 

modification or chemical pesticides. No artificial color and sweetness are used and 

animal husbandry, climate, social responsibility and natural resources are considered 

(ibid). 

  EU organic: The logo and the labeling rule are an important part of the organic 

regulations. The European Union provides conditions. Under which the organic sector 

can progress in the line with production and market developments, thus improving 

and reinforcing the EU organic farming standards and import and inspection 

requirements (European Commission, 2017). 

Labeling of ICA´s organic line: ICA has decided that all plant products in ICA's 

organic product line, ICA I love eco, must be labeled EU-organic and happy to be 

KRAV certified. The animal by-products shall be KRAV labeled since the rules are 

stricter regarding transport, farming, and slaughter (ICA Maxi, 2017). Organic food is 

good for the environment and organic farming works together with all the elements in 

natural conditions by carefully using the earth's resources. Organic farmers provide 

the animals as natural an environment as possible.  

They have plenty of room to graze, rooting and get organic food to eat. No chemical 

fertilizers, pesticides, and ionizing radiation used: good for the grower, consumers, 

and nature. Allowing animals "make" manure reduces the use of fossil fuels.  

Conserving resources on organic farms takes advantage of what the site has to offer. It 

uses and reuses, for as far as it is possible to create your own cycles (ibid).  

4.1.2 Interview  

According to Anette Bengtsson the manager of ICA Maxi from Flygstaden Halmstad, 

It is very important to have good location for the store where consumers can approach 

in less time.  ICA pays attention to its display because having proper display with 

good signs and easy to understand directions helps consumers to find what they came 

for. It is very important to have good food quality and ICA is always making sure that 

the food and services they offer are according to consumer demand and satisfy their 

needs. ICA offers discount to their loyal consumer for example ICA card, the more 

you buy the more you get bonus and weekly offers. ICA also offers sometimes 

discounts on selective organic food. Anette Bengtsson describes that the display 

organic food with other foods and separate as well. According to her displaying food 
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helps in increasing sale because these way consumers can compare the food and make 

a decision. They are following Swedish law to sell organic food and they also have 

their own eco brand (I described these laws in above section). 

Anette Bengtsson explains that organic food takes longer to produce and needs proper 

care that’s why it cost more than non-organic food. She said that organic buyer is 

increasing within time and when the demand for organic food will increase it will also 

affect on price. ICA trained there employs that they can help consumer when they 

need to know anything about organic food or they want to give their suggestion. 

4.1.3 Consumers going to ICA 

According to consumers 302 consumers are shopping their food from ICA Maxi. In 

percentage 76.8% out of 100% consumers selected ICA maxi but 23.2% shopping 

from other supermarkets. This is a large number of consumers according to my 

survey. 

Consumers buying organic or non-organic food from ICA Maxi 

Buying food 302 76.8% 

Not buying from ICA  91 23.2% 

Total 393 100% 

 

4.2 Coop 
 

 
(Coop, 2017) 

The cooperative association founded in 1899 and was based on an idea of good food 

in the great stores at a good price. There are 659 Coop stores all over our country. 3.4 

million members in 32 consumer associations own them. The Coop vision is to 

influences the positive power of Swedish food. There values: Courage, 
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Responsibility, Glow, Community and Business Acumen. Organic farming is the 

natural processes rather than using chemical fertilizers and pesticides. Organic also 

houses livestock that goes out for the animals to live in as natural conditions as 

possible. The meat is certified by KRAV means that no chemical pesticides are used 

and the animals are given organic feed produced on the farm. The animals are also the 

larger outlets for their natural behavior (Coop, 2017).  

Coop introduced organic products in 1985 and continued ever since. Not only for 

your own sake, but also for biodiversity and for the people who grow the food you eat 

should avoid exposure to hazardous pesticides. Organic vegetables are always in 

natural soil or in mixtures of peat and compost. The extra nutrients supplied in the 

form of manure. Organic vegetables are grown without chemical pesticides (ibid). 

Growing organic fruit requires both knowledge and commitment of the grower. An 

important part of the fruit grower's strategy is to choose varieties that are resistant to 

attack by pests. To grow organic grain into flour and bread without chemical 

pesticides and fertilizers relying organic farmer on the old farming knowledge such as 

crop rotation and nourishing crops. It leads to insects and farmland birds get a 

favorable environment for them (Coop, 2017).  

Coop is having variety of organic brands to help consumers make better choices. 

These brands labels are following below with the description: 

         
EU label is EU symbol for organic production. KRAV Control compound for organic 

farming and production. There are tougher rules than the EU in certain areas, mainly 

concerning animal husbandry. ASC (Aquaculture Stewardship Council) is an eco-

label for fish, requires sustainable farming practices and social responsibility. Fishing 

should be according to approved methods and the fish stocks that can withstand 

fishing to get the label. Good Environmental (Bra Miljöval) developed in cooperation 

with the trade to make it easier for consumers to buy environmentally friendly.  

FSC (Forest Stewardship Council) is an environmental certification of ecologically, 

economically and socially sustainable forestry. Fair-trade is an independent product 

labeling that contributes to better working and living conditions of farmer’s workers 
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in developing countries. Most of Coop's Fair trade goods are also organically 

produced. If you want to make it easy for you and at the same time be confident with 

your choice, you should look out for our trio. It is not an official label but clarifies 

organic or eco-label choices in the store (Coop, 2017). 

Sustainability is a core issue for Coop that is the way it is among the first to offer an 

organic line. Today, Coop Änglamark largest in Sweden in ecology and here you can 

do a really good choice - at a good price. They always offer environmentally certified 

products of environmental labels such as requirements, the Swan and the MSC (Coop, 

2017). 

4.2.1 Interview 

According to Tobbe Carlsson the manager of Coop from Nära Furuvägen Halmstad, 

Location is very important for the store especially nowadays than before. People 

select the store that is close to their home. Sometimes they do not want to use the car 

because of the environment, that’s why he thinks the location is very important.  He 

said that Coop is having own organic food brand Änglamark. According to him, 

organic food is expensive because it takes longer to produce and such as cows those 

produced milk have to feed organic food that is why organic milk is expensive. He 

confirms that it is very important to have the good display in the store because now a 

day people have less time, it is important to have the clear and easy guideline to save 

their time. Tobbe Carlsson explains that in Coop the display organic and non-organic 

food together and he think this way the sale of the organic food increase more. 

Consumers do not have to go around and find the stuff they can make the choice in 

the same place whether to buy organic or non-organic. Not only fresh food they also 

display other food together. 

Coop offers discounts on selective organic food every week for their loyal consumers. 

If a consumer has the membership he can get discounts depends on what they are 

buying. Tobbe Carlsson also confirms that since organic food is expensive therefore it 

is important to handle the organic food from producing, delivery to the consumer. He 

describes that they are very concerns about consumer satisfaction and always looking 

forward to their reviews, complaints to increase. Coop try his best to offer good 

services and good food what consumers expected for, therefore they are willing to get 

consumers response about their store, services, employees etc. Tobbe Carlsson said in 

their store they are increasing organic food then the consumer will have more choice 
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in buying organic food. He said even the organic food is expensive but the consumer 

still wants to buy organic food. The sale of organic food is increasing within time and 

it will also help in decreasing the price of organic food. 

4.2.2 Consumer going to Coop 

According to this result 81 consumers buying food from coop out of 393 consumers. 

This means 20.6% consumers choose Coop but 79.4% buying food from other super 

markets.  

Consumers buying organic or non-organic food from Coop 

Buying food 81 20.6% 

Not buying food 312 79.4% 

Total 393 100% 

 

4.3 Willys 
 

 

(Willys, 2014) 

 In 1975, Lars Lundin in Gothenburg Sweden opened a small grocery store (LL´s 

Life) in Gothenburg. There was another western Swedish merchant with a vision of 

selling good food cheap. His name was Willy Schlee and in 1986 he opened a 

discount store. When Willy and LL's Life decided to merged and continue operations 

under the name Willys (Willys, 2014). Willys have been very successful during these 

forty years. They started from a small shop in Gothenburg and now they have a 

nationwide chain with 190 modern shops, including forty smaller stores called Willys 

Hemma with continuing growth. Around 6000 employees are working to provide 

consumer cheapest bag of groceries. Since 2000, they owned by listed companies 
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Axfood. Together with the other companies and chains Axfood they form a strong 

player in the grocery market, which allows them to push prices further (ibid). 

Willys mission is to lead and develop the discount segment by offering Sweden´s 

cheapest bag of groceries with a wide range. Their vision is to become Sweden´s most 

recommended retail chain (Willys, 2014). 

 Good Environmental Choice label shows the environmentally friendly choice.  

Willys also following Krav label as I already mentioned the information above.  EU 

organic label is used by ICA and Coop as well.  Eco label/ organic label and the 

EU Flower as it is often called, is the common EU official label. According to this 

label the products are examined from a life cycle perspective, and they must meet 

strict environmental. 

There are other brands already discussed above are also available in Willys, such as: 

 

   

(Willys, 2014). 

 Willys also have Garant and Eco brand, garant means high in quality class 

brand products but in a lower price level. Garant Eco is a comprehensive range of 

products for an ecological living. This range offers a high quality at reasonable price. 

They want everyone to be able to afford to buy organic! Their organic products come 

from certified production and the most common labels are KRAV or EU organic 

Willys private label products comes directly from the producer and then packages and 

sell. When consumers buy private label products they don´t have to pay for extra 

charges such as: sales forces, and marketing. They have large demand of these 

products because these products have the same high quality as the well-known brands, 
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but a significantly lower price (Willys, 2014). Willys also connected with several 

other brands but I chose the most relevant brands to my research. 

4.3.1 Axfood  

Axfood works with a passion for food and people. Their strength is to develop and 

operate successful food in the Swedish market. They offer commitment and 

responsibility for the environment and sustainable development, and create profitable 

growth. The Axfood Group includes store chains Willys and Hemköp. Hemköp is 

also associated stores and Axfood Närlivs also interact with Tempo, Handlar'n and 

instantly. Axfood Närlivs also delivers the service trade. Wholesale driven by chain a 

food Snabbgross. Dagab is responsible for the Group's product range development, 

procurement, and logistics. Axfood owns 263 stores and 820 cooperative stores. 

Axfood hold the position in the Swedish market with a market share of around 20 

percent. Axfood is listed on Nasdaq Stockholm AB's Large Cap list. The principal 

owner is Axel Johnson AB with 50.1 percent of the shares (Axfood, 2017). 

4.3.2 Interview 

According to Mariana fogelsström the manager of Willys from Halmstad Öster, 

people are buying more organic food and especially the organic fruit and vegetable 

demand is increasing within time.  She said it is important to have a good display also 

they place organic and non-organic food on the same line so consumers can choose 

between easily. She also confirms that offering good services and quality food is very 

important. Willys is always working on offering good quality food at fewer prices. 

She said Willys wants to be best in Sweden in terms of helping consumers. Willys 

also offers special discounts to their loyal consumer and sometimes offers discounts 

on organic food as well. She said organic food is expensive because it is expensive for 

them to buy, but consumers will buy more organic food it will be good for them and 

cheaper for consumers as well. They have to follow Swedish rule as another 

supermarket. They also follow other law required organic food. They use proper 

market strategies to attract the consumers and Willys is connected with Axfood (As I 

mentioned above in detail). 
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4.3.3 Consumers going to Willys 

According to these results 141 consumers are buying food from Willys out of 393. In 

percentage 35.1% buying from Willys and 64.1% buys food from other supermarkets. 

Consumers buying organic or non-organic from Willys 

Buying food 141 35.9% 

Not buying food 252 64.1% 

Total 393 100 

 

4.4 Netto 
The First store of Netto was open in 1981 Copenhagen, Denmark. After that, the first 

store was open on 8th may, 2002 in Sweden. Netto works every day to bring their 

consumer the best possible goods at the lowest possible price. The quality level is on 

their high priority, and the price as low as we possibly can. Their goal is to make it 

possible for everyone to prioritize quality, delicacies and organic products without 

selecting anything away. The less time taken from the farm to home the fresher 

ingredients will be. That is way Netto give priority Swedish products as possible. 

When the fruits and vegetables are grown and harvested in Sweden, you can be sure 

they have not been transported over several weeks. When you buy fruit and 

vegetables look for the label "Swedish Green Goodies” on the Netto then you know 

that the product originates in the Swedish soil.  

 Netto introduced their own brand GO EKO; they want to make it easy 

for their consumers to choose a sustainable lifestyle. By choosing organic products, 

consumers are working with us for a more climate friendly world. Netto takes organic 

seriously. Since consumers are demanding more organic options, it is also important 

that organic products should not cost more. GO EKO for quality, the environment, 

and the wallet's sake. 

4.4.1 Interview 

 According to Rasmus Von Below the manger of Netto Snöstorpsvägen Halmstad, 

now a day location is very important for the consumer. They are just following basic 

Swedish rule to sell their organic food. He said it is important to have an organized 

store with the proper display because it helps consumers to decide easily. Sometimes 

they place organic food and non-organic food together but most of the time non-
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organic have separated place and recently Netto introduced their own organic brand. 

He describes organic food is expensive to grow and no chemicals are using on organic 

food that is why it won’t last longer, therefore, it is expensive than non-organic. Non-

organic food is produced with lots of chemicals and it has the longer shelf life that is 

why it is less expensive. Non-organic food production quantity is also much higher 

than organic food. He also mentioned since it takes longer time to grow that is why 

not much organic food can produce at one time.  He said that organic prices would 

reduce when the consumer will buy more organic food. They help consumers when 

consumer required any help but they don not offer any special discount to their loyal 

consumers. They offer same prices to all of their consumers but he thinks offering 

good services to their consumer are very important. If the consumer feels happy they 

will come back and sales will increase.   

4.4.2 Consumers going to Netto 

There are 69 consumers buying food from Netto out of 393 based on the result. A 

total number of 17.6% percentage consumers are going to Netto but 82.4% consumers 

are not buying from Netto. 

Consumers buying organic or non-organic food from Netto 

Buying food  69 17.6% 

Not buying food 324 82.4% 

Total 393 100% 

 

4.5 Lidl 

 
  

(Lidl, 2017) 
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Lidl started in 1930s as a fruit and vegetable wholesaler, and the first stores were 

opened in Germany in the 70s. International expansion began in the 90s and today 

Lidl have around 10,000 stores in 27 different countries. Lidl is one of Europe's 

largest grocery chains. In 2003 Lidl First store was open in Sweden. Since then they 

have continued to challenge the market and grown to a supermarket chain. Today, 

there are 169 stores in Sweden and is represented from Trelleborg in the south to 

Skellefteå in the north. More than 3600 people are working at Lidl Sweden. Their 

head office is in Solna and they have two central warehouses, one in Halmstad and in 

Rosersberg. Lidl also, has three real estate offices are located in Stockholm, Orebro, 

and Malmo (Lidl, 2017). 

It is important to contribute with a sustainable and responsible cultivation of raw 

materials. The reason behind this they want to secure food production for future 

generations and to meet consumer’s demands. Lidl is offering more and more organic 

products. They are Investing more in organic products. Organic food is one of the 

most important initiatives in the coming years and we see that it has paid off. The 

consumer is buying more organic food especially organic fruit and vegetable range, 

where 15 percent of the supply is organic (Lidl, 2017) 

Since 2007, Lidl offers Fair-trade products under their own brand Fair Globe. 

They are the first grocery chain in Sweden introduced a Fair-trade product range 

under their own name. Fair-trade is an independent product labeling that contributes 

to better working and living conditions for farmers and workers in developing 

countries. 

 Lidl organic products come under the brand Bio trend that meet the 

requirements of the EU eco-label. The goods are produced in harmony with nature 

and meet applicable laws for conserving natural resources and biodiversity. In organic 

food, a consumer can buy seasonal fresh fruits and vegetables, frozen vegetables, rice 

cakes, and pasta. The range of fruit and veg adapted obviously after a season. They 

also decided not to carry some fruits and vegetables by air. Lidl also has other organic 

goods such as organic milk, eggs, various teas, coffee, and bananas without Bio trend 

mark (Lidl, 2017) 
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 One of the main challenges is to conserve marine ecosystems and secure 

fish stocks for future generations. Lidl follow the principles of sustainable fishing and 

working for a large proportion as possible of our seafood range to be environmentally 

certified. 100% of wild fish caught in our cabinets are labeled MSC environment. 

MSC stands for Marine Stewardship Council, an international standard for well-

managed and sustainable fisheries (Lidl, 2017). 

4.5.1 Interview 

According to Johan the manager of Lidl from Torpaledsvägen Halmstad, location 

plays very important role. It is very important to be in the right place because Lidl 

wants more consumers to visit their store and increase the sale. Nowadays consumers 

have more demands, they look for bigger parking space or store that is close to their 

home where they can approach easily. Lidl have to follow the different legal 

procedure to sell organic or non-organic food such as food, where it is come from, the 

price and quality assurance many things they need to consider. He thinks offering 

good quality to consumers is like consumers are their heart. He said they are best at 

offering good services to their consumers and it is very good to be nice and helpful to 

consumers. He thinks having proper display plays the very important role you cannot 

keep sugar with pasta. Both of them need to have a proper place so the consumer can 

know where they will find their relevant product.  

John describes that they do not place organic and non-organic food together because 

they have to secure organic food from chemicals. When they will put but types 

together the freshness will not as the same as it spouse to be, but the place the organic 

food in the same area so the consumer can have different choices in the same place. 

Lidl do not offer any discount to their consumers, they have same prices for everyone 

because they are already offering cheap. Johan said it depend on where organic food 

comes from, the market, weather and how long it takes. If it is close to store you can 

get easily if we get the tomato from Spain and weather is also not good it will take 

longer time and prices will increase as well. That's why organic food price increase or 

decrease according to situations. He said the non-organic food is cheaper because it 

takes less time to produced and has longer shelf life. Consumers are buying more 

organic food especially fruits and vegetables selling increasing.  Lidl have consumer’s 
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surveys sometimes outside of their store to get consumers reviews. They also have 

different options such as online or in store where consumers can get help. He also 

confirms that prices will go down when demand for organic food will increase more. 

4.5.2 Consumers going to Lidl 

Out of 324 consumers, 69 choose Lidl to buy their food, this means 17.6% consumers 

going to Lidl but 324 going to other supermarkets. 

 

Consumers buying organic or non-organic food from Lidl 

Buying food 69 17.6% 

Not Buying food 324 82.4% 

Total 393 100% 

 

4.6 City Gross 
 

 

(City Gross, 2017) 

In November 1993 Sweden's first City gross was officially opened in Hyllinge outside 

Helsingborg. City Gross was low profile at the start and works technically as a 

subsidiary of AG's Favor Market AB. On September 28, 2016, City gross opened its 

40 stores in Hässleholm. City gross wants to make easier for their consumers to make 

climate and environmentally conscious choices in the store. City Gross committed to 

products that present a health or harmful to the environment or adversely affect 

sustainable development are replaced by less harmful products. The more consumers 

choose to buy organic, the greater the impact of an ecological approach that leads to 

biodiversity. Clean soils cultivated without the use of pesticides, healthy and 

nutritious food, and leads to a healthier drinking water. City gross analyze animals' 

natural behavior and needs, and also the open landscape in the bargain (City Gross, 

2017). 

According to eco web results, city gross was at the top with a growth of 38% in the 

first half of 2016. City Gross is continuously investing in organic and expects more 
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sales growth. The initiative is reflected in the range development, marketing 

campaigns, and provide information directly to consumers with other things clear 

signage in the store convinced to increase their interest in organic. An example was 

set when city gross decided to become the first Swedish grocery chain that stopped 

selling non-organic bananas. City gross have the growth rate of organic foods at 38% 

against the same period in 2015 (Jan-Jun) (City Gross, 2017). 

There is a strongest trend in fresh fish, meat and bread, even though it is still low 

proportions. The largest demand is in fruit and vegetables, chilled foods, eggs and 

milk and sour milk. City gross is finding the growing awareness of sustainability 

issues where organic plays an important part, and has become a hygiene factor among 

consumers. More people are willing to get information when they making choice such 

as buying organic, health, and how products are produced and more. City Gross pay 

attention to provide all kind of information to their consumers, in terms of product 

range, marketing, and communications. We will forward to have at least the same 

pressure in our marketing in the past, says Mats Sjödahl, Director of Purchasing at the 

Bergendahl Food, which owns and operates among others City gross chain (City 

Gross, 2017). 

4.6.1 Consumers going to City Gross 

According to these results very fewer people going to city gross in compare to other 

results but I cannot assume this as overall results. Since the survey was done on only 

393 consumers if we do the survey on the larger scale the results will be different. 

Consumers buying organic or non-organic food from City Gross 

Buying food 31 7.9% 

Not buying food 362 92.1% 

Total 393 100% 
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4.7 Hemköp 

 

(Hemköp, 2017) 

Hemköp organic line, Garant Organic products, was launched in 2008. The range now 

houses more than 70 products and all meet the criteria for KRAV or EU organic 

certification (these two are already discussed above). The products have high quality, 

reasonable price and come from a certified production such as KRAV and EU 

organic. That means no pesticides and schystare husbandry (Hemköp, 2017) 

The sale of organic food was increased during the first half of 2016 in Axfood, with 

chains Willys and Hemköp, sales of organic products by 33 percent.                                                                                                                                                                                                                                                                                                                                                                             

Their ambition is to develop more and more sustainable products in order to broaden 

the range of their stores because it will easier for customers to make good choices, 

says Åsa Domeij, sustainability manager at Axfood (Hemköp, 2016) 

In 2016 the total sales and the share of organically increased over the same period 

from 5.3 to 6.7 percent. Axfood chains Hemköp's fastest growing and fastest with an 

organic share of 8.7 percent compared to 6.6 percent during the same period, 2015. 

Willy corresponding figures was 6.1 (2016) and 5.0 percent (2015) (Hemköp, 2016) 

Willy’s aims to be the chain that continues to offer the cheapest organic grocery bag, 

while Hemköp aims to 2020, increasing its share of sales of organic food to 15 

percent. We already have individual stores located on that level, says Thomas 

Gäreskog, President of Hemköp. Consumers are demanding a greater range of truly 

affordable organic products for everyday life, and they have filled in and continue to 

fill in the gaps in range (Hemköp, 2016) 
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4.7.1 Consumers going to Hemköp 

These results are also lower but based on survey number I can assume this is still a 

valid number of consumers. A total number of 28 consumers going to Hemköp and 

365 consumers are not going to the same supermarket. 

Consumers are buying organic or non-organic food from Hemköp 

Buying food 28 7.1% 

Not buying food 365 92.9% 

Total 393 100% 
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5 Analysis  
	  
Consumer´s responses and interview responses from the managers are compared with 

the two models (factor affects on consumer behavior) and (consumer decision 

shaping process) in this chapter to answer the research Question “What types of 

factor affect on consumer´s behavior and decision-making process while buying 

organic and non-organic food?” The author combined both models and created the 

layout to compare with the survey answers.  

 
Factor Affects on Consumer Behavior and Consumer Decision Shaping Process 
 
 

 
Figure 3 Factors affect on consumer behavior and consumer decision shaping process (Engel et al., 1995, pp. 143-607-736) 
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5.1 Personal Influence, Personality, Family Influences 
	  
5.1.1 Consumer Gender 
 

 
 
Figure 4 The Gender of the Consumer Part 1 

 
Figure 5 The Gender of the Consumer Part 2 
 
According to the survey results, 93 responded were male and 300 were female. Males 

and females can different in traits, attitudes, and activities that can affect on consumer 

behavior (Hoyer and MacInnis, 2001, p. 368). The higher number of responded was 

female and females tend to have more hold on house expenditure. According to 

Mowen (1995), There are four types of factors those can affect on a decision such as 

wife-dominated decisions: The wife plays a largely independent role in deciding what 

to buy. Husband-dominated decisions: The husband plays a largely independent role 

in deciding what to buy. Automatic decisions: Decisions of lesser important that 

either husband or wife may make independently. Syncratic decisions: Decisions in 

which the husband and wife participate jointly (p. 669).  That is why, to understand 

the decision-making behavior it was important to know the responded gender. 
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5.1.2 Consumer Age 
 
 

 
Figure 6 The Age of the Consumer 
 
The age number of the responded was very broad from 12 years to 70 years, the 0 

number represents the non-respondents. Age can affect on consumer behavior, people 

in same age often have same needs, memories, symbols and consumption patterns 

(Michael and Phillips, 1996). Age considered an important factor in terms of 

understanding behavior and decision-making process.  The results cove a wide scale 

of age number from 12- 70, and higher number of the responded was between 20- 40.  

De Mooij (2003), The age distribution of population influences buying patterns of 

societies (p. 77). There was no age limit in the questionnaire, because it could affect 

on the result and also responded were randomly selected that is everyone was allow to 

participate. In this why, author was able to understand consumer’s needs according to 

their age. Consumers from different age have different needs and want (Solomon, 

Bennett, & Previte, 2013, p.10). 

 Understanding of age processing European consumer is getting importance to 

marketers and public policy decisions-makers (Munter and Cohen, 2004). Most of the 

teens are working nowadays and living the independent life. They are more concerns 

about where they are spending their money, and they look for bargains and special 
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offers (Hoyer and MacInnis, 2001, pp. 358-360). According to Hoyer and Maclnnis, 

most of the teens are working now days, because they are earning money and it can 

affect on their decisions making behavior as well. 

	  
5.1.3 Consumer´s Nationality 
 

 
 
 
Figure 7 Consumer´s Nationality Part 1 
 

 
 
Figure 8 Consumer´s Nationality Part 2 
 



 53	  

 The respondent belonged to 26 different countries, although the number of responded 

from each country was more or less than 1 to 10 and the higher responded were from 

Sweden with the total number of 333. 

Culture satisfy needs by providing norms, or rules of behavior, a culture gives an 

orderliness to society. By providing values, a culture delineates what is valid, useful, 

and valuable. People need to know what expected of them, what is right and wrong, 

and what they should do in the various situation. According to figure number four, 

most of the consumers were from Sweden, and consumer’s nationalities represents 

consumer culture. Culture plays important and most of the existing literature 

highlights the importance of culture. Culture is the element that fulfills such societal 

requirements (Mowen, 1995, p. 698). According to Engel et al. (1995), Culture 

provides people with a sense of personality and a knowledge of acceptable behavior 

within society. The most important attitude are feelings of self-space, communication 

and language, dress and appearance, food and feeding habits, time and time 

consciousness (p. 611). Each consumers can have individual choice and behavior as 

discussed by Hoyer and Maclnnis. Consumer behavior can sometimes vary among 

subgroups of individuals who have unique patterns of ethnicity, customs, and 

preferences. It also shows how the region in which consumers reside can influence 

their behavior (MacInnis and Hoyer, 2001, p. 303). According to Schiffman and 

Kanuk, pp. 322. (2000), culture is a based on learned beliefs, values, and customs that 

serve to direct the consumer behavior of members of a particular society. Consumer 

religion can also affect on his/her behavior and influence on his/her decision making 

process. According to MacInnis and Hoyer (2001), Religion provides individuals with 

the structured set of beliefs and values that serve as a code of conduct or group 

different from another (p. 327.. Religious behavior can sometimes affect consumer 

behavior. Consumer learn values, food habits, relationship from their culture, 

according to Engel, Blackwell, and Miniared (1995), Some essential attitudes and 

behaviors influenced by culture are: The feeling of self and space, communication, 

and language, food habits, time consciousness, relationships (family, organizations, 

government and so on) (pp. 611-612). Values and norms, mental processes and 

learning, work habits and practices. A product, services, or communication can be 

developed to appeal to different regions of the country (MacInnis and Hoyer, 2001, 

306). According to De Mooij (2003), consumer behavior is not only defined by their 
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needs and motives but also by their surrounding and the context in which they make 

decisions (p. 138).  

 

5.1.4 Consumer Profession 
 

 
Figure 9 The profession of the consumer Part 1 
 

 
Figure 10 The profession of the consumer Part 2 
 

Based on the results the answers were divided into seven categories: Professional, 

Non-professional. Students, Unemployed, Housewife, pensioner and on sick leave. 

The higher number of consumers was doing the professional job (174), and bit lower 

number of consumers was doing the unprofessional job (107). The third highest 

number was the student (84), seven responded were unemployed, 3 were the 
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housewife, 2 were the pensioner, and two consumers was on sick leave, 14 people did 

not answer the question. 

Social class is consisting of identifiable groups of individual’s behaviors and lifestyle 

(MacInnis and Hoyer, 2001, p. 331). The processes by which people develop their 

values, motivations and regular activity are called socialization. From the time a baby 

looks up and begins cooing and smiling, he or she starts farming values (Blackwell 

and Miniared, 1995, p. 612). As the number of member’s states of Europe continues 

to grow, the consumer implications of social class and income categories continue to 

grow as well (Solomon, Bamossy, Askegaard, & Hogg, 2010, p. 10). Social class 

often measures as social status, such as family, income, occupational status and 

educational attainment (Schiffman and Kanuk, p. 298, 2000).  

According to De Mooij (2003), There are different ways to measure the social class 

such as higher level (professional, higher managerial, seniors civil servants) (p. 80) 

Based on existing literature, consumer profession also influence on social class. 

According to the results, a large number of consumers are doing professional jobs, the 

little less number are doing non-professional job. The third highest number was based 

on students, professional job represent the individual behavior and social class, life 

style of the consumer. Consumer family status also influences on his/her behavior and 

develop certain lifestyles. On other hand, since the consumer income is unknown due 

to privacy limitation, therefore it will be wrong to confirm that consumers who are 

doing professional job are having higher class or life style than un-professionals.  
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5.1.5 Consumer Marital Status 

 
 

 
Figure 11 The martial Status of the Consumer Part 1 
 

 
 
Figure 12 The martial Status of the Consumer Part 2 
 
A total number of 141 people are single, and 122 are married followed by other 88 

people are living together, and 28 are in relationship. According to Hawkins, Best, & 

Coney (2003), a family is a group of two people or more living together in same 

house (p. 191). Consumer family plays important role in terms of decisions making 

process. The family defined as two or more individuals related by blood, marriage, or 

adoption who live together (Schiffman and Kanuk, 2000, p. 298). An individual, 

marital status is yet another important demographic variable. Since it has a significant 

effect on consumers spending priorities. According to Engel et al., (1995), Some 

essential attitudes and behaviors influenced by culture are the feeling of self and 

space, communication, and language, food habits, time consciousness, relationships 
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(family, organizations, government and so on) (pp. 611-612). Consumers who are 

living together (in Swedish Sambo) they share the same value as married couple and 

have children as well, the difference is their status is not married, they are sambo 

means living together. There were consumers who are was single but having children 

(either they are divorced, separated, sambo). There were also consumers who are 

having children from previous marriage but now they are single. These all types of 

relationship status have to invest their income according to their households. 

 
5.1.6 The Number of Children  
 
 
 

 
 
Figure 13 The Number of Children Part 1 
 

 
 
Figure 14 The Number of Children Part 2 
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A total number of 214 consumers were without children, 36 consumers have only one 

child, 90 consumers have two kids, 36 consumers have three children, and 12 

consumers have four children. Only two consumers have five children, one consumer 

have six children, two consumers have eight children. 

A large number of consumers do not have any children, as discussed by author. The 

size of the families are getting smaller in many countries, People prefers to have few 

children due to dual careers, financial burdens, and concerns of overpopulation 

(MacInnis and Hoyer, 2001 p. 378). Family decision-making is the process where 

decisions are made by two or more than two people directly or indirectly.  Family 

decisions are totally different than the decisions made by the individual (Hawkins et 

al., 2003, p. 204). Most of the consumers are having one or two children or maximum 

3 kids. Consumers decision making behavior affect according to his/her family 

situations. It also depends who old are their children as discussed by author: There are 

different life stages of the household such as: 

•    Young singles: Head of households single and younger than 45 with no children. 

•    Younger couple: Married and younger than 45 with no kids. 

•    Young parents: Head of households younger than 45 with children. 

•    Midlife families: Head of household between the age of 45 and 64 with children. 

Children are living with parents are getting support from the parents. 

Older households: Head of households aged 65 plus or retired (Engel et al., 1995 p. 

755). The family not only develops an individual´s personality and general view of 

others but also affects his or her values and attitudes about consumption (Mowen, 

1995, p. 656). Families with their young children are big purchasers of health food 

while single-parent households and those with older children buy more junk food 

(Solomon, Bamossy, Askegaard, and Hogg, 2010, p. 10). As discussed in figure 11, 

majority of consumer are having 0 children, or 1, 2 children, there spending can be 

different then the parents who have 3-8 children. 
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5.2 Social Class, Lifestyle, Attitude, Motivation 
 
5.2.1 Supermarkets 
 

 
 
Figure 15 The Number of Consumers Going each Supermarkets  
 
The figure number 15 shows the number of consumers buying food from each 

supermarkets. The supermarkets (ICA Maxi, Coop, Willys, Netto, Lidl, City gross, 

Hemköp) are selected according to consumer responses. The larger number of 

consumers are going to ICA Maxi (302), than Willys (141) and Coop(81), Lidl(69), 

Netto(57), City gross(31), Hemköp(28). The results are different than the total 

number of 393 consumers due to consumer multiple selection in supermarkets (See 

Appendix). Consumer examined the products and services they buy and use and how 

these purchase affect their daily lives (Noel, 2009). As shows in figure 12 the number 

of consumers going to each supermarkets, retailers plays important role in terms of 

consumer decision making process. Such as discussed by Engel et al. (1995), 

Consumer behavior is a high interest for those who are planning to influence their 

behavior such as marketer (p. 4). Consumer behavior plays important role, according 

to Wickström (1989), behavior and involvement of the consumer in the buying 

process. Divided into two different parts such as " personal relevance of the purchase" 

and " degree of participation in the buying process. Different consumers perceive 

different levels of involvement for the same product and therefore engage in various 

behaviors (Holmberg, 1996, p. 13). The reasons of visiting these supermarkets are 

discussed next. 
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5.2.2 Why Consumer are Going to These Supermarkets 

 

 
Figure 16 The Reason of Going to These Supermarkets Part 1 
 

 
Figure 17 The Reason of Going to These Supermarkets Part 2 
 
 
Consumers are visiting (ICA Maxi, Coop, Willys, Netto, Lidl, City Gross, Hemköp) 

due to multiple reasons. Consumer used multiple options to answer this question that 

is why more categories were created to present clear results. A total number of 56 

consumer visiting these stores due to price reason, 11 consumers due to a placement 

of the food, 98 consumers due to location, 12 consumers due to services, 26 
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consumers due to quality reasons, 52 consumers due to all of the above reasons. In 

multiple options, five consumers are going to these stores due to price & placement of 

the food, 19 consumers are going due to price & location, 52 consumers are going due 

to price, location & quality.  Seven consumers going due to price, services& quality 

and 20 consumers are going due to price & quality reasons, 12 consumers are visiting 

due to location & quality reasons. Consumers (12) also visit the supermarkets due to 

location& quality, two (price, location, services), four (price & services), 11(choose 

all from these multiple options). Consumer visit supermarkets for different reasons as 

discussed in figure 13, and many factor influence their decisions as discussed by 

Mowen.  

According to Mowen (1995), Consumer information processing defined as the 

process through where user exposed to information, visit it, perceive it, consume it in 

memory, and retrieve it for later (p.70). Throughout the world, a vast majority of 

consumers are low income. The numbers of users in the "down market" are 

substantial. But even stores that appeal to "down market" need to be attractive and 

stylish and treat people with respect (Engel et al., 1995, p. 306). These all 

supermarkets offers different price strategies such as, Netto and Lidl offers cheap 

prices as discussed in supermarkets description. ICA Maxi, Coop, Willys, City gross, 

Hemköp, offers different discount option as discussed in (supermarket description). 

Gaining attention at the point of sale can be equally important. The use of eye-

catching display and packaging helps consumers to get the attentions and pick the 

product to form the shelf  (Engel et al., 1995, p. 324). The managers of  (ICA Maxi, 

Willys, Coop, Netto, Lidl) agrees, that it is important to have proper location for the 

store because now a day consumers have less time. Time plays a significant role 

regarding decision-making process; limited time can pressurize consumer to avoid the 

information they require (Hoyer and MacInnis, 2001, p. 74). According to Schiffman 

and Kanuk (2000), purchase times refer to the amount that elapses between 

consumer's initial awareness of a new product or services (p. 420).	   The	  manager’s	  

answers about the importance of, time, location, quality, services were similar. Store 

location affects consumers behavior from several aspects, the size of a trading area in 

which a store located affects the overall number of people who are likely to be drawn 

to it (Mowen, 1995, p. 574). According to Holmberg (1996). The consumer’s time 

constraint is important also when we consider the consumer´s possibility to engage in 

store- switching. It could be seen as an investment in time to go to a new supermarket. 
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Localizing the different items and finding out specialties and be satisfied with quality 

of goods offered takes time (p. 15).  Figure 16, confirms that why consumer visit 

these supermarket  

 
5.2.3 Buying Organic Or Non-organic 

 
Figure 18 The Type of Food Consumer Buying Part 1 
 
 

 
 
Figure 19 The Type of Food Consumer Buying Part 2 
 
A large number of the consumer (252) are buying organic and non-organic food, 37 

consumers are buying only non-organic food, and 101 consumers are buying organic 

food, three consumers did not answer the question. 

There is different factor affect on consumer behavior while making decisions. 

According to figure 18, most of the consumers are buying both organic and non-

organic food. As discussed by Hoyer and Mclnnis, Knowledge can come from 

product or service experiences, interactions with a salesperson, information from 

friends, media, previous decision-making or product usage and memory (Hoyer and 

McInnis, 2001 p. 72).  
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5.3 Knowledge & Consumer resources 
	  
5.3.1 Reason Of Buying Organic Food 
 
 
 
 

 
 
Figure 20 Reason of Buying Organic Food Part 1 
 
 

 
 
Figure 21 Reason of Buying Organic Food Part 2 
 
There were multiple options for consumers to chose among; many of them choose 

multiple answers therefore extra option were created. The additional options are 

health& quality, health& environment, Quality & Environment. A large number of 

consumers (128) are buying organic food due to health concerns, 74 consumers are 



 64	  

buying organic food due to quality reasons. 19 consumers are buying organic food for 

environmental concerns, 25 consumers are buying organic food due to all of the 

above reasons (health, quality, packaging, environment). Consumers (76) are buying 

organic food for heath and quality both concerns, 22 consumers are buying due to 

health and environmental concerns, and three consumers are buying organic food due 

to quality and environmental concerns. A total number of 44 consumers are not 

buying organic food. 

According to Engel et al., (1995), When a consumer buys a product, they expect to 

perform a function such as provide nutrition in case of food. Successful products must 

meet the expectations (pp. 616-617). According to figure 18, most of the consumers 

are buying organic food because it is healthy, and it has quality. They spend money 

on organic food because they thinks it is full of nutrition as discussed by Engel et all 

above. Consumer social class also affect on consumer behavior when they deciding to 

buy organic food and knowledge of the food. Social class is consisting of identifiable 

groups of individual’s behaviors and lifestyle (MacInnis and Hoyer, 2001, p. 331).  

Knowledge can come from product or service experiences, interactions with a 

salesperson, information from friends, media, previous decision-making or product 

usage and memory (Hoyer and McInnis, 2001 p. 72). Consumer views represent the 

knowledge that a consumer has about objects, their characteristics, and their benefits 

provided (Mowen, 1995, p. 285). A growing number of global environmentalism 

concerns is forcing manufacturers to produce more products within organic methods 

(Fulekar, Pathak, & Kale, 2013, p. 2). 

The set of need individual experiences at a particular time often activated by specific 

signals in the environment (Schiffman and Kanuk, 2000, p. 76). Environment-

oriented values guide a society involvement with it's economic, technically and 

physical environment (Hawkins et al., 2003, p. 84). The environmental concerns yet 

another important factor that force retailers to consider, consumer buy organic food 

due to environmental concerns are discussed by (Fulekar, Pathak, & Kale, 2013, p. 2, 

Schiffman and Kanuk, 2000, p. 76, Hawkins et al., 2003, p. 84). 	  
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5.3.2 Buying Non-organic Food 
 

 
 
Figure 22 Reason of Buying Non-organic Food Part 1 
 

 
 
Figure 23 Reason of Buying Non-organic Food Part 2 
 
Consumer chose multiple options to answer this question. Therefore, various options 

were created such as not all the varieties avail able in organic food & can´t afford 

organic food. Non-organic food is affordable& organic food is expensive, no 

difference between organic and non-organic food& organic food is expensive, non-

organic food is affordable & no difference between organic or non-organic food. 

Some consumers (115) are buying non-organic food because it is affordable, 31 

consumers are buying non-organic food because they do not feel any difference 

between organic and non-organic food. 88 consumers are buying non-organic food 

because organic food is expensive, 20 consumers are buying due to all of the above 

reason. 23 consumers are buying organic food because not all of the organic varieties 

are available and can’t afford to buy organic all the time. 27 consumers are buying 



 66	  

non-organic food because it is affordable & organic food is expensive. Eight 

consumers are buying non-organic food because they think there is no difference 

between organic and non-organic food & organic food is expensive. 20 consumers are 

buying non-organic food because a non-organic food is affordable & no difference 

between organic and non-organic. 61 consumers did not respond to the question. 

Consumer views represent the knowledge that a consumer has about objects, their 

characteristics, and their benefits provided (Mowen, 1995, p. 285). Consumer behaves 

rationally, making logical decisions about their consumptions based on the price and 

quality (Szmigin and Piacentini, 2015). According to Figure 19, Consumer buys non-

organic food because it is affordable, organic food is expensive, they do not feel the 

difference between organic and no-organic food. As discussed by, Mowen (1995) 

Consumer views represent the knowledge that a consumer has about objects, their 

characteristics, and their benefits provided (p. 285).  

Consumers also mentioned that they buy organic food because not all of the varieties 

available in organic food. As discussed by, Limited Choice Involves limited external 

search, few alternatives, and simple decision rules to the few attributes, and life little 

post-purchase evaluation (Hawkins et al., 2003, p. 87).   

 

5.3.3 How Often Buying Organic Food 
 

 
 
Figure 24 Frequency of Buying Organic Food Part 1 
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Figure 25 Frequency of Buying Organic Food Part 2 
 
A total number 162 consumers were buying organic food frequently (1-3 times a 

week). 74 consumers are buying organic food more than 3 times a week and 80 

consumers are buying organic food 1-3 times in a month. 22 consumers are buying 

organic food more than 3 times in a month and 55 consumers never bought organic 

food. The frequency of buying organic food is discussed in Figure 22, consumers are 

buying food according to their need, and the bigger family size is the higher 

frequency of buying will be. As discussed in, an individual, marital status is yet 

another important demographic variable. Since it has a significant effect on 

consumers spending priorities. Families with their young children are big purchasers 

of health food while single-parent households and those with older children buy more 

junk food (Solomon, Bamossy, Askegaard, and Hogg, 2010, p. 10).  
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5.3.4 Type Of Organic Food Buying Mostly 
 
 

 
 
Figure 26 Types of organic food Part 1 
 

 
 
Figure 27 Types of organic food Part 2 
 
The main options for the food types were (fruit& vegetables, meat& dairy, pet food, 

baby food. All of the above). Since, consumers selected multiple options, therefore, 

combined categories created in this figure. The higher number (216) of consumers is 

buying organic fruit& vegetables. 89 consumers are buying fruit& vegetables and 

meat& dairy in organic. 29 consumers are buying all of the above organic food types, 

and 22 consumers are not buying organic food. A total 16 consumers are buying 

organic meat& dairy, and 13 consumers are buying fruit& vegetables, baby food in 

organic, four consumers are buying both fruit& vegetables, pet food in organic, and 
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only three consumers are buying baby food, and one is buying pet food. The higher 

number of consumers based on the results are buying fruit& vegetables. Consumer 

examined the products and services they buy and use and how these purchase affect 

their daily lives (Noel, 2009).  

5.4 Culture Values, Environmental concerns 
 
5.4.1 Health Importance For The Consumer 

 

 
Figure 28 The Importance of Health for Consumer Part 1 
 
 

 
 
Figure 29 The Importance of Health for Consumer Part 2 
 
For 156 consumers health is very important while buying food and for 151 consumer 

health is important while buying food. For 64 consumers health plays an average role 

while buying food and for eight consumers it was less important and for 14 health 

doesn´t matter. 

According to Boyd and Cathrine (2010), motivation is a mixture of wants, needs, and 

drives within the individuals is a prime importance to understanding behavior (p. 

115). Motivation is a trigger that force consumer to make a decision, as discussed by 

Boyd and Cathrine.  Motivation research seeks to find the underlying why of our 
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behavior aims to identify the attitudes, beliefs, motives, and other pressures that 

influence our purchase decision (De Mooij, 2003, p. 135). Over time, certain behavior 

patterns recognized as more efficient than others for satisfaction, and these come to 

function as wants (Engel et al., 1995, p. 404). Most of the time consumers make their 

decisions based on their motivation, if they want to have healthy life they will prefer 

to eat healthy. 

 
5.4.2 Organic Food Is Healthier Than Non-organic 
 

 
Figure 30 Organic Food is Healthier than non-organic Part 1 
 

 
 
Figure 31 Organic Food is Healthier than non-organic Part 2 
 
 
A total number of 280 consumers agreed that organic food is healthier than non-

organic food. A total number of 40 consumers did not agree that organic food is 

healthier than non-organic food. 73 consumers were not sure that organic food is 

healthier than non-organic food. 
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A personality consists of the unique patterns of behaviors, tendencies, qualities, or 

personal dispositions that differentiate individuals (Hoyer and MacInnis, 2001, p. 

431). Personality is the particular pattern of organization that makes one person 

unique and different from all others (Engel et al., 1995, p. 433). Stone (1954), 

suggested a typology of shopping orientations for consumers: The economic, where 

the buying situation is considered just like buying, it has no further social value. 

Quality, assortment, and price are important criteria. The personalized, where buying 

is also interpersonal interaction and an important social process, less focus on variety, 

price and quality. Ethical, where consumer feels a moral obligation for example to 

support the small, local retailer. Apathetic, entirely uninterested in buying, not 

differentiating between different stores or types of store (p. 36). To understand the 

consumer behavior the author asked this question, because it was necessary to 

understand if they are buying or not buying organic food, in both situations what they 

think about organic food. This is also related to the knowledge of the consumer as 

discussed in, Knowledge related to the human need to have the meaningful, stable and 

organized view of the world. Knowledge-based attitude built around brand and 

product information (Szmigin and Piacentini, 2015). 

 
5.4.3 Non-organic food Is As Healthy As Organic Food 
 

 
 
Figure 32 Non-organic Food is Healthier than Organic Part 1 
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Figure 33 Non-organic Food is Healthier than Organic Part 2 
 
A total number of 86 consumers said yes organic food is as healthy as non-organic 

food. 187 consumers did not agree with the statement, and 120 consumers were not 

sure whether non-organic food is as healthy as organic food. According to Hoyer and 

McInnis, (2001), we say that we "know" something it means that we had gone 

through that before and understood what that is. Knowing, therefore, has to do with 

our prior knowledge (p. 104). Consumer responded according to their knowledge, 

consumers who think there is no difference they said yes to the answer.  Knowledge 

can define as the information stored in the memory. What consumer buys and where 

they buy is based on their understanding of the product, services or the store (Engel et 

al., 1995, pp. 334-337). Consumers, who was not agree with the question they said no. 

Consumer views represent the knowledge that a consumer has about objects, their 

characteristics, and their benefits provided (Mowen, 1995, p. 285) Consumer behaves 

rationally, making logical decisions about their consumptions based on the price and 

quality (Szmigin and Piacentini, 2015). The consumers who responded (may be) were 

unsure to describe whether to say yes or no. According to Mowen (1995), consumers 

holding a greater amount of knowledge can think about a product across some 

dimensions and make finer differences among brands (p. 122). 
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5.4.4 The Importance Of Price For Consumer 

 

 
Figure 34 The Importance of Price for the Consumer Part 1 
 
 

 
 
Figure 35 The Importance of Price for the Consumer Part 2 
 
The price of the food is very important for 110 consumers and important for 133 

consumers. For 117 consumers price plays a normal part, and for 24 consumers it was 

less important, but for nine consumers it doesn´t matter that what is the cost of the 

food. Most of the teens are working nowadays and living the independent life. They 

are more concerns about where they are spending their money, and they look for 

bargains and special offers (Hoyer and MacInnis, 2001, pp. 358-360). Consumers 

from different age have different needs and want (Solomon, Bennett, & Previte, 2013, 

p.10). Understanding of age processing European consumer is getting importance to 

marketers and public policy decisions-makers (Munter and Cohen, 2004). 

Consumer resources consist of two budgets such as money and time budget (Engel, et, 

al., 1995, p. 313). According to De Mooij (2003), the fundamental assumption in 

Western decision-making is that decisions do not “happen” someone “makes them” 
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this is western view (p. 221). Income defines as money from wages and salaries as 

well as interest and welfare payments (Engel et al., 1995, pp. 295-296). The higher 

number of responded said prices is either important or very important to them, as 

author discussed above about the consumers status (married, unmarried etc.) and 

(children, households), these all factors influence on consumer behavior when it 

comes to price. The cost of product or services can have a critical influence on 

consumer’s acquisition decisions. There were other consumers, for them price was 

either play average role, less important, or doesn’t matter as discussed in Figure 31, 

That’s why it is crucial to understand how consumers will react to price (Hoyer and 

MacInnis, 2001, p. 44). According to Schiffman and Kanuk (2000), Consumer 

recognition of a product needs based on firms marketing efforts (the product, price, 

and promotion, where it sold) (p.6).  

5. 5 Attitude, Motivation 
 

5.5.1 Buy More When The Prices Will Reduce 
 
 
 

 
Figure 36 Consumer Buying Decisions Part 1 
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Figure 37 Consumer Buying Decisions Part 2 
 
A total number of 292 consumers said yes they will buy more organic food if the 

prices will reduce. 51 consumer were not willing to buy more and 50 consumers were 

not sure that they will buy more or not. Consumer attitude affect on consumer 

decisions and involvement with the product. Larger number of consumer said yes they 

will buy more in figure 36; De Mooij gives a detail information about attitude. There 

are following factors based on individual behavior: The level of Involvement: 

Attitudes are more likely to predict behavior when involvement is high. Knowledge 

and Experience: Attitude can also affect on consumer behavior when it based on 

previous knowledge and expertise. Accessibility of Attitude: If attitude cannot 

remember it will have less effect on consumer behavior. Direct experience increases 

attitude accessibility for attributes that must experience. Attitude Confidence: 

Confidence tends to be stronger when it based on either greater amount of 

information. Consumers with low uncertainty avoidance cultures and their attitude 

towards health make them pursue fitness activities (De Mooij, 2003, pp. 116-117). 

 
5.5.2 Buying More Organic Food 
 
 
 
 

 
Figure 38 Buying more organic food than last year Part 1 
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Figure 39 Buying more organic food than last year Part 1 
 
 
A total number of 228 people are buying more organic food than last year. 90 

consumers said they are not buying more than last year. 75 consumers were not sure 

that they are buying organic food more than last year. 

Lifestyle associates how people live, how they spend their money, and how they 

allocate their time. Lifestyle concerns the apparent actions and behaviors of 

consumers (Mowen, 1995, p. 259) Lifestyle is described regarding shared values or 

tastes as reflected in consumption patterns. Personal characteristics are viewed as the 

“raw” ingredients to develop a unique way of life (De Mooij, 2013, p. 123). 

Personality may be relatively stable, specific needs or motives, attitudes; reactions to 

group pressures and even responses to newly available brands may cause a change in 

the person's behavior. Personality is only one of a combination of factors that 

influences how a consumer behaves (Schiffman and Kanuk, 2000, p. 95).  

According to the results (figure 38) more consumers are buying organic food now 

than previous year, (Mowen, 1995, p. 259, De Mooij, 2013, p. 123, Schiffman and 

Kanuk, 2000, p. 95), discussed about the consumer buying behavior and influences of 

other factors on consumer behavior. The managers of the supermarkets and the 

information accessed from the websites of all these supermarkets proved that organic 

selling is increasing within time. 

5.6 Consumer Reviews about Organic Food 
 
It is healthy 

Organic is the obvious choice when there is opportunity. 

Good food but expensive, even you never know if it's really organic. 

All food should be organic food. It would be better mean better public health, 

reasonably cheaper food than organic food costs today. The latter would in turn cause 

less food to be thrown away. 

The big question is whether it is better to buy organic from abroad or non-organic 
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from Sweden. There are different rules in other countries, pesticides etc. depends 

entirely on what it is for product. 

There should more range of organic food in reasonable price. 

Unprotected fruits & vegetables are the only ones I chose to buy organic. 

I would like to shop more organic food, but when it really differs in price, I usually 

choose the non-organic. 

Cannot become organic when there is so much pollution in the air and when The 

organic has such long journeys. Do not really know if I believe in all advertising / 

information about organic food. Had also wanted to know how the goods are organic 

and not just a stamp or the like. 

Preferred foodstuff, organic food takes a lot of resources. However, I always buy 

organic bananas and fair trade coffee. 

 

Expensive, bad quality and a lot of cheating. 

I do not think it's more useful in a way. But because they are less sprayed, they are 

healthier for the body and everyone who works with it also eliminates any chemicals. 

Although, bit too expensive to buy. 

There is required more information about it in society, good for the body and nature. 

Buying basic food and feel insecure of some organic goods if they really help the 

environment and are more useful than other goods. 

Organic foods have tougher rules and contain fewer poisons, they can sometimes 

grew more naturally and therefore contain more nutrients than non-organic foods. It 

has been proven by many studies. 

If organic food became as environmentally friendly as organic, I would probably buy 

more. 

It is more important when you have children. 

That is from a good environment where the workers have good conditions and also 

that the transport of the food is environment friendly. 

Helps the environment, good quality, nontoxic, clean and fresh, good for your body. 

Growing naturally without poisoning, spraying, antibiotics 

No chemicals are used in the process that can affect both the product and health. 

No pesticides, respect for the environment, animals, plants and soil. 

Produced without toxins to bring up product. 
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Organic food is without additives. 

No toxic have been used or antibiotics if its animal products. 

Healthy and natural. 
 

These are some of the reviews from consumers about the organic food, a detail 

reviews are listed in Appendix 3. In short consumer have multiple remarks on organic 

food (healthy/ non-healthy), but the higher number is agreed that organic food is 

without chemical. One important reason of mentioning these reviews is more 

information is required about the organic food, because knowledge plays important 

role. Consumers also highlighted that less varieties of organic food are available 

therefore they have to buy non-organic food. 
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6 Conclusion:  
	  
Consumers culture plays important role as discussed by According to Engel et al. 

(1995), Culture, provides people with a sense of personality and a knowledge of 

acceptable behavior within society. The most important attitude are feelings of self-

space, communication and language, dress and appearance, food and feeding habits, 

time and time consciousness (p. 611). It helps individuals to behave and make certain 

decisions.  Consumers profession also affect on their decisions according to De Mooij 

(2003), There are different ways to measure the social class such as higher level 

(professional, higher managerial, seniors civil servants). Consumers who have better 

job tend to have a better lifestyle and more choice when it comes to spending. As 

mentioned, Social class often measures as social status, such as family, income, 

occupational status and educational attainment (Schiffman and Kanuk, p. 298, 2000).  

Consumers who have children their spending pattern is different than the single and 

parents with no children. An individual, marital status is yet another important 

demographic variable. Since it has a significant effect on consumers spending 

priorities. Families with their young children are big purchasers of health food while 

single-parent households and those with older children buy more junk food (Solomon, 

Bamossy, Askegaard, and Hogg, 2010, p. 10). 

Location, Quality, Services, availability of the food, Knowledge about the food, and 

Time limitation are the important concerns and plays important role to make 

decisions. The managers of five supermarkets (ICA Maxi, Coop, Willys, Netto, Lidl) 

agreed that it is important to offer good quality, services, and proper location. As 

suggested by Stone (1954), suggested a typology of shopping orientations for 

consumers: The economic, where the buying situation is considered just like buying, 

it has no further social value. Quality, assortment, and price are important criteria. 

The personalized, where buying is also interpersonal interaction and an important 

social process, less focus on variety, price and quality. Ethical, where consumer feels 

a moral obligation for example to support the small, local retailer. Apathetic, entirely 

uninterested in buying, not differentiating between different stores or types of store 

(p. 36). 

ICA maxi, Coop, Willys, City Gross, Hemköp introducing new organic food 

continuously according the information from their websites (discussed in 

supermarkets description). When author asked to the managers, that do employees of 
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theses supermarket have the knowledge of organic and non-organic food and can they 

explain to their consumers. The Managers of Lidl, Netto, and Coop, described that 

incase consumer required some information they can contact with the manager easily 

and we can explain. The manager of ICA Maxi said yes consumers can ask to our 

employees and they can help. Motivation plays important role, even though prices of 

organic food are higher than non-organic food. Still consumer buying organic food 

and the number of buying organic food is increasing within time. According to Boyd 

and Cathrine (2010), motivation is a mixture of wants, needs, and drives within the 

individuals is a prime importance to understanding behavior (p. 115).  

Since the demand is increasing for organic food (according to the results from the 

websites of supermarkets) and more consumers are preferring to buy organic food 

(Managers of the supermarkets was also agreed about the increasing demand of 

organic food), there is higher chance that price of organic food will decrease as well 

(said by the managers of the ICA Maxi, Coop, Willys, Netto, Lidl). As discussed, the 

organic farming is a response to increased consumer demand for food that is 

perceived to be fresh, wholesome and flavorful, free of hormones, antibiotics and 

harmful chemicals (Blair, 2012, p. 7). The more information is important concern 

because not all of the consumers aware of organic labeling (as discussed in market 

description section), the results also proves that and also discussed by Mowen (1995) 

Consumer views represent the knowledge that a consumer has about objects, their 

characteristics, and their benefits provided (p. 285). 

6.1 Future Research: 
	  

Supermarkets are offering special discounts to their loyal consumers such as ICA 

Maxi, Coop, Willys, City Gross and Hemköp offers discounts card. A future research 

can contain based on: 

How consumers react to the discounts, offering by local supermarkets to their loyal 

consumers? Does it effects on their organic food buying behavior? 
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