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Abstract
Background:

Agricultural activities occupy a significant part of the world’s land area and the
food systems are comprehensively reliant on fossil fuels, resulting in that the
sector is responsible for a large percentage of the world’s greenhouse gas
emissions. Changes are needed in order to meet the challenges of developing
sustainable food systems. One change strategy would be to replace parts of
animal proteins with greener plant substitutes. This thesis is part of a four-year
transdisciplinary research project with the aim to, within four years, develop
domestically produced products based on Swedish legumes. This paper will
focus on exploring significant components affecting health-conscious
consumers’ attitudes and purchase intentions regarding legumes-based
products. By the thesis, valuable information and insights regarding legumes as
a protein substitute will be gathered amongst the growing consumer group of
health-conscious consumers.

Purpose:

The purpose of this study is to explore the attitudes regarding legumes, and
underlying key components affecting health-conscious consumers purchase
intentions towards legume-based products. Additionally, two research
questions have been developed to reach valuable findings for this investigation.

Method:

A qualitative methodology has been adopted in order to fulfil the purpose of
this study. The qualitative data has been collected through in-depth interviews
amongst health-conscious consumers. To explore attitudes and purchase
intentions regarding legume-based products, an abductive research approach
was used with encouraging questions to promote discussion and develop new
theory. To adequately reach the desired target population, a non-probability
judgemental sampling technique was employed.

Conclusion:

The empirical findings suggest that six factors are affecting health-conscious
consumers’ attitudes towards legumes, namely; knowledge, taste, subjective
norms, perception of nutrition, trends and interest in food. Subsequently;
price, availability, appearance and curiosity was shown to affect intentions to
purchase legume-based products. The empirical evidence suggests that the
found factors are interrelated with one another, however, since this study did
not aim to uncover relational patterns between the factors, it was not examined
how and to what degree the interrelations appear.
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Introduction

______________________________________________________________________
The introductory chapter will provide a general introduction to the research topic. Throughout this chapter, a
sufficient background and problem discussion will be covered explaining why the topic is of relevance.
Furthermore, the purpose and its related research questions are stated. Lastly, the contribution followed by
key terms interpreted in the thesis will be mentioned.
______________________________________________________________________
1.1

Background

With an increasing population and an unprecedented pressure on the environmental and
agricultural resources, our globe is facing a massive challenge (Foley et al., 2011).
Agricultural activities occupy a significant part of the world’s land area, around 40% (FAO,
2015), and the food systems today are comprehensively reliant on fossil fuels, resulting in
that the sector is responsible for a large percentage of the world’s greenhouse gas (GHG)
emissions. This results in the agricultural sector being a dominant contributor concerning
several environmental threats, such as contamination of land, water and the loss of
biodiversity (Foley et al., 2011; Vermeulen, Campbell & Ingram, 2012). In order to be able
to meet the growing population’s demand for food, reaching food security needs at the
same time as achieving more environmentally sustainable food systems and provide
benefits for the public health, changes are needed (Foley et al., 201l; Tilman & Clark, 2014).
Production and consumption of livestock products are extensively contributing to
environmental impacts caused by food systems, and furthermore, a diet with a high meat
intake is linked to health disadvantages (Weidema & Eder, 2008; Sinha, Cross, Graubard,
Leitzmann & Schatzkin, 2009; Hedenus, Wirsenius & Johansson, 2014). Comparing
different viands, research has shown that the carbon dioxide footprint per kg product
resulting from beef production has a median of 26 CO2e/kg while legume production has a
median of 0,7 CO2e/kg (Röös, 2012). In addition of decreasing the CO2 emissions,
cultivating legumes increase the fertility of arable land by fixing nitrogen, contributing to an
increase of successful harvests of subsequent crops (Heimer, 2009; Jensen et al., 2011).
One way to decrease the environmental footprints caused by food systems, and increase
public health, would be a transition towards a more plant-based diet. Research from
Livsmedelsföretagen (2015), shows that the interest in vegetarian food in Sweden has
grown in recent years. Between 2014 and 2015, the number of people following a
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vegetarian diet increased from seven percent to ten percent (Livsmedelsföretagen, 2015).
The reasons for the increased interest in green food are many and varying, although, health
is shown to be one of the reasons (Livsmedelsverket, 2016).
Health-conscious consumers (HCCs) can be defined as individuals concerned about both
diet and overall lifestyle (Stevenson & Lindberg, 2010), reflecting about their physical
condition, nutrition, stress level and environment (Kraft & Goodell, 1993). In Sweden, the
interest in health consciousness has increased in recent years (Konsumentföreningen
Stockholm, 2015; Folkhälsomyndigheten, 2016). The growing health and wellness focus
has resulted in increased sales for several viands, such as legumes, frozen vegetarian
products, nuts and wholemeal alternatives (Konsumentföreningen Stockholm, 2015).
Furthermore, research shows that Swedes are ranked highest regarding involvement in
sports activities among all the European Union countries’ citizens (European Commision,
2014). This thesis is focusing on health-conscious consumers. Examining Swedish healthconscious consumers’ underlying key components affecting their purchase intentions
regarding legume-based proteins, one has the possibility finding valuable information.
Health-conscious consumers is an eventual large customer group, since their interest in diet
and lifestyle and its impact are well in line with the positive aspects of consuming more
plant-based viands, involving legumes.
Looking at plant-based protein sources, protein can be found in different groups, such as
cereals, legumes and oilseeds. Legumes, in form of for example, beans and peas, contain
the highest amount of protein among the green sources (Heimer, 2009). Besides a high
amount of protein, legumes contain healthy nutrients in the form of fibres, minerals and
several vitamins, and are furthermore proficient at lowering cholesterol (Messina 1999;
Davis, Sonesson & Flysjö, 2006). Even though Swedish farmers and the industry have great
potential to satisfy a growing demand for plant-based products in Sweden
(Konsumentföreningen Stockholm, 2015), only about two percent of the Swedish
agricultural land is used for the cultivation of legumes (Heimer, 2009). While it is possible
to grow several kinds of beans and peas in the Swedish climate, large amounts of soybeans
are imported, mostly from South America. The majority of the soy imported today is used
as animal feed, even though the use of imported soy consumed by humans has increased
significantly in recent years in Sweden (Heimer, 2009). Using imported human-edible
nutrition as animal feed is an ineffective process. This results in having 70 to 90 percent of
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the protein, other nutrients and energy, which could have been beneficial for humans
directly, lost in the metabolic process of the animals (Röös, 2012).
Several companies have endeavoured to meet the growing demand for greener protein
substitutes. SCAN is, for example, producing Korvish and Järpish, and IKEA have
introduced their vegan substitute to meatballs, named Grönsaksbullar. These are just two
examples of companies replacing parts of or the whole portion of meat in classical food by
proteins from legumes and other vegetables (SCAN, n.d.; IKEA, 2016). Although several
companies have attempted to engage in developing plant-based protein substitutes, more
knowledge is needed to understand the key components driving Swedish consumers’
intentions regarding the consumption of legume-based products. Previous literature shows
that there is limited knowledge in the field (Pérez-Rodrigo, Ribas, Serra-Majem & Aranceta,
2003). Gaining further insight can increase the cultivation and furthermore products based
on domestically produced legumes in Sweden, providing the many benefits for both the
planet and people.
1.2

Problem Definition

Considering the growing sustainable and health challenges, solutions need to be found and
changes made in order to develop more sustainable food systems. Producing livestock
products, feeding the animals with human-edible viands, and, eating too much meat, has a
negative impact both for planet and people (Foley et al., 2011; Machovina, Feeley and
Ripple, 2015). As a result of a growing world population and per capita income, the
demand for livestock products is forecasted to grow by 70 percent by 2050 (Gerber et al.,
2013). Livestock products will not only cause negative environmental effects due to the
volume of production (Popp, Lotze-Campen & Bodirsky, 2010), but will also increase
public health problems (Friel et al., 2009). In Sweden, the average consumption of legumes
for each Swede per day does not reach The Swedish Food Agency’s recommended amount
(Heimer, 2009). Moreover, the factors that are affecting consumption of legumes has not
previously been explored.
One change strategy meeting the challenges of developing sustainable food systems would
be to replace parts of the animal proteins with greener plant substitutes (Davis, Sonesson &
Flysjö, 2006; Röös, 2012; de Boer, Schösler & Aiking, 2014). However, people are not
consuming a large amount of legumes in Sweden. The factors affecting people's attitudes
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and intentions to purchase legumes are unknown and need to be researched in order to
increase the consumption and production of native plant-based products based on legumes
in Sweden. This thesis will focus on exploring significant components affecting healthconscious consumers’ attitudes and purchase intentions regarding legumes-based products.
Being a HCC, one cares about nutrition and diet (Kraft & Goodell, 1993). By the thesis,
valuable information and insight when it comes to legumes as a protein substitute will be
gathered concerning a possible large consumer group, namely health-conscious consumers.
1.3

Purpose and Research Questions

The background and problem discussion implies that there is a growing demand for
greener protein substitutes. However, consumption of legumes in the Swedish population
does not reach the Swedish Food Agency’s recommended intake, albeit, an increasing
amount of Swedish inhabitants are adopting a vegetarian diet (Heimer, 2009;
Livsmedelsföretagen, 2015). One of the prominent motives for the increase in the practice
of a vegetarian diet amongst Swedes is health consciousness (Livsmedelsverket, 2016).
Moreover, there is limited research conducted concerning components of significance
affecting attitudes and furthermore buying intentions regarding legume-based products.
Therefore,
The purpose of this study is to explore the attitudes regarding legumes, and underlying key components
affecting health-conscious consumers purchase intentions towards legume-based products.
The following research questions, whom will be considered among health-conscious
consumers, will act as direction and guidance of the research, provide the basis of the
study, and will be answered in order to fulfil the main purpose of the thesis:
•

What are the attitudes towards legumes and how are these attitudes composed?

•

Are there any other factors, apart from attitudes, that are affecting purchase intentions of legumebased products?

1.4

Delimitations

The purpose of this study is to explore the underlying key components affecting healthconscious consumers’ attitudes and purchase intentions regarding legume-based products.
The research will solely be examining legumes as a source of protein, and therefore the
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results in this thesis cannot be expected to explain consumer intentions for all vegetablebased protein sources. The authors will neither be able to present findings of solely
domestically produced legume products, due to the limited availability of fully developed
products in the specific field.
The empirical data in this study will exclusively be gathered from individuals considered to
be health-conscious, as per the definition provided in section 1.6. The target population
will moreover exclusively contain Swedish residents as an effort to avert cultural
differences that, otherwise, could require additional considerations. Health-conscious
consumers are of particular interest in this investigation due to the fact that their interest in
a healthy lifestyle is in line with the positive aspects of consuming plant-based viands, as
well as the proved growth of this subpopulation (Konsumentföreningen Stockholm, 2015;
Folkhälsomyndigheten, 2016). Hence, gaining valuable information concerning this large
number of potential consumers would be of considerable importance for the development
of the market.
1.5

Contribution

This thesis is part of a four-year transdisciplinary research project involving researchers
from Jönköping International Business School (JIBS), Swedish University of Agricultural
Sciences (SLU), Linnaeus University (LNU), master students, the food industry, regional
councils, farmers, and consumers. The thesis will contribute with deeper knowledge and
understanding of consumers regarding legume-based products. The thesis will assist to
complete the research project’s overall aim which is to, within these four years, develop
environmentally-smart, protein-rich, and novel food products containing domestically
produced legumes. This to increase the sustainability of the food systems and stimulate a
growing bio-economy based on novel, attractive and health-promoting food.
The findings provided in this thesis will be of beneficial use for numerous stakeholders
seeking to acquire knowledge in underlying components affecting attitudes and
furthermore purchase intentions of consumers in the field of meat- and dairy-free protein
sources. Additionally, the theoretical contribution will act as an insightful point of reference
for future academics to investigate additional angles within this field.
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1.6

Definitions of Key Terms

Definitions of key terms of the thesis, presented in alphabetical order.
•

Attitude: Fill, Hughes, and De Francesco (2013, pp. 49-50) define attitudes as
“predispositions, shaped through experience, to respond in an anticipated way to
an object or situation”. Attitudes are learned through past experiences and serve as
as a link between one's thoughts and behaviour. Moreover, attitudes consist of
three components being cognitive, affective and conative (Fill et al., 2013).

•

Buying Behaviour: Consumer buying behaviour is “the sum total of a consumer’s
attitudes, preferences, intentions and decisions regarding the consumer behaviour
in the marketplace when purchasing a product or service” (Velumani, 2014).

•

Biodiversity: The abbreviation of the word biological diversity, meaning variety of
life. The scientific term refers to the number of different species of plants and
animals in an ecological environment (National Wildlife Federation, 2017;
Biodiversity, n.d.).

•

Food system: The use of the word food system will, in this thesis, refer to all activities
and infrastructure that are involved in the production, processing, and
transportation leading to consumption of food. The food system includes the
economics and governance of food production, its sustainability, the degree of
which food is wasted, and the effects of food production on the natural
environment (The Oxford Martin Programme on the Future of Food, n.d.).

•

Global Sustainability: There is no universally agreed-upon definition on the term
global sustainability (Brown, Hanson, Liverman & Merideth, 1987). However, in
this thesis, global sustainability will be referred to as “A process of change in which
the exploitation of resources, the direction of investments, the orientation of
technological development; and institutional change are all in harmony and enhance
both current and future potential to meet human needs and aspirations”, stated by
the World Commission on Environment and Development (1987).
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•

Health-conscious consumer (HCC): A health-conscious consumer will, in this thesis,
refer to an individual who is actively caring about one’s diet and lifestyle, striving
for both psychological and physiological wellness. This alludes to a person’s
activities, interests, and opinions deemed to be beneficial to one’s physical,
emotional, or mental state. Moreover, individuals living a wellness-oriented lifestyle
are concerned with nutrition, fitness, stress-relief, and environmental contribution
(Kraft & Goodell, 1993; Healthy, n.d.).

•

Legume: Legumes refer to plants in the Fabaceae family whose fruits, or seeds (also
referred to as ‘pulses’), are enclosed in a pod. Well-known and widely available
types of legumes are various forms of beans, peas, lentils and nuts. Legumes have
an exceptional nutritional profile, being a rich source of healthy protein, fibre,
folate and minerals (Messina, 1999; Lewis, Schrire, Mackinder & Lock, 2005).

•

Legume-based products: The use of the words ‘legume-based products’, ‘legume-based
proteins’ and ‘legume-based protein substitutes’ are used interchangeably within the
course of this thesis. This since legumes are containing a high amount protein and
can be utilized as a protein substitute (Messina, 1999).

•

Public health: Charles-Edward Amory Winslow (1920) defines public health as “The
science and art of preventing disease, prolonging life, and promoting health
through the organized efforts and informed choices of society, organizations,
public and private communities, and individuals”.

•

Purchase intention: A purchase intention is a decision-making process that studies the
reasons behind why consumers tend to buy a particular good or service based on a
certain condition. Therefore, purchase intentions are commonly related to the
behaviour, attitudes, and perceptions of consumers (Mirabi, Akbariyeh &
Tahmasebifard, 2015).

•

Viand: The term viand refers to an item of food (Viand, n.d.).
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2

Frame of Reference

______________________________________________________________________
The aim of this chapter is to present the reader to a relevant and existing theoretical base of the study. The
chapter starts with an introduction to the current food consumption situation, followed by relevant theory
regarding legumes and their benefits and furthermore why it is of importance understanding health-conscious
consumers in this particular case. Subsequently, the theory of planned behaviour, Tarkiainen and
Sundqvist’s (2005) modified version of the model, and our proposed research framework for attitudes and
buying intentions of legume-based products used in the study are presented.
______________________________________________________________________
2.1

Environmental Impact of Current Food Consumption

Due to a growing world population as well as immense pressure on natural resources, the
planet is facing unprecedented environmental challenges (Foley et al., 2011). As the world
population is rapidly increasing, rapid advancement in technology has formed food system
practices to meet the demand (Baroni, Cenci, Tettamanti & Berati, 2007). As a
consequence of the increase in food production output, there has been a rise in fossil
energy expenditures, depletion of natural resources and generation of waste products
(Marlow et al., 2009). Food production and consumption is, therefore, one of the major
drivers for environmental pressure, estimated to account for 20 to 30 percent of the total
environmental impact in the western world (Tukker & Jansen, 2006). The heavy
dependence on fossil energy suggests that that the manner in which food is presently
consumed is not sustainable (Pimentel & Pimentel, 2003). Unlike other consumption
goods, food is a basic human need that cannot be renounced or substituted for (Tobler,
Visschers & Siegrist, 2011). Therefore, changes are needed in order to be able to meet the
growing population’s demand for food, and subsequently achieve more environmentally
sustainable food consumption (Foley et al., 2011).
Food consumption has been recognized as a behaviour that is environmentally significant.
Furthermore, it has been shown that dietary choices form an important role of overall
sustainable consumption, and with daily food choices, consumers make important
environmental decisions (Tobler et al., 2011). One way to decrease the environmental
footprints caused by consumption of food would be a transition from a meat-centred diet
towards a more plant-based diet (Leitzmann, 2003; Pimentel & Pimentel, 2003; Reijnders &
Soret, 2003). Looking at meat-based food systems, they require more energy, land area, and
water resources than a plant-based diet (Pimentel & Pimentel, 2003). By comparing
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different viands, research has shown that the carbon dioxide footprint per kilogram
product from production of beef has a median of 26 CO2e/kg while legume production
has a significantly lower median of 0,7 CO2e/kg (Röös, 2012).
2.2

Legumes

A legume is a plant in the fabaceae family whose fruits, or seeds (also referred to as
‘pulses’), are enclosed in a pod (Lewis et al., 2005). The legume family is the third largest
family of flowering plants (Mabberley, 1977) with approximately discovered 730 genera and
over 19 400 known species worldwide (Lewis et al., 2005). Legumes are second, behind the
plant family of grasses, in terms of agricultural and economic importance (Wojciechowski,
Lavin & Sanderson, 2004). The legume family include various forms of beans, peas, lentils,
peanuts and other podded plants that are used as food.
2.2.1

Nutritional Profile of Legumes

Aside from being a more environmentally sustainable viand than meat, legumes possess
unique attributes and an exceptional nutritional profile (Messina, 1999). Legumes are
recognized as having a high protein content. A common species of legumes, the faba bean,
contains 25 grams (g) of protein per 100 g of an edible portion for human consumption
(Summerfield, 1988). This amount of protein approximately equates to 45 percent of the
recommended dietary allowance (RDA) of protein for a 70-kg adult (National Research
Council, 1989). Protein means ‘of the first rank’ and is a nutrient of huge importance for all
living creatures. All tissue-cells within the human body contain protein and it is a necessary
nutrient building a functional body. Proteins are regulating hormones and enzymes and are
therefore involved in most of the body’s chemical reactions (Blakemore and Jennett, 2001;
Livsmedelsverket, 2016). Moreover, most beans are very low in saturated fat, generally
containing approximately five percent of energy as fat (Messina, 1999). They are also an
excellent source of dietary fibre, providing two to four grams of soluble and insoluble fibre
per serving (Marlett, 1992). Additionally, legumes are a rich source of several
micronutrients such as folate, iron, zinc and calcium. The micronutrient folate provides
more than half of the current RDA for folate (National Research Council, 1989). The RDA
for iron is 10 and 15 milligrams (mg) for adult women and men respectively, and one
serving of beans provides approximately two mg which is considered to be sufficient
(Messina, 1999).
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2.2.2

Benefits of Legume Consumption

Studies have revealed that excessive consumption of meat is associated with various healthrelated problems such as cardiovascular disease, type two diabetes, hypertension, stroke,
musculoskeletal disorders (Haslam and James, 2005; European Commission, 2007) and
cancer (World Cancer Research Fund, 2007). Coronary heart disease, which is one of the
major causes of mortality in industrialized countries, occurs due to overconsumption of
saturated fatty acids that is primarily supplied by meat fats (Bender, 1992). Legumes on the
other hand have shown, due to their unique nutritional profile, to prevent various healthrelated issues. Legumes are containing high amounts of fibre, which are shown to decrease
serum cholesterol. Thus, beans are of particular importance for individuals with diabetes
and people with an elevated risk of developing diabetes (Messina, 1999). The high amount
of folate in legumes is an essential nutrient to reduce the risk of neural tube defects (Daly,
Kirke, Molloy, Weir & Scott, 1995). Furthermore, some legumes are a concentrated source
of isoflavones, which have been hypothesized to reduce the risk of cancer, osteoporosis
and heart diseases (Messina, 1999).
Meat has, and does still have, a central position in western culinary culture (Meiselman,
2000). It is therefore difficult to completely eliminate meat consumption from people’s
diets. However, some meat consumed in industrialized countries could be substituted with
plant-based food of high protein content such as legumes, in order to reduce the associated
environmental effects and health concerns of excessive meat consumption (Davis et al.,
2006; Röös, 2012; de Boer et al., 2014). Food and Environmental agencies in Sweden have
identified meat as a viand of high environmental impact and has suggested a reduction in
meat consumption amongst Swedes for both environmental and health-related reasons
(Cederberg, Flysjö, Sonesson, Sund & Davis, 2009). Based on previous discussion, a
sufficient substitute for meat would be legumes, due to their high protein and nutritional
content, more environmentally friendly production processes and associated health benefits
(Messina, 1999; Sonesson, Davis, Flysjö, Gustavsson & Witthöft, 2017).
2.3

Health-Conscious Consumers (HCCs): Understanding their Behaviour

Health consciousness is a complex and diverse behaviour. Defining a healthy behaviour
can be complex since health is defined based on personal preferences, which are influenced
by factors such as social class, gender, age and cultural background (Naidoo & Wills, 1994).
However, a generally accepted definition of health-conscious consumers (HCCs) is that
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they are people concerned about physical and psychological well-being, as well as the
environment in which they live (Kraft & Goodell, 1993; Stevenson & Lindberg, 2010).
Concerns including behaviours related to e.g. a balanced diet, exercising and engaging and
taking care of social relationships with others (Sørensen, 1997).
In recent years, health consciousness has been on the rise, with more and more people
paying attention and caring about the impacts, and importance, of nutrition and their
overall lifestyle (Fehér & Boros, 2011; Nielsen, 2015). In a research conducted by Nielsen
(2015), 75 percent of the respondents believed that food consumption reflects oneself and
additionally, 80 percent are actively consuming foods that they believe reduce the risk of
health issues. Food is not only proposed as being something which will satiate, but sales
and specifically production of healthy food categories are growing all over the world due to
the growing interest in healthy foods (Kaur & Devinder Pal Singh, 2017). The increased
number of consumers searching for smarter and healthier products matching their beliefs
and specific lifestyles results in products within this field having strong position and growth
possibilities (Nielsen, 2015).
There are several factors affecting purchase intentions of healthy food, such as
convenience, family considerations and price (Scheibehenne, Miesler & Todd, 2007; Van
Birgelen, Semeijn, & Keicher, 2009). Major barriers regarding the purchase of food include
price and availability (Tregear, Dent & McGregor, 1994; Magnusson et al., 2001; Lea &
Worsley, 2005; Padel & Foster, 2005). In order to buy more expensive goods, consumers
need a justification for why to pay more for a certain product, such as for example better
taste or higher quality (Smith & Paladino, 2010). HCCs, believing that certain food can
improve their lifestyle, are to a larger extent willing to pay higher prices for more certain
products (Mintu-Wimsatt & Bradford, 1995). This can be linked to their organic
knowledge, interests (Smith & Paladino, 2010), and furthermore substantial beliefs and
values of consuming products that they are convinced will improve their health
(Schifferstein & Oude Ophuis, 1998).
Looking at Sweden, research done by National Geographic and Globescan (2014) shows
that the majority of Swedes are concerned about environmental impact. Confusingly and
contradictory, Swedes are at the same time scoring low regarding concerns about food
safety and how the food is produced, even though the general Swedish knowledge about
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terms such as ‘organic’ is in the top of the 18 countries surveyed (National Geographic &
Globescan, 2014). Further, it is shown that they have an interest in both sports activities
and green diets. By Sweden being ranked highest among all European Union countries
regarding involvement in sports activities (European Commision, 2014), and the fact that
sales of green food such as for example legumes and nuts are increasing
(Konsumentföreningen Stockholm, 2015).
Understanding consumer behaviour, which is the involved processes in the purchase and
during the actual use of a product or service (Chandler & Munday, 2011), is important for
all organisations. Understanding consumer behaviour is not an easy task due to the fact that
all consumers are different, each one with a different mind and different attitudes
(Solomon, Bamossy & Askegaard, 2007). Although, trying to understand purchase
behaviour is needed in order to appreciate the reasons why consumers purchase certain
products (Smith & Paladino, 2010).
Regarding consumer behaviour in relation to health, previous researchers have proposed
and used numerous of theories trying to explain health-related behaviours and why certain
groups of people act in a healthy manner or change to a healthy behaviour (Noar &
Zimmerman, 2005; Kaur & Devinder Pal Singh, 2017). Even though there are many
different theories trying to explain health behaviour, there are some theories most heavily
used in the literature regarding the topic, one of them being the theory of planned
behaviour by Ajzen (1991). The theory of planned behaviour has been used to improve the
predictability of intentions and behaviours in numeral health-related researches, regarding
e.g. smoking habits (Topa & Moriano, 2010), condom use (Sheeran & Taylor, 1999) and
food diets (Conner, Kirk, Cade & Barrett, 2003).
2.4

Theory of Planned Behaviour

The theory of planned behaviour (TPB) developed by Ajzen (1991), which is an extension
of the theory of reasoned action (TRA) (Ajzen & Fishbein, 1980), is a well-known model
wanting to predict behaviours. Unlike the TRA, the extended TPB model can deal with
behaviours in which individuals do not have complete volitional control (Ajzen, 1991).
Many researchers consider the TPB as one of the most influential and effective theories in
the field of understanding consumer behaviour (Armitage & Conner, 2001; Hagger,
Chatzisarantis & Biddle, 2002; Rivis & Sheeran, 2003) and the theory has been used as a
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foundation for several numbers of projects (Knowlden, Sharma & Bernard, 2012; Topa &
Moriano, 2010; Shahar et al., 2014).
TPB’s main objective is to be able to predict behaviours by understanding its causes
(Armitage & Christian, 2003). The central factor in the model, proposed being the most
important factor wanting to predict specific behaviours, is the individual’s intention (Ajzen,
1991; Armitage & Conner, 2001). Intentions are the motivational factors influencing
behaviour, or in other words, indicating how much effort, and how hard people are willing
to try in order to perform certain behaviours. The intensions are in the TPB based upon
three components (Ajzen, 1991), namely:
1. Attitudes – “The degree to which a person has a favourable or unfavourable
evaluation or appraisal of the behaviour in question” (Ajzen, 1991, p. 188). An attitude
is developed based on one’s beliefs regarding an object or behaviour. By associating an
object with specific attributes, such as e.g. other events or characteristics, beliefs and
furthermore attitudes are formed (Ajzen, 1991).
2. Subjective norms – “The perceived social pressure to perform or not to perform the
behaviour” (Ajzen, 1991, p. 188). Having respondents estimating to which extent
‘meaningful others’ would either approve or disapprove a certain behaviour is a
universal measurement of subjective norms (Ajzen & Fishbein, 1980).
3. Perceived behavioural control (PBC) – “The perceived ease or difficulty of
performing the behaviour. Reflects past experience as well as anticipated impediments
and obstacles” (Ajzen, 1991, p. 188). Some assets and opportunities need to be
available to an individual to some degree in order to dictate the probability of certain
behaviours and linked achievements. However, it can be of great importance to
highlight the perception of behavioural control. This, since this psychological interest
can impact intentions and actions to a large extent (Ajzen, 1991).
According to the TPB model, the intention to perform a behaviour will be stronger if the
individual have a favourable attitude, subjective norms, and great perceived behavioural
control regarding the behaviour. Although, the importance of each of the three factors is
estimated to vary, depending on the questioned behaviour or situation. This results in that
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for example only the attitudes will have a substantial influence on the intention in some
cases, while in other cases, all three factors are equally important (Ajzen, 1991).
Even though the TPB model is perceived successful in many ways and is widely adopted
(Knowlden, Sharma & Bernard, 2012; Topa & Moriano, 2010; Shahar et al., 2014), several
researchers have proposed certain shortcomings regarding the model. Mentioned
shortcomings is for example that the variables building up the model cannot calculate and
explain larger proportions of variance looking at intentions and furthermore behaviours
(Bilic, 2005). Additionally, the significant causal path, evidently found by several researchers
(Chang, 1998; Shepherd & O’Keefe, 1984; Shimp and Kavas, 1984; Vallerand, Deshaies,
Cuerrier, Pelletier & Mongeau, 1992) between attitudes and subjective norms, has to a large
extent been neglected in previous studies using the TPB model. In order to be able to look
at more specific behaviours and count for variability and the relationship impact of
subjective norms to attitudes, several researchers modified the original TPB framework,
such as e.g. Tarkiainen and Sundqvist (2005), who examined Finnish consumers and their
behaviours regarding organic food. This to be able to research the complexity of exploring
consumer intentions and behaviour in relation to food, which can be dependent on other
variables than in the mentioned TPB model.

Figure 1: The Theory of Planned Behaviour (Ajzen, 1991)
2.5

Modified TPB Model by Tarkiainen and Sundqvist (2005)

Although several researchers have developed modified TPB models, we have looked at
Tarkiainen & Sundqvist’s (2005) modified TPB model, due to their research being in a
similar field and taking health consciousness into account. The research was furthermore
conducted on Finnish consumers, and, since Finland and Sweden are shown to have a large
amount of similarities when it comes to cultural dimensions (Geert Hofstede, n.d.), we
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believe that looking at this research was of value for further investigations. Tarkiainen and
Sundqvist included the role of subjective norms, shown in previous research (Shepherd &
O’Keefe, 1984; Shimp & Kavas, 1984; Vallerand et al., 1992; Chang, 1998;) being an
important component affecting attitudes. This component is to a large extent neglected in
other modified models. For example, Magnusson et al. (2001), who did their research on
Swedish consumers, did not include the subjective norms in their modified TPB model.
Earlier studies concerning organic food have found that a majority of consumers have an
interest and a positive attitude towards organically produced food (Wandel and Bugge,
1997; Magnusson, Arvola, Koivisto Hursti, Åberg & Sjödén, 2001). Few are, despite this
fact, actually purchasing organically produced food regularly, showing that a positive
attitude towards the products does not automatically lead to consumption (Roddy, Cowan
& Hutchinson, 1996). Price and availability are two factors, which are shown to be possible
explanations and important factors influencing a person’s intentions (Tregear, Dent &
McGregor, 1994; Magnusson et al., 2001; Fotopoulos & Krystallis, 2002). Additionally,
perceptions that organic food is healthy are shown to be important factor influencing the
intentions of consumers within the field (Squires, Juric & Cornwell, 2001; Chinnici,
D’Amico & Pecorino, 2002; Zanoli and Naspetti, 2002). Further, Tarkiainen and Sundqvist
(2005) made use of previous research, showing that there is a significant path between
subjective norms and attitudes, which can be explained by the social environment’s impact
on individuals’ formations of attitudes (Shepherd & O’Keefe, 1984; Shimp & Kavas, 1984;
Vallerand et al., 1992; Chang, 1998).
In order to gain deeper knowledge and understanding about Finnish consumers and
organic food, taking previously mentioned factors into account, Tarkiainen and Sundqvist
(2005) developed a modified version of the TPB model. The modified model stated that a
consumer’s intentions are resulting from the individual’s attitudes, which in turn is affected
by the subjective norms facing the individual and one’s health consciousness (Tarkiainen &
Sundqvist, 2005). In order to test the modified model and its related hypotheses, the two
researchers sampled 200 Finnish consumers in a local supermarket. The sample consisted
of 55 percent women and 45 percent men, in an age range between 18 to 80, and the study
concerned organic bread and flour products.
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Tarkiainen and Sundqvist’s (2005) study and modified TPB model resulted in diverse
significance regarding the several included factors. Contrary to what the researchers
believed, price and availability, was for example shown not to have meaningful impact on
consumers’ intentions to buy the studied organic products. Health consciousness did
neither significantly affect consumers’ attitudes and furthermore purchase intentions and
behaviour looking at this specific task, stating that health consciousness does not clarify
attitudes towards organic bread and flour products. Although some hypothesis could not
be supported, the most important finding, and supported hypothesis of the study and the
modified model, was the importance of the subjective norms on attitudes. Different from
the original TRA and TPB models, in which subjective norms and attitudes are
independent from each other (Fishbein & Ajzen, 1975; Ajzen, 1991), Tarkiainen and
Sundqvist’s research (2005) found that subjective norms and attitudes are instead
dependent on each other, having subjective norms significantly affecting the attitudes and
furthermore intentions.
Shown by previous discussion and results of Tarkiainen and Sundqvist’s research (2005),
trying to explain consumer intentions and behaviours in relation to food is complicated due
to the many influencing factors. Consumers’ food choices have in recent time become
multifaceted, resulting from the complex, increased dynamic and the heterogeneous
demands developed by consumers (Grunert, 2002). Tarkiainen and Sundqvist’s research
(2005) did in opposition from several other studies (Squires et al., 2001; Chinnici et al.,
2002; Zanoli & Naspetti, 2002) show that, for example, the health consciousness of
consumers did not have a meaningful impact on the attitudes and furthermore intentions
regarding organic bread and flour. The findings between different studies does clarify that
the results regarding one research, concerning a few food products, cannot be expected to
justify consumer behaviour for all food products within a certain category, such as for
example all organic foods.
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Figure 2: Modified TPB Model by Tarkiainen & Sundqvist (2005)
2.6

The Proposed Research Framework

Trying to understand health-conscious consumers’ key components affecting their attitudes
and furthermore intentions regarding legume-based products, a modified TPB model (see
Figure 3-5) based on previous discussion, has been developed by the authors of this thesis.
As there is a limited amount of products based on domestically produced legumes on the
market, final behaviour will not be included in the model. Instead, the developed TPB
model starts off with an attitude circle containing the three components subjective norms,
taste and knowledge, proposed to affect one’s attitude. Beyond looking at these three
components, and if they are affecting attitudes and furthermore intentions of healthconscious consumers, the model is also going to investigate if price and availability directly
affects intentions in this specific case. All parts of the proposed research framework will be
discussed in the upcoming sections.
2.6.1

The ‘Attitude Circle’

Figure 3: The ‘Attitude Circle’
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As in the original TPB model (Ajzen, 1991), attitudes are an important part in the modified
TPB model of this study, researching health-conscious consumers’ intentions in relation to
legume-based proteins. However, in the modified model, attitudes are different from the
original model by Ajzen (1991), and are proposed to be a result of three components,
namely; subjective norms, knowledge and taste.
Researchers (Chung, 1998; Tarkiainen & Sundqvist, 2005) have acknowledged the
significant path between subjective norms and attitudes, stating that individuals’ attitudes
are impacted by their social environment. Furthermore, it is shown that in many cases,
where the path between the two is shown to be significantly positive, research was dealing
with some kind of ethical or moral decision-making process, combined with the idea of
personal benefit (Chung, 1998). Research has shown that ethical motives influence and
motivate people to, for example, reduce meat consumption (Tobler, Visschers, Siegrist,
2011), and furthermore that health-conscious consumers are more willing to consume food
if they are assured that it improves their health (Schifferstein & Oude Ophuis, 1998), which
is linked to personal benefit. Based on this discussion, we believe it is of importance
incorporating this component in the modified model used in this thesis, exploring if the
path is significant between the two in this specific case regarding health-conscious
consumers and legume-based products. In the modified model, the subjective norms are
therefore directly affecting individual's attitudes, in line with Tarkiainen and Sundqvist’s
model (2005) but different from the original TPB model (Ajzen, 1991).
As previously mentioned, several researchers have acknowledged taste as one of the most
important purchase criteria when discussing food (Wandel & Bugge, 1997; Land, 1998;
Magnusson et al., 2001). Both in studies regarding organic and functional food, good taste
is a key factor and fundamental determinant of food product success (Childs and Poryzees,
1997; Gilbert, 2000; Verbeke, 2006; Hughner, McDonagh, Prothero, Schultz & Stanton,
2007; Tobler, Visschers & Siegrist, 2011; Tirelli and Martínez-Ruiz, 2014). Furthermore,
research regarding functional food (Kraus, 2015) also shows that consumers do not value
functional benefits, such as health benefits, to the extent that they become willing to
sacrifice the overall pleasure of eating and taste. However, in a research conducted by Piché
and Garcia (2001), looking at factors influencing British consumers, taste was only listed as
one of the most influencing factors regarding food-buying practices by seven percent of
the respondents, resulting in fragmented and not clear consensus regarding the importance
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of taste. In order to explore and clarify if taste is an important component influencing
health-conscious consumers’ attitudes and purchase intentions regarding legume-based
proteins, it is one of the three components in the ‘attitude circle’.
Knowledge is the third and last component in the modified model, proposed to affect
attitudes of consumers. Knowledge is found to have a considerable influence on
consumers’ decisions regarding food and is shown by several researches to be a key aspect
choosing which food to consume (Laroche, Bergeron & Barbaro-Forleo, 2001; Hill and
Lynchehaun, 2002; Moorman, Diehl, Brinberg & Kidwell, 2004). Strengthening this, it is
shown by litterature (Tobler, Visschers & Siegrist, 2011) that consumers’ willingness to
decrease their meat consumption is affected by their knowledge that it is beneficial for their
health, and additionally, motivated by moral considerations for the environment and animal
welfare. In order to examine if knowledge is an important influence on HCCs attitudes for
this study, it is the third component in the ‘attitude circle’.
Summing up the ‘attitude circle’ of the proposed research framework, it consists of three
components knowledge, taste and subjective norms, proposed to affect health-conscious
consumers’ attitudes and furthermore intentions regarding plant-based proteins. This is
based on previous discussion, showing that the three factors are potential influencers of
people’s attitudes. Although, research regarding the three components does not correspond
with each other, containing different statements and opinions about their importance and
effect on attitudes. Therefore, the authors find it even more important to explore if and
how the components do affect HCCs attitudes in this specific case. An exploration
whether, for example, knowledge is an important component regarding the attitude
towards legumes can be a valuable insight for future marketing of legume-based protein
substitutes.
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2.6.2

Price and Availability affecting Purchase Intentions

Figure 4: Price and Availability Affecting Purchase Intentions towards Legume-Based Products
In the proposed research framework used in this study, the authors, besides exploring if
knowledge, taste and subjective norms affect attitudes and purchase intentions, additionally
want to investigate two other components possibly affecting consumers purchase
intentions towards legume-based products. This, due to that research regarding a positive
relationship between attitudes and purchase intentions is conflicting. Several studies (Alwitt
& Pitts, 1996; Squires et al., 2001; Tarkiainen & Sundqvist, 2005) have found that there is a
positive relationship between attitudes and intentions, while in contrast, others have shown
that a positive attitude does not result in positive purchase intention (Roddy, Cowan &
Hutchinson, 1996; Magnusson, Arvola, Hursti, Aberg & Sjoden, 2001). Smith and Paladino
(2010), in consistency with findings by Magnuson et al. (2001) found that even though the
attitudes among people regarding organic food was positive amid the majority, the
proportion of people buying the organic food products were shown to be low. Two
components mentioned to possibly affect purchase intentions are price and availability.
Even though a person has a positive attitude towards organic food, research has shown
that one might have negative purchase intentions, affected by the price of the products
(Tregear, Dent & McGregor, 1994; Magnusson et al., 2001; Fotopoulos and Krystallis,
2002; Hjelmar, 2011). Contrary, other research regarding organic food has shown that
some customers are willing to pay more for organic products (Davies, Titterington &
Cochrane, 1995; Hutchins & Greenhalgh, 1997; Lockie, Lyons, Lawrence & Grice, 2004;
Radman, 2005;) and furthermore, literature has shown that HCCs, believing that certain
food can improve lifestyle, are to a larger extent willing to pay higher prices for certain
products (Mintu-Wimsatt & Bradford, 1995). Based on these diverse findings in previous
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research regarding how price can influence the path between attitudes and intentions, we
want to explore if and how price directly affect purchase intentions and furthermore the
relationship between attitudes and intentions regarding health-conscious consumers and
legume-based protein substitutes.
The research regarding the second independent component proposed to affect intentions,
limited availability, is, as for price, contradicting. Literature shows that limited availability
decreases the purchase intentions, irrespective if the attitude is positive (Tregear et al.,
1994; Magnusson et al., 2001; Fotopoulos and Krystallis, 2002; Hjelmar, 2011).
Additionally, Padel and Foster (2005), who researched consumers purchasing organic food,
stated that consumers do not choose organic goods if the purchase process is more
inconvenient than purchasing other goods, or in other words, the consumers do not want
to put an extra amount of effort when purchasing organic goods. Contrary, Tarkiainen and
Sundqvist (2005) found that availability does not affect consumers’ intentions to buy
certain products. Exploring if availability does not affect HCCs purchase intentions
regarding legume-based protein substitutes, or if, HCCs intentions in this research, as for
Padel and Foster (2005) are affected by availability, this component is, beside price,
incorporated in our modified model.
Different from the original TPB model, the proposed research framework does not involve
the perceived behavioural control component. We are not, unlike other researchers such as
for example Smith and Paladino (2010), perceiving price and availability as PBC factors.
Smith and Paladino (2010) base their perception of price and availability as PBC factors on
the statement that they are factors with the potential to limit the purchase of the
consumers. However, we do not believe that the two components can be seen as PBC
factors. Instead, they shall rather be seen as obstacles, which in line with the findings of
Tarkiainen and Sundqvist (2005), are not under consumers control. Instead of having the
two components affecting intentions through PBC, we want to verify if the two
components, price and availability, shown to be possible explanations to why a positive
attitude does not lead to a positive purchase intention (Tregear, Dent & McGregor, 1994;
Magnusson et al., 2001; Fotopoulos and Krystallis, 2002; Hjelmar, 2011), directly affecting
HCCs intentions to buy legume-based products. This, in order to be able to clarify if these
two components lead to the outcome that a positive attitude in some scenarios regarding
HCCs and plant-based protein substitutes does not lead to a positive purchase intention.
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Figure 5: Proposed Research Framework by Da Silva Lernstål & Kiratsopoulos (2017)

22

3

Methodology

______________________________________________________________________
The aim of this chapter is to identify the suitable research philosophy, research approach, research design and
research strategy for the process of gathering primary data. Additionally, the data collection technique and
analysis procedure for the empirical findings is outlined. At the end of the methodology, the means of
ensuring that the research is trustworthy is presented.
______________________________________________________________________
3.1

Research Philosophy

A research philosophy consists of vital assumptions of how researchers view the world.
The research philosophy applied in a study needs to be well-considered, since it establishes
how the environment is interpreted by the researchers. Moreover, the chosen philosophy
affects the latter steps of the methodology such as the research strategy and method used
to conduct the research (Saunders, Lewis & Thornhill, 2009). According to the research
‘onion’ by Saunders, Lewis and Thornhill (2009), there are four focal research philosophies
being positivism, realism, interpretivism and pragmatism. Each philosophy differs in terms
of ontology, epistemology, and axiology, which essentially refers to characteristics that
create a perspective of how knowledge is perceived, and which methodological strategies
that are used to obtain certain scientific knowledge (Saunders et al., 2009; Bryman, 2012).
As the aim of this study is to explore consumers’ attitudes and purchase intentions
regarding legume-based products, we are concerned with gathering valuable human insights
to be able to fulfil the given purpose. Therefore, the philosophy of interpretivism is a
recommended approach within this field of study, since this philosophy relates to the study
of social phenomena in people’s natural environment. This refers to the necessity for the
researchers to understand the differences between humans and their roles as social actors.
Interpretivism emphasises the conduct of research among humans rather than objects,
adopting an empathic stance as a researcher to comprehend people’s social context and the
meaning these individuals contribute with from their point of view (Saunders et al., 2009;
Saunders & Tosey, 2012). Yet another advantage of an interpretivist approach lies in its
ability to address the complexity and meaning of situations related to consumption (Black,
2006), which this study aspires to investigate. Additionally, an interpretivist research
philosophy adopts a subjective approach which allows for investigating issues in greater
depth, without the concern of objectivity (Bryman, 2012). Collection and analysis of data
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using an interpretivist philosophy are likely to involve qualitative data from in-depth
investigations with smaller samples (Saunders & Tosey, 2012).
3.2

Research Approach

Having decided on an appropriate research philosophy for the study, a suitable research
approach needs to be determined. According to the research ‘onion’ by Saunders et al.
(2009), there are primarily two different research approaches that are applicable depending
on how the process of research is related to theory. These approaches are known as
deductive and inductive. Through deductive reasoning, a theory and hypotheses are
developed and the research strategy is thereafter intended to test the given hypothesis.
With an inductive approach, data is collected and a theory is developed based on the
analysis of the data. Since research approaches are connected to the different research
philosophies, deduction is more applicable to a positivistic philosophy and quantitative
studies, whereas induction is more applicable to an interpretivist research philosophy and
qualitative research methods (Saunders et al., 2009). Since the approach of deduction is
more applicable to a quantitative study, and thus, this approach will not be adapted in this
thesis. Alvesson and Sköldberg (2009) suggest that the approaches of deduction and
induction tend to be one-dimensional and have the tendency to limit the research in certain
situations. When that is the case, a third research approach of abduction is applicable
(Alvesson & Sköldberg, 2009).
An abductive approach shares similarities with both inductive and deductive approaches in
the sense that the researcher emphasises gaining understanding and drawing generalizable
inferences from empirical findings similar to that of an inductive approach, while not
dismissing the use of existing literature to develop theory in line with deductive reasoning
(Alvesson & Sköldberg, 2009; Saunders et al., 2009). This approach facilitates moving back
and forth between empirical findings while comparing and reinterpreting existing literature
(Suddaby, 2006). It is a more flexible research structure that allows for changes of research
as the research progresses, and can collect data through qualitative research methods
(Saunders et al., 2009; Bryman, 2012). The abductive approach is proficient when there are
large amounts of information available to a broader context, as for example food, but is not
necessarily concerning the subject associated with the specific study (Bryman, 2012),
applicable to this thesis investigating legume-based food. The reason why an abductive
research approach is appropriate in this study is because the authors aim to explore factors
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affecting consumers purchase intentions similar to that of inductive reasoning. The authors
have built a model to explore attitude and intention formation of health-conscious
consumers’ regarding legumes, based on previous academic findings. However, the
empirical findings are intended to qualitatively examine if the factors are equivalent to the
proposed modified theory of planned behaviour model. Moreover, the abductive approach
aids in answering the given research questions and fulfilling the given purpose since it
allows the authors to observe human behaviour as well as identify patterns in existing
theory more proficiently (Bryman, 2012).
3.3

Research Design

A well-formulated research design is the blueprint of a marketing research project, as it
specifies the procedures necessary to obtain the information desired in order to fulfil the
purpose of the study (Malhotra & Birks, 2007). A research design can broadly be classified
as either exploratory or conclusive. An exploratory research design seeks to understand,
explore and provide insights on a subject that is difficult to measure, whereas a conclusive
design aims to describe a specific phenomenon in a structured manner where existing
information is clearly defined by, for example, testing hypotheses (Malhotra & Birks, 2007).
This study will adopt an exploratory design to obtain the needed information and data in
order to achieve the intended aim of the investigation, which is to explore which key
components that affect HCCs intentions to purchase legume-based products. The
motivation of the choice of an exploratory research design lies in the fact that this
approach does not require a structured and defined understanding of the problem, but
rather intends at exploring and understanding the phenomena. Moreover, an exploratory
design is considered favourable when the researcher is attempting to interpret attitudes and
opinions from the investigation (Malhotra & Birks, 2007), which this study intends to
uncover.
3.4

Research Strategy

Determining an appropriate research strategy is the bottom line of the methodology. A
well-defined research strategy enables the researchers to achieve the intended research
objectives (Saunders et al., 2009). The research strategy is the general orientation to the
conduction of the research (Bryman, 2012). Bryman (2012) considers predominant
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strategies in social research to be either quantitative or qualitative, and each strategy differs
significantly in the pattern of obtaining information.
A quantitative research strategy emphasizes quantification during the data collection and
analysis phase. It usually adapts a deductive approach to the relationship between research
and theory, where the emphasis is placed on the testing of various theories. The norms and
practices of a quantitative strategy are related to a positivism philosophy where the view of
social reality is perceived as external (Bryman, 2012). A quantitative method is mostly used
for data collection that desires numerical measures to perform statistical analyses, which
this study does not aspire. The research questions of this study are non-numerical in
nature, which suggests a qualitative method to be more appropriate (Saunders et al., 2009).
Based on these statements, a quantitative study will not be adopted in this study.
Contrary, a qualitative research strategy puts emphasis on words rather than numerical
measures. It is making use of non-numerical data that has not been quantified (Bryman,
2012; Saunders et al., 2009). Qualitative research is linked with the philosophy
of interpretivism, where focus lies on gaining insight and understanding underlying factors
such as actions, values and opinions of individuals (Saunders et al., 2009). Qualitative
research is furthermore closely related to an abductive or inductive approach to the
relationship between theory and research, predominantly emphasising the generation of
theory from verbal interactions between individuals (Bryman, 2012). Malhotra & Birks
(2007, p. 152) define qualitative research as “An unstructured, primarily exploratory design
based on small samples, intended to provide depth, insight and understanding”. Based on
these motivations, the use of a qualitative research strategy is deemed more suitable in this
study. The aim of this thesis is to understand and describe rather than to measure
consumers’ attitudes and purchase intentions, further affirming the choice of research
strategy. Recommended primary data collection techniques for a qualitative research are indepth interviews, focus group discussions and participant observations (Malhotra & Birks,
2007), and the choice of empirical investigation method will be discussed next.
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3.5
3.5.1

Data Collection
Primary Data through In-Depth Interviews

The authors have chosen to conduct in-depth interviews as the primary empirical
investigation of this study. An in-depth interview is an unstructured personal conversation,
between an interviewee and interviewer, with the intent to uncover underlying motivations,
beliefs, attitudes and feelings about a specific topic (Malhotra & Birks, 2007). The purpose
of qualitative interviews is to derive meaning through interpretations from conversing with
participants, rather than from clearly stated facts. Therefore, emphasis is based upon a full
interaction from the researcher's perspective to understand the meaning of the participants’
experiences and context (Malhotra & Birks, 2007).
In-depth interviews can be classified as either structured, semi-structured or unstructured.
Structured interviews can be described as verbally conducted questionnaires, where a list of
predetermined questions, with little or no variation and ability for follow-up questions to
further elaborate upon, are asked to the participants. Contrary, unstructured interviews are
performed with low organisation, starting with an open question and will progress based
upon the initial response. Unstructured interviews can be difficult to both manage and
participate in since the lack of predetermined questions provide difficult guidance in the
communication between the interviewer and the interviewee, and should only be
considered when virtually no prior information about the subject area is present. Lastly,
there exist semi-structured interviews. These interviews consist of several key questions
that help to define the areas that are to be explored, but they allow the interview to deviate
from the pre-determined questions in order to uncover more depth and detail by
ecologically generating follow-up questions. A semi-structured interview approach is
deemed more flexible in comparison to structured interviews, while also allowing for
discovery of information that might previously not been thought of by the researchers
(Gill, Stewart, Treasure & Chadwick, 2008), and will therefore be the deployed interview
technique in this study.
Interviews, compared to other qualitative research methods such as focus groups, are
structured to be personal and direct and are based around the setting of questioning one
participant at a time (Malhotra & Birks, 2007). This allows in-depth interviews to uncover a
greater amount of depth and insight than focus groups, by concentrating and developing an
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issue directly with an individual, which cannot occur as proficiently in a group setting. Indepth interviews further excel in a free exchange of information between the two parties,
without the possible obstacle of social pressure that can occur in a group scenario
(Malhotra & Birks, 2007). Furthermore, in depth-interviews provide the researcher with the
opportunity to further probe participants responses, which adds further significance and
depth to the obtained qualitative data (Saunders et al., 2009). Based on this argumentation,
this particular qualitative method will be conducted to answer the posed research questions
and gather a deep insight about which factors that influence health-conscious consumers’
attitudes and purchase intentions regarding legume-based products.
When deciding upon which method that should be used to collect primary data, researchers
should be aware of its drawbacks, and how to act according to these. One of the most
prominent limitations of interviews involves the risk of bias, since the direction of the
questioning as well as the interpretation of the final results are both dependent on the
interviewer (Malhotra & Birks, 2007). In-depth interviews, and qualitative research
techniques in general, are dependent on underlying reasons that can be difficult to detect
by the researcher carrying out the interview. For instance, data can be difficult to analyse
and interpret due to hidden meanings and interpretations in how participants express
themselves (Malhotra & Birks, 2007). Moreover, the results that are derived from the indepth interviews corresponds to a specific target population, meaning that attempting to
generalize to a wider population by the same means as with a quantitative study could end
up with misleading results (Malhotra & Birks, 2007).
3.5.2

Secondary Data

In order to arrive at more dependable results for this study, the authors have made use of
data that has been obtained by other researchers as a complement to the primary findings.
Saunders et al. (2009) compiled three main sub-groups that compiles the various types of
existing secondary data: documentary data, survey-based data and data compiled from
multiple sources. For this thesis, documentary data was the most relevant secondary data as
it consists of books, journal articles, newspaper articles and organizations’ websites
(Saunders et al., 2009), all of whom have been used throughout this study. The
documentary secondary data for this investigation has predominantly been collected
through the digital library database of Jönköping University, Primo, which provides a large
number of full text documents consisting of academic journals, e-books, research studies
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and other publications (Jönköping University Library, 2016). As a complement to the
digital library of Jönköping University, Google Scholar was also used to a lesser extent as a
mean to further obtain documentary secondary data for this study (Google, n.d.). Examples
of search terms that have been used to acquire secondary data for this investigation are;
‘legumes’, ‘organic food’, ‘consumer attitudes’, ‘purchase intentions’, ‘consumer behaviour’
and ‘theory of planned behaviour’.
3.5.3

Selection of Sample and Sample Composition

After having decided on an appropriate data collection method, the task is to specify the
target population and decide upon which sampling technique to employ when sampling the
participants for the in-depth interviews (Saunders et al., 2009). In the delimitations of this
thesis, it is argued that the focus of the empirical study will be on individuals considered to
be health-conscious. Health-conscious consumers refer to individuals that actively care
about their diet and lifestyle, striving for both physiological and psychological wellness.
That entails to a person’s activities, interests and opinions deemed to be beneficial to his or
hers physical, emotional or mental state (Kraft & Goodell, 1993; Healthy, n.d.). The reason
for using this particular sample is motivated by the fact that these individuals’ interest in
living a healthy lifestyle is in line with the beneficial aspects of consuming plant basedviands (Konsumentföreningen Stockholm, 2015). Additionally, there is a proven substantial
growth of this subpopulation (Folkhälsomyndigheten, 2016), which is considered to be of
high importance for development of the Swedish market by the four-year transdisciplinary
research project that this thesis is a part of. Since the intention of the four-year research
project is to develop the Swedish legume-based product market, the sample will solely
consist of Swedish consumers. Concerning the aspect of age and gender, the researchers
have decided to aim for an equal representation of male and female participants with a
representation of ages ranging from age 20 to 58. The motivation of this lies in the ability
to cover a larger span of consumers and obtain a more realistic representation of the
sample. Further, this will make the authors’ able to explore if there exist potential
differences between different sexes and age cohorts. To further clarify, the target
population of this empirical study will consist of an equal representation of Swedish healthconscious men and women, aged between 20 to 58.
This investigation will implement a non-probability judgemental sampling technique for the
in-depth interviews. This technique enables researchers to select participants who are
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suitable for the purpose of the study, based on the judgement of the authors, rather than by
an equal chance of selecting participants with a probability sampling method (Malhotra &
Birks, 2007). This method is particularly suitable for exploratory studies and is often used
when a study is conducted with a relatively small sample (Malhotra & Birks, 2007; Saunders
et al., 2009). However, since the technique depends on the researcher’s judgement, the
authors need to bear in mind the risk of being subjective and biased when selecting the
participants to be included in the final sample (Neuman, 2005). The positive aspects of
judgemental sampling are that it is a relatively convenient and inexpensive method of
defining the target population, particularly advantageous when broad population
assumptions are not required (Malhotra & Birks, 2007).
In the non-probability judgemental sampling, participants will be selected based the
following conditions. First and foremost, the participants need to be considered as healthconscious. It is, however, difficult to sample participants based on the nutritional and
physiological entitlements that health-conscious individuals possess, and therefore the
judgemental sampling procedure will solely focus on the physical exercising aspect of being
considered health-conscious. The Swedish National Institute of Public Health recommends
a daily low-intensity physical activity of 30 minutes for individuals to enhance their health
and physical well-being. Additionally, it is shown that 20 minutes to an hour of highintensive physical activity three times per week dramatically enhances human health (Ståhle,
2008). Based on these recommendations, the researchers will assure that each participant
meet the aforementioned criterias before conducting the empirical investigation.
Additionally, the participants should be consumers within the geographical boundaries of
Sweden, to further ensure that the intention of the four-year research project this thesis is a
part of stays relevant.
The optimal sample size when conducting in-depth interviews is contradicting and largely
dependent on each specific research (Mason, 2010; Baker & Edwards, 2012). However, a
consensus to achieve saturation for a qualitative research project is to conduct at least ten
to fifteen interviews (Mason, 2010). To achieve optimal results for this investigation, 16 indepth interviews will be conducted and will contain an appropriate mixture of gender, age
variation and personal characteristics amongst the respondents.
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3.5.4

Choice of Questions

Posing the right questions in the in-depth are vital in order to obtain a yielding discussion
and interaction with the participants (Bryman, 2012). The researchers have, based on the
purpose of the thesis and its research questions, constructed a list of questions (See
Appendix 8.1) intended to work as a guide for the interview sessions. This action is further
strengthened by Bryman (2012), suggesting that the researcher conducting a semistructured interview has a predetermined set of questions, referred to as an interview guide.
The questions of a semi-structured interview, however, may not follow exactly in the exact
manner as outlined, allowing for free-flowing conversation between the interviewer and
participant to uncover additional information (Bryman, 2012).
The aim of the questions for this investigation was to create an elaborate discussion around
global sustainability and plant-based diets, while simultaneously uncovering how the
formation of attitudes towards legumes and purchase intentions towards legume-based
products amongst health-conscious consumers occurred. Since the authors proposed a
research framework in chapter two, the topic guide was centred around uncovering if the
suggested factors were correct or not, as well as to uncover if additional factors affected
HCCs purchasing behaviour. In order to arrive at these answers, the interview guide was
divided into two sections.
The first section of the in-depth interviews concerned the formation of attitudes amongst
HCCs regarding legumes, and can therefore be linked to the thesis first research question;
“What are the attitudes towards legumes and how are these attitudes composed?”. This
part of the interview contained questions about the three proposed factors from the
authors’ research framework; knowledge, taste and subjective norms. Moreover, questions
were created to stimulate participants to elaborate on additional factors shown to affect
their attitudes towards legumes.
Subsequently, the questions in section two of the interview guide concerned about factors
affecting purchase intentions, in line with the thesis second research question; “Are there
any other factors, apart from attitudes, that are affecting purchase intentions of legumebased products?”. In this part of the interview session, questions related to how the factors
price as well as availability affected the participant’s intentions to purchase legume-based
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products, as proposed in the research framework, were asked. Similarly to the first part of
the interview, questions to arrive at additional purchase intention factors were furthermore
probed. The researchers purposely constructed the interview questions in a way in which it
was not conspicuously obvious which factors that was previously proposed by the authors.
Rather, the researchers wanted the interviewees to encourage in discussions around the
matter.
3.5.5

Pre-test

Before conducting the in-depth interviews, a pre-test was performed to improve the
execution of the empirical investigation. According to Malhotra & Birks (2007), a pre-test,
or pilot-test, refers to the process of testing the research instrument to ensure that the
questions are well constructed by identifying and eliminating potential issues that might
hinder the researchers from gaining the relevant information to conduct the investigation.
Further recommendations from Malhotra & Birks (2007) suggest that the pilot-test should
be drawn from the same population as the respondents from the actual sample, which in
this study is health-conscious consumers. The authors chose one respondent, belonging to
the target population of the study, and simulated an interview. The chosen participant for
the pilot-test of the in-depth interviews was later excluded from the actual sample of the
semi-structured interviews of the study.
The aim of the pilot-test was to capture how the participant perceived the questions, and if
the questions were adequate in uncovering the sufficient information to fulfil the purpose
of the investigation. Throughout the pre-test, it became evident that some questions
needed to be changed due to misunderstandings. Additionally, some questions led to
confusion amongst the participant and the moderators apprehended that some questions
tended to generate similar responses. Moreover, the initial pilot test lasted for a quarter of
an hour, which was deemed far from optimal for acquiring the sufficient amount of
qualitative data for the study. All of these concerns were thereafter resolved for the final
research instrument that was used when the empirical investigation was conducted.
3.5.6

Ethical Considerations

When conducting a study involving participants, certain matters need to be taken into
consideration to make sure that the research is administered in an ethically acceptable
manner (Malhotra & Birks, 2007). To ensure that the interviews were conducted in an
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ethical way, the researchers were careful not to violate the participant’s rights of privacy.
Moreover, the participants in the interviews were informed that all information gained
from the sessions was confidential, and exclusively used for the purpose of the research. In
order to assure that all information gained during the interviews was captured properly, an
audio recording device was used. This, to ensure that the findings were documented and,
furthermore, reported accurately. Lastly, the participants were guaranteed total anonymity,
and their shared opinions were referred to by fictional names throughout the thesis.
According to Malhotra & Birks (2007), the mentioned procedures ensures that the
qualitative research will be conducted in an ethically considerate manner.
3.5.7

Execution of In-Depth Interviews

When conducting in-depth interviews, it is of importance to consider the location where
they will take place in. Malhotra & Birks (2007) suggest that a relaxing atmosphere is
crucial, in order for the conversations to allow the participants to feel comfortable and be
able to fully express their opinions. Additionally, the location should be of convenience for
each individual participant (Malhotra & Birks, 2007). In order to assure the two
aforementioned criteria, certain measures had to be taken into consideration. Since a total
of 16 interviews were conducted amongst a wide variety of age cohorts and occupations,
the interviews took place at a variety of places, still being convenient for each participant.
For the student participants, the interviews took place in private study rooms at their
respective universities. For respondents in the corporate sector, the moderators travelled to
their corresponding workplaces to assure convenience for each participant. Additionally,
some interviews took place at the households of the participants, once again bearing in
mind their convenience and ease of expression while being in a familiar location. Since all
the participants were Swedish, the moderators decided to conduct the interviews in their
native language to further facilitate optimal expression and convenience amongst the
respondents. The findings were thereafter translated into English by the authors.
Malhotra and Birks (2007) state that researchers can decide whether to unveil the purpose
of the investigation in the beginning of the session or wait until after it is concluded. The
advantages of not disclosing the study’s purpose is, however, argued to encourage the
respondents to freely express their opinions, without the risk of their expression being
influenced by pre-defined perceptions (Malhotra & Birks, 2007). Therefore, each interview
session started by the moderators giving the participants a vague and brief introduction of
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the study followed by information of how the session would proceed. Concerning the
questions asked during the sessions, each semi-structured interview had a list of
predetermined questions, followed by more specific questions probed to each individual
participant to uncover more depth to their responses and add significance to the obtained
qualitative data (Saunders et al., 2009).
3.6

Data Analysis and Interpretation

To be able to draw sufficient conclusions from the collected data of the empirical
investigation, the data needs to be properly analysed (Malhotra & Birks, 2007). However,
the process of qualitative data analysis shows conflicting opinions in published literature
regarding the use of concepts, procedures and interpretation of the data analysis process
(Graneheim & Lundman, 2004). Miles and Huberman (1994) and Malhotra and Birks
(2007) mutually suggest four successive steps in analysing qualitatively gathered data by
assembling, reducing, displaying and assessing its quality in order to draw final conclusions.
A closer depiction of the four steps, and their applicability to this study, will be provided in
the upcoming sections.
3.6.1

Data Assembly

The first step in the data analysis procedure covers the means of collecting data from a
variety of different sources. This refers to the collection of the qualitative data through
various means such as reflections from researchers, notes taken during the interviews,
documents and visual images, audio and visual recordings followed by transcripts of the
recordings (Malhotra & Birks, 2007).
As stated in the ethical considerations of the methodology, an audio recording device was
used to assure that all information gained from the participants was stored and able to be
represented for the analysis phase. The audiotape recordings from the interviews were
thereafter precisely transcribed. Since the in-depth interviews were held amongst Swedish
consumers in their native language, the information gathered needed to be translated from
Swedish into English. Moreover, the rewording was conducted carefully to ensure that the
data from the participants was accurately interpreted. The combination of the transcribed
audio recordings with the handwritten notes during the interviews provided the researchers
with a complete documentation for further analysis.
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3.6.2

Data Reduction

The second stage in the process is associated with handling the data, in terms of organising
and structuring the empirically collected information from the qualitative investigations,
while also disposing less integral information that is not of relevance for the study
(Malhotra & Birks, 2007). All uncovered information was not of relevance for the purpose
of the study, and therefore, the researchers used a thematic analysis approach to reduce the
data and obtain the most significant parts (Bryman, 2012). In thematic analysis, the process
of reducing qualitative data is referred to as coding, which implies bringing together
participants’ responses that share similar themes into various categories (Braun & Clarke,
2006; Malhotra & Birks, 2007). Coding sorts, labels, and organizes the collected primary
data in a way that aids for the final conclusions can be drawn (Miles & Huberman, 1994).
3.6.3

Data Display

After the qualitative data has been reduced and solely the most significant material for the
investigation is remaining, the information is summarized and presented. The data display
allows for a view of how the researchers have connected the responses from the
participants of the empirical investigation among the different categories in the coding
phase. Malhotra and Birks (2007) suggest that the data may be presented in a graphical
format of a matrix or in a spreadsheet where each coded category is displayed. The main
advantage of this approach is for the researchers to be able to visualise the body of data,
and more conveniently interpret and connect the findings for final conclusions to be drawn
(Malhotra & Birks, 2007). Thus, the researchers created a spreadsheet (See Appendix 8.2)
where the entire body of data is visualised. Additionally, each theme is visually brokendown and presented in its respective category throughout the empirical findings.
3.7

Assessing the Quality

In any research project, whether it is qualitative or quantitative in nature, the researchers
should be able to verify their research findings and justify the results while being able
demonstrate the data collection procedures and interpretation of the data (Nutt Williams &
Morrow, 2009). However, the means of establishing and assessing the quality of a study
varies whether quantitative or qualitative approaches have been used. For data to be of use
and value in a quantitative research, the data must be both reliable and valid (Bryman,
2012). The same applies to when a qualitative research approach has been adopted.
However, Lincoln and Guba (1985) argue that assessing reliability and validity of the
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findings in a qualitative study occurs through trustworthiness. Trustworthiness in
qualitative research is made up of four criteria, each of which has an equivalent criterion in
a quantitative study. These are credibility, transferability, dependability and confirmability,
which parallels internal validity, external validity, reliability and objectivity of a quantitative
study (Bryman, 2012). Each criterion will be described, and their applicability to this study
will be assessed next.
3.7.1

Trustworthiness of the Research

The first criteria, credibility, refers to which degree the empirical findings reflect reality.
There are several possible accounts of explaining social reality, and it is the credibility of
the account that a researcher arrives at that is going to determine its acceptability of others
(Bryman, 2012). Lincoln and Guba (1985) argue that ensuring credibility is one of the most
important factors in establishing trustworthiness of a study. To ensure credibility in this
study, the technique of triangulation was applied. Triangulation entails to an approach in
which analysis occurs from more than one viewpoint through multiple observers,
theoretical perspectives, sources of data, and methodologies (Bryman, 2012). Since the
research is conducted by two investigators, triangulation was ensured since analysis of the
data occurred through two different viewpoints. This was achieved by using a pattern
matching method when analysing the empirical data independently by each researcher, and
thereafter summarized into one cohesive analysis. Further, triangulation of theory was
assured by using more than one theoretical perspective. This was attained by applying
different interpretations of the theory of planned behaviour by different researchers in the
academic field of consumer behaviour.
Transferability refers to the extent of which the findings of a research can be applied to
other situations and settings. To facilitate transferability of a research project, it is of value
to clearly describe the context of the study followed by the selection and characteristics of
the participants (Graneheim & Lundman, 2003). According to Graneheim and Lundman
(2003), it is more challenging to prove that findings from a qualitative study is transferable
to other settings because the research is specified to a smaller sample size and usually
considers a particular target audience. Furthermore, it is up to the reader to decide whether
the findings are transferable to a different context. In order to avert these challenges of
transferability, the researchers used non-probability judgemental sampling to assure a
selected sample containing multiple-perspectives in terms of personal characteristics within
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the target group of HCCs. Moreover, both male and female participants were included in
the sample, between the ages 20-58, to further diversify and enhance the transferability of
the findings. A potential limitation in the transferability of the findings, however, is the fact
that the participants of the empirical investigation were limited to being health-conscious
Swedish consumers, which might restrain the transferability of the findings.
Addressing the issue of reliability of a quantitative research, Lincoln and Guba (1985) state
that the criteria of dependability is employed for a qualitative study. In order to address the
issue of dependability, Shenton (2004) argues that the process of the study should be
reported in detail and thereby making replication of the study possible by other researchers.
This is ensured through the methodology chapter of this thesis, which covers which
research practices that have been followed. Including the operational detail of gathering
data, and describes the different steps of how analysis of the collected data was carried out.
The last step of obtaining trustworthiness of a study is through confirmability.
Confirmability is concerned with ensuring that the research has been conducted in good
faith by assuring the researcher’s objectivity throughout its process (Bryman, 2012). That is
achieved by establishing that the findings of the research are manifested by the
interviewees, rather than the predisposed preferences and characteristics of the researchers.
It is, however, inevitable to guarantee complete objectivity in qualitative social research
since the interview questions are designed and conducted by humans, thus leading to
researcher’s bias to some extent (Shenton, 2004). That being said, by the use of
triangulation, investigator bias was minimized. Such bias was further diminished by the
detailed methodological description, as well as explanations for why some methods are
favoured and chosen over others to ensure confirmability.
By the four mentioned criteria of credibility, transferability, dependability and
confirmability, as well as their applicability within this study, the researchers intended to
achieve as high trustworthiness as possible for the findings of this study.
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4

Empirical Findings

______________________________________________________________________
In the following chapter the empirical findings from the in-depth interviews are presented. The findings are
presented in a thematic order, and are consistent with the proposed research framework developed by the
authors of this thesis. First, the factors that are affecting HCCs attitudes are presented, followed by the
results from the discussions of factors affecting purchase intentions of legume-based products. Furthermore,
each section includes additional factors that have been mentioned by correspondents to affect each respective
component of the proposed research framework. The results function as a basis for the upcoming analysis.
______________________________________________________________________
4.1

Sample Display

In table 1, each participant is listed. The first letter of each entry refers to the gender of the
participant, where the capital letters M and F refer to male and female correspondents
respectively. Further, the age of the correspondent followed by the duration of each
interview session is displayed.

Table 1: Sample Display
4.2

Factors Influencing Attitudes

This thesis and its interviews concentrated on discovering which factors affecting healthconscious consumers’ attitudes, and furthermore components affecting purchase intentions
regarding legumes. In this segment, the first part of the empirical findings, concerning
which factors affecting HCCs attitudes towards legumes, is conferred. We start off by
looking at the three independent components proposed in the research framework of the
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thesis, namely knowledge, taste and subjective norms. Subsequently, other mentioned
factors stated to affect HCCs attitude towards legumes are presented. This section contains
Q1-Q17 from the in-depth interviews (See Appendix 8.1).
4.2.1

‘Attitude Circle’ Findings

When looking at the attitudes of the interviewees, we have divided their attitudes into four
categories; predominantly positive, somewhat positive, somewhat negative and completely
negative. Having a predominantly positive attitude, the interviewees stated with conviction
that their attitude towards the viand is heavily positive. Possessing a somewhat positive
attitude, the answer was not as clear. The respondents did however, even though having
doubts, perceiving an overall positive attitude towards the viand, putting the weight on the
favourable parts of legumes. Participants having a somewhat negative attitude did on the
contrary conveyed the negative aspects, even though they could also recognize positive
components of the viand. Interviewees having a completely negative attitude towards
legumes were, in opposite from the ones having a predominantly positive attitude, heavily
negative.
The results from the in-depth interviews showed that ten of the health-conscious
interviewees had a predominantly positive attitude towards legumes. Further, three had a
somewhat positive attitude, one had a somewhat negative attitude and two had a
completely negative attitude towards legumes.
Predominantly
positive attitude
10

Somewhat
positive attitude
3

Somewhat
negative attitude
1

Completely
negative attitude
2

Table 2: Summary of the Participants’ Attitudes
4.2.1.1

Factor 1: Knowledge

A majority of the participants perceived knowledge as an important factor affecting the
attitude towards food overall.
“Knowledge is of great importance and it affects my attitude towards food, what you eat affects your overall
well-being.” (Participant M2)
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Looking specifically at knowledge concerning legumes, we divided participants into three
categories; a lot of knowledge, a little amount of knowledge or hardly any knowledge at all.
Having a lot of knowledge, participants perceived themselves as having an acceptable
knowledge about legumes nutritional values and how to cook them. With a little amount of
knowledge, the participants possessed a more vague knowledge about legumes nutritional
value and/or how to cook them. When having hardly any knowledge at all, the participants
basically only knew that legumes existed. Six participants had a lot of knowledge about
legumes, six had a little amount of knowledge and four interviewees stated that they hardly
had any knowledge. Amongst all participants having a lot of knowledge about the viand,
they all possessed a positive attitude. Of the six having a little amount of knowledge, four
stated that their attitude was completely positive towards legumes, while the other two had
a somewhat positive attitude. Amongst the four participants having hardly any knowledge,
only one had a somewhat positive attitude. Regarding the last three with limited knowledge,
one had a somewhat negative attitude towards legumes while the other two had a
completely negative attitude.
All six participants having knowledge and a predominantly positive attitude regarding
legumes perceived knowledge as an important factor contributing to their positive attitude.
The interview member M8, which both had knowledge and a positive attitude stated;
“My attitude towards legumes is incredibly positive! I profoundly believe that if we shall be able to reach a
sustainable society, we need to eat more legumes. It is a viand containing a lot of good nutrients and my
belief is that the sooner one starts to consume legumes, the better. The switch is going to come, be prepared.”
(Participant M8)
Further, the participants having little amount of knowledge, including individuals having
either a predominantly positive, or somewhat positive attitude, stated that more knowledge
further would affect their attitude to become even more positive, resulting in a higher
consumption of legumes.
“More knowledge would help me get over the threshold and understand that consuming legumes is neither
tedious or complicated. If I would know more, I would probably consume more.” (Participant M5)
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The view regarding knowledge amongst the three participants with a somewhat negative or
completely negative view of legumes, who hardly retained any knowledge regarding
legumes, was divided. One interviewee, who had a complete negative view, stated that
more knowledge would probably change one’s attitude towards the viand, since attitude
was to a large extent formed by knowledge.
“I believe my negative attitude to a large extent is due to lack of knowledge. If I would have more
knowledge, I believe my attitude would have been different”. (Participant M1)
The last two participants, one having a somewhat negative attitude and the other a
completely negative attitude combined with hardly any knowledge, did controversially state
that having more knowledge would not change their attitudes. For them, other factors
contributed more to their attitude formation.
“I cannot eat legumes because of their taste and texture. Their texture is mushy and the taste is really bad.”
(Participant F4)
“I have little knowledge about legumes, and I further do not believe that more knowledge would make me
consume it more.” (Participant M7)
A lot of
knowledge
6

Little amount of
knowledge
6

Hardly any
knowledge
4

Table 3: Summary of the Participants’ Knowledge
4.2.1.2

Factor 2: Taste

Regarding taste, all 16 participants perceived taste as an important factor contributing to
one's attitude towards food and specific viands. The extent of the importance of taste was,
however, not consistent. For some, taste was argued to be the most important factor, and
these participants were not willing to sacrifice taste for other advantages. Four participants
did, however, admit that even if taste is important, they were willing to sacrifice some of
the taste to acquire other benefits.
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“I like good food. Although, I can look beyond the taste and just see food as something that I need to eat
due to nutritional aspects.” (Participant M4)
“Health benefits can outweigh an inferior taste. The combination healthy and tasty is the best, but I can
easily abide food with a worse taste due to health benefits.” (Participant M1)
Looking more in detail towards legumes, five participants were clearly positive towards
their taste, while one was clearly negative and the other ten neither had a positive nor
negative opinion regarding the viands taste. Out of the five participants having a positive
view towards the taste of legumes, all five perceived taste as an important factor affecting
the attitude and did furthermore also have a positive attitude towards legumes.
“Taste is really important. I like legumes a lot, I do not just say it to become popular in this situation.
Seriously, I really do like them a lot. I have always thought they are tasty, even in their most boring form.”
(Participant M5)
The one participant who had a negative view of the taste of legumes also perceived taste as
an important factor and did, moreover, have a negative attitude towards the viand.
“I have a negative attitude [towards legumes] due to their taste. I do not think that they taste good enough.”
(Participant F4)
Looking at the ten participants who had neither a positive nor negative opinion regarding
the taste of legumes, four of them were the ones, as previously discussed, who admitted
that they were willing to sacrifice taste to obtain other benefits. One of the four did have a
negative attitude towards legumes, while three had a positive attitude. What we can
conclude for these four, despite different attitudes, is that taste is not the most important
factor contributing to the formation of their attitudes.
The six remaining participants who had neither a positive nor negative opinion regarding
the taste of legumes thought that taste was important. One of the six remaining
participants, who had neither a positive or negative opinion and at the same time stated
that taste was important, did have a negative attitude towards the viand. In this participant’s
case, the neither positive nor negative perception of legumes’ taste did not result in a
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positive attitude towards legumes. This results in a conclusion that legumes are not tasty
enough to contribute to a positive attitude for this individual.
What is interesting is the result regarding the five participants who had a positive overall
attitude towards legumes. This, even though they had neither a positive nor negative
perception of the taste of legumes in combination with the opinion that taste is of great
importance when forming an attitude towards food. This gives us a result, which states that
even if some people stated that taste is of great importance forming an attitude towards
food, the view of the taste does not have to be clearly positive. A neutral opinion regarding
a viand’s taste is enough to result in a positive attitude in the case of legumes.
Positive attitude
towards the taste
5

Neither positive or Negative attitude
negative attitude
towards the taste
towards the taste
10
1

Table 4: Summary of the Participants’ Perceptions of the Taste of Legumes
4.2.1.3

Factor 3: Subjective Norms

The attitudes towards legumes were for all participants affected by their subjective norms.
Subjective norms, in form of for example family, friends and social media, were shown to
be able to either affect the participants’ attitudes positively or negatively. Participant F4,
having a negative attitude towards legumes, stated that her family affected her, which most
likely is a contributing factor regarding her negative attitude towards legumes. Her family
has never consumed legumes and do not appreciate their taste nor find them interesting,
and therefore have a negative attitude.
“My family does also have a negative attitude towards legumes. They have never eaten it and will most
probably never do.” (Participant F4)
Regarding the other two having a completely negative or somewhat negative attitude
towards legumes, they did furthermore also state that subjective norms have been a
contributor forming their negative attitude. However, they were shown to be affected by
subjective norms in different ways. Participant M1 stated, in line with participant F4, that
his family and childhood to a large extent formed his attitude.
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“I believe that my family has affected my attitude, that my attitude to a large extent is affected by my
childhood’s eating habits.” (Participant M1)
Participant M7 did on the other hand state that he is affected by subjective norms due to
that he wanted to be socially accepted. He is following the stream, and would most
probably have a more positive attitude towards legumes if it became more mainstream,
consumed more by society and further by his subjective others.
“Of course subjective norms affect me. I believe my attitude towards legumes would have been different if it
became more mainstream consuming it, and if people discussed it more. I follow the stream.” (Participant
M7)
The 13 remaining participants with a predominantly positive or somewhat positive attitude
towards legumes did, as previously mentioned, also perceive subjective norms as something
affecting them and their attitudes. Friends, social media and family are the forms of
subjective norms mostly stated to affect the attitudes towards legumes. Social media was
shown to affect people in all age groups, and a lot of people searched for information and
inspiration through social media. Families, having a positive attitude towards legumes, did
also affect the attitudes of many of the 13 participants.
Lastly, participants were shown to be affected by the attitudes of their friends. Participants
were affected by different subjective norms, some of several subjective norms and some of
just one category.
“I am affected by friends, family, my girlfriend and social media. What is important for me is that I feel
that the sender is reliable and can contribute with knowledge, which in turn affects my attitude.”
(Participant M3)
“I am not affected by my family and childhood. On the other hand, curious and knowledgeable friends easily
affect me. My friends interested in food can inspire me and teach me, which I believe affects my attitude.”
(Participant M6)
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“I am influenced by my friends and people I look up to in for example social media. Family has not been
affecting my attitude. People that have knowledge or are curious can affect me by giving me inspiration,
which in turn can influence my attitude.” (Participant F3)
Attitude affected by
subjective norms
16

Attitude not affected by
subjective norms
0

Table 5: Summary of Participants’ whos Attitude’s are Affected by Subjective Norms
4.2.2

Other Mentioned Attitude Factors

The results of the interviews showed that knowledge, subjective norms and taste, to
various degrees, are affecting HCCs attitudes towards legumes. Further, we found other
factors shown to be affecting the attitudes of health-conscious consumers. The three
factors additionally found was perception of nutrition, trends and interest in food.
We have chosen to brigade perception of nutrition and health into one factor, perception
of nutrition. This is done due to that the participants talked about the importance of health,
related to food and legumes, linked to their nutritional profile. The results of the interviews
showed that the majority of the participants’ attitudes towards legumes, to a significant
degree, was affected by nutrition. Nutrition was mentioned as an affecting factor by ten of
the 16 participants, six males and four females. Either knowing that, or having a positive
perception of the nutritional content of legumes, was even shown to be the determinant
attitude-affecting factor for some of the participants.
“It is the amazing nutritional profile of legumes that has resulted in my positive attitude.” (Participant
M4)
“I have a positive attitude towards legumes. I have heard that legumes have a strong nutritional profile and
I think the taste is okay.” (Participant M6)
Only one participant did, however, clearly state that the source from where one got the
information needed to be trustworthy and relatable.
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“Regarding nutritional aspects, I can be affected by others. Although, it is important for me that the sender
is trustworthy and that I am able to relate to the sender of the message.” (Participant M3)
These findings, with ten participants stating that nutritional aspects do affect them, but
only one participant putting weight on the importance of trustworthy knowledge, has
resulted in the additional factor separated from the knowledge factor, namely; perception
of nutrition. HCCs attitudes towards legumes are by our in-depth interviews shown to be
possibly affected by a perception, not necessarily true knowledge, regarding nutrition.
“I do not think that I really care about knowledge, however, I think I make good choices and have an
attitude based on a fundamental knowledge [regarding nutrition], what a good versus a bad diet includes.”
(Participant F7)
The second factor, mentioned by 13 of the 16 health-conscious interviewees, was trends.
Participants clearly argued that they believed their attitude towards legumes was affected by
the fact that consuming a greener diet, including legumes, currently is in vogue. Since eating
more vegetarian meals is a trend, participants stated that they had become more aware of
legumes and that this awareness, caused by the trend, has helped to evoke a positive
attitude towards the viand. One participant assumed that this is a trend that will stay, and in
the future further contribute in having more people to become aware of the legumes and
shape a positive attitude.
“I believe that this is a quite new trend that will stay, and in the future affect people’s attitudes. It just
takes a while for people to open up their eyes.” (Participant M3)
Participant F3 did furthermore state that her positive attitude towards legumes was formed
by it being a trend.
“I started to consume legumes in Australia, about one year ago. Both in Australia and Bali, where I
visited, vegetarian and vegan cooking is really trendy. I guess I fell for the trend.” (Participant F3)
The third factor found was interest in food, a factor mentioned by nine of the 16
interviewees. These participants thought that their positive attitude towards legumes was
formed partly by an overall interest in food. An interest in food results in a behaviour in
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which one is willing to try new things and enjoys searching for information and knowledge
about different viands. Participant F5 believed that an interest is constantly forming, and an
interest makes it possible to change people’s attitudes towards food, including legumes.
“I am interested in food and thus therefore, even without knowledge, have a positive attitude towards
legumes. If people are not interested in food and legumes at all, I think it can be hard to change their
attitude towards the viand since they will not even engage in picking up information and knowledge.”
(Participant F5)
Perception of
nutrition
10

Trends

Interest in food

13

9

Table 6: Summary of Additional Factors Mentioned to Affect Attitudes
4.3

Attitude Leading to Purchase Intention

Out of the 16 participants, 13 showed to have either a predominantly or somewhat positive
attitude towards legumes, while three health-conscious consumers had an overall negative
attitude towards the viand. Each correspondent was also asked if they would have an
intention to purchase legume-based products, where the results were contradicting. From
the 13 who had an attitude on the positive spectra towards legumes, nine participants had a
clear positive intention to purchase legume-based products. Further, three participants had
a somewhat positive intention, however, the intention was dependant on certain specific
factors, which will be presented in further sections.
The three correspondents who stated to have either a somewhat or completely negative
attitude towards legumes, did not intend to purchase legume-based products.
“I would only purchase [legume-based products] if it fulfilled three criteria; it should taste good, it should
look appetising, and it should have a pleasing texture similar to meat.” (Participant F4)
Further, one participant, who had a clear positive attitude towards the viand did not intend
to buy legume-based goods. That interviewee stated;
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“I have a positive attitude towards legumes, and I purchase them frequently. But I would never purchase
ready-to-eat products, it is unthinkable for me! I make everything [by myself] from scratch.”
(Participant F8)
Clearly positive
purchase intention
9

Somewhat positive
purchase intention
3

Negative
purchase intention
4

Table 7: Summary of the Participants’ Purchase Intentions of Legume-Based Products
4.4

Factors Influencing Purchase Intentions

The in-depth interviews focused on uncovering which factors that formed healthconscious consumers’ attitudes, but also which factors, apart from the formation of
attitudes, that comprised HCCs intentions to purchase legume-based products. In this
section, the latter part of the empirical findings is presented. This includes the two
proposed independent components from this thesis’ research framework, namely price and
availability. Further, other factors shown to influence HCCs intentions to purchase legumebased products based on the empirical findings from the participants are presented. This
section includes Q18-Q21 from the in-depth interviews (See Appendix 8.1).
4.4.1

Factor 1: Price

The first factor in the proposed framework, influencing HCCs intentions to purchase
legume-based products is the importance of price. The importance of price varied largely
amongst the participants. Out of the entire sample, three respondents argued that price was
the clear deciding factor affecting the intention to purchase legume-based goods. These
respondents argued that they perceived legumes to be expensive in comparison to meat
products, while also considering price as an important factor for the purchase of any
grocery product.
“When I am in the store price is a very deciding factor. I would say around 80 percent [of my food
purchases are decided by the price]. If legumes were significantly cheaper than other [proteins], I would have
chosen them instead.” (Participant M2)
“Price always affects [my purchase intentions]”. (Participant M5)
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Contrary, five participants did not perceive price to be an important factor when deciding
upon food purchases. These individuals argued that they had no issue with spending more
money on quality food items, where the quality of the product justified the increase in
price.
“I am happily spending money on quality food. I can have purchase anxiety over other items but not for
food, actually.” (Participant F5)
Additionally, they stressed the importance of purchasing products they wanted to consume,
rather than being dictated by cheaper alternatives.
“Price does not affect me at all, no matter which product it entails. I would spend more on a grocery product
that I really want, any day of the week.” (Participant F4)
The remaining eight participants did not perceive price as the most crucial factor in
deciding to purchase legumes, but it was still significant due to various circumstances. Four
participants stated that price affected them to a greater extent currently, due to their life
situations of being students. Since they had a generally limited budget, the price of grocery
products affected them and they expressed that they would consume more of legumebased proteins if it had a lower price. Both M3 and M8 voiced similar opinions;
“Now that I am a student, prices affect me quite a bit. I do not have the financial resources to spend 150
SEK per kilogram for something, it gets too expensive in the long run. Instead, I am buying the products
that contain the most qualitative nutrition for the price point.” (Participant M3)
“Since I am a student I do not have as much money as I would like to have. I would more than happily
consume Oumph! [an existing legume-based product on the Swedish market] every day because it is so
delicious. However, it costs 120 SEK per kilogram, which is unrealistic for my current budget.”
(Participant M8)
Apart from the circumstance of being constrained by a limited budget, the remaining four
participants stated that price was significant to some extent, expressed that they would be
able to justify a slightly higher price. They argued that if the quality of the product holds
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higher standards, they can pay a higher price, as long as the price is in relation to an
increased perceived value.
Concluding, the majority of the respondents believed that the price of legume-based
products had some significance in their intentions to purchase. However, the importance
of price varied substantially. While very few respondents stated that price is the most
crucial factor affecting their purchase intentions, most respondents expressed their opinion
that the pricing still had to be reasonable for any offered product. Since legumes were
considered to be a speciality product amongst the respondents, they expressed that a
slightly higher price was justifiable.
Price is affecting
purchase intention
3

Price may or may not
affect purchase
intention
8

Price is mostly not
affecting purchase
intention
5

Table 8: Summary of the Participants’ View on Price
4.4.2

Factor 2: Availability

The second component in the proposed framework influencing HCCs intentions to
purchase legume-based goods is the perception of the products’ availability. Here, the
authors wanted to explore if consumers would choose to purchase legume-based products
if the purchasing process is more inconvenient than purchasing other goods. By
uncovering if availability was a factor influencing HCCs purchasing intentions, each
interviewee was asked to put themselves in the situation of an item not being readily
available in their regularly visited grocery store. If it was not, we questioned if they would
undertake certain actions to attain any given product.
Out of the entire sample, one male and one female respondent did not perceive limited
availability to affect their purchase intentions. These interviewees stated that a product not
being available in a grocery store was not an issue. They would go out of their comfort to
acquire a product they wanted to consume, whether that entailed to purchase it through for
example the web and have it delivered, or to visit another store. Concerning the
unimportance of availability, these two participants stated;

50

“Nowadays, you can always order online, or if a product does not exist at ICA and I will have to visit
Willys [to acquire it] it is also fine. That occurs, I purchase filo dough regularly and my preferred brand is
not being sold at ICA, then I actually go to Willys [to purchase that specific product].” (Participant F8)
“If I want something, then I make sure to get it!” (Participant M4)
However, the remaining 14 participants believed availability to be a contributing
component for the intent to purchase legume-based products, albeit to various extents.
Ten participants expressed that it was crucial that a product was available for purchase in
their regularly visited grocery store. These individuals expected a product to be easily
available, and their purchase intentions would be affected negatively if the product was
inconvenient to acquire. They would neither consider themselves to visit online retailers to
purchase grocery products, nor would they visit a store to purchase one specific product.
“I believe that it is important that everything is easily available. I remember once that I could not find a
Japanese product that I wanted in my grocery store. That was extremely annoying, and I had to walk
around and search for it, which I prefer not to do in my everyday life.” (Participant M7)
Four participants argued that availability and convenience was ideal, however, they could
sacrifice convenience to some extent if it was a product that they truly wanted to purchase.
“It depends, if there is a product that I really want and it does not exist in my grocery store, I would. I have
actually done it, but I would prefer everything to be in the store so I do not have to worry about troublesome
shipping fees and such.” (Participant M8)
Moreover, these respondents would not visit a store to purchase only one product. Instead,
they would practice their entire grocery shopping in a store that had the specific product
they wanted to consume, as expressed by participant M3;
“I can go out of my way to some extent. [...] If I, for example, know that there is a certain product at City
Gross, then I could take the bus there to purchase it. However, then I would purchase all of my groceries
there”. (Participant M3)
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In summary, a majority of the respondents believed that the readily availability and overall
convenience of legume-based products had a high significance to their purchase intentions.
While correspondents expressed opinions about being able to sacrifice convenience to a
certain extent for specific products that they truly wanted to consume, the general
consensus from the discussions still revolved around the importance of products’
availability. The ease of access in the grocery stores, incentivised their intentions to
purchase legume-based protein substitutes.
Limited availability affects
purchase intention

Limited availability does not
affect purchase intention

14

2

Table 9: Summary of the Participants’ View on Availability
4.4.3

Other Mentioned Purchase Intention Factors

The results from the in-depth interviews showed that both price and availability directly
affected the intentions of health-conscious consumers when purchasing legume-based
protein substitutes. During the discussions, it became apparent that two additional factors
are affecting their purchase intentions of legume-based products. These two components
are appearance followed by curiosity, which will be described next.
4.4.3.1

Appearance

During the discussions concerning which factors that would promote incentives to arouse
a purchase intention of legume-based goods, participants suggested that a pleasing
appearance would contribute to increased consumption. In total, eight of the 16
interviewees mentioned that a pleasing overall presentation of the products would be a
contributing factor towards buying legume-based products.
When the participants were discussing appearance, it referred to the packaging of finalised
products, as well as the texture and an appetising appeal of the food. Interestingly, six of
the eight female respondents mentioned appearance as a contributing factor, whereas only
two male respondents presented the appearance component.
“It should look appetising, you eat with your eyes, I guess.” (Participant F3)
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Even though participant F4 did not intend to purchase legume-based products due to her
not preferring their taste, she still mentioned that a pleasing appearance would increase her
likelihood of consumption;
“[...] it should look appetising and it should have a pleasing texture. [...] You eat with your eyes, so how it
looks, as well as how it is presented affects me. And probably how it is packaged.” (Participant F4)
In addition, Participant M3 discussed how appearance influenced his purchase intentions;
“Presentation, in form of colours and textures affects [what I purchase]. If something is a bit mushy, and
does not look as appetising, then unconsciously I would believe that it does not taste as good.”
(Participant M3)
4.4.3.2

Curiosity

The final independent component shown to affect HCCs purchase intentions when it
comes to legume-based products is the aspect of curiosity. Throughout the discussions
with the correspondents, nine individuals brought up the aspect of being curious. The
factor of curiosity referred to the notion of participants being widely open to try new food
in general;
“I am very curious about new and trendy food! It can be Chinese cuisine, sushi or other types of food. I like
trying new food, it is fun and interesting.” (Participant F8)
Furthermore, curiosity was also a factor arousing the purchase intention regarding legumes
for consumers that did not consume the viand on a regular basis. Being curious affected
the purchase intention, making consumers more open to purchase legumes.
“I would definitely like to buy them [legume-based products] and try them to see if I like them.”
(Participant M6)
Additionally, younger correspondents mentioned that they believed that curiosity is
affecting younger people in Sweden to a greater extent than elderly people in the country.
For instance, 23-year-old participant F5 believed that her parents did not consume legumes
because of their lack of curiosity and conservative approach. However, she mentioned that
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her sisters are curious, and therefore have a greater purchase intention towards legumes
and food in general. This was further strengthened by opinions of 20-year-old participant
M8 who stated;
“I think that we are open to try new things in Sweden. Although, I believe the generation above us, our
parents and such, are more conservative. But we [our generation], we live in an open society.”
(Participant M8)
We cannot determine to what extent these beliefs amongst younger consumers’ mirrors
reality. This since three of the participants in our research sample, who stated that curiosity
is affecting their purchase intentions were 50, 55 and 58 years old. What can be drawn from
our results is that curiosity affects the purchase intentions of HCCs regarding legume-based
products, indifferent of age.
Appearance

Curiosity

8

9

Table 10: Summary of Additional Factors Mentioned to Affect Purchase Intentions
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5

Analysis

______________________________________________________________________
In this chapter, theories presented in the literature review are compared with the findings from the in-depth
interviews. The analysis starts off with a comparison related to which factors that are affecting HCCs
attitudes towards legumes, with a linked summary. Subsequently, we analyse if a positive attitude leads to a
purchase intention. Lastly, factors affecting HCCs purchase intentions regarding legume-based products will
be examined and compared, ending with a linked summary.
______________________________________________________________________
5.1
5.1.1

Factors Affecting Health-Conscious Consumers Attitudes towards Legumes
Knowledge

Participants, having large or some amount of knowledge, did consume legumes to a larger
extent than the three participants having hardly any knowledge at all. These findings can
show evident links to previous research (Laroche et al., 2001; Hill & Lynchehaun, 2002;
Moorman et al., 2004), which stated that knowledge is a key aspect for consumers when
choosing which food to consume.
Further, links can also be drawn between the findings and previous mentioned research
(Tobler et al., 2011) regarding consumers’ willingness to decrease their meat consumption
linked to their knowledge. Participant F1, with low level of knowledge regarding legumes
and strong preference for meat, stated that more knowledge about meat in relation to
legumes would increase her willingness to reduce her meat consumption. Having more
knowledge about the health benefits of such a change would affect her, even due to her
habitual behaviour pattern regarding food, including meat to a large extent.
“If I would get more knowledge about the negative aspects of meat [and the positive aspects of legumes], I
think I would be able to break my food consumption patterns.” (Participant F1)
Additionally, participant M5 stated he would like to decrease his meat consumption in
favour of legumes. He believed that his limited amount of knowledge regarding how to
cook legumes is one reason for him not consuming more legumes at the moment.
“There are amounts of beans and lentils in the market and I would like to consume it more, but what do I
do with them?” (Participant M5)
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Further strengthening this link between previous research and the findings in our in-depth
interviews, only one of the three with a negative attitude towards legumes stated that more
knowledge regarding legumes would not increase her willingness to reduce her meat
consumption. Regarding this only participant, knowledge is not the most important factor
and her other three criteria in form of a good taste, appeal and texture like meat, needs to
be achieved in order to form a positive attitude towards legumes.
Summarizing, knowledge was found to be, in line with previously presented literature, a
clearly affecting factor regarding HCCs attitudes towards legumes. All the participants
having a large amount of knowledge about the viand had a predominantly positive attitude
towards legumes. The knowledge does not just seem to be independently affecting attitudes
but further linked to other stated affecting factors such as subjective norms and interest in
food.
“I get inspired and acquire knowledge by others.” (Participant F5)
5.1.2

Taste

Taste was shown to be a factor affecting attitudes towards different food items by all
participants. Good taste was by the majority of the participants stated as a key purchase
criteria, affecting their attitude.
Analysing the results regarding taste, the analysis is straightforward for some participants.
Regarding the four participants stating that taste is not a crucial factor is not in line with the
majority of previous mentioned research (Wandel & Bugge, 1997; Childs & Poryzees, 1997;
Land, 1998; Gilbert, 2000; Magnusson et al., 2001; Verbeke, 2006; Hughner et al., 2007;
Tobler et al., 2011; Tirelli & Martínez-Ruiz, 2014; Kraus, 2015). Furthermore, the attitudes
of six participants was in line with their opinions of legumes’ taste and their statements that
taste is of great importance. These participants consisted of the five correspondents stating
that taste is crucial while also having a positive attitude towards legumes and the one
interviewee stating the importance of taste while having a negative attitude. These
participants are different from the four previously mentioned interviewees, in line with the
majority of the previous mentioned research (Childs & Poryzees, 1997; Wandel & Bugge,
1997; Land, 1998; Gilbert, 2000; Magnusson et al., 2001; Verbeke, 2006; Hughner et al.,
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2007; Tobler et al., 2011; Tirelli & Martínez-Ruiz, 2014; Kraus, 2015), showing that taste is
an important attitude forming factor.
The consideration regarding the remaining six interviewees, beside the ten already
discussed, gives us a fragmented and unclear view concerning the importance of taste for
HCCs when forming an attitude towards legumes. All these six participants neither had a
positive nor negative opinion of legumes’ taste. They all thought that legumes have an
acceptable taste, not more. At the same time, all these participants strongly argued for the
importance of taste shaping an attitude towards legumes. Analysing the results of these six
participants, only one of the six retained a negative attitude. The other five held a positive
attitude towards the viand. Based on this, the results of the in-depth interviews are not
completely in accordance to previous literature (Wandel & Bugge, 1997; Childs & Poryzees,
1997; Land, 1998; Gilbert, 2000; Magnusson et al., 2001; Verbeke, 2006; Hughner et al.,
2007; Tobler et al., 2011; Tirelli & Martínez-Ruiz, 2014; Kraus, 2015). Taste is important
and all participants preferred appetising food. However, for the majority of the HCCs in
relation to legumes, the attitudes towards legumes are shown to be positive even though
the opinions regarding the viand’s taste are neutral. This gives us a result comparable to the
result by Piché and Garcia (2001), resulting in a not clear picture of the importance of taste.
What we can conclude by our research is that the opinion towards the taste of legumes
needs to be at least neutral for HCCs to form a positive attitude. Taste was not shown to
be as important as we thought from the beginning of our study. However, the viand needs
to be perceived as at least reasonably tasty for consumers to form a positive attitude, and a
negative perception of the taste results in a negative attitude amongst HCCs towards
legumes.
5.1.3

Subjective Norms

In accordance to several researchers (Shepherd & O’Keefe, 1984; Shimp & Kavas, 1984;
Vallerand et al., 1992; Chang, 1998; Tarkiainen & Sundqvist, 2005), the result from the indepth interviews regarding HCCs and legumes showed that there is a link between
subjective norms and attitudes. The relationship between HCCs subjective norms and their
attitudes towards legumes can, in line with previous literature (Shepherd & O’Keefe, 1984;
Shimp & Kavas, 1984; Vallerand et al., 1992; Chang, 1998), be explained by the social
environment’s impact on individuals’ attitude formations. Furthermore, we have seen
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patterns showing that impacts by subjective norms seemed to be linked with other factors
such as knowledge, perception of nutrition and trends.
“Friends with a lot of knowledge can affect my attitude and perception. It is all about the knowledge they
can provide me.” (Participant M1)
“I follow the stream and social norms. I believe my attitude towards legumes could definitely change if society
would have consumed more legumes and discussed it more.” (Participan M7)
Similar to previous research (Shepherd & O’Keefe; 1984, Shimp & Kavas; 1984; Vallerand
et al. 1992; Chang, 1998) our results seem to link the subjective norms with some kind of
personal benefit. In this case, people being positively affected by subjective norms seemed
to, for example, achieve personal health benefits by having knowledge and changing food
consumption patterns, replacing inferior viands to legumes, due to the impact of subjective
others.
“Subjective norms are affecting me. Others can make me become more conscious, and as a result, eat better.”
(Participant F5)
All participants conveyed that subjective norms affect their attitude towards legumes. They
could be affected positively or negatively, something, that was shown in the empirical
findings. Participants with a negative attitude were affected negatively by subjective norms
while the ones having a positive attitude were affected positively by subjective norms.
These subjective norm impacts came from different sources such as family, friends and
social media. Further, patterns from our study showed that impacts by subjective norms
seemed to be linked with other attitude-forming factors such as knowledge, trends and
perception of nutrition concerning HCCs and legumes.
5.1.4

Additional Factors

We found three additional factors shown to be affecting HCCs attitudes towards legumes,
namely perception of nutrition, trends and interest in food.
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5.1.4.1

Perception of Nutrition

Perception of nutrition was mentioned by a majority of the interviewees as a parameter
affecting their attitude towards legumes. This health-related attribute seems to be an
important component when discussing attitude-affecting factors.
“My perception of legumes nutritional content is strongly affecting my attitude.” (Participant F2)
Earlier research regarding how a food’s nutritional content affects behaviour has been
divided (De Almeida et al., 1997; Kearney, Kearney, Dunne, & Gibney, 2000; Kaya, 2016).
Research conducted by Kearney et al. (2000) showed that knowledge and education about
nutritional aspects of viands in childhood could influence people in their adulthood.
However, other research (de Almeida et al., 1997) in contrast, showed that this might not
be the case. People may not know how to behave due to the large amount of different
sources of information, which can be mistrusted or viewed as conflicting and complex (de
Almeida et al., 1997).
Looking at the statements made in the in-depth interviews, we conclude that our findings
are closely linked with the research showing that knowledge and education about
nutritional aspects of viands in childhood could influence people in their adulthood.
Nutritional knowledge is a factor shown to affect HCCs attitudes towards legumes.
However, we cannot, due to that only one of all interviewees stated that the source from
where one got information needed to be perceived as trustworthy, clear and reliable, put
together knowledge and nutrition into one factor. It can be a perception, not true
knowledge regarding nutrition, that affect the HCCs attitude towards legumes. This has
resulted in the additional factor, perception of nutrition.
Participant F7 stated that knowledge was not so important for her forming an attitude
towards legumes. However, she stated that she chose food formed by an underlying
fundamental perception, received partly from her childhood. This fundamental perception
implicates her perception of nutrition, referring to what in her opinion is superior and
inferior food.
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“I do not think that I really care about knowledge, however, I think I make good choices and have an
attitude based on a fundamental perception [regarding nutrition], towards what a better versus a worse diet
includes.” (Participant F7)
Furthermore, we also conclude that the factor seems to be interrelated with other attitude
forming factors such as taste.
“I believe my perception of nutritional content subconsciously affects my opinion of the taste of legumes. They
become tastier as they are good for me.” (Participant F7)
5.1.4.2

Trends

Trends, mentioned by 13 interviewees, is the second additional factor shown to affect
HCCs attitudes towards legumes. Interestingly, 12 of the thirteen participants who
mentioned trends as an affecting factor were interviewees with a positive attitude.
Participant F3, with a positive attitude towards legume stated;
“I opened my eyes to legumes about a year ago when I was in Australia. It was really trendy with
vegetarian and vegan food there and it was there I changed my attitude towards it... I guess I fell for the
trend.” (Participant F3)
Only one of the participants with an overall positive attitude did not mention trends as a
factor affecting his attitude, which can be linked to this statement made by the interviewee;
“I believe that the surroundings can affect me to some extent...However, it does not affect me too much what
other people consume, I consume what I want.” (Participant M4)
Regarding the three participants with either a somewhat or completely negative attitude
towards legumes, only the one with a somewhat negative attitude mentioned trends as an
affecting factor. For the two participants not stating trends as an affecting factor, we
conclude that other factors, such as taste, are more heavy influencers. Concerning the
interviewee with a somewhat negative attitude but still mentioning trends as an affecting
factor, he believed that if legumes would become more mainstream, trendy and daily
discussed, his attitude would be affected positively.
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Analysing the results of the in-depth interviews regarding trends, we can conclude that this
factor is an affecting factor for the majority of the participants, specifically for participants
with a positive attitude. We cannot draw conclusions regarding why trends is an affecting
factor. However, one reason can possibly be that trends are widely exposed through social
media, and therefore affect consumers, in accordance to previous research regarding social
media and food choices (Vaterlaus, Patten, Roche & Young, 2014). Further, we see
patterns indicating that trends are linked with other affecting factors such as knowledge
and subjective norms. Since if something is trendy, one will with less effort obtain
knowledge and furthermore get more inputs from society and possible subjective others, as
in the example of social media exposure.
5.1.4.3

Interest in Food

The third mentioned factor, interest in food, is also shown to be a key factor affecting
HCCs attitudes towards legumes. Literature studying food choices strengthens these
findings, with results showing that people with an interest in food are willing to change
their food consumption patterns (Sobal, 2005). Furthermore, research by Roininen (2001)
shows that a general interest in food affects consumers’ food choices and frequency of
consumption of certain viands. Nine of the 16 interviewees mentioned the factor ‘interest
in food’ and of these nine, only one possessed a negative attitude towards legumes even
though he was interested in trying new things. For this participant, we assume that the role
of knowledge regarding legumes outweigh his interest in food. He does not mind trying
new food, however, more knowledge is what he believed would change his attitude in a
positive direction. He does not have knowledge and does therefore not have a positive
attitude towards legumes.
“[My attitude] depends a lot on knowledge. If I knew more about legumes, I would probably be extremely
positive towards it. That is my belief.” (Participant M1)
However, since this is only the case for one of the nine interviewees who mentioned
interest in food as an affecting factor, we draw the conclusion that an interest in food can
affect an attitude positively even though a person has for example little knowledge or only
thinks that the taste is neutral. Remaining participants, mentioning the factor, strengthens
this conclusion. Participant F6, who possessed knowledge about legumes, but at the same
time perceived legumes taste as neutral, did mention that her interest in food absolutely
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affected her attitude towards legumes. Furthermore, participant F5 stated that her positive
attitude towards legumes was affected by her interest in food. She possessed a positive
attitude even though she did not have a lot of knowledge regarding legumes, nor has
consumed the viand extensively earlier in life and further possess a neutral opinion
regarding the viands taste.
“I think my interest in food and curiosity is affecting me.” (Participant F6)
“I have an interest in food, which can result in a positive attitude [towards legumes] even though I have, for
example, not consumed it a lot in my childhood.” (Participant F5)
5.2

Summary: Factors Affecting Health-Conscious Consumers Attitudes towards
Legumes

Figure 6: The Revised ‘Attitude Circle’
Comparing the results of our in-depth interviews with academic content from the literature
review in chapter two, we discovered responses supporting existing literature. However, we
also received responses not making us able to draw as strong conclusions as some of the
previous research.
Knowledge, subjective norms and taste, the three factors earlier proposed to affect HCCs
attitudes towards legumes are certainly affecting one’s attitude. Having knowledge about
legumes seems to be affecting HCCs attitudes positively, since all interviewees with some
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or a lot of knowledge possessed an attitude on the positive spectra. Furthermore, two of
the three participants with a somewhat positive attitude clearly stated that more knowledge
would most probably be affecting their attitude to become even more positive.
“Just by learning that beans can contain 25 grams of protein makes me obtain a more positive attitude.”
(Participant M3)
“More knowledge would affect my attitude positively and furthermore increase my consumption of legumes.”
(Participant F1)
Having knowledge about legumes and the positive aspects of the viand is important and
our findings are in line with previous research (Laroche et al., 2001; Hill & Lynchehaun,
2002; Moorman et al., 2004).
Regarding taste, we can, similar to previous studies (Childs & Poryzees, 1997; Gilbert,
2000; Verbeke, 2006; Hughner et al., 2007; Tobler et al., 2011; Tirelli & Martínez-Ruiz,
2014) conclude that taste is an important factor for health-concious consumers when
choosing which food to consume. The ones having a negative attitude towards legumes did
not perceive the viand to have a satisfying taste, while the ones having a neutral or positive
opinion regarding the taste all did possess an attitude on the positive spectra. However,
based on the analysis of our results, a neutral opinion regarding legumes’ taste is enough
for HCCs to form a positive attitude. This, even though, these interviewees stated that taste
was of great importance forming their attitude towards the viand. Therefore, we conclude
that taste is of importance for HCCs forming an attitude towards legumes, albeit, the
perception of taste can be neutral and although result in a positive attitude. The degree of
taste’s importance is not clear, in line with the results by Piché and Garcia (2001).
Our findings regarding the factor subjective norms is in line with previous research
(Shepherd & O’Keefe, 1984; Shimp & Kavas, 1984; Vallerand et al., 1992; Chang, 1998;
Tarkiainen & Sundqvist, 2005). All interviewees attitudes were affected by subjective norms
to some extent. Some participants were for example affected by friends, while some were
affected by social media. Similar to Tarkiainen and Sundqvist’s modified model (2005),
there is, regarding legumes, a link between attitudes and subjective norms. Therefore, it is
of importance to include the link when developing a model about legumes and HCCs, in

63

contrast to the original TPB model (Fishbein & Ajzen, 1975; Ajzen, 1991), where the link is
ignored.
Apart from the three earlier proposed factors in the research framework, all shown to be
affecting HCCs attitudes towards legumes, three additional factors have been found to
affect attitudes; perception of nutrition, trends and interest in food.
Having a perception of legumes nutritional profile is shown to affect HCCs attitudes
towards the viand. Interviewees perceiving legumes as nutritionally beneficial did
furthermore also seem to possess a positive attitude to a larger extent. However, we do not
incorporate perception of nutrition into knowledge, since, based on our results, it seems to
be enough with just a positive perception. Furthermore, trends and interest in food was as
previously discussed clearly shown to be affecting factors looking at HCCs in relation to
legumes.
5.3

Does a Positive Attitude Lead to a Purchase Intention?

The in-depth interviews showed that, out of the entire sample of 16 participants, ten
correspondents showed to have a predominantly positive attitude towards legumes.
Further, three had a somewhat positive attitude towards the viand. From the 13
participants who were shown to have an overall positive attitude, nine participants had a
clear positive intention to purchase legume-based products. In addition, three participants
had a somewhat positive purchase intention. However, the intention amongst these three
interviewees was dependent on additional factors in form of curiosity, perception of
nutrition, knowledge and appearance.
Therefore, out of 13 participants with a predominantly positive attitude, all except one
HCC suggested that a positive attitude led to a positive purchase intention towards legumebased protein substitutes. Similarly, the three correspondents who stated to have a
predominantly negative attitude towards legumes did neither intend to purchase legumebased products. These findings are further supported by several studies (Alwitt & Pitts,
1996; Squires et al., 2001; Tarkiainen & Sundqvist, 2005) conveying that there is a positive
relationship between attitudes and intentions. The findings amongst HCCs refer to that a
positive attitude leads to a positive purchase intention, and vice versa, a negative attitude
results in a negative intent to purchase legume-based goods.
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One participant of the entire sample did not follow these patterns. Participant F8, who
clearly had a positive attitude towards the viand did not intend to buy legume-based
products. She stated;
“I have a positive attitude towards legumes, and I purchase them frequently. But I would never purchase
ready-to-eat products, it is unthinkable for me! I make everything [by myself] from scratch.”
(Participant F8)
While studies conducted by Roddy, Cowan & Hutchinson (1996) and Magnusson, Arvola,
Hursti, Aberg & Sjoden (2001) support the notion that a positive attitude does not lead to a
similar purchase intention, this research paper cannot be linked to these researches. First,
only one participant of the entire sample did not follow the pattern. Secondly, the
reasoning behind why the correspondent did not intend to purchase the products was
based on her own norms of not consuming ready-to-eat products. Therefore, the findings
amongst Swedish HCCs imply that there is a positive relationship between attitudes and
intentions to purchase legume-based products.
5.4
5.4.1

Factors Affecting Health-Conscious Consumers Purchase Intentions towards
Legume-Based Products
Price

In the earlier proposed research framework developed by the authors, we wanted to
explore if price impacted HCCs intentions to buy legume-based products. The findings
showed that five participants did not perceive price as an important factor when deciding
upon food purchases. These respondents stated that pricing had no effect on their food
purchasing behaviour. Rather, these HCCs justified paying more for quality food products.
Additionally, they argued for the importance of ability to consume products they wanted
to, instead of being dictated by cheaper alternatives.
Three participants perceived price to be the clearly deciding factor affecting their intentions
to purchase grocery products in general, as well as legume-based protein substitute
products. All these participants conveyed that their intention would be negatively affected
by the price of the products, as supported by existing literature (Tregear et al., 1994;
Magnusson et al., 2001; Fotopoulos & Krystallis, 2002; Hjelmar, 2011).
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For the remaining half of the sample, price was significant due to various circumstances.
Four of these participants argued that price was a more deciding factor for food purchases
due to the constrained budgets of being students. Therefore, their current life situations
dictated their price sensitivity. At the same time, these individuals expressed that they
intended to change their purchasing habits in the future, when the student budget
constraints would be lifted.
“Now that I am a student, prices affect me quite a bit. [...] I look forward to the day when I can happily
spend the desired amount on food that makes both myself and my body happy.” (Participant M3)
The interesting finding of pricing of legume-based products was how the price sensitivity
was linked to other factors. While price remained important, participants expressed that the
quality of a product could justify a higher price, albeit as long as the pricing of a product
was not unjustifiably high. Participant M8 summarized this wholly;
“If it is value for money then I would buy it [even if the products are more expensive]. However, it is
important to keep the products clean, and not add any unnecessary ingredients that ruins the quality of the
specific product.” (Participant M8)
Smith and Paladino (2010) proposed that in order to purchase more expensive goods,
consumers need a justification for why to pay more for a certain product in terms of, for
example, a better taste or higher quality. This was the case in the findings amongst healthconscious consumers purchase intentions regarding legume-based products, especially in
terms of quality. While price was significant to the extent of being justifiable, HCCs were
ultimately willing to pay more if the products would entail qualitative benefits in terms of
nutrition and overall well-being. Research has been conducted by several researchers
(Davies et al., 1995; Hutchins & Greenhalgh, 1997; Lockie, et al., 2004; Radman, 2005)
showing that consumers are, to a larger extent, willing to pay higher prices for organic
products. While legumes are not necessarily organically produced per se, the findings from
the empirical investigation justify that purchase intentions and buying behaviour amongst
health-conscious consumers is similar to previous research. While price is not perceived to
be the determining factor in-terms of legume-based products due to previously stated
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reasons, a justifiable pricing is still considered as a factor dictating health-conscious
consumers’ intention to purchase such products.
5.4.2

Availability

The second component proposed to influence HCCs purchase intentions was the
perception of availability. As previously stated, the reason behind the component was to
explore whether consumers would purchase legume-based products depending on the
convenience of the purchasing process. Two participants did not perceive limited
availability to affect their purchase intentions. These correspondents argued that they
would go out of their comfort to acquire a product they wanted to consume.
Even though Tarkiainen and Sundqvist (2005) found that availability does not affect
consumers’ intentions to purchase, the portion of the sample of this investigation
disregarding availability was too small to be able to draw sufficient conclusions concerning
legume-based products.
The remaining sample of 14 participants believed availability to be a contributing factor for
the intent to purchase legume-based products. Ten participants even expressed availability
to be a crucial intention-forming component. These interviewees expected a product to be
easily available, stating that their purchase intention would be negatively affected if the
product was inconvenient to acquire. These findings, similar to previous research (Tregear
et al., 1994; Magnusson et al., 2001; Fotopoulos & Krystallis, 2002; Hjelmar, 2011) shows
that limited availability and convenience decreases purchase intentions of HCCs, no matter
if the attitude towards the viand is positive.
Four participants expressed that perception of availability and convenience was ideal,
however, these individuals could sacrifice convenience to some extent if it was a product
that they truly wanted to consume. Amongst these HCCs, other factors, such as nutritional
aspects played a role in the amount of effort they would put into acquiring certain
products. Existing literature concerning perception of availability is conflicting, and so were
our findings. However, although some participants expressed opinions about being able to
sacrifice convenience to a certain extent for products that they truly wanted to consume,
the general consensus still revolved around the importance of products’ availability. While
Tarkiainen and Sundqvist (2005) did not perceive availability as an affecting factor amongst
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consumers, we can not draw these conclusions. Our findings showed that consumers
preferred convenience while being in an in-store scenario and would only be willing to
sacrifice availability for personally significant products. Ultimately, the ease of access and
availability incentivises health-conscious consumers to purchase legume-based products.
5.4.3

Additional Factors

Apart from price and availability, participants suggested that a pleasing appearance of the
products as well as the aspect of curiosity would contribute to a purchase intention
regarding legume-based goods.

5.4.3.1

Appearance

In terms of appearance, eight participants discussed it as an affecting factor. Appearance in
this regard referred to the packaging of finalised products, as well as the texture and an
appetising appeal. When discussing different ways a consumer is influenced before
purchasing a product, the effect of appearance is further supported in existing literature.
For instance, packaging has been shown to be one of the most effective factors influencing
customers during the evaluation phase in the store (Schoormans & Robben, 1997). Studies
have further shown that around 70 percent of all purchase decisions are made because of
an appealing presentation of a given product (Schoormans & Robben, 1997; Rettie &
Brewer, 2000).
“Presentation, in form of colours and textures affects [what I purchase]. If something is a bit mushy, and
does not look as appetising, then unconsciously I would believe that it does not taste as good.”
(Participant M3)
The aforementioned quote further strengthens the importance of appearance influencing
purchase intentions. In addition, the quote seems to resemble a possible connection
between appearance and another factor proposed in the research framework, namely the
aspect of taste. Participants stated that they unconsciously ‘ate with their eyes’, which
further strengthens that an attractive appearance in terms of both texture and appetising
appeal would incentivise purchase intentions for legume-based products.
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Apart from the results presented in the empirical findings, another viewpoint on
appearance from participant F6 became apparent when she discussed the importance of
appearance of fruit.
“Bananas for example; if some of them are speckled, then I would not purchase them. Instead, I will choose
the more appealing alternative. [...] It is of importance how the product looks.” (Participant F6)
While the participant talked about appearance in a different context than legumes, her
reasoning can be translated to legume-based products as well. This, in the sense that if all
other factors remain constant, the consumer would ultimately pick the product with the
most appealing presentation.

5.4.3.2

Curiosity

The final component shown to affect HCCs purchase intentions when it comes to legumebased products is the aspect of curiosity. Throughout the in-depth interviews, nine
respondents brought up the aspect of being curious. The factor of curiosity referred to
participants being widely open to try new food, while also arousing the intention to
purchase legumes for consumers that did not consume the viand on a regular basis.
The curiosity factor influencing purchase intentions of legume-based products can be
explained through various motives. One motive is the link between the attitude-forming
component of interest in food.
“I think my interest in food and curiosity is affecting me.” (Participant F6)
As quoted from participant F6, curiosity in combination with a food interest is a
contributing factor leading to a purchase intention. In an in-store scenario, already having
an underlying interest in conjunction with being curious would arouse consumers to
purchase new products.
Another motive can be drawn to the trend factor of the ‘attitude circle’. In Sweden, the
interest in health consciousness has increased in recent years (Konsumentföreningen
Stockholm, 2015; Folkhälsomyndigheten, 2016). This is in line with correspondents’ beliefs
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that one of the reasons behind the increase of health consciousness is due to it being
trendy. Since more people are adapting a healthy lifestyle, the curiosity aspect is more likely
to follow suit.
However, while curiosity is linked with the two attitude-forming factors of interest in food
and trends, the aspect of curiosity exists at the actual moment of purchase. Therefore, it is
listed as a factor contributing to the actual intentions to purchase legume-based goods.
5.5

Summary: Factors Affecting Health-Conscious Consumers Purchase
Intentions towards Legume-Based Products

Figure 7: Factors Affecting Purchase Intentions towards Legume-Based Products
Comparing the results from the in-depth interviews with academic content from the
literature review in chapter two, the authors discovered responses supporting existing
literature. However, responses were also gathered not making the researchers able to draw
as strong conclusions as some of the previous research, similar to the results concerning
the formation of attitudes.
While previous studies (Squires et al., 2001; Chinnici et al., 2002; Zanoli & Naspetti, 2002)
have found that perceptions suggesting that products are healthy influences intentions of
consumers, we did not find that aspect to directly affect HCCs in-store intentions.
Nutritional aspects rather formed the attitude amongst these consumers, and was therefore
more appropriately assigned in the ‘attitude circle’ of the framework. However, since the
authors found that the attitude influences the intention, the perception of legumes-based
products being healthy is not completely disregarded. While healthiness does not influence
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HCCs directly in a purchase scenario, it indirectly shapes the purchase intention via the
ensembled attitude.
The two suggested factors, price and availability, ultimately showed to be contributing
factors towards HCCs purchase intentions, albeit to various degrees. While price was not
perceived to be the determining factor in-terms of legume-based products, a justifiable
pricing is still considered a factor dictating health-conscious consumers’ intentions to
purchase such products. The important aspect concerning the pricing of legume-based
products is the word justification. The empirical findings dictated that HCCs were willing
to pay more for certain products, but the consumers needed a justification, especially in
terms of qualitative benefits, similar to the findings of Smith and Paladino (2010). Contrary,
a majority expressed availability to be a crucial intention component. Correspondents
expected a product to be easily available, and inconvenience of acquiring a product would
negatively affect their purchase intentions. The findings, in line with previous research
(Tregear et al., 1994; Magnusson et al., 2001; Fotopoulos & Krystallis, 2002; Hjelmar, 2011)
showed that limited availability and convenience decreased purchase intentions of HCCs,
no matter if the attitude towards legumes is positive. Consumers preferred convenience,
and would only be willing to sacrifice availability for products of personal significance,
leading to the conclusion that ease of access and availability incentivises HCCs to purchase
legume-based products.
Apart from the two earlier proposed factors in the research framework, both shown to be
affecting HCCs purchase intentions towards legumes, two additional factors were found to
be affecting intentions to purchase legume-based goods; appearance and curiosity. In both
cases, the researchers found interrelations between these components and attitude-forming
factors. Appearance shared resemblance with perception of taste and curiosity shared
resemblance with interest in food and trends. However, in both cases of appearance and
curiosity, the components existed at the actual moment of purchase. Therefore, both are
listed as factors contributing to the intentions to purchase legume-based products.
5.6

Revised Research Framework

By the results of the in-depth interviews, the authors found support for the three already
proposed attitude-affecting factors; knowledge, subjective norms and taste, all shown to be
affecting HCCs attitudes towards legumes. However, the three supplementary factors;
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perception of nutrition, trends and interest in food have been added into the revised
research framework. Additionally, two factors expressed by the participants to be affecting
HCCs purchase intentions of legume-based products have been added into the model.
These two factors, curiosity and appearance, are besides attitudes, price and availability,
affecting HCCs purchase intentions of legume-based products.
The authors have developed a revised version of their proposed research model, which was
presented in chapter two. In figure 8, the finalised proposed model, which answers this
thesis’ research questions, is shown.

Figure 8: The Revised Research Framework by Da Silva Lernstål & Kiratsopoulos (2017)
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6

Conclusion and Discussion

______________________________________________________________________
The final chapter of this thesis attempts to answer the research questions based on the findings derived from
the analysis. Subsequently, a general discussion follows about the outcomes of the study and how the findings
derived from the conducted research can be applied in a theoretical, managerial, as well as a societal context.
In addition, the limitations of the study are addressed and suggestions for further research are made.
______________________________________________________________________
6.1

Purpose and Research Questions

Understanding consumer behaviour is a complex task. All consumers are different, and
apart from the fact that every individual possess different minds and attitudes, the food
choice process is further influenced by several factors, such as the consumption context
(Solomon et al., 2007; Kaya, 2016). However, it is of great importance trying to understand
consumers, since their role is of high importance defining a product’s market success. One
needs to understand that consumers are in constant movement and change (Kaya, 2016).
This study has contributed with important knowledge regarding consumer behaviour, and
by our revised research model, we have been able to visually show a fulfilment of the
purpose of this investigation, which was to;

Explore the attitudes of legumes, and underlying key components, affecting healthconscious consumers purchase intentions towards legume-based products.
The authors have furthermore answered the two research questions;

RQ1: What are the attitudes towards legumes and how are these attitudes
composed?
Out of our sample consisting of 16 health-conscious consumers, ten participants possessed
a predominantly positive attitude, three a somewhat positive attitude, one a somewhat
negative and two possessed a completely negative attitude towards legumes. The findings
of this study suggest that six factors are affecting HCCs attitudes towards legumes, namely;
knowledge, taste, subjective norms, perception of nutrition, trends and interest in food.
Additionally, we can by our analysis also conclude that the factors are affected by each
other. Strengthened by statements given by our interviewees, pointing on interrelations
between for example interest in food and trends, and perception of nutrition and taste.
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However, we can only conclude that there are interrelations. This, since this study did not
aim at finding the relational patterns between the factors, resulting in that we cannot
exactly show how and to what degree the interrelations appear.

RQ2: Are there any other factors, apart from attitudes, that are affecting purchase
intentions of legume-based products?
The results of this study show that factors affecting purchase intentions of healthconscious consumers in relation to legume-based products are price, availability,
appearance and curiosity. The results suggest that a justifiable pricing for legume-based
products is of importance when dictating HCCs intentions to purchase. Furthermore, it is
of importance that the products are conveniently available and possess a pleasing
appearance. Lastly, a curiosity held amongst consumers seems to affect purchase intentions
amongst HCCs in relation to legume-based products. Further, we can by the analysis
confirm that the factors are of diverse significance as well as that several factors are
interrelated to one another. However, similar to the factors affecting HCCs attitudes, we
can only conclude that they are interrelated. This, since this study did not aim at finding the
relational patterns between the factors, resulting in that we can not exactly show how and
to what degree the interrelations appear.
6.2
6.2.1

Implications
Theoretical Implications

A substantial amount of research has been conducted on consumer behaviour. Many
researchers consider the theory of planned behaviour, developed by Ajzen (1991), as one of
the most influential and effective theories in understanding consumer behaviour (Armitage
& Conner, 2001; Hagger et al., 2002; Rivis & Sheeran, 2003). The theory has further been
used as a foundation for several number of projects across various nations, cultures and
product categories (Topa & Moriano, 2010; Knowlden et al., 2012; Shahar et al., 2014). For
instance, the TPB has been used to improve the predictability of intentions and behaviours
in numeral health-related studies, regarding e.g. smoking habits (Topa & Moriano, 2010),
condom use (Sheeran & Taylor, 1999) and food diets (Conner et al., 2003; Tarkiainen &
Sundqvist, 2005). However, the theory of planned behaviour has yet been adapted for
plant-based viands in form of legumes. This thesis is consequently most likely to be the
first which examines Swedish health-conscious consumers’ behaviour using a TPB-
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approach. The results from this thesis can therefore serve as a guideline for future research
within this growing market (Konsumentföreningen Stockholm, 2015).
By investigating the nature of HCCs attitudes and purchase intentions, the authors of this
study have developed revised model (See Figure 6). The model is inspired by existing
theory (Ajzen, 1991; Tarkiainen & Sundqvist, 2005) as well as factors shown to be affecting
HCCs from the empirical investigation in form of qualitative in-depth interviews. Similar to
previous literature, knowledge (Laroche et al., 2001; Hill & Lynchehaun, 2002; Moorman et
al., 2004), taste (Childs & Poryzees, 1997; Wandel & Bugge, 1997; Land, 1998; Gilbert,
2000; Magnusson et al., 2001; Verbeke, 2006; Hughner et al., 2007; Tobler et al., 2011;
Tirelli & Martínez-Ruiz, 2014; Kraus, 2015) and subjective norms (Shepherd & O’Keefe,
1984; Shimp & Kavas, 1984; Vallerand et al., 1992; Chang, 1998; Tarkiainen & Sundqvist,
2005) are shown to affect the formation of attitudes amongst health-conscious consumers
towards legumes. Further, price and availability are shown to affect HCCs purchase
intentions, contrary to the findings of Tarkiainen and Sundqvist (2005). This thesis suggests
that apart from the aforementioned factors, perception of nutrition, trends and interest in
food play a role in forming HCCs attitudes towards legumes. Moreover, appearance and
curiosity affect HCCs purchase intentions of legume-based products. By the analysis, we
have concluded that several factors are interrelated and affected by one another. However,
the aim of this study has been to identify factors, not to examine in-depth how the factors
are interrelated with each other.
Ultimately, this thesis presents some early valuable findings and insights into the Swedish
plant-based food market. This project can be seen as a foundation within the field which
further can be explored by future researchers.
6.2.2

Managerial Implications

As demonstrated in previous research (Tarkiainen & Sundqvist, 2005), it is a complex task
trying to explain and understand consumers’ attitudes, intentions and behaviours in relation
to food. Trying to understand consumers’ food choices, attitudes and purchase intentions
regarding certain viands is difficult since food choice is a complex process. The process is
not just influenced by the consumer oneself, but furthermore by an amount of other
factors, such as unpredictable situational contexts (Tarkiainen & Sundqvist, 2005).
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However, it is of importance trying to understand and analyse consumers’ food behaviour,
both for the food industry and governmental authorities.
This thesis is part of a four-year transdisciplinary research project involving several
researchers from three Swedish universities, master students, the food industry, regional
councils, farmers and consumers. The overall aim of the research project is to, within these
four years, develop environmentally-smart, protein-rich and novel food products
containing legumes. The findings provided in this thesis will be of beneficial use for the
aforementioned stakeholders seeking to acquire knowledge in the components affecting
attitudes and, furthermore, purchase intentions of consumers in the field of meat- and
dairy-free protein sources.
Further, the results of this study could be considered as advice for marketers regarding
consumer behaviour towards legume-based food products in Sweden. The study indicates
which factors that are determined to have an impact on consumers’ attitudes and
intentions. For instance, in order to promote sales of legume-based products, the aspect of
pricing needs to be acknowledged. While consumers were willing to pay more for higher
quality products, the price still should be justifiable. Consumers also stated that they
expected a product to be easily available, and inconvenience of acquiring the products
would negatively affect their purchase intention.
Marketers should also capitalise on the current trend of the transition towards a plantbased diet amongst an increasing amount of Swedish citizens (Livsmedelsföretagen, 2015).
This could be accomplished by finding new ways to market legume-based products more
effectively. For instance, the empirical findings dictated that more knowledge about the
products as well as keeping the products ‘clean’, without additives, would affect consumers
attitudes considerably. Therefore, marketers should be informative and detail-oriented
about the products ingredients, production process as well as how the products positively
affect the consumer’s health. Means to promote these statements could occur through
active communication with consumers, as well as providing the relevant information on the
packaging of the legume-based products, to incentivise and ultimately make the products
more appealing to consumers.
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6.2.3

Societal Implications

This thesis, investigating HCCs attitudes and purchase intentions towards legumes,
provides valuable and useful information to a society in need for change. As mentioned in
the beginning of this paper, our globe is facing a massive challenge due to an increasing
population and an unprecedented pressure on the environmental and agricultural resources
(Foley et al., 2011). To be able to meet the growing population’s demand for food, changes
are needed. This, in order to reach food security needs, at the same time as achieving more
environmentally sustainable food systems and provide benefits for the public health (Foley
et al., 201l; Tilman & Clark, 2014).
Being part of the transdisciplinary research project, with the overall aim of developing
environmentally-smart, protein-rich and novel food products, based on domestically
produced legumes within four years, this thesis has contributed with relevant knowledge.
Wanting to succeed with the aim, and as a result benefit society, it is of great importance to
understand consumers (Smith & Paladino, 2010). Consumers are important to a product’s
market success (Kaya, 2016). This thesis acts as a useful starting point for the researchers
involved in the four-year project. However, it will not just act as a guideline for those
researchers, but also for other researchers wanting to do investigations within the field.
This since the amount of previous research in the field is limited.
As humans contributing to society, we need to have the ambition to look after the wellbeing, not only for ourselves but rather for all living creatures as well as our planet. This
thesis is a step in a journey wanting to contribute to a sustainable development, a term
defined by the World Commission on Environment and Development (1987) as
“development that meets the needs of the present without compromising the ability of
future generations to meet their own needs”. One way to contribute to a sustainable
development would be to increase consumption of domestically produced legume-based
products. The valuable information gathered in this thesis regarding consumer behaviour
is, therefore, of great importance.
We want future generations to live in a resourceful planet, providing them with the
opportunity to meet their needs, and further, decrease the environmental footprints caused
by current food systems; Preventing the world’s doom, one can consume a healthy legume!
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6.3

Limitations

During the research process, several limitations and shortcomings were encountered. The
most prominent limitation is the fact that there is not a sufficient amount of fully
developed legume-based products on the Swedish market at the time of this investigation.
Neither has any prior research been conducted within the specific field. As a consequence,
the authors have not been able to investigate how consumers actually behave. The
researchers have, instead, estimated how such consumer behaviour could occur, which has
limited the study quite significantly. With this research, we have recognized how healthconscious consumers’ attitudes and purchase intentions are composed regarding legumes.
However, we have not been able to investigate their actual buying behaviour due to the
aforementioned reason.
Further limitations concern the chosen sample of the study. The authors have solely
investigated Swedish residents considered to be health-conscious. Only investigating
health-conscious individuals narrowed down the findings of the study considerably.
Moreover, the non-probability judgemental sampling method used to conduct the study
can be regarded as a limitation. The chosen sampling technique was dependent on the
researchers’ judgements, which could have promoted potential bias. Certain aspects of the
demographics influenced the sample population as it partly consisted of acquaintances,
student colleagues and friends of the researchers. The narrow composition of the segment,
including Swedish health-conscious consumers, therefore illustrates a limitation of the
study in its disability to generalise the findings to a wider population and additional
consumer groups.
6.4

Suggestions for Future Research

From the study on hand, health-conscious consumers have been investigated. However, no
effort has been made to examine if other consumer groups’ attitudes and purchase
intentions regarding legumes and legume-based products is comparable. Furthermore, the
study was conducted from a Swedish perspective. The research’s lack of generalisability,
both regarding other customer segments and an international context, thus therefore
unlock possibilities for future research. Making use of the revised research model of this
study, future researchers could do investigations both internationally and regarding other
consumer groups. This could lead to a conclusion, showing if the factors proposed in this
thesis can be applied among others than just HCCs. Future research can be conducted both
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qualitatively and quantitatively, looking at specific customer segments or trying to
generalise the results of this paper.
Secondly, the aim of this paper was to discover factors, and not to examine in-depth how
the factors are linked with each other. Another suggestion for future research is, therefore,
to investigate the dependence between the factors in-depth, and by doing so, gain a deeper
and more multidimensional understanding of consumer behaviour.
Lastly, this paper did not investigate the actual behaviour of HCCs in relation to plantbased products. When domestically produced legume-based products are more widely
available on the market, a suggestion is to use the model proposed by this study. By using
the model, future researchers can investigate to which extent the different factors affect
consumer’s buying behaviour. With such research, one could be able to find answers
regarding important aspects reaching product success, such as optimal price level and
optimal appearance of fully-developed products.
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8
8.1

Appendix
Interview Guide

General Questions:
Q1: Do you see yourself as a health-conscious person?
Q2: Would you say that your upbringing has affected your views on health-consciousness?
Q3: Does you and your closest friends have a similar perception towards healthconsciousness?
Questions about Knowledge:
Q4: Is it important for you to have knowledge about the food that you consume?
a) If yes; how do you acquire that knowledge?
Q5: Statistics has shown that the consumption of vegetarian food has increased
considerably in Sweden the last couple of years, what is the reason behind that in your
opinion?
Q6: What do you personally think about vegetarian food?
Q7: Do you cook any vegetarian dishes?
a) Would you say that you have sufficient knowledge about vegetarian cooking?
b) Do you think that more knowledge would make you prepare more of it?
Q8: Many people state that they believe it to be harder to gain sufficient amounts of
protein when eating vegetarian because of the elimination of meat. When you think of
protein substitutes in form of vegetarian alternatives, what comes to your mind?
Q9: What do you know about these? *Shows a picture of legumes*
Questions about Subjective Norms:
Q10: Where do you get inspiration to cook food from?
Q11: Does your family and/or friends consume legumes?
Q12: Do people close to you affect your attitude towards food?
Questions about Taste:
Q13: How important is taste for you when choosing which food to eat?
Q14: Which factors do you believe affects how you perceive taste?
Q15: Are there factors that would make you “sacrifice” parts of the taste?
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Questions about Attitudes:
Q16: What is your attitude towards legumes as a viable protein substitute?
Q17: Which factors do you believe to influence your attitude towards legumes as a protein
substitute?
Questions about Purchase Intentions:
Q18: As of today, there are not many finished products made of Swedish legumes on the
Swedish market, if there would exist, would you intend to purchase them?
Q19: Apart from your attitude towards legumes, do you believe there to be any other
factors to affect your intention to purchase them?
Q20: To which extent do you believe that price affects your food purchasing habits?
Q21: Let us play with the idea that you are going to purchase an item that is not available in
your regularly visited grocery store. Would you be willing to make the effort to buy the
specific food product, or is it important to you that the goods that you want to purchase
are readily available in your grocery store?
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8.2

Data Display Spreadsheet
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