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Aim: The aim of this study is to analyze how CSR affects consumer behavior and how 

consumers are affected by, act on and behave as a result of the CSR strategies implemented by 

Coop grocery stores. If people are aware, have knowledge and what they know about Coop´ CSR 

work will be analyzed and compared with the help of survey investigations conducted in both 

Stockholm and Gävle. Like most big food retailers, Coop has a stated policy, but we will 

investigate if their CSR work makes a difference and if so - how, in the mind of the consumers. 

 

Method: A survey with 16 questions was constructed and these questions were adjusted to 

previous research made about CSR and its impact on the consumers and their buying decision 

process. The data was collected at the entrance of two Coop food retails stores, one in Gävle and 

the other in Stockholm. People that were at least 18 years of age were asked to participate. A 

total of more than 200 questioners added together in both cities were willing to participate. The 

data was analysed with the help of the statistical analyse program SPSS, where a regression 

analysis was made which we combined with a thematic analysis. 

 

 



 
 

Result and Conclusion: Our research indicates that consumer doesn't engage in the grocery 

stores work with CSR. Consumers do consider the ecological assortment but they find the price 

to be an obstacle when it comes to actually buying ecological products. Our study shows that 

there is no link between buying ecological products and loyalty towards Coop. For Coop to sell 

more ecological products, we suggest they should lower the prices or increase the knowledge 

among consumers to motivate a higher pricing. 

 

Suggestion to further research: Our study could easily be made on other food retail stores as it 

would be interesting to investigate if and how the end results would differ. 

 

Contribution of thesis: Our thesis gives Coop the opportunity to evaluate their CSR work and 

more importantly, its impact on its consumers, where suggestions are made on how to improve 

their CSR strategy. 

 

Keywords: CSR, customer value, buying decision, , ecological products, food and grocery 

retailer 
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1. Introduction 
This chapter introduces the background of this study along with the aim and research questions. 

This part also shows which limitations we have made in our research and in the end we have a 

disposition that will explain the overall structure for this work. 

1.1 Background 
The concept of Corporate social responsibility (CSR) was born in 1950 when Bowen (1953) 

published a book about social responsibility among companies but according to Carroll (1979) it 

can be traced back until 1930. There has long been an ambiguity about what CSR really means 

and the contributing factor has been the lack of consensus over what the term actually means 

(Carroll, 1979). Even today, there are divided opinions on how to define CSR but according to 

European Commission, CSR means that ”Businesses should take responsibility for their impact 

on society, both from an economic, environmental and social perspective," meaning that 

companies work in three fields to fulfill their duties set by the European Commission. This 

definition is broad, and everyone does not share the same perception of what it means. To clarify 

this concept decided the European Commission in 2011 to clarify what they believe that CSR 

stands for “the responsibility of enterprises for their impacts on society” and they came up with 

this definition so that companies could be able to adjust their work with CSR easier according to 

their business concept (European commission, 2011). 

  
CSR is a rather sensitive topic and often debated in media with great interest from the general 

public. Most discussions and research made focus on the company perspective, their CSR 

strategies and how they implement them. Research into CSR and consumer behavior is still 

relatively young, but there is a growing interest in studying the links between CSR and 

marketing. Earlier studies indicate that consumers want to buy products from companies that 

work actively with CSR (Creyer & Ross 1997). Creyer and Ross (1997) conducted a survey of 

parents of elementary school children to measure responses to the ethical and unethical behavior 

of firms. The respondents state that they would pay higher prices for an ethical company’s 

products. The studies show that consumers in fact still are not buying organic products, which 

for example may be because they prefer other brands or that they are not willing to pay more for 

it (Dagensmedia, 2014-03-02).  
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In literature, there is a belief that CSR is important for businesses to communicate to their 

customers, because customers claim to be interested in CSR and think it's positive that the 

company shows a social commitment (Crosby & Johnson, 2006 ; Sen & Bhattacharya 2001.) 

Food retailers today face many risks because the public are increasingly focusing on how they 

are showing responsibility towards society and the environment where they are operating 

(Maloni & Brown, 2006). Public criticism of perceived CSR deficiencies can be harmful to a 

company's profitability and market share. Companies therefore devote greater resources in this 

area so that they can predict future CSR issues, and demonstrate that they are prepared to meet 

their responsibilities to society (Maloni & Brown, 2006). 

  
Pomering and Dolnicar (2006), argue that from the view of businesses, CSR will contribute to 

loyal customers, attract and retain talented employees and most importantly enhances the 

company's image and reputation. They also argue that consumers want transparency in firm’s 

activities and how they work with social responsibility. According to Xueming and Bhattacharya 

(2006) nine out of ten consumers argue they want information about corporate business 

responsibility, more and more companies therefore choose to communicate their social 

responsibility to their customers. The number of consumers who would switch to another brand 

if the present brand of choice would be associated with a CSR scandal has increased over the last 

ten years. Christiansson (2013), responsible for CSR issues at the Swedish Trade means that it is 

good for companies to continue to focus on issues related to environmental and social 

responsibility. She believes this is because today's consumers expect companies to do what they 

can to reduce environmental impact and improve working conditions in their supply chains even 

in other countries and if the companies do not take the issue seriously they may losing customers 

(Prevent, 2013-12-09). Today many companies work with CSR and have strategies and measure 

for it. Not taking responsibility for their activities could harm the company by destroying the 

reputation of the brand and it takes both resources and time to regain the trust of customers 

(Crosby & Johnson, 2006). 

  

1.2 CSR in food retail  

Most of the research that we found about CSR in food retailing is written about the UK market, 

as there within retailing research has been a notable lack of research into how ethics or CSR 
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apply to retailing in other markets. Abratt, Bendixen and Drop, (1999), focused on the general 

ethical beliefs of South African retailers. They found retailers are concerned with ethical 

behaviors, and that there was a difference between salespeople and managers about the ethical 

beliefs. They argue that managers care more about their employees, while the sales people are 

more concerned about the customers. Evidence of CSR activities, in particular, amongst retailers 

tends to have focused on their performance in response to environmental or green concerns 

(Chase, 1991; Strong, 1995), but there are other activities, that illustrate companies’ views and 

acts on social responsibility. Examples of CSR activities include making donations to charitable 

organizations, exceeding legislative requirements for social and environmental concerns (e.g. 

retailers responding to genetically modified food scares, such as Iceland) and the implementation 

of green purchasing and supply policies. There has been a trend of retailers increasingly using 

their own brands (i.e. retailer brands) as a marketing instrument. Retailer brands are brands sold 

under names owned and promoted by retailers, and their shares of the grocery market are 

growing in almost all European markets (Nielsen, 2005). 

  
Evidence of socially responsible behavior in retailing by retailers are unclear, although the larger 

retailers generally tend to respond proactively to societal issues than smaller retailers (Mitchel 

and Levy, 1989), but smaller retailers and businesses can engage in such activities, by 

identifying local demands and responsibilities as well. 

 

The problem with the studies suggests that CSR is important for the consumers because of how 

they want to be seen and considered by others rather than how they actually act on it and support 

companies that work with CSR. The reason why consumers report that it is important is because 

they want to be seen as people who care about human rights and environmental issues. (Kryhul, 

2006). According to Öberseder, Schlegelmilch & Gruber (2011) there is an unresolved paradox 

concerning the role of CSR in consumer behavior where consumers today demand more 

information from corporations about their work with CSR. On the other hand, research indicates 

a considerable gap between consumers’ apparent interest in CSR and the limited role of CSR in 

purchase behavior. In fact, studies have shown that although consumers say they are interested in 

the company's CSR programs, very few can specify any CSR activities the company in question 

engages in when asked (Kryhul, 2006). To ask the customer if corporate responsibility is 
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important may not be the way to get to the bottom of this. To understand how important CSR is 

to the customer, it is better to examine whether customers think of a company's CSR at time of 

purchase and how. This gives a better view of how the customers actually act rather than how 

they claim they act, and here we can find a gap in the theories since there is a lack of research in 

Sweden about what consumer think of CSR at the actual time of purchase.  

 

To understand the impact that CSR really has for the customer it is appropriate to investigate 

how consumers consider grocery stores work with CSR and how that affects the consumers 

purchase decision. 
 

1.3 Purpose and research question 
Coop is one of the largest food retailers in Sweden. They have a CSR strategy where they focus 

to affect the environment in two ways; partly through its own activities and through the 

assortment they offer to their customers in the stores. For their own business, the focus is on 

reducing negative environmental affects and food waste in the stores. Coop are working to 

reduce emissions from freight transport, operation of refrigeration equipment and energy 

consumption. Today all Coop stores use renewable electricity, reducing greenhouse gas 

emissions by 95 percent. Coops’ trade mark brand fro ecological products is called Änglamark, 

that they sell in all of their stores. 

Coops’ vision is to be the leader when it comes to assortment and sales of ecological and fair-

trade products. In 2013, organic food sales at Coop increased by 23.5% according to their annual 

report from previous year, which means that they have increased the most among all retail 

operators throughout 2013. (Coop, Hållbarhetsredovisning, 2013). 

 

 The purpose of our study is to describe and analyse how consumers are affected by, act on and 

behave as a result of the ecological product assortment and CSR strategies, implemented by 

Coop grocery stores. We analyze and compare with the help of survey investigations conducted 

in both Stockholm and Gävle, if people are aware, have knowledge and what they know about 

Coop´s CSR work and how important ecological products are to the consumers. Like most food 

retailers, Coop has a CSR policy, but we investigate if their ecological product assortment and 

CSR work makes a difference and if so - how, in the mind of the consumers. The target audience 
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for this study is Economical students on Master level. The study is limited to the grocery retailer 

Coop in Gävle and Stockholm in Sweden and focuses on the customers’ perspective. This study 

focuses on ecological products, how consumers interpret Coops ‘efforts to inform and promote 

ecological products and brands to affect buying decisions.  

We have addressed the following research questions: 

 

 

 

1. What do consumers in Stockholm and Gävle think about the grocery stores work with 

CSR? 

2. How does the CSR work affect their purchasing decision of ecological products in 

Stockholm and Gävle? 

3. Is there any difference in question one and two among consumers in Stockholm 

compared to Gävle? 
 

1.6 Disposition 
The structure of this study is presented in the order that figure 1 below illustrates. It begins with 

the theoretical framework that includes the relevant theories that are needed for this study and it 

ends up with a summary in a conceptual model. The next part is the methodology chapter which 

describes and discusses the choices that have been made for this research. After that is the 

empirical part presented which shows the results that have been found through a survey 

investigation. The next part is the analysis that compares the findings made in the empirical part 

with the theoretical framework. The last section is the conclusion where the research questions 

are answered and the results of our study are discussed. 

 

 
Figure 1: Disposition of the present study (Source: Own construction) 
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2. Theoretical framework 
In this chapter we present the theoretical framework that is the basis for our study and in the end 

of this chapter we present a conceptual model. Our empirical findings together with the selected 

theory provide the basis for our analysis. 

2.1 Corporate social responsibility  
CSR is about companies' involvement in matters outside their core business, but still affected by 

their activities. These questions concern both environmental and social issues. This is currently 

handled on a voluntary basis and should be integrated into the company's strategies and 

operations. During the twenty first century customers, employees, suppliers, community groups, 

governments, and some shareholders have encouraged firms to undertake additional investments 

in CSR. Firms have responded to these concerns by investing more resources to CSR 

(McWilliams & Siegel, 2000.) As a result, CSR has moved from ideology to reality and many 

believe that it is necessary for organizations to define their roles in society and apply social and 

ethical standards to their businesses (Greenfield, 2004 & Lichtenstein, Drumwright & Braig, 

2004).  While organizations are increasingly working and showing their commitment to 

corporate social responsibility, there are still difficulties how to apply CSR to their core business 

and show the benefits of their efforts (Dahlsrud, 2008 & Lindgreen & Swaen 2010).  

  
Within CSR, there are three different perspectives that are usually mentioned; the environmental, 

social and the economic. From these areas, companies can build the strategy that suits them best 

and this is one of the reasons why it is difficult to define CSR, as the area is very broad 

(Dahlsrud, 2008). Carroll (1979) argues that in order for companies to be able to take full 

responsibility for the society they must take into account these three perspectives in their 

business decisions. 

 

Environmental responsibility 

How do companies act in a manner that is sustainable from an environmental perspective? This 

is about ensuring and to create awareness and actions for the company, its customers and 

subcontractors' of how to positively impact the environment. This also include the companies’ 

efforts, using resources efficiently and sustainably, that the products are not dangerous and that 
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they reach consumers in an environmentally friendly manner that consider the environment in all 

possible ways (Carroll, & Shabana, 2010).  

 

Social responsibility 

The social responsibility includes ensuring that employees are satisfied and that there is a healthy 

balance between gender, age, ethnicity and religion and that no group is discriminated in any 

way. There are several ways for companies to take action within social responsibility, for 

example to hire from groups that are discriminated, e.g. disabled people or other people who 

have difficulties getting a job like long-term unemployed or immigrants. Social responsibility 

actions are concrete at the specific workplace and frequently involve staff and their working 

conditions (Carroll, & Shabana, 2010). By the early 1990s, business leader Stephan 

Schmidheiny, then head of the Business Council for Sustainable Development, an organization 

established to represent the voice of business leaders at the 1992 Rio Earth Summit, began to 

champion CSR. He termed the concept ”eco-efficiency”, with the simple rationale; CSR would 

help firms to cut costs through efficiency gains from fewer required inputs and deduced waste, 

while at the same time the green image of firms would help to create new markets (Schmidheiny 

1992). Schmidheiny argued that firms must ”change course” to put social and environmental 

issues at the “heart” of their decision-making because it was the in the firm´s economic interest 

to do so.  

 

  

Economic Responsibility 

This focuses on the company's way of doing business. It includes the business ethics, the 

demands on its suppliers and how to act in order to follow up so that subcontractors are acting in 

line with the company requirements. This also include making sure that the employees of 

subcontractors have decent working conditions, no child labour, reasonable working hours, that 

the workplace is safe, and that they have the right to engage in a union. Economic responsibility 

also includes; for the company to verify and control product liability, to ensure that products do 

not affect the user's health (Carroll, & Shabana, 2010). The focus on profits does not exclude 

CSR initiatives. Companies should engage in these activities if they are beneficial and result in 

an economic gain. On the contrary, companies should abandon them if they do not provide value 
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nor are an obligation by law (Friedman, 1970). If the manager, who is nothing but an employee 

of the owner, decides to enforce such an initiative without creating any value, Friedman 

considers CSR to be an extra tax on shareholders, employees, or customers. Shareholders would 

lose value, employees would get a reduced paycheck, and customers would have to pay a higher 

price for products according to Friedman. 

 

2.1.1 Carroll’s CSR Pyramid 

The most recognized and accepted model of CSR is probably Carroll’s four -part model of CSR. 

Carroll has split the CSR in four categories of mutual relations - economic, legal, ethical and 

philanthropic responsibilities. The “ultimate” social responsibility requires that the four 

categories are fulfilled after each other. Carroll (1991) believes that the two areas that make up 

the base for the pyramid are not optional because from a business perspective it is important 

elements that characterize an organization. We investigate the economical, legal and ethical 

responsibilities since they can be linked to the purpose of our study. Carroll. 1979), argues that 

society requires Economic responsibility and financial responsibility of the companies, 

shareholders request reasonable return on investment, employees want secure jobs that provide 

fair salaries, customers require good products at a reasonable price (Carroll, 1979). By Legal 

responsibility, Carroll refers to the society demand that companies should obey the law. 

Companies that do not follow the rules may face harsh penalties. Society also expects ethical 

responsibilities of companies and they are obliged to do and act in a manner that is right and fair, 

although the law does not require it. Companies that violate the ethical code are running the risk 

that consumer will turn their back on them (Carroll, 1979).  

 

2.2 Stakeholder theory 
The stakeholder theory is about an organization's surroundings and the influencing forces that 

exist around the company. These forces are called stakeholders and they have the power to make 

an impact on the company. They can be employees, suppliers, society and customers (Kolk & 

Pinkse, 2006). Stakeholder theory is a widely used theory when trying to understand the 

business's work with CSR. Stakeholder theory is assuming that the values of stakeholders are 

necessary and part of doing business. This means that it is important for companies to create 

value for stakeholders, and it is also important to create relationships which companies can 



11 
 

accomplish by showing how they want to do business (Freeman & Parmar, 2004). The definition 

of the stakeholder theory is according to Freeman (1984:60) “any group or individual who can 

affect or is affected by the achievement of the organization´s objectives”, this is also the most 

widely accepted definition. Starik (1994:92) have refined the definition where he included those 

who “are or might be influenced by, or potentially are influencers of, some organization”. The 

reason why Starik (1994) have chosen to add this definition is because the interest in the 

companies' work is much greater now than before, which means that even the public 

stakeholders such as media and charitable organization have an effect on businesses. Van der 

Laan, Van Ees & Van Witteloostuijn (2008) believe that there is a gap in previous research 

where for example employees and Greenpeace have different opinions regarding issues 

involving working conditions and environmental pollution.  

 

Stakeholders can be divided into primary and secondary groups or private and public 

stakeholders (Van der Laan et al. 2008). Primary stakeholder is the one that a company can't 

survive without. The primary stakeholders are primarily shareholders, investors, employees, 

customers and suppliers, along with those who represent the society as government and local 

authorities, which provide the market with infrastructure and whose laws and regulations must be 

followed. There is a great interdependence between the company and its primary stakeholders. 

The company's survival and success depends on how well it creates value and satisfaction of its 

primary stakeholders. If for instance, customers would be dissatisfied and withdraw from the 

corporate system; the company can be damaged (Clarkson, 1995). Secondary stakeholders are 

defined as those who are affected by businesses activities, but who are not engaged in 

transactions with the company and do not affect the conditions for the company's survival and 

success. The media and a wide range of special interest groups are considered as secondary 

stakeholders under this definition (Clarkson, 1995). According to Freeman (1984) the 

corporations is not dependent for its survival on secondary stakeholder groups but they can 

create damage because they can affect the primary stakeholders attitude towards the company. 

He means that it is therefore important for the managers to create sufficient wealth, value, or 

satisfaction for those who belong to each stakeholder group so that the company will be able to 

survive and succeed otherwise it will lead to a corporate system failure. 
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2.2.1 Communicating with consumers  
Companies are today getting attention on their involvement in CSR questions from the social 

environment. This has resulted in that the companies have to obtain legitimacy in order to gain 

the trust of its stakeholders (Mark-Herbert, & Von Schantz, 2007). When a company is 

communicating their CSR they have to understand what the consumer’s think is important. 

Consumers can be influenced by personal experience and what they hear from friends and media, 

the information that they get may attribute to their values and the perception of a company or 

brand (Mark-Herbert, & Von Schantz, 2007).   

  

The challenges that companies face are to communicate corporate values through strategies and 

everyday routines to stakeholders with a variety of interests and expectations (Whitehouse, 

2006). Communication is according to McShane & Von Glinow (2003) defined as “the process 

by which information is transmitted and understood between two or more parties”. The 

communication process is an important strategic issue for the companies so that they can get 

contact with their customers. The communication process is a way to communicate with 

consumers and this can be done through several channels, both verbal and non-verbal. What 

companies want to communicate doesn't necessarily mean that the consumer (receiver) perceive 

it as they want to, because there are barriers that also are called as noise. These barriers can be 

differences in perceptions, filtering, cultures, languages, distortion in perspective and the 

information overload (Mark-Herbert, & Von Schantz, 2007).  

 

 

2.3 CSR in food retail 
The major CSR issue threatening retailers lately has been of environmental nature, (Cannon, 

1992). Research on retailers' environmental performance finds that some of the larger retailers 

(e.g. Sainsbury's and Tesco) were companies taking an early and proactive response to the 

environment (Chase, 1991), the rationale for these policies being corporate goodwill and 

enhanced image, at a relatively low cost. Since then, other retailers have followed. Although 

retailers' environmental performance is an obvious area within which to examine the extent of 

the retailers' socially responsible activities, there are other activities, which can serve to illustrate 

a company's sense of social responsibility (Anselmsson & Johansson, 2007). 
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To improve health by healthy eating or increased exercise has earned certain retailers a 

reputation by various stakeholders. Since the early 1990s have for example, parents, pressure 

groups and government has put pressure on food retailers to make candy related products less 

accessible and attractive to young children. In supermarkets, these products have traditionally 

occupied a position close to the payment area. From a retailer's perspective, candy is low 

volume, low risk and high return, and therefore an attractive product category to stock at the 

payment area (Jones, Comfort & Hillier, 2006).  

 

The three basic dimensions of CSR in food retail are; human responsibility, product 

responsibility, and environmental responsibility. Jones, Comfort and Hilliers´ (2006) study 

shows that these three dimensions, are from the consumer point of view when it comes to 

decision making when purchasing. 

 

Product responsibility includes; product safety, research and development marketing 

controversies, and antitrust disputes. Product responsibility also means that all products come 

with a full and complete list of content, that country of origin is stated, that the company will 

uphold its declarations of intent and assume liability for its products. Other important categories 

include the recycling aspect, organic labelling and packaging (Jones, Comfort & Hillier, 2006). 

 

Human responsibility means that the company deals with suppliers who adhere to principles of 

natural and good breeding and farming of animals, as well as fair and positive working 

conditions and workplace environments for their own employees. Both human and work related 

responsibilities have been discussed by Maresca (2000) and Colvin (2001).  

 

Environmental responsibility has been studied by (Henderson, 2002; Maresca, 2000) and 

signifies that a company is perceived to produce environmentally friendly, ecological and non-

harmful products. It implies that a clear regiment of environmental policies exists and that 

product packaging is recyclable (Anselmsson & Johansson, 2007). 

 

Consumers who act on ethical influences do exist according to, e.g. Carrigan and Attalla (2001). 

Their research states that certain consumers actively search for information on corporate social 



14 
 

values but also that this group is in minority on the consumer market. Their results show a 

positive relationship between degree of consciousness and ethical decision-making, in other 

words; people who evaluate their own behavior and actions also tend to make more ethical 

decisions in the buying decision process (Anselmsson & Johansson, 2007).  

 

2.3.1 Consumers view of ecological products in grocery stores 

Trust is of great importance when a company is creating a relationship with their stakeholders, 

during the process of creating trust; the company is in a vulnerable position where its actions can 

be misunderstood. Trust means that a company for example must meet the expectations they 

have given in terms of promises and commitment to CSR (Castaldo, Premazzi, & Zerbini, 2010). 

Consumers don´t always believe in companies because they may have been cheated when they 

intend to buy organic products. This happens when they buy a product that they believe is 

environmentally friendly, as it has attributes similar to environmental goods, but in fact are not 

(Dahl, 2010). This phenomenon is called green washing. According to Delmas and Burbano 

(2011) green washing can have a negative effect on consumers´ and investors` confidence in 

products marketed as environmentally friendly. This reduces corporates motivation to be 

environmentally friendly. Furthermore Delmas & Burbano (2011) mean that something that 

contributes to green washing is bad information about corporate environmental spread and that 

there is uncertainty about how companies risk being penalized for green washing. Pivato, Misani, 

and Tencati (2008) argue that if a company has a strong commitment to CSR and has managed to 

communicate this to their stakeholders in a trustworthy way, the stakeholders' attitude toward 

sustainability issues are affected in a positive way. It has been shown that socially oriented 

retailers are preferred by consumers for their environmental and social initiatives that can be 

explained as a subject, which they can relate to (Pivato, et al. 2008). 

 

Previous studies made on ecological food have tried to identify the reasons why the consumption 

of ecological food occurs. It has emerged that the most common causes are usually that these 

types of food are perceived to be healthier and contain more nutrients according to consumers. 

The consumer has the perception that no chemicals are used in the production process, that 

organic farming is better from an environmental standpoint and that consumers believe that 

organic food tastes better than the conventional products (Roddy, Cowan & Hutchinson 1996). 
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The most common reasons however why consumers don't buy ecological food, is according to 

Roddy, Cowan and Hutchinson (1996) that the goods are not readily available with little product 

variety, the quality is not good enough for the customer concerned and that consumers are 

relatively satisfied with the products they currently consume. According to Arora (1982), 

consumers have a low engagement with groceries in general, to enhance their involvement it 

requires that firms better inform about the difference between products and make them more 

visible. Dahlstrand and Biel (1997) argue that environmentally conscious consumption can be 

achieved through changes in individuals’ values, which results in the fact that environmental 

impact is perceived more valuable. 
 

2.4 Buying decision process  
Traditionally consumers have focused on information about quality aspects of a product which 

can be characterized as user quality and technical quality such as functionality which can be 

individual preferences. But after media has discussed the problem with products that can be 

harmful both for the user and environment, consumer’s attitude toward quality can change so 

they now also include environmental quality. They therefore demand more information about 

how the products are produced and look for more ecological products (Imkamp, 2000). 

  
Several studies suggest that the store's image has an impact on consumers' perceptions of 

products that can generate a positive attitude (Gupta, Jain & Parmal, 2014). According to 

Richardson, Jain & Dick (1996), an attractive store atmosphere increases the sales of their own 

brands by one-fifth. A retailer’s image can thereby create an impact on customers' buying 

decisions of the store's own brands. The reason for this is because the own brands are seen as an 

accommodation center of the store's image and can therefore create a positive awareness in the 

mind of the consumers. Martenson (2007) argue that there is a mutual influence between store 

image and individual store brand, where the impact is stronger from the store to the brand than in 

the opposite direction. In other words, he believes that if you have a positive attitude towards a 

store's image, the possibility is great that you will also have a positive attitude towards its 

products.r 
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To better understand how consumers decide which products they will buy, we have chosen to 

take a closer look at the five-stage buying decision process model that you can see in figure 3. 

This model is a tool that is used to gain a better understanding for customers and their behavior. 

The model describes the process a customer goes through when it buys a product. It´s built on 

the idea that when a customer purchases a product, the purchase event as a forward-moving 

process. This means that the process starts before the actual purchase and continues even after. 

When a consumer decide what they want to buy, the five steps that they are considering are both 

consciously and unconsciously (Huarng, 2003). The model is therefore divided into five different 

stages which are need recognition, information search, evaluation, purchase decision and post-

purchase behavior. It is important to emphasize that the routine purchases based on habit or 

brand loyalty can steps be rejected or, in some cases, the steps are reversed to a different order 

(Comegys, Hannula, & Väisänen, 2006). 

 
Figure 2: The five-stage buying decision process model ((Source: Comegys, et al. 2006:338) 

 
Need recognition is the first step in the buying process and is considered as the most important 

step because a customer needs to have recognition to be willing to purchase. This is in other 

words when the customer realizes a need or want. The recognition can be triggered by either an 

internal need such for example hunger or thirst, or external need which can be an impulsive 

decision or through advertising or word of mouth for instance (Comegys, et al. 2006 & Huarng, 

2003). 
 
Information search is the second step in the process which is where consumer uses different 

channels to gather information about products. There are two levels of information that the 

consumer can use and in the first one those consumers pay attention to advertising and own 

experience or discussions about the products with the surrounding environment. In the next level, 

consumers are actively engaged and searching information by themselves about the products 

(Comegys, et al. 2006 & Huarng, 2003). 
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The third step is evolution process and this is about that consumers tend to set rules or attribute 

for the products in their choice set. These rules or attributes are the minimum acceptable levels 

that a product or brand has to possess in order for the consumer to consider the final purchase 

(Comegys, et al. 2006). They then evaluate the quality and characteristics of various products 

based on certain criteria such as product attributes, degree of importance, brand beliefs, and 

expected satisfaction. The consumer’s goal is to obtain the best quality and most benefits within 

a certain price range to get as much benefit as possible from the purchase (Huarng, 2003). 

 
The fourth step is the purchase decision and here the consumer have, after the evaluation step 

ranked the products or brands, but it´s not necessarily that the consumer will choose the highest 

rank. There are two decisions that will have an impact on the purchase decision. First there are 

the attitudes of others which can be the society or friends and they can affect the consumers 

preference ranking for a certain brand or product even if they had plan to buy something 

different. Secondly there might be some unexpected situational factors that affect the purchase 

decision, which could be that the price may have gone up or that there is an upcoming economic 

recession (Comegys, et al. 2006). 
 
Post-purchase behavior is the fifth and last step in the process and this step takes place after the 

purchase. This is an important step if a company wants to retain customers and it is therefore 

important for marketers and retailers to understand the consumer’s behavior after the purchase 

(Comegys, et al. 2006). Before the purchase, the consumer will ask him or herself “if he will like 

the product and if it is a good deal?” After the purchase he will instead ask himself “do I like this 

and was it a good deal?” Huarng  (2003) also means that a satisfied customer will tell three 

people about his experience, but a dissatisfied customer will complain to 11 people and it's 

therefore important the companies to get feedback from consumers so that they can improve both 

services and products.  

 

The post-purchase behavior can be divided into two subgroups and they are post-purchase 

satisfaction and post-purchase actions. The consumers within post-purchase satisfaction can react 

different to negative feedback which has to do with the degree of loyalty so a customer that is 

loyal has a higher acceptance level for negative feedback (Comegys, et al. 2006).  According to 

Oliver (1999)  a satisfied customer doesn’t necessarily result in a loyal customer but in the same 



18 
 

time there are other authors such as Yang & Peterson (2004) and Caruana (2002) that argue for 

that satisfaction will produce loyalty. When it comes to post-purchase actions, it looks at the 

correlation between preferences and repurchase. According to Comegys, Hannula, & Väisänen 

(2006) loyalty has a positive effect on brand preference, satisfaction has a positive effect on 

loyalty and brand preference and the strength of brand preference have a positive effect on 

repurchase intentions.  
 

2.5 Conceptual model 
The conceptual model describes the different factors that have an impact on consumers buying 

behavior. The model has been developed from the theoretical framework through summarizing 

the core themes of our theoretical discussion, which can be seen in model 4 below. 

 

The model starts with CSR in the grocery stores and the social environment to describe how it 

will affect the consumer. The grocery stores can for example affect the consumer through their 

work with CSR and the way they communicate their message and information that it can provide 

from different communication channels both verbal and non-verbal (Dahlsrud, 2008, Lindgreen 

& Swaen 2010; Mark-Herbert & Von Schantz, 2007). The social environment that will affect the 

consumer can for instance be media, friends, government and organizations (Comegys, et al. 

2006). When the consumers have created an opinion about the grocery store and the products 

that they offer, they will evaluate the buying decision together with own preferences which will 

result in a decision of purchasing an ecological or convenience product (Huarng, 2003; 

Comegys, et al. 2006). When the consumer has made the purchase, he or she will either be 

satisfied or not and can also feel loyal to a brand. These two factors will result in that the 

consumer will take a new buying decision (Yang & Peterson, 2004; Caruana, 2002; Comegys, 

Hannula, & Väisänen 2006) 
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Model 3: Consumers buying decision (Source: Own construction) 
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3. Methodology 
This section presents the survey's methodological approach. It describes the procedures for the 

survey and the collection and analysis of the empirical material. 

3.1 Research strategy 

Our study aims to understand the role of CSR and it impact on the customer.  We will do so by 

examining how customers think and act on CSR and how it can create and add value for them. In 

order to answer these questions we use a cross-sectional design which is a research method that 

according to Bryman (2011:63) often is associated with questionnaires or structured interviews. 

We have in this study used questionnaires to collect the empirical data and we therefore believe 

that the cross- sectional design fits best for this investigation. A cross-sectional design also 

involves collecting quantitative data in more than just one case during a time, this gives us 

variables which make it possible for us to identify and detect patterns among the consumers. This 

research design is therefore preferable when you should investigate, for example, an individual 

or organization where it requires several variables in order to obtain sufficient material (Bryman, 

2011:64). 

 

In the cross- sectional design, there are three approaches that can be used, the inductive, 

deductive and abductive approach. The inductive approach has empirical data as a starting point 

to gather data and information through interviews which are then processed and analyzed. Thus 

one starts on the basis of empirical data and then connects theory to what you have come to the 

conclusion (Bryman et al, 1997). With the deductive approach, it relates to reality and 

hypotheses which are then set against empirical data. The goal of this is to find out about the 

laws that exist in the specific field and if they are consistent with each other (Bryman et al, 

1997). The abductive approach means is to move between theory and empirical data to thereby 

allow the understanding to emerge gradually, this is in other words a combination of the 

inductive and deductive approach.  

 

In this study we have used the inductive approach where we first have investigated the theory so 

that we can conduct our questionnaire. After that we collect the empirical data, we then 

processed and analyzed it so that we can compare it with the theory to find differences and 

correlations. 
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3.2 Data collection  

According to Eriksson (2011:120) there are two ways that can be used to collect information, one 

way is through primary data and the other way is through secondary data. Primary data involves 

collecting new data that haven't been used before and secondary data is data whose information 

is already collected and interpreted by others (Dahmström, 2011:14). In this study we have used 

both secondary and primary data. The primary data have been collected through surveys that we 

have handed out to customers at Coop in both Stockholm and Gävle. Secondary data that we 

have used is information from Coops website, annual reports and articles. Secondary sources like 

literature and articles reveal that customers react positively to companies that do take social 

responsibility (Crosby & Johnson in 2006; Sen & Bhattacharya 2001). However, there is a gap 

that needs to be filled when it comes to how consumers actually act with regards to the 

company's CSR policy at the time of purchase. We have therefore decided to conduct surveys 

with COOP customers in two different cities, to understand how they think and act on CSR and 

also to establish if there is a difference between the two cities. These surveys are conducted in a 

quantitative approach that is a common used method in case studies. These pre-determined 

themes are chosen to get answers to the purpose and questions to this research. The advantage is 

that the interviewer can understand how people think about complex issues. (Esiasson, et al. 

2004:286; Yin 2004:179). Our purpose is to analyze how the consumer act on the CRS measures 

taken by COOP, therefore this method is preferable rather than the qualitative approach.  

 

The quantitative data was collected through questioners performed at point of purchase in two 

different Coop Konsum stores located in the cities of Stockholm and Gävle, Sweden. The 

shoppers were interviewed during Thursday afternoon, Friday before noon and during the day on 

Saturday in both cities. The reasons why we chose those days and times were because we wanted 

to include as many target groups as possible and the store managers suggested those time 

intervals. Anselmsson and Johansson (2007) collected 200 surveys in a similar study where they 

gathered data from three different stores in southern Sweden and therefore we also chose to 

collect 200 surveys to get sufficient material in order to get the highest reliable results as 

possible. The sample of interviewees was chosen at random and in total 240 questionnaires was 

received, 120 in Stockholm and 120 in Gävle so we could select 100 from each city that had all 
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the question answers completely filled out. The only question where we didn’t get 100 people in 

each city to respond was question 16, where we only received answers from 61 in Gävle and 43 

in Stockholm. 

 

3.2.1 Survey  
This study is based on a survey questionnaire which contains both open and closed questions.  

The reason to this is that the open question will make it possible for the respondent to give an 

answer with their own words which might give us information that we weren't aware of. The 

closed questions will give us information that has a direct link to our purpose and to make it 

easier for coding. (Denscombe, 2000:122-123 & Bryman, 2011:235).  

 

Likert Scale is a rating scale where respondents are asked to respond to the degree to which they 

match or not, in terms of a number of statements in the questionnaire (Bryman & Bell, 

2013:164). We used a seven-point Likert scale. Option 1 on the Likert scale represented strongly 

disagrees and 7 represented alternatives agree completely. The advantage of using Likert scale is 

that respondents easily understand how to use the scale and it doesn’t take much time to answer 

the questions. On the Likert scale questions are fixed and thus the information can be obtained 

more easily prepared for coding. The disadvantage is that respondents may tire of questions, 

known as survey fatigue as they must carefully read through all the questions and decide to what 

extent they agree or not (Bryman & Bell, 2013:164). 

 

In the design of the questionnaire, we were also careful to point out that it would only fill in one 

alternative. According to Trost (2001:79-80) it is important to clarify how the respondent should 

proceed when it otherwise have to be ignore. For example, respondents that selected multiple 

choice answers. We also used the questions where you can specify multiple response options, 

and these have been, for example, questions like; ”What influences you when to buy a product? " 

Where you then can choose Price, Organic, Quality, Media, Advertising, Offers or 

acquaintances. We have also used the "other" option in these questions if the respondent has 

another option that suits better. At the end of the questionnaire we also included more general 

questions such as gender, age and income. Finally, we have included an open question which is 

"What can Coop do to make you buy more organic products?”. The reason that we have finished 
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with these questions is because age and income may be sensitive to some and we will therefore 

not scare the respondents away in the beginning of the questionnaire (Bryman, 2011:232). 

According to Bryman (2011:233) is it also better to end a questionnaire with open question since 

many people avoid answering a questionnaire where you have to write much and it is therefore 

important to have a layout that is easy-going. 
 

3.2.2 Selection of case 
We have in our study chose to make a cluster sample where we have chosen to carry out the 

investigation at a store in Gävle respectively Stockholm which is in line with our purpose. The 

cluster sample was chosen because it is according to Bryman (2011:186) most effective when 

you want to investigate groupings within a population which in our case is Coop. This decision 

was made because we don't have sufficient time and resources to carry out a survey throughout 

entire Sweden. This may result in that we can´t generalize the study to represent the whole Coop, 

however we still think that it will give a good idea of how the consumers are acting in the rest of 

Sweden since they represent the group category of Coop customers (Bryman 2011:168). 

Denscombe (2000:25) argues that “Our time and access to field work is almost always limited. If 

we are able, we should choose cases that are easily accessible and open to our survey”. He 

means that it is just foolish to choose to do the surveys geographically far away from each other 

if there are closer options that provide the same results. We therefore think that Gävle and 

Stockholm are suitable alternatives for us because we will gather information from one big city 

and a smaller one. We probably wouldn't get a better result if we had chosen an even smaller 

city, located in southern Sweden for instance. Eisenhardt, K. M. (1989). Building theories from case 

study research. Academy of management review, 14(4), 532-550. 

 

3.2.3 Population and sample 
The criteria for our selection of company were that the company will actively work with CSR 

and that they would have done so for a substantial time period, and communicate its corporate 

responsibility to their customers. Selection of cases for the survey is not something that is done 

randomly. It is important that it has relevance to the survey questions (Eisenhardt, 1989;Yin, 

2004). Based on identifying and formulating the problem, criteria were formulated that would be 

relevant and used in the study (Eisenhardt 1989:533). 
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The Swedish food store chain Coop has a formulated CSR strategy and it all began back in 1970 

with having campaigns against littering and disposable packaging. Coop will create economic 

benefits and also make it possible for the members through their consumption to contribute to 

sustainable development for people and the environment. Differ which is a brand agency did a 

survey among the Swedish consumer in February 2014 and according to them is Coops own 

products Änglamark the greenest brand on the Swedish market (Coop, 2014).   

 

In our questionnaire we decided to focus on ecological products because the majority of the 
population already have knowledge about it in comparison to terms of CSR, since media focus a 
lot on ecological products without using the term CSR Grocerie 
.  Due to lack of knowledge among the consumers about CSR it is therefore not appropriate to 

apply the questionnaire, as the respondents may not be aware of these terms. This simplification 

of the survey questions have been made in order to prevent confusion and to allow flexibility in 

answering. We have also asked the consumers (see Appendix1) about Coop´s own ecological 

products (Änglamark) in order to investigate if Coop has successfully communicated their CSR-

work in respect to ecological products. 
 

3.3 Ethical considerations 
When we collected our surveys, we started off by introducing ourselves and informed them what 

the survey and our thesis is about. According to Bryman and Bell (2007), p 138), it is important 

that participants are fully aware of what they are involved in, and that it is optional to choose 

whether to participate or not. Since the study is not depending on the individual, we also 

mentioned that participation is anonymous to make them feel more comfortable, which also 

increases participation among respondents. Since we stood in the entrance to the stores and 

conducted the survey among Coops customers, we contacted the sales managers in the two 

districts prior. They gave us permission to contact the store managers, which we did in order to 

complete the survey. 
 

3.4 Presentation and analysis method 
We have analysed our empirical findings by presenting the answers in the chart for each 

question. We have also divided them up for both Stockholm and Gävle. Questions 1-7 in the 
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survey, we have presented in a table where we have set the average for each question and the 

standard deviation. We have chosen to present the averages because it makes easier to see if 

there is any difference between the cities. Standard deviation is a statistical measure of how 

much the different values in a population deviates from the mean. If different values are 

clustered close to the mean standard deviation is low, while values that are spread far above and 

below the mean provides a high standard deviation. In analysis we decided to combine the two 

cities in regression analysis, used for Likert scale questions 4 and 10 (see Appendix 1). The 

reason for this is that the respondents’ answers to the survey questions in Gävle and Stockholm 

were to similar each other and we could therefore not come up with any conclusion necessary to 

separate the two.  

 

We have chosen to present question 16 (table 18) in general for Coop, and not devided into the 

two cities. The reason for this is because not all respondents answered this question and we could 

therefore not come to any fair conclusions between the stores. We present the respondents replies 

in one word, where they use similar descriptions meaning the same thing, for example; ”Lower 

the price” and ”Cheaper products” we will present as ”Cheaper”. 

 

Initially we chose to use a thematic analysis and a regression analysis. The reason we chose the 

thematic analysis is because in our research we want to discover the relationships and differences 

between the two Coop stores through a qualitative approach. Bryman & Bell (2011) argue that 

thematic analysis is the most common approach with regard to qualitative data and seeks to 

identify the different themes that can be found among the respondents. We came up with two 

themes that we have used in both the empirical and analytical sections. These themes were 

developed after reviewing the material we received from the questionnaires and also the purpose 

of our study with the end result; Consumer Buying Decision and Consumers view of CSR and 

ecological products.  

 

In our questionnaire, we have chosen to use more copy based answer formats, rather than 

numerical resulting in qualitative data. We therefore find that thematic analyzing is a suitable 

approach to find synergies. We have also used linear regression analysis, which is a statistical 

process for estimating the relationships among variables. It includes many techniques for 
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modeling and analyzing several variables, when the focus is on the relationship between a 

dependent variable and one or more independent variables. Regression analysis helps one 

understand how the typical value of the dependent variable changes when any one of the 

independent variables is varied, while the other independent variables are held fixed. When we 

look for a linear model describing the relationship between our variables, we call this linear 

regression or regression analysis. What we seek is a variable that our constants deviate as little as 

possible from. We conducted our regression analysis in SPSS, version 11 to identify how our 

variables relates to one another and what conclusion can be made by the results.  

 

In the example table below showing a linear regression analysis, all variables listed in the left 

column are analyzed in comparison to the standalone variable below the table (dependent 

variable). The variables that have a positive value in the BETA (Standardized Coefficient in 

SPSS) column (only X in this case, market in red) and that also show a value higher than 0.05 

(significance value) in the column to the right, are qualified subjects to a regression analysis. We 

can then establish that the constant X does impact the dependent variable Z.  

 

 
Figure 4: Example of a linear regression analysis 

 

3.5 Method criticism 
Validity refers to the relevance of the empirical material and seeks to determine if what was 

intended to examine is what actually has been investigated (Jacobson, 2002). The respondents in 

this study have been selected on the basis that they have at least once shopped at Coop, and 

therefore we chose to collect the questionnaires at the entrance of a Coop store in each city, this 

ensures that some respondents are familiar with Coop, which was a prerequisite for the empirical 
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material to have high relevance. The authors therefore believe that the correct factor is examined 

to answer the question and fulfil the purpose of providing a good internal validity.  

The authors believe that the number of respondents generates a high quality and generalizability 

as the same amount is used in similar studies. The external validity, reliability, generalizability 

refers to how high of a study (Jacobson, 2002). The purpose of a study is rarely to achieve 

generalizability from the small sample to the large population. Instead, the generalization from 

the smaller sample to a more theoretical level, without any validity of a larger number of units of 

selection is limited. However we have made a comparison between the two cities and got similar 

results and we therefore consider it to provide a high level of credibility for Coop customers. To 

be absolutely sure that we are able to generalize the results and achieve high reliability, the 

number of surveys increases until a pattern can be interpreted in the answers and no new 

information appears (Jacobsen, 2002).  

 

We believe that we have found a pattern for Stockholm and Gävle and reliability will therefore 

be high. The purpose of this research is not to generalize the results to all consumers in Sweden, 

but to analyse how Coop's customers in Stockholm and Gävle think. Consideration has been 

given to the internal validity of both the selection process and survey construction to map 

previous research. To strengthen the validity of the survey questionnaire we tested it on different 

people (friends and family) before it was distributed to the consumers at the Coop. Despite these 

tests, we would have revised the survey if we were to make it today and the reason for this is 

primarily because the questions were designed in such a way that we have not been able to do a 

factor analysis and cluster analysis as it was our initial plan, but this was the result because of 

our lack of knowledge in SPSS. However, we could do a regression analysis instead, which gave 

us a good result when we could mix it with the thematic analysis and through there find 

relationships and patterns which still creates a high validity. What could we have done 

differently? Got the answer to all the questions in the questionnaire. 
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4. Empirical findings 

This chapter consists of the empirical findings, graphically displayed in diagrams, charts and 

tables. The intention is to, illustrate our thematic and regression analysis findings and compare 

the outcome of the surveys conducted between the two cities. 

4.1 Background of the consumers 
We have conducted a survey consisting of 16 questions where we asked a total of two hundred 

people, randomly selected at the entrance of a Coop store. The questionnaire was distributed in 

Gävle and Stockholm where one hundred people in Gävle and one hundred in Stockholm filled 

out the form, to establish if and what the differences were. As shown in figure 5, the survey in 

Stockholm was taken by 55% male and 45% female, while almost the opposite figures, 46% 

male and 54% female appear for the people who answered the questions in Gävle. In total we 

were able to get a good mix between the genders as close to 50% were represented by each sex. 

 

Figur 5: Respondent’s gender 

 
 

 

In terms of age, we were also able to get even results between the two cities which is shown in 

Figure 6 below. The average age in Stockholm was 51,37 and in Gävle 50,41. The age spread 

amongst the respondents was also of quality since most ages between 18-65+ were represented 

with an even result between Stockholm and Gävle. This outcome shows that the quantity base is 

a liable measurement for the purpose of the survey. 
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Figur 6: Respondent`s age. 

 
 

When we asked the respondents if they were Coop members (Question 1), the majority were, 

which indicates that they are regular customers and loyal to the company. Again, both cities gave 

similar results as the figures were close with 78% members in Stockholm and 85% in Gävle. 

 
Figur 7: Coop membership 

 
 

 
In figure 8 below, we can see that Coops customers in Stockholm who have participated in this 

survey have a higher income than consumers in Gävle. By adding the respondents' answers from 

each city and dividing them by the number of respondents, we obtain that Stockholm has an 

average value of 5:46, which means that they have an income of approximately 26.000-30.000kr 
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while Gävle average is 4:04 and therefore an income 21.000-25.000kr. This shows us that the 

respondents in Stockholm have a higher income than respondents I Gävle. 
 

Figur 8: Consumers net income. 

 
 

 

4.2 Consumer buying decision  
This section includes questions that are related to the decisions consumers make before, during  

and after purchases made at Coop. The first question asked was about the frequency of shopping 

at Coop. As shown in figure 9, 80% of the consumers in both Stockholm and Gävle go to a Coop 

store once or several times a week. However, we can see a difference between going once a 

week and several times a week, where more than double the amount of the consumers in Gävle 

visits a Coop store several times a week. On the other hand, almost double the amount of 

consumers in Stockholm compared to Gävle visit the store once a week. 
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Figur 9: How often the respondents go grocery shopping at Coop. 

 
 
Question 3 was; “Why do you go grocery shopping at Coop?” The main reason why people in 

both cities chose to go shopping at Coop is because of the availability and store access and figure 

10 show this high percentage, 63% in Stockholm and 80% in Gävle. The other three options are 

of minor importance when it comes to choosing Coop as the preferred grocery store, however we 

can make a note that people in Stockholm do care more about the price and assortment than 

people in Gävle. 

 
Figur 10: Why consumers buys groceries at Coop 
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We decided to import two questions in one diagram, since they relate to each other and it is 

therefore easier to get a better overview. Question 6 was: “What is most important when you go 

grocery shopping?” and question 7 was: “What affects you when you go grocery shopping?” The 

main observation besides the fact that most people in both cities are keen about quality is that 

when it comes to the buying decision, they tend to care more about price and offer. This is 

clearly shown in the figure 11, where quality is the most important factor for both cities but in 

Stockholm, people also consider the ecological assortment. When they were asked what affect 

them, we can see that the quality factor decreases and also the ecological reason but instead, 

what Coop offer have more of an impact and in Stockholm the price factor to a certain extend.  

 

Figur 11: What the consumer think is most important when grocery shopping at Coop  and what affects their 
purchase decision. 

 
 

 
Also in this case we decided to show two questions in one diagram for the same reason as before. 

These questions are about the consumers knowledge and preferences regarding Coop`s own 

brands. Coop Änglamark is their own brand for ecological products. The brand Coop is the 

option for high quality to a reasonable price. Coop Prima consists of products that are considered 

more luxury, also with a very high quality. X-tra is the cheap price option that includes products 

within all categories (Coop, 2014).Coop are very obligated to CSR efforts and according to a 

survey conducted by brand agency Differ, Coops ecological brand Änglamark was awarded first 
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place honors greenest brand on the Swedish market (Coop, 2014). According to our survey, 

figure 12 shows that the brands; Coop Änglamark, Coop and X-tra are the most recognized while 

Coop Prima isn’t too familiar in amongst people in neither Stockholm nor Gävle. As we can see 

in figure 14 people are in general familiar with the brands but don’t necessarily buy them to the 

same extend.  

 
Figur 12: Which of Coop own products are the consumer familiar with and which do they buy. 

 
  
The following findings are based on questions asked on a scale from 1-7 and are presented in 

Table 13. The two columns to the left show the average rating, while the two columns to the 

right of the table show the standard deviation. As we can see, the difference between the two 

cities ‘average is small as well as the standard deviation which indicates that they have 

responded similar.  

 
Tabell 1: The consumer`s attitude to products. 
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4.3 Consumers view of CSR  
This section includes questions asked concerning CSR, what consumers know and their 

engagement about CSR. Figure 14 shows how people gained knowledge about how Coop work 

with CSR. Two options in the survey dominated the respondents replies, the first was through 

”Media”, but most people filled out that they have no knowledge about how Coop work with 

CSR, particularly in Gävle. In Stockholm we noticed that “word of mouth” by either store 

personnel or friends and family seems to contribute to people´s awareness about Coop´s CSR 

work, more so than in Gävle. Few people gain knowledge about CSR from Coop`s website.  

 
Figur 13: Do consumers have knowledge about Coop´s CSR work and if so, how did they gain that 
knowledge. 

 
 

Figure 15 below show how the respondents replayed to the question; “Why do you buy 

ecological products?” What can be observed in figure 15 is that the two main reasons to why 

people buy ecological products are Health and Good deed, where people in Gävle care more 

about health (55%) rather than a good deed and people in Stockholm are almost equal between 

Health (40%) and Good deed (36%). Also worth mentioning is that consumers in Stockholm are 

more influenced by their friends and family, and also that media (0%) has no impact in neither 

city.  
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Figur 14: Why consumer buy ecological products. 

 
 
Figure 16 shows what ecological products people in both cities buy. They were allowed to give 

multiple answers. Consumers in both cities have similar preferences for ecological food and they 

usually buy fruit, vegetables and meat when they buy ecological products.   

 
Figur 15: Ecological products that consumer buy. 

 
 
The table below shows that consumers in both Gävle and Stockholm have an overall satisfaction 

about Coop as a company and its values. They also seem to share the comapnys´values and have 

a pretty good knowledge about ecological products. The exception is that there are people in both 

cities that have no knowledge about ecological products, as we can see in the standard deviation 

values. 
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Tabell 2: Consumers ciew of companies values and knowledge about ecological products. 

 
 

Table 18 illustrates what people wrote when we asked them to describe in their own words what 

measures Coop can take in order to get you (the respondents) to buy more ecological products. 

The number one word that people wrote was “cheaper” and they suggest that Coop should lower 

their prices on ecological products, to be the same or similar to the regular, non-ecological 

products. Other words that people often brought up include assortment and clearer exposure. 

They request more basic products to have ecological options and for the ecological products to 

be better exposed inside the store. The respondents also request better information about the 

differences between ecological and regular products.  

 
Tabell 3: Consumer`s suggestions for what Coop can do to make them buy more ecological products. 
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5. Analysis 

In the analysis section we present the connections and differences that we can identify from 

empirical data and theory. We have therefore decided to conduct a thematic analysis where we 

also have used a regression analysis in order to answer the study purpose and research question.                      

5.1 Consumer buying decision  
Our survey shows a strong loyalty for Coop and its brands. The high percentage of Coop 

members (figure 7), in both cities, as well as the frequent visits to the stores (figure 9), indicated 

that Coop has a substantial amount of post-purchase customers that have a higher acceptance 

level for negative feedback, as they remain loyal. This is also in line with Comegys, et al. (2006), 

who argues that customers who are loyal have a higher acceptance level for negative feedback. 

 

When it comes to making purchase decision, we can conclude that people in Stockholm do 

consider the ecological assortment to be something they consider prior to buying (figure 13). 

However, they find the price to be an obstacle when it comes to actually buying ecological 

products. The fact that “offers” do have an impact in both Stockholm and Gävle, can be 

explained by the unexpected situational factors that Comegys, et al (2006) argues have an affect 

on the purchase decision. Huarang, (2003), says that the reason for this is that the consumer´s 

goal is to obtain the best quality and most benefits within a certain price range to get as much 

benefit as possible from the purchase. Our study shows that consumers think that ecological 

products are of good quality, however Carroll, (1979) argues that companies have an economical 

responsibility, where they should offer good products to reasonable price. At the same time, 

Friedman (1970), argues that companies should make profit from their activities.  

 

The main reason why people buy ecological products is according to our survey the health aspect 

in both Stockholm and Gävle (figure 17). This is in line with previous studies made by Roddy, et 

al. (1996), that indicates that consumers believe that ecological food is healthier and contain 

more nutrients. Respondents to our survey buy mostly vegetables, fruit and meat (figure 16), and 

have requested that Coop should add less chemicals in the producing process (table 8). Carroll 

and Shabana (2010) argue that companies should take environmental responsibility where they 
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offer products that are not harmful for the consumers. This is also a reason, according to Roddy, 

et al. (1996) why consumers want to buy more ecological products.  

 

In our study, zero respondents claim that media has an impact on why they purchase ecological 

products (figure 15). We believe that media plays a bigger role, because they are often the 

informant of reasons why to eat healthier and the risks involved with chemical production 

processes. This is also something that Imkamp (2000), says, that media can be harmful for both 

the environment and the consumers. He also says that consumers demand more information 

about products and that is a reason that they want to buy more ecological products. 

 

In table 19, we can see there is no link that shows that by buying more organic/ecological 

products would result in more loyalty towards Coop. This could be because one does not see 

Coop as a brand that belongs to the organic category, or that they actually did not know that 

Coop has its own organic brand. Carroll (1979) and Carroll and Shabana (2010), claim that 

consumers expect that companies in general, take ethical and environmentally responsibility. It 

could also be like Huarang (2003) argues, that the consumer´s goal is to obtain the best quality 

and most benefits within a certain price range to get as much benefits as possible from the 

purchase. Comegys, et al (2006) says that the consumers are affected by opinions from friends, 

family and society in general that may impact the purchase decision. We believe that Coop can 

have the same affect on the consumer by exposing ecological products better in the stores and 

inform them about the benefits in a better way. In table 19, we can also see that the more the 

knowledge about organic products increases, the more loyal customers will be towards Coop. 

Here one can ask the question why? Maybe it's because they've seen television commercials for 

Coop where they are promoting their organic/ecological brands like ”Änglamark”. According to 

Mark-Herbert and Von Schantz (2007), it is of great importance that the message Coop want to 

communicate, is interpreted the same way by the consumers and are not changed anywhere in the 

communication process by any of the different “barriers”. These barriers could be; cultures, 

languages, distortion in perspective and the information overload, (Mark-Herbert and Von 

Schantz, 2007). 
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Table 16: Regression analyse 1  

 

 

In table 20, we can observe that knowledge about ecological products is vital and can be affected 

by the variables. B coefficients for the variables: "MyValues" "BuyEco", "FindEco", 

"CoopValues" and "LoyalBrand" are significantly different from 0 at the 5% significance level. 

We know this because their t-statistics can be compared in relation to the critical value of 1.96 

from the normal distribution probability table (two-sided test) and discover that their t-statistics 

are greater than 1.96 that can be seen in appendix 3. If the independent variable “MyValues” is 

increased by one unit, the value for “KnowledgeEco” will increase by 0,190, and 

“KnowledgeEco” will increase by 0,235 if “BuyEco” increase with one unit.  

 

We conclude that Coop should continue working on the combination of traditional marketing 

efforts such as TV commercial and print advertising. This is the first level out of the two that 

Comegys, et al. (2006) and Huarng (2003) discuss in the information search process, to get 

people to buy more ecological products and affect consumers’ values.  The second level of the 

search process, where consumers actively seek information themselves, is not easy for Coop to 

control, and our study shows that most consumers gain their knowledge through the first level of 

the information search process e.g. media, friends and family. This also supports Aroras (1982) 

study that consumers have a low engagement with groceries in general, and that the firm has to 

engage its customers to be more aware about the products. Here we can see that if Coop's 
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customers buy more organic/ecological products, awareness of organic products will increase. 

One can also see that the Customer values influence Knowledge about organic products and if 

Coop makes it easier to find organic/ecological products in the stores, the knowledge will 

increase.  

 

 
Sample size: 200  

Table 17: Gaining knowledge about ecological products. 

 

In table 21, we can see that the dependent variable “BuyEco” depends on “FindEco”, so by 

increasing “FindEco” by one unit, the value of  “BuyEco” will increase by 0,232. This indicates 

that if customers find ecological products in the store, they are more likely to buy them. If you 

also have trust for Coop, you tend to purchase more ecological products. So by increasing 

“CoopTrust”, each unit added will result in an increase by 0,267 for “BuyEco”, shown in table 

21. Coops own values are also a factor that comes into play when it comes to purchase decisions 

to buy ecological, as the parameter estimate of “CoopValues”  (-0,271) suggests. This contradicts 

Gupta et al. (2014), who argues, that the store´s image has an impact on consumers´ perceptions 

of products that can generate a positive attitude. As we established earlier in table 20, the more 

people buy ecological products the more knowledge they gain about ecological products. We can 

see in table 21 that “BuyEco” will be affected by “KnowledgeEco” and increase by 0,261. This 

indicates that it is better for Coop to focus on selling ecological products if they want to be seen 

as a green brand. 
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Sample size: 200 

Table 18: Consumers motivation to buy ecological food 

5.2 Consumers view of CSR and ecological products   
Brand recognition and brand loyalty is according to our survey something that respondents in 

both cities have filled out as strong (figure 12), for most of Coops ‘own brands. The survey 

therefore indicates that Coop has created an attractive atmosphere that increases sales of their 

own products and brands. According to Richardson, et al. (1996), this can be seen as an 

accommodation centre of the store´s image resulting in positive awareness in the mind of the 

consumers. In figure 12, se can see that close to 90% of the respondents are familiar with 

Änglamark and that almost 80% buy Änglamark products. This indicates that the price range for 

Änglamark products is reasonable for the customers, which is important according to Carroll, 

(1979), that customers require good products to a reasonable price. 

 

Our study shows that when it comes to the consumers’ knowledge about how Coop works with 

CSR (figure 14), that most respondents have no knowledge. This can be explained by 

Aroras´(1982) findings that consumers have low engagement with groceries in general and their 

work with CSR, and that companies should inform more clearly about this. The second most 

common factor is Media, which indicates that consumers don’t search for information about CSR 

themselves. They use the first level of the information search process, Comegys, et al (2006) and 

Huarang (2003). 
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In table 22, we have “CoopTrust” as the dependent variable and it´s significant with 

“CoopValues”, “MyValues” and “BuyEco”.  The regression analyse shows if Coop wants to gain 

trust, it is better for Coop to work on their own Values. The reason for this is because if 

CoopValues increases by one unit “CoopTrust” will increase with 0,287 in comparison to 

“BuyEco” that will result in an increase of 0,075 for “CoopTrust” if it increases with one unit.  

 

The regression analysis in table 22 shows that the more ecological products people buy, the 

higher the ”trustworthiness” is for Coop. Having said that Coop should work to increase sales of 

ecological products in order to increase ”trustworthiness” for Coop. 

Coop has apparently done a great job to gain trust like Castaldo, et al. (2010) argue is important 

to meet the expectations they have given in terms of promises and commitment to CSR. Delmas 

& Burban (2011) warn about the risk of losing customers that are associated with green washing 

but according to our survey, the consumers don’t believe that Coops´CSR efforts are green 

washing actions since they apparently have great faith in Coop when buying ecological products, 

which indicates that the customers trust the information about the ecological products. 

 

Table 22 also shows that Coop should work harder to convey their own values to get the trust of 

customers. This would be a way to target the minority group of people who actively search for 

information on corporate social values that Carrigan and Attalla (2001) argue about in their 

study. Increased sales of organic/ecological products means increased ”trust” in Coop. 
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However, there is no correlation between increased loyalty to the brand and an increased trust in 

Coop. This therefore means that Coop through increased loyalty to their products, will not 

increase customers' trust for Coop. This finding is according to Oliver (1999) where he argues 

that a satisfied customer doesn’t necessarily results in a loyal customer.  

 

 
Sample size: 200 

Table 19: Consumers trust in Coop 

 

Table 23 is a regression where we check on what variables affect the dependent variable ”Coop 

Values”. When a company is communicating their CSR they have to understand what 

consumer`s think is important (Mark-Herbert, & Von Schantz, 2007). This also works the other 

way around as table 23 shows that four variables in particular can affect how Coops´CSR values 

are recognized.  For each unit Coop manage to increase Customer values, Knowledge of 

ecology, To buy ecological/organic and Confidence for the Coop brand, Coops values will be 

highlighted and reach people.  
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Sample size: 200 

Table 20: Consumer values vs. Coop values 

 

Knowledge about ecological products is vital and can be affected by all variables, except 

“CoopTrust” and “TestBrand” according to the outcome of the regression analysis in table 24.  

My values and Coops´values correlate with Knowledge about ecological products. According to 

Carroll and Shabana (2010), this indicates that the customers trust Coops´work to reach people in 

an environmentally friendly manner that considers the environment in all possible ways. Our 

study also shows that if the consumers have knowledge about ecological products they buy them. 

According to Roddy, Cowan and Hutchinson (1996), the main reason why people buy ecological 

products is because they are healthier and contain more nutrients than regular products. Our 

survey showed the same correlation as our respondents have replied that the main reason why 

they are interested to know about ecological products and to actually buy them are in fact health 

reasons, showed in figure 15. Loyal Brand, also affects the knowledge of ecological products. It 

means that customers are loyal to the ecological products Coop offer, appealing to their 

preferences. In figure 7 can we se that the consumers are loyal to Coop and the reason for that 

could according to Yang and Peterson (2004) and Caruna (2002) be, that satisfaction will create 

loyalty. We can observe that the more knowledge about ecological products the customers have, 

the easier they will find them inside the stores. Also Arora (1982), argues that since consumers 

have low engagement with groceries in general, he argues that companies should better inform 

about the differences between products. He also argues that it is important to make them more 
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visible, and our research supports this as you can see in table 18, where our respondents do 

request more information and easier access to ecological products.   

 

 
Sample size: 200 

Table 21: Consumer knowledge about ecologic products 
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6. Conclusion 

This chapter gives answers to the research questions stated in the beginning and presents the 

focal points of the analysis. Furthermore this chapter includes contribution of the study and 

proposal for further research. 

6.1 Answering the research questions  
Coop has an established and communicated CSR policy but what do the consumers think about 

how they work with CSR? Does it affect them in their purchasing decision and are there 

differences amongst consumers in Gävle compared to those in Stockholm?  

 

Our findings don’t reveal any substantial differences between Stockholm and Gävle that we can 

state about their understanding for Coops work with CSR and their purchasing decision. We 

therefore draw the conclusion the consumers have the same attitudes towards CSR and buying 

decision even if they have a higher income in Stockholm. We have therefore generalized our 

findings to Coop as a company. 

 

Our research indicates a strong loyalty for Coop and its brands. Consumers do consider the 

ecological assortment a factor before buying but they find the price to be an obstacle when it 

comes to actually buying ecological products. When Coop has special offers on ecological 

products, consumers’ willingness of buying them increase. Our study shows that the reason for 

this is that they rate quality high but they find that they can buy other high quality products for 

the same price. We can find an exception when it comes to fruits and vegetables, where 

consumers believe that non-ecological products are going through chemical processes that may 

affect their health, which is a factor they do care about. Coop should consider offering a greater 

range and more categories of ecological products, to give their customers further options to eat 

green, as we conclude that consumer’s request this. The reason that most of our survey 

respondents choose to go grocery shopping at Coop is because of availability and our study 

shows that there is no link between buying ecological products and loyalty towards Coop, 

although customers are loyal, but more so to the ecological products they offer, rather than the 

company.  
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For Coop to sell more ecological products, we suggest they should lower the price. At the same 

time, they have an economical responsibility to make profit, and since ecological products can be 

expensive to produce, it may not be possible. We therefore suggest that they should lower the 

margin of profit to sell more ecological products and also contribute more to a greener society. 

 

When it comes to the consumers’ knowledge about how Coop works with CSR. Our research 

show that people in both Gävle and Stockholm don’t know enough about how and what Coop do 

in their CSR efforts, mainly because people in general don’t care about groceries but also 

because they know little about what CSR work means. The CSR efforts they do notice are not 

considered to be green washing and consumers have good faith in Coop as a brand when buying 

ecological products. We can also establish that loyal customers do not necessarily mean that they 

are trustworthy towards Coop and its brands. The ones that are familiar with Coops CSR efforts 

have paid attention to the exposure Coop gets in media. Coop could improve their CSR work by 

making efforts to reach out to their customers to better inform and make them aware about 

ecological products, its benefits and so on, both in their direct marketing but also how they 

physically approach the consumers inside the stores. Our study also shows that the better the 

ecological products are displayed inside the stores, the more people will buy them and the 

knowledge will increase. 
 
 
 

6.2 Managerial, societal and theoretical implications 
Several conclusions can be obtained from the study, which can be seen as managerial 

implications to benefit food retailer understanding on how to give the consumers more 

knowledge about CSR and have an impact on their purchases of ecological products. We can 

conclude that consumers gain their knowledge about Coop and their products from media, 

friends and family, which tell us that they are not actively searching for information. Another 

issue that we find, is that they also get more knowledge about ecological products if they buy 

more often and we also find if they got a high level of knowledge about the products, they will 

actually buy more of them. With this notion Coop should provide their customers more actively 

with information and also give them offer for ecological products so that their knowledge and 
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engagement will increase. We reveal the purchasing of ecological products improves the 

trustworthiness for Coop. However it also reveals the there is no correlation between increased 

loyalty to the brand and an increased trust in Coop. We suggest that Coop should increase the 

assortment of their own ecological products because the customers can be loyal to a brand and 

could therefore be loyal to Coop. 

 

Our study gives Coop the opportunity to create an understanding about how their customers 

think about their work with CSR and purchasing of ecological products which they can use to 

improve their goals in this area. Groceries are considered as essential and a necessity for people 

to survive, and since it is something they have to buy, this could be used to have an impact of the 

consumer’s choice of buying ecological products which can be better for the society and 

environment. 

 

The study has improved the theoretical framework by giving an understanding for how grocery 

consumers are concerned about the food retailers work with CRS and how they behave when 

they are making their purchasing decision.   

 

6.3 Critical reflections on our study and proposal for future research 
Our study was focused on two cities in Sweden, Stockholm and Gävle and our findings are 

difficult to generalize to the entire country. Perhaps by choosing more Coop stores or Coop 

stores in areas further apart would have resulted in different findings. The fact that only 

customers in two stores were included in the research makes it difficult to generalize the findings 

to include the entire country of Sweden. To formulate the survey questions was a rather difficult 

task and we think that they perhaps could have been altered to come up with other conclusions. 

We could have changed our questions to be able to conduct a factor analysis and/or a correlation 

analysis, to investigate more connections between the variables. We could also have interviewed 

store personnel and product producers to get their view on the issues concerning CSR and 

ecological products. 

 

We were able to find useful and various angles of previous research studies related to the topic, 

which made it easier to setup the theoretical framework. 
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We suggest for future research that it would be interesting to find out how the result, analysis and 

conclusion would differ if doing our study on a different food retail store and also in different 

cities or even countries. It could also be interesting to find out how the ecological food producers 

themselves actually work with CSR and how they communicate it, as well as how it is perceived 

by the consumers.  

 

6.4 Contribution of the study  
This study contributes to the food retail market from a consumer perspective, and gives a better 

insight to what extent and how CSR has an impact on the customers. It also shows how the food 

retail CSR efforts have an impact on the customers’ purchase decision making. Our study have 

focused on the food retail store Coop in Gävle and Stockholm but it can still give an indication of 

how consumers in Sweden behave and interpret CSR work within the food retail industry.  
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Appendices 

	
Appendix	1.	The	original	questionnaire	

 
Consumers purchase behavior of ecological groceries 

 
We are two students at University of Gävle who are writing our thesis paper in economics. We 
are conducting a survey regarding COOP´s corporate social responsibility (CSR) efforts where 
we are investigating how aware the customers are regarding these efforts as well as how it affect 
the purchase decision. 
  
Corporate Social Responsibility describes how company contribute to a better society and 
environment and our focus are questions related to the environment and ethics.  
  
We are grateful that you are participating in this survey and you can of course be anonymous. 
 

1. Are you a Coop member? 

 
2. How often do you go grovery shopping at Coop? 

 
3. Why do you go grovery shopping at Coop? 

 
Other_________________________________________________________________ 

4. The following statments are rated between 1-7 where 1= Totally disagree, 
and 7= Agree completely 
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5. I have gained knowledge about Coop´s CSR work through: 

 
Other________________________________________________________ 

6. What is most important when you go grocery shopping? 

 
Other________________________________________________________ 

7. Vad What affects you when you are to purchase a product?
 

Other________________________________________________________ 
8. Which of the following brands are you familiar with?? 

 
9. Which of the following brands do you purchase? 

 

 
 

10. The following statements are rated 1-7 where 1 = Strongly disagree, and 7 = 
Agree completely

 
11. Why do you buy ecological products? 

 
Other_______________________________________________________ 

12. Which of the following ecological products do you buy? 

 
Other_______________________________________________________ 
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13. What is your (Net) income?  

 
14. Gender 

 
15. Age ______ 

 
16.  Name 1-2 things that Coop can do in order for you to buy more ecological 

products? 

____________________________________________________
____________________________________________________
____________________________________________________ 
 
	
Appendix	2.	The	questionnaire	translated	into	Swedish	
	

Konsumenters köpa av ekologiska livsmedel 
 
Vi är två studenter från Högskolan i Gävle som nu gör vårt examensarbete i ekonomi. Vi gör en 
undersökning angående COOPs hållbarhetsutveckling, även kallad Corporate Social 
Responsibility (CSR) där vi vill ta reda på hur DU som kund är medveten om deras 
hållbarhetsutvecklings arbete, samt hur det påverkar dina beslut vid köp. 
 
Hållbarhetsutveckling handlar om hur företag tar ett socialt ansvar i samhället. Detta behandlar 
frågor om hur företagen till deras leverantörer påverkar den fysiska miljön, arbetsvillkor samt 
företagens värderingar. Vi har valt att i denna undersökning fokusera på ekologiska livsmedel.  
 
Vi är tacksamma för att du deltar i denna undersökning där du givetvis är anonym. 

1. Är du medlem hos Coop? 

 
2. Hur ofta handlar du på Coop? 

 
3. Varför handlar du hos Coop? 
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Annat_________________________________________________________________ 
4. Följande påstående rankas mellan 1-7 där 1= stämmer inte alls, och 

7=Stämmer helt 

 
5. Jag har fått kunskap om Coops hållbarhetsutveckling genom: 

 
Annat________________________________________________________ 

6. Vad är viktigast för dig när du handlar livsmedel? 

 
Annat________________________________________________________ 

7. Vad påverkar dig när du ska köpa livsmedel? 

 
Annat________________________________________________________ 

8. Vilket/vilka av Coops egna varumärken nedan känner du till? 

 
9. Vilket/vilka av Coops egna varumärken nedan köper du? 

 
10. Följande påstående rankas mellan 1-7 där 1= stämmer inte alls, och 

7=Stämmer helt 
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11. Varför handlar du ekologiska produkter? 

 
Annat_______________________________________________________ 

12. Vilket/vilka ekologiska produkter handlar du? 

 
Annat_______________________________________________________ 

13. Vad har du för inkomst efter skatt? (Netto) 

 
14. Kön 

 
15. Ålder ______ 

 
16.  Nämn 1-2 saker som Coop kan göra för att du ska köpa mer ekologiska 

produkter? 

____________________________________________________
____________________________________________________
____________________________________________________ 
	


