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ABSTRACT 

Aim: This study presents the relationship between marketing strategy and consumer 

behavior. We discuss how marketing strategy can influence consumers’ buying 

decision. Hence, our aim is to understand how consumers choose supermarkets for 

buying and how the supermarkets’ marketing strategies affect their buying decision.   

Method: This study was carried out by using a qualitative and quantitative research 

method. We gathered relevant information by conducting a survey on 120 consumers 

and 3 in-depth interviews with three managers from ICA, Willys and Coop 

supermarkets.   

Findings and Conclusions: Through the analysis of the survey and interview, we 

discover that price strategy is not the most important effect that can influence 

consumers’ buying decision. Our findings show that consumers will rather pay more 

attention on product quality and services of supermarkets. Also new marketing 

promotional methods such as using smart phone application (APP) has become a 

popular strategy used by supermarkets to attract and retain more customers.  

Practical Implications: Given the fact that our sample size of respondents is small, the 

study results cannot be generalized. In other words, the results may not be applicable to 

all consumer behaviors and supermarket marketing strategies. In addition, this study 

was restricted to geographical limitations. 

Originality/Value: The study results show how marketing strategy influences 

consumer behavior in supermarket industry and the factors that motivate consumers’ 

buying decision in a global context. More also, the paper fills the gaps in the related 

literatures. This thesis is a detailed research on marketing strategy for impacting 

consumer behavior in supermarkets industry.  

Keyword: Marketing Strategy, Consumer behavior, Supermarkets 
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1. Introduction 

In the introduction part, we present the background of our research in consumer 

behavior and marketing strategy. The research purpose and problem is described in this 

part as well. Next is the limitation and disposition of the study. Basically, this 

introduction chapter is an overview of the whole study.  

1.1 Background  

Due to globalization of the world market, the retail industry is characterized by severe 

competition and a high rate of failure (Ashish, 2000). The market for the retail industry 

is very competitive and market strategy needs to be involved at a functional level with 

managers to keep them motivated toward the enterprises. It is important for retail store 

to establish the right marketing strategy to hold consumers (Azar, 2011). There have 

been more people with more money to spend in retail stores (Schapker, 1966). 

Consumers are cutting out luxuries and focusing on purchasing necessities instead 

(Azar, 2011). These shoppers demand much greater variety of foods to satisfy their 

constantly increasing needs for more time-saving, convenience, and better quality 

(Schapker, 1966). So, supermarkets which are retail stores face opportunities and 

challenges today as they seek for new developing trends to differentiate them from 

competitors (Ashish, 2000).   

Consumer choice behavior can be viewed as a series of processes including selection, 

consumption, and disposal of products or services to accomplish the specific needs 

(Huang, 2009). For supermarkets, choosing the right marketing strategy influences the 

consumer choice greatly; therefore they should be concerned about the consumer 

behavior. (Baltas, et al.1997). From a consumer perspective, a supermarket needs a 

marketing strategy that can satisfy consumers’ needs in ways that would be more 

time-saving, more money-saving, and convenient. Also their strategy expectation must 

embrace better quality of goods and services with improved taste and flavor (Schapker, 
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1966). Understanding how consumers make purchases, it is apparent that choice is a 

central issue in marketing theory (Baltas, et al.1997). Considering the competition, 

supermarkets need to properly study consumer behavior for developing effective 

marketing strategy.  

1.1.1 Consumer Behavior 

An important question in consumer behavior deals with how marketing strategy such 

as commercials, pricing, role models or slogans can motivate consumers to exhibit 

specific behaviors (Veltkamp, et al, 2011). For the reason of different consumer 

preference and purchase decisions to shop in a particular supermarket, consumers 

always have several alternatives which usually differ in their quality and price (Azar, 

2011). In the consumers’ domain, consumers prefer retail brands associated with a 

thrift goal, i.e. Wal-Mart (Veltkamp, et al, 2011). As Veltkamp (2011) states, thrift gold 

makes consumers more motivated to purchase, they prefer lower-priced products to 

prestigious one. This implies that when consumers choose their ideal supermarket, the 

strategies such as pricing and promotion that the supermarket applies is of great 

importance as much as the brand image (Azar, 2011).  

1.1.2 Marketing Strategy 

Marketers have acknowledged the importance of consumer attitudes and discussed 

marketing strategy with consumer behavior (Vinson, et al.1977). In this study, we also 

want to link the consumer behavior with marketing strategy to figure out how 

supermarket strategy affects consumers’ choice.   

Most short-term supermarket strategies such as advertising, special promotions, price 

reductions, in-store promotions and displays were used to increase temporal unit sales 

of certain products (Segal & Giacobbe, 1994). Furthermore, many supermarket chains 

opened up the smaller stores in specific locations to meet consumers’ basic needs 

(Vinson, et al.1977). Moreover, targeted in-store advertising for example, Wal-Mart’s 

Smart Network features is a technologically advanced in-store television that provides 
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detailed product information and advertising on individual screens (Segal & Giacobbe, 

1994). Wal-Mart provides the smart shopping assistance. Consumers can breeze 

through stores with smart shopping carts that tabulate the products as they were added, 

and download available coupons for the products of the carts through their cell phones 

(Vinson, et al.1977). All these strategies can influence consumers’ choice.  

Supermarket is a diversified form of the traditional grocery store; it is a self-service 

shop offering a wide variety of foods, household products, organized into aisles 

(Morris, 2000). Over the past 20 years, the opening of each supermarket has caused 

certain predictable shifts in consumer choice (Bucklin, 2011). We chose three 

supermarkets in Gävle to carry out this study. These supermarkets include ICA, Willys 

and Coop. 

ICA is an association with more than 3000 independent retailers. It had the character of 

a movement when it was founded by Hakon Svensson in 1917, and ICA movement has 

been very successful in grocery retailing (Stymne, 1989). Willys is Sweden's leading 

discount chain, with 178 stores. Coop is also a huge retail chain. These three 

supermarkets occupy a guaranteed market share in Gavle and they have many chain 

stores around Europe. In this work, we study the marketing strategy and consumer 

behavior of these three supermarkets in the Gavle region. 

1.2 Purpose 

This study presents the relationship between marketing strategy and consumer 

purchase decision making. The aim of this study is to analyze the link between 

supermarket marketing strategy and consumers’ buying decisions. Further, we also 

work towards getting more information and having a better understanding of the basic 

situation in Gävle supermarkets, especially in consumer behavior and marketing 

strategies discussed the contribution of marketing strategy and also how to convert a 

great marketing strategy to competitive advantage.  
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1.3 Research Problem 

In recent years, enterprises increasingly establish their marketing strategy based on the 

consumers (He & Li, 2010). What do consumers really want? How does marketing 

strategy contribute to make consumers satisfied? 

Stable customers mean that some customers are likely to repurchase in one shop. 

Previous researches indicated that there are lots of reasons that can make them become 

stable consumers; for example, customization strategy and variety-seeking strategy and 

so on (Kahn, 1998). It shows that marketing strategy does influence consumer choices. 

Each of these strategies can increase a supermarket's market share and increase 

primary demand for the product (He & Li, 2010).  

In concrete, two questions are addressed: 

 How do consumers chose their supermarket for buying?  

 How does marketing strategy affect consumers’ buying decision? 

1.4 Limitation 

At first, there is a huge amount of literatures on the study of marketing strategy and 

consumer behavior. However, we read small but relevant part of these literatures that 

are more applicable to this study. 

Secondly, this article is a small sample study. Given the geographical limitation of this 

study, we selected 3 supermarkets in Gävle to research. Our research is focusing on 

Gävle region, thus the result the study may not be generalized. Although, ICA, Willys 

and Coop are European supermarkets, but the study cannot guarantee that our finding 

could be applicable to all supermarkets around the world. 

Despite our long term planning for the survey and interview, we managed to get 1 hour 

to interview each manager because of their busy schedule. We requested for a longer 

time interview for obtaining more vital information.   
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1.5 Disposition 

Our research thesis is in accordance with the content divided into six chapters. In the 

first chapter, we described a general overview of the research from the background, 

problem, purpose, and the limitation of the study. The second chapter gives a main 

theory structure of the entire study, so the following study will be base on this structure. 

Further, we described the methodology and the research strategy we used, the way of 

data collection and analysis, and the validity and reliability of our research. In chapter 

four, we stated the interview of the three principal supermarkets (ICA, WILLY'S and 

COOP) manager and the survey of 120 consumer in Gavle. We analysed the empirical 

data and stated the different marketing strategies of these three supermarkets and it 

how influences consumer behavior. The final chapter gives a comprehensive 

conclusion of our research with suggestions for future studies.  
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2. Theoretical Framework 

This chapter deals with the theoretical framework. It mainly consists of four parts: the 

first part is about consumer behavior and marketing strategy. We discussed two main 

ideas of our study and described consumer behavior and marketing strategy in detail.   

RFM model and SWOT model was also used to illustrate these concepts for better 

clarification. The second part is about five force model; we described the theoretical 

foundation and explain how it works. Part three is about trend forecasting, in the recent 

years. There are a lot of researches about the growing trend in retailing industry, so got 

some core ideas of the literatures and discuss them. 

2.1 Consumer Behavior and Marketing Strategy 

In this section, we introduced consumer behavior and marketing strategy by the help of 

RFM and SWOT model. The two models will be used in the analysis part. We present 

and discuss the studies from recent researches and describe the theory of the main idea 

in our study. 

2.1.1 Consumer Behavior 

Consumer behavior is the study of individuals, groups or organizations and the 

processes they use to select, secure, and dispose of products, services, experiences or 

ideas to satisfy needs and the impacts that these processes have on the consumer and 

society (Peter 1990). Obviously, behaviors refer to the physical actions of consumers 

that can be directly observed and measured by others (Rosemary, 2001). It is also 

called over behavior to distinguish it from mental activities, such as thinking, that 

cannot be observed directly (Catolu, et al. 2012). According to Peter (1990), there are 

three major factors that influence consumer behavior: environment factors, marketing 

strategy and consumer factors. 

In customer aspect, we will use RFM model to analyze it. RFM model is a well-known 
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consumer value analysis method which widely applied for market segmentation 

(Ullrich, et al. 1979). It is a behavior-based model use to analyze the behavior of the 

consumer and then make predictions in accordance with the behavior in the database 

(Wei, et al. 2011). RFM method is used for analyzing customer value. It is commonly 

used in database marketing and direct marketing and has received particular attention 

in the retail industry. Therefore, RFM model does help supermarkets to have a better 

understanding of purchase intentions of consumers.  

RFM model is composed of three measures, namely recency, frequency and monetary. 

Meanwhile, the definitions are described below (Rosemary, 2001): 

 Recency: How recently did the customer purchase? 

Recency means the last time consumers came to the store, the last time to buy products 

or services, for example, the last time when you bought a car, or the last time you went 

to a supermarket to buy breakfast or something else (Fader, et al. 2005). Therefore, 

when the last time consumers shop in supermarkets is closer to the recent time, then 

those consumers could be seen as great consumers (Wei, et al. 2011). If supermarkets 

provide new goods or services, they will replace immediately. Functions of recent 

consumption are not only to provide promotional information, but also, the report of 

recent consumer may cause soundness oversight (Liu, et al. 2011). What is more, 

recent consumer report is an important indicator of holding consumers (Wei, et al. 

2011). Consumers who bought your products or services recently, or patronize your 

stores recently are most likely the consumers who will buy your products or services 

again (Cheng, et al. 2010). Furthermore, it is easier to attract the consumer who is 

shopping in your supermarkets recently (Rosemary, 2001). Marketers always like to 

use powerful marketing concepts to establish long-term relationships with customers 

instead of selling products only, and customers will continue to keep touch with 

consumers, as well as win customer loyalty (Fader, et al. 2005). 

 Frequency: How often do they purchase? 
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Frequency of consumptions means that during a limited period, how many times did 

the consumers purchases goods and services? We can say that, the frequent customer is 

also the customer with higher satisfaction and loyalty (Liu, et al. 2011). Increase in 

customers’ procurement time means that you can get market share from competitors 

and increase revenue (Ullrich, et al. 1979). 

 Monetary: How much do they spend? 

It means how much the consumers spend in the supermarket at once. This is the 

fundamental data of all databases (Ullrich, et al. 1979).  

Recency, Frequency and Monetary are the components that make it easy for measuring 

consumer value (Rosemary, 2001). Actually, these three indicators fully demonstrate 

the impact of consumer behavior on the marketing strategy, of which, the recency is 

the most powerful predictor (Cheng, et al. 2010). General model like CRM focuses on 

the analysis of the consumer contribution; however, RFM emphasizes that, customers 

are distinguished according to consumer behavior (Wei, et al. 2011).  

2.1.2 Marketing Strategy 

Marketing strategy is a process that can allow an organization to concentrate its 

resources on the optimal opportunities with the goals of increasing sales and achieving 

a sustainable competitive advantage (Tung, 2012). Business strategy is the same as a 

wide range of branches that draft and maintain a profitable commercial enterprise in an 

environment. For supermarket remains a competitive industry, it is really important to 

establish a proper marketing strategy. As well as, SWOT analysis can help 

supermarkets plan better in converting their weaknesses to strengths. The acronym 

SWOT stands for strengths, weaknesses, opportunities and threats, which are the 

traditional means used to help figure out the current situations of supermarkets 

objectively and accurately (Valentin, 2001). As figure 1 shows, they suggest by listing 

favorable and unfavorable internal and external particulars, based on the current 

situation of supermarkets to establish suitable marketing strategy that would achieve 
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their purpose on winning more customers and market shares (Myron, 2000).  

Figure 1. Conceptual Structure of the SWOT Framework 

 Internal Factors External Factors 

Favorable Factors   Strengths  Opportunities  

Unfavorable Factors Weaknesses  Treats  

Resource: Myron, L. (2000). Marketing Literature Review, Journal of Marketing, Vol. 64, No. 4, 

pp. 110-121 

 

SWOT analysis is a structured planning method used to evaluate the strengths, 

weaknesses, opportunities and threats involved in a project or in a business strategy 

(Valentin, 2001). 

 Strengths: characteristics of the business or project that give it an advantage over 

others. Mature marketing model is strengths for the supermarkets industry. 

 Weaknesses: weaknesses are characteristics that place the team at a disadvantage 

relative to others. All the supermarkets are facing the problem in lack of employee. 

 Opportunities: these are business circumstances that could be exploited to be an 

advantage. Customers desire for much greater variety of foods to meet their 

satisfactions, this is an opportunity for all supermarkets. 

 Threats: elements in the environment that could cause trouble for the business or 

project. They are faced with the threats like market saturation.  

Generally, marketing strategy is a requirement to meet supermarket demand effectively, 

and the key to achieve the goal is paying more attentions on research in consumer 

behavior, cracked the black box between consumer mind and enterprise strategy (Lee, 

et al. 2011). Consumer behavior as an important branch of marketing specializes on 

making managers of a firm realized the process of consumer decision making and learn 

how to meet their needs (Peter, 1990). Based on the study of consumer behavior, we 

can get better advantage using marketing strategy for supermarket. 
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2.2 Five Force Model 

We used Michael Porter’s five forces model to analyze the market opportunity of these 

three supermarkets. It has been considered a standard tool for the analysis of industry 

attractiveness, basic assumptions and the state of competition in an industry (Lee, et al. 

2011). Porter talk about five major forces that can determine opportunity in an industry 

and this includes… the bargaining power of customers, bargaining power of suppliers, 

threat of new entrants, threat of substitute’s products and services, and rivalry among 

firms in the industry (Woodruff, et al. 1996).  

 Buyers can negotiate to get a lower price, increase cost. This is regarded as a 

threat. 

 The bargaining power of suppliers is the ability of suppliers to raise prices or 

reduce the quality of inputs. 

 Entry barriers sources include economies of scale, brand loyalty, cost advantages, 

customer switching costs, initial capital requirements, government regulation and 

so on. 

 Similar needs of customers can be adapted to different industries or companies 

providing products or services. Customers’ similar needs can be met in different 

industries or companies providing products or services, thus it is a threat to the 

enterprise itself. 

 Intense competition among enterprises and profitability will constitute a powerful 

threat against one another. 

Market opportunity analysis always means a process manager to understand consumers, 

markets, and opportunity (Woodruff, et al. 1996). The external data is not enough to 

analyze a market, thus, we used this model to analyze market opportunity of 

supermarkets. 
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Figure 2: Market Forces   

 

 

 

 

 

 

 

Resource: Woodruff, R. B. and Gardial, S. F. (1996), Know your customer: New approaches to 

understanding customer value and satisfaction, Blackwell publishers Inc. 238 main street, 

Cambridge Massachusetts 02142 USA. 

2.3 Types of Marketing Strategy  

In this part, we discuss researches on types of marketing strategy. This includes Market 

positioning, Promotion and Brand development. 

If a customer has a fantastic impression on a supermarket product, design, reputation 

and trademarks, it would increase the consumer's word of mouth advertising. Also, it 

will become an intangible asset from a brand (Bucklin, 2011). Based on this, it is easier 

to for customers to persuade other people to buy and become regular customers, which 

in turn will reduce the burden on enterprises. Therefore, the supermarket's marketing 

strategy must seize the customer, establish consumer centric management and the   

customers will bring greater benefits to the enterprise (Koufaris, et al. 2001). 

In the fierce market competition, the supermarket which can seize the customer 

satisfactions and establish consumer centric management will be able to get an 

invincible position in competition and win more customers (Koufaris, et al. 2001). 
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2.3.1 Market Positioning 

In most European countries, the supermarkets’ market positioning is quite obvious 

(Uhlenbruck, et al. 2006). Supermarkets will continue applying the guide role of the 

market segments to identify the market position (Reddy & Holak, 1991). For example, 

in the neighborhood supermarket chains, they will focus more on the fresh food, 

whereas some other supermarkets concentrate on providing the new products and 

developing green products constantly. In other words, supermarkets have to find a 

suitable market position (Uhlenbruck, et al. 2006).  

2.3.2 Promotion 

Promotion is an important factor in marketing strategy that contains the major tools to 

stimulate and attract consumers to buy more particular products or services (Bucklin, 

2011). As well as promotion is a communication activity, essentially marketers send 

out all kinds of information to their various target consumers as a means to influence 

consumers’ attitudes and behavior (Rick & Imran, 1999). There are five elements in the 

promotion which includes… personal selling, advertising, sales promotion, direct 

marketing and publicity (Bucklin, 2011). 

Previously, despite all supermarkets see promotion as an important element of 

marketing strategy used for attracting consumers, the consumers are still unsatisfied 

(Bucklin, 2011). As a result of the above statement, managers have to choose a suitable 

promotional technique. In the future, supermarket manager would choose a suitable 

promotional technique at the right time to make them unique and differ from other 

competitors. It can help supermarket attract more consumers effectively and increase 

the sales substantially as a successful supermarket promotion (Rick & Imran, 1999). 

Hence, membership cards, APP promotion and other innovative ways of promotions 

will become the popular promotion approach. 
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2.3.3 Brand Developing 

Supermarkets to establish and develop their own brand show that brand effect is an 

intangible property (Alba, et al. 2011). Supermarkets produce their own brand products 

to increase brand image (Richardson, et al. 1994). Specific brand merchandises can 

fully meet consumer needs whether in off-season or peak-season. Therefore, 

supermarket brand products with high potential will rapidly develop its own brand 

product (Alba, et al. 2011).  

Supermarkets can take advantage of their own brand products to add value and create 

brand image, as well as stimulate consumer purchase behavior and improve consumer 

loyalty (Richardson, et al. 1994). In addition, there is an intense competition in 

supermarket industry as managers want to achieve the purposes such as lower purchase 

cost, provide satisfied products to consumers by developing and operating its own 

trademark merchandises (Alba, et al. 2011).  
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3. Methodology 

In this chapter, we introduce the quantitative and qualitative approach which we used. 

For data collection, we handed out questionnaires to 120 consumers and interviewed 

three supermarket managers. We present the reliability of our data and the validity of 

our whole research.  

3.1 Quantitative and Qualitative  

In general, research method can be divided into two broad categories; they are 

quantitative approach and qualitative approach. The term quantitative refers to a type 

of information based on quantities or quantifiable data (Derek, 2007). Qualitative 

refers to descriptions or distinctions based on some quality or characteristic rather than 

on some quantity or measured value (Jorge, et. al. 2005). We distinguished these two 

methods by function when it was applied in data collection. It is important for a 

research method to be connected with its purpose for proper coherence and clear 

direction of the study.  According to the purpose of this study which is to discover the 

influence of marketing strategy on and what motivates consumer buying decision, we 

try to integrate qualitative and quantitative techniques, in order to complete our 

research. 

3.1.1 Quantitative Approach 

The quantitative data can be measured in length, height, area, volume, weight, speed, 

time, temperature, humidity, sound levels, cost, members, ages, etc. (Gagnon, 2010). 

We used a quantitative approach to collect the data in the questionnaires. In our 

research, in order to test the large sample of consumer's reaction to marketing strategy, 

we design a questionnaire to test and measure customers. Using the quantitative 

approach, we want to figure out which factors are the most important when customers 

choose the ideal supermarkets as well as determine the effect of marketing strategy.  



 19 

3.1.2 Qualitative Approach 

As we have gained insights and ideas about the subject matter, we choose to do an 

exploratory research. Qualitative research in a long-standing tradition is considering 

being exploratory. It focuses on collecting amounts of primary data by asking 

questions or observing behavior (Hair, 2000). This applies to our situation: limited by 

time and place, small samples and limited to the sampled respondents. Obviously, most 

advantage of qualitative is both economical and timely. And it plays a critical role in 

identifying marketing problems (Derek, 2007). But the limitation of samples also is the 

disadvantage; the result can’t be used in every supermarket. We did an in-depth 

interview with three managers for Ica, Coop and Willys to get relevant information on 

what marketing strategy these supermarkets use.  

3.2 Data Collection  

We applied two methods in the data collection. Firstly, we distributed some 

questionnaire to 120 respondents. Then, we designed an interview questions to three 

managers of each supermarket to understand their marketing strategy. 

3.2.1 Questionnaire 

We designed questionnaires to gather useful information from supermarket consumers. 

The questionnaires were designed to be a structured-undisguised type. It is most 

commonly used in marketing research (Hair, 2000). Questions of this type will have a 

clear purpose and the respondents are limited to replies. At the time and place limited, 

we chose 120 respondents, and the samplings were evenly distributed in the three 

supermarkets and the University of Gävle. Within a specified margin of error, we used 

probability sampling in which the results achieved may be extended to the target 

population. That is why we chose to use probability sampling to collect our 

information. Considering language problems, we designed this questionnaire both in 

English and Swedish. Customers complete this questionnaire in 2 minutes. The 
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questionnaire is also present on Appendix I.  

3.2.2 Interview  

According to Churchill (2005), it could be difficult to obtain the cooperation of 

respondents for an in-depth interview because it will take a long time. Fortunately, we 

got a good communication with the managers and they gave us about one hour for the 

interview. In modern society, more people concerned about the quality of goods and 

services that supermarket provides. The supermarket choice does not only depends on 

the supermarket's goods and services, but also on the variety of marketing strategies, 

customer own preferences and many other factors. We intend to get more information 

through the interviews.   

In-depth interviews always lack structure and are highly random; therefore we 

prepared questions which we initiated with higher interview skills. Interview skills 

include interpersonal communication and listening skills (Hair, 2006). We tried to 

make the interview more comfortable and free. Some easy but essential questions were 

chosen to be asked. Then we saw the advantages of depth interview: flexibility. The 

question-and-answer process gives us the flexibility to collect information not only 

from questions that we prepared.  

In the interviews, the purposes are: 

 Getting more information about retailer market; 

 Helping us have a better understanding of the basic situation of the Gavle 

supermarket market; 

 Helping supermarkets meet customers’ demand better;  

 Helping the supermarket to develop an appropriate marketing strategy, and gain 

more customers, 

 Supermarkets can get more recognition and trust from major customers.  
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 The supermarket also can improve them constantly. 

In order to ensure the effectiveness of the investigation, we have also done a lot of 

preparatory work to help us gain a comprehensive and thorough understanding of 

marketing strategy in supermarkets. In addition, we will give detail information about 

our interviews. 

Table 1: Basic information on the interviews  

 ICA COOP WILLYS 

Manager Fredrik Inga Lars 

Interview Date  25/03/2013 18/03/2013 21/03/2013 

Interview Place Ica in Satra  Coop in City Centre Willys in Satra  

Interview Method Face-to-Face Face-to-Face Face-to-Face 

Interview Time One hour  Fifty Minutes  Seventy Minutes  

3.3 Reliability and Validity 

In reliability and validity part, we describe the meaning of reliability and validity, and 

explained the process we followed to make our study is reliable and valid.  

3.3.1 Reliability  

Reliability depends a lot on validity. For example, if a data is valid, then it is reliable 

and vise versa.  Although there could be cases where a data is reliable and yet may or 

may not be valid. The reason for this is because reliability does not account for 

systematic error (Churchill, 2005). 

Mixed methods can be defined as a research with more than one method. To achieve a 

reliable research, we use made use of different methods. These methods include the 

quantitative and qualitative research methods integrated with the behavior and 

marketing strategy of the supermarket. Both quantitative and qualitative research 

methods have strengths and weaknesses (Eisenhardt, 1989). Quantitative research 
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always asking some questions such as how much to buy, how often to go, and causal 

relationships between variables. Qualitative research is more appropriate for studying 

consumer behavior in a natural setting (Molina-Azorín, et al. 2011). The mixed 

methods will be more time-consuming and so on, but with it we can be more confident 

that our results are reliable and valid (Niglas, 2004).  

3.3.2 Validity 

This part ensures that the data collected is accurate and the conclusion is reasonable. 

This could be achieved by ascertaining the effectiveness of data collected in three ways 

which includes: predictive, content and construction. 

 Predictive validity 

Predictive validity is used to forecast the performance criterion. This type of validity is 

determined by the connection between the measure and criterion. If the connection is 

superior, it can be said that the measures have predictive validity (Churchill, 2005). 

 Content validity 

Content validity focuses on the adequacy with content. Sometimes it is known as “face 

validity” because the assessment is by looking at the measures. We have to appoint 

what the variable is and is not, by examining the literature to determine how the 

variable has been defined and used previously (Churchill, 2005). 

 Construct validity 

Construct validity lies at the very heart of scientific and pragmatic progress, and very 

difficult to establish. It requires adequate samplings. We should consider the question: 

“Does it behave as expected? Does it fit the theory or model relating to the 

constructs?” (Churchill, 2005) 

Throughout the study, we can see the correlations between two measures of the same 

concept even the method is different of which in this case (three supermarkets in Gävle, 
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Sweden) with a rigorous structure. We are trying to link relationship between consumer 

behavior and marketing strategy by adequate samplings and accurate information. So 

we can guarantee the study we did have validity. 
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4. Empirical Study 

We divided the empirical study into three parts: survey and interview, presentation of 

the companies and survey study. In survey and interview, we introduce the basic 

information about our questionnaires and interviews. Further, we gave some primary 

information about the three supermarkets. The last part is about the study of the survey.   

4.1 Survey and Interview 

In the empirical study, we finished it in two parts; survey by consumers and interview 

by the managers of ICA, WILLYS and COOP. We introduced the basic circumstances 

of the survey by consumers and presented seven questions.  

4.1.1 Survey 

In the survey, we designed a questionnaire (Appendix I) in English and Swedish and 

selected 120 customers to fill the questionnaire randomly. 120 questionnaires were 

divided into four parts and completed in four locations respectively. Four locations are 

COOP, WILLYS, ICA and University of Gavle. Furthermore, the analysis is according 

to the result of questionnaires, so we did the survey on spot.  

According to our research, valid questionnaires are 114 and the effective rate is 95%. 

The male is about 54%，female is 46%. They complied with the requirements of the 

questionnaire and provided effective and useful data for the research. 

4.1.2 Interview 

We interviewed three managers from COOP, ICA and WILLYS. The time of every 

interview is about an hour. In the interview, we got much valued information; seven 

questions were prepared. (The question details are mentioned in the Appendix II) 

No doubt, managers give us much valued information, as well as, we tried to link our 

theoretical study with practice through the interview. 
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4.2 Presentation of the Companies  

We present the basic information about the three supermarkets - ICA, WILLYS and 

Coop in this part. These three supermarkets are the main cases in our research.  

4.2.1 ICA 

In Sweden, ICA Sverige AB operates in about 1,350 retail stores in 2009. In Gävle, 

they have 7 retail stores. The stores have different profiles depending on location, 

range of products and size (Ica, 2013a): 

 ICA Nära ("ICA Nearby")—Convenience-type stores for daily retail needs.  

 ICA Supermarket—Mid-size supermarkets, located near where customers dwell or 

work carrying a wide range of products.  

 ICA Kvantum—Superstores for large, planned purchases. Large spaces allocated 

for traffic and parking. Typically located outside of the cities.  

 MAXI ICA Stormarknad—Hypermarkets with a full range of groceries as well as 

fashions, homewards, entertainment and electrical. Smaller stores do not offer the 

fashion and electrical ranges while the largest stores also have a DIY and 

gardening department.  

Each store owns and operates separately, but operations are being coordinated within 

the group and all feature ICA brand products (Erber, 1996). In our study, the type of 

ICA store we visited is ICA Supermarket. During 2009, ICA Sverige AB had sales of 

59 billion SEK (excluding VAT). A major ICA location is in Västerås, where they have 

a logistics center (Asplund & Friberg, 2002). Since 2001, ICA has run a series of 

television commercials featuring the staff and customers of a fictional ICA store and as 

of September 2010 approximately 320 commercials have aired (Erber, 1996). 
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4.2.2 WILLYS 

Willys is Sweden's leading discount chain, with 178 stores, of which 46 are Willys 

Hemma. And two stores in Gävle. Willys is the food store for price conscious 

customers, featuring a wide product selection and a rich offering of innovative 

products (Hedstrom, 2013). Willys offers its customers "Sweden's cheapest bag of 

groceries". Today they have about 6,000 employees working to provide customers with 

Sweden's cheapest bag of groceries (Scholz, 2013). 

Willys Hemma is the sister chain of Willys and like the Willys is the low prices 

downtown (Willys, 2013a). The Willys Hemma is where you can shop really cheap and 

near from your home. 

Through environmental initiatives and an attractively priced range of organic products, 

Willys adds further value by also offering "Sweden's cheapest bag of organic 

groceries" (Scholz, 2013). Large households and families with children are Willys' 

priority customer categories. Willys Hemma is a smaller version of Willys. Willys 

Hemma aims to be the natural choice for cost-conscious customers who want to meet 

their daily shopping needs close to home (Hedstrom, 2013). 

4.2.3 COOP 

Coop Norden was a pan-Scandinavian retail chain. It was based in Sweden and owned 

by three major cooperative retail companies (Follin & Fransson, 2013):  

 Sweden's KF (42%),  

 Denmark's FDB (38%) 

 Norway's Coop NKL (20%) 

During its years of operation, Coop Norden ran around 1,000 stores and had a yearly 

turnover of approximately SEK 90 billion. In 2007, the parent companies decided to 

dissolve the arrangement and in January of 2008, operation and ownership of the retail 

chains returned to the national cooperatives (Coop, 2013a). 
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Coop Forum is a Swedish hypermarket (combined supermarket and department store) 

chain. The brand is owned by Coop Butiker och Stormarknader AB, who also runs 

most of the stores (Follin & Fransson, 2013). Some stores are run by regional 

cooperative societies through an agreement with Coop. 

The chain was two types of their story: created through the conversion of many B&W, 

Robin Hood, Prix and Obs! Stores into the Coop Forum format in addition to new 

openings (Asplund & Friberg, 2002).  The Coop has 

 Coop Forum 

 Coop Bygg 

The largest Coop Forum stores carry a full hypermarket range including groceries, 

clothes, home wares and electrical goods; the smaller stores are more compact selling 

only a full range of groceries and a selection of home wares (Wikipedia, 2013a). Many 

Coop Forum stores also have a branch of Coop Bygg attached. Coop Bygg is a small 

DIY store. 

4.3 Survey Study 

In a survey study, we concluded the data we got, made some icons and describe it. We 

also gained some value information for analysis. Below are the type questions we had 

in our questionnaires with graphical illustrations of data collected. 

 Question 1: Gender 

In the first question, the male is about 54%，female is 46% so we can see that the male 

customs are more than female. 

 Question 2: Which supermarket do you often shop? 

In this question, we can see, in total that 47% of consumers shops at ICA, and 37% of 

the consumers also shops to Willys, but there are only 16% consumers who shops at 

Coop. Therefore, ICA is the most popular supermarkets with most customers in Gävle. 
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 Question 3: How often do you go to supermarket? 

 

Answering this question, we want to understand consumer behavior in how often they 

went to supermarkets. And we find out that 57% of consumers went to supermarket 

once in 2-3 days, and 31% of consumers went to the supermarket about once in a 

week . Other 12% of the customs go to go to shop about once in two and a half weeks 

or a month. Most of the consumers go to the supermarket every 2-3 days. 

 Question 4: What is the most important thing when you choose the supermarket? 

 

We give seven options to the consumer, and 32% of consumers think that suitable price 

is the most important thing, and 30% of the consumers think the quality of the goods is 

the most important. Something else, 21% will choose the supermarkets by thinking the 

position of the supermarkets, as well as, 11% of the consumers focus on the type of 

goods. The other 7% customers think the promotion and environment are important. 

Therefore, we can say that the price and quality of the goods are the first factor for the 

consumer to choose the supermarkets. 

 Question 5: What is your favorite promotion? 
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Promotion is an important marketing strategy for supermarkets. The results of our 

survey are: 

 44% of the consumers like the bargain price; 

 27% customers prefer the promotion way of buy one get one free; 

 14% of the consumers think the return of the cash is the best promotion way; 

 4% customers are fond of the point redemption; 

 11% customers gave us more ideas such as the half price and all free if you get 

some lucky number. 

Overall, bargain price is the most popular promotion approach.   

 Question 6: if you want to buy food which supermarkets will you choose? 

In this question, we try to understand which supermarket's food is the most popular and 

we found out that: 46% customers always buy food from Willys; 43% buy from ICA 

and 11% of consumers buy food from Coop. Given the stated information, we can say 

that Willys' food is the most widespread in Gävle. 

 Question 7: Which supermarkets will you choose if you want to buy the daily 

necessities? 

In this question, we try to understand which supermarket's daily necessities are most 

popular. We found out that: 41% of customers always buy daily necessities in Willys, 

41% buy from ICA and 19% of consumers buy from Coop. So we can see that Willys 

and ICA’s daily necessities are most popular in Gavle. 

 Question 8: In service, which supermarket do you like best? 
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Above is a diagrammatical illustration used for comparing data about services among 

the three supermarkets. 47% of the consumers like the service in Willys best; 38% 

likes ICA and 15% consumers like Coop's service. 

Overall, the Willys is the best in service. 

 Question 9: In price, which supermarkets do you like best? 

 

The above diagram compares the price between the three supermarkets. 66% of the 

consumers like the price at Willys best, 28% likes the price at ICA and 6% consumers 

like Coop's price. Overall, Willys is the best in price. 

 Question 10: In the good’s quality, which supermarket do you like best? 

 

The above diagram compares the good's quality between the three supermarkets. 36% 

of the consumers like the good's quality in Willys best; 41% consumers think Ica is the 

best in good's quality and 23% consumers like Coop. Overall, ICA is the best in 

service. 

 Question 11: which supermarket do a great job in a full range of goods? 

Compare the full range of goods between the three supermarkets. 
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 47% of the consumers think Willys' foods is full; 

 40% customs think Ica is the best in a full range of goods; 

 13% consumers believe Coop does the best job. 

Overall, Willys is the best in the full range of the goods. 

 Question 12: In position and environment, which supermarket do you like best? 

Compare the position and environment between the three supermarkets. 

 38% of the consumers like the position and environment in Willys best; 

 44% customs think ICA is the best in position and environment; 

 18% consumers like position and environment of Coop. 

Overall, the ICA is the best in service 

4.4 Interview Study 

We will analyze the interview with these questions. 

 Can you do some brief introduction about your firm? 

The location of the Coop which we visited is in Gävle city center and they have 23 

employees. The manager wants to provide the freshest food to the consumers. To 

achieve this purpose, they provide the fresh and hot lunch to the customers at 

11am-1pm every day. Coop has about 5000 consumers per month and every customer 

spends 200-500SEK per time. 

The Willys store we visited is located in Satra Gävle and their slogan is "Sweden's 

cheapest bag of groceries". They commit to provide the cheapest goods to consumers. 

In this Willys, they have 28 employees, and 10 for part-time job. As well as, they have 

full of products. 

The ICA store we visited is also located in Satra Gävle. In the introduction, we read 
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that there are ICA types of ICA supermarkets. The ICA we studied is one of the four 

Supermarkets and they have 35 employees, 27 full time employees and 8 part time 

employees. ICA is the local supermarket which is an advantage because many 

indigenous people like to shop there. 

 How many branches do you have in Gävle? 

 Coop has five branches in Gavle; 

 Willys has two branches in Gavle; 

 Ica has seven branches in Gavle. 

 Can you tell me some marketing strategy about your supermarket? (Including 

communication strategy, pricing strategy and channel strategy) 

Coop manager thinks the communication strategy is important and they did a lot of 

work on it. Their work includes providing the paper advertising every week. On the 

paper advertising, it gives the information about the price of the goods as well as the 

discount they provide every week. The manager also believes it has great effects. In 

addition, she thinks the price is not the most important thing in what consumers care 

about. She also believes the location of the supermarkets is the significant factor. Coop 

is located in the city center with a huge customer flow. 

Willys’ manager thinks the pricing strategy is the most significant marketing strategy. 

Obviously their slogan is "Sweden's cheapest bag of groceries", so they did many 

works to provide the lowest price to customers, especially in logistics. The same as 

Coop, they all consider the paper advertising is a great way to do the promotion. Willys 

publishes the advertising in the local newspaper every week. Of course, advertising 

also provides information about the price and discount of goods. Five years ago, they 

tried to make the advertising on television, but it did not work out well, so they give up 

on it. Manager of Willys also did something in channel strategy. For example, they pay 

much attention on laying the supermarket, like where to put the meat in, where to put 

the vegetables in and which kind of goods put in front and so on. Actually they did a 
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lot of work in the marketing strategy. 

The ICA manager talked about what they should do to make themselves better. They 

publish the advertisement in the local newspaper. The same as the Willys, they want to 

provide the cheapest price. In common, these three supermarkets think television 

advertising is useless for them and paper advertising is better. 

 What is the main promotion way in your supermarket? 

Coop main promotion way is member card which involves registration with your 

personal number and passport, and then you can get one member card for free. Every 

week, Coop will provide different discount for their members. 

The main promotion way in Willys is giving the discount to customers. Actually, 

Willys also has their own member card and use the promotion technique of buy one for 

one free. The managers think the different products should have separate promotion 

ways. The special thing is that they have their own App, and consumers who download 

this App will get the special price as well. This promotional method is following the 

time and very popular with young people. In our opinion, we think that this   

promotional method will develop well in the future. Willys is leading the supermarkets 

in using this promotional method. ICA also has different promotion approach in 

different goods. However, comparing with other two supermarkets, they did not do that 

much work on promotion.  

 Compare with the other two supermarkets, what is your advantage and what is 

your disadvantage? 

Table 2: The advantages and disadvantages of three supermarkets 

 Coop 

Advantages Disadvantages 

The location is in the city center; The parking is not convenient to the consumer; 

They provide the fresh lunch every day; The supermarket is not big enough. 

They provide the freshest food in Gavle.  
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Willys 

 

Ica 

 

 What do you think is the most need of the customer? 

Coop manager considers what the custom wants is not the lowest price, but the fresh 

food. On the other hand, Willys manager thinks that providing the lowest price can 

satisfy the customer; and ICA manager thinks that they should provide more types of 

consumer products. 

Advantages Disadvantages 

The price is the cheapest in Sweden; A few parking spaces; 

They are professional and do a great job in logistics; The layout of them is too long 

They have large-scale;  

The full of goods.  

Advantages Disadvantages 

They also provide the low price; The parking is also the problems for them; 

Ica is the largest supermarkets in Sweden; Lack of staffs.  

Location is well.  
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5.Analysis 

This chapter is an analysis of the marketing strategy and consumer behavior. Firstly, 

we analyze the current situation of consumers and supermarkets based on the results of 

questionnaires and interviews. Furthermore, we did some market opportunity analysis 

based on the theory. In the final part of this chapter, we explained some developed 

trend of retailing industry from the three supermarkets (ICA, Coop, Willys) in Gävle.  

5.1 Current Situation 

The current situation will be analyzed in two parts. First part is the consumer current 

situation. We analyzed what the consumers think about, how they make the final 

purchase decision and their current needs. The second part is about the supermarkets 

current situation analysis. In this part, we analyzed the data derived from the 

interviews with the three managers of the supermarkets, point out some marketing 

strategies the supermarkets using now. 

5.1.1 Consumer Current Situation (RFM) 

Recency indicates the last time a consumer bought an item (Wei et al. 2011). 

According to Wei, et al (2011), when the last time consumers shop in a supermarket is 

closer to the recent time, those customers should be seen as great customers. We did 

the survey in the supermarkets and the consumers we interviewed are of high loyalty. 

When we did the survey at Willys and Ica, it took an hour to finish 30 questionnaires 

and two hours in Coop. Data collected shows that Willys and ICA did great in recency. 

Frequency means how often consumers in the recent period buy (Wei, et al. 2011). 

Increasing frequency customers means that you can get market share from the 

competitor and increase revenue (Ullrich, t al. 1979).  

We discover that most customers often go to the supermarket about 2-3days. 

Customers always want to balance price, quality of product and comfortable service of 
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supermarkets. Moreover, customers want a convenient position and bargain price as 

well. They like Willys but they often go to ICA, because Willys is located in outskirt 

thereby far away from city town. Monetary represents how much goods customers buy 

the last time (Wei, et al. 2011). The Monetary is related to the business secret of 

supermarkets and consumers, so we cannot do detail researches about monetary. 

Nowadays, consumers are going to seek a higher value in satisfying their needs. They 

are not only buying a product, but also considering about the survey and brand of the 

supermarkets. 

5.1.2 Supermarket Current Situation (SWOT)  

The competition is becoming increasingly global and intense thereby gives more 

choices to customers (Tung, 2012). Supermarkets managers desire to find the best way 

to manage their enterprises (Peter, 1990). SWOT model can help to analyze the current 

situation of supermarkets as it is the foundation for them to establish the marketing 

strategy.  

 Strengths: Characteristics of the business or project that gives it an advantage over 

others (Valentin, 2001). Coop strengths are: it is located in the city center and they 

provide fresh lunch every day. Willys think their price is the cheapest in Sweden 

and they are professional with job in logistics; For Ica, they think location and 

price are their strengths, as well; Ica is the largest supermarkets in Sweden. 

 Weaknesses are characteristics that place the team at a disadvantage relative to 

others (Valentin, 2001).Parking problems are the common weakness for these 

three supermarkets. What is more, Coop thinks their supermarket is not big 

enough. Willys also think the layout is a weakness. Ica's defect is lack of staffs.  

 Opportunities: Elements that the project could exploit to its advantage (Valentin, 

2001). Myron (2000) said customers have demanded on much greater variety of 

foods to satisfy their need, this is the opportunities for all the supermarkets. In our 
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study, we also found consumers who are searching for better services and 

environment for supermarkets. There is an opportunity for these three 

supermarkets to meet customers’ satisfaction as much as possible. 

 Threats: Elements in the environment that could cause trouble for the business or 

project (Valentin, 2001). There are some small retailing stores that were opened 

near from the residences area. In the interview; the three managers think that this 

is a threat to them. 

We can see, these three supermarkets understand themselves deeply, because they have 

chosen suitable ways to operate and promote their goods and services. Furthermore, 

they all understand the importance of consumers and try to focus more on and meet 

customers’ needs.   

5.2 Market Opportunity Analysis  

According to Woodruff, et al (1996), market opportunity analysis means the process 

managers follow to understand consumers, markets, and opportunity. A business 

common pursuits are three overall marketing objectives- gets customers, keep 

customers and grow customers. The difference of these three objectives depends on the 

marketing strategy they used to ascertain how supermarkets can deal with today’s 

dynamic markets. As the model by Porter, we analyzed the market opportunity of three 

supermarkets in the following five perspectives: 

 Bargaining power of customers 

Three supermarkets all gave a suitable price for consumers, but it depends on their 

situation. Although in some products, they may give different prices, but in most 

situations they use the standard pricing strategy with attractive promotion strategy to 

attract customers. Anyway, the supermarket has an unfixed pricing and it cannot be 

changed, so under normal circumstances, there are no effects on bargaining power of 

customers. 
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 Bargaining power of suppliers 

From this perspective, the product price in supermarkets depends on the price that 

suppliers give the supermarkets. Every retailer wants to buy the product at the lowest 

price as the bargaining power of suppliers can decide a lot of things. Willys, Ica and 

Coop have the same suppliers. However in most cases, there is no big difference in 

supply price. Willys has their own logistics chain to a certain extent and it can help 

them reduce costs. Bargaining power of suppliers can determine basic price of products 

in supermarkets. 

 Threat of new entrants 

By talking about the new entrants, we have to say that Gävle is a small market with 

three giant supermarkets and a lot of retail stores. It is quite difficult for new entrants to 

enter this market. However, their competitors may not be the big retail supermarkets. 

On the contrary, some small stores near the residential area could be their competitors. 

According to the ICA manager, as a result a new Tai store opened in Campus, they loss 

some consumers. They should give some discount and keep innovating for holding the 

consumers. The Willys manager, he also said that, they are not afraid of new entrants 

because of their solid foundation in Gävle and the help of innovation to gain 

advantages in competition. What ICA could do to improve as much as possible… 

 Threat of substitute products and services 

There are many retail stores in Gavle, but they only provide snacks, cigarette, and 

some daily services. This cannot be a threat to the supermarket. So the threats come 

from themselves. Anyways, those retail stores make them lose some consumers, but 

this could be handled properly as they also possession of a large number of the market 

shares. In this situation, what they should do to improve the quality and variety of 

product and their service. 
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 Rivalry among firms in the industry 

Willys is not located in the city center, but it has a great environment and sundry 

products. ICA has a convenient position-located near living-area and ICA also can 

provide the lowest price in Gavle. COOP is located in the city center, so they cannot 

have a discounted price, but has the most convenient position. These three 

supermarkets understand themselves and each other in deeply, as we know, the Willys’ 

manager worked in ICA for 10 years before, so he knows ICA very well. Furthermore, 

he said that there is no conflict as they also can gain many market shares in Gävle, and 

they can compete in a harmony environment. Learning from each other, improving 

themselves as soon as possible, providing better products and services to consumers. 

Rivalry among firms in the industry presents a harmonious state in our case. I believe 

this kind of competition can not only promote development of the three supermarkets, 

but also can promote the development in supermarkets industry in Gavle and satisfy 

customers better.  

Generally, cooperation is the most important thing in a small market. The managers 

need to consider the relationship between consumer behavior and marketing strategy in 

order to develop a common sense to each interaction (Peter, 1990). All these three 

managers are not satisfied with what they had gained now and they want to do better as 

well as find the suitable marketing strategy to gain more consumers and provide better 

services to consumers. 

5.3 Marketing Strategy Analysis 

In marketing strategy analysis, we combine the recent researches with our study to 

analyze the marketing strategies used by supermarkets to attract and retain customers: 

 From self-centered to customer-centered 

Koufaris, et al. (2011) said supermarkets over-emphasize corporate profits and brand 

image, while ignoring consumer value and needs. In our opinion, the supermarket 
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customer-centric business philosophy has not yet fully formed. They tend to focus too 

much on the pursuit of profits, but neglect of customer satisfaction. Willys always 

adhere to the tradition of "everyday low prices", establish the business strategy in 

low-cost, low-price, high-quality and high service. This is a common requirement of 

all consumers. If a customer is not satisfied, the supermarkets may lose this customer 

permanently, even more, the consumer may also complain to other consumers, causing 

resentment of other consumers. Lee et al. (2011) also said, if a customer has a fantastic 

impression on brand's product, design, reputation and trademarks, which is equal to 

establish the consumer's word of mouth advertising, it will become an intangible asset 

for supermarkets.  

 Diversity competition  

In Rao’s (2009) research, they find the simple price advantage was gone and the 

competition is more complicated. For the reason of homogeneity of goods and the 

quality of goods it is a magic weapon for supermarkets to gain a competitive advantage. 

Therefore, Coop manager said that they do not care too much about price; rather they 

want to provide the better service to consumers. Steven & Kristy (2002) also find 

consumer psychology from the "affordable" in past trend to "happy shopping" even to 

"enjoy the shopping" "experience shopping" in today.   

 Fuzzy positioning changes to the characteristics positioning  

Reddy & Holak (1991), Uhlenbruck (2006) all said, the supermarkets should identify 

the market position. In our thesis, we think those three supermarkets did a great job in 

it. WILLYS choose daily home buyers as their targets and many of their products are 

large package. ICA targets low-income customers and the price is relatively low. 

COOP’s target customers are positioned as urban office workers, providing daily 

necessity to them and building the supermarket in downtown where traffic is 

convenient. 

 Modernization promotion 
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In Johnson’s (2012) opinion, consumers feel dissatisfied with the promotion and 

managers has to choose the suitable promotion way at right time. They also make them 

unique and differ from other supermarkets. All three managers think membership card 

is a good way to promotion. A membership card is not only as a consumer shopping 

price pass, it also establishes a bridge between consumers and supermarkets. Either 

now or in the future, in order to be successful, it is necessary to establish complete 

customer file information, including all historical shopping information, resume, or 

even personal preferences, in order to strengthen contact with him (Reynolds & Olson, 

2001). Moreover, Willys creates a smart phone App for promotion. In the App, the 

consumer can know about discount as well as get information about Willys. I think this 

will be a popular and modern way in promotion especially in young generation.  

 Integration of  logistics 

Allen (1997) said, supermarket prosperity must have a strong support because it is the 

distribution center. Supermarket chain through a unified distribution center, centralized 

purchasing, centralized inventory, focus on transportation. According to the needs of 

each chain, unified distribution is thereby saving operating costs. Wassenhove (2006) 

also think efficient distribution center can help supermarket reduce the cost effectively 

and replenish their stocks quickly. Supermarkets must focus on building an integrated 

logistics system. Willys has distribution center by themselves, but Coop and ICA has 

not.  

 Relationships with suppliers turn to competition and cooperation 

Supermarkets relationship with suppliers has become increasingly complicated. 

Supermarkets managers are searching a new way to get along with suppliers (Peter, 

1990). In our opinion, supermarkets have to cooperate with the suppliers closely, get 

more merchandise information and other relevant information.  

 Supermarkets brand products 
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Supermarkets can take advantage of their own brand products to add value and create 

brand image, as well as stimulate consumer purchase behavior, improve consumer 

loyalty (Richardson, et al. 1994). Linking to our empirical study, we found, Ica, Willy's 

and Coop all produce their own brand products, and the managers told us, it can gain a 

big amount of profit. The developing the supermarkets brand products will continue. 

There are more and more kind of products will be produced by supermarkets in the 

future. 

 The combination of localization and internationalization 

Culnan (1993) thinks that the global competition will change our lifestyle. 

Supermarket managers will change their marketing strategy to adapt the new 

environment as well (Hair, 2006). Therefore, supermarket managers think that in order 

to adapt the global environment, must careful analysis the real need of customers. In 

our opinion, supermarkets should continuous learn and innovate in marketing strategy, 

creating their own operating characteristics to achieve the development in competition 

as well as have a deep understand of customer demand. 
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6. Conclusions 

Our study shows that, marketing strategy can influence the consumer behavior greatly. 

The managers have to deeply understand the consumer and their behavior. Also they 

must fully grasp consumer's internal psychological factors like needs, motivation, 

personality, attitude and learning. Furthermore, they must grasp their purchase 

decision-making process as well as analysis of external factors, based on that 

information. Managers can make sure marketing management is based on a scientific 

basis.  

We concluded our study in two parts, contributions and suggestions. In the 

contributions, we described some new views in our study. In suggestions, we gave our 

suggestions for future study.  

6.1 Contributions 

Through our study, we found new factors that influence consumers’ buying decision 

which are quite different from previous research. Firstly, in the previous research, they 

think the price is the main orientation that can influence consumer decision making 

(Alles & Datar, 1998). However in the study, we found price is not the only element 

that the consumers care about. Consumers pay more attentions on the services, and the 

quality of the product now. Secondly, we do not think so because in these three 

supermarkets, only Willys has their own distribution center, but Coop and ICA also 

developed well. Furthermore, the external delivery service is not only professional but 

also can save costs. Thirdly, in promotion, we found out a new way that can help 

supermarkets gain more attentions. This is phone App, and it is really popular in young 

generation, and convenient as well as innovative. Finally, In our opinion, supermarkets 

should identify their market position, like these three supermarkets in Gavle, WILLYS 

choose daily home buyers as their targets, ICA targeted to low-income customers, the 

price is relatively low, and COOP’s target customers are positioned as urban office 
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workers. They identify their market position, and they can develop harmony in the 

same area. 

Finally, we found that consumers consider other effects like environment and services 

of supermarkets when they choose the supermarkets for buying. They will balance all 

elements of supermarkets before they make the purchase decision. In addition, the 

marketing strategy of supermarkets is the main effect that can influence customer’s 

decision. For example, Coop manager consider price strategy is not the most important 

strategy, so those customers who do care about the price will not choose Coop to 

shopping.  

6.2 Suggestions  

For supermarkets to meet consumers’ need, they need have a better understanding of 

consumer decision making process. The first problem that consumers will face is 

identifying the needs. What marketing strategy can influence it? This means that the 

first step is consumers should reason out their needs, then, the consumer will collect 

information and based on the information to make a buying decision. So the 

supermarkets should do something to influence consumer decision through this process. 

They need to give more information to customers and consumer will base on that 

information to make decision.  

In future study, the researcher should consideration these things. At first, consumers 

had known about these supermarkets and already have their own choice how to let 

them keep the decision or change the decision. Second, consumer behavior and 

marketing strategy is a wide range of topics, so they should how to subdivide it and 

make it clear. Third, we need to recognize several shortcomings in our study because 

of the limitation of time and place; we should try to solve this problem in future study. 

Finally, we should do the qualitative and quantitative research to make the thesis more 

reliable. 



 45 

References 

Websites 

Coop.com[2013a]Coop Company’s global expansion,[Online],Available: http://www

.coop.ch/pb/ite/homepage2012/node/72813936/Lde/index.htmlsupermarket/[4.

Mar.2013] 

ICA.com[2013a]ICA Company’s global expansion,[Online],Available: http://www.ic

a.se/varor-btiker/vara-olika-butiker/ica-supermarket/[4.Mar.2013] 

Willys.com[2013a]Willys Company’s global expansion,[Online],Available: https://w

ww.willys.se[4.Mar.2013] 

Wikipedia.org[2013a]Wikipedia Company’s global expansion,[Online],Available:htt

p://en.wikipedia.org/wiki/ICA_AB [21.Apr.2013] 

 

Books 

Churchill, G. A. And Iacobucci, D., (2005). Marketing Research, Methodological 

Foundations, Ninth Edition, Melissa S. Acuna, the United States of America 

Gagnon, Y. (2010). The case study as research method: a practical handbook. 

Infoscan Collette-Quebec, Printed in Canada. ISBN 978-2-7605-2455-2 

Hair, J, Bush, R. and Ortinau, D., (2000). Marketing research: within a changing 

information environment, Revised international edition, McGraw-Hill 

Publishing Company, Avenue Americas, New York ,NY,10020. 

Hair, J., Bush, R. and Ortinau, D., (2006). Revised international edition: Marketing 

Research, Within a Changing Environment, Third edition, The McGraw-Hill 

Company. 

Peter, P., (1990). Consumer behavior and marketing strategy, McGraw-Hill 

Publishing company, UK.P393-394 

Reynolds, T. J. and Olson, J. C., (2001). Understanding consumer decision 

making:The means-end approach to marketing and advertising strategy, 

Lawrence Erlbaum Associates,Pulishers Mahwah,New Jersey, London. 

Rosemary,V., (2001). Rdetail product management: Buying and merchandising, 

Routledge, simultaneously published in the USA and Canada.  

Stymne, B. S., (1989). Information technology and competence formation in the 

swedish service sector:An analysis of retail strategy and development of the 

finance sector. The Economic Research Institute at the Stockholm School of 

Economics. 

Woodruff, R. B. and Gardial, S. F., (1996). Know your customer: New approaches to 

understanding customer value and satisfaction, Blackwell publishers Inc. 238 

main street, Cambridge Massachusetts 02142 USA. 

 

Articles: 

Alba, J. W., Broniarczyk, S. M., Shimp, T. A.,Urbany, J. E., (2011). “The influence 

http://www.coop.ch/pb/site/homepage2012/node/72813936/Lde/index.htmlsupermarket/%5b4.Mar.2013%5d
http://www.coop.ch/pb/site/homepage2012/node/72813936/Lde/index.htmlsupermarket/%5b4.Mar.2013%5d
http://www.coop.ch/pb/site/homepage2012/node/72813936/Lde/index.htmlsupermarket/%5b4.Mar.2013%5d
http://www.ica.se/varor-butiker/vara-olika-butiker/ica-supermarket/%5b4.Mar.2013%5d
http://www.ica.se/varor-butiker/vara-olika-butiker/ica-supermarket/%5b4.Mar.2013%5d
https://www.willys.se/%5b4.Mar.2013%5d
https://www.willys.se/%5b4.Mar.2013%5d
http://en.wikipedia.org/wiki/ICA_AB
http://en.wikipedia.org/wiki/ICA_AB


 46 

of prior beliefs, frequency cues, and magnitude cues on consumers' perceptions 

of comparative price data”. Consumer research. Vol.21 Issue 2,pp.219-235 

Alles, M. and Datar, S., (1998). “Strategic Transfer Pricing”. Management Science. Vol. 

44, No. 4 , pp. 451-461 

Allen, B., (1997). “The Logistics Revolution and Transportation”. Annals of the 

American Academy of Political and Social Science. Vol. 553, No.2, pp. 106-116 

Ashish, S., (2000) “Understanding supermarket competition using choice maps”. 

Marketing Letters. Vol. 11, No. 1, pp. 21-35. 

Asplund, M. and Friberg, R., (2002). “Food Prices and Market Structure in Sweden”. 

The Scandinavian Journal of Economics. Vol. 104, No. 4 (Dec., 2002), pp. 

547-566  

Azar, O. H., (2011). “Relative thinking in consumer choice between differentiated 

goods and services and its implications for business strategy”. Judgment and 

Decision Making. Vol. 6, no. 1, pp. 176-185 

Baltas, G., Doyle, P., and Dyson, P., (1997). “A Model of Consumer Choice for 

National vs Private Label Brands”. The Journal of the Operational Research 

Society. Vol. 48, No. 10, pp. 988-995 

Bucklin, L. P., (2011). “Competitive impact of a new supermarket”. Marketing 

research. Nov67. Vol.4 Issue 4,pp356-361, 2 charts, 1 Graph,1 Map. 

Catolum, I., Gardan, D. A., Geangu, I. P., (2012). “Customer loyalty-Specific 

features of retail activity in bucharest”. Annales universitatis apulensis-Series 

economica. Vol. 14 Issue 1 ,pp278-285, 8p,2 Diagrams. 

Chapman, C. J., Steenburgh, T. J., (2008). “An investigation of earnings 

management through marketing actions”. Working papers-Harvard business 

school division of research, Vol.3, no.1, pp53-54. 

Cheng, L., Chen Ja-Shen, and Chang Che-Wei, (2010). “Mining implicit patterns of 

customer purchasing behavior based on the consideration of RFM model”. 

Journal of Business Management. Vol. 51, No. 2, Promoting Business Ethics, pp. 

129-141 

Culnan, M. J., (1993) ""How did they get my name?":An exploratory investigation 

of consumer attitudes toward secondary information use”. Mis quarterly. Vol. 

17 Issue 3,pp341-363,23p,1 Diagram,9 Charts. 

Derek, A. R., (2007). “A Centennial Celebration for Quantitative Genetics”. Evolutio. 

Vol. 61, No. 5 (May), pp. 1017-1032 

Eisenhardt, K.M. (1989). “Building Theories from Case Study Research”. Academy of 

Management Review. 14(4): pp532–550 

Erber, J., (1996). “The Arditti Quartet at the ICA”. Tempo. New Series, No. 195 (Jan., 

1996), p. 34 

Fader, P. S., Hardie, B. G. S. and Lee K. L., (2005). “RFM and CLV: Using Iso-Value 

Curves for Customer Base Analysis”. Journal of Marketing Research. Vol. 42, 

No. 4, pp. 415-430 

Follin, S. and Fransson, V., (2013). “The Impact of Gender and Age on Customer 

Loyalty - A Quantitative Study of Swedish Customers’ Experiences of A Loyalty 

Program”. Marketing. Urn:nbn:se:lnu:diva-28596 

http://journal.sjdm.org/
http://journal.sjdm.org/


 47 

Gomez, B. G., Arranz, A. G., Cillan, J. G., (2006). “The role of loyalty programs in 

behavioral and affective loyalty”. Consumer marketing. Vol.23 Issue 

7,pp387-396. 

Hedstrom, C., (2013). “Mind the Gap - Corporate External Communication in 

Swedish Food Retail Earth and Related”. Environmental Sciences. 

Examensarbete vid Institutionen för geovetenskaper, ISSN 1650-6553; 132 

urn:nbn:se: uu:diva-208913 

He, H. and Li, Y., (2010). “Consumer evaluation of technology-based vertical brand 

extension”. European Journal of Marketing. Vol. 44 Issue 9/10, pp1366-1383, 

Huang, J. J., (2009). “Revised behavioral models for riskless consumer choice”. The 

Journal of the Operational Research Society. Vol. 60, No. 9 , pp. 1237-1243 

Johnson, H., (2012). “‘Genuine Jersey’: Branding and Authenticity in a Small Island 

Culture”. Island Studies Journal. 7 (2): pp235-258.  

Jorge, V., Dowkiw, A,, Faivre-Rampant, P. and Bastien, C., (2005). “Genetic 

Architecture of Qualitative and Quantitative Melampsora larici-populina Leaf 

Rust Resistance in Hybrid Poplar: Genetic Mapping and QTL Detection”. New 

Phytologist. Vol. 167, No. 1, Plant Environmental Adaptation (Jul), pp. 113-127 

Kachelmeier, S. J. and Towry, K. L., (2002). “Negotiated Transfer Pricing: Is Fairness 

Easier Said than Done?”. The Accounting Review. Vol. 77, No. 3, pp. 571-593 

Kahn, B. E., (1998). “Dynamic relationships with customers: High-variety strategies”. 

Journal of the Academy of Marketing Science. Winter 1998, Volume 26, Issue 1, 

pp 45-53 

Koufaris, M., Kambil, A. and LaBarbera, P. A., (2001). “Consumer Behavior in 

Web-Based Commerce: An Empirical Study”. International Journal of Electronic 

Commerce. Vol. 6, No. 2, pp. 115-138 

Lee, H., Kim, M. and Park, Y., (2011). “An analytic network process approach to 

operationalistic of five forces model” Applied Mathematical Modelling. Volume 

36, Issue 4,pp.1783–1795 

Lee, T. R., Liao, Y. C., and Li. J. M., (2011). “Marketing strategy of fishery products 

for supermarkets and farmers' markets in Taiwan”. Food Products Marketing. 

Vol.17,Issue 4,pp.420-440 

Liu, W. J., Duan, S. Y., Yang, X. and Wang, X. F., (2011). “Determination of 

customer value measurement model RFM index weights”. African Journal of 

Business Management . Vol. 5(14), pp. 5567-5572, 

Mello, J. E., Theodore, P. S., Terry L. E., (2008). “A Model of Logistics Outsourcing 

Strategy”. Transportation Journal. Vol. 47, No. 4, pp. 5-25 

Molina-Azorín, J. F., López-Gamero, M. D., Pereira-Moliner, J. and Pertusa-Ortega E. 

M., (2012). “Mixed methods studies in entrepreneurship research: Applications 

and contributions, Entrepreneurship & Regional Development” An International 

Journal. 24:5-6, pp425-456 

Morris, T., (2000). “My Supermarket”. The American Scholar. Vol. 69, No. 1, pp. 

37-48 

Myron, L., (2000). “Marketing Literature Review”. Journal of Marketing. Vol. 64, No. 

4, pp. 110-121 

http://link.springer.com/search?facet-author=%22Barbara+E.+Kahn%22
http://link.springer.com/journal/11747
http://link.springer.com/journal/11747/26/1/page/1


 48 

Niglas, K., (2004). “The combined use of qualitative and quantitative methods in 

educational research”. Tallinn. Tallinn Pedagogical University Press. 

Rao, V. G., (2009). “Effect of sales promotions on consumer preferences- the 

moderating role of price perceptions and deal proneness(A study of FMCG 

products)”. Management. Vol. 6 Issue 1,p1-18 

Reddy, S. K. and Holak, S. L., (1991). “The Effects of Market Structure Characteristics 

on Competitive Reaction Intensity: A Longitudinal Analysis,Marketing Letters”.  

Consumer Decision Making and Choice Behavior. Vol.2,No. 3, pp. 293-308 

Richardson, P. S., Dick, A. S. and Jain, A. K., (1994). "Extrinsic and Intrinsic Cue 

Effects on Perceptions of Store Brand Quality". Journal of Marketing. pp. 28-36  

Rick, L. A., Imran, S. C., (1999). “An experimental investigation of scanner data 

preparation strategies for consumer choice models”. Research in marketing. 

22(3) pp. 319-331. 

Schapker, B. L., (1966). “Behavior patterns of supermarket shoppers”. Journal of 

Marketing. Vol. 30, No. 4, pp. 46-49 

Scholz, K., (2013). “Carbon Footprint of Retail Food Wastage, A Case Study of Six 

Swedish Retail Stores”. Environmental Science. Urn:nbn:se:slu:epsilon-s-2561 

Segal, M. N., Giacobbe, R. W., (1994). "Market Segmentation and Competitive 

Analysis for Supermarket Retailing". International Journal of Retail & 

Distribution Management. Vol. 22 Iss: 1, pp.38 - 48 

Tung, J., (2012). “Key success factor in implementing marketing strategy in tourism 

industry”. Pakistan journal of statistics. 28 5, p645-p651 

Tzong-Ru, L., Jiun-Hung, L. and Xiang-ting, S., (2010). “Retailing logistics and sale 

operation strategy for uncertainty demand due to the effect of consumers' 

motives in promotion of sport marketing events”. International journal of 

management and enterprise development. Vol.8 Issue 3,p1-1 

Uhlenbruck, K., Hitt, M. A. and Semadeni, M., (2006). “Market Value Effects of 

Acquisitions Involving Internet Firms: A Resource-Based Analysis”. Strategic 

Management Journal. Vol. 27, No. 10 pp. 899-913 

Ullrich, R. L., Jernigan, M. C. and Adams, L. M., (1979). “Induction of Lung 

Tumors in RFM Mice after Localized Exposures to X Rays or Neutrons”. 

Radiation Research. Vol. 80, No. 3, pp. 464-473 

Valentin, E. K., (2001). “Swot Analysis from a Resource-Based View,”. Journal of 

Marketing Theory and Practice. Vol. 9, No. 2, pp. 54-69 

Veltkamp, M., Custers, R. and Aarts, H., (2011). “Motivating consumer behavior by 

subliminal conditioning in the absence of basic needs: Striking even while the 

iron is cold”. Journal of Consumer Psychology. Volume 21, Issue 1, pp 49–56 

Vinson, D. E., Scott, J. E. and Lamont, L. M., (1977). “The role of personal values in 

marketing and consumer behavior”. Journal of Marketing. Vol. 41, No. 2, pp 

44-50 

Wassenhove V., (2006). “Humanitarian Aid Logistics: Supply Chain Management in 

High Gear”. The Journal of the Operational Research Society. Vol. 57, No. 5, pp. 

475-489 

Wei, J. T., Lin, S. Y., Weng, C. C. and Wu, H. H., (2011). “Using RFM Model in a 



 49 

children's dental clinic for market segmentation”. Journal of Business 

Management. The 11th International DSI and the 16th APDSI Joint Meeting, 

Taipei, Taiwan, July 12–16 

Woodside, A. G. and Uncles, M. D., (2005). “How behavioral primary interacts with 

short-term marketing tactics to influence subsequent long-term brand choice”. 

Advertising research. Vol. 45 Issue 2, p229-240 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 50 

Appendix I Questionnaire 

 Survey of Gavle's supermarkets 

Thank you for supporting our survey, and this survey is a Non-profit program, it is 

research about the academic issues. Thank you again and the best wishes for you. 

Tack för att du stödjer vår undersökning, och denna undersökning är ett 

icke-vinstdrivande program, det är forskning om akademiska frågor. Tack och bästa 

önskningar till dig!   

 

1、 Gender (Kön)  

A、 Male (Man)  

B、 Female (Kvinna)  

 

2、 Which supermarket dio you most often go to? 

    Vilken mataffärer går du oftast till?  

A、 COOP 

B、 ICA 

C、 WILLY’S 

  

3、 How often have you been to the supermarket? 

   Hur ofta går du till mataffärerna?  

A、2-3Days (2-3 Dagar i veckan)  

B、A week (Varje vecka)  

C、Half a mouth (Varannan månad)  

D、A month (Varje månad) 

  

4、 What is the most important thing when you choose a supermarket? 

    Vad är det viktigaste när du väljer ett snabbköp?  

A、 The quality of the goods (Kvaliteten på varorna)  

B、 Suitable price (Lämpligt pris)  

C、 Position of the supermarket (Placering av snabbköpet)  

D、 Environment of the supermarket (Placeringen av snabbköpet)  

E、 The type of goods (Typen av varor)  

F、 Promotions (Kampanjer)  

G、 Others (Övrigt)   

 

5、What is your favorite promotion? 

   Vilken är din favorit marknadsföring?  

A、 Buy one get one free (Köp en och få en gratis)  

B、 Bargain price (Fyndpris)  

C、 Points redemption (Pöänginlösning)  
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D、 The return of cash (Avkastningen av kontanter)  

E、Others (Övriga)   

 

6、Which supermarket will you choose if you want to buy the food? 

   Vilken stormarknad du kommer att välja om du vill köpa maten?  

A、 COOP 

B、 ICA 

C、 WILLY’S 

 

7、Which supermarket will you choose if you want to buy the daily necessities? 

  Vilket stormarknad kommer du att välja om du vill ha de dagliga förnödenheterna?   

A、COOP 

B、ICA 

C、WILLY’S 

  

8、In service, which supermarket do you like the best? 

   I tjänsten, vilkne stormarknad gillar du bäst?  

A、COOP 

B、ICA 

C、WILLY’S 

 

9、In price, which supermarket do you like the best? 

   I pris, vilket stormarknad gillar du bäst?  

A、COOP 

B、ICA 

C、WILLY’S 

 

10、In the good’s quality, which supermarket you like best? 

    I god kvalitet, vilken stormarknad du gillar bäst?  

A、 COOP 

B、 ICA 

C、 WILLY’S 

 

11、Which supermarket do a great job in full range of the goods? 

    Vilket stormarknad gör ett bra jobb i hela skalan av varorna?  

A、 COOP 

B、 ICA 

C、 WILLY’S 

 

12、In position and environment, which supermarket you like best? 

    I position och miljö, som stormarknad du gillar bäst? 

A、 COOP 

B、 ICA 

C、 WILLY’S 
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AppendixⅡ Interview Question List 

 

 Can you do some brief introduction about your firm? 

 How many branches do you have in Gavle？ 

 Can you tell me some marketing strategies about your supermarket? (including 

communication strategy, pricing strategy and channel strategy.) 

 What is the highest promotion way in your supermarket? 

 Compare with the other two supermarkets, what are your advantage and 

disadvantage? 

 In your opinion, what is the most demand from customer? 

 In your opinion, how do you link marketing strategy with consumer behavior? 

 


