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Food for thought ...

on the Art of Thinking,
"The Old Grey Donkey, Eyeore, stood by himself in a thistly corner of the

Forest, his front feet well apart, his head on one side, and thought about things.
Sometimes he thought sadly to himself, 'Why?' and sometimes he thought,
'Wherefore?' and sometimes he thought, 'Inasmuch as which?' - and sometimes
he didn't quite know what he was thinking about. "

(Milne, Winnie-the Pooh)

on the Value of Theory,
"Every theoretical explanation is a reduction ofintuition. "

(H0eg, Miss Smilla's Feeling for Snow)

and on the Joy of a Good Meal.
"They had stilton soup to start with, and a glass of dry sherry. This was

followed by lamb chops and new potatoes and what the Admiral called 'a robust
claret '. Selma and he then ordered trifle. 'None ofthis nouvelle stuff, , the Admiral
sniffed, 'a fellow could starve to death. ' He hailed the waiter, 'Be liberal with the
cream. ' And he winked at Selma who giggled happily.

'You are a dreadful man. ' Her chubby shoulders heaved with laughter. "
(Cobbold, Guppies for tea)
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OUTLINE OF THE THESIS

This book consists of three parts. Two empirical studies are presented in the
first two parts and an overall discussion of the emerging findings is presented in
the final part. The common topic is consumer behaviour related to food
purchasing and grocery stores. An emerging theme is the relation between
grocery stores and their customers.

An empirical study on effects of promotions in grocery retailing is
presented in the first part. The study uses more than three years of POS scanner
data from one store and analyses effects of different kinds of promotions for
fourteen product categories. This first part was also published as a licentiate
thesis in 1992.

The second part contains an empirical study of households' purchasing and
planning behaviour. Some ten households were accompanied to the grocery
store and interviewed while grocery shopping. The study gives a consumer
perspective on grocery stores and provides insight into decision making related
to food planning and purchasing.

In the third part, the two empirical studies are discussed, both separately
and taken together. The discussion focuses both on aspects of the methods used
and of the contribution to knowledge in the field of consumer research.
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PART ONE

EFFECTS OF FEATURE ADVERTISING

AND OTHER PROMOTIONS

A Study of
Swedish Grocery Retailing

using Scanner Data





1 INTRODUCTION

The chapter contains the background and the purpose of this study.

1.1 Background

Grocery expenditures amount to approximately twenty percent of private
expenditures in Sweden and in 1990 amounted to 17.448 SEK per inhabitant
(Supermarket 5-6/91). Sales promotion is a widely used marketing tool in the
grocery retailing industry. The largest advertisers in Swedish newspapers are
the grocery retail chains (see appendix 1). Considering the amount of money
spent on sales promotion each year, remarkably little research has been done to

the long- and short-term effects of these promotional activities.
With the opening towards the common market the discussion in Sweden

about market structure and food prices has been intensified. New low-price
store chains are entering with different concepts and emphasize the question of
which mix of assortment and services consumers are willing to pay for.

In this thesis the question of effects of sales promotion in the grocery retail
trade is adressed. The study focuses on effects of feature advertising and uses
scanner data from one Swedish store to measure effects of promotions.

The system of promotions used in the Swedish market is similar to how
promotions in the American grocery market and most western European
markets work. The share of budgets allocated to this kind of marketing as well
as the intensity might differ among the countries. The relations in use between
the different promotional tools might also vary. Coupons are for example much
more common in the U.S than in Sweden, and the trend has been towards
increased distribution of coupons on the American market (Blattberg & Neslin,
1990).

The perspective held here is from the point of view of the consumer. Other
alternatives could have been to see promotions through, for example, the eyes
of a brand manager or a retailer. The reason for the choice of the consumers
view is that the consumer is the target of the promotions and has the
opportunity to act and react to them. By using the consumers eyes we try to
visualize the amount of promotion and other infornlation that is aimed at the
consumers. Considering also the interest of the retailer or the brand manager
makes a consumer viewpoint a good choice, as the actions undertaken by
retailers and brand managers are intended for the consumers to respond to.

Different kinds of data could be used to study this from a consumer
viewpoint. In this kind of focus the aim is to know the behavior of the
consumers, and it would therefore be best to study the consumers directly. As it



is complicated to find out how consumers process information and make
choices when they purchase groceries a more accessible approach is chosen in
this study.

The increasing use of scanners and modem technology in the stores have
made scanner data readily available. This type of data has several advantages,
one of which is the low cost involved in accessing data. Apart from that, it is of
good quality, and a very good measurement of actual aggregated consumer
behavior.

When scanners were introduced arguments were raised and expectations
were high regarding the analytical use of scanner data. The first scanner check
out was installed in Sweden in 1973. Experience has up till now shown us that it
is a more complex matter than expected to use scanner data as a tool for better
decision making. The amount of data available give us great possibilities to take
advantage of the data, but demands certain competences, for instance
knowledge in statistics. Many questions can be answered by using the data, but
it is difficult to start searching for answers without knowing how to, and maybe
not even knowing the questions. Explicitly stated models can be good maps into
data exploration, and prevent the analyst from getting lost.

One of the arguments when the data collection began, was that it should be
used to illustrate how scanner data can be used in different ways to create bases
for improved decision-making.

1.2 Purpose of the study

The purpose of this study is threefold:
1. to measure effects of feature advertising
2. to explain variations in effect between different products when comparing in

store vs out-of-store promotional activities
3. to discuss and apply various methods of analyzing scanner data

Feature advertising here means the advertisements in the daily newspapers
where the retail chains are the senders. Feature advertising does not include
image advertising from the manufacturers. (See also glossary in appendix 4, and
examples of feature advertising in appendix 5.)
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2 THE PROMOTIONAL SYSTEM FOR GROCERIES IN SWEDEN

This chapter is mainly descriptive in character. It shows how the grocery retail
market is structured and how the promotional system works today and how it
evolved. Towards the end of the chapter some critical voices are given space.
The concluding part contains questions about the promotional system that need
to be answered.

2.1 The Swedish grocery retail market

The Swedish market is highly structured with easily identifiable actors. Four
major retail groups cover 75% of the market.

ICA HANDLARNAS AB, a voluntary chain, is the largest one, with 36%
of the wholesale market and 34% of retail volume (Svensk Dagligvaruhandel
1990-91). It is owned by the store owners through their common organisation
which also delivers to their stores. ICA started, in 1939 (Wirsall, 1988), as a
purchasing organization for its members. In 1964 signs with a red-and-white
logo-type were put up above the stores, that had earlier worked as independent
retailers.

ICA now performs many more functions as well, such as marketing,
financing, consultancy services and many others. Figures from 1986 show that
65% of the orders from the stores were delivered from ICA warehouses and
15% came directly from manufacturers (like bread and beverages). In the ICA
group we also fmd manufacturing companies, clothing stores, china and
glassware stores and a mailorder company.

The second largest actor, with a market share of around 18% in
wholesaling and 20% in retailing (Svensk Dagligvaruhandel, 1990-91) is owned
by the Swed~sh consumer cooperative movement, KF. KF dates back to 1899,
and runs their own retail stores as well as a chain of nationwide department
stores, clothing stores, shoe stores and a number of diversified manufacturing
companies. The blue-and-white Konsum symbol of infinity was put up in 1964.
KF are in a reorganising and restructuring stage. About 80% of the orders from
the stores were processed through the KF warehouses. Store managers are
employed instead of owners of the stores as is the case in the ICA-organisation.
A couple of years ago the cooperatives opened up for private brands, after
having been more restrictive earlier.

The third and fourth groups of grocery stores are organized by D-gruppen
and Axel Johnson with, together, 20% of retailing volume. They use DAGAB,
with 16% market share, as their wholesaler (Svensk Dagligvaruhandel, 1990
91). DAGAB was formed in 1974 when 6 regional wholesalers were united, and
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since 1982 they have been distributing nationwide. They deliver to all non-ICA
or non-KF stores, which means a number of smaller and more independent
chains, some regional. Within this wholesaler's distribution network we find
most of the low-price (low-cost) stores. Dagab is now owned by Axel Johnson
AB, after a turbulent history of ownership.

Also on the manufacturing side a fairly high degree of concentration is
prevalent. Some product categories are monopolies, or oligopolies with very
few actors and a tight structure. Barriers to entry are high in many businesses on
the supplier side as well as in wholesaling. Manufacturing of groceries are
mostly large-scale operations, and in many industries oligopolies or even
monopolies (LMU, 1987). Tight bonds exist between suppliers of raw materials
(like farmers) and some producers. The cost of entry is high for a newcomer, as
is the cost for distribution and "buying" shelf-space for new products. Local or
regional manufacturers can however obtain distribution through wholesalers
and be competitive locally. Retailing has lower barriers, and there are new
stores opening up. Regulations for store locations have however been
considerable and acted as barriers.

Sweden subsidizes farming and has a number of import restrictions and
trade quotas that traditionally have influenced competition and pricing. With
the opening up towards the European markets, a new Swedish government as
well as intensive Swedish discussions about the high food prices, deregulation
has taken place in this area and more is expected.

Also on the retailing side concentration seems to have been a trend with
polarisation in store structure as a result. The tendency has been towards larger
stores as well as smaller stores (Hulten, 1990). The smaller stores can be so
called traffic stores, located at gasstations, or service stores, with smaller
assortment and extended opening hours. The larger stores are supermarkets with
for example wide assortment, parking lots, more deli and manual service. In
1985 10% of the stores had 40% of the sales (LMU,1987). This relation was
true also in 1989 (Eliason & Julander, 1991).

In 1990 the market shares and number of stores for the four dominating
retail groups were divided as follows:

ICA
KF
D-gruppen
A Johnson

34% of sales 3 391 stores
20% 1 722
13% 1 136
7% 566

Table 2.1. Market share and number ofstores in Sweden 1990for the largest actors
(Source: Svensk Daglivaruhande190/91)
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2.2 Marketing and promotions

Knowledge of how the marketing system evolved gives an understanding of
how it functions today. As this study uses data from ICA, the example given
here will be how promotions are carried out by ICA. When there are regional
differences examples are from how marketing is done in the Stockholm area.
The other large actors in the grocery market use similar systems.

Marketing andpromotions today
The most common form of advertising and promotion in the Swedish food
distribution is SAlVA or weekly store promotions. This stands for
"SamAktivitet/ VeckoAnnonsering" which means "joint activity/weekly
advertising". Joint means in this case that suppliers, wholesalers and retailers
are participating. This system evolved in the late 1950's and is now a
complicated but smoothly working large scale operation.

Marketing within ICA is planned on three different levels. The
geographical top level concerns activities that are aimed at the whole
population, like TV-advertising and sponsoring. These are planned centrally.

Production of weekly leaflets is planned regionally. ICA makes a
preliminary plan and invites the suppliers to comment on the plan and come in
with requests. The preliminary plan is for dry products done for a year, and for
fresh products on a six months basis. The marketing plan for dry products is
revised after six months.

The regional office receives comments and requests from suppliers and try
to form a good marketing plan. Costs for suppliers of participating is negotiated
as well as the extent of participation. The suppliers contribute to the wholesaler
for being promoted to retailers and for the products being shown in leaflets.

On the local level planning is based on the information included in the
regionally produced leaflets. The most interesting products in the leaflets are
included in the weekly advertisement together with products where the local
marketers have made own negotiations with other suppliers. Prices for fruit and
other fresh products are not known very long in advance why their appearances
in leaflets are decided at a much later stage.

On both the regional and the local level retailers are involved in decision
making and price setting as ICA is organized as a voluntary chain where the
retailers own their wholesaler.

The feature advertisements in the daily newspapers are still quite similar
today to what they looked like in the beginning (see appendix 5). The leaflets
have changed appearance more over time. Since the beginning of 1991 ICA, in
the Stockholm area, weekly produces leaflets in four-colour print that are eight
to twenty-four pages long and distributed to all households. This leaflet
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contains a large number of products on deal but also includes a few recipes and
smaller stories of seasonal or other interest. In the leaflets the products are
photographed which make them more easily recognisable when the consun1er
comes to the store. The total number of leaflets produced and distributed by
ICA in a year is 217.000.000. This covers each household each week of the
year.

In appendix 2 you find tables that illustrate the extent of the marketing
program. For each week is shown number of items in ICA's feature advertising
in Stockholm as well as number of reduced prices and items on special display
found in the studied store. Approximately five hundred to seven hundred items
are price reduced each week.

Suppliers also have sales representatives who visit the larger stores in
order to ensure that the stores order the items in the campaigns, and try to
increase the volumes ordered. Some con1panies sales representatives also help
the larger stores with unpacking and displaying promoted products. The level of
discount is often connected to the volume ordered by each store, and the stores
can also order more than is expected to be sold during the campaign period, in
order to strenghten their margins by selling the remaining at regular price. For
some products a certain minimum volume is necessary to order to be able to
display the product in an attractive way.

The advertisements are intended to communicate the profile of the stores
in the chain, their assortment and wide range of deal prices. Some products in
the assortment are considered to attract the consumers to the store, examples are
large packs of detergent, minced meat and ground coffee. These often get large
space in the advertisements.

The advertisements and the leaflets are to a large extent organised by
department, in the same way the wholesalers and the retailers are. The frozen
products departn1ent always gets its spot, and should always have something to
offer, etc. This means that every week each department of the wholesaler has
son1ething to offer their clients, the respective departments in the stores.

It is a common belief in the trade that newspaper advertisements serve to
attract consumers to the store and they are also considered to have long-term
impact.

How it started
In the late fifties and early sixties profiling of the emerging store chains became
important. From a number of earlier independent retail stores it was necessary
to create chain profile and chain identity among the retailers. According to
Wirsall (1988) todays advertising and promotion programs were taking form
during this period. Logo-types, centrally planned marketing and large
campaigns were n1eans to have the stores follow the common identity and
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program as well as something to communicate to the consumers. Another aspect
was to ensure that the stores carried the same assortn1ent, and campaigns were a
way to make them interested in having it. It could be negative for a retailer not
to carry the product that a consumer asked for and that was in the weekly
advertisement. For the wholesaling organisations it was easier to negotiate
better prices and other conditions if all stores in a region followed the marketing
program, and the wholesaler could act as representative for the whole region.

For manufacturers it became important to be represented in as many of the
large chains as possible. It could of course be seen as easy to handle a few large
clients instead of dealing with each store separately. Distribution to a few nodes
facilitated for the manufacturers to reach nationwide. In today's tightly
structured market with three major wholesalers, a loss of one client certainly
makes a difference. The number of deliveries from manufacturers directly to
larger stores has increased, even though invoicing might be done through the
wholesalers (LMU, 1987).

Some companies are not represented through the wholesalers and therefore
use their own salesforce and distribution network. Independent wholesalers are
also working in the market, especially with regional or niche profiles. Modem
technology installed in stores today has facilitated purchases from the chain
wholesaler even more than before, and as a consequence made separate
ordering and handling from outside suppliers relatively more complicated.

2.3 A system under discussion

A picture of a system for distribution and marketing that evolved under a period
of major changes in the market is shown above. When comparing how the
system works today with how it functioned when it \vas new, the difference
does not seem apparent. An institutionalized system is easier for the consumer
to learn and to know how to use best. The consumer's situation has changed
since SAlVA evolved. The housewife that the chains targeted in the 1950's and
1960's is not at home as much as before and has a lot less time to spend on
household chores.

With a market of such tight structure, and that seems to function well, the
incentives for the participants to initiate changes are limited.

For an outside observer, studying the promotional program over the years,
it seems quite repetitive. Of course this is an expected outcome for products
with seasonal characteristics. It is quite puzzling to see that in some product
groups there is at least one campaign each single week. There are product
groups where more than half of sales from the suppliers were at reduced prices
when investigated by SPK in 1985 (LMU, 1987). Julander (1984) referred to
another study with panel data from 1982 where share of hot dogs purchased at
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reduced price was 81 %, ground coffee 71 % and frozen poultry 89% to show a
few of the higher figures.

For the mal1ufacturer it is essential to be the supplier of the items sold in
the category. Participation in the promotion program is one way of maneuvering
to block the market for the competition. Who the competitor is depends of
course on the type of product. Sometimes it is important to remember that
competition can come from a different product category. Manufacturers might
be selling a brand when the conSllmer is buying a solution to a problem or a
particular function. Manufacturers might also hope that their brand will be the
choice the next time the category is in the shoppers mind, as the package
already is familiar.

Julander (1984) discusses the Swedish SANA system from the
perspectives held by the different actors; producers, wholesalers, retailers and
consumers. Starting from a consumer perspective he concludes that it is not
possible to unambigously state what kind of changes in the system would be
optimal. In his opinion this is more a question open to discussion for all the
involved parties.

For the manufacturer the SANA system leads to swings in demand and
deliveries. As these are planned long in advance this does not have to lead to
inefficiency in production, handling and distribution, but it probably takes very
good planning not to increase costs. How the manufacturer manages to handle
costs on his side is something that will show in the price to the consumer, and
there is a risk that the regular price level could be higher because of SANA
(Julander, 1984).

Manufacturers complain about SANA as they think it is too costly and
uses too large a share of their marketing budgets. Costs for SANA were
estimated to 61,7 per cent of total costs for marketing, with image advertising,
brand advertising and consumer oriented coupons using 16,1 per cent (LMU,
1987). This takes, according to manufacturers, resources away from more brand
oriented campaigns that could work to strenghten the image and not be
concentrated on price alone. The manufacturers fear that SANA reduces
consun1er brand loyalty (Julander, 1984).

Wickstrom (1989) discussed how the increased spread of SANA has led
to the retailer taking on a role as a guide for the consumer when deciding what
to buy. The map consists of red-marked price reduced items that lead the way.
The extension of the promotional program has led the consumer to change
buying behavior and more routinely search for price deals.

The large frequency of reduced prices may contribute to reduced
importance of the weekly advertisements. If the conSllmer knows that slhe will
always find a large number of reduced prices in any store, the incentive to seek
information in the advertisement may not exist any more (Julander, 1984).



In a study by DLF (1981) criticism against the SANA system was raised
both from suppliers and retailers. Suppliers complained that the cost of
participating was higher than the revenue and that it was difficult to know if the
price reductions reached the consumers. The system leads to high variations in
sales and suppliers fear that many products do not get increased sales in the
long run. It is difficult for the suppliers not to participate and they worry that
the focus on price might lead to decreased brand awareness.

The retailers worry about how much of competition that is focused on
price. It would be desirable if quality, service, opening hours etc were used as
n1eans to attract consumers to the stores. For smaller stores the system has too
many campaign periods and too many products. Retailers complain that they
have to contribute too much by reducing margins on deal products and that it is
difficult to plan buying quantity and get a good turnover rate. They also see a
risk that low price brands of inferior quality enter the market and that products
in season or old products with low sales are on campaign.

The wholesalers argue that they cannot leave the system as long as their
competitors are working in this traditional way. They feel that they would risk
losing valuable market share. Retailers enjoy benefits of the system and like
being able to provide their consumers with a "new" store each week.

2.4 Different actors - different viewpoints

All actors participating in this system seem to benefit from being in the system
and still complain about parts of it. It also seems that all participants find it
difficult, or even impossible, to leave the system. The whole SANA-system
contains different parts which can be beneficial for different actors. The
complaints raised by each participant concern the parts that are seen as
negative, for that participant, which is important to remember when the system
is discussed.

The manufacturers can plan their production and marketing in advance and
know that a certain amount of activities will take place. They know for sure that
their competitors will not be having a campaign in the same chain at the same
time, and that there are strong incentives for the retailers to participate in the
program. Their complaints regard the high share of their marketing budget that
is allocated to participating in this program, and they also fear that the focus on
price might reduce brand loyalty.

The wholesalers create an attractive mix of promotions over the year to
offer the retailers, as well as help to communicate their respective chain
profiles. They believe that campaigns with feature advertising and/or leaflets
attract consumers to the store and maintain image. They also feel that the only
way to abandon this system is for everybody to do so at the same time.



Retailers receive a rich campaign program, supported by advertising, that
help them create 'a new store' each week. Retailers receive this support in
building up an attractive store and to offer their customers varying assortment
and interesting activities in all departments. Salesmen from the manufacturers
also offer extra kick-backs and other incentives for larger orders. Smaller
retailers complain however that the promotional program contains too many
products for them, and larger retailers complain that the program is not enough.

Consumers complain about too many leaflets and a system of price
reductions where some product's regular price seems to be the reduced price.
But, after all, the consumers respond to the promotional programs and do a lot
of their purchases when products are on campaign. For those customers using
the store as inspiration and reminder, in-store activities can be of great help.

Is this system, as described above, really effective and adapted to the
current environment? This study is focused on feature advertising, even though
it tries to show that feature advertising exists as one part in a larger promotional
system. The question is, considering the amount spent, if this is the optimal way
to allocate marketing budgets? Something worth considering is also what the
consequences can be when a system is "fixed" like this, meaning the extent of
repetition and institutionalization. When the consumers have learnt the system,
is it still possible that feature advertising attracts consumers to the store? Or,
should there be more activities in-store?
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3 CONSUMER BEHAVIOR AND EFFECTS OF PROMOTIONS

The Swedish promotional system was developed in a time when structure and
demographics were different. The system seems surprisingly similar to what it
used to be in the sixties. To know in what direction changes should move, we
need to gain a better understanding of how the consumers react and respond to
promotion. It is important to know the consumer's response or lack thereof as
this is a guide to how well the system works.

This chapter starts with the theoretical framework on consumer decision
making and how information is processed. This serves as a basis for the
following section where results from earlier studies on effects ofpromotions are
presented.

The consumer lives in an environment full of information fighting for
attention, and with two major restrictions: budget and time.

3.1 Theory of consumer behavior

Several authors have concerned themselves with developing models of
consumer decision making. The focus of this part is on three of the more
prominent models: Bettman (1979), the EKB-nl0del from Engel & Blackwell
(1982) and Howard (1989). They are different and at the same time have much
in common. All models to a great extent deal with information processing,
although this is most visible in Bettman's model. His model should be seen
more as a framework for building up a theory of consumer decision making
than a directly applicable model.

Engel et al divide decisions between decisions where the products
purchased are of high personal relevance for the consumer and purchases where
products are of low or no relevance, Le. little perceived risk that a wrong
decision will be made. The first type is called decision making under high
involvement, and the second kind is logically called decision making under low
involvement.

Howard makes a similar distinction but divides processing into three
kinds. The first is called extensive problem solving. This occurs when we are
facing an innovation - a new brand or service in a new product category. The
consumer in this case needs a lot of information. For very low priced items this
might not be true, the consumer may simply try it and learn by trying.

The next kind is called limited problem solving. An example is when a
consumer is confronted by an unfamiliar brand in a familiar product class.

11



The third kind is called routine problem solving. This is a process that is
used for many brands that are at a mature stage of the product life cycle. The
consumer needs to recognize the brand. Internal memory search is quite limited.

Engel et al say that low involvement means no active search for
information. Attention is more involuntary. The products can be recognized
even though the consumer not necessarily can recall them from memory. The
products are presold by advertising, but the most crucial role is played at point
of-purchase. Brand names are important.

Low involvement purchasing differs from high involvement for these
reasons:

(1) lack of high personal relevance;
(2) low perceived risk;

(3) little relationship between consequences ofpurchase and one's self
concept;

(4) low anxiety about outcome

The consumer purchasing products with high involvement is actively
searching and processing information to be able to make a good decision.

According to Van Raaij (1988) social norms affect the decision when level
of involvement is high.

The background for Bettman's theory is viewing the consumer as a
processor of information. The capacity to process information is limited. There
is no possibility for us to process everything around us. This makes us use
heuristics or rules of thumb that enable us to handle complex situations.

According to Bettman a goal hierarchy guides the consumer choice
process, with interruptions for conflicting stimuli, unexpected events, etc. The
process is goal-directed, requiring active consumer participation. Memory
retrieval is crucial in interpreting perception, guiding and interpreting the
results of external search.

Bettman also stresses the fact that the consumer is not always consciously
making decisions about every choice and every piece of information
encountered. Although conscious decision processes are often involved, there
are also many situations in which lean1ed rules and procedures are simply
applied, in which reactions are in essence automatic. The choice process will
take different forms for different people and even for the same person in
different situations.

In an attempt to very briefly summarize what is said above we can say that
information processing is limited and a very important ingredient in consumer
decision making. Some kinds of decisions are of higher importance to the
consumer, who then more actively seeks information and evaluates alternatives
before the purchase. Other decisions have less impact and are more of routine
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character. In these cases recognition and in-store stimuli are important. Most
purchases of groceries are seen as low involvement decision processes, which
lead to routine behavior. Engel et al state that for low involvement items the
real impact on the purchase takes place at point-of-purchase. This is supported
by Bownlan (1987) who reports that POPAI (Point-of-Purchase Advertising
Institute) in a study on the American market found that 80 per cent of all brand
purchase decisions were made in the store. Unplanned purchases represented
over 60 per cent of all buying decisions. Bettman stresses how it is important
for brand managers to create the right infomlational environment. A quotation
from Van Raiij is a good description of how decision making in-store can work:

"Consumers may use stores ... as external memories. " ...
"Instead of preparing a shopping list, consumers may walk through the
supermarket to recognize the products that are needed. "

(Van Raaij, 1988, p. 99)

A fourth model, less well-known, of the consunlers involvement in the
buying process is presented by Wickstrom (1989). Involvement is here divided
into two components; "personal relevance of the purchase" and "degree of
involvement in the buying process". Personal relevance is defined by three
variables; perceived risk, importance of the usage of the product and experience
of the product. The personal relevance will influence the consumer's
involvement in the buying process which is defined by behavior and attitude
variables, like information seeking, cognitive dissonance, etc. Different
consumers perceive different levels of involvement for the same product, and
will therefore engage in different behavior. In 1954 Gregory P Stone (also
related in Sellerberg, 1977) suggested a typology of shopping orientations for
consumers:
• the economical, where the buying situation is considered just as 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 assortment, price and quality

• the ethical, where the consumer feels a moral obligation for example to
support the small, local retailer

• the apathetical, totally uninterested in buying, not differentiating between
different stores or type of stores

Wickstrom (1989) discusses consumer buying behavior in a future
perspective and means that consumer behavior can be divided into consumption
behavior and buying behavior. Consumption behavior is the allocation of
consumption over a certain period of time as regards for example consumption,
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saving and dissaving, or the allocation of consumption between durable vs non
durable products. For a given consumption structure buying behavior consists
of the purchases distribution over a certain period of time as regards time,
frequency, place and way (decision strategy, rate of service, means of payment).
It is more realistic to assume that buying habits also partly change as a response
to the different kinds of innovations that appear in the retail trade.

3.2 Research on effects of promotions

A quotation from Julander gives a good description of what the consumer's
reality looks like:

"At the heart of the decision process for food lies the general problem for
households to produce meals; two to three meals per day, year after year.
Not only that, these meals should satisfy the needs and wants ofall members
ofthe household. A missing product can ruin a meal and being out ofstock
can strongly affect the satisfaction of the household members. These
decisions not only are highly frequent but also extremely important for the
general welfare ofthe household. "

(Julander, 1989, p. 2)

The consumer's interest is in buying as problem solving and at the same
time getting value for money. The consumer has many restrictions to consider.
Beside budget constraints, time constraints are important. Consumers want to
buy cheap groceries but cannot spend too much time shopping around for them.
For n1any housel101ds one problem has to be solved daily - what to serve for
dinner. The food has to be nutritious, not take too much time to prepare, cost
less rather than more and everybody in the family has to like it. A large number
of products are of the kind that many households want to have at home. There
are also a lot of products that are consumed every day like milk, bread and
butter. Other products are used only occasionally and purchased infrequently
when needed.

The time constraint works in two ways. One is that there is little time to
spend on shopping and searching. The other is that preparation time must be
short, ie the leadtime to have the dinner on the table cannot be too long. The
easy option would be to serve the same thing every day, but we all know that
that does not work for a longer period of time. Meal preparation time has been
reduced by new technology like household appliances and microwave ovens.
The suppliers have also taken over a lot of preparations and a large assortment
of food can now be bought ready to heat and eat.

A small study showed that average time spent on grocery shopping is 8
n1inutes per day while food preparation and serving takes 38 minutes per day of
the seven day week (Swedish Census, 1988).
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Consumers' store choice depends on how the stores' strategies in both
long-run and short-run perspective corresponds to the consumers needs and
preferences (Julander & Holmberg, 1987).

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 store. Localizing the different items and
finding out specialties and be certain about quality of goods offered takes time.
Many of the stores have similar concepts. On average two to three trips to the
store are done each week. There are, however, surprisingly many people that
report that more than a week passes between shopping trips (Dagens
Konsument, 1991). The smaller the household, the more often the store is
visited. In order for in-store activities to have effect the consumers must get to
the store. 77 per cent of the consumers visit one particular store to make most of
their food purchases (Dagens konsument, 1991).

Stores are seldom organized after how we serve items in a meal. They are
mostly plal1ned after what kind of storage the products need and how the
wholesaler's departments are organised. It can be quite time consuming to
identify where spices are shelfed and where to return empty bottles in an
unfamiliar store. Therefore we can assun1e that a consumer has to reach a
certain level of dissatisfaction in order to go through the hassle of store
switching.

Many consumers also use different stores for different purposes and have a
set of stores that they are familiar with, like an evoked set of stores for varying
purposes - one neighborhood store for purchases of complementary items, and
more milk during the week, and a larger store for the once-a-week shopping trip
with car where most groceries are purchased.

We can say that the consumer's choice is restricted, both for reasons of
individual constraints in time and money, but also because there is no wide
variety to choose from.

The consumer is in need of simplifying grocery shopping, and use
different shopping strategies. One way is to use choice heuristics, for example
using one store because its assortment, price and quality are perceived to be
satisfactory. The decision rule can be eating pea-soup and pancakes every
Thursday, or always buying the same brand of detergent. It can be buying
whatever product is on sale in a particular category, or always buying ground
meat or a certain brand of coffee whenever they are on sale.

Grocery shopping might be a high involvement process for consumers on
some occasions, for example if the boss is coming for dinner. Planning and
preparing for this is probably high involvement, as well as purchasing the
groceries needed for the occasion. Another example might be a household
where a microwave oven has just been installed. Seeking information about
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what products are suitable makes the process one of high involvement. The
third example might be a household where an allergy has been discovered with
one of the members. Search for new and unfamiliar products that are possible
solutions makes this also high involvement.

Overall it might seem more realistic not to talk only about low
involvement as opposed to high involvement. A continuous scale might be
more appropriate and the decision process seen as changing, both over time and
over consumer.

Grocery shopping involves processing a large amount ofinformation. One
indication of the extent of information is shown in appendix 2 which contains
the number of articles with price reduction and the number of products
displayed and advertised each week for the researched store. This is a good
illustration of the number of points of information that the consumer has to
relate to, and how necessary choice heuristics are as simplifying rules. The
consumer has an option of using out-of-store information and/or information
displayed in-store. Out-of-store information can be advertisements, recipes and
recommendations from friends. In-store is using information on packages,
watching other consumers, reading signs and using special displays.

Many trends endorsed by mass media also effect how we choose food.
Environmental aspects and debates about what is nutritious or not has
sometimes strong impacts. Other issues, what the sausage really contains and
what chickens eat, can also influence how we choose.

The promotional program is intended to influence our choice processes,
and the different actors - suppliers, wholesalers, retailers - have their own (and
differing) reasons for participating in the comn10n marketing program.

The suppliers
For the supplier it is important to increase and maintain brand awareness, as
well as to be chosen before the competitors. Many studies have used a brand or
category manager perspective (for example Woodside & Waddle (1975), Cotton
& Babb (1978), Dodson, Tybout & Stemthal (1978)) and studied effects of
different promotional activities.

Brand loyalty was the dominating variable in explaining response to
promotions in a study using bathroom tissue (Tellis, 1988). This study also
found that feature, display and price in particular had a stronger impact on
response than TV-advertising. For frozen orange juice (Shoemaker & Shoaf,
1977) the probability that the consumer will repurchase a brand is lower if the
last purchase was on deal. A consumer panel study (Dodson, Tybout &
Stemthal, 1978) found that coupons distributed on packages for margarine and
flour stimulated brand loyalty, which was maintained when they were retracted.
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Media distributed coupons and cents-off deals induced switching and reduced
brand loyalty.

In a study of how coupons interact with price and store promotions
(Henderson, 1988) two different groups of consumers were identified. One
group makes decisions from coupons alone, another group is hunting for low
price and use coupons together with shelf price to minimize cost. This suggests
that it is important for the manufacturers to find out what kind of coupon users
their consumers are.

The wholesalers
For wholesalers negotiating deals the aim is to provide retailers with a wide and
attractive assortment of deals. They are concerned with their image towards the
retailers as well as how the retailers are perceived by their customers. It is
important to give the retailers an overall interesting profile compared to the
competitors, and to offer a good mix of products each week.

The retailers
For the retailers it is important to attract consumers to the store by offering
specials. When in the store the consumers should hopefully also purchase items
where the margin is higher than on the deal products. Another important aim is
to make the store interesting and varied for the regular customer. A study from
Chicago (Blattberg, Eppen & Lieberman, 1981) showed that sales increase is a
result of consumers who stockpile and not because new consumers are attracted
to the store. Inventory is moved from the retailers to the consumer's home. If
promotion serves to attract consumers to the store we should find a pattern of
store-switching consumers. This is of course related to type of competition and
pricing. It is expected that if the market is highly competetive few consumers
would benefit fron1 switching.

Other studies that have focused on the retailers perspective (Walters &
Rinne, 1986, Walters & McKenzie, 1988) have concentrated on loss leader
promotions. These are found to have no effect on short-run store profit, even
when they lead to significant increase in sales.

Blattberg & Neslin(1990) divide promotions effects on sales in four
mechanisms; (1) brand switching, (2) repeat purchasing, (3) purchase
acceleration and (4) category expansion. A study of ground coffee (Gupta,
1988) showed that 84 per cent of increase in sales due to promotion came from
brand switching, while purchase acceleration in time accounted for only 14 per
cent of sales increase due to promotion.

Another approach when thinking of effects of promotions is considering
what effects consist of. One reason for increase in volume sold is that number
of buyers increase as a result of a pron10tion. Depending on type of product
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quantity purchased can increase when products are promoted. The highest effect
on volume sold is expected for products where both number of buyers and
quantity purchased increases when the products are promoted.

Effects ofpromotions
Several studies have examined effects of different kinds of promotions, and
found varying effects for different categories (Curhan, 1974, Wilkinson et aI,
1981, Chevalier, 1975, Blattberg & Wisniewski, 1986, 1987). One explanation
proposed is that response might depend on the products stage in its life cycle
(Wilkinson et aI, 1982).

It has been showed for some products that there are patterns within product
groups where the percentage increase in sales is the same within each group
(Chevalier, 1975). By using UPC scanner data one study (Blattberg &
Wisniewski, 1987) found differing response to combinations of price deals and
advertising for different product categories.

Several studies have tested the effects of special display and found that this
caused high increases in sales. Curhan (1974) experimented with fruits and
vegetables and found increased sales for all categories. Price reductions gave
significant effects only for soft fruit. Advertising showed significance for hard
fruit and cooking vegetables.

Another study used data on instant coffee (Woodside & Waddle, 1975) and
found that point-of-sale promotion in the form of a sign has a great effect on
sales. This effect was increased when combined with price reduction, but the
result showed that point-of-purchase promotion was more effective than price
reduction alone. This could however be a result of consumers being used to
price-reduction and displays appearing together. An experiment with dairy
products (Cotton & Babb, 1978) also showed that promotion tend to increase
sales, but response was lower for more familiar products, like fluid milk.

Several studies talk of assymetries in brands sensitivity to competitors
promotional acctivities. Walters (1991) reports that there exists a difference
among brands in how vulnerable they appear to be to losses in sales due to the
price promotion activities of other brands. He also found promotions to be a
more effective tool for brands with larger market shares. They expand sales at
the expense of competitors, but the opposite pattern does not seem to be
prevalent. Wittink et al (1987) studied tunafish sales and found clear
asymmetries in cross price elasticities. A French experimental study (Bemmaor
& Mouchoux, 1991) found high price deal elasticities for six non-perishable
consumer goods categories. Smaller brands had higher elasticities. The price
deal cross-elasticities were found to be smaller for higher priced brands than for
lower priced brands.
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The idea that competition works within price-tiers is discussed by
Blattberg & Wisniewski (1986, 1987). Using scanner data they found that when
a lower price brand was on deal it did not take a significant share away from
higher-price tier brands. Higher-price, higher quality brands stole share from
other brands in the same price-quality tier, as well as from brands in the tier
below. Their results also imply that there is a larger effect on unit sales of
special in-store than from newspaper feature advertising. These results are also
supported by Swedish scanner data on detergents (Blon1qvist, 1988). Significant
effects were found from price deals, display and coupons. Newspaper
advertising was not significantly effective, which is an intriguing result as
detergent price deals are assumed by the trade in Sweden to cause store traffic.

Chevalier (1975-76) studied substitution patterns when one item in the
product group was on display. In the week of the promotion there was a slight
drop in sales of other sizes of the same brand and for competing brands, but
most of the increase was additional sales.

Experimenting with four products - soap, apple juice, rice and frozen pie
shells - (Wilkinson et aI, 1981, 1982) gave very interesting results. Treatments
were three different levels of price, three different levels of display and
advertising/no ad. Changes in price and display were significantly effective in
all cases. The effect of special display was impressive for all products, leading
to between 90 and 270 per cent increase in sales. Advertising worked for only
one of the products, rice, where sales increased by 24 per cent.

Perception ofprice-deals
A large number of visits to the store did not result in purchase of any of the
promoted products (Julander, 1989). More than half of the shoppers were
unaware that they had selected an item that was selling at a reduced price. Less
than half of the shoppers could recall the price of the item they had just placed
in their shopping basket, and only a small minority of those who bought a
product on special knew both its price and the amount of the price reduction
(Dickson & Sawyer, 1990). Another study found that promotion made the
selection of the promoted brand more likely (Inman et aI, 1990).

Consumers' response to price discounts for ground coffee has been studied
by Lattin & Bucklin (1989). Their results show that consumers relate an activity
to what their expectations of an activity on that kind of product is. The
consumer has in his mind a reference price discount that is used to evaluate the
activity in focus. The highest response is then assumed to be received when the
consumer has not been exposed to a discount in the category before.

Another study (Krishna, Currim & Shoemaker, 1991) found that there is
great awareness of deal frequency among consumers. There is also a tendency
to underestimate frequency for products with high frequency and overestimate
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for products with low promotion frequency. These results were for soft drinks,
ice cream, paper towels and potato chips. Krishna (1991) found in a Manhattan
study that tl1e price the consumers were willing to pay for a brand was
correlated more highly with perceived deal frequency than with actual deal
frequency. When a brand was dealt more regularly (vs randomly) the perception
of deal frequency was more accurate.

Categories with differing response
A different perspective is used in a recent study of category structure and
promotional activity (Fader & Lodish, 1990). With scanner data for 331 product
categories and 20 000 panel households in 12 markets their aim has been to find
out what retailers, mantlfacturers and consumers actually do. They find patterns
of promotional behavior by using cluster analysis and identify groups of
product categories that are treated in the same way but where the clusters differ
from each other. The authors mean that many of the earlier studies have used
few products, due to data availability, and that they do not show the whole
spectrum of market behavior. Their analysis is extended by using structural
variables for the same product categories and they find that the most important
variables in explaining category purchasing is household penetration and
purchase frequency.

In order to understand why different product groups have different
promotion sensitivity Julander (1984) suggests some dimensions for
classification of product groups. The suggested dimensions are characteristics
of the products and Julander suggests storability, purchase frequency and
impulse consumption attractivity. These dimensions should be seen as a way to
make structured analyzes of effects of weekly advertising schemes. Consumers'
response to promotions is assumed to be related to how the products are
perceived along these dimensions.

Storability has changed over the years with more freezers in the homes, as
well as n10re frozen products offered and other production techniques that have
made products more easy to store.

By purchase frequency is meant how often the category is part of the
shopping for groceries. High frequency means products that are part of the basic
supplies, and thereby something that should be of more interest to the consumer
to buy at a reduced price.

Products with a higl1 degree of impulse consumption attractivity are
products that tempt the consumer to more consumption just because they are
available, this can for many households be exemplified by ice cream, candy and
snacks.

The assumptions are that products with low purchase frequency are such
that they need to be supported by special display in order to be perceived by the
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consumers. Otherwise it is very likely that those consumers who would have
bought the product anyway buy it at reduced price. The more storable a product
is, the more likely that a higher volume can be purchased at deal price without a
following increase in consumption. For products with lower storability,
purchased on deal, consumption must increase until expiration date. For
products with higher impulse consumption attractivity a price deal can be what
brings down the consumers barriers to purchase, and for these products
consumption is likely to increase.

Under the assumption that the consumer is rational and learns from
experience, she will learn the promotion schemes for different product
categories that are of interest to her (Persson, 1990). Promotion frequency is
therefore added to the three above-mentioned dimensions.

In a small experimental study (Jansson, 1988) Julander's dimensions were
tested. They were found to be useful as a base to start analyses from. However
questions were raised about what the role of advertising is, and if dinner
planning is made after studying the advertisement. The results also show
increased sales for market leaders of certain categories that are on can1paign,
even when these market leaders are not included in the activity. Does this mean
that the campaign just serves as a reminder of the product group and that the
consumer is brand loyal?

3.3 Summary

As shown above many studies have concerned the effects of promotions. Many
different questions have been discussed in those studies, but few attempts have
been made to go into the issue of identifying coherent patterns of effects of
promotions.

The empirical data used in many studies have been for non-food
convenience products. The market for coffee has also been the focus of much
research, probably due to data availability. Data-collection is both complicated
and time-consuming, which might have served as a restriction and made usage
of available data-sets more tempting.

Much of the research has used a brand-manager perspective, and very little
takes the consumer's situation into account.
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4 A PROPOSED MODEL OF EFFECTS OF PROMOTIONS

In this chapter the theoretical framework concerning the consumer is tied
together with the consumers situation and related to the expected effects of
promotions. This will form the background for the empirical testing that is
presented in chapter six.

Starting from the consumers situation we are well aware of the major
constraints in budget and time. This leads to a balancing act between obtaining
most value for money and not spending too much time searching for it.

From the theoretical framework on consumer decision making we learn
that it is useful to distinguish between the type of problem being solved. The
type of problem can then explain how information is processed. The type of
problem can also tell us which type of information is processed. The terms used
here when problem solving is discussed are those from Howard (1989) related
in chapter three.

Studying feature advertising in the daily newspaper shows that most
advertisements contain a large nun1ber of products, and processing all of these
would of course be quite time consuming. This should also be seen in the whole
context of the daily newspaper and the circumstances under which it is read.
The total number of points of information in the daily newspaper is impressive,
and includes not just one but several advertisements apart from everything else
that is competing to attract the reader's attention.

Attention is assumed to be higher when the problem to be solved is
perceived as more important. Many of the grocery purchases made by
consumers are routine purchases. For example when the household has almost
run out of something and repurchases without searching for external
infoffi1ation. This refers to the type of products that are basic in the sense that
households want to have them available most of the time.

For the kind of products that are included in this routine purchasing
behavior in-store activities can serve as reminders and get the consumers to
repurchase at an earlier stage than they would have done otherwise. For these
products low effects of feature advertising are expected as consumers are not
expected to search external information beforehand.

In many cases grocery purchasing is not just the purchasing of groceries 
it involves solving different problems, like feeding hungry kids. Some of these
problems concern us at a higher level of involvement, one example is the
problem of what to serve for dinner. For most households this problem occurs
frequently and by deciding the main ingredient the rest is, so to speak, given.
The process of searching for the main ingredient(s) is thereby expected to be
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one of active information processing, and one where feature advertising should
have effect. In Howards terms we call this limitedproblem solving.

The expected effects of advertising could then be related to what kind of
problems the product category can help to solve for the consumer. More
important problems, extensive or limited problem solving, lead to external
search for information and feature advertising, as well as in-store activities, are
expected to lead to increases in volume sold. Routine problem solving on the
other hand leads to internal information search and in-store promotional
activities have affect sales by reminding the consumers of the category.

The division of reasons for grocery purchasing into different kinds of
problem-solving as is suggested above, is not thought to be strict in form. It is
expected to vary, over situation and over consumer. The same consumer will
react differently when circumstances are different, even if both promotion and
product are exactly the same. Overall, on an aggregate level it is still possible
for us to identify patterns of consumer behavior \vhere individual differences
even out.

The problem solving dimension discussed above is suggested as a way to
understand why certain products receive higher sales effects from participating
in feature advertising than others do. To discuss the magnitude of the effect
Julander's dimensions can be helpful. Storability, purchase frequency and
impulse consumption attractivity are all expected to effect how much is bought
when a category is promoted. The same is also true for promotion frequency
(Persson, 1989). The magnitude of the effect is expected to be higher when
storability is higher, as it is easier for the consumer to store the products at
home. The same effect, higher magnitude, is also expected for products with
higher impulse consumption attractivity. Higher purchase frequency is expected
to give higher magnitude of effect (but might temporarily, for the period after
promotion, lead to reduced purchase frequency).

Promotion frequency should be interpreted as the consumers expectations
of promotion frequency. If a category is expected to be promoted frequently the
expected effect is probably lower as the consumer expects to be able to
purchase the category on promotion within short. If the promotion frequency is
perceived as low, or lnaybe even irregular, the magnitude of the effect is
expected to be higher, as the consumer is not expecting to be able to purchase
this category on promotion within a certain period of time.

To these dimensions I would like to add expenditure. What is the cost of
the product? If it is perceived to be high, the magnitude of the effect can be
expected to be higher, as the price reduction is perceived as more valuable to
the consumer.

Another way to classify products can be to distinguish between food
products and non-food products. The reasoning is then that edible products are
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involved in meal-planning and thereby are objects of much more active
information search. This leads, however, back to the issue of the different types
of problems that need to be solved and that use different kinds of information
processing in search for satisfactory solutions.

So, to summarize the consumer is expected to engage in grocery
purchasing as extensive, limited or routine problem solving.

When extensive or limited problem solving, active search for information
takes place, feature advertising lead to higher increases in volume sold as the
consumer is planning purchases beforehand. In-store promotional activities are
likely to serve as reminders and have effects for products that can help to solve
these problems as well.

When a routine, or uncomplicated, problem is being solved, information is
mostly searched internally and feature advertising is likely not to be observed,
but in-store promotional activities can serve as reminders and thereby increase
sales.

As another way to sum up what is suggested in this chapter, expectations
of differing effects of promotions are stated under three headings:

Type ofproblem
Feature advertising is more likely to be used in information search and
processing when the consumer tries to solve problems of extensive or limited
character. Products that can help in solving those problems are therefore much
more likely to receive increases in sales from participation in feature
advertising.

Products that can help solving such problems are also expected to receive
sales increases from in-store promotions, as many consumers are expected to
use the store as a source to search information from.

For products that are basic in the household, products that can serve as
solutions to routine problems, out-of-store promotions are less likely to lead to
sales increases. In-store activities, on the other hand, are expected to lead to
increases in sales, as they serve as reminders for the consumer when in the
store.

Type ofpromotion
Many purchase decisions are made by consumers when they are in the store.
Promotions in-store serve as reminders, of the category, and give high impact
on sales for most products. In-store promotions are expected to lead to higher
increases in volume sold than out-of-store promotions.
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Type ofproduct
Edible products are part of the meal-planning, which should make them more
important to the household. Food products are thus expected to receive higher
effects of promotions on volume sold than non-food products do.

The magnitude of effect of promotion is assumed to be related to
con1binations of certain product characteristics:

Higher storability, higher impulse consumption attractivity and higher
purchase frequency are all expected to lead to a higher effect on sales. Higher
promotion frequency is expected to give lower effect on sales, as the consumers
are used to promotions in the category and can plan purchases also with
reference to promotion frequency.

These expectations of effects will be tested by looking at actual sales,
ul1der different promotional conditions, for products that are judged as more
prone to respond to promotions and products less prone to respond.

The chosen products, and how they relate to the presented expectations,
are introduced in chapter five. In chapter six the effects are analyzed, using
different methods, and compared to expectations thereof. Chapter seven
discusses the results and to what extent expectations and data match.
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5 DESIGN OF THE STUDY

This chapter presents how data were collected and discusses sources of error
and other quality aspects. Analytical methods are presented and discussed. The
final part is a presentation of the products chosen for analysis and how they are
assumed to relate to the model proposed in chapter four.

5.1 The dataset

Data Collection
The data have been collected since 1987 by the Foundation for Distribution
Research and consists of check-out scanner data from one store in the ICA
chain. The store is wellkept, situated in suburbia, south of Stockholm, with
yearly sales of SEK 90 Million. Collection of data started in March 1987, and
has been continued on a weekly basis. The first 32 weeks were a trial period
with focus on four product groups; soups, snacks, detergent and soap. Since
week 41 (October) in 1987 we have been collecting information on the whole
everyday commodity assortment, excluding specialty items like kitchenware
and flowers.

The collected data are generated from several sources. The store's internal
computer system generates, weekly and by item, information on total volume
sold, total amount paid, price charged, if the price is regular or sale price. If the
price is a deal price we also have a note of the regular price, and for each
product there is a description of the product. Information is also available on
what the price paid for the product by the retailer is, but we have found this to
be unreliable and therefore hesitate to use it. It can be used as an estimation of
markup, but many times other deals in the trade affect price paid.

From the cash register and price files we get data on when an item is on
deal, and both deal price and regular price. Apart from that, we collect the
chain's feature advertising, leaflets and the store's advertising, when occurring.
Every week a visit is paid to the store to register those items on display. Display
is in this case defined as itenls that are found on another place in the store than
their regular shelf space. First this was done by writing the EAN-number by
hand on a paper and later punching it into a computer. We now have access to a
handscanner that is meant to be used for ordering and price inventory. The
handscanner is used for registering of display and feature advertising. Routines
for data collection became much simplified when we started using the
handscanner. The risk of writing and punching errors has also been eliminated
as data from the handscanner is feeded directly into the computer.
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The items in the advertisements are coded with EAN-numbers and used to
be punched into the database. The handscanner is now used to scan codes from
materials that is received weekly and that contains codes of all pron10ted
products in the Stockholm area.

Quality and research potential
What we end up with is a unique database of good quality, where, for each item,
it is known, for each week how much was sold and under what promotional
circumstances. Aggregations make it possible to see what happens over a period
of time, over a campaign cycle, to the brand, to the product group, or whatever
one could be interested in. Our policy has been to keep the database on an item
level even though it is quite byte-consuming. This, however, gives us the
possibility to aggregate on many different levels. The database has been used
for research purposes and in teaching. Different uses and users put different
demands on data.

Scanner data of longer time series mean a wealth of potential information
for the researcher. Compared to many other forms of data on consumer
behavior, scanner data has the advantage of being unobtrusive. The researcher
cannot influence consumer behavior when collecting data. The researcher's
influence in this case is in how products to analyze are chosen.

It should be remembered that if time-series get too long consumer behavior
might be changing and it is therefore wise to check ifpatterns change over time.
One good way to use time-series data to check models is to specify models on
part of the data and use it for prediction of the rest. If the prediction is good,
behavior seems to be the same, otherwise changed behavior might be a reason
for a misfit of the predicted model.

For some product groups it has been complicated to collect data. Fresh
bread is one example. Bread is baked and delivered on a daily basis and the
display also changes every day. To get good quality data on bread, display and
sales should be measured daily. As this has not been possible for us, data on
promotions for bread are not included in the database.

The best quality data are on items that are not price marked at all. With
these items the cashiers do not have the option to register the price manually,
but are forced to scan the products. Some product groups are problematic in this
sense, which is a reason for us not to use these in our analyses, or at least to
handle them with extreme care. Fresh bread as mentioned above, deli and
manual cheese are examples of this.

The price register of the store contains approximately eleven thousand
items, not all of them actually for sale in the store. Every week five hundred to
seven hundred items are sold with price reduction. The number of items in the
register increases every week, mostly because many new products are entering
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the market, but also because the register is not always reduced when products
disappear from the shelves (see appendix 2).

Sources oferror
Potential sources of error in the data exist. When a product is read in the check
out the price from the files will be the price paid. What might be a problem is
when the price is on the item and the cashiers have an option to punch the price
directly into the system just noting a category number that tells if it is fish or
meat or dairy. If the cashiers experience problems when scanning a code on a
product they are more likely to punch the price next time, if they know it,
instead of trying to scan the code with impatient customers standing in line.

Some packages are problematic, for example frozen products, if icy, as
well as fresh bread, if steamy. Candy and beverages are other groups that can be
difficult, as are all packages that do not have a really smooth surface.
Sometimes the suppliers change codes or have several codes for the same
product depending on which country it has been produced in. With respect to
displays our handscanner reads the same code that the cashiers do, which makes
this collection of good quality. Coupons is an area that might be easier to handle
in the future with more technological development. Today the cashiers receive
the coupons together with payment and just register a sum for the coupons. That
makes it impossible to know which coupons have been used, and to relate fully
to the consumers situation. We have however information on which coupon
campaigns that have been running in wllich media at what period of time. This
makes it possible for us to, when an unexplained variation in sales is found,
check for the possible occurrence of a coupon.

The store chain sometimes issue their own coupons, and mostly for
products with high penetration. These coupons offer specially good discounts,
and we have been able to collect and register them.

Data from one store
One question that needs to be discussed is to what extent the results from this
study are generalizable. The store used is not chosen to be representative. If the
purpose had been to draw conclusions for how the Swedish population reacts to
feature advertising the question of how many stores and which stores to sample
would be a very complicated one. The generalizability in this study lies in the
approach chosen.

Each store is an actor in its own marketplace with a particular
environment. This environment consists of consumers and competition. The
store is adapted to its environment, and all stores do not look the same or offer
the same mix of products and services. The demographic profiles of the
consumers differ, as does the competition in the area and infra-structure and
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means of communication which effects which stores should be regarded as
competitors.

This makes sampling of stores a very complex issue, as the comparison of
the stores is a difficult matter when above mentioned dimensions are included.
The issue of sampling is easier solved if just variables such as size and sales of
store plus income distribution and average household size in the area are
considered. When all the other factors are considered the problem is not so
easily managed. Another obstacle is that not all stores have scanner check-outs.

On the other hand, we can of course question if there should be
expectations of great differences among consumers. Do we really think that the
behavior of consumers in one area, with one type of market place, differ so
much fron1 consumers in other areas? There might of course be differences in
what type of products are served for dinner, but the type of behavior per se
might actually not differ so much.

Another approach in studies like this, is to design experiments to test
behavior. We lack for example, in this study, display for all categories. On the
other hand, this is because manufacturers and retailers normally do not display
these products. The findings of this study show how consumers normally react
to what they normally face.

To be more specific about the aims of this project, it was never intended to
identify patterns of behavior that could be accepted as general truths. The
methods and data that we use give great insight into local patterns and the
strenght of the data, apart from the good quality, is how well disaggregate
behavior is shown. Upon aggregating and adding stores the variation that is
store specific is not regarded in the same way, and for the retailer it might be
the most important result.

More data collection
The next step in data collection is to collect receipts, which we are also doing in
the same store since August 1991. The receipt can inform us of the
combinations of products that the consumer demanded, and which day and
time. These data are absolutely unpersonal, we do not know who the consumer
is. However, this kind of data, together with the weekly sales data that are
described above, should be an excellent tool in our striving to understand the
consumers, and possibly identify different consumer types. The collection of
receipts does not mean that we have given up on weekly sales data, it still
continues with a weekly visit to the store to register products on display.
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5.2 Method

For quantitative data such as those described above different statistical methods
are useful analytical tools. Three different analytical methods are used:
averages, multiple regressions and PLS (Partial Least Square).

The database contains time series for each product for 150 - 200 weeks.
With this much data there are in many cases high enough frequencies of
different promotional activities to use averages to study effects. Such
descriptive data contribute to a good and intuitive understanding of the dataset.
This is a good way for the researcher to get a feeling for what data look like.
Averages are included also to show practitioners how much information can be
found in data, even by using relatively simple methods that are easily
understood. Disadvantages are mostly concerned with the low sensitivity of
averages to variations in data. Two sets of data can give exactly the same means
even if included series of data are totally different. Standard deviations from the
n1ean are then a way to see if the series differ.

On basis of the averages and with knowledge of how products differ along
the dimensions described earlier, it is possible to compare effects of different
combinations of pron10tions.

To reach a deeper understanding for some group of products multiple
regression analysis is used to estimate the impact of different promotions on
volume sold in selected product groups. In multiple regression analysis
multivariate (linear) direct effects of a set of explanatory variables on one
dependent variable is analyzed.

Tl1e assun1ptions behind regression analysis (Lewis-Beck, 1980) can be
presented in three main groups;

1. No specification error
2. No measurement error
3. Assumptions of the error-term

a) zero mean
b) homoskedasticity
c) no autocorrelation
d) the error term should be uncorrelated to the independent variables
e) normality

Regression analyses would probably not be used very much if all of these
assumptions were rigorously followed. They must however be remembered
when the results from the regression models are used in interpretations of how
consumers react.

For comparison of some of the regression results and to give a clearer
picture of the causalities involved PLS (Partial Least Square) analysis (version
1.8) was used for a few of the product groups. This gives us possibility to see
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the causal connection between pronl0tion and effect in sales on different levels
and dimensions of analyses. Fomell (1987) includes this in the "second
generation multivariate nlethods". The important features ofPLS (sometimes in
comparison with LISREL) have been described by Davidsson:

"1. As the name says, it is a Least Squares(LS) technique. LISREL, on the
other hand, applies Maximum Likelihood (ML) estimation (although least
squares options are available).
2. The method is very general and embodies several earlier LS methods
such as Regression, Principal Component, and Canonical Correlation as
special cases.
3. Like LISREL, the method is applicable to analysis of causal systems of
variables that are measured directly (manifest variables, MV's) or indirectly
with a number ofdirectly measured indicators (latent variables, LV's).
4. LV's in PLS are linear combinations oftheir indicators (like in principal
component analysis). LV's in LISREL are not defined by their indicators
(like in MLfactor analysis).
5. Indicators of LV's in PLS are of two types. Reflective and Formative
(explained below). In LISREL only reflective indicators of LV's are
permitted
6. The estimation procedure optimizes the explanation of specified
variances. LISREL, on the other hand, aims at explaining all covariances
among the variables included in the model.
7. The technique thus is prediction-oriented, i. e. optimal prediction - not
optimal parameter accuracy - is the goal. ML-techniques are parameter
oriented and cannot at the same time achieve optimal prediction in the LS
sense. PLS estimates are consistent-at-large, i. e. approach consistency as
sample size and number ofindicators ofa LV increase.
8. LISREL can handle (small) non-recursive systems. Bi-directional
causality is not permitted in current versions ofPLS.
9. PLS can be applied to large models and small samples. LISREL
estimation requires large samples and becomes intractable ifthe number of
variables and structural relations is large.
10. PLS can be used with correlational data or raw data. If raw data are
used, the results can be tracked back to effects in term of units on the
original scale (unlike LISREL, since LISREL LV's are not defined by the
indicators).
11. In PLS, only very mild assumptions are made. The method is
"distribution-free" and "independence-free ". LISREL makes strong
distributional assumptions.

12. PLS models can be evaluated by examination of R2 measures for
endogenous variables and the size ofpath coefficients, regression weights,
loadings, and (certain) residuals. Over-all measures like average
communality etc. can also be used. With raw data, jack-knife standard
errors of coefficients and Stone-Geisser's over-all test of predictive
relevance can be used As is the case with LISREL, however, good and
simple criteria for model acceptance or rejection do not exist.
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13. Unlike LISREL, parameter estimates outside the admissible parameter
space do not occur in PLS analysis. "

(Davidson, 1989, pp. 60-61)
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Figure 5.1 The relation between empirical and theoretical variables.

Fomell (1987) describes the relationship between empirical and theoretical
variables. The analyst has to decide how the theoretical constructs should be
measured.

Reflective indicators (a in figure 5.1) suggest that one or more underlying
unobservables "cause" the observables. A marketing example might be
consumer attitude and personality, which are unobservable and typically
considered underlying causes of overt behavior or of measured scores on
attitude and personality scales.

If on the other hand formative indicators (b in figure 5.1) are used, the
unobservables are conceived of as effects rather than as causes. The example
given from marketing is how "marketing mix" as an abstract construct is
composed of observables such as price, number of retail outlets, advertising
expenditure and so forth.

The third kind of relationships is symnletric (c in figure 5.1) where there
are no assumptions of causality or directionality.

Loadings and weights are important in PLS-analysis in interpreting the
relations between latent and manifest variables. Loadings for each manifest
variable approximately equals the correlation between the manifest variable and
the latent variable.

MVi = li*LV+ei
LV = I(Wi*MVi)
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where LV = Latent Variable
MVi = Manifest Variable i
Ii = loading for manifest variable i
Wi = weight for manifest variable i
ei = residual

Davidsson (1989) discusses how the PLS-model can be evaluated. A
"strong" PLS-n10del is characterized by high explanatory power, small residual
correlations within the causal systems, exclusion of many of the possible
structural relations (since model fit is trivial if no relations are excluded), and
high loadings which makes interpretation of the LV's easy. Note that while
weight, not loadings, are model parameters for formative LV's the loadings can
still be used for interpretation of the LV. This is in1portant if the indicators are
multicollinear, as the regressions' weights are unreliable in such situations.

5.3 Description of products chosen

The following list of products were selected from the empirical data for
analysis. These products are chosen with several criteria in mind. One was to
have a list of products that is representative as solutions to the different types of
problems mentioned earlier. The products are also expected to vary on the
dimensions (storability, impulse consumption attractivity, purchase frequency
and promotion frequency) discussed earlier. Another criterion is that the data
quality should be as good as possible. This selection will hopefully be a better
representation of what kind of decisions the consumer faces over a period of
time, instead of as many of the earlier studies that use one product, or products
with similar characteristics.

This should be the best possible mix of interesting products and good data
quality. Each category is selected to represent itself as well as to add to the
diversity in the total sample. There are other products that would preferably
have been included for theoretical reasons, but where quality of data acted as a
hindrance. All fresh meat products are examples of this.

First comes a description of the products, starting with the ones that are
food and might be included as main products on a dinner table.

Falukorv is a typical and traditional dish on a Swedish weekday dinner
table. It is a lightly smoked and boiled sausage, which is mostly sold prepacked,
and it is bought in pieces, not in number of sausages. Most kids like it and it can
be prepared quickly.

Prinskorv is a small sausage, often served fried, also very popular with
children. It is served for lunch or dinner, and can be combined with eggs for a
bigger breakfast.
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Bacon doesn't need too much of a presentation. In Sweden it is mostly
sold prepacked and a Danish supplier has the largest market share. Newer types
with lower fat rate have entered the market in recent years.

Pasta is wellknown, easy to store and with short preparation time. This
category includes spaghetti, macaroni, tortellini, etc. Some products are more
likely to be served to guests than others, but there are probably many people
among the elders that would never consider pasta as something to serve to a
houseguest.

Frozen potatoes include french fries and other prepared kinds. These need
time for defrosting and frying or oven time. This category contains products
that can be bought for holiday meals and that can be served to guests.

The presentation continues with products that are not included as solutions
to the dinner problem.

The next categories have lower storability than many of the others.
Yogurt, in the dairy group, is a quickly expanding assortment. Number of

brands has increased, and each brand offers a variety of flavors and sizes. Light
products is a growing sub-category. Yogurt is served for breakfast, lunch and
dinner, as well as between meals. Prices vary depending on content. Products
are marked with last consumption date which is one to two weeks ahead.

Bananas and kiwis are chosen partly because very few studies use any
perishables. Pricing of these products vary and the product is not the same all
the time. Size and country of origin as well as supply is changing and
influencing prices. Bananas are something that we are used to in Sweden, while
kiwi is a more recently introduced fruit and still has a slightly exotic touch to it.

A few more edible categories have been chosen, where storability is a lot
higher.

Coffee, where only regular ground coffee has been selected for analysis, is
a classic product in studies like this. Coffee is a heavily promoted category in
Sweden, and has high household penetration. Coffee sales are to a large extent
made with price reduction. Several studies show that 70-80% of sales are made
at deal price. Almost every week of the year consumers can find coffee on sale,
and brands are pronloted on regular bases. It seems likely that consumers learn
the schedules and can be brand loyal even though buying almost all coffee on
sale. The consumers can plan their purchases and buy enough to keep them
provided until next campaign period. Some major brands with large market
share dominate the market. Two manufacturers have two brands each, directed
at different segments. Average consumption per person and year has lately been
9 kilos, which is a reduction by almost 2 kilos from 1970 (Konsumtion i
forandring, 1991).

Mustard and catsup are separate groups in the analyses, but are otherwise
treated together on many occasions. The catsup-category also includes chili-
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sauce. Mustard has a Christmas season that catsup is not part of. The assortment
on this shelf increases with additional products that are merely new spice
variations of the old products. This is particularly visible an10ng the catsup
products.

The next category is chosen as it is particularly representative of impulse
consumption attractivity, but impulse consumption could also be true for
example for fresh fruit.

The number of products in the snack group is constantly increasing.
Peanuts and chips are the main subcategories, and there are two main suppliers
in this group. New tastes, roasts and lighter products add to the number of items
in the assortment. Special for this group is that much of regular display is not
done on the store's shelves. The boxes from the manufacturers are used as
regular display, and adds to making regular look special.

The two non-food products, soap and toothpaste, are similar on many
dimensions which might help in interpretation of the results. Both soap and
toothpaste are items that most of us want to have at home, they represent small
outlays and therefore can be bought in larger quantities to last a longer period.

The following part discusses how the selected products are related to the
model proposed in chapter four and what kind of effects that are expected for
out-of-store and in-store promotional activities when the products are divided
along different dimensions.

Type ofproblem
Some of the product categories are chosen to be examples of products that can
help to solve limitedproblems. These are:

Falukorv
Prinskorv
Bacon
Pasta
Frozen potatoes
Yogurt
Banana
Kiwi

The first five represent products that can be purchased as part of a solution
to the dinner-problem. Yogurt, as well, but yogurt can also be consumed at
breakfast, lunch or as a snack. Fruit is consun1ed with high frequency, and
considering the low storability, purchases of fruit occur often.

The other products in the dataset are classified as solutions to routine
problems.
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Type ofpromotion
Out-of-store promotions are expected to lead to increases in volume sold for
products that are possible solutions to the dinner-problem, and for products with
high purchase frequency, as they are often part of problem solving for the
consumer. In-store promotions are expected to lead to higher increases in
volume sold, than out-of-store promotions, for all categories in this sample.

Type ofproduct
Kiwi, bananas and yogurt are products that are low on storability, they should
be consumed within a limited period of time after purchase. This could also be
said about falukorv, prinskorv and bacon, if not frozen. All other products are
easily storable. Coffee is high on promotion frequency, followed by falukorv
and fruit. Snacks and fresh fruit rate high on impulse consumption attractivity.
Falukorv, prinskorv and yogurt are possible to snack and eat without
preparation, why they are assigned medium impulse consumption attractivity in
relation to the other categories in the sample. The level of expenditure is not
very varied among the selected products, why this dimension can not be tested
in tl1is dataset.

In table 5.1 the expectations of relative effects of out-of-store and in-store
promotions for the chosen product categories are presented. Effects are
expected to be low, high or medium. Only in-store promotions have been
expected to receive high effects in the table. The table also shows whether the
product categories are food or non-food and what type of problen1s each
category is expected to help solving. It also contains a schematic classification
of how the categories vary on relative storability, impulse consumption
attractivity, purchase frequency and promotion frequency. The classifications
are subjective when relative storability, impulse consumption attractivity and
purchase frequency are concerned. This is also true, of course, for type of
problem. Promotion frequency is estimated from the database by using share of
volume sold when promoted for each category. The products are also ranked
after how high the share of volume sold on promotion has beel1. The division
into food and non-food products is uncomplicated.

The two columns to the far right of the table should be regarded as
weighted summaries of how the products are classified along the other
dimensions in the table.

Each products classification along the different dimensions - as food or
non-food, limited or routine problem solving, relative impulse consumption
attractivity, purchase and pron10tion frequency - lead to an expected overall
effect of out-of-store and in-store promotions for that product.

Some dimensions, such as problem to solve, storability and purchase
frequency, are considered as being of higher importance.
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Table 5.1: Summary of expectations on effects of promotions and how the chosen product categories vary on
different characteristics.

Expected effects
of promotions

Relative Relative
Product Food or Problem Relative impulse purchase Promotion* Out-of In-
Category non- to solve storability cons.attr. frequency frequency store store

Falukorv FOOD Limited Low Med Low #2 (54%) Med Med
Prinskorv FOOD Limited Low Med Low #5 (34%) Med Med
Bacon FOOD Limited Low Low Low #5 (34%) Med Med
Pasta FOOD Limited High Low Low # 12 (20%) Med High
Fr Potato FOOD Limited High Low Low #9 (24%) Med High
Yogurt FOOD Limited Low Med High # 14 (11%) Med High
Banana FOOD Limited Low High High #4 (36%) Med Med
Kiwi FOOD Limited Low High High #3 (39%) Med Med
Coffee FOOD Routine High Low High # 1 (74%) Med High
Mustard FOOD Routine High Low Low #9 (24%) Low High
Catsup FOOD Routine High Low Low #7 (30%) Low High
Snacks FOOD Routine High High Low # 12 (20%) Low High
Soap NON- Routine High Low Low #8 (25%) Low High
Toothpaste NON- Routine High Low Low # 11 (22%) Low High

*Promotion frequency is measured by share of the
volume sold on promotion in the category. Ranks
and share are noted for each category



6 RESULTS

This chapter presents results from the analyses. The structure of the presentation
is similar to how expectations of effects were summarized in chapter four. Table
5.1 will also be referred to, as it contains the translation of the theoretical
concepts of problem solving, etc into the products chosen.

The aspect of the type of problem is first discussed to see if that is a way to
identify different effects of promotions. It is followed by a discussion of the
type of promotions, out-of-store vs in-store. Tl1e third part is related to the
dimensions referred to earlier and discusses if patterns are identifiable. The first
three parts use data from descriptive analyses and from regressions whilst the
fourth part discusses the value of these methods, and different levels of
analysis. In the final part results from PLS-analyses are presented for a few
categories.

A presentation of each of the analyzed categories is placed in appendix 3
to facilitate the reading of this chapter. The brief description of the n1arket for
each category includes number of brands, total volume sold etc.

Sales results are measured in volume sold (litres and kilos). The reason is
that it is easily comparable. From a consumer's viewpoint the sense of
satisfaction that products in a category give is better illustrated by volume sold
than for example by sales in SEK or number of items sold.

All the calculations presented in the first parts use an index of volume
sold, volix, where, for each product, each week's volume sold is related to
average volume sold for that product under the no promotion condition. This
index makes comparisons between products possible even though their market
shares might differ very much. The models are therefore not driven by market
share. The technique of using sales when not promoted as baseline means that
products that are only sold on promotion are excluded from the analysis. This is
however not frequent and has only occurred in a few of the selected product
categories.

The first regression model used is:

VOLIXit = a + PI *PRlXit + P2*DISPit +

P3*FEATit + P4*COUPit +Eit

(Equation 1)

VOLIXit is a volume index for product i in week 1. Each products volume
sold per week is divided by average volume sold of that product when the
product is unpromoted.

PRIXit is a price index for product i in week 1. It mirrors the size of a
possible price reduction. When price is regular PRIX is 100. If for example
price is reduced by 15 per cent PRIX is 85.
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DISPit shows display for product i in week t. It is coded as 1 when the
product is displayed in another area in the store than just regular shelf space,
otherwise coded as O.

FEATit shows feature advertising for product i in week t. It is coded as 1

when the product participates in feature advertising, otherwise it is coded as O.
COUPit shows if there exists a coupon for product i in week t. It is coded

as 1 when a store chain coupon campaign is running for the product, otherwise
as O.

Promotions are often done as combinations of activities, for example
display and advertising at the same time. This leads to multicollinearity among
the independent variables and is the reason for testing another version of the
model for some products. There still exists multicollinearity between the price
index and the other promotional variables as price reduction is common in
combination with display and/or feature advertising. Few occurrences of each
mutually exclusive promotional combination makes further recoding hazardous.
The variables for display and feature advertising are in this case recoded, and a
new independent variable is added:

VOLIXit = a + ~1*PRIXit + P2*DISP-ONLYit +

P3*FEAT-ONLYit + P4*COUPit +
~5*DISP & FEATit + Cit

(Equation 2)

DISP-ONLYit is coded as 1 when the product is on special display but not

in advertising, otherwise coded as O.
FEAT-ONLYit is coded as 1 when the product participates in feature

advertising but is not on special display, otherwise coded as O.
DISP & FEATit is coded as 1 when the product participates in feature

advertising and is on display, otherwise coded as O.
Level of significance is in all regression models set to 5 per cent. Most

coefficients are however significant at the 0.000 level. All regression
coefficients presented in tables are standardized b. Non-significant coefficients
are notated with n.s., and a blank space indicates that this type of promotion has
not been included in the model.

6.1 Type of problem

From chapter four we quote:
"Feature advertising is more likely to be used in information search and

processing when the consumer tries to solve problems of extensive or limited
character. Products that can help in solving those problems are therefore much
n10re likely to receive increases in sales from participation in feature
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advertising. Products that can help solving such problems are also expected to
receive sales increases from in-store promotions, as many consumers are
expected to use the store as a source to search information from.

For products that are basic in the household, products that can serve as
solutions to routine problems, out-of-store promotions are less likely to lead to
sales increases. In-store activities, on the other hand, are expected to lead to
increases in sales, as they serve as reminders for the consumer when in the
store."

From table 5.1 we know which products were chosen as example of
products that can help to solve limited problems. In table 6.1 they are the eight
categories presented above the line. Those products that are presented below the
line are assumed to be examples of products that can serve as solutions to
routine problems.

In this table no regard is taken to the other dimensions and varying
characteristics presented in table 5.1. They will be discussed later in this
chapter, under appropriate headings. Table 6.1 contains average volix for each
product category under varying and mutually exclusive promotional
combinations. The table shows that all promotional combinations have not
occurred for all categories. Results from regression analysis will be presented
later.

Product None Deal Disp Ad DeaVDisp DeaVAd DeaVDisp/Ad
Falukorv 1000 4071 3400 3914
Prinskorv 1000 2406 2358
Bacon 1000 5724 2411
Pasta 1000 1954 3227 4620 2478 4784
Fr potato 1000 3112 1074 3865 2781 1832
Yogurt 1000 4137 8196 1565 8816 3841
Bananas 1000 1070 884 1361 1360
Kiwi 1000 1192 2007 2010
Coffee 1000 4953 6330 2515 15460 8319 13040
Mustard 1000 5134 3647 5532 1857 9511
Catsup 1000 3319 6887 8129 2647 8940
Snacks 1000 2042 2274 1403 4393 1805 2677
Soap 1000 2004 2632 1543 3566 2422 7681
Toothpaste 1000 2759 2833 1256 6074 1831 4398

Table 6.1. Average volixfor the chosen product categories under different,mutually exclusive,
promotional conditions. Volix 1000 represents average volume sold under no promotion.
Deal, Disp and Ad respectively show average volix when the category is price reduced, on
display or in feature advertising. Deal/Disp shows average volix when the category is price
reduced and on display. Deal/Ad shows average volix when the category is price reduced and
infeature advertising. Deal/Disp/Ad shows average volix when the category is price reduced,
on display and in feature advertising.
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Feature advertising was expected to lead to higher increases in volume
sold for the products above the line, as they are assumed to be examples of
products that can help in solving limited problems.

Feature advertising by itself, Ad, has occurred in half of the categories
above the line. Volume sold for those is a little higher, when advertised, than
when ul1promoted. The highest result is found for kiwifruit, that doubles its
sales.

When feature advertising is combined with price reduction higher
increases in volume sold occurs for all categories except the fruits. Volix for
price reduction only, Deal, is compared to volix for price reduction and feature
advertising, Deal/Ad. Adding advertising seems to give no extra effect on
volume sold for the products above the line. Bananas and kiwi are exceptions to
this. Feature advertising seems, in those categories, to be what is leading to
increases in sales.

Feature advertising was not expected to give increases in volume sold for
the products below the line in table 6.1. The results, however, show increases in
volume sold for coffee and slightly higher sales of snacks, soap and toothpaste.
Comparisons of price reduction with or without feature advertising show
increases in volunle sold only for coffee and soap when advertising is added.

In-store promotions were expected to lead to effects on volume sold for
products that could be solutions to limited problems and routine problems. All
product categories, except bananas, respond with increases in sales when they
are displayed in-store. When price reduction is supported by display the
increase in volume sold is higher for all categories, except falukorv, than when
the category is price reduced and found in its regular place.

The next step is to look at the same questions with results from multiple
regressions. The dividing line is in the same place as in table 6.1, i.e., below the
product categories that are chosen as examples of products that can help in
solving limited problems.
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Product (0) R2 Prix Disp Feat Coup
Falukorv 750 0.40 -0.24 n.s. n.s. 0.53
Prinskorv 367 0.06 n.s. 0.18
Bacon 441 0.22 -0.61 n.s. -0.20 -0.18
Pasta 6576 0.41 -0.30 0.34 0.05 0.23
Potato 3011 0.32 -0.57 0.05 -0.07 0.10
Yogurt 10065 0.39 -0.40 0.34 n.s.
Bananas 197 0.36 -0.54 n.s. 0.14
Kiwi 196 0.38 -0.52 0.21
Coffee 6071 0.55 -0.53 0.34 n.s. -0.11
Mustard 3861 0.26 -0.33 0.24 n.s.
Catsup 2565 0.41 -0.44 0.28 n.s. 0.11
Snacks 14603 0.25 -0.38 0.26 -0.05
Soap 8181 0.33 -0.15 0.47 0.05
Toothpaste 4987 0.28 -0.27 0.36 n.s.

Table 6.2. Multiple regressions results when equation 1 (p. 39) is used on category level.
Data are pooled across products within the category.

The coefficients for feature advertising are very varied in the models
presented in table 6.2. Higher coefficients were expected for the products above
the line and lower coefficients for the products below the line. Six of fourteen
are non significant and three even have negative signs. As mentioned earlier the
results should be interpreted with caution due to risk of multicollinearity.

In-store promotional activities were expected to have effects for both
products above and below the line. The coefficients for price are negative and
significant, as expected, in all categories but one. Display is significantly
positive in nine out of twelve categories. The expectations about in-store
promotions having effect for products that help to solve both limited and
routine problems are supported by the data.

6.2 Type of promotion

In chapter four was said that:
"Many purchase decisions are made by consumers when they are in the

store. Promotions in-store serve as reminder, of the category, and give high
impact on sales for most products. In-store promotions are expected to lead to
higher increases in volume sold than out-of-store promotions."

From the regression analyses in table 6.2 we see clearly that price
reduction has strong effect on volume sold for all categories but prinskorv. The
price coefficient varies from low -0.15 for soap to high -0.61 for bacon. Display
is also significant in most categories, which is not true for feature advertising.
As explained earlier, this might be due to multicollinearity and for some
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categories the second regression model is tested. The results are presented in
table 6.3. It would have been preferred to test this kind of model on all
categories, but all promotional combinations have not occurred in all categories.

Product
Pasta
Coffee
Mustard
Catsup
Snacks

(n) R2
6576 0.42
6071 0.55
3861 0.26
2565 0.41

14603 0.25

Prix
-0.27
-0.48
-0.33
-0.44
-0.38

Disp-only
0.32
0.28
0.22
0.26
0.26

Feat-only
0.05
0.05

-0.03
-0.03
-0.03

Coup Disp&Feat
0.23 0.23

-0.11 0.26
0.07

0.11 0.11
0.02

Table 6. 3.Multiple regression results when equation 2 (page 40) is used on category level.
Data are pooled across products within the category.

For five dry categories we can in table 6.3 distinguish between the effect of
display and feature advertising when combined and the effect of each of then1
separately. The effect of the in-store promotion, display, is here much higher
than the result for out-of-store feature advertising, which was an expected
result.

It is interesting to see that the combinations of display and feature
advertising for coffee and pasta have lower coefficients than the coefficients for
display alone. The other three categories have the reversed pattern where
featllre advertising and display in combination give higher effect than display
alone. Another finding is that the coefficients for display only are on similar
levels, which is also true for feature advertising only. The combination of
display and feature advertising gives more varied effect for those categories.

To study relative effects of different promotional combinations volix can
be divided as will be shown in table 6.4.
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Product Disp Ad DeallDisp DeaVAd DeallDisp/Ad
Deal Deal Deal Deal Deal

Falukorv 0.84 0.96
Prinskorv 0.98
Bacon 0.42
Pasta 1.65 2.36 1.27 2.45
Fr Potato 0.35 1.24 0.89 0.59
Yogurt 1.98 0.38 2.13 0.93
Banana 0.83 1.27 1.27
Kiwi 1.68 1.69
Coffee 1.28 0.51 3.12 1.68 2.63
Mustard 0.71 1.08 0.36 1.85
Catsup 2.08 2.45 0.80 2.69
Snacks 1.11 0.69 2.15 0.88 1.31
Soap 1.31 0.77 1.78 1.21 3.83
Toothpaste 1.03 0.46 2.20 0.66 1.59

Table 6.4. Relative effects of promotions. The value of volix for each promotional
combination when divided with the respective value ofvolix for deal only.

When comparing the results from table 6.4 we see that feature advertising
gives lower effects on sales than price reduction for all products, except fruits.
It is surprising to see that price reduction and feature advertising gives lower
effects on volume sold than price reduction alone for many of the categories. Is
this because consumers go to the store unaware of its feature advertising?

It is also interesting to see that, for all categories, display, by itself, gives
higher effect than just price reduction, where occurring, except for mustard and
bananas. This can also be related to the combination of price deal and display
that gives notably higher effects than price reduction alone. Display here seen1S
to give high effects on volume sold.

Display gives higher effect on volume sold than feature advertising in five
of six categories. Comparisons of effects of different promotions in table 6.4
show that the value for price reduction in combination with display is n1uch
higher than price reduction combined with feature advertising in nine of ten
categories.

Comparing price reduction and display of product categories when
supported, or not supported, by feature advertising show that half of the eight
categories increase their sales when advertising is included. The other four
categories have higher sales when they are not advertised.

All products have not been displayed during these three years. It would
certainly be of interest to know if all products respond in the same way to
promotions. Does the consumer today use the store as a larger replica of the
household and as an external memory for reminders?
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6.3 Type of product

In chapter four it was suggested that food products are expected to receive
higher effects of promotions than non-food products.

Table 6.5 presents effects of promotions for six products that are similar on
level of storability and impulse consumption attractivity. Promotion frequency
differs among the categories, with one extreme category, coffee. The first four
categories in the table are food products and the last two are non-food products.

Product None Deal Disp Ad DeallDisp Deal/Ad DeallDisp/Ad
Pasta 1000 1954 3227 4620 2478 4784
Coffee 1000 4953 6330 2515 15460 8319 13040
Mustard 1000 5134 3647 5532 1857 9511
Catsup 1000 3319 6887 8129 2647 8940
Soap 1000 2004 2632 1543 3566 2422 7681
Toothpaste 1000 2759 2833 1256 6074 1831 4398

Table 6.5. Comparison of effects ofpromotions for food products and non-food products.
Average volix for mutually exclusive promotional combinations.

The dividing line in table 6.5 separates food products from non-food
products. The effect of price reduction alone is higher for three out of four food
products. The effect of display only is higher for all food products. Feature
advertising alone has occurred only for coffee and the non-food products. The
effects are lower for soap and toothpaste. The highest effect on sales for
toothpaste comes from price reduction in combination with display. Coffee
receives extremely high effects from this combination of promotions, and this is
also the highest result for the coffee category.

The effects of price reduction in combination with feature advertising are
lower in all categories than when price reduction is supported by display.
Mustard and toothpaste receive similar results, as do pasta and soap. The value
for coffee is extrenle also in this case. When it comes to the full combination
with price reduction, display and feature advertising volume sold of pasta and
toothpaste increase less. Coffee has again the highest results.

Overall the results tell us that food products' response to promotion seems
to be higher than that of non-food products'. Coffee is an outlier among these
products, which probably is due to the high promotion frequency and its
character as a loss-leader product.

In chapter four was discussed the expectations on how effects of
promotions were related to product characteristics and promotion frequency:
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"Higher storability, higher impulse consumption attractivity and higher
purchase frequency are all expected to lead to a higher effect on sales. Higher
promotion frequency is expected to give lower effect on sales, as the consumers
are used to promotions in the category and can plan purchases also with
reference to promotion frequency."

In order for products to be comparable on one of the dimensions, they need
to be similar on all others. We saw how response to promotions for coffee
seems different from that of other storable products with low impulse
consumption attractivity.

Impulse consumption attractivity
When studying the importance of impulse consumption attractivity the results
for mustard and catsup are compared with the results for snacks. All three
categories have high storability and low impulse consumption attractivity as
well as low purchase frequency. The categories differ slightly on promotion
frequency, but are all in the second half.

Product Deal

Mustard 5134

Catsu:p 3319

Snacks 2042

Disp

3647

6887
2274

DeallDisp

5532

8129
4393

DeallDisp/Ad

9511

8940
2677

Table 6.6. Comparison of effects of promotions for products with more or less impulse
consumption atttractivity. Average volix for mutually exclusive in-store promotions.

Contrary to what was expected the results show that higher impulse
consumption attractivity does not lead to promotion having a higher effect.
Mustard and catsup have notably higher effects of promotions for all the in
store combinations that are shown in table 6.6.

Storability
The expectation was that higher storability leads to higher effects of
promotions. Products suitable for this con1parison are chosen from table 5.1.
The two sausages are compared to frozen potatoes and pasta.
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Product Deal Disp DeallDisp Deal/Ad DeallDisp/Ad

Pasta 1954 3227 4620 2478 4784
Potato 3112 3865 2781 1832
Falukorv 4071 3400 3914
Prinskorv 2406 2358

Table 6. 7. Comparison ofeffects ofpromotions for products with higher or lower storability.
Average volixfor mutually exclusive in-store promotions.

When looking in table 6.7 higher storability does not seem to lead to
increases in volume sold. The expectation of how storability relates to effects of
promotions does not seem to be supported in these data.

Purchasejrequency
In chapter four was expected that higher purchase frequency would lead to
higher effects of promotions.

Four categories are classified as having high purchase frequency: yogurt,
bananas, kiwi and coffee. When testing purchase frequency as an explanatory
variable, other dimensions should be kept constant. Coffee will be compared to
pasta. These two categories differ also on promotion frequency. Therefore we
will also compare the results for yogurt with those for the two kinds of sausage.

Product Deal Disp Ad DeallDisp Deal/Ad DeallDisp/Ad
Coffee 4953 6330 2515 15460 8319 13040
Pasta 1954 3227 4620 2478 4784

Yogurt 4137 8196 1565 8816 3841
Falukorv 4071 3400 3914
Prinskorv 2406 2358

Table 6.8. Comparison of effects ofpromotions for products with higher or lower purchase
frequency. Average volixfor mutually exclusive promotional combinations.

Coffee and yogurt are classified as having higher purchase frequency than
pasta and the two kinds of sausage. The impression from table 6.8 is that
products with higher purchase frequency seem to receive higher increases in
volume sold when promoted.

It would have been preferable to use another product than coffee here,
because of its loss-leader character. Still the results imply support for purchase
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frequency as a factor that can contribute to explaining variations in volume sold
between products on promotion.

Promotion frequency
Higher promotion frequency was expected to give lower effects on volume sold,
as consumers would be expecting promotions to occur frequently in the
category and adjust their behavior accordingly.

As promotion frequency is measured in this study, it encloses effects of
promotions. This makes interpretation of results complicated, as it could be said
that this means trying to explain effects of promotions with effects of
promotions.

Product None Deal Disp Ad DeallDisp Deal/Ad DeallDisp/Ad
Coffee 1000 4953 6330 2515 15460 8319 13040
Falukorv 1000 4071 3400 3914
Kiwi 1000 1192 2007 2010
Bananas 1000 1070 884 1361 1360
Prinskorv 1000 2406 2358
Bacon 1000 5724 2411
Catsup 1000 3319 6887 8129 2647 8940
Soap 1000 2004 2632 1543 3566 2422 7681
Mustard 1000 5134 3647 5532 1857 9511
Fr potato 1000 3112 1074 3865 2781 1832
Toothpaste 1000 2759 2833 1256 6074 1831 4398
Snacks 1000 2042 2274 1403 4393 1805 2677
Pasta 1000 1954 3227 4620 2478 4784
Yogurt 1000 4137 8196 1565 8816 3841

Table 6.9. Average volix for the chosen product categories when the products are presented
ordered by promotion frequency

Coffee, that has the highest share of sales on promotion, also has high
effects on volume sold in table 6.9. Four out of six promotional combinations
rank highest for coffee, results for the other two, price reduction and display are
also high in comparison.

Falukorv, second on promotion frequency, and kiwi, third, each rank
second on one promotion type. Volume of falukorv sold increases a lot when
falukorv is price reduced and advertised, and kiwi sales are sensitive to
advertising.

Yogurt, with the lowest share of volume sold on promotion, have high
relative increases in volume sold for all promotions used in the category.
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The high share of volume sold on promotion for many products tell us that
pron10tions are important and influential on volume sold. The explanatory value
of promotion frequency, though, seems low in this study.

6.4 Type and level of analysis

Both kinds of analyses used in this first part give an intuitive understanding that
is helpful. Depending on who is posing the questions different analyses can be
done, and the data aggregated at different levels.

The two types of analyses seem to give similar results, but the simpler
method might be easier to interpret for the user unfamiliar with statistical
methods. The regressions can be specified to give a better fit than the n10dels
presented here, and maybe the models should be different for different products.
That will not be elaborated on in this study.

Another way to obtain a better fit is to reduce the variation in the data. This
can be done by reducing the number of data points, which is done in the models
for single products that are presented next.
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Product (0) R2 Prix Disp Feat Coup
Bacon 164 0.27 -0.26 n.s. n.s. 0.33
Spaghetti 165 0.95 -0.20 0.40 0.18 0.54
Potato 165 0.49 -0.54 0.44 -0.37
Potato 164 0.57 -0.33 0.46 0.26
Yogurt 165 0.67 -0.26 0.62
Yogurt 164 0.58 n.s. 0.68
Yogurt 165 0.58 -0.41 0.42
Yogurt 165 0.59 -0.22 0.64
Coffee 165 0.79 -0.22 0.33 0.47 -0.22
Coffee 165 0.79 -0.25 0.31 0.47 -0.25
Coffee 165 0.70 -0.53 0.37 n.s. n.s.
Coffee 165 0.86 -0.36 0.56 n.s.
Coffee 165 0.79 -0.55 0.27 0.15
Mustard 165 0.30 -0.34 0.28 n.s.
Mustard 125 0.37 -0.40 n.s. n.s.
Catsup 165 0.70 -0.41 0.58 n.s.
Catsup 164 0.57 -0.63 0.32 n.s.
Catsup 165 0.59 -0.17 0.61 n.s. 0.14
Peanuts 196 0.58 -0.56 0.34 n.s.
Peanuts 197 0.40 -0.37 0.47 n.s.
Peanuts 196 0.16 -0.31 0.18 0.05
Chips 196 0.28 -0.48 0.13 n.s.
Soap 193 0.44 -0.56 0.20 n.s.
Soap 193 0.41 -0.46 0.29 n.s.
Soap 191 0.23 -0.31 0.28 n.s.
Soap 194 0.52 n.s. 0.70 n.s.
Soap 190 0.73 -0.40 0.52 n.s.
Soap 195 0.06 -0.23 n.s.
Soap 196 0.42 n.s. 0.58
Toothpaste 164 0.47 -0.34 0.42 n.s.

Table 6.10. Multiple regression results when equation 1 (page 39) is used on item level.

From table 6.10 is found that percent of variance explained increases for
most product groups when models are built on item level. The most extreme
value is for the spaghetti product where 95% of variance in volume can be
explained by those variables. This indicates that sales of this product are almost
completely driven by promotions. Overall high results can also be noted for the
different coffee products. This is not a surprising result as we already know that
a high share of the sales in this category are made when the products are
promoted.

Price reduction is significant in twenty-seven out of thirty models, and
most price reduction coefficients are high. The variable for display is significant
for all but three models. The sizes of the coefficients indicate high increase in
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volume sold when the products have been displayed. The results for feature
advertising are difficult to interpret, but as earlier, the occurrence of
multicollinearity might confuse the results. The effects of coupon are
interpretable in three out of eight models. This result can be explained by how
high the price reduction of the respective coupons have been.

Just by comparing percent of variance explained for each product can give
an idea of how important promotion is for the categories. When variance
explained differs within categories it shows how products differ in how they are
more or less sensitive to promotion, part of the explanation is also that they
differ in how much they have been promoted.

To deal with n1ulticollinearity and go further into item-level analysis some
new models are presented in table 6.11.

Product (n) R2 Prix Disp-only Feat-only Disp&Feat
Macaroni 165 0.61 n.s. 0.39 0.64
Macaroni 165 0.76 -0.79 n.s. n.s.
Spaghetti 164 0.79 -0.51 0.38 n.s. 0.32
Lasagne 164 0.20 n.s. n.s. n.s. 0.38
Tagliatelle 161 0.57 -0.58 n.s. n.s. 0.18
Tagliatelle 163 0.71 -0.30 0.43 0.09 0.46
Potato 165 0.93 -0.30 0.82 -0.05 -0.05

Table 6.11. Multiple regression results when equation 2 (page 40) is used on item level.

The models in table 6.11 show that some high values of explained variance
can be found. All but one of these products come from the same category,
namely pasta. This is a good illustration of how promotion sensitivity can vary
between products.

Lasagne seems to be less responsive to promotions than other pasta
products. Could this be because this product is used in one particular type of
meal, which is time consuming to prepare and thereby needs more planning in
advance?

To sum up the issue of type of analysis the two methods presented here can
both be helpful in providing a background for better decision making. Using
two types of analyses provides a better understanding than relying on only one.
Both methods shown here can be used to give even more sophisticated
information than what has been done in this study.

Optimal level of analysis depends on who is posing the questions. Item
level seems to be closer to the consumer than product category, but there might
be a level in-between that on the average is comparable to how the consumers
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make their choices. Exploring different levels of analysis can give intriguing
insights when seeing how models on different levels give different results.

6.5 PLS-analyses

The main advantage of using PLS for these data is the possibility to see how
important promotions are for sales of a category or sub-group. This can be seen
as one way to study a market, and relations among products within a category.

PLS enables studies of each products importance for the total variation in
volume sold. It also shows how much of each product's variation in volume
sold that can be explained by the promotion of each different product.

The assumption behind those models is that the consumer makes choices
between products from the same category and that promotions influence
consumer choice. PLS allows us to see patterns where different products are of
different importance, and shows that consumers vary in how they value
products within a category.

Eight different PLS-models will be introduced in this part. Six of them are
models of subgroups from the pasta category. The last two models show the
market for ground coffee. Data used in these models are the same as in the
earlier analyses, the exception is price reduction which is here coded as 1/0.
This means that when price is reduced, the variable is coded as 1. (Weights are
thus expected to be positive if price reduction is influential.) Volume sold in
kilos is the dependent variable in these models, and not volix that was used in
the earlier analyses. The reason to use volume sold in kilos here is that when a
market and its competition are studied the results become unrealistic if market
share is excluded from the variables.

The data from the pasta group have been divided into three main
categories; spaghetti, nlacaroni and other pasta (tagliatelle, lasagne, etc). Each
spaghetti product is then compared only with other spaghetti products. The six
pasta models can be divided in pairs.

First a model of spaghetti is presented where variation in total volume sold
is explained by promotion for each spaghetti product.

In the second model variation in volume sold for each spaghetti product is
explained by promotion for each spaghetti product. The difference between the
first two models is in the dependent variables.

The third model is of the macaroni market, where variation in total volume
sold is explained by promotion for each macaroni product.

The fourth model is similar but it explains variation in volume sold for
each macaroni product by promotions for each macaroni product.

The fifth model explains variation in total volume sold of other pasta
products by promotions for each product in the group.
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The sixth model explains variation in volume sold for each of those
products by promotions for each product in the group.

The seventh and the eigth models explains variation in volume sold for
each brand of ground coffee by promotions for each brand of ground coffee.
The difference between the seventh and the eight model is found in how the
manifest variables are coded.

In the presentation of models where variation in total volume sold is
explained, all path coefficients have been written into the figures. For sake of
clarity and readability the other models have only those path coefficients with a
value over 0.2.

In the output from PLS-analysis several important coefficients are found.
Path coefficients show the relations between latent variables in the model.
These can be compared to beta coeffiecients in regression analysis. Percent
variance in the dependent variable(s) is illustrated by R2, which in the figures is
written into the circle(s) of the dependent variables. The relations between
latent variables and manifest variables are measured by weights and loadings
(see also 5.2). In the figures weights are written on the arrows from the
respective manifest variables to the latent variables. When loadings indicate that
a manifest variable has a low correlation with the latent variable, the weight for
that manifest variable is written within parentheses.

The first of the eight models is shown on the next page. Explanations and
comments are found on the following page.
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Figure 6.1 presents a model of spaghetti sales for 165 weeks. The model
shows to what extent variation in total volume sold of spaghetti each week can
be explained by each product's promotion.

A1 means brand A, product 1. In this model 71 percent of variation in
volume sold is explained. Pron10tion for products Cl, Dl and E3 have higher
influence on the total volume sold than promotion for the other products. Store
traffic is also influential on variation in the volume sold. This latent variable is
estimated by sales of the department for dry products and sales of all the other
departments. It is surprising that there exists no influence on sales by
promotions of product El. This product has been pron10ted but sales seem to be
very low anyway.

The products that strongly influence the dependent variable have
substantial promotions, which also seem to give effect on volume sold. It is a
good result to be able to explain as much as 71 per cent of variation in volume
sold just by using dichotomous promotion variables. This indicates that the
spaghetti market is promotion sensitive.

On next page is shown an expansion of the model we have just seen.
Figure 6.2 also shows a model of spaghetti sales for 165 weeks. The difference
from figure 6.1 is in how the dependent variables are constructed. The model in
figure 6.2 tries to explain variations in volume sold for each spaghetti product.
The explanatory variables, on the left side in the model, are the same as in
figure 6.1, promotions for each spaghetti product. Per cent of variance
explained for each product falls within a wide range, from a low 12 per cent up
to a high 94 per cent. This shows that some of the products are much more
sensitive to promotions.

Path coefficients with values below 0.2 are not included in the presentation
of the model. Products AI, Bl and El only respond to their own promotions
and their promotions affect sales of the own product only. To see a different
pattern, look for example at product B3. Promotions of product B3 increases
sales of product B3 but also steal from product C3 which is of a competing
brand. B3 on the other hand is sensitive to when products Cl and Dl are on
promotion. B3 is also sensitive to store traffic. E2 is positively sensitive to
promotions by E3, of the same brand, but not to own promotions.
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When comparing the models in figures 6.1 and 6.2 we can see that the
products with high influence on total sales in figure 6.1 also have a high
percentage of explained variance in figure 6.2. One interpretation could be that
these products have higher shares of the market and are promotion sensitive.

The next figure, 6.3, is a model of macaroni sales for 165 weeks. Nine
different macaroni products have been promoted during this period. One brand,
A, dominates the market, and has seven of the nine macaroni products. In this
model, 63 per cent of variation in the total volume sold is explained by those
promotions. Promotions for product A5 contribute most to explained variance.
Promotions for product A6 seems to be counter-cyclic with variation in total
volume sold. All products in this model contribute to volume sold, and six of
the nine path coefficient values are in the 0.18-0.28 range indicating that these
products are equally sensitive to promotions.

Figure 6.4 is accordingly a model where the volume sold for each
macaroni product is explained by promotion of each macaroni product.
Coefficients with values below 0.2 are not presented in the figure. Percent of
variance explained varies fronl a low 5 per cent to 100 per cent as the nl0st
extreme value. Four products, A2, A3, A5 and Bl have an R2 as high as 0.8.
The pattern of influences in this model is more complex than what we saw in
tIle spaghetti group. Promotions of all products but A6 influence their own
sales. Promotions for product A6 have a negative influence on products AI, A5
and A7. These are all products of the same brand who seem to be competing
with each other. This is not so strange as one brand is dominating in this sub
category. Looking closer at the model we see that products from brand A
influences sales of products from brand A. The other products representing
brands Band C react to their own promotions, but not to promotions by brand
A. Is this brand loyalty?
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In figure 6.5 a model of the group "other pasta" is presented. The model
covers 165 weeks of sales and 53 per cent of the total volume sold in this
subgroup is explained by promotions of the included products. This sub
category seems less sensitive to promotions than both spaghetti and macaroni.
The influence of promotions from each product is lower in this model, the value
of the highest path coefficient is 0.35 for product C4. Four products have
coefficients in the 0.19-0.22 range. The rest of the coefficients are lower.

Figure 6.6 contains n10re information, even though it may look quite dense
at first sight. This model explains volume sold for each product in the group
"other pasta" by promotions for each promoted product in the same group. All
products have not been promoted, and therefore some products appear only on
the right hand side of the model.

Per cent of variation explained in the volume sold for these products vary
between a low of 4 per cent up to a high of 83 per cent. R2 for the unpromoted
products are the lowest, which is an expected result. For all products the
promotion of that product is important as explanation of variation in volume
sold. Many of the signs of the coefficients in this model are positive, which
means that those products, instead of stealing sales from each other, help each
other, or are promoted at the same time.

No distinct patterns of brand behavior can be identified in this model.
Looking at the coefficients for product A4 produces new questions. Promotion
by product A4, which only is price reduction, increases sales of A4, but also
sales of B2 which is another brand. Volume sold of A4 is influenced positively
by promotions for A4, as said above, but it also reacts positively to promotions
for product C4 and negatively to promotions for product C7. What does this
teach us about consumer decision making ? What is a manufacturers reaction
when promotions steal from own products, or help other brands?

After these six first PLS-models it is time to connect back to the
expectations presented in chapter four.

Pasta is assumed to represent limited problem solving, high storability,
food, low impulse consumption attractivity and both out-of-store and in-store
promotions were, for this category, expected to lead to increased sales. What is
discovered in the PLS-analyses is certainly that promotions have effect for the
pasta products. The promotion sensitivity seems higher for spaghetti and
macaroni products than for the group of "other pasta". The models are suffering
from multicollinearity, which makes it difficult to compare the effects of in
store vs. out-of-store promotions.

Price and display generally have higher values on the weights than feature
advertising and leaflets. In those cases where loadings indicate that a manifest
variable is uncorrelated with its latent variable, this concerns mostly one of the
out-of-store variables. We can again see that promotion sensitivity differs
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between products within a category. These models are not constructed to
distinguish between the effects of different promotions. They tell about the
overall value of and sensitivity to promotions in the category.

The last two PLS-models give more insight into the different possible
ways to code promotions, and how nl0del building can be done.

After six models of pasta, sales of ground coffee is waiting to be
explained. Neither of the last two models tries to explain total volume sold in
the category. Both models use the same data and try to explain the same
dependent variables. The difference in the models is in how the manifest
variables of promotion are coded. In the first model, figure 6.7, dichotomous
variables for each occurring promotion type are used, price deal 1/0, display
1/0, feature ad 1/0 and coupon 1/0. This is the same way of coding promotions
that has been used in the PLS-models of different types of pasta. The problem
with this type of coding is that it gives multicollinearity between the manifest
variables.

The second model, figure 6.8, is coded by using combinations of
promotions, compare with equation 2 in the regressions. De/Di/Ad is coded as
1/0, meaning that if the brand is on price deal, is displayed and included in
feature advertising, all in the same week, the manifest variable is 1, other-wise
the manifest variable is O. The combinations occurring in the data set are
mutually exclusive, which eliminates the effects of multicollinearity. This type
of model is best built for categories where a lot of promotion has occurred,
otherwise the models are hazardous to interpret.
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Starting with figure 6.7 the per cent of variance explained varies between
45 per cent and 88 per cent. The results here are higher than in figure 6.8.
Coffee is traditionally a frequently promoted category. Promotion of all
products but brand F affect own sales. Store traffic is influential only on brands
E and F. Two brands, Band D, have a negative influence on sales of brand F.

The weights in figure 6.7 suggest that one type of promotion is more
influential than the others for all brands but brand E. Display has the highest
value of the weights for brands A, Band G. Coupons seems most important for
brand C, and price reduction for brand D. Brand E has equal values for price
reduction and display.

Going on to figure 6.8 the percent of variance explained varies from 35 per
cent up to 88 per cent. Ranking among the brands in percent of variance
explained is slightly changed when models are compared. Also in this model
promotion of all brands except brand F affect their own sales. Store traffic has
positive influence on brands F and G this time. Brand F is negatively influenced
by promotion from three brands in this model, brands B, D and E.

It is somewhat surprising that store traffic does not influence more than a
few brands. After all coffee is treated as a loss leader product and promotions
are assumed to attract consumers to the stores.

The mutually exclusive promotional combinations in figure 6.8 give much
more useful information compared to what could be learned from the models in
figure 6.7.

Price reduction, display and feature advertising is the single most
important combination for four of the brands. The combination of price
reduction and display is most important for one brand, and ranks second for
three others. Price reduction and feature advertising is the second most
important promotional combination for one of the brands.

From the PLS-output it is found that loadings indicate that most of the
other variables are unimportant in the model, why the weights for those are
shown within parentheses in figure 6.8.
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So, what information can we find in PLS-analyses that is not available in
the other, and more simple, kinds presented in this study?

PLS-analyses enables us to study relations in a market and find patterns of
competition. Identification of which products in a category that function as
complements or substitutes to each other is very important for those planning
promotions. Knowing which products that are independent, and not affected by
others, is also very valuable information.

Looking back at the models presented here some findings are particularly
interesting and illustrative of the value ofPLS for this data.

We can see in figures 6.1 and 6.2 that spaghetti is a promotion sensitive
category. Brands A and E seen1 only to be influenced by own promotions,
independent, while brands B, C and D steal sales from each other. Some
products seem more promotion sensitive, which was already found in the
regression analyses.

The macaroni market in figures 6.3 and 6.4 shows a little less promotion
sensitivity. The pattern of competition is more complex in this market, and this
is partly due to promotions for some products occurring at the same time. Brand
A promotes several of its products together, this is very common for example
for products A4 and A6. It is very interesting to see that brands Band C are not
affected by the promotions of brand A. High values of R2 are good, but as high
as for C1 in figure 6.4 are almost not realistic. All variation in volume sold
cannot be expected to be explained by promotion only, but here it does!

Figures 6.5 and 6.6 show that the subcategory other pasta is less sensitive
to promotions than macaroni and spaghetti. There seems, however, to be more
products from different brands that act as substitutes to each other in this group.
The positive signs on the arrows from product A2 to products C2 and C9 could
mean that when product A2 is promoted it reminds the consumers of the
category and they purchase products C2 or C9.

One reason to divide the models of pasta into three groups was to suggest
that the pasta-category might contain a lot of variations. Is the same consumer
buying tagliatelle and macaroni, or are there different segments? The models
imply such a difference, and for the specialist on the pasta market, there is much
to learn from this type of analyses.

The results for pasta are, however, somewhat better in explanatory value
than expected, considering that only 20 per cent of volume sold of pasta was
sold on promotion.

Coffee was presented in two different models, figures 6.7 and 6.8. The
difference between the two is mostly of technical nature. One of the results is,
though, that when promotion is coded as in figure 6.8, PLS-analyses can give a
great insight into the effect of different promotions. We know that promotions
in the coffee category has occurred frequently, and that 74 per cent of sales was
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of promoted products. That is an indication that good fit of the models should
be expected for this category.

To summarize what has been shown in this section, PLS-analyses can
certainly be informative and add to simpler types of analyses. They are
complicated to interpret, but are a good help in showing patterns of competition
within a product category. PLS-analyses can be very helpful for the curious
manager responsible for a category, or for the brand manager who wants to
know which products are directly competing with each other. If products steal
from each other promotion can be a very expensive tool to use in the long run.
The negative side of PLS is that it is complicated, both to run and to interpret, in
the versions available today.
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7 DISCUSSION AND CONCLUSIONS

This chapter will sum up and discuss the results, relating back to the
expectations that were stated in chapter four. The realism of expectations of
effects of promotions from table 5.1 will be commented on, and how well the
other classifications contributed to explaining variation in volume sold for the
different products. This chapter will also relate back to the threefold purpose in
1.2, to see how well this study complies with it.

Type ofproblem
The results presented in chapter six are both intriguing and somewhat
disappointing. The type of problem approach might be helpful in explaining
variations in effects of promotions. The results however only support this
partly, and the pattern is not really clear.

One finding is that it can be questioned if out-of-store promotions are
observed by consumers. Mostly they occur in cOlTlbination with price-reduction,
which can be discovered by the consumers when they are already in the store.

The arbitrary classifications of the product categories should be discussed
here. Subjectivity is a problem that is difficult to avoid in this type of
classifications. The translations of problems into product categories might be
erroneous. One reason for the results for the products thought of as solving
limited problems might be how the products are chosen. Maybe the categories
chosen as solutions to the dinner problem aren't viewed as such by the
consumers.

Type ofpromotion
When considering effects of the different types of promotions the results give a
lot of information. In-store promotions lead to high increases in volunle sold,
which was expected. This is an interesting result that supports the reports that a
very high share of purchase decisions are made in-store. Of course, effects of
in-store activities presupposes that consumers come to the store. The question
of whether they do that because of out-of-store promotions or for other reasons
can not be answered with these data.

It is a somewhat surprising result that feature advertising in combination
with price reduction show relative increases in volume sold that for many of the
categories are on similar levels.

Sales increase for products that participate in feature advertising and are
price reduced is compared with sales increase for the same products when they
are sold with reduced price and are not supported by feature advertising. Price
reduction alone even lead to higher increases in sales in some cases. Again it
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would be interesting to know if the consumers are aware that the category has
been in feature advertising, or if they just respond to the price reduction that
they observe in the store.

Coupons issued by the store chain lead to extreme increases in volume
sold. These coupons are however extreme in the level of price discount they
offer, and when markup is considered their value as a promotional tool can be
questioned.

Overall we can say that the absolute sizes of the effects of promotion are
high. Many of the promotions are such that the consumers have to conle to the
store to find them. It seems actually quite likely that consumers use stores as
external memories, and let themselves get influenced by the promotion found
in-store. This could be used as a heuristic, which was suggested in chapter
three.

Type ofproduct
The dimensions suggested are still appealing but not really supported by
data.

Two of the dimensions found support in data: food or non-food and
purchase frequency. They seem to be able to explain variations in sensitivity to
promotions. Food products seem to be more sensitive to promotions, than non
food products, especially to those promotions performed in-store. Product with
higher purchase frequency also seem to be more sensitive to promotions, than
products with lower purchase frequency, and in-store promotions have higher
effect on sales here too.

The suggestions of storability, impulse consumption attractivity and
promotion frequency, as variables being able to serve as explanations of
variation in products different sensitivity to promotions, were not supported by
the data. However, we see that promotions are very important. The assumption
that consumers learn the system and use the system seems realistic. Mere
figures on share of category sold on promotion is by itself an indication of this.
Some results indicate that sales of some products are to a very high degree
driven by promotions. It could be said that institutionalized marketing behavior
may lead to institutionalized purchasing behavior. This is another way to say
that consumers are socialized into (grow up with) patterns of purchasing
behavior that are adapted to the grocery trade's patterns of marketing behavior.

Going down to item level shows variations in sensitivity to promotions
between products in the same category. This is an indication of other things
being more important than just storability, impulse consumption attractivity etc.
Products in the same category are not expected to differ on the suggested
dimensions. These results also indicate that more work should preferably be
done to identify groups of products with similar response patterns.
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There might also be other things not taken into consideration. One can for
example be the importance of strong brand names. In some categories brands
seem to be very important for consumers. This is shown in the PLS-analyses.
Research on how competition works within and across price-tiers (Blattberg &
Wisniewski, 1986) also support this notion. Another thing to consider is size of
package which might be influential as well.

Level ofanalysis
During the work with this data the question of level of analysis has occurred on
many occasions. The best choice of level of analysis, when searching to identify
effects of promotions, is the level that represents how consumers choose. This
can be difficult to identify, even though the approach mentioned above,
identifying clusters of products with similar response patterns, might be a good
attempt. The borders of categorization might be limiting our perspective. Maybe
consumers look for something to put on a sandwich, and not particularly a piece
of cheese. Or maybe they do it sometimes, but not always. And as mentioned
earlier, a consumer is not expected to behave consistently over time or over
person. Every person is expected to utilize different behaviors.

From the perspective of a manufacturer, one obvious level of analysis is
brand level. Other potential levels are for example size of package, flavour,
price level and market leaders vs market followers.

Expected effects ofpromotions
Looking back at table 5.1 the two columns to the far right are summaries of
expectations of effects of promotions when the different characteristics are
considered.

Only two of the five suggested dimensions were supported in the study,
which decreases probability that the expectations of effects of promotions from
table 5.1 are correct. Out-of-store promotions mostly give low results. Feature
advertising seem to be directly influential on sales of fruits. For other products
when feature advertising is combined with price reduction, it seems very likely
that the price reduction is observed by the consun1ers at point-of-purchase.

In-store promotions result in high increases in volume sold for most
products. The pattern of effects is, however, not the same, and more varied, than
what the expectations in table 5.1 suggested.
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The purpose ofthis study
The first part of the purpose of this study was to n1easure effects of feature
advertising.

Ifwe believe thatfeature advertising is expected to affect volume sold, this
part of the purpose has been satisfied. Effects of feature advertising on volume
sold are found, and seem to be on similar and low levels for many categories.

If we believe that feature advertising is expected to attract consumers to
the stores, this part of the purpose has not been satisfied. In the discussion about
consumer behavior and the consumers main limitations in budget and time we
have, however, seen that there exist constraints in the consumers ability to
engage in store switching. It could be questioned how many consumers that
really have the possibility to engage in store-switching.

The second part of the purpose was to explain variations in effect between
different products when comparing in-store vs out-of-store promotional
activities.

With data from fourteen product categories, variations in promotion
sensitivity were found, as expected.

Different explanations for these variations, were proposed. The type of
problem being solved was the principal explanation suggested. This is neither
totally verified nor totally falsified in this study. The problem of identifying
which products relate to which type of problem solving needs to be elaborated
on. An ambitious attempt was made, using different product categories.

Other explanations suggested were product characteristics like storability,
impulse consumption attractivity, purchase frequency and promotion frequency
and food vs non-food. Two of those explanations were supported by data:

Food is more sensitive to promotions than non-food products.
Higher purchase frequency also results in higher volumes sold when

products are promoted.
The other three explanations were not supported by data in this study.

The third part of the purpose was to discuss and apply various methods for
analyzing scanner data.

The three different methods of analysis have all shown to be very useful
and informative, by themselves as well as in combination. Which method to
choose is an issue related to the knowledge and interest of the user. PLS
analysis is certainly more complicated, both to understand and to practise, but it
can give most exciting insights into patterns of response to promotions for
different products. Much potential exists in all three types of analyses, when the
goal is to identify how effects of promotions vary, between and within
categories, as well as for different promotional tools.
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Working with scanner data could be described as "searching for answers
but finding new questions". The method of analysis should of course be chosen
to be illustrative of answers searched for. One experience is, though, that each
method of analysis has its advantages and most results are informative in one
way or the other.

The value of methods of analysis is of course related to who is posing the
questions. With such large data bases as here, knowledge of the markets
together with specified questions and models are very helpful as it can
otherwise be easy to. get lost in data. Handling of data is cumbersome, and still,
so fascinating and rewarding.
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8 MANAGERIAL IMPLICATIONS AND SUGGESTIONS FOR FURTHER

RESEARCH

8.1 Managerial implications

As was stated, when the issue of generalizability was discussed, what is general
in this study is the approach chosen. Sin1ilar types of datasets are accessible in
Sweden, particularly on store level. Increased usage of this type of data as a tool
for better decision making is highly recommended.

One thing to note is the value ofusing store level data. Aggregation can be
useful on some occasions, but much of the interesting information is after all
found in the variation and not in the averages. There is much to learn for all
actors by studying consumer responses on store level.

Even with analyses that are not so sophisticated, there is a lot of
information to be found by using scanner data. For the retailer or for the
employee responsible for a certain department in the store this type of analysis
can be a valuable contribution. One result of this study is that data collection
and analyses are possible with rather simple methods and equipment. Handling
of data, and analyses, can still be cumbersome. When the analyst has good
knowledge of the market and the actors in the market, the results can certainly
provide additional and valuable information. Using scanner data and more
complex models to study competition within a market and identifying, on
product level, who are the competitors, are sources for more knowledgeable
marketing decisions.

The data on store level can be used to improve decision making
concerning the retailers purchases and marketing. Scanner data can also help
evaluate which products earn their place on the shelf and which are unnecessary
in the assortment. One thing to remember is that quality of data will never be
better than the store wants. If the store manager and personnel work actively to
scan all sales and have accurate data in the files the system can be used in a
much better way. When so many of the installed systems are used only to
produce standardized reports, the incentives to work on improving data quality
are not high.

When these data are used it should be remembered that the interpretations
are only valid for the circumstances under which the purchases have been made.
If the results are made for predictions, they will not function if circumstances
are changed. If promotions continue in the same way as they have done during
the test period, then the models will be more accurate to use for prediction
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purposes. We will never be able to say that "Promotions give ... effect", but we
can be very certain that, under the circumstances, "promotions gave... effect".

8.2 Further research

One idea for further research is to try to identify different groups ofconsumers,
or shopper baskets, where response to promotions varies. Going back to what
was discussed above it might be possible to identify "feature advertising
reading" consumers. Our data collection has recently been expanded with
receipt level data, from the same store, which might give possibilities for this
type of research. This data is anonymous but otherwise quite detailed.

The question of categorization is another interesting issue. Which
assortment of products are possible alternatives for consumers in a given
situation? Are there better ways to define categories than what is used in the
trade today? Which products belong to the evoked set for the consumers, and
which choice heuristics are used for different categories in different situations?

The divison ofproducts into the type ofproblem that they can help to solve
is indeed appealing. A good method could be to list products and ask consumers
what they can be used for and in which situation they would purchase them.
Another way is to list situations and ask them for the solutions. This could give
better input into selecting products for analyses.

The results from the study indicate that there is more to do in the area of
finding dimensions to characterize products along. The differing response to
promotions within product categories indicate that variables such as flavour and
size of package could be useful. Another way is to search for the explanatory
value of strong brand names. Price-tiers (Blattberg & Wisniewski, 1986, 1987)
and assymetrical relations between competing products seem like concepts that
could be used also when analyzing the Swedish market. We cannot assume that
a consumer is indifferent to price levels and brand names and perceived
differences in quality.

The approach taken by Fader & Lodish (1990) is also tempting.
Identifying clusters of products, from different categories, with similar
promotion response and comparing these results with receipt data could be
helpful in segmenting consumers and products.

The last suggestion for further research, is to study if feature advertising
can attract consumers to the stores, Le., consumers' willingness to switch
stores. The reason to put this question last is not less importance than the others,
on the contrary. When the results tell of feature advertisings lower importance
in increases of sales for products, the question of other roles of feature
avertising has appeared many times.
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Appendix 1

The ten largest advertisers in Swedish media in 1989.

1 KF
2 ICAAB
3 AhlensAB
4 Volvo
5 Televerket
6 V.A.G Sverige
7 Vivo-Favor
8 Ford Motor Co
9 Hennes & Mauritz
10 General Motors

493.067.000
461.860.000
149.710.000
133.513.000
103.615.000
75.835.000
73.825.000
68.864.000
68.177.000
66.748.000

(Supermarket 2/91,p. 51)

The companies marked with bolded letters represent major or large share
of groceries.



Appendix 2

Weekly data, from one store, on extent of promotions and assortment. Number of products in
the stores price files, number of products with price reduction, number of products on special
display, number of feature advertisements, number of products in large feature advertisements
and number of products in small feature advertisements

Week No# of items # of deals # of displays # of ads #ofprod in # of prod in
large ad small ad

8709 7,764 634 n.a. 4 35 40
8710 7,804 546 n.a. 2 43 29
8711 7,847 501 n.a. 2 ° 46
8712 7,871 530 n.a. 1 35 °8713 7,913 601 n.a. 1 ° 36
8714 7,899 637 n.a. 5 36 42
8715 7,947 667 n.a. 2 ° 79
8716 7,983 671 n.a. 2 57 1
8717 8,014 651 n.a. 2 ° 11
8718 8,022 712 n.a. 2 43 39
8719 8,040 722 n.a. 2 35 32
8720 8,053 681 n.a. 2 38 28
8721 8,015 678 n.a. 3 42 51
8722 8,039 790 n.a. 2 41 33
8723 7,907 811 n.a. 3 44 40
8724 7,931 621 n.a. 1 43 °8725 7,781 726 n.a. 2 41 31
8726 7,772 762 n.a. 3 32 57
8727 7,702 641 n.a. 2 ° 58
8728 7,697 672 n.a. 2 36 23
8729 7,718 687 n.a. 2 33 29
8730 7,714 595 n.a. 2 36 28
8731 7,729 500 n.a. 2 33 25
8732 7,756 550 n.a. 2 49 8
8733 7,781 485 n.a. 2 53 40
8734 7,800 593 n.a. 2 ° 70
8735 7,904 642 n.a. 2 37 37
8736 7,915 441 n.a. 2 39 32
8737 7,954 589 n.a. 2 42 29
8738 8,033 604 n.a. 2 47 37
8739 8,067 648 n.a. 2 33 42
8740 8,052 657 n.a. 2 35 10
8741 7,930 534 265 4 75 3
8742 7,972 561 208 3 44 50
8743 8,000 717 105 3 44 50
8744 8,036 705 97 2 47 1
8745 8,140 583 97 4 42 50
8746 8,191 610 153 3 39 37
8747 8,223 754 100 3 ° 77

II



Week N0# of items # of deals # of displays # of ads #ofprod in # of prod in
large ad small ad

8748 8,261 806 158 3 40 31
8749 8,281 590 261 5 43 67
8750 8,307 629 217 2 0 73
8751 8,214 592 36 3 84 30
8752 8,227 515 186 1 42 0
8753 8,230 425 157 5 44 35
8801 8,225 335 115 3 41 23
8802 8,009 377 66 2 33 29
8803 8,038 423 50 3 34 28
8804 8,160 569 177 3 0 69
8805 8,179 549 188 2 41 33
8806 8,207 404 172 3 43 35
8807 8,247 452 157 5 38 38
8808 8,255 582 91 4 0 80
8809 8,314 543 80 4 39 36
8810 8,337 455 172 4 39 71
8811 8,497 549 78 2 38 33
8812 8,512 598 174 4 0 74
8813 8,511 598 164 2 54 35
8814 8,533 423 162 3 42 38
8815 8,514 354 52 3 43 35
8816 8,535 529 93 3 0 73
8817 8,580 408 80 2 51 40
8818 8,604 376 80 2 36 28
8819 8,500 509 83 2 41 34
8820 8,528 514 101 4 45 34
8821 8,548 398 87 3 75 1
8822 8,581 396 193 4 47 59
8823 8,591 419 127 5 40 44
8824 8,684 592 213 2 40 36
8825 8,695 611 222 2 53 38
8826 8,682 466 225 3 37 31
8827 8,693 487 268 2 43 30
8828 8,700 493 143 2 36 27
8829 8,720 453 140 3 37 30
8830 8,736 370 255 3 43 38
8831 8,766 327 135 5 35 30
8832 8,778 423 89 3 48 33
8833 8,242 469 140 2 36 36
8834 8,273 424 110 1 41 0
8835 8,311 316 108 2 41 35
8836 8,360 389 98 2 44 29
8837 8,385 448 109 2 41 38
8838 8,433 484 113 5 47 46
8839 8,485 658 268 3 44 39
8840 8,520 681 246 3 44 29

III



Week No# of items # of deals # of displays # of ads #ofprod in # of prod in
large ad small ad

8841 8,576 529 266 3 39 37
8842 8,598 593 206 3 38 26
8843 8,629 622 250 2 40 36
8844 8,679 568 219 2 50 31
8845 8,713 438 196 4 46 48
8846 8,750 560 206 2 42 36
8847 8,794 609 225 4 46 57
8848 8,848 566 268 4 108 3
8849 8,903 512 216 4 47 38
8850 8,955 555 220 2 48 35
8851 8,955 555 118 3 134 0
8852 8,993 375 166 3 36 34
8901 9,040 353 187 2 36 28
8902 9,058 330 171 2 45 1
8903 9,105 428 185 4 38 36
8904 9,116 478 165 3 41 32
8905 9,155 379 187 3 35 38
8906 9,182 430 224 3 53 35
8907 9,221 550 159 3 37 35
8908 9,248 625 272 2 39 40
8909 9,318 666 ll.a. 4 37 38
8910 9,421 514 240 4 46 41
8911 9,477 544 249 2 40 36
8912 9,508 675 342 2 89 0
8913 9,529 544 n.a. 3 43 33
8914 9,585 439 156 2 0 74
8915 9,639 566 175 5 49 62
8916 9,608 572 216 6 36 24
8917 9,758 673 218 4 44 44
8918 9,771 597 221 2 44 31
8919 9,809 652 238 3 43 38
8920 9,828 528 224 3 42 34
8921 9,894 605 232 2 43 38
8922 9,933 624 130 4 39 42
8923 9,975 592 265 4 41 46
8928 9,966 503 n.a. 4 80 1
8929 4,636 259 ll.a. 2 45 39
8930 4,835 273 ll.a. 3 38 40
8931 4,896 255 ll.a. 4 38 36
8932 4,870 299 n.a. 3 33 36
8933 4,950 304 105 3 40 33
8934 4,950 304 111 3 33 34
8935 5,190 263 93 2 40 35
8936 4,999 263 101 5 30 71
8937 5,008 300 164 4 40 52
8938 10,343 646 256 3 41 34

IV



Week No# of items # of deals # of displays # of ads #ofprod in # of prod in
large ad small ad

8939 10,387 741 278 5 41 39
8940 10,465 711 242 2 45 39
8941 10,536 618 245 3 41 37
8942 10,540 606 265 3 39 42
8943 10,604 553 238 3 44 35
8944 10,603 525 227 5 42 61
8945 10,633 528 211 4 41 53
8946 10,680 603 239 4 40 39
8947 5,372 498 161 5 38 39
8948 5,428 554 241 3 44 48
8949 5,299 407 209 5 45 43
8950 5,246 452 221 5 42 71
8951 5,421 464 256 6 156 3
8952 5,866 349 112 2 40 1
9001 5,087 272 146 4 60 25
9002 5,131 252 133 3 40 36
9003 5,191 203 126 2 38 26
9004 5,215 334 157 4 44 35
9005 5,090 366 119 3 41 38
9006 10,086 378 129 4 44 42
9007 10,109 377 170 4 42 37
9008 10,148 532 168 3 45 37
9009 10,205 465 165 3 43 37
9010 10,244 354 153 3 40 39
9011 10,267 469 154 3 38 38
9012 10,309 505 187 4 40 38
9013 10,340 600 176 3 85 2
9014 10,381 619 167 4 82 4
9015 10,382 503 156 3 89 2
9016 10,397 346 135 2 80 0
9017 10,422 470 181 2 77 0
9018 10,457 491 163 2 44 37
9019 10,499 373 181 4 37 47
9020 10,550 430 218 4 93 0
9021 10,574 574 226 2 48 39
9022 10,594 518 265 2 42 41
9023 10,625 350 194 3 44 32
9024 10,643 532 258 3 42 39
9025 10,665 591 251 3 45 44
9026 10,677 584 247 3 39 36
9027 10,777 580 305 2 39 35
9028 10,836 573 223 2 36 35
9029 10,842 340 180 2 39 30
9030 10,850 362 143 2 40 31
9031 10,864 347 166 2 38 27
9032 10,889 381 137 4 40 39
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Week No# of items # of deals # of displays # of ads #ofprod in # of prod in
large ad small ad

9033 10,899 492 131 2 43 38
9034 10,913 535 153 3 42 40
9035 10,957 462 173 4 90 4
9036 11,020 421 158 4 41 44
9037 11,045 411 174 4 47 45
9038 11,093 538 251 3 43 37
9039 11,111 566 230 4 42 46
9040 11,146 415 214 3 45 40
9041 11,168 435 239 3 46 42
9042 11,173 380 214 4 91 5
9043 11,222 544 212 3 39 38
9044 11,257 595 244 4 47 56
9045 11,284 476 250 3 47 40
9046 11,318 477 271 3 40 35
9047 11,375 544 217 4 46 38
9048 11,428 615 286 3 106 3
9049 11,464 557 279 4 42 42
9050 11,482 605 228 3 47 47
9051 11,499 629 245 5 181 3
9052 11,507 560 216 2 83 0
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Appendix 3

Description of markets

Falukorv contains 763 observations of sales for 169 weeks. Total volume sold
is 19,682 kilos, and of that 54% was sold at deal price. The average kilo of
falukorv sold was price reduced by 7%.

Coupons from the chain are used in this category, amounting to 1,295 kilos
of sales, and average volume for the item week is 185 kilos and price reduction
is then a high 34%. 5 suppliers are represented by 19 item numbers. One major
brand answers for 65% of volume sold, the second largest brand represents 14%
of volume sold.

Prinskorv has only 367 observations. Two brands were sold during the
whole 167 week period. A total of 1,694 kilos have been sold and 567 of these
(33,5%) were on deal. Coupons have not been used in this category.

It is interesting to see that the brands that are not represented all the time
have a higher share, 57%, of sales at reduced price.

Bacon sales are represented by 441 observations, and the total volume sold
is slightly under 5 000 kilos. 8 suppliers with one brand each sold under 9
different item numbers. 94% of sales come from the Danish supplier. 34% of
volume is sold at reduced price, and other suppliers sell 80% of their volume at
deal price.

The pasta category is represented by 6 580 observations. Total volume
sold is 65 417 kilos under the 165 weeks. Four suppliers sell five brands
represented by 68 item numbers. Spaghetti and macaroni are equal competitors
with approx 26 000 kilos each. The largest brand contributes with 1 866
observations and represents 55% of the volume sold. The second largest has a
much larger number of observations, 3185, but only 30% of volume. This tells
us that the largest brand has fewer item numbers and might also sell larger
packages. 20% of pasta sales are made at a reduced price, and average price
reduction in this category is 15%.

3015 observations of frozen potato products are spread over 33 item
numbers and 6 suppliers.They amount to 54 124 kilos, 24% of which were sold
at reduced price, with an average price reduction of 21%.

A display in this category is not the same as display in other categories. A
freezer is a freezer whereever it is put.

The yogurt category contains 10 065 observations of data. 107 item
numbers represent 4 suppliers and the consumer has 12 brands to choose
from.Total volume sold under the studied period is 155 304litres, 11% of this is
sold when promoted. Yogurt comes in many different sizes, from 150 ml to 1
liter.
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Snlaller kinds of yogurt often come in many flavors, and thereby also have
many item numbers. In this group new products have been heavily supported by
promotions.

Banana sales are registered for 197 weeks. Average volunle sold per week
is 1616 kilos. The highest volume registered for one week is 4391 kilos, and the
lowest just 69 kilos. Prices for this product varies also with season and supply.
Total volume sold over the period is 318 434 kilos. 36% of the volume is sold
when bananas are promoted.

Kiwi is a more problematic product to grasp. Kiwis are sometimes sold in
basketlike packages with a pricetag on. The price is then per package. Many
times prices are 3 for SEK 10, which is registered manually by the cashiers. We
can only give you the results from the kiwis sold by piece price. Prices in this
category vary with season and supply. Lowest volume regis~ered one week is
113 kiwis, largest is 2974 (!). Volume sold on promotion is 39% or 61.922
kiwi-fruits.

Coffee in this database has 6 071 observations. Total volume sold is 104
533 kilos. 74% of this volume was sold at deal price. The three largest brands
represent 78% of the volume sold in this group. 53 item numbers come from 5
suppliers in the shape of 7 different brands.

Very few weeks are unpromoted in this group. Almost one brand is on sale
each week, and most brands have regular and highly frequent promotions.

The database consists of 3 861 observations of mustard sales. Volume sold
is 8 271 kilos, 24% of which is sold at reduced price. The largest brand answers
for 69% of the volume sold, and its share sold at reduced price is 30%.41 items
represent 19 brands and come from 14 suppliers.

In this category we have to remember that seasonalities effect outcome. A
large share of mustard purchases are done in the weeks before Christmas.

Sales in five weeks just before Christmas represent 31% of the volume
sold.

The catsup group contains 2565 observations. Total volume sold is 28 382
kilos, with 30% of sales at reduced price. The largest brand represents 32% of
volume sold, with 22% of sales on deal. The second largest brand has 27% of
sales with a deal share of 31%, followed by number three with 23% of sales a
deal share of 46%. Total number of brands is 9 from 8 suppliers. Number of
items on sale in this category is 28.

Snacks is a large group with 14 606 observations of data, for 200 weeks as
this is one of our trial categories. Volume sold is amazing 60 000 kilos, with
20% sold at reduced price. The two largest brands, of 30, represent 75% of
volume sold. They have 17% of their sales at reduced price, while the other
brands deal share is 30%. 132 item numbers in this group from 17 suppliers.
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If sales are categorized into chips, peanuts and other types of snacks we
end up with following the result; chips accounts for 38% of volume - 18% at
reduced price, peanuts accounts for 23% ofvolume - 31% at reduced price.

The soap group contains 90 different items of 31 brands. 23 suppliers sell
these. For analytical reason soap has been divided into two subcategories. Hard
soap are all soaps that are sold in grams, and liquid soaps are measured by
milliliters. In this category it might be worthwhile to make analysis on sales in
money, on the condition that hard soap and liquid soap are considered to be
comparable. 5627 litres of liquid soap (4169 observations) was sold under the
period of 197 weeks, 17% of these were sold on deal. 8683 kilos of hard soap
(4012 observations) was sold, 37% of these were sold on deal. Hard soap has
also been divided into number of soaps.

Number of soaps 1 % of volume 21 % on deal 2
2 18 6
3 32 37
4 5 44
5 12 29
6 27 65

We have 5001 observations of toothpaste sales over a period of 167
weeks. Total volume sold is 5035 litres, with 22% sold on deal. Two n1ajor
brands answer for 45% of volume sold. Their share of deal prices is slightly
higher, 27%, than for the total category. The conSllmer meets seventeen brands
in this category and 60 item numbers. Number of suppliers is 12.
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Appendix 4

Glossary

This list of terms is included to show how I use them. Some of the explanations come from
Bolen (1988). Sales promotion is defined by Blattberg & Neslin (1990). Most definitions are
my own.

Activity n1eans that a product is promoted, see sales promotion.
Article has a unique article number.
Brand is a common communicator towards the consumer. For example Coca-Cola which is a
brand that includes several articles.
Campaign means that the product is promoted, see sales promotion.
Display is when an item is exposed in the store on another spot than regular shelf-space.
EAN (European Article Number) corresponds to the american UPC. It is usually a 13-digit
identification number with barcodes that are specific for each item.
Feature advertising is advertising where chain or store is sender and a number of products are
mentioned. See exan1ples in appendix 5.
Item is the lowest level of identification, see SKU.
Loss leader pricing means selling an item below the market price or even below cost in order
to generate store traffic.
Markdown is a reduction from the original retail price.
Markup is the difference between what the item costs and what it is sold for.
Movement means volume sold.
Price deal is a temporary price reduction.
Price discount is a temporary price reduction.
Product is used both for article, item and for a somewhat higher level. Product can be both
schampoo and a particular kind thereof for normal hair.
Product category is a group of products, example rice or crisp bread.
Product group is the same.
Promotion, see sales promotion.
Sales Promotion is an action-focused marketing event whose purpose is to have a direct
impact on the behavior of the firm's customers. This can include one or several of for example
feature advertising, direct mail, price reduction and display.
SKU (Stock Keeping Unit) one, distinct individual typ of item carried by a store.
Variety means the number of lines carried in a store.
Voluntary chain is when a retail store aligns itself with a particular wholesaler who will offer
various services and provide the store with all or almost all the merchandise it needs. The
store will ususally take on the name of the voluntary chain.
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PART TWO

THE ROLE OF THE GROCERY STORE

IN THE PROBLEM SOLVING OF

HOUSEHOLDS

- A STUDY OF FOOD PURCHASES AND FOOD HABITS





1 INTRODUCTION

When demand and supply meet in the grocery store it can be described as a
nleeting between two different logics. The supply is organised based on
logistical considerations, Le., dry products, frozen foods, dairies, etc. are
separately managed, handled, and displayed. Special displays and promotions
often display products side by side that would not be served together but that
are logistically similar.

A meal is organised after a different logic, often containing products from
several of the different logistical categories. When consumers come to the
stores to purchase ingredients for a meal, or even to decide on what to eat for
dinner and purchase what is needed for it, they have to adapt their purchasing
and decision making to the logic of the supply.

Everyday life in a household can be seen as a steady flow of problems
needing to be solved. One part of this daily life is food; deciding on what to eat,
what to purchase, where to buy it, how to prepare it, etc. Restrictions occur in
terms of, for example, time and money. The consumers have the choice to buy
or not to buy, to buy more or less, to continue frequenting the same stores or to
spend their budget elsewhere. If the households are not pleased with what the
stores offer they can either switch store or complain and try to initiate a change.
But, how large is the difference between stores? Is it worth the effort to change
store? What is the cost in time and effort to be an active consumer? How much
do we know about the consumer and her everyday reality, her values and her
attitudes towards the retailers and their credibility? Do consumers perceive
themselves as having the power and the ability to choose and influence?
Another question is whether they really care?

From a consumer perspective the following quote fronl Julander nlay serve
as an illustration of the type ofproblem to solve:

HAt the heart of the decision process for food lies the general problem for
households to produce meals; two to three meals per day, year after year.
Not only that, these meals should satisfy the needs and wants ofall members
ofthe household. A missing product can ruin a meal and being out ofstock
can strongly affect the satisfaction of the household members. These
decisions not only are highly frequent but also extremely important for the
general welfare o/the household. H

(Julander, 1989, p. 2)

The consumer can use several different strategies to manage this reality of
everyday problem solving. The inlportance of the stores in consumers
purchasing was shown in an earlier study (Holmberg, 1992) which used scanner
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data to study effects of feature advertising and other promotions. l)ifferent
types of promotions also led to different sales volumes. The most intriguing
result was that effects of in-store promotional activities were considerable$
When campaign activities were not followed up in the store environment, much
lower volumes were sold of the products on deal. The role of the store, and the
retail store-customer relation, thus seem important.

On a yearly basis, the turnover of the Swedish grocery retail stores reaches
about SEK 165 billions (Supermarket 6-7/95). This sum is an aggregate
measurement of all visits to grocery retail stores. On the household level, the
visits to the grocery store on average amounts to expenditures of about 20 per
cent of consumption (SOU 1987:44). Depending on geographical area
households report that they visit a grocery store 2-3 times each week (Dagens
konsument, 1994). Grocery shopping is thus both a frequently occurring
activity and answers to a large part of the household budget. Many studies also
report that a large share of purchase decisions are taken in-store. Bowman
(1987) reports on a study where as many as 80 percent of all brand purchase
decisions were taken in store. The stores thus seems to be important from
several perspectives in this frequently occurring activity, grocery shopping.

The Swedish grocery retailing sector employs almost 400.000 people
(trade and retailing) (SCB, 1995). The development and continued prosperity of
this sector is thus of importance in the Swedish economy. With technological
development more and a greater variety of competences will be needed by the
workforce. A well functioning distribution and retailing system has long been
regarded as important, reported Anell (1979) referring to several governmental
analyses of the issue.

In the grocery retailing industry, competition has increased on store-level,
partly due to deregulation which opened up the market to new actors a few
years ago. Food prices is a much discussed topic in Swedish media, and the
price level is considered as high relative to other comparable countries (SOU
1987:44). Discount stores have entered the market, and are gaining market
share, even if this share still is somewhat low compared to other countries. With
increased competition it has become even more important for the retailers to
finetune their professional tools and to strive for a better understanding of their
customers.

The increased competition, influenced also by Sweden joining the ED,
have among other things also brought the consumer into focus. Earlier
concentration on prices in market communication has to some extent been
complemented with aspects of credibility like involvement in health issues,
environmental questions, and focus on Swedish farm products. Some retailers
work actively with reducing their volume of waste, and urge consumers to leave
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unnecessary packaging in the store, in order for the retailer to be able to give
this feedback to the respective suppliers.

Manufacturers and suppliers of provisions every year allocate large
resources to marketing of existing as well as new products. The retail chains
spend much energy and n10ney on marketing the different retail stores and their
assortments. Other parties, more indirectly interested in the grocery retailing
industry, are, for example, different societal actors interested in the food habits
of the population. In order to improve the health of the population resources are
spent on information about what is good to eat from a nutritional point of view
and what should preferably not be on the menu.

For a number of years, high interest rates in combination with
technological development have brought logistics into focus. Much attention
and effort has been placed on improving the flow of products. With an
increasing assortment to manage, this has been a both important and rewarding
allocation of resources. Technology has also brought with it new analytical
possibilities that also illuminate the retail store-customer relation. It has become
easier to administrate membership cards and bonus systems, and to fill them
with new benefits and attractive segmented services. The on-going efforts to
attract more members show that the grocery retail chains are actively interested
in increased customer loyalty, which also should make them interested in more
knowledge about how the consumers look upon the grocery retail stores.

For, among other things, these reasons it is of importance to investigate the
role of the grocery store in the households' meal planning and in the actual
purchase situation. Considering the household, their needs and problems, it is
interesting to discuss to what extent and in which way the grocery store is
involved in and facilitates the households' everyday chores.

The grocery retail store can be seen as the place where all the actors
(supplier, manufacturer, wholesaler, retailer and others) meet the consumer. It is
the place where the outcome of all resources allocated to marketing can be
measured in what is actually purchased. This role of the store, as the meeting
place, is in my opinion very important, deserving more attention than it has
received in the past.

1.1 Purpose and Delimitations of the Study

The purpose of this study is twofold.
The first, and main, purpose is to describe and understand households'

decision processes for food, with the role of the grocery retail store in focus.
This means studying households' meal planning, purchases of ingredients, and
how households experience these activities.

The aim of the study is thus to focus on the relation between the retailer
and the consumer. One expected outcome is to be able to identify ideas for how
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retailers can facilitate households' problem solving process as a way of building
long term relations with their customers. This focus on the retail store-customer
relation does, however, not exclude other actors in the trade. They are here
assumed to have an interest in understanding, facilitating and improving the
retail store-custon1er relation. This study is not about identifying techniques by
which it would be possible to sell more goods, it is about a way to look upon
the role of the grocery store.

The second purpose is to explore the usefulness ofa method that allows
closeness to the consumer. Such a method enables the study of the grocery store
- customer relation from a consumer viewpoint. A contribution from this study
is increased understanding of the value of applying such method in consumer
behaviour research.

To summarise, this explorative study aims at generating ideas - ideas for
how to develop stores, ideas for how to look upon the retail store-customer
relation, and ideas for further research. There will be no attempts to give
normative recommendations or to generalise from the empirical study beyond
what can be said about the households included in the sample.

1.2 Outline of the Report

In chapter 2, Theoretical Framework, the reader is introduced to theories and
empirical studies from some different fields of research related to consumer
behaviour. The chapter is concluded with the extraction of son1e themes,
concerning the households decision processes regarding food. The themes
appear again later in the chapter on method and in the presentation of the
results.

Chapter 3 presents how my method, participant interviewing, evolved and
where the major inspiration came from. This is followed by a presentation of
the empirical study in chapter 4.

Chapter 5 contains the results. Here we first meet the different households,
before the themes are discussed based on the empirical study. An attempt to
relate the different themes to each other follows~ as well as comments related to
the theoretical framework, before the role of the store is discussed.

In chapter 6, a final discussion and managerial aspects are presented before
the report is concluded with suggestions for further research.
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2 THEORETICAL FRAMEWORK

The theoretical framework reflects the fact that this research issue is on the
"border-line" between several different areas. Many inspiring studies from
ethnography, anthropology, sociology, and social psychology have provided me
with an increased understanding of the problem under study, but I am doubtful
that the presentation here treats them with full justice. My training in business
administration in general, and marketing in particular, presumably affects both
which theories that have been chosen and how they are presented.

Figure 1. Outline ofthe theoreticalframework

The order of presentation of the different topics is illustrated in the figure
above. As the study deals with households' decision processes for food, and the
role that the grocery store has in that, the first part of the chapter is a discussion
of the importance of food. This illustrates that food can be important for many
reasons, of which nutritional value is but one.

Next follows two sections about consumer decision making. The first part
concerns the more traditional theoretical works, and discusses problem solving,
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information processing, and involvement as the notions seem helpful in this
study, and has received much recognition. Some empirical studies on consumer
decision making are presented, before the section is summarised.

The second section points to aspects of consumer decision making that I
judge to be influential, but that are not included in the more traditional models
and theories. Some of the criticism raised from consumer researchers follow
next. Part of the critiques concerns the fact that much research has focused on
the individual decision maker. As this study has households in focus, the
influence of others is discussed. The next section, the household as an open
system, also concerns decision making and behaviour in the household setting.
Decisions are not only influenced by other people, they are also made in a
context. The decision process that is of interest here is frequently recurring, and
everyday life as a particular context is therefore discussed next. A few empirical
studies, illustrating these aspects of consumer decision making are presented,
before the section is summarised. TIle everyday behaviour of the retailer is
treated in the concluding part discussing the store as a promotional instrument.

Finally, the theoretical framework is summarised, to clarify to the reader
how the theories are regarded, and what the earlier empirical studies have
shown. The main question treated in the study is the households' decision
processes regarding food, with the role of the grocery store in focus. Some
themes that emerge from the theoretical discussion are regarded as useful for
the empirical study. These themes are presented as a conclusion of the
theoretical framework.

2.1 The Importance of Food

Food is important. Besides being physiologically necessary it plays a major part
in most peoples' lives. From the infant age and onwards, a large part of our
learning and our lives are food related. In the primary socialisation we learn
behaviours, enforced by rewards, that are nlaintained through life. "Don't talk
with food in your mouth", "say thank you before leaving the table", "use your
knife and fork properly", "drink the milk instead of pouring it over the plate",
etc. Looking at how small children spontaneously behave, the opposite seems
more natural. Childhood is an apprenticeship, and appropriate food related
behaviour is a skill to be learnt.

When discussing different aspects of food consumption and the food
consumer, McKenzie (1986) identifies five fundanlentallaws:
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"... (1) Food preparation, storage and consumption act as an aid to feelings
ofsecurity.
(2) Food selection and preparation act as a direct substitute for maternal
creativity.
(3) Food choice demonstrates group acceptance, conformity, prestige.
(4) Food compensates for denial so is used as a support during times of
crisis.
(5) Our choice offood and drink acts as a means of demonstrating mood
andpersonality"

(McKenzie, 1986, p. 160)

Berger and Luckmann (1966) see the immaterial world as socially
constructed. This means that we live with social, more or less explicit norn1S,
for which behaviour is correct in different situations. There are of course also
norms related to food, and food related behaviour. When faced with a new
situation, we also have a set of norms for how to behave and perceive what is
the established course of action in such a situation. We learn by watching and
imitating, as we have done since we were very young. This is interesting also in
the context of meal planning, what we eat, how we get and treat the ingredients.
When small children accompany a parent to the grocery store, learn which
products and brands that are brought to the home and that are today advertised
on TV, they learn which products and brands that are used in the household and
which are acceptable (and thereby attached with no social risk). By gradually
being exposed to other types of households, institutional dininghalls, and meals
in different social contexts, the frame of reference is broadened and individuals
learn what is suitable in different groups and at different occasions. We have
fixed ideas of what kind of food is appropriate on which occasion, which
complementary products go well with a certain meal, etc. The pace of change is
slow and may have different causes. Changes in household composition,
marketing, debates in media, and societal information are examples of things
that might lead to change in behaviour.

A Norwegian study by FUrst (1988) shows that a search for identity and
cultural belonging are the primary bases of food habits. Dishes which follow
old traditions are passed on from mother to daughter, and contribute to a sense
of security. A need for freedom among the younger is expressed in new,
foreign, and modem food. The sociological significance of food has also been
treated in a number of essays edited by Murcott (1983). The role of food and
eating in rather different settings is illustrated with the wedding meal as one
example and the role of food in domestic violence as another. These authors,
like so many others, mean that food has not been enough treated in research.

Research about food and eating can, according to Ekstrom (1990), be
divided into two main groups: food and health, and food and culture. Mennell et
al (1992), also sociologists, discuss ethnological food research, and show that
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much of the work has been on certain very narrow issues, like white vs. dark
bread, or the importance of the wedding meal.

Burgoyne and Clarke (1983) show the importance of food and meals in
family building, and in upholding the family as an institlltion. Their study
concerned reconstituted families and they also show that in the new family the
meal can be a battlefield or a place where the new family is shown to be an
improvement over the old one.

The importance of food and its strong social loading has for example been
treated by Sjoden (1989) and Cline (1990) who both discuss food habits in
relation to looks and perception of the own body. Cline also means that food
has turned into a battlefield between the sexes. Sjoden (1991) regards the meal
as a forum for learning of, for example, societal norms, conversational skills,
what is important and what one is supposed to talk about. When tests have been
made letting children try new food it has been shown that influence from
parents particularly affect the children, both relative to influence from other
children and other adults. It cannot be described as easily as "we eat as our
parents", the correlation is low. Sjoden means that we eat what we learn to like,
but that we, learn during our whole life, both as children and as adults. Studies
show however, according to Genrup (1988), that food habits change very
slowly.

Jansson (1988, 1993) studied food habits and relations to food from an
ethnological perspective. Food habits are defined as:

"... individuals' behaviour and approach towards food - how it is organised
and what they think, mean, and feel regarding the extensive daily routine
that we normally call 'to eat'"

(Jansson, 1993, p. 4, translated fronl Swedish)

Food habits are according to the author also, besides being an adaptation

" ... an active construction with social purposes, something that is
consciously used to form or express the purpose ofa relation"

(Jansson, 1993, p. 25, translated from Swedish)

With such a meaning food habits seem to be a passing phenomenon,
related to primary social circumstances. As long as the social constellation is
stable that is also relatively true for food habits. When a change takes place in
the individual's social surrounding, the relation to food and food habits is also
changed. According to Jansson, food habits are used as a part of the social play
and a connecting link in the relation with the close family. Jansson also
compares the conditions to get nourishment in the old farmer society, with those
of the nineties. Conditions have been radically changed and were earlier being
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driven very much by external circumstances. The conditions to get nourishment
today are more dependent on personal standpoints, like opinion and taste,
values and knowledge, feelings and wants. The "meaning" of food, according to
Jansson who applies an interactionist view, is something that appears in an
interhuman context.

Ekstrom's n10del fron1 1990 presented below is an illustration of how we
choose food, and of the complexity of this process. The model sun1marises
Ekstrom's analytical discussion which focuses on the difference between
intentions and actual results.

Influence

The bad
conscience

... , •••••• -, IIllI"

'I"'T'.------..,

.... Intentions

Who
Household structure

is
it? Resources

Value oriented behaviour

Economic factors
Foods'
daily Physiol. aspects
condi-
tions Time

Social relations

On the
Results

table .,
I. _ • __ ... , .-

Figure 2. "An illustration ofour choice offood", from Ekstrom (1990) p. 176

That the outcome, which in one way is a solution to the problem at hand,
still can give the problem solver bad conscience illustrates once more how
important food is.

2.1.1 Empirical Studies Illustrating the Importance ofFood
A study of food socialisation in French families found that food is an important
issue in French childrens upbringing. Sjogren- de Beauchaine (1988) who
studied meal patterns in French families belonging to the buorgeoisie found that
developing the taste of children, and teaching them to be able to appreciate a
varied menu, is regarded as a way to teach them culture, just as important as
teaching them to appreciate literature. The meal in the French families
conserves tradition and has a ritualistic form, as has purchasing of the
ingredients. When the meal is described by the participants it contains three
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different themes: the food, the surroundings, and the social exchange or
meeting.

Jansson (1988, 1993) studied Swedish households in different life cycle
stages, sizes, and ages. He found large differences in how food is regarded
depending on social circumstances. When a couple have their first child their
household becomes a family, something which is manifested partly through the
shared evening meal. Everybody in the household eats the same food at the
san1e time, which might be a difference from other meals during the day.
Interviews with people who for different reasons have become single eaters,
even though they wish for a different situation, show that having dinner alone,
can serve as an indicator of just how lonely a person is. They seldom feel so
lonely as they do at the dinner table. Jansson also found that households, which
on the surface seem to have very similar conditions, can have completely
different food habits, understanding of what is essential, and view on the
importance of food. Cline (1990), for example, found that for some people a
sense of security can be found in having the pantry and the refrigerator full.
Other households n1eant that having large supplies at home is a part of how a
family life is lived.

A Norwegian study of twentyfive households with small children showed,
that establishing a family has great consequences for food patterns in the
household (Wandel et aI, 1995). This study also reports that as women work
more, their ideal picture of the housewife seems to have faded away. The
women, who were mostly responsible for food in the household, found it
important to cook something proper because of the children. They expressed
their view of what a proper meal consists of, which was however not what they
cooked, because of lack of time. During the weekdays, time aspects were
important determinants of food choice.

Also in Swedish families with children, the housewife seemed mostly
responsible for food and mealplanning, according to a study from the cities
Vmea and Vppsala (Ekstrom, 1990). The housewife was the one with the
"pantry-in-her-head". Daily cooking in the n1edian case took about an hour,
while an hour and a half was used on weekends. The children's participation in
preparing the meal was limited. This study also showed that 40 per cent of the
fan1ilies had breakfast together, while 75 per cent shared the dinner table.

Danish studies have focused on a way to relate food to life style and way
of life. Grunert et al (1993) propose an instrument called food related life style,
which they have tested empirically in three cultures/countries. Life style is here
a mental construct, which explains, but is not idet:ttical with, actual behaviour.
Life style transcends individual brands or products, but may be specific to a
product class. When this is related to food, the following five elements are used
as links between food products and values: 1) shoppings scripts, 2) meal
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preparation scripts, 3) desired higher-order product attributes, 4) desired
consequences, and 5) usage situations.

2.2 Consumer Decision Making

For the past thirty years, research in consumer behaviour has been in high
demand. With increases in private consumption also followed increases in
research interest. Much of the focus has been on influencing and shaping
behaviour. What, then is meant by consumer behaviour? Engel et al (1995, p. 4)
define consumer behaviour as those activities directly involved in obtaining,
consuming, and disposing of products and services, including the decision
processes that precede andfollow these actions.

Much research has discussed consumers' decision making processes.
Decisions can of course be made at all levels of detail and concern numerous
issues. The research and industry interest in how consumers make decisions has
to a large extent been related to brand choice, importance of price, etc. Decision
making can be seen as a ~ process, or studied more singularly focusing on a
particular outcome.

van Raaij (1988a) discusses the importance of information in decision
making and illustrates how information plays a part on the three different levels
where decisions are nlade:

1) generic level (to go on vacation or not)
2) modal level (which type ofvacation)
3) specific level (which destination or travel agency)

These three different types of decisions levels need different types of
information, where generic decisions are more bllilt on time- and financial
constraints, and general conditions.

O'Shaugnessy (1987) wrote about "buying as rule-following behaviour"
and proposed that rules may be personal, social, or institutional. Whether they
are personal or social, they are usually followed unconsciously. Consumers
know the reasons for their actions but are not aware of the rules embedded in
the reasons. According to O'Shaugnessy, rules are important for eliminating
mistakes; a way to guide between right and wrong. A rule is a description of a
regularity in buying behaviour. To be able to identify the rules that buyers use
we must understand the meaning of the purchase for the buyer. The possibility
of understanding the consumer builds on the assumption of "shared meanings" .

2.2.1 Decision Making as Problem Solving
Consumer decision making can be discussed in terms of problem solving.
Purchasing is then seen as solving problems. Howard (1989) uses three types of
problem solving in his Consumer Decision Model. According to Howard this is
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applicable only for choices among product categories, and not singular
products. The model also rests on the idea of the product life cycle, with its
three stages: introduction, growth, and maturity.

Extensive problem solving (EPS) occurs when the consumer finds an
innovation, a new product category for the consumer. The buyer must then form
a new product category concept with belonging criteria. The amount of
information used is large, and is searched externally as the consumer has no
earlier experience with the category.

Limited problem solving (LPS) is relevant when the consumer comes in
contact with a new brand in a known product category. Memory processing is
an active part as information is stored.

Routine problem solving (RPS) occurs when the consumer is purchasing
fronl known categories where s/he has experience. The purchases are of
repetitious character of well known brands from well known product categories.
Here it is mostly enough that the consumer recognises the brand rather than
recalls the brand which takes more energy from memory. Known and ac~epted

brands from each product category are in the consumers evoked set, which
could be described as a mental list of potential brands in each category. This
last type of problem solving is often exemplified by grocery purchasing.

2.2.2 Information Processing in Decision Making
Bettman (1979) sees information processing as a central part of consumer
choice. He presented a model of information processing that has received much
attention. The model is based on the assumption that consumers are exposed to
large amounts of information that can be relevant for different situations. How
consumers react to information, interpret it, make associations to other pieces of
information, etc, is of great importance for how choices are made. An important
ingredient, in Bettman's model, is the cognitive capacity that affects all steps in
the decision process. Limited cognitive capacity is a hindrance for how much
information a person can grasp, but also a restriction for how many activities a
person can engage in simultaneously. Due to these restrictions the individual
builds up patterns for interpretation and simple rules of action to make life more
manageable.

These patterns for interpretation can, for example, influence how selective
we are in what we choose to react upon out of all the available information
surrounding us. Heuristics can be described as mental short cuts to facilitate
everyday activities. These heuristics can, for example, consist of rules, or
strategies, for how to plan our cooking and related buying of ingredients. Rules,
like shopping for the week every Friday, always buy minced meat when the
price is reduced, or always serve pea-soup and pancakes on Thursdays, lessen
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the need for mental effort used for the frequently occurring decisions in
everyday behaviour.

Another way to facilitate decision making is by categorisation of
information for storing. van Raaij (1988a) discusses this illustrating that a brand
can be an example of a "chunk", a sort of label in memory that stands for
several characteristics in the brand besid~s the brand name.

Core values can also guide choice. These are important, and basic in
understanding the behaviour of people. Core values, for example, define how
products are used in a society. The example given by Engel et al (p. 619) is that
they determine what food should be eaten, and also with what other food
products it is appropriate, how it should be prepared and what tin1e of day to
eat.

The consideration set, sometimes called evoked set was mentioned earlier
and described as a mental list from which choices can be made. This consists of
what can be retrie\'ed from memory, the retrieval set, and what can be found
from an external search. In an external search some predefined criteria would be
needed for what to include and what not to include (Engel et aI, 1995).

Bettman et al (1991) point out that the accessibility of information and the
ease of processing it must be separated. The processability is partly depending
on how information is presented. The strategy chosen to make a certain decision
normally depends on how the information about the decision is presented and
who is making the decision, the social context.

Hirschman and Holbrook (1982) argue, however, that only using the
information processing approach is not enough, as it treats the consumers as a
strictly logical thinker. They point to other aspects of consumption - "fantasies,
feelings, and fun" - and propose a n10re experiential perspective, including the
symbolic, hedonic, and estethic nature of consumption. Hirschman and
Holbrook do not suggest an abandonment of the information processing
perspective, but rather that it is complemented with other aspects of
consumption.

2.2.3 Different Levels ofInvolvement
The notion of involvement has been of importance in research on consumer
decision making. Involvement is by Engel et al (1982) defined as the activation
of extended problem-solving behaviour when the act of purchase or
consumption is seen by the decision maker as having high personal importance
or relevance (p. 24). This occurs when the product is of high personal
relevance, costly, or when there is strong reference-group influence. The
decision process then involves active search and use of information. Engel et al
say, however, that this type of problem solving process is very rare, as few
products are important enough to justify this high level of arousal. When
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involvement is low, according to Engel et al the decision process is simpler,
even without involving problem solving.

An ongoing discussion concerns whether involvement should be regarded
as involvement only in products. Sometimes the product can be purely
instrun1ental while the problem that it helps to solve can be of high importance
for the consumer. Whatever the outcome of this discussion will be, the notion of
involvement has been of great importance in research on consumer decision
n1aking. Discussion has also concerned the quite dichotomous division of
involvement. It might be more relevant to regard it as a continuous scale, where
decisions might differ over products, persons, and problems. Mftrtensson
(1987), in going through different definitions of the involvement concept,
illustrated the lack of a unique definition, which complicates the discussion.

Kassarjian (1982) suggests that the discussion of involvement should be
extended by incorporating the existence of different personality types. He
argues that people are in themselves more or less involved, and involvement
should thus not only be thought of in terms of products or situations. Kassarj ian
means that much research has concerned high involvement decisions, which is
only a small share of decisions made. An argument of relevance could thus be
made, that consumer decisions that are of high relevance to consumers should
be studied rather than decisions which by researchers are regarded as high
involvement decisions. Relevance for consumers could be in terms of, for
example, high share of budget, complex decisions or frequency.

2.2.4 Empirical Studies on Consumer Decision Making
A large number of empirical studies have been done on consumer decision
making, some of which will be presented here as they seem relevant for this
study. In a survey with 900 respondents, Tollin (1990) treated information
seeking among grocery shoppers in some different ways. Questions about
whether consumers have the habit of reading the declaration of contents on
products generated five groups of respondents. "Always readers", 26 per cent,
read often, partly for medical reasons and partly for reasons of mistrust of the
manufacturers. The category "interested seldon1-readers" was only 4 per cent of
the respondents. They choose brands they know, or large brands, and cultivate
some primary products themselves. Together with "always-readers" Tollin calls
these 30 per cent quality seekers. A group of 10 per cent consist of "never
readers" and the remaining 60 per cent are made up of "periodical readers" and
"novelty-readers". They search for much information in some buying situations
or during certain periods (for example when dieting).

Degree of information search was further related to interest in cooking and
interest in knowledge about the influence of food on physical well-being. 47 per
cent are categorised as interested in food/health while about one third of the
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sample are called "info-full". 13 per cent are searching information but not very
actively and 9 per cent seem totally uninterested. 27 per cent are labelled
hobby-cooks. This group is very active and treats cooking, particularly on
weekends, as a pleasure. Two thirds of these search for a lot of information.
"Recipe-collectors", 15 per cent, do not have the same interest in cooking, but
are still collecting recipes from the manufacturers. A low or moderate interest in
food and lower degree of information search characterises the remaining 58 per
cent of the respondents.

Tollins four main, and partly overlapping categories, "quality-seekers",
"hobby-cooks", "nutrition/health-aware" and "price-focusers" are illustrated in
the two figures below. "Hobby-cooks" and "quality-seekers" 11ave been
described earlier. "Price-focusers" in her survey stated high tendency to read
feature advertising and that they engaged in store-switching. "Nutrition/health
aware" claimed borh an interest in the general bodily well-being and that they
were searching information about the relation between health and nutrition.

Tollin furtl1er means that the concepts involvement, participation and
social situation are central when searching for an increased understanding of
grocery purchasers. Involvement, according to Tollin, is a level of activation
that indicates the strength behind the motives driving the individual to act in a
certain way. For the grocery purchaser these can be; perceived importance,
perceived risk, pleasure, and symbolic value. Social situation refers to which
company the respondent has in the consumption process, while particpation
both includes treatment of groceries in the household and purchasers aspiration
to participate in decisions about how manfacturers treat groceries.

Quality
seekers/
30%/

nutrition!
health
20%

Figure 3. Quality seekers, nutrition/health-aware, and hobby cooks, from Tol/in (1990) p. 204
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Figure 4. Quality seekers, price focusers, and hobby cooks, from Tollin (1990) p. 192

In an exploratory study of grocery purchases, Linderstam (1989), found
buying behaviour to be very routinised, and that the consumers included three
different dimensions when calculating how much resources that should be
allocated to the purchase. Given these three; time, money, and involvement, it
appeared to Linderstam, that many consumers' buying behaviour seemed well
thought-out and suitable for their situation. Simple rules of thumb and heuristics
were common, particularly in decisions considered to be of minor importance.
The most searched for information was about prices. Apart from that, the
consumers used in-store information and own experiences from earlier use of
the products. Display in the store was important. Consumers also engaged in
planned impulse-buying, Le., their strategy was to buy certain products when
these were sold at a reduced price. Price reduction could also work as a decision
simplifier for frequent and less interesting purchases, or when the consumer did
not perceive any difference between brands. A red price-tag on a product
worked as a signal, and the consumers perceived that the price was reduced
without grasping what the product really cost.

Haglund (1979) found many combinations of planning in the households
he studied. Most households were medium-planners, but no don1inating or
uniform planning typologies were revealed. More planning was correlated with
higher education. Size of household, and age were other discriminating
variables. A planning (organised) group was discovered also by Jansson (1988,
1993). Gunnarson and Wahlund (1995), studying households' financial
strategies, among their respondents found much variation in the planning
dimensions.

2.2.5 Consumer Decision Making: Summary
How do we reach a decision on what to eat and what to purchase, and when is
the decision made? It is somewhat difficult to define exactly what the object
under study is when we do research on consumer decision making, as decisions
are made on many different levels of detail. One useful approach has been to
study it as a problem solving process, and thereby focusing also on which type
of problem the decision helps to solve. Internal and/or external information is
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used in the decision process, and decision making has also been researched with
an information processing perspective. Within this perspective the consumer is
seen as using heuristics, ie simplifying rules and consideration sets, ie mental
lists in order to reduce the need for infom1ation processing. The importance of a
decision has been connected to the notion of involvement, which has had large
impact in consumer research. This useful notion has unfortunately not been
defined conclusively, and is mostly used dichotomously even though many
researchers propose it as a continuous variable.

2.3 Other Aspects of Consumer Decision Making

2.3.1 Critical Voices Regarding Consumer Behaviour Research

Research in consumer behaviour has during a long period been criticised for
being too estranged from the consumers and their reality. An early critic was
Tucker (1967) who meant that research should emanate from realistic situations
and that theory should be built from that. He illustrated this in his book where
he presented descriptions of different buying and consumption situations, which
he meant should be the basis for generation of theory. Many other critics
arguing the same cause have followed over the years.

One critical voice is Arndt (1980) who made a summary of the expressed
criticism and found that some of the main deficiencies that had been adressed
were:
• Consumer behaviour has not been studied in relation to public companies,

the focus has been on the conditions and interests of private companies,
while large areas like for example transportation, education, and health have
not been covered.

• Fragmentation is another problem. The form of publication and existing
demands to publish do not lead to cumulative science, the research is for
example driven by data availability.

• Group behaviour is neglected, normally the individual is the object under
study.

• Bias towards decision processes, when it would seem reasonable also to
study both consumption and consequences for the consumers.

• Uninteresting problems, in the sense that they are of less importance for the
consumers.

• Irrelevant results, narrow testing of hypotheses lead to results that are
isolated from a larger context and do not contribute to increased cumulative
knowledge.

Another summary by Arndt (1986) divides consumer behaviour research
into six groups in the form of a matrix. One axis tells whether the research deals
with group behaviour or individual behaviour. The other side concerns the view
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on the consumer/group and divides the consumer/group as 1) rational actor, 2)
behaviour driven by external variables, and 3) research with a social
constructionist perspective on behaviour. Each of these six groups is regarded
as a paradigm and Arndt places different research traditions in his matrix. He
then establishes that it has been much more common to make studies on the
individual level than with groups, and that the view upon the consumer as a
rational individual has dominated.

Rationality in itself is, however, an ambiguous concept. Walters and Paul
(1970) argued that the consumer is rational in the sense that her behaviour is not
random. This is not rationality in the strict economic sense which does not
allow for emotionality or variation seeking. Being rational is thinking through
ones problem and making a decision based on that. The consumer chooses what
at each given occasion seems to be the best alternative given available
information, which is also judged to be sufficient.

Anell (1979) nleans that earlier research in consumer behaviour has lacked
in strength in the sense that it has used the wrong perspective by relatively one
sidedly studying the consumer from a company perspective. Anell means that
there is great demand for

"... development ofan alternative perspective, starting from the households'
(or the individual consumers') situation and searching to find bases for
decisions for solving of the households' or the consumers' problem, and
that is not defining consumer behaviour only as purchasing behaviour H

(Anell, 1979, pp. 48-49, translated from Swedish)

Pinson and Roberto (1988) do not seem to think that it is a problem that
consumer behaviour research is so fragmented. What is done is according to
them useful for companies engaged in marketing. Olander (1993), on the other
hand, asks for more research with a consumer perspective, and not only
managerially applicable research. If it is tIle consumer we are studying, let her
be visible also in textbooks and similar texts.

A somewhat optimistic tone is found in van Raaij's (1988b) discussion of
the possible future for research in consumer behaviour. He highlights some
biases in focus of research which has been commented on by a number of
authors. Based on this discussion he presents eight fruitful directions in which
research in consumer behaviour could go. 1) Research about the total
consumption cycle, from purchase to disposal is desired. 2) The generic
decision making of the consumer is not enough illuminated, Le., how is the
budget allocated between some larger groups like food, clothing, leisure,
saving, etc. 3) Consumer behaviour regarding the public sector and the products
and services it supplies would be an interesting object to study, particularly as
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the pricing of these is not done as in the private markets. 4) Besides marketing
perspectives, research could be supplemented with a consumer politics
perspective which should also include 5) aspects of "quality of life", i.e.,
regarding environmental and external effects of consumption. 6) Crosscultural
and comparative studies can supplement studies that have been done in the
western industrial nations. It is hardly likely that what is generalisable in
Europe and North America is applicable in the former eastern block. 7)
Affective factors are particularly interesting to study in the field of decision
making and finally, van Raaij means that 8) the household as a decision maker
is not enough studied.

Heisley and Holmes (1987) also point to the fact that the field of consumer
research in marketing has been lacking in studies of the family. Both the family
as a consumption unit, and as influencing individuals' consumption, is in their
opinion a field where creative consumer research is needed. The research done
has mostly used a sociological approach while Heisley and Holmes believe that
more research using anthropological perspectives would be fruitful.

Much of the espoused criticism in consumer behaviour research concerns
the narrowness of the existing perspectives. Studying consumer behaviour and
decision making as narrowly defined processes where each decision, as well as
the separate steps, can be distinguished, has been criticised by several
researchers. The decisions should instead be seen in their context. It can be
relevant to study a chain of decisions, or to view for example marriage as a long
term negotiation process. Suggested is also that one can see a tendency for
decision avoidance, which can be rational. Nicosia and Mayer (1976) argued for
an attempt to work on a sociology of consumption with buying, using, and
disposing as main activities. They also argue for the explication of consumption
activities in terms of baskets, and more interest devoted to how time is
allocated. All kinds of activities are, in their perspective, interdependent as a
limited supply of time exists. Nicosia and Mayer believe that consumption
should be studied relative to cultural values and the values established in the
institutions in which the consumption activity is performed. Time as a limited
resource has also been treated by Burenstam Linder (1969) who argued for
inclusion of time as a variable in decision theory as well as in many other fields.
This is, however, something that still has not been treated to any larger extent.

Holbrook (1987) proposes an expansion of consumer research to reflect a
fuller treatment of "1) consuming, 2) experiencing, 3) using products, 4)
intangible services and ideas, 5) more durable products, 6) expenditures of time,
effort, and ability, 7) emotional components, 8) consumer misbehaviour, 9)
mutually independent wholes, and 10) concern with consumption for its own
sake" (Holbrook, 1987, p. 173). Holbrook advocates a radical change both in
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the topics and methods used in consumer research, in search for the roots of
consumption.

The discussion about consumer behaviour research has continued and,
interestingly enough, been very vital within the Association for Consumer
Research (ACR). A number of established American researchers, related to
ACR, started off on an "Odyssey" (see Belk, 1991a) over the American
continent. The voyage started as a protest against the institutionalised forms that
consumer research was done and distributed in, and as a base to start a
meaningful discussion. During the trip that all in all took a couple of months,
the group engaged in filming, interviewing, and by participant observation
coming close to, consumers in a wide variety of different buying- and
consumption situations. Belk means that partly they tried to take up Tucker's
fallen mantle. This voyage has been followed by a lively discussion with both
constructive and critical features, where some say that this might be the rescue
for the field of research in consumer behaviour, which was on the verge of
becoming totally isolated. A large number of articles and conference papers
have been produced en1anating from the Odyssey. Solomon (1992) has, for
example, incorporated some of these thoughts in his textbook on consumer
behaviour. This is indicated already from the sub-title of his book - Buying,
Having, and Being.

According to van Raaij (1993), research methodology also has to

"... adapt to the changed conditions, emphasizing naturalistic observation,
contextualization, maximised comparisons, and sensitized concepts H.

(van Raaij, 1993, p. 562)

Wind et al (1991) discuss procedures within consumer research and
establish that a change of paradigm is going on and that research is polarised
within different lines of consumer research, with increasing specialisation. They
ask for methodological creativity and innovation and an increased intellectual
exchange within the different branches of the discipline. Hirschman and
Holbrook (1992) propose a worldview where different ways of approaching
different truths can exist side by side. For the field of consumer research to
prosper and evolve they argue that multiplicity in methods and perspectives as
well as understanding and tolerance are needed among its practitioners.

2.3.2 On the Influence ofOthers
Wameryd (1988) discusses social influence on economic behaviour. It is
common, exists in many forms, and is very often mutual. One of the theories in
this field is attribution theory which says that the individual interprets actions as
causal and tries to understand the behaviour of others even if he or she is not
directly affected by it. The interest within attribution theory has been focused

102



on whether a person has explained events with human attributes or attributes in
the environment.

Social systems, particularly smaller groups, are important in the study of
economic behaviour. Bettman et al (1991) point out that decisions are not made
in a social vacuum. Each individual in a group is under influence of, and
influences, the other group members. In this context, roles and role expectations
are also discussed. Economic socialisation is a socialisation process which
concerns understanding and growing into the expected and "correct" behaviour.
Consumer socialisation is another part of socialisation that might not so often
include conscious training by parents, but where imitation and learning still are
a large part. The role of the family is another topic discussed under social
influences. The family is just one example of a reference group. Reference
groups and social comparisons have been presented as reasons for both
consun1ption and other economic behaviour

Folkes and Kiesler (1991) discuss how cognitive processes influence the
way in which consumers think about themselves, other consumers, marketers,
and the products and services they choose, buy, use, or refrain from. The most
important issues are presented below:
• In reference to the person's perception of the self, how is ownership of certain

products contributing to this perception? And to which extent does this
perception affect what is purchased?

• How is sale or ownership of a product affecting the perception of who that
person is, when stereotypes and categorizations are used? How do
stereotypical perceptions about others affect how we value products they
use?

• How do consumers make causal inferences about themselves and others and
about how good products are?

• Which type of inferences about the self is done from knowledge about the
attitudes of others to products and their ability to use products?

• How does knowledge about the own person affect inferences about others'
product decisions?

• How do consumers' inferences about others before and during social
interaction affect how these interactions take part?

The short answer to all of these questions is that other people matter, or
that it matters what we believe that other people think. The consistent picture of
the self is also important in this context. Social interaction is important, and
social context is a factor of influence, both directly and indirectly. Folkes and
Kiesler mention, for example, that expectations on social interaction can
influence our behaviour. If we know that we might be expected to explain our
brand choice, we tend to choose a brand that we can easily find arguments for.
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Kirchler (1988) studied decision making in the household. The family is,
according to Kirchler, a very important group as it has long tem1 interaction
during many different circumstances. Within the realm of the family, another
kind of intimacy and other behaviours appear, than what would be considered
natural in, for example, a work group. The problem with studying household
decision making can for example be that it can be difficult to say who made a
decision, and that the spoken is not always the important. A large and important
part of family life is interpreting what the other family members think about
different things.

Much research has concentrated on how decision making is divided
between spouses. Studies have for example shown that some types of decisions
can be regarded as belonging to one of the spouses' decision making arena,
while others as naturally are taken by the couple together. A certain difference
in demographic characteristics can, for example, be a base for defining such
divisions. That one part decides more than the other has for example shown to
be related to relatively larger allocation of resources, higher involvement, or
norms about gender.

2.3.3 The Household as a Social System
Engstrom and Hartvig Larsen (1987, 1989) build on a systems theory
perspective and discuss what it means that the family, here called household,
can be described as a social system characterised by cooperation, specialisation
of tasks, shared home, etc. The following discussion follows chapter four in
their book (1987).

A social system can be seen as a group of interacting individuals. Groups
on many different levels can be seen as social systen1s. Society is an exan1ple of
such a system on a high level. Social systems can also be described as
structures of behaviour. The issue is then to describe different roles and their
respective behaviour. Every role can be subdivided into a number of activities
characteristic for that role. Every individual has several roles, and if two roles
for two inviduals are dependent on one another, or connected, they are part of a
social system.

According to Engstrom and Hartvig Larsen, other authors have focused on
shared values or norms that bring people together, which is called conceptual
structures. These common views are what define the social systems, and they
appear through socialisation and interaction. However, Engstrom and Hartvig
Larsen argue that when the household is discussed as a social system it is not
sufficient to use conceptual structures as norms. They believe that by
combining conceptual structures with behavioural structures, a more realistic
picture of the household is obtained. Behaviour is influenced by norms just as
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behaviour has consequences for norm formation. Instead of seeing this as a
cause - effect relation it should be seen as an interaction.

Engstrom and Hartvig Larsen further suggest that two other dimensions
should be included when the household is studied. The resource structure that
is available to the household is important. Absence of household technology
might be a restriction, while changes in resource structure can bring changes in
other buying decisions as well. Access to a car can also be an important factor.
A further dimension is demographic structure, for example the number of
people in the household, age, income, and stage in the life cycle.

Between all four structures - behaviour, conceptual, resource, and
demographic - mutual relations exist. No relation is superior or inferior. The
household can thereby be described through structures, which constitute the
social system which is the household. The four structures and the relations
between them are illustrated in the figure below.

Behavioural Conceptual
structure .---. structure

! >< !
Resources 1.---. Demographics

Figure 5. Model by Engstrom & Hartvig Larsen (1987), my visualisation

Engstrom and Hartvig Larsen also emphasise the importance of the
situation in which a purchased good or service will be used. Use situation is
dependent on, or constituted by, the four structures. A use situation with its
specific characteristics can thus be regarded as a contextual starting point for a
purchase, and that this together with the four structures determine which choice
criteria are relevant. Four types of choice criteria are suggested by Engstrom
and Hartvig Larsen (1990); "1) goods/brands being major items on the
household budget, 2) goods/brands that can be substituted by better qualitities
within the budget, 3) goods/brands being essential in the usage situation nearest
in time, and 4) goods/brands being essential in the most significant usage
situation among all the usage situations covered by the shopping trip" (p.
1045).They also note that different households rank usage situations differently.
The household as a system further contains synergies, which can be reached for
example by division of labor and organisation of labor. It is also characterised
by being an open system, i.e., interacting with the world around it.
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The household is also seen as an open system also by Anell (1979) in her
study on households and distribution of groceries. The household is interacting
with its environment to accomplish its goals. The household is here however
compared to an organisation, a group that consciously cooperates to reach
certain goals. Effectiveness is then to minimise resource consumption given the
desired results. On the issue of purchasing, Anell means that use of time and
other resources for the household members should be minimised. Purchase of
groceries is seen as an activity that is not particularly meaningful per se, but that
leads to a goal with meaning.

"Purchasing can be seen as a part ofthat activity in a household that should
lead to the members getting tasty, varying and nutritional food on the table
with a minimum ofsacrifices oftime, work, money, and other resources"

(Anell, 1979, p. 7, translated from Swedish)

2.3.4 Everyday Life as Context
As context is referred to so often and considered important in this study it
seemed to deserve being elaborated on separately. As an illustration of its
importance, it can be mentioned that in the latest version of the widely used
textbook by Engel et al (1995), environmental influences take up a whole part.
This part covers cultural influence, ethnical influence, social class and status,
personal influence, family and household influences, and situational influences.
Situational influences has a whole chapter to itself. When comparing with an
older version of Engel and Blackwell (1982) the difference is striking. In the
1982 version of the high involvement model of consumer decision making,
external influences are cultural norm and values, reference group/family, and
something called unanticipated circumstances, of which the latter only affects
choice. What now takes up several chapters in the eighth edition was given
relatively little attention in the fourth edition. Situational influence, according to
Engel et al (1995), can be viewed as the influence arising from factors that are
particular to a specific time and place that are independent of consumer and
object characteristics. Engel et al themselves talk about communication
situations, purchase situations, and usage situations. The purchase situation
includes both information environment and retail environment.

In the different texts referred to and read, three different terms are used
which seenl to have similar meaning; context, environment, and situation. A
dictionaryl was consulted to clarify this issue.

The meaning of context is 1) the parts of somethings written or spoken that

immediately precede and follow a word or passage and clarify its meaning, and 2) the

1 The Concise Oxford Dictionary, 8th ed, 1990, Oxford University Press

106



circumstances relevant to something under consideration. Environment means 1) physical
surroundings and conditions, esp. as affecting people's lifes, 2) conditions or circumstances
of living, 3) Ecol. external conditions affecting the growth ofplants and animals, and 4) a

structure designed to be experienced from inside as a work ofart. Situation is explained
as 1) a place and its surroundings, 2) a set ofcircumstances; a position in which one finds

oneself; a state ofaffairs, 3) an employee's position or job, and finally 4) a critical point or

complication in a drama.

These three different terms seem to stand for almost the same thing.
Irrespective of whether agreen1ent has been reached on the definitions, it seems
agreed upon that the field of consumer research has much to gain by taking
context into consideration (see for example van Raaij 1993, Rogoff 1984,
Tversky and Kahneman 1986, Warlop and Rathneswar 1993). Grafton-Small
(1993) argues that"... it is surely impossible to see consumption of any shape as
somehow independent of the environment in which it takes place." (p. 95)

Belk (1975) proposed five groups of characteristics defining situation:

ttl. Physical Surroundings are the most readily apparent features of a
situation. These features include geographical and institutional location,
decor, sounds, aromas, lighting, weather and visible configurations of
merchandise or other material surrounding the stimulus object.
2. Social Surroundings provide additional depth to a description of a
situation. Other persons present, their characteristics, their apparent roles,
and interpersonal interactions occurring are potentially relevant examples.
3. Temporal Perspective is a dimension ofsituations which may be specified
in units ranging from time ofday to season of the year. Time may also be
measured relative to some past or future event for the situational
participant. This allows conceptions such as time since last purchase, time
since or until meals or payday, and time constraints imposed by the prior or
standing commitments.
4. Task Definition features ofa situation include an intent or requirement to
select, shop for, or obtain information about a general or specific purchase.
In addition, task may reflect different buyer and user roles anticipated by
the individual. For instance, a person shopping for a small appliance as a
wedding gift for a friend is in a different situation than he would be in
shoppingfor a small appliance for personal use.
5. Antecedent States make up a final group offeatures which characterize a
situation. These are momentary moods or momentary conditions rather than
chronic individual traits. These conditions are further stipulated to be
immediately antecedent to the current situation in order to distinguish states
which the individual brings to the situation from states of the individual
which may result from the situation. tt

(Belk, 1975, p. 159)

Finally this must have a "demonstrable and systematic effect on current
behaviour", something which has to be empirically tested. Belk reports that
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empirical studies have found a significant impact of situation on consumer
behaviour. A shorter, and perhaps somewhat negligent version of Belks
characteristics of situation is: Where, With whom, When, What to do and In
Which Mood. Denzin (1983) discusses situations as important in interpretative
interactionism and says that all experience is situation-related as situations
represent how a person is currently anchored into the life-world. Situations, on
the other hand, exist only to the extent that people act upon them and make
them real. Social context as an important factor in understanding how people
see themselves and others is discussed by Folkes and Kiesler (1991).

Ekstrom (1995) points to the importance of recognising both situation and
environment as variables that might be explanatory when studying children's
influence in family decision making. Environment is defined as "the context in
which interaction between parents and children takes place with a focus on
purchasing and consumption aspects" (p. 97). Ekstrom considers situation to be
more specific than environment, but is aware that they are interrelated and that
the words sometimes are used as synonyms.

Engstrom and Hartvig Larsen (1987) point to the importance of the
intended usage situation when studying purchasing behaviour. Situations are in
their terms seen as social reference points which to a large extent will be
governing behaviour. They are also placed in time, and constitute the passage of
time in a way to make it understandable. The situation can also be defined as
external or internal depending on who will be participating or able to observe it.

Going back to the object of this study, everyday life can be regarded as a
context. To manage all the daily transactions and keep the household running
like a smooth operation can be regarded as a task of some complexity. The goal
can be regarded as a general level of well-being. Different members of the
household have differing expectations and will to contribute. Things like meal
planning have to be done over and over, day by day, and year by year. The
household has to find a state of equilibrium where the anlount of effort used on
mealplanning, purchasing, and preparation is in good balance with the resulting
meal and the value attached to that. Where to find this balance is an issue
related to preconcieved notions, interest, divison of responsibilities, ages of
household participants, stages in life cycles, primary and secondary
socialisation, etc. A large nunlber of factors are thus directly or indirectly
included in this process of adapting to how to create a feasible and running
everyday life with whatever scarce resources there are. The balance is a social
construction of everyday life that probably basically is stable but still is in
constant change. Minor changes appear all the time~ and larger changes appear
when there is a structural change in the composition of the household or its
circumstances. The context is both socially and materially constructed. The
context is thus contributing as creator of both needs and problem solving
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strategies. Of importance is also that it is the context as perceived that is
influential, as well as perceived resources.

2.3.5 Empirical Studies on Other Aspects ofConsumer Decision Making
All the studies done in the Odyssey (Belk et aI, 1991a) could be presented here.
Their empirical studies of consumers in different consumptions situations,
provided rich knowledge on consumer behaviour. Reporting on, for example,
vacation performances, collections, out door markets, and a Barry Manilow Fan
Club, the Odyssey. serves as good illustrations of the importance of including
context in consumer research.

Jansson found in his studies (1988, 1993), that ready-made food was used
mostly by single households, while the families with children mostly started
from primary products. Several of the larger households also had different
means of obtaining food besides shopping in the store. The households had
clear pictures of what type of household they were and how such behave. In the
social interaction these behaviours are enforced. Creativity for example
demands social response - it is not as pleasing to be creative just for one self.

Tollin (1990) found in her surveys that the social situation at the table
influenced to which extent buyers were interested in buying ready-nlade food.
The buyers who eat alone, or where there is little interaction at the table, will to
a larger extent buy ready-made dishes, seldom cook with a recipe, and show a
low degree of variation in the menu.

Overall the empirical studies indicate a lack of variation in the weekly
menus, which is also supported by the lists of popular dishes published by retail
chains. Hager (1988) studied variety in purchasing of red meat, poultry, and
fish, and concluded that variety on household level might be perceived very
differently.

2.3.6 Other Aspects ..... : Summary
In consumer behaviour research, the lack of realism together with the
narrowness of the perspectives have received most criticisn1. When
consumption is studied from a broader perspective, the rational individual
making a single decision is replaced as object of study, and other aspects apart
from buying decisions, are studied. Consumer behaviour is regarded as social,
in the sense that other people matter. Other people influence what we purchase,
and inferences are made from the consumption pattern of others. Decision
making is influenced by others, and many buying decisions are such that the
outcome of the purchase has an impact on several people. It is then natural to
think about the buying decisions as influenced, for example, by a grollp of
people or a household. The household as a decision making unit was discussed.
Viewing the household as a social system, constituted by its conceptual
structures, behavioural structures, resources, and demographics, appears as a
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realistic and manageable way of analysis. To focus on context is also a way to
strive for realism in research. Context is used, in this study, as the
circumstances relevant to something under consideration. With everyday life as
a context, problem solving related to food is just one of the many tasks that
need to be handled over the day.

2.4 The Store as a Promotional Instrument

The store can be seen as a media, or as the meeting place with the
consumer. The store can also be regarded as a promotional instrument, or be
promoted just like a product. Kotler's (1988) definition of product is: "A
product is anything that can be offered to a market for attention, acquisition, use
or consumption that might satisfy a want or a need" (p. 445)

The product can be described on three levels 1) core benefit/service, 2)
tangible product, meaning the larger packaging, and 3) augmented product,
which is added features like extra services etc. Retailing can in this respect be
seen as a product with a lot of augmented values to it. Retail outlets can be
described as having distinct images or personalities, expressing the augmented
values, which contribute to the consumers store choice. According to Boyd and
Levy (1967), stores have their own brand images. A stores image consists of
many dimensions, of which the promotional profile is one.

Promotions have been extensively treated in marketing literature. It is
described as a tool to increase sales and is one of Kotler's original 4 P:s
(product, place, price and promotion). Kotler (1980) defines promotional tools
(promotools) as advertising, personal selling, sales promotion, and publicity.
Sales promotion is here anything that is not included in one of the other three.
Sales promotion tools have two distinctive qualitites: insistent presence and
product demeaning.

Blattberg and Neslin (1990) find four themes that should be retained in a
good working definition of sales promotions. Sales promotions are 1) action
focused, 2) marketing events, designed to have a 3) direct impact on behaviour
and 4 ) to influence consumers or marketing intermediaries. Blattberg and
Neslin comment on the issue of creating an immediate sale, which have been
included in some definitions of promotions but they do not think that this is
totally supported by empirical evidence. They also refrain from using short term
impact which has been rather common, as they think that the long term effects
need to be studied more.

Blattberg and Neslin divide pron10tions into three major types: consumer
promotions, retail promotions and trade promotions. They state that it is
important for managers to understand not only how consumers respond to
promotions but also why. Involvement is important in the process, and
Blattberg and Neslin describe consumers as high-involvement consumers or
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low-involvement consumers. The consumer with high involvement is an active
information seeker and processor who attempts to maximise satisfaction with
his purchases. The products are closely tied to the highly involved consumers'
identity and belief system and the consumer evaluates brands in detail before
purchasing. Information is rarely searched by the low-involvement consumer
and when found processed passively. They seek an acceptable level of
satisfaction and the products are not tied to the consumers identity and belief
system. The low-involvement consumer might evaluate the product after
purchase. Promotions has the possibility to influence consumers with both
levels of involvement, according to Blattberg and Neslin.

Blattberg and Neslin (1990) state that there are four basic mechanisms
according to which sales promotions affect sales. These are:

• "brand switching - the consumer is induced to purchase a different
brandfrom that which would have been purchased had the promotion not
been available

• repeat purchasing - the consumer's probability of buying the brand
again in the future is influenced by purchasing the brand on promotion

• purchase acceleration - the consumer's purchase timing or purchase
quantity is changed by the promotion

• category expansion - the consumer's total consumption of the product
category is increased by the promotion"

(Blattberg and Neslin, 1990, p. 112)

In other words, it can be said that there are different ways that consumers
can react and behave, when facing promotions. Not all of these mechanisms
have been supported by empirical data, and the authors claim that in the real
world marketplace it is likely that all the mechanisms occur at the same time.

One of the consumer's problems is to combine a basket of products to
produce a meal, and the retailer's problem is to provide an assortment of brands
and categories, and help to solve the consumer's problem. For the retailer, four
promotion objectives are particularly important; generating store traffic, moving
excess inventory, enhancing the store's image, and creating a price image.
These are aimed at through a portfolio of planned and less planned promotional
activities. Considering the new tools the trade has obtained through scanners
and higher processing power in small PC:s, this portfolio can today be managed
in a much better way than before. New ways to model and plan campaigns have
for example been presented by Persson (1995).

The stores are interested in having loyal customers. Promotions serve,
among other things, as a means to attract new customers as well as a way to
communicate to earlier customers that the store is worthwhile visiting again.
New customers, however, have been customers somewhere else earlier, which
implies store switching. A customer can engage in store switching because an
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important difference is perceived between the stores, or sometimes just because
there is a need for variation.

Loyalty was discussed by Hirschman (1970), who basically argued that
customers or members in organisations have the choice of using exit or voice
when dissatisfied. Exit means to leave the organisation while voice is to make a
complaint. The customers using the voice-option, if something is done about
their complaints, are more likely to become loyal customers.

A thorough discussion of the notion of loyalty is found in Laaksonen
(1993). When loyalty is defined only as a certain share of purchasing devoted to
a particular brand or store, the underlying assumption is that this is an
expression of a positive attitude towards that brand or store. In summary,
Laaksonen argues for a more dynamic approach to loyalty, which includes
multiple dimensions as well as n1ultiple objects. The notion of loyalty should be
defined and applied in such a way that it reflects the buyers resistance to switch
object.

2.4.1 Empirical Studies on Store-related Behaviour
Research done involving the grocery retail store have to a large extent used a
brand n1anager perspective. The problems in focus have been choice of brands,
price elasticities, etc.

The stores total sales volume represents a combination of different types of
purchases. An American study by FMI on purchases in grocery retailing,
referred to by Tordjman (1988), has suggested the following typology:

• "routine purchases which represent a household's food supplies for a
period which usually varies between three and seven days. This category
ofpurchases, despite the fact that it is in decline, continues to accountfor
75 per cent ofsupermarket sales;

• stock-up purchases which are made when the consumers want to increase
their household stocks;

• fill-in purchases such as milk, butter, bread, and all kinds of basic or
missing products;

• purchases for consumption on the same day, such as sandwiches,
prepared dishes, or salads;

• adventure purchases, which is a method by which the consumer goes out
to make discoveries without a predetermined list ofitems to buy. "

(Tordjman, 1988, p. 56)

Kahn and Schmittlein (1992) divided shopping trips into major trips and
fill-in trips. Their study, using scanner data for crackers, showed that coupons
were used relatively more on major shopping trips, while purchases of featured
brands were relatively higher on fill-in shopping trips. The effects of in-store
display was researched as well, but the pattern in this case was not clear.
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Already in 1954, Stone, a sociologist, presented a shopper typology, with
four categories: 1) economic, 2) personalising, 3) ethical, and 4) apathetic.
Similar categorisations have followed (see for example Darden and Reynolds,
1971, Williams et aI, 1978) but Stones categories seem basically to hold, even if
more aspects have been added in later studies. One question in this type of
research is whether the typologies should be of shoppers or shopping trips.
Situational factors and type of problem might make large differences in how the
purchase is perceived by the shopper. Laaksonen (1993) criticises many of the
studies dividing buyers into shopping types as they regard the shopping types as
distinct and static.

Tollin (1990) identified three major categories of buying behaviour. The
variables used to discriminate between buyers were degree of information
search and loyalty towards the store. "Price focusers", 42 per cent, choose both
store and product from feature advertising. "Store loyals", 23 per cent, read
feature advertising, bllt did not engage in store-switching. The third category,
"the flexible", 35 per cent, visited the store on a daily basis, and did not collect
much information about weekly price offers. Both store loyal customers and
store switchers were included in this category. More younger buyers were found
in the flexible category, while older buyers were more focused on price. This is
hardly surprising as older buyers probably have more time to spend on grocery
shopping relative to other age groups. Store switching due to price reductions
was rare in Linderstams (1989) exploratory study of buying behaviour.

In an earlier study, Holmberg (1992), I used scanner data fron1 one store to
study effects of promotions. In-store activities gave high sales volumes for all
fourteen product categories included. Feature advertising gave much lower
contributions to sales, and the results indicated that the consumers used the
stores as reminders and sources of inspiration.

Many empirical studies on promotion effects have used a manufacturer
perspective. Blattberg and Neslin (1990) thoroughly discuss how promotions
affect sales. Studies of brand switching indicate that cross-elasticities are
assymetric between brands. These assymetries can to a large extent be
explained by price-tiers. More empirical studies on repeat purchasing need,
according to Blattberg and Neslin, to be done in order to be more certain on the
extent of this effect on sales. Purchase acceleration has been both theoretically
and empirically supported. A large share of these studies have been done using
data for frequently promoted packaged products, while more studies need to be
done with other categories. Category expansion has not yet been empirically
demonstrated, according to Blattberg and Neslin. Again it should be reminded
that all four effects probably occur simultaneously. Another issue is that the
effects mentioned here all are short-term effects, while long term effects need to
be taken into consideration.
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Blattberg and Neslin (1990) also discuss retail promotions, i.e., using a
retailer perspective. Going through empirical studies in the field their key
findings are:

"1. Promotional responsiveness is much greater than price responsiveness.
"2. There are certain effects that cannot be explained by standard economic

models. These include "ending in 9"-effects and "Nfor X" prices.
"3.Panel data show that consumers appear to stockpile goods when

promotions are offered, but it is very difficult to measure "throughs"
after deals using retail scanner data.

"4.Some items within a product category derive their sales increase by
cannibalizing the sales of other items in the category. These items may
not always be profitable for the retailers to promote.

"5. The magnitude ofthe deal response across brand and product categories
are approximately the same. While there is substantial variation, it may
be possible to use the mean elasticity level and shrink all the coefficients
to this grand mean.

"6.Deal effectiveness decays exponentially the longer the deal is run. The
reason given is that consumers begin to treat the price decrease as
though it was permanent. However, the exact cause is not well
understood.

"7.Display andfeature advertising increase sales in the range of 75 to 100
percent. They may interact with price promotional discounts. "

(Blattberg & Neslin, 1990, pp. 363-364)

Persson has conducted a number of scanner data studies using a retailer
perspective. With receipt data for coffee, Persson (1992) firstly concluded that
promotions affect volume sold, and thereafter decomposed the sales increase.
This revealed that promotions increased the number of shoppers buying fron1
the coffee category, as well as the number of shoppers buying the promoted
brand. The average quantity purchased per buyer also increased. No stockpiling
among the consumers was indicated as most buyers purchased just one or two
packs of coffee. This is, however, not particularly surprising as the coffee
category is very frequently promoted, which reduces the incentive for
consumers to stockpile. A category effect on the effectiveness of promotions
was found in another study by Persson (1993) using scanner data for six product
categories. A third study by Julander and Persson (1993) found empirically that
food items were more sensitive to promotions than non-food items.

Woodside and Trappey (1992) asked consumers about their primary store
choice among supermarkets, and which store they were least likely to visit.
Their results show that consumer's top-of-mind brand or store name
associations with some characteristics of the store or brand is strongly related to
her shopping and buying behaviour. Price promotions and feature advertising
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led some customers to switch stores to make their purchases of disposable
diapers in a study by Kumar and Leone (1988).

2.5 Theoretical Framework Summarised

The summary of the theoretical framework will focus on aspects of everyday
life related to food, particularly with the role of the grocery retail store in mind.
The theory on consumer behaviour has been rightfully criticised for beeing too
distant from a consumer viewpoint. This study will try to avoid this criticism by
using a consumer perspective.

Food is important for a number of reasons. Food can be a carrier of
cultural meaning, tradition, consolation, a means of expression, a problem, and
sometimes pure joy at the same time as it is an everyday task to be managed.
Food carries strong social loading, and the meal can be important in upholding
the family as an institution. Food habits are socially constructed patterns
expressing both the individual, different roles, and relations. Food habits have
different functions, that need to be understood in their respective contexts.
Reading works in sociology and ethnology add to the understanding of food
habits as cultural and social phenomena. The theories on social construction can
easily be applied to consumer behaviour. Decision rules, which brands that are
accepted, which store chain to visit, what to cook and eat, and when, are all
socially constructed patterns of behaviour, learned in interaction. Food habits,
perceptions of food and its social role, are also socially constructed, formed
during the younger years, and later modified. Changes in social conditions,
exposure to new environments, and other influences bring constant, and slow,
changes in these socially constructed patterns of behaviour. The largest change
of behaviour occurs when there is a change in social conditions.

Decisions on what to eat, what to buy, and how to prepare it can be seen as
frequently occurring and routinised decisions, at least where the Monday to
Thursday mealplanning is concerned. Grocery purchasing is often suggested in
literature as an example of low involvement purchasing. Involvement in
purchasing should however be seen in relation to context. Everyday meal
planning need not be highly involving each day, but can still be regarded as an
important issue for the general well-being of the household.

The grocery purchasing decisions are interrelated as, for example, a certain
variation in the menu is desired and provisions might last for more than one
meal. Moreover, they are made ijnder restrictions in terms of time and money.
Contrary to the instrumental view on purchasing, involvement is regarded as
important. Little time and money, but a genuine interest in food can lead to a
different rationality in buying, than what would be found in a household with
more time and money but lacking interest. Rationality is regarded as slLbjective
and socially constructed, whereby it is both culturally and contextually
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influenced. For the individual and the household it is probably a question of
finding their rationality, given the perceived conditions.

The buying decisions are regarded as recurring problem solving. The
households establish routines and simple decision rules to facilitate managing
the information dense and conlplex environment. These routines are also
influenced by variables such as involvement, and time and money at disposal. It
seems likely that each consumer has numerous different consideration sets,
some of which might be overlapping. It has been shown that households have
different purchasing strategies, and differ in the evaluation of the importance of
price, store loyalty and information search behaviour. Display of products in
stores and price information affect behaviour and can be included in the
decision rules. Studies have also shown that households with similar socio
demographic characteristics show different patterns of behaviour and attitudes.

As humans are social, interacting beings and food, as was said earlier,
plays a role in social interaction, other people matter also in the daily problem
solving regarding food. The household is seen as an open system, interacting
with its varying environment. The system can be described through conceptual,
behavioural, demographic, and resource structures. This means that given the
life cycle stage of the household and the resources they have access to they will
identify certain roles for themselves, partly governed by the norms and values
existing in the household. To see behaviour, norms, and values as constantly
interacting gives a picture of a dynamic system, which is under constant
influence from many directions.

The households decision process for food will be studied in its context.
With context is here meant circumstances relevant to something under
consideration, and in this study the management of everyday life is regarded as
the relevant circumstance.

That many decisions concerning food purchases are made in the store, or
made earlier and carried out in the store, point to the importance of the store as
a promotional instrument and as an instrument to approach the consumer and
search to understand the consumer. The role of the grocery store, has been
scarcely studied from the perspective taken here. The store can be regarded as a
product or brand that needs to be managed with care, in order to keep its image
and attracttion to customers. The product retailing offers augmented service,
which must be adapted to what the consumers demand and are willing to pay
for.

Empirical studies have pointed to the importance of food, particularly the
social aspects. There seems, however, to be different patterns, or attitudes, as
well as buying behaviour and ways to manage the daily problem solving
regarding food. Several studies point to the importance of involvement. A
nurrlber of studies have collected data in the retail store. These studies have
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mostly used a manufacturer perspective or a retailer perspective. The unit of
study has frequently been the shopping trip, or a particular choice of brand. The
effects of retail promotions have been extensively studied. In-store display in
particular has been found to have significant impact on sales volume. A lack of
studies from a consumer perspective is evident.

2.6 Themes From Theory

The following main themes have been extracted from the theories presented,
and were used in the empirical study. The order in which the themes are
presented does not tell of any ranking of importance among them.

The issue to be treated is where the store enters the households decision
process for food. Of interest is not only where, but also in which way. In the
decision process for food is included planning and purchasing of the meal and
ingredients necessary for that.

The themes are a useful way to highlight din1ensions that are of importance
in this study. Many of them can be seen as operationalisations of the model by
Engstrom and Hartvig Larsen (1987), which indicates the importance of their
model in this work. All the themes touch to some extent on the issue of decision
making, which thus can be regarded as an implicit theme.

The ideal
picture

Knowledge
about food

The store
as a tool

The social role
of food

Attitude
towards food

Food habits,
preparation

The purchase

Figure 6. Themes from theory

The ideal picture. As this study deals with an area of change, the ideal
picture of everyday life related to food, is important as a model. The theories on
social influence (Folkes and Kiesler, 1991) and attribution theory (Wameryd,
1988) can be used to understand the importance of others in building up and
maintaining the ideal picture. In terms of Engstrom and Hartvig Larsen (1987),
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it is an expression of the conceptual structures. That there exists strong pictures
of how a household should perform, is reported in many sociological and
ethnological studies, while a Norwegian study (Wandel et aI, 1995) reports
slightly contradictorily that the ideal picture is fading away and that housewifes
have fix ideas on what a proper meal is. Other studies indicate that the
households seem quite satisfied, which indicates that there exists no gap
between the households perceived state and ideal state.

The social role offood. Food as a socially important instrument is covered
in much literature. Food as an instrument of upbringing, food as an expression
of the role of the household, food as an indicator of loneliness, etc. Many
different aspects have been illustrated in the theoretical framework. Using the
terminology by Engstrom and Hartvig Larsen (1987) this is also part of what
constitutes the conceptual structures. The social role of food is regarded as
socially constructed, in the manner of Berger and Luckmann (1966).

Attitude towards/ood. Engstrom and Hartvig Larsen's (1987) conceptual
structures also includes the households' attitude towards food. Both Jansson
(1988, 1993) and Tollin (1990) discuss the importance of food-related
involvement, where for example Tollin's hobby-cooks express an active interest
in food. Linderstam (1989) also found involvement to be one of the major
dimensions discriminating between households.

Knowledge about food. Tollin (1990) showed that interest in food and
interest in knowledge about food was an important discriminator among the
households in her study. Being knowledgeable can also be regarded as being
competent. Knowledge is not what Engstrom and Hartvig Larsen (1987) have
suggested when they discuss resource structure, but it is appealing to regard
knowledge as one of the households resources, a simplifying one.

Food habits and preparations. In terms of a cultural carrier of meaning,
food habits can be seen as an expression of this. Food habits can be seen as
social constructions, an expression of conceptual ideas, and, according to
Jansson (1993) as a way to express the role of the household and some of the
values considered important. The notion of consideration set and heuristics can
also be useful in this part. In Engstrom and Hartvig Larsen's (1987) terms, food
habits and preparation can be regarded both in behavioural and conceptual
terms.

Planning and logistics. The notion of the rational planner as an ideal
sticks up its head with persistence. The view upon the purchase as purely
instrumental (Anell, 1979) supports the idea of the planning consumer as a good
customer. In Engstrom and Hartvig Larsen's terms (1987) this is part of the
behavioural structtlres, while the view upon planning is a consequence of the
conceptual structures. Earlier studies show that planning behaviour varies
among households.
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The store as a tool. Tollin's (1990) segmentation of consumers on the
basis of buying behaviour also implies different ways to use stores. This has
also been found in nlany of the studies focusing on the effects of promotions
where in-store activities have led to significant increases in sales volume (see
for example Holmberg, 1992). Linderstam's (1989) study showed that stores
were used as sources of information, which has also been suggested by van
Raaij (1988b) who stated that stores can be used as external memories.

The purchase. Earlier studies have reported on different types of buying
behaviour (see for example Jansson, 1988, 1993, Linderstam, 1989, Tollin,
1990). Anell (1979) regarded the purchase as instrumental, while Tordjman
(1988) reports on a way to divide shopping trips depending on the reason for
the purchase. The consumers' consideration set can be studied, as well as
heuristics used in decision making. This is also one aspect of Engstrom and
Hartvig Larsen's (1987) behavioural structures.
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3 METHOD

Research, according to Morgan (1983a) is a distinctively human process,
through which researchers make knowledge. The knowledge produced by this
study will be of an exploratory nature, and can for example be used as topics of
discussion, or to generate ideas for further studies. The chosen method
combines the nature of the problem under study, with existing theory in the
field, and with the characteristics of the researcher doing the study.

As shown in the literature review, few studies exist that clarify the role of
the store in households' planning and purchasing of groceries. Furthermore,
quantitative and postivistic approaches have been used in studies of consumer
behaviour. Critical voices have argued that these approaches have not used a
consumer perspective. This study applies a method that allows closeness to the
consumer, and takes a consumer perspective.

An interpretative approach is recommended by Sandberg (1994), when the
object under study is human action. In this approach, the human world is never
a world in itself, it is always a perceived world. One example of this is that two
people can react differently to one and the same stimulus, because they perceive
it differently.

This chapter will begin with a presentation and clarification of the object
under study. Some different methods are thereafter presented. These are the
methods that I read about, and was inspired by, before feeling prepared to do
the empirical study. The selection consists of grounded theory, naturalistic
inquiry, culture analytical methods, and ethnographic methods. These readings
led me to participant interviewing, which is what I call the method I used in this
study, and which is closely related to ethnographic methods. Criteria for
evaluating qualitative research are discussed, before participant interviewing is
presented with a discussion of its advantages and disadvantages.

3.1 The Object under Study (Clarifying the Purpose)

The study treats something as con1plex as the household's daily problem
solving related to food. This implies both which form the planning takes and,
more specifically, how the planning and managing is carried out. (Purchasing,
cooking, storing, planning, buying routines, decision rules, use of recipes, ...).
Daily problem solving can be studied on two different levels. The first level is
the actual behaviour and the reasoning about it, and on a higher level attitudes,
opinions, and values. Is it easy or difficult, is one a master of the situation or is
it with a sense of deficiency that the daily decision making is lived through?
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The aim of the study is to show the role that the grocery store today plays
in households meal planning and purchasing, and to generate ideas for possible
consumer related changes/improvements. My intention is to dig into the daily
problem solving of the household. One aim is to identify their mental choice
heuristics, or routines. As this is partly unconscious rules, or at least of such a
character that they work like automatic rules, it is something that is difficult to
reveal just by asking the individuals. Apart from the mental rules, I am
interested in studying how information is searched for and where impulses
come from. Of interest is also the households constraints and prerequisites, and
how these are perceived by the households. If the constraints are taken as given,
or are perceived as constraints can certainly make a difference. I am searching
for their perceived action space. Earlier studies have pointed to the importance
of involvement, interest, and participation. These are of interest to study per se,
but it is also interesting to see to what extent they affect, or maybe constitute,
the action space.

3.2 The Road to a Method

Considering how little was known about the object under study, I decided at an
early stage to use a qualitative approach. The method had to be of such a
character that it allowed closeness to the consumers, was not governed
completely by theory but instead open for what the empirical data brought.

In this task of finding a suitable method, and to understand its application,
some of the methods that I read about, inspired me and gave me pushes in
different directions, even if none of them seemed to be the best solution for this
project. Eventually my own method, which I call participant interviewing,
evolved from my readings. This section attempts to tell the reader how it
evolved.

3.2.1 First Stop: Grounded Theory
Grounded theory (Glaser and Strauss, 1967) was my first line of thought. The
main idea in grounded theory is to let theory be grounded in empirical data.
This was a way to protest against the established view within sociology, where
it, according to Glaser and Strauss, was meritorious to use theory to generate
elegant hypotheses that could be tested empirically.

In grounded theory the researcher should enter the research field as a
"blank sheet", without preconcieved notions. This is seen as a way to let the
empirical data speak for themselves as much as possible. "Theoretical
sampling" is used, which means maximising variation, and a sample cannot be
defined beforehand. Data collection and analysis take place in interaction, so
that already collected data can be allowed to affect further data collection. The
criterion by which further sampling is judged, is the supposed relevance for the
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emerging theory. Thereby the sampling can be adapted to what is found during
the process, and be ended when nothing new is added. The process is
comparative. Data are compared to data which are compared to categories
which are compared to each other, etc. "Theoretical saturation" is reached when
no further characteristics can be identified or added to the categories. A
category is a separate element in a theory - a notion, and should be a concept on
a somewhat higher level of abstraction than data itself.

The method has been discussed and criticised, for example for its lack of
guidance regarding procedures for coding and analyses. In the original text a
"common sense"-approach can be said to dominate. A more recent presentation
by Strauss and Corbin (1994) describes grounded theory as a general method to
develop theory that is grounded in systematically collected and analysed data.
More instructions on actual procedures to use are included.

The lack of specific instructions have led users of the method to develop
their own interpretations: Brytting (1991) and Sodergren (1992) both used a
version of grounded theory in their dissertations. Brytting's version of grounded
theory was somewhat more formalised, and he compared the method of analysis
with a content analysis of the researcher's own cognitive map after empirical
exposure in two steps.

The advantage of grounded theory, and what makes it tempting, is the
focus on empirical content. Today, however, agreement seems to exist that data
always are theory-loaded. There is always a context or frame of reference in
which we make interpretations of data (Alvesson and Skoldberg, 1994). This is
contradictory to the idea of the researcher as a "blank sheet", which is also
something that grounded theory has been criticised for. The method, which
seems to ask for both strictness and openness, at the same time, without really
specifying how, demands much of the researcher. Brytting (1991) and
Sodergren (1992) report that they put much work into developing their own
versions of the method.

3.2.2 Second Stop: Naturalistic Inquiry
Naturalistic inquiry was used in the research tour called The Odyssey2 (Belk et
aI, 1991a), descrived earlier. These researchers version was an interpretation of
Lincoln and Guba's presentation, in their book from 1985.

2 This was fITst discussed in the theoretical framework, under 2.3 .1. critical voices, and has served as a

source of inspiration for the present study.
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The basic assumptions of the naturalistic inquiry are (Lincoln and Guba, p.
37):

• Realities are multiple, constructed, and holistic
• Knower and known are interactive, inseparable
• Only time- and contextbound working hypotheses are possible
• All entities are in a state of mutual simultaneous shaping, so that it is

impossible to distinguish cause from effects
• Inquiry is value-bound

The following fourteen characteristics will, according to Lincoln and
Guba, be typical of research applying the naturalistic paradigm:

1. Natural setting, because realities cannot be understood isolated from their
natural context

2. Human instrun1ent, is the only instrument sensitive and adaptable enough to
study the complex and changeable reality

3. Utilization oftacit knowledge, is both allowed and important
4. Qualitative methods, as they can illustrate the relation between the researcher

and the respondent, and thereby easier distinguish the researchers own
approach

5. Purposive sampling, gives a likelihood of larger variation in the data material
6. Inductive data analysis, whereby it is easier to identify the multiple realities

that may exist in data, and probably make the interaction between researcher
and respondent explicit, recognizable, and accountable

7. Grounded theory, i.e., theory grounded in empirical data
8. Emergent design, to allow for shift of focus during the process
9. Negotiated outcomes, meaning and interpretations are discussed with the

respondents
IO.Case study reporting mode, not scientific or technical
II.Idiographic interpretation, i.e., given the characteristics of the researched

case (and context)
12.Tentative application, due to both context and researcher-respondent

interaction
13.Focus-determined boundaries, where the context can contribute to how the

delimitations are done
14.Special criteria for trustworthiness, that together with empirical procedures

can secure good (but not total) trustworthiness
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In the figure below is illustrated how Lincoln and Guba have chosen to
illustrate naturalistic inquiry, even if they point out that each study is unique.

All tested for:
* Credibility
* Transferability
* Dependability

INDUCTIVE
DATA ANALYSIS

u~ing .
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which is both
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TENTATIVELY APPLIED
. .
........................................................................................................................................................... J

Figure 7. Naturalistic inquiry, from Lincoln & Guba (1985) p. 188

Belk et al (1988) thoroughly go through how they have used the method in
a pre-study to the Odyssey. In the concluding reflections in the Odyssey, Belk
(1991 b) means that many good pieces of knowledge have been gained, but that
it would be done differently if he were ever to do it again. One thing he believes
should be changed is the strict application of naturalistic method, according to
Lincoln and Guba. Belk means that Lincoln and Gubas way of proceeding is a
compromise, as it is a way to use qualitative method, but in a positivistic way.
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By being so strict in the application, the demands raised from positivistic
research are fulfilled.

What Lincoln and G"uba above called naturalistic method, is by themselves
later labelled constructivism. Denzin and Lincoln (1994) at the same time point
out that the labels constructivism, interpretationism, naturalistic, and
hermeneutic, all are expressions of similar notions. With constructivism they
want to provide an alternative to the positivistic paradigm. According to their
view a reality is constructed in the minds of the individuals, and there exists in
society at the same tin1e several, often contradictory constructions that all can
be meaningful.

I find it easy to relate to what Belk seems to have gone through concerning
naturalistic inquiry. The first attraction is replaced by a more distanced interest.
The process that Belk went through, and reports on, is very helpful. It is to me,
however, not at all surprising that people trained in quantitative methods are
attracted by the strict version of naturalistic inquiry. This offers qualitative,
interpreted data, and at the same time gives guidelines to hold on to, compared
to many other methods that leave the researcher n10re on hislher own.

The basic assumptions of naturalistic inquiry, according to Lincoln and
Guba, still seem useful. The strictness in application of the method is what
seems contradictory to the intended contributions of the method.

3.2.3 Third Stop: Culture Analytical Methods
It is problematic to study one's own culture, say Ehn and Lofgren (1982),
discussing culture analysis. The problems occur mainly in the interpretative
phase, as all social life contains interpretation. Meaning can not be observed, it
is something abstract that is alloted to reality. In daily life, we constantly
interpret what we see, without making any fuss about it. When we do not
understand, interpretation becomes problematic. To be able to successfully
engage in culture analysis, it is necessary to be "non-understanding", to put
oneself on the outside to be able to interpret what is seen, and not to take
learned interpretations for given.

The culture analyst, according to Ehn and Lofgren, must differentiate
between 1) what people mean by what they say and do, and 2) what word and
actions can mean independently of what people then1selves intend. A
prerequisite for successful analysis is flexibility and openness in the researcher.
It is important to be able to be surprised by ones own data.

Ehn and Lofgren further mean that it is natural to get stuck in periods of
listless staring on data that does not seem to hide any secrets, but that these
periods can be a natural part of the analytical work, followed by temporary
periods of clear-sightedness. To be able to go on, and actively try to break calm
periods, they suggest five steps, which include the following:
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Tum the material upside down, search for contrasts, change perspectives
and search for other solutions, go from abstract to concrete, and let the
personage change roles with each other.

The method was used by Salzer (1994), who studied IKEA in search of a
common identity among IKEA employees in different countries. Salzer did,
however, not share much of her experiences of the method with the reader.

Reading about cultural analytical analyses provided insights on the
problem of studying one's own culture. The somewhat pragmatic
recommendations on how to get further when stuck, were also good
contributions on what to expect. As this particular study did not have cultural
aspects in focus, further readings about method were done.

3.2.4 Fourth Stop: Ethnographic Methods
According to Silverman (1985), ethnography is research that admits the mutual
dependence of theory and empirical observations, containing observations of
events and actions in natural situations3

. Several other authors, according to
Alvesson and Skoldberg (1994),' mean that for research to be called
ethnography, a stay of longer duration in the field is necessary. Atkinson and
Hammersley (1994) mean that by ethnography is usually meant research with
several of the following characteristics:
• a strong focus on researching the nature of social phenon1ena, rather than

testing hypotheses thereof
• a tendency to work mostly with unstructured data, data that has not been

coded when collected, into closed analytical categories
• research of a small number of cases, maybe just one, in detail
• analysis of data involving explicit interpretation of the meaning, and

function, in human action, normally in the form of verbal descriptions and
explanations, where quantifying and statistical analyses playa minor role

Sanders (1987) believes that the field of consumer research is particularly
suitable to ethnographic methods, as they provide an understanding in context.
Haas (1987) advocates more field studies in consumer research, as marketing
and conSllmer behaviour are social activities which the researcher must try to
understand.

Spradley (1979) writes about ethnographic interviews, and points to the
importance of the interviewer having an understanding of the respondents'
frames of reference, and that the interviewer can place both questions and
answers within these frames. Ethnographic reports are discussed by Van

3 This description of ethnography sounds very similar to Lincoln and Guba's (1985) description of naturalistic

inquiry.
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Maanen (1988), who distinguishes between three main types. The realist tale is
an unaffected story, filled with facts. The confessional tale is more filled with
the storytellers experiences and reactions, than with tales' of the studied culture.
The third form is called the impressionist tale, and contains personal accounts
of important and dramatised events from the observed, and thereby contains
elements of both the other fornls. This third kind, according to Van Maanen,
very seldom comes into the report, but the informal account, and behind-stage
conversation with friends and collegues has this form. Hill (1993) claims that
data analysis is probably the most misunderstood aspect of ethnography.
Ethnographic analyses are, according to Hill, iterative through the whole
project, multiple, can take a variety of forms, and cycle back and forth to
different issues, as distinct data sources are collected or reviewed.

Inductive ethnography, as presented by Alvesson and Skoldberg (1994),
builds on a researcher with an open mind, and with theory as a frame of
reference, which is not allowed to stand in the way of empirical observations
and interpretations. Several techniques are used, and the researcher needs to be
able to work with several kinds of empirical data. Compared with grounded
theory, ethnography leaves more room for the researcher as a person.

From what has been discussed here regarding ethnography and
ethnographic methods, much seemed to be applicable to the purpose of the
study. On the other hand, it is somewhat difficult to extract what are the unique
features of ethnographic methods, for example compared to culture analytical
methods. No matter the labels, many of the ideas and assumptions seemed
applicable and were included when my method was defined.

3.2.5 Fifth Stop: Criteria/or Evaluation
One more issue is seen as important to discuss before the chosen method is
presented. How should the results be evaluated? The notions validity and
reliability used in quantitative studies can be said to refer to how well the
instruments of measurement measure. Different suggestions have been
presented on how to establish the same type of trustworthiness in qualitative
studies.

Lincoln and Guba (1985) suggest four criteria for naturalistic research:
credibility, transferability, dependability, and confirmability. Brytting (1991)
suggested four ways of evaluating explorative research: the accuracy of the
data, the trustworthiness of the analysis, the formulated theory's generative
capacity, and the existence of strong links to existing theory. Alvesson and
Skoldberg (1994) recommend reflexivity as a way to strenghten qualitative
research. By reflexive interpretation is meant to distance from the own study
and question the own work, both during the research phase, and in the final text
writing phase.
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As rules of thumb for the plausibility of cultural analytical interpretations,
EOO and Lofgren (1982) suggest the following, which have a pleasant pragmatic
tone:
a) There must exist an agreement between interpretation and presented data.
b) Contradictory interpretations of one and the same phenomena should be
analysed further with for example changing situational conditions as a
background.
c) Every interpretation has a theoretical background. The analysis is more
convincing if these principal foundations are clarified.
d) Cultural analytical interpretations should be compared with other research in
the same field, to build on, or maybe to disassociate from.

Sandberg (1995) deals with how knowledge produced by interpretative
approaches can be justified. The question of validity in interpretative research is
by him formulated as "... how can we, as researchers, justify that our
interpretations are as faithful as possible to individuals' and groups' lived
experience of their reality, given the perspective taken?". Sandberg, refering to
Kvale (1989), suggests use of commllnicative validity and pragmatic validity.
Reliability in interpretative research is according to Sandberg the answer to the
question "... how can we, as researchers, justify that our procedures for
achieving interpretations are faithful to individuals' lived experience of their
reality?". The answer is the researcher's interpretative awareness, which
according to Sandberg can be maintained by adopting "phenon1enological
reduction".

Going back to the notions validity and reliability, mentioned above, tIle
reader is once again reminded that in this type of study, the instrument is the
researcher. This makes the question of trustworthiness related to the trust in the
researcher. If the results are the researchers interpretations, it is important to
disclose as much as possible, both about the object under study and about the
researcher. The reader, who sees the problem through the researchers eyes, also
needs to know more about the researcher. That will make it easier for the reader
to judge the trustworthiness.

Both for reasons of trustworthiness, and to develop the use of these
methods, I regard it as essential that the researcher shares thoughts, problems,
and unexpected events of all kinds, with the reader. Belk et al (1988) suggested
that the researcher do as the anthropologists, Le., keep a personal log book. This
can be a way to channel feelings that arise during the highly involving, intense
field work phase, but also a way to list personal impressions and prejudices,
en10tional and attitudinal standpoints, individual motives and speculation, and
thoughts about theory. All these things can in retrospect be valuable, according
to Belk et aI, when interpreting the extensive field notes. I can also see it as a
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good source for the researcher reflecting on personal experiences and learning
during and after a project.

3.3 Method Used in this Study: Participant Interviewing

The method used here is a combination, and an interpretation, of what has been
presented above. I call my method participant interviewing, as it is based on
context related participant observation and interviews. It is similar to the
ethnographic interview, but I choose to put my own label to make it clear that
this is my personal interpretation of what seemed a suitable method in this
study. Participant interviewing is a combination of participant observation and
interviewing, maybe better described as simultaneous observation and
interview. The aim is to make interviews in connection with observation, where
questions also can be made about observed behaviour directly when it occurs or
afterwards. It is then believed that it will be easier for the respondent to
comment on routinised decision processes and behaviours related to such.

For the researcher searching to understand how a respondent perceives
his/her situation, it can be helpful to be able to both see and talk about the
related behaviour. The combination of participant observation and interviewing
is thus regarded as constituting a positive synergy in terms of understanding.
Participant interviewing has the advantage of being context related. As
situational factors might influence the studied behaviour it is a strength in the
method that situations are allowed to influence in a natural way.

A possible problem with the method is of course that behaviour might
differ as the participant interview focuses on particular behaviours or fragments
thereof. The natural routines can be disturbed by this, consciously or
unconsciously. However, all of the questions will not refer to what is observed,
relatively common interview questions and small talk will make up the main
part of what is discussed. It is however a benefit of the method that the situation
gives a possibility to directly ask clarifying questions on observed behaviour.
Another risk is of course that behaviour is different just because a researcher
comes along. This risk has to be calculated against the benefit of the method in
the particular case. If the interest in this study was in seeing exactly what the
interviewees purchase, an unobtrusive method of n1easurement would have
been preferred.

The interview as a method, demands that the respondent has awareness of
the problematised area. This is another way to say that there is no use asking
people about things they do not know or have a conscious opinion on. Fontana
and Frey (1994) also point out that the framing of the interview plays an
important role. With framing is here meant both language and body language,
introduction, dress, etc. It is recommended that the researcher tries to adjust to
those being interviewed and to share their view of the world and their
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perspectives. The demands on the interviewer is both to create confidence and
establish contact. Oakley (1981) focuses on the gap between the textbook
description of what an interview should be like, and her own experiences from
interviewing women on motherhood. Describing her own encounters where the
respondents asked back, and where a feeling of friendship evolved, she
questions whether a "proper" interview is ever possible. Personal involvement
should not be seen as a bias in interview studies as - "... it is the condition under
which people come to know each other and to admit others into their lives"
(Oakley, 1981, p 58).

Participant observation has the advantage of being extremely context
related. The disadvantage is that it is only possible to study behaviour, or
people refraining from a certain behaviour. The interpretation of why some
action is done is totally left to the observer who must have a very good
understanding of the situation in question. The demands on the researcher are
very high and it can be discussed in which cases it is suitable to use participant
observation. Ethnography, ac~ording to Hammersley & Atkinson (1983), is
very similar to the way in which we normally- make sense of the world around
us. They also state that all social research, and social life, is founded upon
participant observation, as there is no way we can study the social world
without participating in it.

Participant observation in organisation studies is discussed by Bryman
(1989), who points out that one advantage is that it gives much attention to
context compared to quantitative studies. According to Bryman, "ethnography"
or "field research" are terms used for qualitative research based mostly on
participant observation. Three main types of roles for observers can be
identified: covert, full or indirect.

The role of the researcher has to be brought into the open and discussed. In
methods that build on an open, searching, and flexible researcher who is almost
supposed to start as a blank sheet, prepared to continuously revise her opinions,
it is of course essential to follow the researchers development and learning
through the project. My own part is thereby problematic - or something of
importance in the research work, as well as in the report thereon.

When studying a foreign culture our own experiences and background can
serve as a point of reference and something to relate new experiences to. A
problem with performing a study in the own environment is the difficulty of
seeing it from an outside perspective. It is then important to try to disregard
what we would normally concentrate on, that which is surprising and
uncomn10n. Instead it is central to report everything, particularly the every day
things that feel familiar and obvious. This becomes in a wayan introspective
study. A personal log book about the researchers own learning process should
therefore accompany the field notes. When the researcher is also the instrument,
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it must also be important to present the researcher. Part of the credibility of the
study is related to the credibility of the researcher as the instrument for data
collection and analysis.

3.3.1 The Method, Applied in this Study
Participant interviewing was done with a number of households, studied both at
home and in the store. As far as it was practically possible it seemed as a good
idea to let the households themselves decide what was the appropriate
environment in each case, the store, the home, or maybe on the way from work?
The method demanded good techniques to make field notes and memorise
longer sequences. No tape recorder was used, as each meeting might last for a
long period, it is difficult to tape shopping behaviour, and it might be regarded
as disturbing. Another reason was that the tape-recorder can only tape "the
noise", which might lead to a focus on that part of the notes, as they might be
regarded as a better source of data. The other parts of the interaction might, in
comparison, diminish in value.

The theoretically based themes were used as a framework for the
interviews. Each participant interview was expected to cover all the then1es, but
they were not used to steer the meeting. Before leaving the household, I
mentally checked my list of themes, to n1ake sure that they were covered.
During the visits the conversation flowed quite freely, and covered more than
the themes.

Analysis was iterative, starting from the first household visit, continuing
through the empirical study period, and for son1e time after. The households
were constantly in my mind for a long period of time. The households were
analysed separately, as well as together, and compared. The material was
analysed using the themes. What was left over when the themes were
considered, was analysed separately. Households and behaviours were grouped
together, and contrasted, in order to create new groups. The large amount of
variation, however, made grouping difficult.

3.3.2 Sampling
Sampling was done on a non-representative basis. The sample consisted of
households with small children and at least one child in a day-care center, living
in the Stockholm ciity area. The day-care center was the place where contact was
made with the households.

My reasons for choosing households with small children was that life with
small children often puts the restriction time in focus at the same time as food
and social life around food is part of bringing up children. Food can thereby
have a number of values attached to it.

The number of households in the sample was not decided in advance, as
has been discussed above. As it was not certain how many households from the
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first day-care center that would accept to participate, one option could have
been to contact one or more additional day-care centers.

The way to sample was to hold some variables constant. In this case life
cycle stage and area of residence did not vary. One consequence of this was also
that the supply of stores was similar. Sampling like this, was a way to focus on
variation. If households had been chosen from different life cycle stages
variation in behaviour might have been attributed to variation in life cycles. If
the study would have been enlargened, other groups would probably have been
sampled.

3.3.3 The Themes, Once More
The figure presenting the themes in the concluding part of the theoretical
framework, is shown once more:

The ideal
picture

Knowledge
about food

Planning and
logistics

The social role
of food

The store
as a tool

Attitude
towards food

Figure 8. Themes from theory

Food habits,
preparation

The purchase

• The ideal picture was included as a way to see if there was a discrepancy
between preferred state and actual state

• The social role of food relates to the notion of involvement
• Attitude towards food is also related to the notion of involvement
• Knowledge about food was regarded as an indicator both of involvement, and

of potential for the store
• Food habits and preparation was an indicator of present behaviour
• Planning and logistics were important as they have consequence for how the

store is used
• The store as a tool would show how it was presently used
• The purchase, i.e., how it was done, was important to identify ideas for

changes
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Besides these eight themes, resources and demographics were noted.
Before leaving each household, if it had not been discussed earlier, they were
also asked whether they had any ideas for change that concerned grocery stores,
or the retailer - customer relation.

3.3.4 Chosen Perspective, and Preconcieved Notions
Having a household perspective means trying to see the world with "household
eyes". I will here explain how I view the households, their food habits, problem
solving, and grocery purchasing. This is also a way to express something about
the person I am, which is important in relation to the method used. (This part
was written before the empirical study was started.)

(The studied) households consist of several people. This leads to some
kind of conlpromising. The individual learns during upbringing, establishes
basic values, ideas about the role of the meal in family life, and on what it
means to be a family. Frames of reference are built up during the younger years,
and only modifications of these occur later. When two adults set up a home
together, two sets of norms and values have to be adjusted to each other. This
can be regarded as a sort of frames, or restrictions, which together with other
restrictions, like time and money, set boundaries for action. Within this
boundary the meal problem has to be solved. This problem solving is done with
the help of heuristics, simple rules of thumb, different established way of
maneuvering between the potential complexity of daily problem solving.
Examples of these can be menus and purchasing routines. Some restrictions can
of course be measured as factual, my interest however lies nl0stly in how they
are perceived.

Doing this study is probably an answer to something that has been a
growing concern for me. Reading literature on consumer behaviour and
consumer decision making has"illustrated a gap between where theory has gone
and how I perceive that people in my environment actually behave. My focus
on grocery retailing, and actually living with this in the back of my mind for
several years, has made it more interesting and fascinating, particularly when
related to the everyday problem solving of people around me. Food became a
great interest of mine when I spent six months in the US, and ate three meals a
day in a cafeteria that I would probably not have visited otherwise. During that
period I read about food, talked about food, and even dreamt about it. I am, and
have always been, a person that is curious about how other people think and
react.

My niece and nephews have spent much time with me, and as they live in
another part of the country, we have a common household when we meet. I then
get to live the hectic family-life with small children, and see how I manage that.
As I normally live quite a different life, I also have the opportunity to compare
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and reflect on these experiences. If I myself had lived a family-life with small
children all the time, it would very soon have beconle my taken-for-granted
reality. As it is now, it is not, and I believe that I can study it with both an
understanding from the inside, and an outside perspective.

I enter this study with an expectation of variation. Just talking to other
people about how they celebrate Christmas, how they set the table for breakfast,
or how they squeeze the tube of caviar, gives an illustration of different
patterns. There are no rights or wrongs in this field, but there are many
established patterns, which are each a point of reference for the person brought
up with it.
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4 THE EMPIRICAL STUDY

4.1 Prestudies and Preparations

Two prestudies were done to test the method. One included a good friend where
I spent 36 hours trying to keep track of the daytime activities of the family and
getting them on file. Two shopping trips were included and of course several
meals. In this first household I discovered that participant observation when
shopping was both feasible and informative. Sitting down for the interview was
much more complicated and, when with a friend, a slightly awkward situation.
On this first occasion I brought a long list of questions, related to the themes,
that I wanted to cover in the interview. This first trial made me abandon the
specified questions and rely solely on the themes, which also led to a more
relaxed atmosphere.

The second pretest was more focused on the shopping experience. A more
distant acquaintance let me accompany her and one child on the weekly
shopping trip which took about an hour. No notes were taken during the
shopping trip, and the whole event was documented about fOUf hours later. The
report was shown to the shopper who was asked to comment, but she said it
fairly well described her behaviour. One interesting experience from this pretest
was that she did not at all appreciate reading about her own behaviour. Yet, she
is an extremely competent shopper and very knowledgeable about food, why I
would have expected her to read it with pride.

When preparing to do this study, I practised at menlorising longer
sequences of events and later writing them down. This was easier than I had
expected. Another option would have been to use a technique called the running
commentary on myself, though that would have required someone else to help
me. This is a way to relive experienced events and comment on them. Witkin
(199?) is one of its creators and has used it in different settings related to work
and workgroups. The method has been very helpful in, for example, research
with abortion clinics, where particularly sensitive topics were discussed.

4.2 The Main Study

4.2.1 Contacting Households

For the study, one day-care center, in an area in Stockholnl with many
households with children, was chosen. When I started the project I figured that
finding fanlilies agreeing to participate would be a tricky issue. I was prepared
to contact other day-care centers in the same area. This area is well equipped
with stores of different concepts and profiles. Using the day-care center as
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source of sample means that the households all live in the neighbourhood and
thereby 11ave almost the same supply of stores to choose from. Depending on
which block they live in their evoked set of stores might differ, but they all have
access to both low-price discount stores, full assortment stores with manual
service, and 7-11 type stores with high price, long opening hours, and limited
assortment. The manager of the day-care center was contacted and allowed me
to try to contact families there. The first contact was a letter left in the locker of
each kid, which is where information to the parents is normally left. For siblings
only one copy was given to the family. The letter was tested beforehand on a
collegue with children who tried to judge it both as a parent and as a researcher.
All difficult words were changed, and the part about my own experience of kids
was deemed as important. The letter in Swedish and a translated version are
included in appendix I. The letter ended by saying that I would be present at the
day-care center two days later around pick-up time where those who wanted to
ask me questions or just see what I look like would have a chance to do so.

The day in question I spent some two hours going around in the different
departments and talking to as many of the parents as I had time for, mostly
while they were gettings their kids dressed. I avoided those where someone that
I judged to be a grand-parent or someone looking like an older sibling came to
collect the child. One person came up to me and asked if she could join, the
others were approached by me. Many had not read the letter, some were
actually carrying it around waiting for a good time to read it. All in all I
received about fifteen telephone numbers and one other person said she was
going to call me when they had decided. She did not call. Three people said no
directly, one due to pregnancy, and two for other reasons. One woman asked me
about the funding of the project, and agreed to participate when she understood
that it was part of a research project leading to a dissertation.

All of the fifteen households which I was given telephone numbers to are
not part of the study, due to different reasons. Illness in one case, terrible time
pressure, or other complications made me exclude them. The study consists of
ten households from the day-care center, and the two households from the
prestudies.

Apart from the phone number, I also wrote down the name of the child,
and how old I thought they were to have something to refer to when making
contact again. I also particularly asked for which time of day or evening was a
good time to call, as I did not want to qisturb them during eating, story-telling,
etc. When I called they all remembered me and I suggested a meeting, at their
convenience. I told them that I would like to accompany them to the store, bring
the food home, unpack, and talk about planning, eating and shopping. I also
tried to make it clear that I would like them to do whatever they would do
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normally and that I would not want them to do anything extra because of me.
This was also stated in the letter.

The part in my letter where I told about myself and my niece and nephews
is the one part that many of the respondents commented on and made further
inquiries about. What were their ages, where do they live, and so forth. Some
comments were made with a reference to my experiences with my sister's
children, as I was a person expected to be familiar with how children behave.

4.2.2 About the Household Visits
Doing the empirical work was both interesting and enjoyable. I was certainly
well received and welcomed into the homes. Several dinners and a lot of coffee
was to me a very surprising part of the study, but also something that made the
atmosphere relaxed. This also led to each n1eeting taking a number of hours, in
a laid-back mix of observations, interviews, playing with the children, and
small-talk.

Some households might have vacuumed before my arrival, most had not.
The food purchased and served seemed, accordi~g to the children's reactions, to
be from the regular menu. Several commented on how nice it was to have
another adult as company .in the store, as that is a routine that is mostly done
single-handedly or with the children. One of the respondents talked about me on
the phone while I was in her home as the "Food Expert". She is also the one
person that asked me about nutrional content in different foods. Another woman
asked me about my shopping behaviour.

My meetings took place all days of the week except Saturday, and both
daytime and in the evenings. I did not book anything after, in order to be
prepared for long visits. Whenever the visit was and no matter how late it
ended, I returned home and sat by the PC for a couple of hours or more until I
felt that I had spontaneously recorded as much as possible about my
observations. In most cases more was added to my fieldnotes during the next
couple of days while my mind was dealing with the visit.

All the first meetings with the households took place between late January
and mid March, 1995,and when I was about to leave after this first meeting I
made sure in all cases that I was welcome to return for further questioning.
After returning to some of the households the empirical phase was concluded by
the end of May. All in all ten households are included, not including the two
pretests.

Most of my meetings were with women, and they seemed to be the ones
mostly responsible for the daily planning and purchasing of food. I have still
used the term household, as the women seem to regard their behaviour as
behaviour on behalf of the household.
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4.2.3 Experience ofthe Method
I found myself approaching the families in a sentiment based on likeness. By
my stating awareness of the life with small children, and explicitly telling in my
letter that I was expecting them to be under time pressure, I approached them as
a person with similar experiences. This is not to say that it was a disguise, but
rather that I focused on this part of my person. Another choice could have been
to have for example a more scientific approach. I felt very comfortable in the
way I did approach the families and thought sometimes that I came as a
potential friend or relative. I could have been one of the other parents at the
day-care center. In relation to this type of method this, of course, delimits the
potential research areas available for each researcher. On the other hand it could
be argued that when venturing into a project like this it is facilitated by it being
a field which one is comfortable with and curious about. Thrustworthiness is
essential.

How did I influence the households? I can see two diff~rent ways. One is
that their behaviour was different because I was with them. The other is that
they started thinking more explicitly about matters that I focused on which they
normally don't ponder about. Both types of influence have certainly occurred. I
am not so sure, however, that it matters. The everyday life with children has a
certain pattern that is difficult to change. Maybe they purchased healthier food,
maybe the low share of snacks and candy was due to my presence, but as I was
not interested in the particular content in their shopping baskets this was not a
problem.

I was treated very well, as an ordinary houseguest, and was given dinner or
coffee in several families. Did we eat better? finer? Maybe, but the way the
meal works with the children is probably not all that different. In some cases
my being there might have meant organising the meal as it would have been
organised whenever an extra adult was present.

As the data was created in the interaction between me and the respondent, I
felt very comfortable when interacting and actively participating. The only
difference from what would have been my normal behaviour is maybe that I felt
more cautious about saying my meaning on issues until I had heard theirs.
When I enter as a potential friend I should behave like one. You would
probably not make friends with someone who does not give her meaning on
things or confirm what you say. Just interrogating why without giving out
yourself as a person is not the normal way.

One thing that has been raised in literature about this type of methodology
is how the researcher knows when to end the empirical phase. When the same
type of data occurs again, is one suggestion found in the discussion about
grounded theory. That sounded like a good definition to me before I started this
project. In retrospect and in all sincerity I n1ust say that the researcher is the
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Ilimit. It is a very tiring form of method and I do believe that the level of energy
lof the researcher is what actually puts an end to the empirical work. Every
Ihousehold that I visited was constantly in my mind for a long period after the
Ivisits. Going over and over them mentally was an energy-draining phase.
Trying to imagine what the main themes in their household was, and how they
perceived their situation, how they had come to behave the way they do were
questions that I carried with me all the time. Some households were easier to
process, while others took more time and energy. Overall I still must say that
when the researchers brain can not take in any more respondents, you have
reached the limit. This is another reason why the researcher influences the
whole project. One reason why this empirical study was perceived as very tiring
might be that few patterns emerged. As will be shown in the results reported
below the households varied on many dimensions.

Analysing has been going on constantly. It was an integrated part in the
empirical phase and something that took over and became the main occupation
after the empirical study was finished. Analyses have been done on each
household separately, on all households together, by comparing households,
using the themes, using the consumer behaviour models, and other theoretical
concepts. Each household was allocated a theme, something that came back
ever so often as important when I thought about the household. It has been an
important part to search both for what was said and done and what was not
there. Of course I can only look for things that I would expect to be there, which
is another point where I become a limitation.

A few comments on the use of a log book are in order here. I thought using
this sounded like a very good idea before I started the empirical study, and did
not perceive it as problematic. During the process of becoming more involved
in the households I was studying, this was also mostly what my notes in the log
concerned. However, during those periods when my energy to one hundred
percent was directed towards processing the fieldwork, it was difficult to write
about it in my log. All my written work ended up in the field notes and in my
analyses. To summarise, the log was both helpful and problematic. When I go
back and see how I used it, it does not cover the most intense period. Keeping a
log was helpful in the project, but not in any way critical. The log reminds me
abollt different parts that I felt were problematic before actually doing them. For
other researchers, I recommend the use of a log, but not to overestimate its
importance.
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5 RESULTS

This part begins with a presentation of each household. These are not complete
versions of the field notes, rather like sketches. Each presentation includes some
data on demographics and resources, and each household is given a label,
representing something that I found to be typical for that household. Their food
habits, and the shopping trip are also described here. Each household included
in the study is clearly visible in my memory even a long time after we met. In
describing them here I have tried to point out some of their more specific
characteristics, as I perceived them. As my interest lies in identifying particular
behaviours and aspects of behaviour, rather than trying to identify how common
these behaviours are, I use the words some, or a few, rather than identifying the
number of households with a particular characteristic.

After the descriptions, a table comparing a few characteristics of the
households is provided. Please note that the table is there to provide the reader
with an opportunity to see the households related to each other. The table
should not be regarded as a summary of the household descriptions.

In the next part, the themes introduced earlier are used as a way to
structure the presentation. These do, however, not cover all aspects to be
discussed WIlY more are added at the end. The theme discussions are followed
by descriptions of two extreme households. These are not descriptions of any
individual households in the study but combined pictures of impressions from
several of the households, pointing to the more extreme behaviours. These two,
"the knowledgeable planner" and "the un-involved eater" are introduced as
bases for discussion. The two pictures are followed by a suggestion of how the
different themes relate to each other. The technique used when presenting the
results is, puposedly, not to connect the themes and behaviours.As the study is
of an exploratory nature it is regarded as important to illustrate that certain
behaviours exist, while other studies have to be done in order to empirically
validate how they are related, and how common they are. No attempt is
therefore made in this study to connect the households and the themes.

The role of the store is commented on in the fifth part, while the final part
in this section consists of comments related to the theoretical framework.
Impressions from the empirical study are compared to some of the theoretical
concepts and suggestions presented earlier.

5.1 Meet the Households

Before presenting the households, some more general comments have to be
made. This study deals with the everyday (weekday) problem solving, which
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for most families is the Monday thru Thursday planning and purchasing. There
is a clear difference in how most households discuss food to be eaten on the
weekdays and how they sound when talking about weekend menus. For
households where the work-week is Monday - Friday, Friday evening in
general seems like the day of the week to party a little and to have a treat.
Friday marks the beginning of the weekend and is celebrated. Some snacks,
maybe a drink for the adults, a somewhat better meal, are examples of this. The
households also tend to use different stores for purchases for these different
periods of the week. This is not surprising but should be remembered when
reading this chapter.

Another aspect for the reader to bear in mind is that, in general, the stores
in the area have a high standard. Good assortments, fresh fruit and vegetables,
generous opening hours, clean, with nice personnel, etc. It is given this high
standard that the discussion below is held. The households in the study have
access to a large selection of stores; both discount-stores, regular supermarkets,
convenience stores, and high quality stores. All the larger store chains are
represented in the area. Use of a car is recommended in order to visit one of the
hypermarkets, even though some can be reached by the means of public
transportation.

5.1.1 A; One Adult with Three Children, Label: Money
Ms A's everyday life is a balancing act concerning money, or rather the scarcity
of money. As a divorcee Ms A is now pleased not having to feed also an adult
male, as they can "empty the fridge in no-time". Ms A lives with her three
children, of which one has an allergy that works as a constraint in regards to
which food can be served and how it can be prepared. This also means that
some special products have to be purchased, which are not in the available
assortment in all stores.

Ms A gives a bohemian impression, and has irregular working hours, and
income, in a "free" profession. A social network of family and friends are
essential in helping with the children and, when necessary, to feed them when
money is scarce. Money is however not always scarce, and Ms A says that she
is quite pleased with her life. Ms A is from her upbringing used to not l1aving
money, and to search for joy in whatever the daily life can offer.

The lack of money puts limitations on the household's behaviour.
Formerly, when they were a two-income household, the children each had
responsibility for the food one day of the week. This has been abandoned, as it
is too difficult for the children to construct menus with such limited budgets.

My meeting with Ms A took place in the discount store close to her
apartment. Her oldest child was taking care of the other two. Ms A was hesitant
whether I would be interested in accompanying her to the store, as she only had
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one hundred kronor for the next fourteen days. Of course, she was expecting
money, but was not certain when they would arrive. Whell in the store with me,
Ms A had the problem of trying to buy as nlany meals as possible for the little
money available. She brought some empty cans and bottles for refund, to
increase the sum to spend a little.

The pressure on her in the store seemed pretty hard, and she said she was
glad that she did not have the children with her, as having them in the store
makes it difficult to think. When she brings them she has to make sure that they
behave, and that they do not get in the way of all the other customers.

Ms A's decisions were based on absolute prices. She told me that she was
aware that it would be a better buy if she could have purchased larger packages
of some products. She walked around the store, looking at most shelves,
comparing prices, sometimes walking back again, while discussing and
deciding. All her choices were made in the store.

Ms A became much more relaxed as soon as we returned to the apartment.
Preparing dinner was done while talking, in a good atmosphere with me and the
children. When Ms A grew up, dinner was the important meeting point where
everybody's day was discussed. Ms A keeps the same tradition, with lit candles
and conversation that everybody participates in. During dinner one child asked
for another kind of bread which he would have preferred. The answer that there
was not enough money to buy that kind of bread, was accepted without further
comments.

Shopping in this household is done irregularly, and Ms A is of course the
person responsible. Ms A's schedule and available resources influence (or
drive) the shopping pattern. The largest child sometimes helps by going to the
store. Several stores in the neighbourhood are used. The discount store that was
visited with me works as an option for periods when money is scarce, but is
avoided otherwise.

5.1.2 B; Two Adults and Two Children, Label: Husband's Schedule
Household B's weeks consist basically of two halves. Mr B works far away
from home Mondays through Thursdays. On these days he leaves home early in
the morning and comes back late in the evening. This situ~tion leads to Ms B
having responsibility for n10st of planning and other chores in the household.

Mr B eats his late dinner when he comes home, either heating left-overs or
something specially prepared for him by Ms B. Ms B and the children eat their
dinner earlier. Mr B also brings packed lunches to work, but these are often
accomplished by cooking larger batches of dinner dishes.

Mr B does not work Friday through Sunday. This other half of the week is
instead filled with togetherness and shared activities. The meals in this part of
the week are more festive in character, and more effort goes into preparing
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them. Ms B considers it as a large difference to cook when another adult will
participate in the meal. During Monday to Thursday her goal is "conflict free
dishes that take no more than twenty minutes to prepare".

I met Ms B an early afternoon, while the oldest child was still at the day
care center. The younger child accompanied us to the store, and seemed rather
pleased to do so. Ms B brought a written shopping list, which is what she
normally does when she has more than five items to buy. The shopping list
contained few brand names, and no notes on volume. Ms B as a person gives a
structured impression, and her shopping behaviour appears the same. She does
not hesitate on her way through the store, or when taking a product from the
shelf. Ms B bought ginger because they had run out of it, not because they
would be using it within the next few days. This is an example of what appears
as structured behaviour, and buying for stocks, rather than for imn1ediate use.

We shopped in a discount store, and Ms B said that one of its advantages,
apart fron1 the prices, is that it offers few temptations. The discount store is the
main store for this household during the week, and Ms B visits it almost every
day. Normally she has already decided on the menu, and also on what to
purchase. When I accompanied Ms B she was rather strict in following her
shopping list, and the only thing added were Swedish apples, which Ms B likes
very much. Most fruit and vegetables are otherwise bought at a small comer
store, where Ms B perceives both quality and prices as better than in the stores
belonging to the larger chains.

Ms B, on several occasions, used the word boring when talking about food
during the week. She had considered starting with a menu for longer periods,
but believes that it n1ight be even more boring to know in advance what will be
eaten every day. Once she started writing down what they ate, to make a menu
out of that, but was not inspired enough to continue. She has also discussed
with a neighbour that they could do that and exchange menus, which she
thought sounded like a good idea. The problem was that that family did not eat
fish, which B has at least once a week. Ms B thought that it is not always that
easy to try new recipes. If they for example contain carrots, which one of the
children does not like, the new dish will not be accepted. Allergies and dislikes
work as restrictions.

The next time I met Ms B she had started working half time. Planning had
become a more important ingredient. She goes to the store on Saturdays, when
Mr B is at home. Ms B brings the baby carriage and buys a full load. She
purchases milk, yogurt etc for the whole week and some "boring things" to eat
for dinner that can be kept in the freezer. Ms B speaks with pride of how
pleased she is that the system works so well. When I comn1ent on this, she says
that maybe that is because she does not consider it as so important. She can be
satisfied as her level of ambitions is not too high.
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Ms B could consider buying' bulk products electronically or over the
phone, and she would appreciate home deliveries, but is not prepared to pay
more than a marginal sum for the service. She cannot consider this type of
buying for the festive foods for the weekend meals, she would want to
personally inspect her purchases first. Ms B is satisifed with the stores in her
neighbourhood, and comments on how nice the personnel is. On a more general
level, Ms B does not trust manufacturers and retailers, and even tries to leave
the room when TV shows commercials, in order not to get influenced.

The major change for household B will probably be when Mr B finds work
closer to home. Ms B expects the food budget to rise and the meals during
Monday to Thursday to be more inspired. The household now seems to have a
tight budget, but is not doing badly. They are young and educated, and the
apartment, sparsely decorated with inherited or second hand furniture, gives a
well-kept impression.

5.1.3 C; Two Adults and One Child (One on the Way), Label: Taste
Ms C talks about food in a way that makes it sound good. A dish is described
with its ingredients, how it is prepared, and with what it is served. Food is a
topic of both interest and importance. Ms C ,,,orks % - time, does most of the
cooking in the household, and shops for groceries about three times a week,
normally for two meals each time.

Ms C rarely decides in advance what to buy for dinner, nor writes a
shopping list. She likes to come to the store, watch the assortment of fresh
products, and mentally taste it on her tOl-lnge before she decides what she would
feel like eating. When I went with her she knew in advance that she had a taste
for fillet of chicken, but wanted to see it first. If she bought that she would
prepare it with tomatoes and basil, in the oven. The store did not offer any fresh
fillet of chicken, why she after some hesitation decided to make the same recipe
but exchange the fillet of chicken for smoked ham. Smoked ham was price
reduced in the store that week, but that did not seem to influence her decision,
and she did not comment on it. When watching her in the decision (tasting)
process she seemed completely concentrated on her task.

For the dinner the next day she bought fresh fillet of plaice, to be prepared
with tomatoes, fresh mushroom and cream, in the oven. She had told me earlier
during the store visit that she had fillet of plaice in the freezer. When regarding
the fresh fish in the store Ms C decided that the taste of fresh fish is so much
better, while the one in the freezer could be left there for a while.

Going through the store with Ms C meant scanning almost every shelf in
each department, in order to decide what to purchase. She laughed at herself for
buying both fresh mushrooms and canned mushrooms. The overall decision rule
seemed to be taste, and she was thinking in complete dishes. Prices did not
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seem to be involved at all, and were not commented on. Ms C experienced the
shopping trip that I accompanied her on as a quick one. We went to the store
directly from the day-care center, and thus brought the child with us. She spent
most of the time in the play-area that the store keeps.

Ms C presents herself as a confused shopper. She talks about how nice it
would be to be more planned, and that it would probably also cost less. Ms C
always forgets to buy things needed when shopping, and has to run down to the
high-priced convenience store in the evenings. The evening before our meeting
she had found out that they were out of breakfast cereals, and had to go out for
that. Ms C believes it wou.ld be much easier if she could think through a couple
of meals in advance and purchase for that. At the same time, Ms C believes that
the way she shops is an expression of the way she is, and why not accept that.
"After all, it is me".

Household C shops most of their groceries in the Coop chain, and seem
pleased with the quality and assortment of those stores. They do not have a
membership card, which would give them some rebates and bonuses. Ms C
does not know why they do not have one, when I ask, but talks with some
enthusiasm about the positive aspects of such a membership.

Household C eats dinner together when Mr C comes home from work. Ms
C cannot think of anything that the child does not like, and this family has no
allergies. Money does not seem to be a restriction either, as their apartment
gives an impression of a household that is financially very well off. Ms C
confirms this impression when I comment that they do not seem to have to
worry about money.

5.1.4 D; Two Adults and Two Children; Label: (Over) Weight
Ms D tells me that both she and her husband are overweight, which seems to be
a major concern of hers. During the hours we spend together, she comes back to
this theme on several occasions. To my eyes she might carry a few kilos too
many, but not in proportion to the energy spent on worrying about them. One of
the children is very thin, why she is also quite concerned with his low weight,
and considers that when cooking.

Ms D is responsible for the cooking in the household. Many times she
cooks one dish for the adults and one for the children. This is a way for her to
deal with the weight issues, and to cook more lean food for herself and her
husband. As Mr D works a lot of overtime, the puzzle of who eats what and
when, is somewhat complicated to solve. The thinner child loves salads and
vegetables while the other child prefers meat and sausages and dislikes
vegetables.

Ms D tells me that when the thin child, who is the oldest, was young, he
ate almost all dinner meals alone. Ms D preferred to wait for Mr D and have
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dinner with him, even if he came home very late in the evening. Ms D worries
that the child's eating habits, and lack of interest in food, is a result of that
period, and she feels guilty about it.

Ms D gets some time for herself every evening when her husbands comes
home, and is glad as that gives her a chance to "get away from the refrigerator".
When I speak to Ms D later, she has started working part-time. Mr D collects
the children from the day-care center three days a week, when he also makes
dinner for the children. She buys things that are easy for him to prepare, and
thinks that that is OK as she can cook more "proper meals" on the other days of
the week. Ms D seems very pleased with working, and particularly commented
on how much easier to cleaning has become. Ms D renlembers her days at home
as constantly cleaning, and is pleased to find that the apartment is in need of
much less cleaning when no one is at home during the days.

Ms D and I went to the discount store, close to their home. We brought the
youngest child who seemed to enjoy the shopping trip. Ms D had prepared a
shopping list the evening before. In the morning she had also remembered some
more things that they were in need of. These were not added to the list, but
remembered anyway. When we were in the store she purchased some more
products in addition to what had already been decided in advance. The store had
an offer, price reduction and special display of 3-minutes macaroni, which is
something that she thinks must always be kept in store at home, and therefore is
advantageous to buy at reduced price. When passing by the soap counter she
was reminded that they needed mild soap for the children. The same thing
happened when we passed the freezer where the store keeps fishfingers, which
Ms D normally buys in giant packs and also wants to have available at home at
all times.

Ms D had the habit of shopping in the discount store almost every day. She
seemed to be familiar with assortment and prices. During our shopping trip she
walked back and forth between different counters and parts of the assortment,
mostly following the structure of her shopping list. Ms D says that she is
changing her attitude regarding quickly prepared, or ready-made food. Her
husband had asked her to buy mashed potato-powder, which she has earlier
resisted.

D seems to be educated and financially well off, and except for the issue of
weight their everyday life seems to be well functioning, which Ms D confirms.
This household is concerned with prices of diapers and toilet paper. They buy
these in bulk from a hypermarket which they pass a couple of times each year.
Ms D reads leaflets from the store chain where they have their membership
card, and tries to take advantage of offers on products that they would have
purchased anyway.
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Since Ms D started working, more planning has to be done. The major part
of grocery shopping is now done on Saturdays, while complementary store
visits, to buy milk, etc, are done during the week. Ms D finds life to be more
planned, but easier to handle.

5.1.5 E; Two Adults and One Child, Label: Everything's OK
The menu for the week (Monday - Friday) is posted on the refrigerator. In this
household the adults have two days each when they are responsible for picking
up the child from the day-care center and for cooking. Ms E, however, does
most of the purchasing of groceries. She works four days a week and on her day
off she and the child do a large part of the purchases.

Of the monthly budgeted sum for groceries, about twentyfive per cent is
deposited on a retail card in order to be used in the nearby discount store. The
rest of the money is put in a jar in the kitchen. The weekly shopping trip goes to
the discount store plus a small comer store where they purchase most of the
fruit and vegetables. The prices are higher in the comer store, but Ms E also
believes the quality to be much better, which thereby makes shopping there
more economical in the longer run.

Ms E, the child, and I first go to the discount store. Ms E has brought a
shopping list, and buys things from the list. The only additional item is a
chocolate bar that the child asks for. She goes back and forth to find the
different items, and does not ask for help when she has problem locating an
item. One of the advantages with the discount store, in her opinion, is that it
does not tempt to any extra purchases. This household has earlier tried
hypermarket shopping, but found that it became quite expensive as they bought
more on impulse and came home with many products that they had not planned
to buy.

When we go to the comer store Ms E asks for help from the personnel, and
also engages in a short dialogue with the person working there. Ms E says that
she also thinks that it is important to support the comer store, as it is good to
have them in the neighbourhood. She seems to appreciate the visit there. Mr E
purchases larger batches of toilet paper and other bulk items, that he finds at
good prices, close to where he works.

Ms E says that the menus over the different weeks are rather similar. It is
difficult to find variation, even if it is not the san1e every day. Every week
contains sausage, fishfingers, and minced meat. The weekends, in her opinion,
are much more fun and fantasy filled. Sometimes on weekends they go out
eating in a restaurant, and she thinks that the price difference is not so large
compared to eating at home. The household does not seem to consider health or
nutrition \vhen preparing their menu. Ms E says that the child gets what she
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needs from the gruel and by the vitamins she takes every evening. Ms E also
believes that the day-care center takes care of it.

When we come home and unpack the purchases, I point out that several
things that will be needed for the dinners on the refrigerator are lacking. Ms E
then tells me that she does not eat lunch when working, and that she normally
uses that time for additional purchases close to her work. Overall Ms E seems
very pleased with the way this household deals with the daily food-related
problem solving. Mr E gave me the same impression, when I met him briefly at
the first contact. Ms E can not think of anything that could be done to improve
their situation, or of any desired changes.

5.1.6 F; Two Adults and Two Children; Current Label: Time
This household was at the time of my visit experiencing a period out of the
normal. The normal main theme is probably different, but when I met with them
time was the one ruling restriction, and commented on frequently. Due to the
special and pressing circumstances, we never got to go to the store together,
even though it was planned and agreed upon. What is written here is thus based
on how Ms F talked about their behaviour.

With the current situation Ms F shopped spontaneously (her expression)
for one to two days. The only time she had to think about what to buy was on
the bus, fifteen minutes, on the way from work to the day-care center. This
leads to many quickly prepared dishes, examples she mentioned where fish
fingers, tortellini, and sausages. She also said that potatoes were excluded
during the week, as they take too long to prepare. They instead have pasta or
rice, even if she thought that rice had become relatively expensive.

She described herself as running around in the store at four thirty thinking
to herself: - Fish, meat, sausage. Fish, meat, sausage. With this lack of planning
she not only believes that the food is more expensive, but also that it is less
nutritious as it is difficult to also consider fresh vegetables when under such
time pressure.

When Ms F grew up her parents purchased groceries every Thursday. Mr F
also comes from a background of planning, and it is thus natural for both of
them to engage in planning and to shop with a weekly interval. Normally the
weekly shopping is only complemented with purchases of milk and bread
during the week. Their normal behaviour, which she talks about with longing, is
to sit down, all four of them, and plan the menu. With this as a base a shopping
list is produced, and one of the hyper markets is visited with the car, almost as
an excursion. That also makes purchases of larger volumes of crushed and
peeled tomatoes, and other canned products that are used often, a simple task.
The household has a pantry of imposing size, where the shelves at the time of
my visit are far from full.
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Ms F describes herself as chain-loyal. She is a true "chain-A"-customer,
she has always been loyal to that chain. The household has a card belonging to
that chain, where they deposit money. That chain also has a store within
convenient distance from the apartment. Walking just one extra block would
take her to a store from another chain, a store which she says has better meat
and vegetables. She explains her behaviour with her loyalty.

Ms F sounds interested in food and cooking, and they consider the dinner
to be an important meeting point during the day. Most of the time, when
circumstances are normal, they make an effort for all four of them to eat
together. The meals during the weekend can take longer time to prepare, but at
the same time Ms F feel that the extra preparation tinle is taken from time that
could be spent with the children.

5.1.7 G; Two Adults and Two Children; Label: Food is Boring
This household does not live in a Monday - Friday cycle. Both adults work
irregular hours, with varying schedules, why long periods of time pass when it
is not possible for all four of thenl to have dinner together in the evenings. Most
of the time one parent collects the children at the day-care center, cooks, and
eats with the children.

Ms G told nle that the household had a difficult financial situation at the
moment, why they had to use the credit on their retail chain card. Their normal
behaviour would be to deposit enough money for a month, and get interest rate.
She felt that there were reasons to believe that the situation would inlprove, why
she thought it was allright as a temporal solution to buy food on credit. Both
adults seemed quite entrepreneurial, and working towards pragmatic problem
solving.

Ms G told me that time spent on food is time wasted. She thinks that she
has too little time to spend it on planning, shopping and cooking. Time spent on
that is time taken from something else that she would rather do. The menu
contains nleatballs, sauce bolognaise, macaroni and pancakes. Ms G prefers to
buy and prepare larger batches of dishes like sauce bolognaise, as it reduces
total time spent cooking. Normally several servings are stored in the freezer,
which she finds pleasing as she has actively done something to reduce the time
spent on this boring part of life. Ms G does not either seem interested in recipes,
and told me that sometimes, when she is working very hard, she forgets to eat.
She normally finds out by being very tired and the best thing to do then is to
prepare liver as it quickly brings her energy level back up. Ms G also told me
that liver should be served with juice, in order for the body to more easily
absorb the iron in the meat.

Ms G was brought up with having a hot meal for dinner every evening, and
wants to give her children the same. She has recently found out, from other
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parents at the day-care center, that they serve porridge for dinner which the
children seem to like. Ms G has decided trying to do the same, and regards it as
a particularly good solution when money is scarce. If other families do that
there is not need for her to feel like a bad parent.

When we walked around in the store, while the children were still at the
day-care center, Ms G showed much price awareness. She commented on the
prices of many products, and seemed in the vegetable department to relate price
to vitamin content. Ms G walked around in circles, and had prespecified stations
that she stopped at to decide whether she needed anything.

- Let's go to the food, she said, when we were approaching the nleat- and
deli-department. In the bread department she told me that her rule is to buy "one
dark bread, and one price reduced bread". We walked through the different
stations, while she commented on which products they had at honle. At each
station she seemed to consider how much of some products that they had at
home. When they buy detergents, they take whatever brand is on sale; Ms G
said - "It doesn't make the laundry clean anyway!"

This household shops mostly at the store that we visited which is one of
the regular supermarkets. Ms G said that they occasionally visit the discount
store, but that she finds it too boring. Her price comparisons on many products
seemed to be related to the prices in the discount store, indicating that it is
visited recllrrently. A third store, a convenience store closer to the apartment, is
also used, but only for milk and particular products that they are cheap on. The
products Ms G mentioned were hard cheeses and minced meat.

5.1.8 H; One Adult, and Every Other Week Two Children, Label: Lack of
Money and Interest

Every other week Ms H lives a family life with her two children. The weeks in
between Ms H lives in a single household. In my contacts with Ms H, money
was a recurring topic. Her situation was likely to improve as she were about to
find a new source of income. Still she was aware that it would take time before
she would be able to settle at a better level, as a long period with very tight
budget had forced her to postpone many purchases.

Ms H is not interested in food and cooking, and where food is concerned,
there seems to be a large difference between her two types of weeks. Having
both kinds of living makes her appreciate them more. In her single weeks she
can enjoy eating spaghetti standing by the zink, just because she can not allow
herself to do that when she has the children with her. When the children are
with her they have a proper meal together every evening, where she seems to be
more concerned with nutritional content than when she cooks just for herself.
She also saves the left-overs from the childrens week in the freezer, to eat when
she is alone.
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Ms H considers cooking as very boring, and does not like it to take time.
Cooking is more necessary, and allowed to take more time, when the children
are with her than when she is single. When she lived with her husband they
occasionally went to the hypermarket to shop. That was easier as they had a car.

Ms H talks about prices, and price levels. Normally she does most of her
purchases at one supermarket in her neighbourhood. This store also has a kind
of discount-department, thereby focusing both on prices, assortment and
service. Ms H likes to visit other stores as well, to know the prices and be able
to make accurate comparisons. She comments on one of the stores in the
neighbourhood, a good quality supermarket from one of the larger chains, and
believes that it is too expensive. Ms H always feels cheated when shopping in
that store, even if she goes there occasionally to see what they have on special
offer.

Normally Ms H goes to the store every other Sunday, to prepare for the
childrens week with her. The Sunday visit is her main shopping trip,
complemented with one smaller purchase, during the week, of complementary
items, milk and bread. Ms H has developed a rather routinised behaviour, and
the menus in those weeks when the children are with her are rather similar. This
makes it possible for her to engage in a simplified and routinised purchasing, as
it is basically the same every other Sunday. The menus are adapted to what the
children like, and the meal one day normally affects the meal the following day,
as she prepares larger batches which she modifies. The children get a fruit as
dessert every day (even if they would have preferred ice-cream).

When we went to the store Ms H did not bring a shopping list. She walked
through the store in a determined pattern, starting at the discount department
where she bought diapers. Ms H bought one of the well-known brand names,
heavily advertised, and "excused" herself by saying that they are the only ones
they have tried that do not leak. When we passed by some other categories she
commented on having then1 at home. Ms H seemed to scan the different
departments in the store, and used the shelves as reminders. Her behaviour in
the food depa11ment seemed to be focused on prices and comparison prices,
given her pre-specified set of potential products from different categories. As
we spent the time talking while going through the store, she did not calculate
the sum of the purchases, which she would normally have done. Ms H
commented, when we passed by the deli-counter, that it is dangerous to go
shopping when hungry, as it is more tempting to buy on impulse.

Ms H is concerned about antibiotics in meat, and how cattle are
transported on their way to slaughter. Ms H is herself a vegetarian, but she
serves her children meat, as she wants them to have tried most things.
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5.1.9 J; Two Adults and One Ch'ild; Label: Food as a Main Interest
In this household food will probably never be regarded as complicated, boring
or problematic. Dinner is not a daily problem that has to be solved, but rather a
possibility and an event that fortunately occurs daily. Food is an interest and a
hobby for the household, and it is important to sit down and enjoy dinner
together, without stress.

This household is highly educated, financially well off, and the parents are
older than most of the others. They express opinions about store personnel, who
they believe lack competence. It must, however, be remembered that the
knowledge about food in household J is relatively high.

Planning, shopping, and cooking are not in any way regarded as
problematic or cumbersome in this household. They are included in the
meaningful and important process of producing a meal, which is regarded as a
pleasant event. Household J goes to several different stores, partly because they
are good at different things. Producing a shopping list that demands visits to
three or four stores does not cause any comments or complaints.

This household invites me for two sessions, one planning session, and one
shopping trip. Planning is done thoroughly, all together, and for a period of a
week or more. All the leaflets from the stores in the neighbourhood, and some
feature ads, are collected and browsed. The main planning instrument is the
menu, which is later broken down to a shopping list. For each day a dish is
noted, mostly based on a primary meat or fish product. Complementary
products, vegetables, sauce, types of potatoes, rice, etc are implicit in the
process. The household seems to base their decisions on primary products. Each
of the primary products can be used to prepare a variety of dishes, and they
express both their confidence and competence when discussing this. The menu
in the household seems to be varied, and they say that they do not strictly hold
on to the plan, if inspiration to do something particular, lack of time, or
something else, occurs.

When household J goes through the leaflets from the different stores, they
concentrate solely on fresh products. They totally disregard branded,
prepackaged products in the planning process. Their focus on fresh products is
partly price-related but they also believe that whenever one of the chains offer a
particular type of meat or fish, the quality also is good, as the chain in question
gets a high rate of turnover on that product. Mr J browsed through a 16-page
four-colour leaflet from one of the larger chains and commented - "It contains
nothing!"

The planning concerns, and is based on, the dinner meals. Bulk products,
and other products needed are mostly noted on a list in the kitchen, which is
brought to the nearby store where the bulk purchases are done. Stores from all
different chains are easily available to household J, either in the area where they
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live, or so that they can be passed on the way from work. Mr J does some
shopping on his lunch hour. This household detests going to hypermarkets. Too
crowded, and a bad athmosphere, makes them avoid this kind of shopping.

When the planning is finished, main ingredients are put on a shopping list,
separated after different stores. Purchases are done over the range of a couple of
days, where one store can be visited just for the purchase of one product, but
then a main ingredient.

Shopping with household J was an interesting experience. We all went
together to the nearest store, which as it happened, were out of that weeks
offered fresh meat, cut in a particular way. Mr J spent some time in the kitchen
behind the deli-counter, to make sure that new pieces were cut in the correct
fashion, and from a good piece. This took quite some time, which was not
commented on, and the whole event was done in a good mood. No hard feelings
on either side. Most decisions were taken by Mr J and Ms J together, often
conferring, and they scrutinized each vegetable before it earned its place in the
shopping cart. When in the n1eat department, Mr J scanned the packages of pre
packed meat without reading the labels. He did not need to read the labels as he
recognises the meat.

Besides the things written down, they had memorized a few items that they
also needed. The J:s paid in cash, and had brought bags and a shopping cart to
bring the products home. The J.s enjoy knowledgeable personnel, particularly in
the meat-department, so they can discuss their purchases. This discussion is
probably not of question-answer type, but more a high level exchange of
confirmation on competence. Mr J gets upset when he find meat that is cut in
the wrong way. Loyalty for household J would rather be in terms of loyalty to a
person working in a store, giving them god service, and being competent on
meat, rather than towards a particular store or chain.

When we discuss changes they wish for more competent personnel, and
Mr J would also like to purchase bulk products from a wholesaler and get
homedelivery. He does not seem interested in paying more than what they pay
today, but suggests that the retailer margins could cover the incurred costs.

5.1.10 K; Two Adults and Four (or Three) Children, Label: Large
Quantities

Ms K has an ideal picture which is difficult for them to live up to under the
pressed circumstances. The K:s have children in rather different ages, and can
therefore be said to live simultaneously in several phases of the family life
cycle. Ms K likes the idea of having a large storage. space, filled with jugs and
jars of preserved fruits and jams, larger batches of all the basics, bought when
prices are reduced or the products in season. Ideally the household would
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somehow manage itself Monday through Thursday. The weekends would be the
time for careful cooking, planning and joyful and relaxed eating.

Ms K experiences a pressure from daily life, and she perceives that she and
Mr K work very hard just to get the daily life to function, to feed the children
without spending too much money. They are both well educated and have good
incomes, but there is still financial strain, which maybe comes on top of the
time pressure that seems to be hard for them. The time pressure makes planning
necessary, and it seems like the planning at the same time is perceived as a
limitation to their freedom. Planning is a way to reduce the "unnecessary"
amount of time and money spent.

Food accounts for a large share of the budget in this household, a share
that hopefully could be decreased somewhat. Ms K buys large volumes every
other Sunday, in the store nearest to their home, to fill up basic supplies. Mr K
quite often shops on his way home from work, and tries to take advantage of
price reductions. This household talks about volume, and batches, like twelve
packages of pasta when their particular brand is on sale, or a whole box of
canned peeled tomatoes when those are price reduced. Price reductions are
looked for in the leaflets, and taken advantage of on those products that are
regarded as part of the basic storage. Apart from the nearest store, the K:s also
frequent other stores in the area, if they have good prices to offer.

The menu during the week in this household is basically one day potatoes,
one day rice, one day pasta, and one day pizza. Ms K thinks it is difficult to
vary the menu, and has received some inspiration from a friend that is writing a
cook book on Monday-Thursday dishes. The adults divide the responsibility
between them (separate days), being in charge for collecting the small child
from the day care center and cooking. This gives the other adult a chance to
work late. Friday is the day of the week to eat something nice, sit longer at the
table, and relax after the work week.

I accompanied Ms K on one of her Sunday shopping trips to the nearby
store, which is a full range supermarket. We came just before six in the
afternoon, and Ms K told me that it can sometimes be problematic to buy what
they have had on offer during the week, as it might have been sold out by that
time. Ms K walked with the store's leaflet in her hand, to make sure that she
would take advantage of the weekly specials. Ms K also walked to some special
stations where she normally would go to check if the store had good prices on
any large packages of products that the K's want to have in storage. Ms K used
comparison prices for almost everything she bought, and demonstrated great
price awareness on products of interest to her. She seemed well aware of what
she is used to paying, not just absolute sums but also price per kilo or liter.

Ms K has asked the store to carry another brand of ice-cream, without
success. She is also calling a large brand manufacturer to complain about a new
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kind of package which she does not like. Ms K tries to always carry home full
loads. Her argument is that it is leg-saving. Before we left the store Ms K
checked the leaflet again, to make sure that we had purchased the relevant
items. No shopping list was brought, but the K's have a list in the kitchen where
everybody is supposed to note if they take the last of something which ought to
be repurchased.

5.1.11 The Households Compared: on Some Characteristics
The table on next page is supplied to enable for the reader to get a picture of the
households relative to each other. Please note, however, that only a few of the
characteristics are included in the table. The table can only be schematic. The
households are illustrated by main theme, number of adults and children and
how many/which stores they use. A dichotomous categorisation into planners or
non-planners is followed by a description of their menu Monday-Thursday,
divided into routine, medium variation, or varied. By medium variation is
meant that the n1enu is more varied in some periods than in others. The final
column is used for a comn1ent, and the reader is encouraged to go back and see
whether they would produce the same table following my descriptions of the
households.
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House Label #adults/ Stores Planning Menu: Comment:
hold children used routine/

med/varied

A money 1/3 several no med No routinised life, no
routinised food habits

B husband's 2/2 discount + yes routine Will change when other

schedule convenience work forMrB

C taste 2/1 supermarket no varied Might change when
new baby arrives

D weight 2/2 discount yes routine Already changed with
Ms D working

E everything's 2/1 several yes med Very pleased

OK
F time 2/2 supermarket no routine Extraordinary pressure

G boring 2/2 supermarket+ no routine Irregular work hours,

convenience few shared meals

H lack of 1/2(0) supermarket no routine Lives two different

money and lives, biweekly

interest
J food as a 2/1 several yes varied Food is their main

main interest hobby

K large 2/4-3 several no routine Price-focus, live in two

quantities life-cycle stages

Table 1. The households compared, on some characteristics
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5.2 The Themes

In this part, the theoretically based themes (presented in sections 2.6 and 3.3.3)
are used to structure the presentation. This is a way to approach the material
from another angle, making it easier to find similarities in how the studied
households behave in each of the aspects, and to focus on aspects instead of on
households.

The households' demographics and resources are presented first. This is
followed by a discussion of those themes that relate to the role that food plays
in the households; the ideal picture, the social role of food, attitude towards
food, and knowledge about food. Thereafter food habits and preparation,
planning and logistics are described, which is followed by a general description
of how the households use the store as a tool, and a more specific description of
the shopping trips I participated in. Finally ideas for change are discussed.

As the themes do not cover all aspects of what was observed and heard,
two more headings appear that speak for themselves: what else... and what was
not said.

5.2.1 Resources and Demographics
The sample includes both single-parent households and dual parent households;
with a single child and with several children. Several of the parents have an
academic degree, while they all give an educated impression. All households
live in apartments, well equipped in terms of refrigerators and freezers. Most
households have a dishwasher and a microwave oven. The dishwasher is a
praised appliance in many of the households, while the microwave is used
mostly for defrosting and to heat gruel. Some of the households having a car
use it when shopping, but mostly for stocking up of bulky and price reduced
products like diapers and toilet paper.

All households but one gave me an estimate of their monthly food budget.
In many cases they also told me how much of it they deposit at the stores credit
card. Many of the households use these cards as cash-cards, depositing money
in advance. This is a change from earlier as they now allocate a larger share of
their purchases to one chain. The card was in emergencies used as a credit card
in one household where the flow of income lately had been unsteady. The
woman in that household talked about the rate of interest in terms of the
absolute cost to borrow for a month. Another household will not use the cards
until it is possible to get the balance directly on the receipt, as they perceive the
credit as expensive, and believe that when several people in the household use
the card the risk of getting in debt is too high. The woman in this household had
called the card company about it.

160



Money was a severe restriction in a couple of the households, which
mentioned it explicitly and seemed to worry about it. The rest commented on it
when asked. A way to divide life, other than between weekdays and weekends,
can be dividing between periods with money and periods without money. When
money come in, a new good life can start and continue until the next period
when money becomes scarce. Instead of trying to get an even flow, the
managen1ent of the household budget for these households can better be
described as hills and valleys. Bad finances are uneconon1ical in the sense that
it is difficult to make good deals and get value for money spent. Comparison
prices are less important than absolute prices as criteria for what money will be
spent on. At the same time, a period of severe restrictions gives a longing for
the little extras making a period of spending feel like a necessity.

5.2.2 The Ideal Picture
It was striking how certain most of the households were about their way of
behaving. The chosen strategy was regarded as almost the only one possible.
For those who are very planned, this is regarded as the necessary and best way
of organising the household. For those on the other extreme, non-planners,
planning seems an impossible task. One reason is that it takes time to plan, and
another can be the impossibility of foreseeing what one will have a taste for.
The argumentation is convincing in each case and no sign of doubt appears. At
the same time many households believe themselves to be a-typical, which
seems quite contradictory to the idea that their way of behaviour is the best one.

The expected ideal picture was not visible except in a few cases where the
more traditional idea of the filled pantries was dreamt about. The households
that had a certain interest in food but complained most about time restrictions,
were the ones experiencing a gap between perceived behaviour and ideal
picture. These were also the households that can be described as experiencing
insufficiency, which can be seen as a natural outcome of perceiving an ideal
picture that is distanced from how the everyday reality is managed. One woman
"confessed" to me that she had bought Sauce Hollandaise-mix. Her
embarassment implies that she had another picture of herself than that of a
person using sauce-mix.

The one thing that many persons in the study mentioned, was that they
would like to change their behaviour and regularly frequent a hypermarket, or
make larger purchases on a weekly, or bi-weekly basis. The short-term
perspective used was considered as uneconomical. Just visiting the store is a
temptation that might lead to purchases of unnecessary items. Another point to
be mentioned here is the satisfaction that seems to exist in having the pantry
filled. The sense of security that lies in being stocked up on basic items can
maybe be explained in the facilitating aspects of having a lot of complementary
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products available. This can also be an expression of competence, which will be
mentioned in relation to planning below as well. The overall impression
experienced from the household studies is that these households are pleased
with how they manage the issues of food and meal planning and purchasing.

Under the heading, the ideal picture, it can also be mentioned that some
households said they would like to be able to serve their children ecologically
grown vegetables, but that they considered it impossible due to the higher prices
on such products.

To summarise, very few households seemed to perceive any discrepancy
between actual state and preferred state. Overall they were pleased with their
situations, and only wishes for minor changes were expressed.

5.2.3 The Social Role ofFood
For the households interested in food, the evening meal was a main event of the
day. That is the occasion to be together and relax. In households that were not
interested in food the evening meal was not that important. The look upon the
meal depended on how many of the adults that eat at home. In a two-parent
family, the view of the evening meal is different when only one of the adults
eats with the child/ren, than when the whole family can sit down and eat
together. Sometimes the parents eat later, and something different, while the
children are served when coming home from the day-care center. Many report
that when they grew up, dinner was served at the same tinle each day and it was
considered important to arrive home on time and eat together, as a social event.

The decision making and planning can also be regarded as a social event,
when it is done in cooperation between parents, or in some cases also with the
child/reno

In all households but one, I had most contact with the woman. This is not
to say that the men are not responsible, or involved, rather it is an expression of
the fact that more women seemed to pick up the children at the day-care center,
and also seemed to do most of the managing and planning of the weekly menus.
One of the husbands worked quite far from home, which made that household
regard the days when he was mostly absent as very different from his days off.
In many of the dual parent households the men worked full time and the women
worked fewer hours, allowing her to do a lot of the shopping and meal planning
on weekdays. Where both parents worked fulltime, the household chores were
more evenly divided also on weekdays. Shared responsibility with some days of
cooking for each parent complicates planning somewhat as it then is very
difficult for anyone to keep track of what is left in the refrigerator.
Institutionalised menus can thus be a solution to facilitate the logistics involved.

Children's role in food and meal planning and eating can be treated very
differently. Children can function as a restriction to what can be served, how
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much shopping can be done, and how the food is prepared. In some households
the children are involved, and used as a source of inspiration and someone to
cook for. Food is then an explicitly stated means of upbringing and a cultural
learning event. I participated in a meal where the children used the food to
demonstrate strong will. Their mother comn1ented this with: - "Food is so much
power".

To summarise, the social role of food varied from extren1ely important to
absoilitely unimportant, and seemed connected with involvement and interest in
food.

5.2.4 Attitude towards Food
An overall important din1ension separating the households into two main
groups is interest in food and cooking. Those interested in and enjoying food
also have an interest in whatever else is related to this. For the involved
household, both planning, shopping, and talking about food are pleasant
occupations which are allowed to take time. Not surprisingly these households
also seem more knowledgeable regarding primary products and cooking, which
might even make it all even more enjoyable. Food can here be regarded as a
hobby, and this interest stretches even into the Monday thru Thursday period.

Those who have the opposite opinion try to minimise effort and time
allocated to dealing with food related issues. If food and cooking are not
interesting, planning and purchasing are not either. Almost all time spent on
these chores is too much, as it could have been spent better by doing something
else. The only joy lies in time-reducing activities. One woman said about food
Monday to Thursday that managing the daily life OK for her meant that the
children were healthy and did not fight each other.

Differences also occurred in how, for example, ready-made dishes were
regarded. Some would never serve meatballs that were not home made, while
others would not consider going through the effort of making them when they
are so easily purchased. Home made cooking from primary products was in
some households in very high regard, and considered as the only possible thing
to eat and serve. Those with a very high level of involvement were also those
that in every case prefer a home cooked meal. One woman said about
purchasing that she buys a couple ofboring things to eat during the week.

In summary, attitude towards food varied, which was expected. High
levels of involvement and interest for the process over the whole week, was
contrasted with households that had a total lack of interest and considered food
as boring. A third pattern found was: to be interested in food on the weekends,
but not during the week.
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5.2.5 Knowledge about/ood
Knowledge about food is varying and of course seems connected to interest.
Level of interest in food and cooking was reflected in how priorities were set,
and to which activities time was allocated. Cooking and food can be managed
according to the instrumental minimise-time method, but all activities above
that level might mirror a higher level of interest. Knowledge also shows in how
purchases were made. A household that is knowledgeable on primary products
and are fan1iliar with a set of possible dishes for every primary product, can
attain a larger variation in the menu. In some households the knowledge of
primary products and receipes seemed high, also enabling them to use the
primary products in accordance with season, price, and quality. With more
knowledge, t11e evoked set of possible meals is larger for each primary product.
This does not necessarily mean that nutritional content of food is considered,
knowledge can concern what the products look like and how they can be
prepared without considering which vitamins they contain.

Another type of knowledge is more "negatively,,4 defined. By this I mean
knowledge on what might be dangerous to health, and how production and
handling can effect the quality of products. Ethical reasons are also included in
this. This negative knowledge can be related to someone in the household
having an allergy meaning that some substances have to be avoided which
might den1and special attention. Most of the households had to take allergies
into consideration. One of the women was a vegetarian out of concern for how
live-stock are treated.

In summary, most households had to be knowledgeable for reasons of
allergies or dislikes. The more positive type of knowledge, good knowledge on
what to cook from a primary product, was found in fewer households, but also
seemed related to level of interest.

5.2.6 Food Habits and Preparation
Most households described their n1enu over the weekdays as some kind of
pattern. One description was one day spaghetti, one day fish fingers, one day
sausage, etc. Another way to describe it was one day potatoes, one day rice, one
day pasta, and one day pizza. One household said that every week contains
sausage, fish fingers, minced meat. It is difficult to attain variation. It is not the
same menu every day, but the weeks are very similar. Such a menu can be
described as a general heuristic facilitating decision making. Some of the
families with smaller children sometimes serve porridge for dinner which the

4 I do not mean that this knowledge is negative, but that it has another source. The "negative" knowledge can be

regarded as needed knowledge, setting a boundary for action, while the "positive" knowledge extends the

boundaries.
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children appreciate. Several households cook larger batches of things like
"sauce bolognaise" and put in the freezer.

Sources of inspiration seem, for most of the households, to be cook books
and magazines. When they talk about week day food with friends and collegues,
it seems to be in terms of how boring and problematic it is perceived, and how
it at times can be percieved as impossible to decide what to eat. Recipes in the
store are taken by some, but do rarely seem to be used. Inspiration or not, t11e
menus seem to be about the same on weekdays. One woman had considered
preparing a fixed -menu for a couple of weeks, but hesitated as it seemed so
boring to know so long in advance what one is going to eat. Another idea was to
write down what the household had eaten during a week, and switch with the
neighbours. The reason why this had not been carried through was that the
household in question eat fish at least once every week, which their neighbours
never do.

One household said that cooking during weekdays must not take more than
thirty minutes. After that point the childrens' energy level is too low, and the
evening can become a disaster. One woman was very fond of jars with baby
food which she found very practical. She said, on the topic of preparing your
own baby food, "So much work for a small lump of food".

Most families had at least one child that is in some way particular about
eating. Some children did not eat any vegetables, or fish of any kind, or only eat
sausage, etc. In periods they tended to say no to almost everything they were
served and call it disgusting - without tasting it. This seemed to be more
commonly occurring at home, and they were better at eating what they were
served at the day-care center. Another reason to be particular about what is
served is the occurrence of allergies. One woman was sceptical to use the
microwave oven to heat food for her child as she worried that the radiation
might be health damaging.

The menu depends on who will have dinner at home. If one adult and the
child/ren eat, the menu is more child-related. If two adults have dinner, the
character of the meal is more grown-up and the child/ren may be served
something different. One parent can eat kids' food, and in that case it is not
worth the trouble to serve an "adult"-meal that the child/ren are not fond of,
with the consequences that might have. There were also different ways to take
care of the left-overs. One household saved it in a "pyttipanna"s-basket in the
freezer, while another household scraped it all directly into the garbage can
without comments.

There were different ideas about nutrition. Some considered it very
important and made it really influential in their meal planning with a lot of

5 Pyttipanna- basically fried cubes of meat and potatoes. Very common to use left-overs for such.
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concern on how the ingredients were combined. Others thought that as they
serve a hot meal it will contain enough nutritive value. Vegetables seemed to be
considered important, but were problematic in some cases as the children did
not like them. Some households did not mention the word nutrition. Another
issue is weight, which was explicitly mentioned only in one of the households,
where it seemed important.

To summarise, food patterns in n10st of the households seemed to be
repetitive, with a basic recurrent structure for the week days. Friends and
cookbooks were used as sources of inspiration but did not seem to have effect
on the weekday menus.

5.2. 7 Planning and Logistics
Monday thru Thursday shopping and planning were in many cases different and
less involving than weekend planning. More routine, less variation between the
weeks, and more focus on time and price restrictions were evident. This might
be a way to give room for weekend splurges. As has already been implied above
planning was something that varied very much in the households, both in terms
of actual planning and how planning was regarded. Planning using leaflets and
deciding on menus for the next ten days was done in one of the households,
which had saved leaflets from all the chains. First the menu was decided, and
then shopping lists for the different stores were constructed. In other households
planning was avoided as it was regarded as taking too much time which could
be of better use, or which was not available.

Planning took several forms. Deciding on menus for a couple of days was
one form of planning, while producing a shopping list for a particular store visit
was another. Planning for a day was one way while purchasing of "known
popular items" was another way of planning, which also can be described as
stocking up of basic items. The planning which was perceived as necessary for
one household was considered impossible by another.

Planning can give satisfaction in itself. Being able to plan and manage the
logistics of the household can give a sense of pride, and be regarded as a
competence. This implies that it is seen as a complex system, which takes skills
to manage. Planning was by some regarded as difficult, taking both time and
mental energy. Concerning logistics, the mere effort of carrying the purchases
home were mentioned by some as troublesome. Those with children small
enough to use a pram, transport the food on it which lightens the burden.
Carrying it all home is considered as Inore problematic. The weight-issue was
also a reason to favour hypermarket shopping. On the other hand, one
household thought that going to a hypermarket was like going to hell.

Shopping lists came in many shapes. A detailed list can be brought with all
items written in the order of the store layout. The list can contain some products
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excluding those that are bought almost every day like milk, bread, etc, as these
will be remenlbered anyway. The list does not have to be written, it can be
memorised. Several households had a system with a list in the kitchen where
everybody was supposed to make a note when they took the last of something.
One household had a specified list with a number of bulk-products where it was
only necessary to mark whatever needed to be purchased. These are the regular
things that should always be found in the pantry or refrigerator. The list can be
written down all at once, or over a period of time.

Another aspect of planning is budgeting. Several households used the
retail chains' credit cards as cash cards where they deposited money. They
deposited whatever they planned to spend in the chain over the month and thus
had a good apprehension of how much they spend. One household deposited
some money on a cash card, and put the rest in a jar. The no-planning
households had no such cards.

Regarding logistics, some households visited the sanle store every day.
The number of stores used varied from just one to four or five. Most households
had some kind of main store, the importance of which differed. Stores could be
used for particular products that they kept a discounted profile on, while the rest
was bought in another store. Other reasons for using more than one store were
that some of the shopping was done in a store close to work, or on the way from
work, or just that variation was appreciated.

One strategy was to buy things that one runs out of, another was to buy
what is needed for the next meals. These should not be seen as opposing as
there might be a combination, but there is a higher level of planning involved in
buying what one runs out of, even if it is products that are not used on a daily or
even weekly basis. This inlplies a basic assortment that should always be
available. By having the basic products at home deciding on a meal might be
facilitated as just a few items might have to be purchased in order to prepare the
complete dish.

In one household, the decision process for what to eat on a weekday went
on from the morning onwards. Impulses were then picked up at many different
places during the day and taste was the ruling criterion. Deciding what to cook
for dinner can then be seen as something nice to engage in, and the decision
does not have to be firm when the store is entered. If something offered there
seems more attractive, the decision can be changed. A household with this
decision process seems to enjoy the process.

One woman pointed out the importance of always taking home a full load,
as she considers it a waste to walk home with less than what is possible for her
to carry. Many households with children small enough to use a pram bring that
and fill the lower frame with their purchases. The change that some asked for is
a possibility to get the goods transported to the apartment. One wonlan said that
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sometimes she thinks that it would be good to plan n10re, but on the other hand,
being as she is, is rather good. She felt that her way of shopping was a way to
express her personality.

In summary, quite different planning behaviours were found. Some
households found planning necessary, while others believed it to be impossible.
Many used some kind of card issued by the store chains, and seemed to be
aware of how much they spend on food per month.

5.2.8 The Store as a Tool
All households had a relation to the store, but the store was "taken for granted".
The store is chosen for a particular visit depending on what type of purchase is
needed. Sometimes a store can be considered a good choice because it is not
tempting. When a shopping list is followed without deviations the store just
plays the part of a storing place, a storing place that is well known. The most
extreme strategy in terms of active use of the store was entering without really
knowing what to eat. That is a sort of emotional decision making where what
the eyes fallon is mentally tasted until a dish is decided on. This includes also
walking around the store and scanning the shelves and freezers for inspiration.
Another way to use the store was to focus on the price information and letting
that be the guiding line. This implies choosing from a pre-determined set of
possibilities. Price information was used to a smaller or larger extent, and in the
cases it was used to a larger extent, money was really scarce why this behaviour
was considered necessary. The behaviour might change if/when finances
improve. One consumer walked through the store with the leaflet in her hand, to
make sure that the offers of the week were taken advantage of if they were such
that they were suitable in her household. Walking to specific "stations"
(freezers, shelves) to regularly check them out was one way of approaching
shopping, while walking and browsing through all the aisles was another.

Some consumers are more active and used "voice" in a dialogue with the
stores. One consumer had influenced her store to supply bread of a certain
brand, while another had asked her store to start carrying a particular type of
ice-cream. The store in this case had not followed her request. Otherwise many
of the consumers seemed to hesitate to ask for help in locating a product even
when store personnel was available. One woman said that she expects to be
snappishly treated in the cheap discount-store, as no-one, in her opinion, can be
proud of working there. If the store is in a mess, customers will not be careful
with how they walk, and if something falls down it is not all that obvious to
pick it up.

Regarding the store visits, the way to walk in the store varied. One
approach was to walk one full circle and pick iten1s along the way. One
approach was to start with a main ingredient and thereafter go back to
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conlplement with vegetables and what more was needed. Going back and forth
was done for several reasons. Looking for products is one reason to walk back
and forth, while another is that there are products written on the shopping list
that have been passed already but that the consumer needs to go back and get.
One approach is also walking through the store a full cirle and use it as a list by
looking at most of the assortment and consider what is needed. Some added the
sum in their head and knew exactly the value of the shopping cart, others had
not reflected over the possibility of doing this. The store visit can be a way to
pass time, a sort of steady point or event during the day. This was true mostly
for those non-working women spending the day at honle with a small child. The
store visit can also be something that is absolutely not looked forward to. If the
interest in food was not there, visiting the store was not regarded as a rewarding
way to spend time. As is probably obvious by now, the knowledgeable shopper
can see the store visit as a challenge, and a way to confirm his/her competence.

To summarise, the store seemed taken for granted, even if it had a role in
every decision process. The store played a role of a pure storage place, or was
used as an external memeory where inspiration was searched. Overall, the
households seemed to know their stores well, and used different stores for
different purposes.

5.2.9 The Purchase
The households seemed to know their way around in the stores. These were
stores that they visited often, and still there were products that they had some
problems finding. Overall they were familiar with the layout and had opinions
on the advantages and disadvantages of different stores. Both discount stores
and supermarkets were visited, but mostly just one store. One woman bought
fruit and vegetables separately after having visited a discount store. The stores
can be thought of in terms of filling different functions for the households, and
being used accordingly. Each respondent had their particular way of taking a
basket or cart and approaching the purchase. Some had shopping lists, either
written in order of the store (indicating that they knew the layout very well) or
in the order that the needs had come up. Some consumers started from the
entrance and walked straight through to the check-out, picking products along
the way. One woman walked a full circle around the store scanning all the
departments, while thinking about what to eat. When this was decided the actual
purchase was rather quick.

Others started with primary products and then went back and forth to
complement with whatever else was needed. Many kept an eye open for what
was on display, but seemed to be interested only if it was products that they
were familiar with and would normally use. Some consumers actively used
comparison prices, while many purchased on brand familiarity and experience

169



with the product category. As this was mostly purchases intended for Monday
Thursday meals, many routinely purchased products were bought. When
discussing stores they talked about particular stores, rather than chains and
concepts. Those shopping in discount stores believed that these were good as
they offered less temptations. This reasoning is however also done in reference
to particular stores. Someone talking about, for example, ICA did mostly not
refer to the chain or the concept but the local ICA-store on the comer. When
they hear the word ICA they frame it as the local store, which became clear
when they went into the details that are more store-specific than chain-related.

Different explicitly stated decision rules were seen in action. "Never buy
fruit that costs over 15 SEK/kilo", "always one dark bread and one white
bread", "hunt price reductions on a set of products and fill the freezer", and as
n1entioned earlier, "always fill up to a full load". One won1an said about
detergents that they buy anything that is price reduced. In her opinion the brand
did not matter as the clothes do not get clean anyway.

When a shopping list was brought it was used in many different ways. Is it
allowed to buy things that are not on the list, or not? In some cases yes, if there
was a good price on things that were among what would normally have been
purchased, in some cases rather not. The list can be based on what is offered in
the leaflets, on a menu for the week that has been put together, or be more
related to what the household had run out of and that which is regularly
purchased. One household needed to write down everything in order to be able
to remember it, another could not understand the benefits of a list. The woman
in that household shopped once a week, spent about an hour, on this occasion
talked to me all the time, and at the same time added the sum in her head. One
strategy could also be to avoid buying something that is missing at home as the
children can do well without it for a while, the example was catsup, which these
children preferred on many dishes.

-"Let us go to the food" said one woman, when we were heading for the
meat department. Another woman, who had fifteen minutes on her way from
work every day to decide on the menu, said that she enters the store with the
words "Fish, meat, sausage - Fish, meat, sausage" echoing in her head while
trying to decide as quickly as possible. A customer with much more time to
spend in the store ended up in the kitchen behind the counters when the store in
question did not have any pieces of pork that were cut up according to his
needs.

The ways to choose fruits and vegetables were very different. From
regarding each tomato with intense concentration before it earned its place in
the shopping cart, to picking some tomatoes while watching out for the next
vegetable to purchase. Concentration in the purchase thus varied, which was
particularly visible on fresh products. One woman said that in the winter time
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she does not buy any imported tomatoes and cucumbers, as she perceived them
as both expensive and lacking taste. Besides, she was dubious about the
conditions under which they grow.

Many households visited the store accompanied by their children. This was
in most cases regarded as an obstacle, but still preferred if the option was that
the child/ren had to spend more time at the day-care center. One household said
explicitly that they try to shop together, it makes it easier and more enjoyable.

Comparison prices were used by some households. One woman used it
with great expertise on a large number of products, while others seemed to use
it when they choose between two sizes or two brands. Many of the households
try to take advantage of price reductions on products that they normally use. A
reduced price can serve as a purchasing signal for bulk products, that are bought
at reduced price when available rather than at regular price when needed. One
of the households did not purchase a particular type of rice as the size offered
was considered as un-economical (too small, just one serving). A coupon did in
this case not break down the resistance. Another household had very little
money at the time of my visit and the absolute sum was then a main criteria.
Her problem was to get as many meals as possible for 100 SEK.

To summarise, large differences were found in how purchases were done.
Slow or fast, structured or more spontaneous, concentrated or not, price focused
or taste focused; a number of different behaviours were seen. Different explicit
decision rules were found as well as a large number of ways to handle a
shopping list.

5.2.10 Ideasfor Change
One woman talked about a human store, where a meeting with mutual respect
and dignity can take place. Apart from that, it is striking that even in my
presence, which could be seen as an invitation to the households to think about
the store in terms of what to change, they seemed almost unable to see the
possibilities of change. What they came up with on my direct questioning is that
it would be good if the aisles were wider to facilitate passage with a pram.
Another thing that received a few comments is that candy is displayed by the
check-outs in some stores, which can be problematic when the children are
accompanying.

The possibility of getting bulk products transported to the homes without
extra charges was brought up by some of the households. One woman wanted
transportation free of charge. When we discussed this she changed her mind and
thought that it might be fair to pay something, but at quite a low fee she would
still rather carry it home herself, even if the weight is problematic. Shopping at
a distance (electronic, mailorder) was discussed and sounded possible for some
type of products, but was not rated as very attractive. The lack of explicitly
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stated complaints and ideas for changes serves as an illustration of the extent to
which the store is taken for granted. Another illustration is that when changes
were discussed the possibility of keeping a shopping list on the refrigerator was
mentioned. This is not something that even involves the store.

Once again it should be remembered that the stores are all of good
standard. If the households had had bad experiences earlier, they would
probably have switched stores, and told me about it. No such stories appeared
which supports the notion of a good selection of stores.

In summary, almost no ideas for changes were mentioned, which was a
disappointing result.

5.2.11 What Else ...
Decision making as such has been studied. Different households seemed to
make their decisions on different levels. Some households used main
ingredients as a primary decision rule. When this had been decided, the
complementary products could be considered and purchased if necessary. Other
households thought in terms of complete meals, while a third way was to buy a
bundle of ingredients. However difficult this is to describe, the point I am trying
to make is that they seemed to approach the problem on different levels. One
household explicitly discussed their purchases in terms of volume. For them it
was partly a problem of getting the right amount transported to the home and
prepared.

The level of flexibility in decision making is also something that appeared
to be interesting. Being flexible can, for example, mean being able to decide on
something else on the spot, to change a recipe if some ingredient is missing, and
to make up a new dish. Flexibility is also evident in how recipes are used, to the
letter, or just as a basic inspiration. A flexible shoppers' purcllase can be
changed compared to what was on the list. What was written down might stand
for something on a higher level and be given a different interpretation while in
the store.

Promotional materials were used in different ways or not at all. Some did
not bother about looking through leaflets at all. Others looked at one, the one of
the particular chain that they regularly visit. Looking through all chain leaflets
and actively using several stores was the third variation found on this theme.
When the households are looking at the leaflets their perception of them can be
very different. Most seemed interested in branded products, while a few were
only focused on primary products. This can be related to the way of making
decisions mentioned above.

The suppliers' treatment of primary products and additives in food were
discussed in some households which seemed concerned. Eventually this could
lead to the use of exit-power, not buying certain products. Other households
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used voice-power and made complaints and influenced the assortment. Most
households made no references to either situations of voice or exit. This was
not, however, something that was explicitly asked about.

As restrictions can be seen time, interest, and money, of course, but also
weight, allergies, and other special considerations, nutrition, maybe planning,
and taste both in a negative and a positive sense.

Coming back once more to the issue ofhaving filled freezers, refrigerators,
and pantries, it was said in the beginning that it can be seen as a kind of
security. There seemed to lie satisfaction in filling up and having a good basic
stock at home. Part of the reason seems to be that it can be facilitating as less
things need to be purchased. Larger shopping expeditions are thus undertaken
with a basic mental (or written) list of those products that should always be in
stock. This reduces the mental effort involved in planning, purchasing, and
preparing. Only the extras, the fresh items, and the dailys like bread and milk
have to be purchased more frequently. Being able to buy the bulk at reduced
prices can also be important which probably goes back to the question of being
competent in household management.

Regarding loyalty, only one single person talked about herself as loyal to
one chain. Not just loyal because this is where she shopped, but loyal to the
point where she would be ready to defend the chain. She is also the one person
that talked in terms of a chain, and not just a particular store.

To summarise, one finding was that decisions were taken on different
levels, using different bases. Varying levels of flexibility in decision making
and purchasing was found, as well as differences in how promotional materials
were used by different households. For many of the households, a sense of
satisfaction seemed to lie in having freezers and pantries filled with food
products.

5.2.12 What Was Not Said
As a surprise to me came that most of these households did not talk about
environmental concerns when discussing purchases of detergents and other
similar products. My understanding was that families with small children would
be particularly concerned about the environmental aspects of products.
Detergents seemed to be purchased mostly on price, and the brand on campaign
was what went into the shopping cart. No higher level of involvement seemed
related to this. On the other hand, for those involved, the level of involvement
was high. In this particular case there appeared to be a question of
involved/non-involved. All households but one bought carrier bags in the store.
Recycling, packages, or colouring were not mentioned either.

Very few commented on the personnel in the store as knowledgeable, and
as a source of inspiration. They appear as given as the shelfs and the buildings.
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At the same time they talked about the personnel as being nice and how good it
is to be recognised. When we discussed where inspiration is found no one
mentions the store, even though many seemed to use it as a source of
inspiration, or at least to make decisions.

Very little was said about taste, and health. Of course these can be
regarded as given a certain standard, but it was somewhat surprising that it was
not commented on. Taste was more discussed in relation to weekend meals.

Very few commented on the level of the Swedish food prices. The only
prices mentioned were for bananas and rice where the price level has changed
since Sweden joined the ED. Those price increases have received attention in
the media.

In summary, few of the households mentioned environmental concerns,
the personnel in the store as knowledgeable, taste and health, or the level of the
Swedish food prices.

5.3 Two Extreme Pictures of Everyday Behaviour

These two pictures are included as a basis for discussion. The households
presented here are my own creations, even if they are influenced both by the
households in this study, and by other households I have met. By making them
more extreme, they are supposed to be easier to relate to and discuss.

5.3.1 The Knowledgeable Planner
This picture describes a household with very good knowledge of food, and
preparations, and with food as a very high priority in their life. Being
knowledgeable in food also means having a certain competence as shopper.

In this household, the meal is one of the n10st important activities. It is
almost "sacred" and a symbol of what it means to be living as a fan1ily. Being
competent gives security and adds to total wellbeing. This household is in
command of planning and purchasing, and these are regarded as important
acitivities. Their purchasing is driven by primary products. With each primary
product is associated a meal, or several potential meals; the primary product is
the base around which a meal is built. Primary products are chosen because they
look good in the store or because they are advertised in leaflets. Planning can be
made in advance, but as the competence is high, it is not too complicated to
change at any time in the process if another option seems better, easier, or just
more tasty. In this household, the menu is varied and the children are taught to
and expected to eat and enjoy many different things. Ready-made products are
rare and considered slightly inferior and, maybe also un-necessary. Shopping
with this household is interesting. The walk in the store can be structured after
type of product, starting with vegetables, fruit and main ingredients, instead of
after layout. First things first, meaning primary products. Food is also a topic of
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discussion, how to prepare, where to purchase, which recipes and so forth. The
menu is planned in such a way that it can easily be changed. Meals can switch
places or be replaced by other meals that the purchased ingredients can be used
for.

Food is also a way of expressing a playful mind. Recipes can be used as a
base, but the personal interpretation of the recipe and adding of spices, make
them into personal expressions or modifications that express this households'
taste. Nutrition or weight is not an issue, more so is taste which is really
important. Purchasing can be done without a shopping list as a primary product
by itself can serve as a base of association to what else has to be included to
produce a meal. The meal is eaten together, and it can also be prepared together.

The social interaction in the household to a large extent circles around the
meal. Prices of products are important, as a way of expressing good
housekeeping. Quality and own choice rate, however, higher, and it is more an
issue of getting what is wanted at a reasonable price. It is doubtful whether a
reduced price can get this household to try something that is not strictly in line
with their normal eating habits. The household is aware of its competence and
demands competence from the stores it visits. Personnel and how the products
are treated in the store is thus important. The important products here are
primary products, the main ingredients.

This household can also use voice in the store to complain or suggest
things related to the assortment. The household definitely has a relation to the
store, which builds on quality and competence on both sides. When shopping,
this household is particular about each choice. Vegetables and fruit are
thoroughly scrutinised before they earn their place in the basket. Bringing
children to the store is not considered an obstacle. This household has food
related memories.

5.3.2 The Uninvolved Eater
This household does not have food and eating as one of their areas of interest.
Eating is something you do because you have to, but mainly you should try to
spend as little time as possible dealing with the issue of planning, shopping,
preparing. The taste of food is not something that gives you very high pleasure.
If food per se is not interesting shopping certainly is not either. The only thing
to be said about planning, shopping and preparing is - the less time and effort,
the better. This is not a household that collects recipes, talks about food with
friends and neighbours, nor is it a household which is interested in the social
situation surrounding the meal. The menu is not so varied, which is one of their
ways of reducing the amount of effort spent.

When money is scarce in this household it is problematic in the sense that
more money can buy easier solutions. Less money means that the household is
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forced to do somewhat more planning, which is considered very negative. The
knowledge here is seen as enough. Due to lack of interest there is no incentive
to gain increased knowledge. Doing that would mean spending more effort on
the issue, which is not very likely or attractive. Shopping with this household
means walking through the store basically following the layout. If any energy is
spent on planning beforehand and using leaflets and advertising from the store,
the prepacked branded products are receiving attention. The likeliness to try
new products is not very high. If money is available, ready-n1ade products are a
good solution for this household. When the household talks about events,
gatherings, and so forth, the food involved is rarely mentioned. Food for the
weekend is more interesting than the weekday eating, but still an issue of lower
involvement. This household will probably not use either exit nor voice in their
store. Exit might be more likely as voice probably would demand too much
effort and thereby act as a disturbance. Reducing effort is the lead theme in the
household, and as long as some effort has to be spent; I almost interpret this as
disturbing. The attitude is negative and everything involved is seen as an
inconvenience.

The one thing that can be rewarding, is being successful in minimising
effort. Every now and then a larger cooking of something basic, like meatsauce,
is done and the freezer is filled. This is considered to be an effort that is
valuable as it reduces energy spent otherwise. There is a feeling of pride (!)
involved in taking one of the prepared meals from the freezer, even in this
household. The pride in question is here related to time-minimising. The evoked
set of possible meals is limited. The heuristics in decision making are
important. The limited set of potential solutions, is per se a good strategy to
minimise effort. This, related also to how little happiness could be gained by
finding other solutions that would take more mental effort, shows that the
household has a good strategy, but is better off when money can buy meals that
are relatively easier to prepare and mentally more effortless.

5.4 How the Themes Relate

How the different households vary along the themes was shown in the first part,
while the two pictures of the more extreme behaviours is one way to illustrate
how the themes are related. When thinking of the different themes, a pattern
emerged as some of the themes seem to be related to each other. This relation is
here expressed using the concept of involvement as a hub, as illustrated in
figure 9:
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Figure 9. Involvement

For the household which has a high level of involvement regarding food
and related issues, this is mirrored also in a good knowledge of primary
products and cooking. This competence enables variation in menus, and
facilitates the purchase. The social role of food is considered as in1portant, and
all these different ingredients act together to further confirm and strengthen the
behaviour. For the household where involvement is low, much of the opposite
is true.

The imaginary households are of the more extreme kinds, but many other
levels of involvement do exist and can be discussed in terms of the model
above. The described relation can also work when a household has high
involvement in a particular issue, due for exan1ple to allergy, but involvement
in the rest of the menu can be lower. One household is thus not statictly placed
on one level, conclusively. Situational factors will affect the household's
perception of a food-related problem. The relation between the themes that is
illustrated above does not say anything about causality. The idea is rather to
suggest that level of involvement is manifested through the themes.

Planning is one of the themes that was purposedly not discussed together
with involvement. It is here, however, suggested that planning behaviour as a
household characteristic, certainly is an important variable when studying
consumer behaviour. Below, planning is related to the purchase and the store as
a tool. The planning household will use the store to less extent than the non
planning household, and the purchase is of course completely different.

The store
as a tool

Figure 10. Planning

PLANNING

~ ~
The purchase
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From the empirical, explorative study, a tentative suggestion is here made
about the relation between involvement and planning. The figure below
illustrates that all combinations of planning behaviour and level of involvement
may exist.

Planning

Low level of
involvement

No planning

Figure 11. Planning and involvement

High level of
involvement

It is here thus suggested that these two dimensions, planning and
involvement, can be useful as instruments when studying consun1er behaviour
with the grocery store in focus. Fron1 a store perspective the households who, in
different situations, place themselves differently on the two dimensions will
need different treatments by the retailer. The households included in the study
are in the next figure placed according to how I perceived their respective levels
of planning and involvement. Each star represents one of the households, those
with an arrow have expressed a desire to engage in more planning.

Planning

*Low level of
involvement .,.. t

* *

No planning

High level of
involvement

Figure 12. The studied households in terms ofplanning and involvement

This serves as an illustration of the large variation among the households.
Reducing the information like this to just some point across two dimensions can
be seen as throwing away most of the collected information. One advantage is
however that it gives a picture of all the households related to each other, and to
the important dimensions. The mapping done here of the households is based on
their Monday - Thursday planning and shopping. A similar map for the
weekend might look very different, why it must be remembered that situation is
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important. One household can not conclusively be categorised into one of the
four fields, but there must be openness for a variation within the households as
well.

To relate to the two extreme pictures, these can be seen as illustrations of
the involvement dimension, with one household with a very high level of
involvement, and the other very low. They also serve to illustrate the reasoning
behind level of involvement, and the consequences thereof.

5.5 ... and, the Role of the Store

As has been seen, the store is not something that actively occupies the minds of
the households' included in the study. However, the store is always there. The
store is involved whenever a purchase is considered, as the households adapt
the purchase to the store in question, or choose store after which purchase to
make. There is no question about it that the store is taken for granted. The
personnel seems to be considered as being there to manage the supplies but are
not speaking partners, and does not seem to be regarded as knowledgeable
about food. Even when the store is actively used as a source of inspiration, it is
rarely acknowledged as such. The mere idea of going to a discount store
because of the fewer temptations there implies that temptations do exist in other
grocery stores.

The store referred to, by the households, is the local store, not the store as a
representative of a chain. It can be described as premises with a particular
interior, not representative of a specific concept. The households have invested
much time and energy in getting to know the stores, which might be part of the
explanation of why they are so taken-for-granted. The taken-for-grantedness
can be an expression of knowledge. Knowing someone or something fairly well
can easily lead to taking it for granted, unless son1ething happens that provokes
a renewed evaluation.

The stores seem almost reduced to heuristics, as each store can be used for
a particular purpose. The households did not seem to have been encouraged to
communicate with their stores. The store visits, during which several did not
ask for things that they could not locate even when personnel was passing by,
indicate a hesitation to actively use the store personnel.

A few of the households had more active communication with their stores,
and had used their voice-power to influence the assortment, with varying levels
of success. These households gave the impression that they would continue to
use voice, whenever they thought it would be in their best interest.

Taking the concepts of planning and involvement further, below is
illustrated how they could be used, if supported by further empirical studies.
Dividing the consumers, or shopper visits, after these, provides four basic
groups. The role of the store can be very different depending on which group
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the particular visit belongs to. For the store this can be a valuable way to
segment the shopper visits and to structure the work in the store accordingly.

One important aspect is that the store can be regarded as providing very
different services. The highly involved shopper can regard the store as a
knowledgeable partner. A shopper with low involvement is more likely to see
the store as an efficient provider. Level of involven1ent and level of planning
could vary both within households, between shopping trips, and related to
situational influences.

A tentative suggestion for how the store could treat its different shoppers is
provided in the table below to illustrate the potential usefulness of this type of
categorisations. For each group, a way to communicate, and aspects to focus on
are suggested.

Planning No-planning
High Involvement Seek Dialogue Seek dialogue

Recommendations
Focus on taste-aspects Knowledgeable

personnel
Quality Taste - Quality

Low Involvement Provide planning Facilitate purchasing
instruments

Menus, easy to prepare
Focus on time-aspects Focus on time-aspects

Table 2. A retailer perspective on planning and involvement

5.6 Comments Related to the Theoretical Framework

Some of the theoretical concepts presented in the theoretical framework will be
commented on here. The intention of this study was not to test their validity, but
this is a way to relate this study to existing knowledge in the field.

The model by Engstrom and Hartvig Larsen (1987, 1989), has been used
as a way to structure my thinking about the households. In figure 13, the themes
I have used in this study have been sorted into their labels.
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Behavioural structure
Planning & logistics f----+

The purchase
Food habits & preparation

The stor as a tool ><
Resource structure
Time, money, equipmen~
Dwelling, car
Knowledge about food

Conceptual structure
The ideal picture
The social role of food
Attitude towards food

!
Demographic structure
# of adults
# of children
Life cycle stage/s

Figure 13. How the themes relate to the model by Engstrom & Hartvig Larsen

According to Engstrom and Hartvig Larsen the interaction, relations and
interdependencies between the four structures are important in defining the
household. When doing the classification of which theme belongs under which
label, the interaction becomes apparent and complicates the task. Planning and
logistics, for example, can be seen purely as behaviour, but there are also
conceptual aspects of thenl, based on how they are perceived; the why-aspect.
Overall, perception comes out as extremely important. Measurement of absolute
resources is one thing, but how they are perceived might actually be stronger
factors in explaining behaviour. Knowledge about food is here suggested as one
of the households' resources, as it seemed of importance as resource in the
household studies.

Life cycle stage/s is suggested as a factor of importal1ce when discussing
the situation in a household. Normally this is related to the age of the youngest
child. Depending on the ages of that child the household will be categorised as
in a certain stage of the lifecycle. Due to increased divorce rates and new
families forming, households can have children in quite varying ages, thus
living in two related life-cycle stages at the same time. The demands increases
as the period which would have become calmer for the parents, when the
children start acting more independently, is delayed by the arrival of a new
infant. The years of a relatively high level of dependency are prolonged.

Tollin (1990) identified three dimensions of particular importance in her
consumer study. Involvement, participation, and social relations were what she
used to understand the grocery shoppers. The picture in this study is not
completely in accord with her findings, as participation seems less important
here. As her sample was larger, covered several stages of the lifecycle, and
larger geographic areas, this can maybe explain the different response.

Involvement has already been commented on, and can be said to be a main
theme in some of the households. This can be either in the positive sense, that
they are extremely involved, or defined negatively, when they do not want to
bother. Involvement is not dichotomous as many households seem more
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involved regarding weekend eating than in weekday food planning. Several
authors have argued that involvement should be regarded as a continuous
variable, something which seems very much like common sense. It should also
be considered that high involvement in these issues can take on a number of
expressions. High involvement can be interest in food and cooking, which has
been found here. High involvement can also be active, critical and demanding
consumers, which is what could be expected on environmental issues.

One difference in involvement is whether it is involvement in the goal
and/or involvement in the process. Anell (1979) described purchasing as a
purely instrun1ental activity, undertaken in order to reach a goal with higher
meaning. Does this mean that the act of purchasing is a low involvement
activity? For some, certainly, but not in all cases. For the knowledgeable
grocery shopper, the shopping trip can be an occasion to exercise competence,
which leads to a higher level of involvement. For the actively concerned
shopper who is worried about how live stock is transported before the slaughter,
or who is concerned about what different kinds of sausages contain, a higher
level of involvement is probably aroused in the purchasing situation. For the
shopper with allergy considerations, a higher level of involvement is activated
in the purchase. For the un-involved shopper and for the routine shopper, the
more instrumental view upon grocery shopping can be correct. The point here is
that a higher level of involvement in the goal of the activity might influence the
act of purchasing as well. Peter and Olsen (1993) suggest the expression "felt
involvement" to emphasise that it is a question of a psychological state
experienced by the consumer in a given situation. They see involvement as the
consumers subjective experience of the personal relevance in an object, activity,
or situation. In a meta-analysis, Costley (1988), found that the effect of
involvement is notable. However, definitions differ from study to study which
make comparisons difficult. Impressions from this empirical study bring up the
question of "involvement in what". Should we really discuss involvement in
terms of product class, or is involvement maybe more related to the underlying
need?

Participation in Tollins terms means 1) active preparation of food in the
household from primary products, and 2) claims from the consumers on
participating in decisions on how the manufacturers refine food. The
households in Tollins study were found to prepare more food at home, and to be
less inclined to buy products prepared by manufacturers. This part of the
finding is supported here as well. Both financial reasons and reasons of mistrust
against ready-n1ade food were mentioned. However, what is served and
consumed in most households needs very little preparation, both in terms of
time and work. Fish fingers, spaghetti and many other frequently occuring
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products basically just need heating. Participation in terms of being actively
demanding and critical, using voice-power, was uncommon in this study.

Tollins third dimension, social relations, refers mainly to whether the
consumption process is done by a single person or in company. As the
households in this study all are families with young children, very few solitary
meals are even possible. Among the knowledgeable and interested consumers, a
meal consumed in solitude is no different than a meal when the other members
of the family are present. This was to some extent regarded as an expression of
respect for the own person. Other households had different opinions, and were
more likely to be treating the meal completely differently when it was to be
eaten alone. One woman was living with her children every other week. The
weeks when she was living by herself were filled with simple "bachelor" meals,
like spaghetti and catsup. Having to prepare proper meals when the children
were there, she seemed to enjoy this life with more freedom, of which the
bachelor food habits was an expression. Several of the women seem pleased
with eating something easily prepared, like a youghurt and a sandwich. Feeling
the demand of a cooked meal every day, they seemed to enjoy not having to
plan and prepare. The men, at least according to their wifes, seem to be more in
need of and willing to prepare a cooked meal even when they were going to eat
it all by themselves.

The term heuristics, in Bettmans meaning of the word, has been used in the
presentation of the results. Heuristics and consideration sets are concepts that
seem very applicable when seeking an understanding in this consumer
behaviour context. Many examples of routinised problem solving were found.
When regarding what was found in the empirical study, it is clear that just three
types of problem solving processes (extensive, limited, routine) are not enough.
Even routine problems can in reality be solved with a more active information
processing.

Context, environment and situation, were discussed earlier as factors to be
treated more extensively in studies of consumer behaviour. The context can in
itself be seen as creating a high level of involvement. The context of everyday
decision making on food and purchasing has to some extent been illustrated in
the study. How many, and which, of the different aspects, information,
advertising, etc, that are influential in the decision process are impossible to say
anything about in this study. As the store is involved in some way in all the
households' decision making, studying their behaviour in that environment has
been very informative. In this study, context provided a background that
facilitated interpretation.

Use situation was defined by Engstrom and Hartvig Larsen (1987) as the
importance of the situation in which a purchased product will be used. This
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seen1s like a useful way to reach increased understanding of consumer buying
behaviour.

Hirschman's (1970) notions of exit, voice, and loyalty were found as partly
applicable even if exit in no case was used. Some of the consumers in the study
used voice, with varying result. Many appeared loyal to a few stores, at least
loyal in terms of recurrently visiting the stores and allocating large shares of
their budgets to them.
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6 CONCLUDING DISCUSSION

The aim of the study is to generate ideas for how to develop the grocery stores,
in order to make them better adapted to the situation of their customers. To the
extent that I had hoped that the studied household themselves would contribute
ideas, the study is disappointing. As has been reported, they did not seem to
consider the store in such terms.

The households planning and buying behaviour is adapted to how the
stores are organised in terms of tangibles as well as intangibles. What is argued
for here is to view how the stores can be organised from the opposite direction,
taking the households as given. What would happen if we took this to the
extreme and adapted the stores completely to how the households function and
the problems they have to solve? Would it maybe be providing packed bags
according to a shopping list for the planned shopper who had faxed in an order,
and offering taste testing for the unplanned shopper in the stores' "daily dinner
comer"? Would this even be appreciated by the consumers ?

Coming close to the consumers and their behaviour in the way it was done
in this study, is very informative. Actually being there with the consumers when
they approach the dairy section and see the ways in how the different
households scan it and pick out their purchases, provides knowledge that can
probably not be gained in any other way. To also have the opportunity to ask
them for comments on their choices, still close to the dairy fridge, is invaluable
as it provides extremely situation related information. As many of the decisions
that we are interested in studying are routinised; using heuristics, choosing from
a consideration set, etc, these decisions are difficult to get rich information on in
any other way. The large variation in behaviour is very interesting, while there
might have been a tendency earlier to instead focus only on the similarity in
behaviour.

A manufacturer might thir.Lk of himself as selling a brand, while the
consumer is buying a solution to a problem. Changing the perspective can both
be helpful and have implications for many different actors, involved directly or
indirectly, in the food planning and purchasing process. If marketing behaviour
from the supply side is institutionalised, it is not surprising if this also leads to
institutionalised purchasing. Institutionalised purchasing can be an explanation
of why the store seems to be taken as given. Still, it is disappointing that the
households in this study do not mention the store as a source of inspiration.
This could be because they do not perceive the store as communicating interest
in their opinions, or due to lack of time and interest, or maybe just because they
are not interested in regarding the store as a source of inspiration.
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It was, as stated earlier, disappointing to find them taking the store as
given. A very positive surprise was the interest they showed when giving me
access, time, and in many cases offering me coffee or dinner. They seemed to
enjoy discussing food planning and purchasing, as well as having company in
the store. The self-assurence with which they opened their homes to me and
allowed me to accompany them on their shopping trips, might be closely linked
to how certain they were of their own behaviours' advantage for them. There
were no negative aspects involved as the area is something that they know they
master. Each and everyone is an expert on their own behaviour, and should be
acknowledged as such. There might, however, be other areas where they would
be reluctant to expose themselves as much.

The self-assurance and certainty that they display can be connected to a
lack of interest in store development. If their strategies work just fine, why
bother to change, or even think in terms of changes? On the other hand, when
they seem so confident in their own behaviour and enjoyed having me around,
they might also react positively if their stores conlmunicated an active interest
in their opinions. The expression "their stores" is chosen on purpose. When
people discuss purchasing they do it in terms of the stores that they regularly
frequent. Very few seem to be aware of the intended differences between the
different concepts. Their perception is based on the difference between two
different outlets, and they fail to recognise the similarity within chains. This is
quite understandable as there might be large differences between two stores in
the same chain. Even if consumers know that two stores belong to the same
chain, they tend to see them as two separate units, and evaluate them as such.

This once more brings up the issue of the local store as being of
importance, the store as what the consumers relate to, the store as a
meetingplace, and the store as the instrument which has the chance to scan the
consumers' reactions and opinions.

In doing this research many people I have met, at parties, dinners, friends
of friends, etc., have told me about their shopping behaviour. Many times these
stories have a little twist of "smartness" in them. The people I meet at parties
are mostly educated people in their 30's and 40's. A fascinating thing about the
subject is that most people seem to be genuinely interested in talking about it.
An observation from these many encounters is that people talk about their store,
or their stores. They do not discuss in terms of concepts or chains. Their
perceptions are based around the particular store, its' personnel and assortment.
When I tell them about my research, they all relate to their own behaviour
which they can describe in a sort of structured way_ The smartness is about how
they make a good deal somewhere, have a particular product that they make a
bargain on, and it is striking how they all give me a picture of a good buyer.
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They outsmart the system! These people also seem to be pleased with their own
behaviour, and have few suggestions for how to improve the stores.

On the other hand, the people I meet in the trade talk about concepts, rather
than particular stores, except when they discuss their own purchasing
behaviour. They do the same thing as everybody else, and talk about their
particular stores, even if they sometimes judge them by different criteria, and
are able to put them into a chain context.

Store switching has been claimed to be one of the reasons why the
promotional program has evolved into its present form. In order to attract
customers to the chain it offers something every week, and the focus has to a
large extent been on prices. Each grocery retailing chain has thus concentrated
on taking customers from the other chains, and on keeping its own clients. The
customers have been regarded as price-sensitive store-switchers. Very little
attention has been given to the fact that learning to know a store, the layout, the
assortment, and the personnel, can be seen as an investment in time, and
something that facilitates purchasing. Looking at the households included in
this study, not all of their strategies include store-switching as a realistic
alternative. A strategy can instead be to take advantage of a particular stores'
promotional offers when they occur, but not to extend this purchasing to other
stores. The concept of loyalty is connected to store switching. The strategy
referred to above is a strategy of loyalty, and the efforts included in store
switching are not judged to be worth what it might give in terms of good prices.
As the promotional system is so large, the own store will soon offer the same
product or category on deal. Of course there are customers who engage in store
switching, but not everyone and probably not even the majority. Just by judging
from statistics on households in particular life-cycles, and share of the
population working, not that many seem to have time enough to switch stores
that often.

Much effort has, however, been allocated to attracting the store-switching
part of the customers. The other consumers, the loyal stock of customers should
instead be regarded and treated with much respect and care as they are very
important to maintaining the steady flow of sales in the stores. With the
retailing stores' membership cards it has become much easier to see for how
much a household purchases over a period of time, which can be used as an
indication of how important the customer is for the store. How many
households represent 50 per cent of the sales? Or 80 per cent? Why they shop in
a particular store, and what can be improved in order to make them more
satisfied, are interesting problems to deal with at the store level. The store is
already today passively interacting with the consumers, what will happen if it is
done actively? If more is found out about how consumers make their decisions,
and which criteria are used, the communication can be related to that. If all
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consumers do not behave in the same way, all communication should preferably
not be done in the same way either.

What is really covered by the concept of loyalty? Once more consulting
the dictionary6 loyal means 1) true or faithful (to duty, love, or obligation), 2)
steadfast in allegiance; devoted to the legitimate sovereign or government of
one's country 3) showing loyalty. The loyalty that we normally talk about in
relation to consumers frequenting a retail store, or buying a particular brand, is
loyalty more in tern1S of repeated behaviour. Is the dictionary definition of
loyalty possible to attain in the retailer-customer relationship? Even if that is a
goal that seems farfetched to strive for, a more open and active relation could
probably be reached. That demands a more active interaction than what is
comn10n today. By activating the relationships, the foundations upon which
these rest might become more solid. The relation should build on mutual respect
and understanding, in order to create an active communication which both
parties could gain from. If the retailer communicates clearly that it is in his best
interest to supply, at a cost, what the consumers demand, in products and
services, the consumers might feel welcome to specify their demands. Retailers
are already today engaging in this development and communcative activities.
This has been more or less successful, and it is undoubtedly so that all stores
can be better than what they are.

One research theme that has gained increased attention and interest is
customer satisfaction and customer orientation (see, for example, Fornell 1992,
Gronroos 1990, Parasuraman et al 1988). The focus h,as to a large extent been
on development of theory and methods to measure customer satisfaction and
dissatisfaction. In this study the focus is more on how to accomplish this higher
level of satisfaction, something which has also been a major concern of Fergal
Quinn (1992), an Irish retailer with a strong focus on customer orientation as a
way to reach long term profitability.

One good way to approach the issue is by regarding stores fron1 a
consumer perspective. This has to be done by the stores. When store personnel
go shopping themselves they have to activate their "consumer eyes", both in the
own store, and in other stores. All of us are consumers, which should make a
consumer's perspective a fairly easy task to adapt. The question is not to try to
detect faults or problems, it is rather to see the possibilites by a mere change of
perspective. This work should not either ever be expected to be finished. It is
more a question of starting a process. As long as there is a change in customers
and their situations, there is always room for change in the stores. Constant
adjustments and improvements are what should be regarded as a positive
outcome of starting the process. Considering how the relation retailers -

6 The Concise Oxford Dictionary, 8th ed., 1990, Clarendon Press, Oxford
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consunlers have become institutionalised, it should not be expected great
demands for change from the consumers. The retailers have to take the initiative
and be prepared to invest much time before any changes in the relations occur.
To be realistic, it will take time before the consumers perceive it, and the
retailers have to be persistent in order to build up trust. It is probably easy to
give up after six months and say that "I told you, they don't care", but, give it
another six months. Ask the loyal customers what they do not like about the
store and try to do something about it. If it is not something that is possible to
change, put up a sign to explain it. Use the store to communicate, many of the
customers come there several times a week, and have many chances to be
reached by this information.

The store as a promotional instrument, and as a means of communication,
has not been treated to any higher extent in literature. The store can be seen as a
communication device, with a large potential to reach particular groups. By
gaining increased knowledge on who the visitors to the store are and their
interests, communication can be tailored towards them.

The consumers are regarded an.d portraited in different ways by different
actors. From the governmentally appointed Consumer ombudsman and others a
picture of the consumer as weak, and in need of protection, appears. Media
describes more active consumers, demanding environmentally good products
and using voice-power. Not that many people seem to use voice, in terms of
how many complaints/comments reach the manufacturers/retailers, and maybe
none of these pictures is completely true. How do the consumers look upon
themselves, and who do they think has the responsibility for ideas on
improvements in terms of product features, customer services, etc? A variation
in opinions and attitudes should of course be expected also here, but it might be
time to go to the consumers and see how they regard themselves. With that as a
starting point, both for governmentally initiated activities, and other forms of
communication, a good result should be obtained.

Overall there should be more interest in studying variation. The average
consumer does not exist, and it is the mix of consumers, their experiences and
demands, that have to be treated. Stores have consumers with varying
household compositions, interest in food, price sensitivity and purchasing
strategies. There might also be a difference between the purchases done on
weekdays, compared to the weekend shopping. Another type of variation is
between stores. Stores in a chain belonging to the same concept might have
varying markets with different competition, infrastructure, and composition of
consumers. By being good at serving this variation, and satisfying the varying
needs, loyalty can be reached. With concepts and streamlining as a background,
the stores can develop their own local profiles and relations.
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Using a consumer perspective can be a tool to reach a better relation and
understanding between the retailers and their customers. The retailers are in
business to be profitable, on a long term perspective. Profitability can be
reached by increasing the share of loyal customers through communicating
effectively with them, using the store as an interaction device and by being
better at serving their needs, and helping them solve their food related
problen1s. If the retailers are persistent in this focus, it can also be used in their
negotiations with the manufacturers, as the products after all should be there to
help the consumers. The retailer has an advantage by being the one meeting the
customers face-to-face and can use that both for own profits and to the service
of the customers. The promotions and other activities done are paid for by the
consumers, as they are included in the prices charged for the products.

This discussion has focused on the retailer-consumer relation and how this
can be activated and hopefully improved. What are then the implications of this
for the manufacturers? The manufacturers need to understand how their
products are used, and which functions they have in the households. Why are
they used, when, by whon1, and together with what? The products are an
expression of the relation between the manufacturers and the consumers. The
products can also be regarded as one of the tools that the retailer uses in the
retailer-consumer relation. For the manufacturers it is in1portant to work
actively with the store and concentrate not solely on the products but on their
functions, which is related to the problem solving situation of the consumers. It
must also, as commented on earlier, be understood that a variation also in
functions and importance, might exist in how the consumers regard the product.
By understanding this variation and actively working with this knowledge, the
different potentials connected to the products can become better utilised. The
manufacturers have a chance to become important partners with the retailers in
managing and developing the retailer-consumer relation. Some of the
manufacturers today already work with providing recipe folders in-store. How
are these used, when, and by whom? Isn't it possible to increase usage by more
active cooperation with the stores? The recipes might be one ingredient in the
process of retailer-manufacturer cooperation, as long as they are something
consumers demand.

Other actors with interest in consumer behaviour regarding food planning
and purchasing have been mentioned earlier. This refers to, for example,
goverment agencies interested in educating the population in general on health
issues. Nutritional and health related communication should be involved when
the consumers make their decisions on what to eat and what to buy. As this to
some extent is decided in-store, this information might also be well
communicated in the stores, if it is contextualised in terms of decision making
in-store. Some information is aimed directly towards a group with a particular
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predisposition. There might be a chance also to reach a particular group in
store, and to have the communication in connection to the products in question.
This, of course, builds on investigating the target-group's behaviour and
decision making to reach the best possible effect.

Much focus in the trade has earlier been on having the products in the
store, and there has been a discussion on the war for shelf-space. If the store
earlier to a large extent has been regarded as a place to supply products, this
work hopes to inspire a change in perspective. The store as a communication
device, the store as interacting, actively striving to satisfy its customers in a
dialogue, is a somewhat different view. Th.is view is not only about the retailer
customer relation, but involves all the different actors engaged in informing
about, or providing, food related products.

6.1 ... and, Back to the Purpose

The first, and main purpose of this study was to describe and understand
households' decision processes for food, with the role of the grocery retailing
store in focus. The households' behaviour on a number of relevant dimensions
has been described in the study. The dimensions, or themes, were then
connected using the concept of involvement to provide a better understanding
of the households' view upon food related issues. It is suggested here to use
level of involvement in combination with planning, to understand which role
the grocery retailing store can play in the households' decision processes. This
illustrates a way to reason around what the retailer can supply, and should
communicate, to different groups. The four types which were presented should
not be regarded as households. Think of them as store visits. The situation can
be influential on which category a household will belong to on a certain store
visit.

The secondary purpose was to explore the usefulness of a method that
allowed closeness to the consumer. Such a method was developed, participant
interviewing. Applying this method in the study was experienced as rewarding,
in terms of the knowledge gained. In hindsight, it is difficult to imagine another
method that could have provided such rich data. When doing small scale
exploratory studies like this, ethnographic methods are recommended for the
researcher tempted to try it, along with the warning that at least this researcher
found it to be exhausting.

The credibility of the study is for the reader to judge. In this report,
attempts have been made to show which obstacles were perceived along the
way, and to how the field work was approached and performed.
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6.2 Suggestions for Future Research

When a study of an exploratory nature is at the stage of reporting, there are of
course many more questions that would be interesting topics for further
research. Apart from the rather obvious suggestions of continuing this study,
several of the theoretical concepts discussed in the framework deserve more
attention, and to be empirically related.

Decision making is a topic that has been extensively treated in literature
but still is far from understood. As has been shown in this study decision
making related to households, and in different contexts, need to be researched
further. When is a decision made? What is a decision? We can be interested in
the first impulse and in the final purchase or action, but it is doubtful if this is
one decision. The concepts used in this study, consideration set and heuristics,
both deserve further treatment. Is the consideration set situation related, or does
that vary as well?

The notion of context is also something that needs to be further researched.
Context should not be seen as a disturbing variable but as an important
explanatory variable by its own means. Exploratory research on the consun1ers'
perceptions of different contexts, and the implications of them, would be of
great value.

Grocery stores are wonderful real life laboratories to be used for
experiments. If decisions are made in-store that is where interesting results can
be gained. Scanner technology is a helpful instrun1ent in data collection. The
store can be used in different ways and regarded from many different
perspectives, thereby offering an enormous potential for creative research. By
using a combination of quantitative and qualitative methods the results will not
only show how consumers act, but can give insight into why they act as they do,
and thereby provide a good understanding of the issues in question.

Considering how the consumers seem to frame stores not as chains or
concepts, but rather as the physical units they visit, it seems wise to do more
research on how particular stores work_in their business area. Focusing on local
stores instead of concepts, and starting from a group of consumers with an
available set of stores might be a perspective that adds new insights. Each store
exists in its own marketplace, which is important to be familiar with. Always
using aggregate data and looking for similarities blinds out the variation which
might be important knowledge for local managers.

It seen1S like an interesting task to further d~velop, or test, the con1bined
dimensions planning and involvement as instruments to understand the role of
the grocery retail store in households' food related decision making. Further
empirical studies might reveal one or more dimensions that need to be added. In
my opinion, it is still regarded as important to use a consumer viewpoint when
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developing ways for grocery stores to build mutually rewarding relations with
their customers.

This section would not be complete without a suggestion for further
research in consumer behaviour using ethnographic methods. Particularly
interesting would be to see ethnographic methods used in combination with
surveys or other more commonly used instruments. Many of the fields of
consun1er behaviour where more empirical research is needed are such tl1at
ethnographic methods at least can give good insights into how to approach the
topics.
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APPENDIX 1

Jag, som heter Carina Holmberg, forskar pa Handelshogskolan har i Stockholm. Det projekt
jag haller pa med nu skall kunna anvandas for att utveckla livsmedelsbutiker sa de anpassas
mer efter hushallens behov och problem. Darfor fir jag intresserad av hur man i vardagslag
planerar vad man ska ata och hur man koper livsmedel for det.

Nu behover jag hjalp av barnfamiljer i min forskning!

Jag vill fa kontakt med barnfamiljer - med forvarvsarbetande eller studerande foraldrar - for
att fa tillfalle att prata om nar-var-hur mat- och inkopsplaneringen sker och hur man tycker att
det are Ar det har med matjobbigt, kul, stressigt, eller ...? Barnfamiljer har jag valt eftersom
det ar en grupp som vanligen har begransningar bade i tid och i pengar. Ett dagis blev darfor
ett naturligt satt att soka kontakt.

Min forskning kallas for konsumentbeteende, jag ar alltsa inte dietist eller kostexpert. Jag ~
inte huvudsakligen intresserad vad vad man ater, utan snarare hur man bestammer vad man
ska ata. For mitt arbete behover jag fa kontakt med hushall med olika typer av beteenden, fran
valplanerade storhandlare till dag-till-dag inkopare. Det finns inget beteende som ar mer ratt
an nagot annat, for nlig ar det helt enkelt viktigt att se hur det verkligen gar till.

Vern ar dajag som vill fa komma in i era hem? Jag ar en 37-arig Soderbo utan egna barn.
Mina syskonbarn som ar 2,4 och 6 ar bor hos mig ibland. Jag vet saledes att det kan vara svart
att fa tiden att racka till. Jag raknar inte med att vi ska sitta ner i lugn och ro och prata. Lat oss
istallet utnyttja de tillfallen som flnns. Jag gar valdigt gama med och handlar, hem och packar
upp, star bredvid under matlagningen och sa vidare. Det ska inte kannas som om det tar en
massa extra tid. Vi behover inte ses mer an en gang, om ni inte sjalva vill det. Det kanju vara
roligt att fundera over hur man egentligen loser de dar vardagliga rutinerna, och att fa ett
tillfalle att bidra till butiksutveckling. Vi spenderar ju en hel del bade tid och pengar i
samband med just livsmedelsinkop. I rapporten kommer de deltagande hushallen att vara helt
anonyma.

Onsdagen den 25 januari flnns jag pa "dagisnamn" pa eftermiddagen sa att ni kan se hur jag
ser ut, stalla fragor och anmala intresse. Ring mig garna pa Handelshogskolan 736 95 67 eller
hem 642 47 14, telefonsvararen ar alltid hemma. Jag hoppas attjag lyckats vacka ert intresse,
och att ni inte har nagot emot att deltaga i min undersokning.



APPENDIX 2

My name is Carina Holmberg and I am a researcher at the Stockholm School of Economics.
The results of the project that I am currently working on can hopefully be used to improve and
develop retail stores so they become more adapted to the different needs and problems of the
household. Therefore I am interested in how households generally plan their nleals and how
they buy food.

Now I need help with my research from families with kids!

I want to get in contact with families with kids, where the parents either work or study, to
have the opportunity to talk about when-where-how food and purchase planning takes place
and how they feel about it. All this with food - is it fun, stressful, or ... ? I have chosen
families with kids because this is a group that usually has limited funds and time. Therefore a
daycare center became a natural place to look for contact.

My area of research is called consumer behaviour so I am neither a dietitian nor a nutritinal
expert. My main interest is not what you eat, but rather how you decide on what to eat. For
my work I need to get in contact with households that behave in different ways - from well
planned bulk buyers to the day-to-day purchaser. There is no behaviour that is more correct
than any other - to me it is simply important to see how it really happens.

So who is this person who wants to enter your home? I am a 37 year old living on my own in
southern Stockholm. My niece and nephews, who are 2,4, and 6, at times live with me. I
therefore know how scarce time can be. I do not expect us to be able to sit down under quiet
and undisturbed cirumstances. Let us instead make use of existing opportunities. I will gladly
go shopping with you, help you bring the groceries home and unpack them, keep you
company whilst you prepare the meal, and so on. It is important that you don't feel like it
takes a lot of extra time. We do not have to meet more than once - unless you want to. It can
be fun to think about how you usually solve those everyday routines, and to get an
opportunity to contribute to the development of the store. We do spend both a lot of time and
money on buying food. In the report the households that participate will be totally
anonymous.

During the afternoon of Wednesday the 25th of January I will be at "day-care center"so that
you can have a look at me, ask questions and sign up if you are interested in participating.
Feel free to call me at my university 736 95 67 or home 642 47 14 - my answering machine is
always home. I hope I have succeeded in awakening your interest and that you will want to
take part in my study.
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PART THREE

STORES AND CONSUMERS 

CONCLUDING REFLECTIONS





1 INTRODUCTION

What characterises the grocery store - customer relation? Can grocery stores
expect to have an active role in households management of everyday life? Can
households, on the other hand, demand active participation and help from the
stores? By which methods can we learn more both about food-related consumer
behaviour and about the relation between stores and consumers?

Sellerberg (1977) in a sociological analysis of the relation between
customers and stores pointed to the role-taking of customers. The boundaries
between buyer and seller became less strict as the buyers increasingly made
references to how retailing must be profitable for the store-owners, customers
thereby accepting conditions which could be seen as undesired by the customers
but judged by them as necessary for business reasons.

In this part, two empirical studies of consumer behaviour related to
grocery stores will be discussed. The contribution of each separate study will be
treated as well as the synergies between the two. The grocery stores and their
relations to consumers' food related problem solving and purchasing is
regarded as one common denominator of the two studies.

From the viewpoint of the manufacturer, the store plays the part of a
distribution channel, the importance of which is treated in the marketing
literature (see for example Stem & EI-Ansary, 1988). The first of the two
studies discussed here implies that the store is important in the consumers'
purchasing behaviour. When consumers were interviewed, in the second study,
they seemed to take the store for granted. Even if the stores are involved in the
households' planning and decision making, they were seldom acknowledged as
influential.

The store can· be regarded as the place, physically, where supply and
demand meet. This will be discussed here before other aspects of the store are
treated.

1.2 Where Supply and Demand Meet

From economic theory we learn that supply and demand will meet and match,
in a theoretically perfect market, where the prices are used as instruments to
regulate flows in the market (see for example Varian, 1990). If there is a
shortage of a popular product, prices will increase until demand and supply are
at the same level. The everyday reality where consumers go to a store, with
economic and temporal constraints, as part of the daily problem solving of what
to eat, brings many other aspects into the issue of how supply and demand meet
and match.
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Demand is here what consumers need and ask for in terms of store
location, opening hours, service, assortment, etc. The supply side is represented
by what they are offered through the combined efforts of retailers,
manufacturers, and other actors. The grocery store can be regarded as a modem
version of the traditional market place. Manufacturers get an opportunity to
display their goods, while the consumers can come and see what is offered, and
decide if this is in accordance with what they demand, at prices they are willing
to pay.

Short term price promotion has been an extensively used instrument in
Swedish grocery retailing, in the attempts to attract consumers to the stores.
This builds on the assumption that a large enough share of consunlers have time
and interest enough to engage in store-switching. The instrument has been used
by all actors, reducing the impact of it for a particular chain or retailer.

If price is not enough as a regulating mechanism in this market, there will
be a need for others. Price is traditionally regarded as a carrier of information,
conveying data on both quality and quantity. What other communication
devices exist, and how do we increase our means of communication to improve
the functioning of our markets? Can we identify better ways to easily improve
the present flows of communication in order to better match demand and.
supply?

1.3 The Store as a Micro Market

The retailers have the advantage of meeting the customers face-to-face, and
having the knowledge of their particular market place. Each store can be
regarded as its own marketplace, with a particular set of conditions and pre
requisites. The store operates on a micro market with a particular set of
customers, competition, and a bundle of resources including layout, store
location, personnel, and a neighbourhood that largely affects what is the
potential action range (Hemant, 1994). The task for the retailer is to develop
skills to manage this micro market as well as possible given the conditions.

The task for each retailer is to connect the offers from suppliers and
wholesalers in such a way that the customers find it attractive, and to add the
right amount and kind of services to produce a valuable alternative when
compared with its competitors. The retailer's advantage, compared to
wholesalers and manufacturers/suppliers, is the knowledge of the conditions in
that particular store or market. Ford (1990) highlights the important role of the
retailer, given the knowledge that s/he has about the consumers in that
particular market place. According to Ford, other actors might also gain from
regarding the retailer differently and helping the retailer. Dawson (1995)
discusses the increase in power of retailers relative to the power of other actors
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in the distribution channel. According to Dawson, this power increase is caused
by, for example, the pressure on shelf-space in stores due to increase in number
of products, and growth in retailers own brands which have also been accepted
by consumers.

Regarding each store as a micro market means acknowledging that stores
differ. Groups of stores might be more or less similar, but it is important to take
variation into account. By considering the variation and adapting the supplies
both in tangibles and intangibles, the store can perform better. The reward for
this might lie in more loyal customers, and thereby more stable business, but
also a more changeable organisation which has potential to constantly be
improved and adapt to the ever-changing micro market.

1.4 The Two Empirical Studies

The first of the two studies, which was reported in 1992, used scanner data from
one store, and focused on the effects of promotions. Scanner data is an
unobtrusive measure of actual purchase behaviour, as reflected in consumers'
shopping baskets. Moreover, the database included data on various promotional
activities undertaken by the retailer. Fourteen product categories were studied
representing solutions to different problems that consumers have. Data on both
in-store and out-of-store promotions were connected to the respective sales
figures over a period of 165 weeks. With long time-series for individual
products, patterns of promotional impact were identified.

The most intriguing result in this study was the large difference in effect
on volume sold between in-store pron10tions and activities that would reach the
consumer out-of-store. When an out-of-store promotion was not supported by
special display, the volume sold was significantly lower, than when the product
was also activated in-store. This could mean that the consumer needed to be
reminded of the activity in-store. As activities that did not include any out-of
store elements also resulted in high sales volumes, a possible conclusion is that
special displays in the store were the most important promotional activities.
This indicated that many of the consun1ers used the store and were affected by
in-store activities in their decision processes.

The second study used the results of the first as a starting point, discussing
the role of the store in the households' planning and decision processes
regarding food. Using participant interviewing as a method, some ten
households with small children were accompanied to the store, observed, and
interviewed. Their behaviour and opinions regarding purchasing, planning and
other food related activities were studied. The households seemed to differ on
the dimensions involvement in food and planning, why these dimensions seem
useful as descriptors. Overall, the households differed both in behaviour and
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attitudes towards food. The aim of the study was to discuss development of
grocery stores from a consumer perspective. Most of the households seemed
content with their own behaviour, and had few suggestions on how to improve
the grocery stores.

While the first study found that consumers seemed to be using the store in
the sense that their behaviour was strongly affected, the second focused on how
they perceived the store and how they used it. The store seemed to have a role
in their decisions, but was not explicitly acknowledged as influential.

1.5 Outline

Figure 1 illustrates the background to and the outline of this part. The last box
in the figure illustrates what will be treated here, the numbers 1 to 4 referring to
the different sections.

Consumer Behaviour

* related to food planning and purchasing
* relation grocery stores and customers

Two empirical studies

Method and sample: Method and sample:
Scanner datal1 store in Participant interviewsll 0
Stockholmll4 product households with children!
groups/165 weeks one geographical area

Question: Question:

Effects of promotions? The role of the store in the
planning and purchasing

Answer: process?
In-store special displays Answer:
very important Store taken for granted.. ..

This part

What do we learn from the
two empirical studies?

1. Introduction
2. Dual nlethods in consumer research
3. Dual perspectives on consumer behaviour
4. Discussion, contributions, and implications

Figure 1. Outline
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2 DUAL METHODS IN CONSUMER RESEARCH

In consumer research, surveys and experiments have been used fairly often.
When discussing which method to choose, it is often implied that a full array of
methods is available. The problem to be researched should be guiding the
choice of method. There are, however, a number of restrictions influencing the
set of possible methods. The restrictions referred to are restrictions both in the
person doing the research, and restrictions in the environment. The researcher is
familiar with a set of methods, making these more likely choices. A specific
research problem can often be framed in such a way as to make these methods
more suitable choices. This is not only true for an individual researcher, but also
for a group of researchers, or a department, which have etablished certain
patterns of behaviour and research. The researchers in that environment can
have a better understanding of certain methods than of others, which will also
lead to their encouragement of research along the tried and travelled roads.
Sandberg (1995) argues that is is not just a question of choosing a method, but
also to understand what the implications are for which type of knowledge that
can be produced.

When a method is chosen it is fairly comnl0n that the researcher familiar
with quantitative methods tends to see the problem in question as one that is
best shed light on with the help of quantitative data, and vice versa. Combining
both qualitative and quantitative methods in one study, and/or in one person is
unfortunately rather uncommon.

The two empirical studies in this thesis use different methods, one
qualitative method and one quantitative method, to study consumer behaviour.
One method, collecting scanner data, is unobtrusive and can therefore be used
to describe fairly well what is actually happening under the identified
circumstances. One must, however, be careful when speculating about why
things happen or do not happen. The other method, on the other hand, focuses
on the interaction between the researcher and the respondent, giving rich and
close information, but of course with the researcher affecting the respondent.

These two ways of studying consumer behaviour will first be discussed
separately, before the possible synergy of combining the two methods is treated.

Both presented studies had purposes including aspects of development, or
testing, of method. Scanner data had not been used to any larger extent, even if
the usage now is increasing with availability. Both studies have in common that
they did not just use established methods according to well known critieria
Instead there was a dimension of exploration of methods and search for
understanding of methods, which will be further discussed here.
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2.1 POS Scanner Data

POS Scanner data has been available for some time, and the availability and
accessibility seems to increase every day. The idea of using scanner check-outs,
builds on products marked with bar codes that can be scanned. In order for the
system to be introduced, agreements were made between representatives of
retailers and manufacturers to ascertain that a standardised system of bar codes
would be used on products. One of the arguments used was actually the
potential of doing analyses, which had not been possible earlier.

During the time that scanner check-outs have been used, it seems that few
of the analytical potentials have been used in practice (Garry, 1992, Thayer,
1990) something which unfortunately is true also for Sweden. Using scanner
check-outs provides so many other values that the analyses have been put on
hold, hopefully temporarily. Advantages for the retailer when using scanner
check-outs is for example that the time demanding price marking can be
eliminated, prices charged will be more accurate, report generation is
facilitated, receipts with product specifications annotated are possible, and
speed of check-out can be increased.

Compared to these, relatively easily achieved advantages, using scanner
data for analytical purposes is quite cumbersome, which might be part of the
explanation why the use of these possibilities have been delayed/postponed.
Analysing scanner data enables analyses on levels that have not been that easily
accessible earlier. This is one main advantage with scanner data, but can also be
part of the explanation why it has not been used. Organisations with fixed
structures and ways to perform transactions, might find it complicated to apply
new tools that not only replace old tools but offer new fields of application,
which are not all together known earlier.

When scanner data is discussed here it refers both to the methods used in
collecting scanner data, but also to the POS scanner data as data. Researchers
have used POS Scanner data in a number of studies, some of which are
mentioned here. Shugan (1987), estimated brand positioning maps for
toothpaste, n10uthwash and dishwashing liquid with the DEFENDER model.
Aspects of nutritional information at point-of-purchase were examined using
scanner data for tinned soup, tomato ketchup, macaroni and cheese dinner,
mayonnaise, and bran based cold cereal in a Canadian study by Muller (1983).
Henderson (1988) used scanner data on bathroom tissue and caffeinated instant
coffe in her study of how coupon redemptions interact with price and store
promotions. The model of marketing mix, brand switching and competition by
Carpenter and Lehmann (1985) was illustrated with scanner data for one
frequently purchased staple food category. Bemmaor and Mouchoux (1991)
studied short term effects on brand sales of in-store promotion and retail
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advertising. Their study was based on a factorial experiment collecting scanner
data for sparkling wine, regular ground coffee, liquid cleanser, disposable
diapers, hair lacquer, and cat litter. A recent study by Dhar and Hoch (1996)
compares the effectiveness of in-store coupons with off-the-shelf price
discounts. In the study, scanner data for five product categories: beer, RTE
cereal, analgesics, oral care, and soft drinks, were collected and analysed.

Researchers at the Foundation for Distribution Research have also used
POS scanner data in a number of studies. Hernant and Persson (1995), for
example, combined receipt data, data on promotions, and data from a customer
survey in their study of deal proneness. In a study of promotional response and
purchasing patterns in the confectionery category, Holmberg and Sanden
Hakansson (1994) used receipt data, promotional data, and item-level scanner
data. Hakansson (1994) studied the value of strong brands using receipt data for
breakfast cereals, lemonades, laundry supplies, pasta, snacks, ice cream, jam,
frozen foods, and washing up liquids.

Scanner data has the advantage of being an unobtrusive measure of one
particular aspect of consumer behaviour. Scanner data provides rich information
and, when collected on a non-aggregated level, the data can be used for almost
an infinite number of analyses. The researcher or analyst is probably to a large
extent what provides tIle limitation of what can be done.

Analysing scanner data can be seen as allocating a personality to each
item. The personality includes a particular way of behaviour, a promotion
response, a particular pattern by which this number/person can be identified.
Analysing scanner data is also a way to identify how each product is treated.
How the product is treated, together with some of its particular traits, leads to
the response pattern. That sounds relatively simple, doesn't it? Well, it is not.
The picture is complicated further by other products' presence or absence. For
the sake of realism it must be acknowledged that relations between products
exist. These can, for example, be due to complementarity, substitutability, or
just that consumers are seeking variation (Hakansson et aI, 1995).

One advantage of scanner data is its potential quality. Missing values
should normally not be a problem. The most intriguing aspect, in my meaning,
is that it is so accurate. No interpretations have to be done in the first data
collecting stage, while this of course can not be avoided in the analyses.
Scanner data can be compared to some data used in natural sciences. Long time
series are easily collected, and the large number of data points provide potential
to engage in advanced statistical analyses. Scanner data is also suitable for
experimental purposes, as it gives fast and accurate sales figures. However, the
disadvantage of experimenting in a retail store is that it means disturbing the
natural COllrse of events and thereby disrupting a potential long serie of natural
data.
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As the world is never totally unproblematic so is, of course, not the
universe of scanner data collection either. As is the case with all data, the output
will never be better than the input. Computer problems, negligent register
maintenance, inconsequent eodings, etc., are examples of problems that might
occur during scanner data collection.

When using scanner data from existing systems, not adapted for research
purposes, it is fairly easy to use categories already defined in the system.
Defining categories differently, on the other hand, is quite cumbersome. The
categories used today are defined logistically. Dry products that do not need
cold or frozen storage are treated in one way, while fresh products are in
different categories. From a consumer perspective, frozen peas, canned peas,
and fresh peas might be considered as alternatives in a decision situation.
Analysing scanner data from such viewpoints is, however, rather difficult today.
When regarding the recent discussion and work on category management, this
type of problem is an example of what people trying to implement category
management face (Pellet, 1994, AGRC, 1994). If category managen1ent is
introduced to a larger extent, cross-category management might become both
more realistic and applied, which should also affect the analytical possibilities
in the scanner systems used.

Knowledge of the data and the type of products included in the sample is
extremely helpful both in improving and assessing the quality of the data. At
least at the early stage of data collection, familiarity with the routines in the
store from which scanner data was collected, was a great help. It was then easier
to determine \vhether outliers really were such, or if they could be explained
otherwise. All categories are not as easily studied, why it can be wise to
consider also practical data collection issues before deciding which categories
to analyse.

Scanner data can be used for analyses from many different perspectives,
where a consumer perspective might not be the first that comes to mind. The
manufacturer can identify patterns of sales and promotion response, varying
over seasons, stores, regions, and n1any other dimensions that are of interest to
them. The wholesaler can use scanner data to improve the assortment and, as
was said earlier, better understand the roles of different products in the
assortment, and how they are related to each other. For the retailer that actively
uses the data that is collected from the store's own check-outs, both buying and
promotion behaviour can be improved. Persson (1995) used scanner data to
build a retailer model for promotion planning. With own scanner data as a
source when negotiating with the sellers, a retailer can make sure that purchases
actually are adapted to the conditions of the local market-place.

Analyses can, for example, be done on environmentally friendly products,
on private labels, on large packages, on cross-elasticities, on price reductions
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larger than 15 per cent, on Monday-sales, or on.... Taking the data collection
further can be done, for example, by using receipts to identify baskets, or
combinations of products that were bought on the same purchase trip. The
number of analytical possiblities indicate that it might be wise to save the data
in unaggregated form, to keep the analytical possibilities open.

The empirical study referred to earlier (Holmberg, 1992) used
approximately 165 weeks of data, for fourteen product categories, where each
category contained several item numbers. Much time was spent cleaning and
organising the data, before preliminary analyses were made to identify general
patterns in the data. Using scanner data to make simple descriptions to illustrate
how a particular market works, is a good starting point. Indexes were con1puted
to take away the effects of market share from the comparisons. The dependent
variable in regression analyses was indexes of volume sold, kilos or litres.
Kilos and litres were used as these measures are consumer close in terms of the
fullness the different food products give. Using kilos or litres eliminates effects
of package sizes and differences in price levels which might otherwise
confound the analyses.

Promotional activities (except price reductions), were not automatically
entered in the database but have been added, more or less manually. With these
added to the observations, meaningful regression analyses could be made,
where some had high explanatory values. Promotions seemed to be very
important, and for some products almost the total variation in sales was
explained by promotions. An interesting finding was that the variation between
products was large, and that the products really seemed to have different
personalities in terms of how the consumers responded to promotions.

Further analyses of some categories were made using PLS (Partial Least
Square-Analysis). This kind of more complex analyses can be very helpful, but
a good knowledge of the data is recommended to facilitate the interpretations.
As the data are real market data there is always a risk of multicollinearity,
which has to be considered.

2.2 Participant Interviewing

No elements of the unobtrusiveness found in scanner data are found in
participant interviewing. The method builds instead on the absolute opposite,
interaction between researcher and respondent. The method not only produces a
very different type of data, but also puts strictly different demands on the
researcher performing the work. What is said here about participant
interviewing is valid for all methods based on interaction. This discussion is
mainly based on Alvesson and Skoldberg (1994), Belk et al (1991),
Hammersley and Atkinson (1983), and Lincoln and Guba (1985).
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Participant interviewing is a combination of participant observation and
interviewing, maybe better described as simultaneous observation and
interview. The aim is to make interviews in connection with observation, where
questions also can be made about observed behaviour when it occurs. It is
believed that it thereby will be easier for the respondent to comment on
routinised decision processes and behaviours related to such. As situational
factors might playa part, it is a strength of the method to enable these to come
in naturally.

The data produced are descriptions, rich in detail, but where much
interpretation is needed in order to produce information, or presentable data.
The data produced has depth, and can cover many different aspects, as it is quite
likely that such are illustrated, directly or indirectly, during the empirical study.
Analyses are made continuously during the empirical phase, thereby affecting
the data production, as well as afterwards. New data are produced according to
what the earlier interviews and observations have provided, or which
(unexpected?) questions that have been raised.

The main advantage of the method is, of course, the close proximity to the
respondent and hislher behaviour. This closeness makes it possible to identify
the routinised actions that people do not explicitly consider, but that a large part
of human behaviour consists of. This behaviour is also studied in the context
where it normally takes place, and thereby we can reach a better understanding
of how context influences, and in some cases maybe sets, boundaries for action.

The method, however, uses the researcher as the instrument. Depending on
which line of argument is raised, the researcher can be regarded as both the
strength, and as the weakness in the process. The person doing the research has
several challenging tasks, or aspects of the method, to consider. One important
issue is that the researcher has to establish a good report with the respondent.
The researcher's ability to create this contact, can be related to the pre
understanding of the field of study and the ability to share the meaning of the
respondents. Familiarity with the context can be important. The familiarity can
create an interaction where the respondent can be comfortable enough to behave
as if in a natural situation. This, of course, is also related to the topic of the
study. The participant interviewing per se does not have to create an awkvard
situation for those responding. The respondents are also given many chances to
actively contribute, which can lead to them being pleased with participating in
the study. This can also lead to the occurrence of unexpected turns, or events,
which can be rewarding contributions to the study.

Participant interviewing allows the researcher to see what might have been
difficult to discover otherwise, like routinised behaviours that are unconscious,
or at least not explicitly considered by the respondent. The method can be
useful in identifying variation, for example, between situations, or between
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respondents. One of the disadvantages is that as the method is so denlanding,
there can probably never be more than a small number of cases included. These
can, however, be both broad and deep.

The problems with the method are also related to the problem of studying
one's own culture. It is difficult to perceive the taken-for-granted that is so
familiar. The researcher becomes a limitation also in the sense that what is
regarded as unexpected depends on the researcher's expectations. It is only
what the researcher had expected to be said and done, or can imagine could be
said and done, that will be perceived as possibly lacking.

The data produced are contextual, interactive, and not always so easy to
present in a way that makes it possible for the reader to judge the process in
which it was produced, and the quality of the interaction. Reporting studies
performed with participant interviewing can be difficult, but using a narrative
technique approaching s!ory telling, can facilitate for the writer. How can the
reader evaluate the quality of the research? The quality of the research is of
COllrse related to the quality of the researcher. It can thus be regarded as
important for the researcher to, in the report, also try to establish
trustworthiness for the own person in the capacity of researcher performing
participant interviewing.

As a summarising remark on the method of participal1t interviewing, it has
strong advantages in the possibility it offers to at the same time study
behaviour, obtain explanations and arguments for it, and identify the routinised
llnconsidered decision rules. Enough has been said about the demands on the
researcher - they can be mastered. This researcher certainly loved most of the
minutes of it, and is rather proud of the data produced through it.

Otnes et al (1995) discussed shopping with consumers as a research
technique and argued for its extended application. Their experiences were that
combinations of shopping trips and in-depth interviewing provide rich and
valuable data by which knowledge can be gained about different aspects of
consumer shopping behaviour.

2.3 Combining the Methods Used: Synergies and Contrasts

The discussion in this section will first concentrate on comparing the two
methods. Putting them beside each other highlights some of the particular
qualities they possess. Secondly, the two methods in combination is discussed.
What are the possible synergies in combining the two so different types of
method, and are there any disadvantages?

From the separate presentations above, we understand that one nlethod is
strong on unobtrusiveness, while the other is focused on interaction between
researcher and respondent. One method produces large sets of numbers, while
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the other gives wordy descriptions of a few cases. One method collects data,
while the other produces data. One method is useful to confirm hypotheses or
theories, while the other, through searching, can generate theories or
hypotheses. One method focuses on aggregates and similarities, trying to
explain variation, while the other has more attention on searching for variation.

This list clearly shows that the methods are very different. Are they similar
in any respect? Actually they have a quality in common, both being valuable for
the explorative researcher. Scanner data is then somewhat more limited, as it is
difficult to go beyond the dataset, while participant interviewing can be taken
both broader and deeper as the study continues. Something else that they have
in common, and that is a strength in both methods, is the closeness to consumer
behaviour. This can be used as an argument for the quality of data in both
methods. Scanner data is electronically registering the outcome of consumer
behaviour, while participant interviewing allows observation of behaviour as it
happens. Neither of the methods has to depend on the consumers themselves
reporting about their behaviour after it has already taken place. Both methods
also provide information produced in realistic contexts.

The demands on the researcher are very different in the two n1ethods,
which for the person doing the research might be the most important difference.
One method demands much in terms of statistical knowledge and analytical
skills. The other method demands an open and easy-going personality, that
easily adapts to different situations, can keep track of the object of the study.

A distinction is made here between data collected and data produced. Data
produced is already interpreted, while data collected is still regarded as "pure".
Pure data is not meant to be the same as true data, but rather that there has been
no modifications of the data in this early stage of processing. Participant
interviewing can be regarded as a method that produces data, while scanner data
can be collected without interpretation.

Interpretation is, of course, used also at work with quantitative data, but it
might be relatively easier for the reader to assess how the interpretations are
made in such a study. Survey studies build on the assumption that the questions
are understood by the respondents in the way the researcher intended. After all,
interpretation is an issue in all research; it is just sometimes easier to agree on
the interpretations. Interpretations can, just like knowledge, be regarded as both
time- and context-bound. A certain type of knowledge and interpretation is
accepted and correct in society in a particular time period, but might be
ridiculed by later generations.

What is then to be gained by combining the two methods? It seems
obvious that knowledge from different perspectives is an advantage, as it helps
to shed light on several angles of a phenomenon. The n1ethods focus on
different aspects, which then by necessity leads to these different aspects being
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illuminated. If just one method is used, it is more likely that the study is
skewed, or more singular in terms of focus. One advantage of treating several
aspects or perspectives is that there can exist synergies in that, by looking from
another direction, son1ething can be added to the first perspective.

Using both these methods, scanner data and participant interviewing, in
consumer behaviour research as was done here, gives more insight both in
terms of how-questions and why-questions. The answers to the why-questions
are often phrased as perceptions that consumers have, why it is essential to get
close to the consumers to find these views. Also in the analysing phase using
two methods can be of help. This gives a background or support, or maybe pre
conception, that can be used as guidance, particularly when analysing data
produced through participant interviewing.

For the researcher combining quantitative and qualitative methods, an
interesting aspect is that it offers very good potential to question one's own
studies. The mere process of approaching an issue from several perspectives
leads to questioning and constructive reasoning about one's own work. Of
course we all try do to that anyway, but this combinatory work provides a
natural instrument.

Another aspect is the researcher's personal growth and development.
Being able to use so different kinds of methods, also means ability to read and
understand studies using different methods. This in tum means being able to
contribute to knowledge produced in different discourses, and contributing to
discussions that run as parallell, but seldom crossing, tracks.

Tollin (1990) who used different methods in her study, points to the value
of integration between a qualitative and a quantitative study. Tollin refers to
Sieber (1973) who discussed integration as producing a new method and who
argued that it is important to take advantage of the contribution of each method.
With integration means that design, data collection, and analyses in one stage is
influenced by what was done and found in an earlier stage. Tollin had positive
experiences with the integration of methods in her study. She began with focus
group discussions with consumers, the outcome of which was a base for a later
consumer survey.

Both qualitative method, Le., interviews, and quantitative method in the
form of a survey were used in a recent study by Sanden-Hakansson (1996). The
study focused on cooperation regarding media decisions between advertisers,
advertising agencies, and media brokers. Some of the aspects involved in the
study were treated by both methods, while others were covered by one only.

Working with several methods in one study of a phenomenon is called
triangulation (Ghauri et aI, 1995). Either data regarding an object can be
produced by different methods, or different data can be collected illustrating the
same issue. Triangulation also enables validating results and provides a holistic
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and contextual picture of the studied object. This is something commonly used
in, for example, historical research. Miles and Huberman (1994) points to the
value of multimethod-design, combining qualitative and quantitative methods.
They argue that such design can contribute with perspectives on the data
collected, add value in the analysis phase, and enable creative insights into the
issues studied as data and perspectives are turned around and questioned.

In conclusion, applying such different methods gave an interesting change
of perspective for the researcher. This change of perspective helped the
researcher to distance from the studied object, thereby contributing to the
researchers' learning and understanding. The mere process of searching for an
understanding of different methods, choosing among them and applying the two
was inspiring and rewarding.
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3 DUAL PERSPECTIVES ON CONSUMER BEHAVIOUR

Consumer behaviour as a field of research has received great interest during the
past thirty years. With increases in consumption, and more room in the
household budgets for private spending, followed also interest in how
consumers make their decisions (Friedman, 1988). The research has to a large
extent taken a producer perspective (Anell, 1979, van Raaij, 1988a, Olander,
1993), resulting in a large number of studies on brand choice, price sensitivity,
etc. Studies have, for example, used experimental designs studying choices
between a few brands or products varying information, price, or display. Studies
using a retailer perspective have partly focused on similar issues, but related
these, for example, to the impact of promotions on profitability (for an ironic,
but not erroneous treatment of this see Hitt, 1996). Maybe due to reasons of
data availability, a small number of products have so far been used in this kind
of research (Fader and Lodish, 1990).

An increased understanding of the consumers' decision processes and
choice criteria is desired by marketers. With better understanding of consumers
communication, product development, promotion, distribution, etc., can be
adjusted accordingly, hopefully leading to a more efficient system. Large
resources are today, and have previously been, allocated to promotional
activities and product development, where the value of the activities is difficult
to determine. Another problem is to identify to which extent these activities
reach the intended target groups. Product development is one field where it is
well known that succeeding is extremely difficult, and that investments in
products that fail are very high. From a consumer perspective it can be argued
that in the end consumers pay also for failing products, why it could also be in
the consumer interest to increase the rate of success - or at least to reduce the
rate of failure.

Critical voices regarding consumer behaviour research were presented in
part two (see, for example, Anell, 1979, Arndt 1980, 1986, Tucker, 1967,
Olander, 1993). They pointed mainly to the field as fragmented, focusing on the
individual as a rational actor, taking the private companies' perspective, and
thus engaging in problems of less interest for consumers.

The two studies discussed here, study consumer behaviour from two
different perspectives. The fITst study is more indirectly studying consumer
behaviour, by inference of behaviour from sales and promotion data. Consumer
behaviour can here be said to be studied from the perspective of the store. The
second study takes almost the opposite perspective. This instead focuses on the
store, from the consumers viewpoint, stepping as far back as into the household.
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Each of these studies contributes with knowledge that adds to the
understanding of aspects of consumer behaviour. Interesting is also to discuss to
which extent the knowledge gained in the two studies can be combined, thereby
contributing to a higher level of understanding.

3.1 Consumer Behaviour from a Store Perspective

The first study showed that in-store activities in the form of special displays are
important in grocery retailing. Promotional activities that were supported by in
store activities, had larger response rates in terms of volume sold.

Consumer purchasing behaviour in the store was analysed with regards to
promotions. The studied products were chosen to represent solutions to
different kinds of problems for the consumers. About half of the products were
expected to work as solutions to routine problems while the other half would
represent problems demanding a higher level of information processing. All
categories but two, soap and toothpaste, were edible. The categories were also
sampled to differ on relative storability, relative in1pulse consumption
attractivity, and relative purchase frequency. Apart from that they also varied in
terms of how large share of category sales was obtained on promotion (from 11
per cent to 74 per cent).

Discussing the findings from this study, it is interesting to see that all
fourteen product categories show large response in terms of volume sold when
promoted. The variation in promotion response was high between product
categories, sometimes within product categories, and between promotional
instruments used.

The product categories were chosen to enable a discussion of the results
related to consumer problem solving. Consumers' response to promotions
seemed higher for food products than for non-food products. The results
indicated that consumers have different heuristics for different products,
something which ought to be intriguing to explore further. With the arbitrarily
chosen products, no clear patterns emerged regarding the types of problems the
products were supposed to be solutions to.

Effects of different types of promotions were also analysed. Considering
the large allocation of resources on promotion, this is an interesting issue. With
better knowledge of the consumers' behaviour and response patterns, the
different promotional instruments available can be used with more finetuning.
In-store promotions in form of price-reductions and special display rendered
higher sales volumes than out-of-store promotions like feature advertising and
leaflets. Most promotional activities combine several promotional instruments.
One of the main conclusions in the study was that when the combination did not
include display in the store, volumes sold were much lower. It seemed essential
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for the manufacturer to ensure that the promotional campaigns were carried
through with in-store activities.

The best choice of level of analysis would be the level that represents how
consumers evaluate products and categories and make their decisions. Analyses
on item-level showed large variations in promotion response between similar
products in the same categories. This could for example be an indication of
brand names being important. Using the pre-specified categories might limit the
analyses, as the consumers decisions might include products from several of the
retailers categories~

So why do consumers respond to promotions? They can have a number of,
more or less conscious, reasons for that. To take advantage of price reductions
is of course one reason, which can be applied for products that the the
households normally use (Linderstam, 1989). Another strategy could be to use

displays in the store as a source of inspiration and a reminder. The grocery
shopper is exposed to enourmous amounts of information and in order not to
process all of it, facilitating heuristics are necessary (Bettman, 1979). Such
heuristics can be to look through the promotion in the store to see if they inspire
to a meal. The store can be used as an external memory (van Raaij, 1988b). The
products or product groups that most frequently are promoted with in-store
special displays will have larger probabilities to be encountered, and actively
processed by the consumers.

Some categories, and items, seemed to have large shares of their sales
when promoted, and were also promoted rather often. It could be assumed that
consumers lean1 the system and use it, or that they are socialised into patterns of
purchasing behaviour that are adapted to the grocery trade's patterns of
marketing behaviour.

In conclusion, the main result in the study was that the store seemed
important in the consumers' decision processes. Considering this in1portance it
can be questioned why so much resources are spent on promotional activities
that are such that the consumers can only encounter them outside the store.
Promotions are, however, not only used as a tool directed at the consumers, but
play an important part in negotiations and other interactions between
manufacturers, wholesalers, and retailers.

3.2 The Store from a Consumer Perspective

The second study approached the problem of the role of the store in households'
planning- and decision processes regarding food. Starting from the point that

stores seem to be important, how do the stores handle this, and how do the
consumers perceive the stores. Could the stores be improved in such a way that
they might be better at helping the consumer with the problems that they come
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to the stores to solve? For the stores, this could be a way to obtain loyal
customers, which in tum could contribute to a larger share of stable business.
The problenl in the study is the daily (Monday - Thursday) decision making
regarding food and related purchasing.

A focus in the study was context. Several authors (see, for example,
Grafton-Small 1993, van Raaij 1993, Rogoff 1984, Tversky and Kahneman
1986, Warlop and Rathneswar 1993) have pointed to the importance for the
field of consumer research to take context into consideration. It felt important to
study planning and decision nlaking in the relevant context. Therefore
households with small children were accompanied when shopping for groceries,
and interviewed in their homes while they were unpacking their purchases, and
in some cases preparing dinner. The problenl area seemed to interest the
households) they were easy to get in contact with, and some explicitly said that
they appreciated having another adult as company while doing the household
chores.

The households were very different in the way they approached the daily
food-related problem solving. The dimensions that seemed to discriminate most
between them were involvement and planning. Households that were genuinely
interested in food also seemed to believe that the social role of the meal is
important, had more knowledge of primary products and cooking, and a more
positive attitude to shopping. The households with less interest in food also had
less interest in other food-related aspects. Shopping, cooking, etc., were to them
activities that should be reduced, so they used a minimum of resources and
energy. The planning dimension seemed un-correlated with aspects of
involvement. For some households planning was regarded as an absolute
necessity, while others could not imagine engaging in planning, mostly arguing
that planning takes time, and what is then gained? The main argument for them
would be to plan to win time, and not planning for the sake of order or
organisation, or gaining control.

It was also interesting to see that the households varied so much in their
behaviour and attitudes. The group could have been regarded as homogenous if
studied from the outside, but in fact used many different strategies to manage
the daily problem solving. One thing, however, that they were similar in, was in
how they seemed to take the stores for granted. It can seem quite obvious that
the store has to be involved in some way in how the consumers make their
decisions. Just by deciding which store to visit on a particular occasion, or for a
particular purchase, the store, with its characteristics, has already played a part.
Another way was to decide the type of purchases based on which stores are
passed on the way from work. The store is in both cases involved in the
consumers' decisions, and plays a part, even if it is passive.
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The observation studies also showed several different ways to directly or
indirectly use the stores. Many heuristics seemed store-related, but were not
acknowledged as such. The store was important, but not given credit for it.
Examples were households that took aln10st all their decisions in the store, and
other households where the majority of the purchases were decided in advance,
but where for example displays were influential in the final decisions. If the
store was regarded as having any role, it was mostly as a large storage room.

The households did not seem to think about the stores, and purchasing, as
something that could be changed. It was at first disappointing to find that they
did not have ideas or suggestions. However, this illustrates that the store is
taken for granted, and that it is a well enough functioning system, where large
differences between the stores are not perceived. If large differences were
perceived, the dimensions that the stores differed on might have been suggested
as changes. If the system ~as not functioning well enough, the stores might not
be taken for granted to the same extent, and more ideas for change would
probably have been found.

The focus on context was felt to be successful, in that it contributed to the
knowledge gained in the study. By taking the consumers everyday situation into
consideration, it is a good base both for practical applications and a good
contribution to the theory in the field.

To summarise, the knowledge found in the study can be divided into two
main types. The first is knowledge on consumer decision making, how planning
and purchasing are done, in a realistic setting. The second is knowledge both on
how the store is regarded, and the part it plays. Using this knowledge, the stores
could be adapted to better take care of and treat consumers that differ on the
basic dimensions planning and involvement. As the study is exploratory, no
normative recommendations will be made other than that it seems wise to
continue to explore the field of consumer planning and purchasing behaviour in
realistic contexts.

3.3 Combining the Empirical Studies: Synergies and Contrasts

Looking at the two studies at the same time is both interesting and intriguing.
Both treat consumer behaviour, but from different aspects. The results from the
first study implied that the store seemed important. The households
participating in the second study gave a different picture of their relation to the
store. What they actually did, and how they perceived what they did, was not in
total agreement with the interpretations made in the two studies. This could
perhaps have been found by the second study alone, but becomes more visible
when the results from both studies are contrasted.
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What does this tell us then? One idea is that this is a quite obvious
outcome given the promotional system, which has a large impact on how the
stores are managed in Sweden today. An institutionalised marketing system
might lead to patterns of institutionalised purchasing from the consumers. If
there are no surprises, or activities that are somewhat out of the ordinary, there
will probably be no re-evaluations made by the consumers either. If the supply
system is predictable, purchasing easily adapts to that. It could even be regarded
as a smart strategy from the consumers' side, as a way to economise with
resources. Building up heuristics based, among other things, on the promotional
campaigns can be a good way to run a household. One condition, however, is
that the promotional system encompasses a varied assortment covering most
product groups and that these occur with some regularity. Otherwise, if a varied
menu is desired, other heuristics will also be needed to complement the
purchasing strategy in order to reach the desired level of satisfaction.

Both studies have in common that they consider the value of context, and
natural environment. G'iven that both studies are context based, it is possible to
draw the conclusion mentioned above that there exists a difference between
what the consumers do and what they say they do. Comparing interviews out of
context with analyses of scanner data might have led to a different result. A
common denominator in the two studies is also the concern with consumers'
actual behaviour, not on what consumers say they do. Comparing what
consumers say they do with what they actually do add to the understanding of
how to value research and investigations reporting only what consumers say
about themselves, or reporting only about the behaviour of consumers.

One conclusion we can draw from these two studies, is that the two of
them together are more than just the sum of the two. When contrasting the
views, in relation to the role of the store, different messages are communicated.
The first study tells without doubt that the store is important in consumer
decisiol1 making. Judging from that we would recommend programs to develop
the stores, and carefully display products while controlling for marginal
contributions. The second study tells us that consumers do not seem to regard
the store as important, but that they use it as a tool in their decision making,
without acknowledging it as such. Even if the second study indirectly shows us
that the store always is important, we need the results from the first study to
realise how important, and the extent of the impact of the marketing programs.
No consumer studies will tell us that as bluntly, and as fully, as such a scanner
data study can.

Both studies point to the in1portance of recognising the value of variation.
The first study attempted to explain variation in volume sold, and to find
variation in the form of promotion response. In the second study the different
households behaviour were expected to vary, and variations were found on most
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of the studied dimensions. Looking for the averages would, in both studies, hide
the variation that in many respects were the results that provided most food for
thought.

In the first study it was somewhat disappointing to find that the products
chosen to represent different types of problems might not have been
representative for those. The idea was that routinised problems would be solved
differently than problems demanding n10re information to solve. Level of
involvement would thus have been expected to be higher when the problem was
of a more complicated character. The second study gave other insights into the
concept of involvement, and it seemed that involvement was more related to
situation and/or household. This could be an explanation why the expected
results did not occur in the first study. Still another explanation could be that
the products chosen were regarded by consun1ers as solutions to routine
problems.

The differences found in the first study between response to promotions on
products in the same category corresponds rather well to the behaviour of the
consumers that was found in the second study. Several of them seemed to
recognise the packages and have evoked sets with potential products which they
were willing to purchase, particularly if price reduced.

The dimensions planning and involvement were suggested as ways to
describe and understand households and/or situations. What are the implications
of them when we combine them with the findings from the first study; that the
store is important? When we know that the store is important, it is easier to
relate the dimensions planning and involvement to how the store can work in
order to arrange a good meeting with the customer. By being prepared to treat
customers differently in different situations depending on how they are
positioned on the planning and involvement dimensions, and not only related to
a households' demographic characteristics, the store has a possibility to create a
better relation with their customers. When acting upon this knowledge, and if
the dimensions planning and involvement are confirmed, it is possible to find
ways to relate them to activities and communication in-store.

In conclusion, the reward in terms of knowledge gained seems well worth
the effort involved in doing two so different studies. However, it should be
noted that the main contribution came from combining the two studies,
comparing and contrasting them with each other.
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4 CONCLUDING COMMENTS

This last part discusses some important aspects of the results of the two studies,
and of combining them, before the main contributions are briefly summarised.
In conclusion, and to provide a further perspective, implications for some
important actors are sketched.

4.1 Discussion

Large resources are allocated to carrying through promotional programs, which
also seem to give large impact. Does this mean that they are successful?
Different actors might provide different answers to the question of whether the
resources could come to a more efficient use. For manufacturers the
promotional program can serve as a tool to increase market shares, but at a risk
of diminishing the value of the promoted brands. The retailers want to attract
consumers to their stores, and use the promotional program as one of the
instruments in that effort. From the household studies the impression was that
some consumers have heuristics where promotions are a part. However, the
consumers seemed to have low inclinations to switch to other stores than those
included in their regular sets of stores.

The studied households seemed fairly pleased with their own behaviour. If
they had not been pleased, these frequently occurring chores could have been
major sources of irritation in the households, maybe also with consequences for
their behaviour in other fields. Being pleased with their behaviour is a way to
daily confirm that they are in control of their situation.

In this fairly institutionalised system the consumers' taking the stores for
granted fits well. Retailers and manufacturers continue with almost the same
program year after year, and the households respond with institutionalised
purchasing and taking the stores for granted. No incentives seem to exist for
either part to re-evaluate the established patterns. Maybe this is a way to
describe how demand and supply meet in reality in one market; routine meets
routine.

As it is overall a well functioning system, is it worth the effort to initiate
changes? Once again, it might depend on who is answering. Some might say
that information technology is driving so much development in grocery
retailing that it is necessary to participate in order to stay profitable in this
market. Information technology can be regarded as a driving force - but driving
in no particular direction. It provides an opportunity, and is inevitable, and can
be used to an advantage. On the other hand, it can be argued that the system
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works so well, and that the actors in the market are so well established, that
only marginal changes will occur.

When considering how much resources have been allocated recently into
building efficient logistic flows and streamlining the activities, it is somewhat
difficult to believe in the "marginal changes" only. Given that the changes are
occurring, and that information technology is used to drive development in
certain directions, it is interesting to speculate about what the next field of
change will be.

As large resources have been allocated to the logistic flows and
streamlining the distribution processes, one possible development in the rather
competitive environment is more focus on the store. Information technology
already enables advanced analyses on store-level, item-level, and receipt-level,
it is only a question of using this potential to better match demand and supply.
Developments in Efficient Consumer Response and Category Managenlent are
other driving forces that point to the increased importance of the store.

In conclusion, more analyses are recommended, particularly analyses from
a consumer perspective. These analyses can be used as bases to initiate changes,
changes that of course will have to be evaluated with further analyses. Given
that the driving forces are strong it is probably better to be one of the actors
driving development, and for example become market leader at matching
demand and supply. Working with store development and the store-customer
relation will probably neither be erroneous nor ever completed.

4.2 Contributions

What I regard as the contributions from these studies are here illustrated by
some main points. Firstly, the dualism in the empirical studies is considered an
important contribution. Using two approaches and two very different methods
provides a broader perspective on the studied issues. Doing consumer research
with the two different methods used, is thus regarded as a contribution per se.
The two empirical studies both contained an element of method development,
or modification. For researchers studying consumer behaviour in context,
participant interviewing might serve as a valuable tool.

A further contribution of the studies is that they have both theoretical and
practical relevance. More knowledge is needed about consumer decision
making, and is valuable both for academic purposes and
managerial/communication purposes. Another important aspect is that
consumer decision making was studied in relevant contexts, and as context is
supposed to be influential, this is regarded as a contribution when discussing
the results from these studies.
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4.3 Implications for Research

The two studies discussed here show that it can be valuable to study consumer
behaviour with different n1ethods allowing closeness to consumers. Research on
frequently recurring problems, concerning most people, and using a large share
of the household budget, must be encouraged. Using a consumer perspective is
a way to broaden the issues studied, as the daily life for a consumer normally
involves a wide range of decisions and situations. Allowing the complexity of
daily life to appear also in consumer research is a way for research to come
closer to the consumers situations, thereby almost automatically increasing the
relevance of the research for consumers.

Consumer research emanating from the consumers' situations could be an
instrument in the effort to build more cumulative knowledge in the field.
Starting from the view point of the consumers the knowledge gained can be
added even if encompassing totally different perspectives. In order to get closer
to the consun1ers and their actual situation, more attention in research could be
allocated to exploring variation. We know that the average consumers hardly
exist, and if they do, we cannot expect them to be typical.

The researchers freedom and ability to choose and change perspective, to
lift discussions above market and company constraints, is an advantage that
probably can be both valued higher and used more. The researcher should, in
my opinion, question the taken-for-granted, to see what is hidden and what it
stands for. Using different methods was a help in the two studies discussed
here, but other ways probably can work as well, just as long as the researcher is
comfortable.

It is felt that the field of consumer research has much to gain by openness
towards new perspectives, innovative methods, as well as by incorporating
knowledge from related fields in the hun1an sciences. These arguments have
been raised by numerous authors earlier, but still seem relevant.

4.4 Marketing Implications

Using a consumer perspective in grocery retailing might be valuable.
Businesses are supposedly interested in adapting their supply of products and
services to better suit the customers demands. The reward for this adaption can
be customer loyalty, but should also be in terms of profitability. If a business is
better at adapting their supplies to existing demands, given that they are able to
charge accordingly, the business ought to be more stable.

Implementing a consumer perspective can be regarded as one of several
tools to develop business. Consumers differ, and adjusting the response to the
variation can be a profitable way to build loyalty an10ng larger groups of
consumers. Working with less adaptation and finetuning mechanisms can be
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wise for those in the large volume and low price business. All stores should not
engage in the same activities, it is important to choose a strategy that fits the
micro market and the own level of competence.

To regard each store as a particular market is a way to acknowledge the
value of studying variation. By focusing on aggregates and similarities, all the
rich information that could be found in the variation is overseen. With the
sensitive instruments that today exist in the form of database marketing devices,
and the like, a better potential exists to nlanage variation than what has been
reasonable earlier.

Both manufacturers and retailers could probably gain from studying
whether the dimensions planning and involvement, that were suggested here,
hold for larger sanlples as well. Grouping consumers and/or shopping trips after
other dimensions than just demographics is regarded as a practicable approach.
It might be more difficicult to produce programs to deal with the different
groups.

Retailers could use their contact with the consumers as a tool when
negotiating with wholesalers and manufacturers, as they have the best
knowledge of their local markets. Retailers are also interested in having a stock
of loyal customers. One instrument in building this must be the consumers
themselves. If the only communication between the retailer and hislher
customers is through the exchange of products and money, many potential
qualitative dimensions of this meeting are left out. The store is also a social
place, and the store visit is a social exchange. The retailers have an
advantageous position as their customers visit them a large number of times
during a year. This gives many chances for social encounters and
communication that could be used as a business tool.

For the manufacturer, the retail store is important as a distribution channel.
The retailer can also be regarded as a business partner, and for the
manufacturers it is wise to search for, to value, and to use the special knowledge
that retailers possess. The manufacturers are experts on their products. The
consumers are experts on how they use these products. The retailers know their
local markets. When all this expert knowledge is used in combination all the
parties involved stand the chance of coming out as winners.

More dialogue with consumers is recommended, as a source of inspiration,
confinnation and critique. Wikstrom (1986), when discussing what would be
demanded by the food industries in the 1980's and beyond, recommended
improved communications systenls with the consumers, and nlore differentiated
retail structure.
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4.5 "Consumer Ombudsman" Implications

With the label Consumer Ombudsman is here meant all societal actors with an
interest in the eating and buying habits of the population. Many such actors are
interested in changing, or influencing, the eating habits of the population, at
least for some groups with a particular behaviour or belonging to a category
with special physical risks. It is important for these actors to know where
decisions are taken and where influences and inspiration come from. If the how
and the why of decision making are understood, it is easier to develop means of
con1munication directed at special target groups. For these actors the question
of context might have particular relevance, as it is important to understand in
which context different decisions are made.

As the studies here imply that the stores are important, it seems important
also for societal actors to be involved more in the work of the retail stores. This
is a way to get closer t6 the actual decision processes. For actors like the
National Institute of Public Health, the store personnel can be regarded as an
important instrument or means of communication. If the store is to be perceived
as trustworthy by its customers, it can be in the interest also of the store to have
a good understanding of, for example, physical implications of certain foods. It
can thus also be in the interest of the store to cooperate, in order to learn more
and develop the store.

If consumers buying behaviour is institutionalised it will demand much
effort to inititate changes in behaviour. The studies discussed here show that it
is possible to come close to the consumers' decisions processes, which seems
like a good starting point when changes are concerned. If heuristics are
important, how are they built and how are they modified? The point made
earlier that it is important to both regard what people say they do and how they
behave is also highly relevant here.
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