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Abstract
Purpose: This paper aims to analyze the consumption ideologies presented in the retailer brand ICA’s
customer magazine Buffé to use these finding in order to explore consumers’ interpretation of the
content provided.
Problem: There is little research done on the subject consumer’s interpretation of customer magazines
and the effect of the content within magazines. Many businesses today lack in time and resources to
investigate the effectiveness of their marketing activities and how their consumers make sense of it.
Furthermore, there is a gap in academic literature regarding consumers interpretation of printed media
as customer magazines. The efficiency behind content marketing, which consumer magazines is a part
of, is due to the entertaining, informative, or/and educating aspect of the information. Advertising is
seen to decrease in efficiency due to consumers negativity towards feeling persuaded.
Design/Method: The paper has used a qualitative research approach where a content analysis was
conducted in order to identify the presented ideologies within the magazine which was followed up by
semi-structured interviews in order to investigate the interpretation of the content. Furthermore, an
inductive approach is used throughout the paper to leverage existing theories and simultaneously collect
data for further insight.

Findings: The research of this paper concluded that the magazine Buffé is a source of information and
inspiration, rather than advertising, which is in line with the attributes of content marketing. Consumers
of Buffé show a tendency of adoption in the ideologies identified within the content analysis.
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1. Introduction
In this section, the background of the key concepts as customer magazines, content marketing
and editorial content will be explained in order to facilitate the understanding for the readers
later on in this paper.

1.1 Customer magazines
Customer magazine is one of several terminologies used for the concept and it can be defined
as “magazines which are created by advertisers and in which the boundaries between
advertising messages and editorial content have disappeared” (van Reijmersdal, Neijens, &
Smit, 2010, p.59)
Retailers have understood the possibilities with owned media and realized the increased
benefits of communicating directly to the targeted consumers. As a publishing form, customer
magazines can be discerned from the very first magazine published in 1692 (Haeusermann,
2013). However, as a marketing tool customer magazines are rather younger. The first example
of a customer magazine as a marketing tool is often referred to the magazine The Furrow from
the agricultural tools maker John Deere and was first launched in 1895, whose primary tasks
was to educate farmers with new technology in the field of agriculture and provide guidance in
becoming a more prosperous business owner (Pulizzi, 2012). According to Pulizzi (2012), John
Deere's The Furrow was agreeably the first practitioner of the phenomenon of content
marketing, which will be elaborated further on in this paper. Even though customer magazines
have existed for over a century, they are still one of the most prominent traditional marketing
media tool in today's modern business world (Content Council, 2014).
A customer magazine consists of formalized structures with headlines, news leads, and
chronicles to convey desired marketing messages. It personalizes its content by continuity,
referencing to highly qualified people within their field, stories relevant to current trends, and
timelessness. These approaches are parallel to journalist practice (Haeusermann, 2013). From
a business perspective, customer magazines are designed to reach different target groups who
fit into one element of a well-structured marketing segment named mass media; which
paradigm aims for mass production efficiency (Dyson, 2007; Yu, Wang, & Yu, 2008). A
customer magazine can be founded by the brand that owns and publishes the magazine, or it
can be self-funded due to sales of advertising space in terms of spot advertisement or product
placement. In general, customer magazines aim to act as a brand extension of an advertiser
reaching out to the target audience and making profit from the magazine might therefore not
always be prioritized (Dyson, 2007; Haeusermann, 2013; Keller and Aaker, 1992). Further on,
many customer magazines facilitate their owners, the brands, to generate a steady source of
income from loyal customers who buy their products. The loyal customers do not only
contribute as a financial asset, but also generates more value to the magazine in terms of
information exchanged between the business and the customer (Tsourvakas & Veglis, 2004).
1

1.2 Customer magazines as a way of content marketing
Customer magazine is one form of content marketing suitable to be applied in the retail industry
(Dyson, 2007) with such examples as ICA’s Buffé and the Waitrose Food Illustrated magazine
of British grocery chain Waitrose. The concept of content marketing is based on the rationale
of producing valuable content to receivers of the message, independent of their purchase
intentions, which generates beneficial customer actions in terms of profit (Content Marketing
Institute, n.d.). Brand loyalty and customer retention becomes more difficult to maintain due
to increased competitions, hence it is an emerging phenomenon that brands are increasing their
investment in content marketing initiatives like customer magazine (Pulizzi, 2016; Content
Council, 2016). This statement implies the relevance of the subject matter regarding providing
consumers with appealing content. Today, content marketing gets more attention on all levels
in corporations, to fit the overall communications and marketing goals. As an outcome, firms
believe that quality content and expertise will become imperative in order to be eye catching
for its audience (Custom Content Council, 2014).
Retailers such as Tesco are using consumer magazine as a branding tool in their content
marketing strategy, where the function of branding is to simplify consumers decision making
and reduce uncertainty of the purchase (Dyson, 2007). The editorial staff must understand the
reason for a brand's existence to have the ability to create supporting material using proper
layout and wording when creating a new issue of the magazine. The reason is that content must
reflect the characteristic of the brand and support it with trustworthy information (Khan, Misra,
& Singh, 2013; Shaw, 2009). Therefore, when consumers develop close relationships with
brands they can start to associate human characteristics with them, which will increase the
likelihood of purchasing from the specific brand. Further on, well-rooted purchase choices can
be reflected on routine, personality traits, and values. Brand choices is a way of expressing
oneself (Khan et al., 2013). Unlike content marketing, in a traditional marketing approach
marketers are pushing advertisements onto the consumer; today people do not consume
companies content for the sake of buying products or services, but to learn, socialize, or be
entertained (Jefferson & Tanton, 2013; Lieb, 2016).
Simultaneously as content marketing proliferates, traditional advertising becomes less
effective. However, the persuasion-based traditional advertising will probably not disappear
completely, but brands are starting to pay more emphasis on editorial content: Real-time
snapchats, shared, and owned media (Content Marketing Institute, n.d.; Content Council,
2016). Compared with traditional advertising, content marketing is more of a challenge since
there needs to be a closer fit between the content and the consumer (Lieb, 2016), and the
provided information must to be accurate enough to be appreciated by the consumer. A study
from a sample population in United States claims that, as long as the information is constructed
under an editorial structure, 77% of people will be okay with the information regardless if it is
pure advertisement or not. 61% states that accurate and valuable content is perceived as being
closer to the company itself and the probability of purchasing from them increases (Jefferson
2

& Tanton, 2013). Furthermore, the versatile area of use for content marketing enables all
different types of businesses to apply it through a variety of different channels in order to reach
their clearly defined audience.
The intention with content marketing is not only to get possible sales, but to increase the
positive perception of the brand in the minds of the consumer. It is a way of positioning the
brand in a more favorable way (Chan-Olmsted & Shay, 2015; Cole & Greer, 2013), which is
one of the reasons for changed marketing focus where marketing practices are forced from a
linear platform to a multi-platform where consumers can be reached more easily and accurately.
The Content Council (2016), a non-profit organization conducting research about the spending,
trends, and evaluation of content marketing, predicts an increased budgeting for companies’
content marketing strategies in the future.

1.3 Customer magazine in relation to editorial content
The main distribution channels in today’s content marketing include websites, search engine
optimization, social media, consumer magazines, mobile applications, blogs, and newsletters
(Jefferson & Tanton, 2015). Many of these platforms are constructed with editorial content
where written texts, images and videos are created, organized, curated and promoted. The
written and pictorial contents are the main tools with the possibility to create attention and
interest (Shaw, 2009). Studies from Jefferson and Tanton (2015) within the field of content
marketing have sorted out some main attributes to gain consumer attention through editorial
content, it will be referred to as the eight editorial content attributes:
1.
2.
3.
4.
5.
6.
7.
8.

Put your customers first.
Help do not sell.
Give ideas away generously, for free.
Always know why.
Think niche.
Tell a bigger story.
Commit to quality.
Write from the heart.

(Jefferson & Tanton, 2015, p.22)

Editorial content is a core attribute of content marketing, characterized by brands’ offering of
knowledge and valuable information. Psychological studies show that if one person gives
something, the human mind automatically wants to take something in return (Nahai, 2012).
The value and depth of the content affect consumers’ brand experience, and will generate brand
likability and the ability to relate to it (Jefferson & Tanton, 2015). Editorial content should
always be easily interpreted by consumers, otherwise it will not be of interest (Lieb, 2016;
Shaw, 2009).
Customer magazine is an effective traditional media vehicle in terms of distributing editorial
content (Dyson, 2007). However, customer magazine mixes advertising messages with
editorial content as it does not have a singular purpose when distributed to consumers. The
customer magazine is to serve establishment of the brand, to inform its readers, to expand
3

market share, and to cross-sell products within their existing customer base. Consumer
magazines must be stimulating and informative to reach out to consumers, and thus good
quality content is essential. It needs to communicate the message in favor of the brand and to
motivate consumers to act in accordance to the company’s intentions and goals. Further on, a
customer magazine is to communicate with readers during regular time periods and help a
brand to build a strong and long-lasting relationships with readers (Shaw, 2009).

1.4 Buffé, ICA’s customer magazine
The Swedish retail chain brand ICA’s customer magazine, Buffé, is a glossy paper magazine
distributed on a monthly basis with 11 issues each year as a loyalty reward to its customers.
Glossy paper magazines or “glossies” as often referred to have a more robust and luxurious
material in comparison to newspapers with the intention to signal a more exclusive impression,
even though they are usually for free or sold with a relatively low price (Dyson, 2007). The
Buffé magazine is given away for free as a membership reward to their member customers if
they purchase items for over 1,200 Swedish kronor (SEK) in any ICA store each month (ICA
Gruppen, 2017). When introduced in 1995, the magazine became Sweden's largest home
distributed print medium and its position today is unchanged (ICA Gruppen, 2017; Ots, 2010).
Buffé contains multiple types of content such as recipes, interviews, cooking tips, lists of
seasonal groceries and also competitions for the customers. The different sections in Buffé give
ICA the opportunity to inform the readers of their product assortment offered in the store.
Buffé’s main objective is not only to function as a membership reward, but also to be a source
for inspiration for consumers and a platform to build and maintain positive attitudes towards
cooking on a general basis. Communicating ICA’s core values in a non-advertising approach
has become an important objective for Buffé (Ots, 2010).
All products presented in the magazine are generic and the dissociation from promotional
messages exists throughout all the recipes; Buffé never specifies any brands from which a
product is produced from. Nevertheless, the fact that ICA’s customers read and use the recipes
in Buffé can be proven by the increase in sales of the specific products required in the recipes
presented in the magazine each month (ICA Gruppen, 2017). As a proof, the sales of vegetarian
products have increased by almost two hundred percent in 2015 (ICA Gruppen, 2016). Which
demonstrates the impact the magazine, which has been featuring and promoting inspiring
vegetarian recipes and lifestyles. Even though the magazine contributes to the increase of sales,
it is more considered as a brand extension to ICA, rather than a promotional tool (Ots, 2010).
Dyson (2007) suggests the possibility of customer magazines to present brand values to
consumers to interpret and apply in their everyday life.
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2. Problem formulation
This section addresses the problem formulation related to the research purpose and the
research questions of this paper. Moreover, the delimitation in this section motivates the
outline and execution of this research.
Trends within marketing moves in a direction where content marketing is perceived as being
more effective than traditional advertising when it comes to reaching consumers effectively
(Jefferson & Tanton, 2013). One problem with this statement is the difficulty of measuring the
success in terms of consumers’ response or interpretation. The lack of distinct and well-defined
variables existing when estimating the effectiveness of content marketing causes a problem for
businesses when developing their integrated marketing plan (Ewing, 2009; Reinold & Tropp,
2012). Little research has been done about the phenomenon of customer magazines as a way
of content marketing. Furthermore, many brands lack of time and resources for research and
analysis on their various marketing techniques and vehicles in their marketing strategy. The
authors of this paper have the interest in uncovering how customer magazine as a marketing
technique works, how content is created and presented in a customer magazine, how readers
make use of it, and how it can affect underlying assumptions and actions of the readers who
are also customers. Buffé’s content provides consumers with information of trends and food,
which according to Jefferson & Tanton (2013) are to be more efficient than other advertising,
yet little research has explored this subject. Gaps in literature explaining the presented
ideologies and consumers’ interpretation for mediums as customer magazines exists.
In today's modern business world, content marketing strategies are becoming more and more
popular and the trend is considered to be relatively new and the lack of knowledge in executing
a well-structured content marketing plan is still an issue for many companies (Patel, 2016). A
study consisting of 592 communication executives around the world was conducted by The
Content Council (2016), which states that approximately half of the companies had a content
marketing strategy, even less had strategically implemented it in their overall marketing plan.
Alongside with this information there is a gap in planning, executing, and measuring the
effectiveness of their marketing programs. In relation to the issue of measuring successful
content marketing, there is a lack in literature of defining and explaining how consumers
interpret the content to which they have been exposed to.

2.1 Purpose and research questions
The purpose of this paper is to analyze the content of the retail chain ICA’s consumer magazine
Buffé in order to uncover presented consumption ideologies and use the findings as a foundation
to explore consumers’ reaction to and interpretation of those contents. After defining structures
and themes of the content in Buffé, the authors will obtain an understanding of consumers’
interpretation of the magazine’s content though in-depth interviews. Finally, the study will try
to link the consumers’ interpretation with the way the content it presented provides. Hence, this
paper will result in a deeper and broader understanding of how the content within the magazine
works, both from Buffé itself and consumers. The research questions of this paper include:
5

● How does the retailer ICA present consumptions ideologies and lifestyles via their
customer magazine (as a content marketing platform) Buffé?
● How does consumers interpret the content in Buffé?

2.2 Delimitations
To generate a high quality in-depth analysis and findings, this research will be narrowed down
to one media vehicle (or platform) due to constrains in time and other resources. As for the
sample of content to be investigated, we have decided to limit our investigation to the release
of 15 magazine issues running from January 2016 to April 2017, covering a whole year’s cycle
with an addition of four magazines in order to investigate any possible reoccurring sections
matching previous years issues. We observe that the magazine repeats its editorial calendar
cycle year on year, catering for seasons and holiday occasions, thus a year’s publications with
the additional fourissues will be very representative. We choose ICA because it is the largest
grocery chain in Sweden with various marketing operations and its customer magazine has
been quite popular and a success story in terms of content marketing. Further, with reason for
ICA being a Swedish brand, the sample for consumer interviews is limited to the boundary of
Sweden as geographical location.
The research was not conducted from the retailer brand’s perspective for just managerial
purposes. The analysis of the content is from a third-party, neutral perspective and the analysis
of consumers’ interpretation of content is from the consumer’s perspective, leveraging relevant
theoretical concepts concerning commercial message communications and consumer behaviors
in a marketing context.
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3. Theoretical Frameworks
This section includes a review of chosen theoretical concepts, which function as a foundation
for understanding the research topic, tackling the research questions, and conducting the
analysis further on. Key theoretical concepts include the presentation of commercial
message, consumption ideologies, uses and gratification (U&G) theory, and Hirschamn and
Thompson’s (1997) perspective about how consumers handle media message.

3.1 Presentation of commercial messages
Today’s society is characterized by an individual’s interactions with the environment, rather
than individualism where the single person is driven towards one’s owns freedom and for a
better outcome for oneself (Varey, 2013). On the other hand, claimed by Valentine and Powers
(2013) and Parment (2014) the generation Y, who were born in 1977 to 1994 (Hill & Lee,
2012), are said to be individualists who are skeptical of for mass marketing skepticism. Even
though, what is stated above might be perceived as contradictory, it also reflects the sociocultural evolution which eventually can be connected to the research purpose of this paper.
Furthermore, earlier studies show that cultural changes occurring within the ages of 18-24 are
more likely to be transferred to become mainstream cultural adaptation (O’Donohoe, 1994).
Today's society exposes consumers to promotional messages at all times, over 5 000 times in
a day, invaluableness to the personal interests of consumers (Yankelovich Inc, 2008). The
irrelevant exposures of promotional messages every day can result in a further ignorance of it
and affect the effectiveness negatively. Given the fact the effectiveness of traditional
advertising is in decline, and commercial cues that triggers the sense of being persuaded,
content marketing is on the rise to a clearer prominence. Consumers tend to see editorial content
as being more original and trustworthy, and advertorial content as being biased and
commercially driven (Cole & Greer, 2013; Salmon et al., 1985). Therefore, one reason for the
effectiveness of customer magazines is that it contains both non-commercial and commercial
messages, and commercial messages are concealed in editorial content. In other words,
customer magazines have a much milder approach to the customers compared to other
marketing vehicles in traditional medias, such as television commercials. This approach will
in many cases increase the acceptance of the commercial messages in the magazine which is
perceived as offering valuable content instead of just persuading and advertising (Huntley &
Galgey, 2001).
A distinction between traditional media vehicles and the use of valuable editorial content is the
relevancy as entertaining, informative and appealing content aspires to be interesting for the
target audience. When traditional advertising fails to persuade, brands are forced to start
creating engagement between the consumers and themselves. All contents used in the content
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marketing strategy should be carefully designed to fit the chosen medium, attract and engage
viewers, and to exert impact on them. Authentic and genuine content is a key to create desired
awareness, and quality content marketing is one way of showing a brand’s personality and
visions (Jefferson & Tanton, 2015).
The advancements in content marketing does not result in the demise of traditional
advertisement. Rather, both are merging with each other. Advertising have shown to be
successful with the single trait of comic incidence for example. Research claims that
consumers of today partake in commercial messages as long as the sender provides something
of value for the target group (Parment, 2014), herein this example where value is based on
the comic factor.
All content used in the content marketing strategy should be carefully designed to fit the chosen
medium, attract viewers and listeners, and to make impact on them. Authentic and genuine
content is a key to create desired awareness, and quality content marketing is the courage to
show your business personality and visions. At the same time, marketers must develop
messages able to fulfill each consumer’s needs and wants according to their own interpretations
(Jefferson & Tanton, 2015).
Due mass medias roles in creating public perceptions of consumers lifestyle options, a sociohistorical perspective is of relevance for marketers today (Thompson, 1997). Many
promotional messages of products and services reflects social roles as “what good mothers
should do and buy” (Douglas, 1994, as cited in Thompson, 1997, p. 449). Firm’s commercial
messages provides a salient presentation of how to live and act in accordance to the cultural
and social codes (Thompson, 1997).

3.2 Uses and Gratification Theory
The uses and gratification theory (U&G) enables the understanding of how audience make use
of the media message and what consumers actually do with the media instead of what media
does to the consumers. The theory was funded in the 1940’s when research revealed deepened
understanding of the individual differences and processes deriving from societal changes. It
discovered that consumers actively choose desired mass media vehicles depending on different
need fulfillment (O’Donohoe, 1994).
Earlier perceptions of the typical consumer have been that he/she is passive, but this pattern
has changed over time and he/she is considered to have the ability to actively choose where to
focus attention onto (O’Donohoe, 1994; Lim & Ting, 2012; Ruggiero, 2000). The content must
be intellectual, emotional, or provide the consumer with somewhat aesthetic in order to get the
consumer's attention. Due to the function of television advertising, consumer attitudes are said
to differ for the reason that advertising serve different functions to consumers. There are
various gratifications connected with advertising, both directly correlated with marketing
efforts and those of personal interest such as information, reassurance, and entertainment vs.
social relationships and personal identity (O’Donohoe, 1994).
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The U&G theory claims that consumers are active, and can prominently link their media choice
with the personal aim for gratification, and the media vehicle does have major competition for
the consumer’s attention and gratification. The mentioned theory attributes are affected by the
consumers individual preferences due to past experiences, social roles, and psychological
characteristics (O’Donohoe, 1994; Lim & Ting, 2012). The theory aims to understand the
reason why consumers use certain medias, and explain their motivation for adopting it (Lim &
Ting, 2012; Kim et al., 2015). Moreover, psychological needs motivate consumers to engage
in behaviors that will create personal gratification, and identify the positive or negative impact
that the particular media use have on oneself (Lim & Ting, 2012).
The U&G theory emphasizes consumers’ preferences at choice of marketing media, as well as
the gratification it results in (Lim & Ting, 2012). Physiological needs of consumers differ and
affect the desired outcome of advertising and the chosen media, and this further affects the
fulfillment of present, past, and future experiences. The human being is claimed to be socially
dependent, who desire and urge to understand the surrounding environment. The use of media
is therefore due to societal actions, which are interpreted in the daily life of consumers.
Therefore, the U&G theory is regarded as suitable for this research, since interpretation of
content is correlated to past, present, and future experiences as well as societal actions
(O’Donohoe, 1994).

3.2.1 Components of Uses & Gratification theory
The U&G theory clarifies how a need or want is created from the effects of the correlation
between societal structures and media constructions. Lim and Ting (2012) explain the
importance of entertainment gratification, informative gratification, and diversion within
U&G: 1) entertainment gratification refers to the content constructed as fun; 2) “informative”
refers to the level of helpfulness and resourceful; and 3) “diversion” which refers to the added
value and depth for each consumer. One source for interaction is to create emotional bonds to
the content. Entertaining gratification is shown to be efficient when a consumer chooses a
media vehicle to gain attention, as well as increasing the likeability of the preferred media. The
informative gratification suggests that the medium that is preferred by consumers is an outcome
of the availability of information it can distribute. The more quality information the medium
can distribute to its audience, the better perception the audience will have of the brand, its
products/services, and the medium itself. Lastly, the diversion gratification is suggested to be
of greater importance for customer magazines, which is in correlation to the study of this paper,
compared to trade magazines (Kim, Lee, Jo, Jung, & Kang, 2015). The three components
explained above of U&G theory are based on consumer needs and wants, and how brands
manage to communicate the desired and beneficial information that they possess (Lim & Ting,
2012), and the main contributions scholars get from the theory is consumer motives with the
preferred media.
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3.2.2 Classification of mass media usage
Moreover, diverse classifications of the aforementioned components of U&G theory and the
need for mass media usage have been concluded: cognitive, affective, status and stability in the
self, social environment, and tension release. The classifications suggest the relevance of 1)
cognitive concerns where information and knowledge is important, 2) affective is the
involvement of emotions, feelings, pleasure, and stability within relationships and the society,
3) status within social groups and the stability of the self within those, 4) the social environment
is the nurturing of relationships, and 5) “tension release” explains the need of escape and
diversion (Kim et al., 2015). Furthermore, Kim et al. (2015) suggests 4 categories of needs to
be satisfied - information, identification, social interactions, and entertainment. Several
classifications of the U&G theory exist, and as emphasized above it is important to understand
the existence of the classifications rather than a single one, as believed before the theory’s
existence. This is to be understood as the theory can be implied in different and diverse ways
depending on the content analyzed (O’Donohoe, 1994).
The U&G theory is nowadays mostly used for less traditional media, such as the Internet, with
reason for its theory of active and interactive consumers. The interviews later presented in the
study revealed that due to the use of Internet and the possible sources for information the
magazine Buffé would not be read to the same extent if the consumer actively had to search for
it online. The key aspect for the broad use of the magazine is the traditional form it comes in.
Yet, the authors perceive the consumers as being interactive since they claim that they find
themselves inspired and positive to the content, in addition to ICA’s recipes on the web site.
Earlier research will contribute with insight in possible executions of the U&G theory on the
media chosen for this study Kim et al. (2015). Nevertheless, consumers do have the possibility
to search the information online; hence they actively choose to read the magazine which as a
conclusion is the main argument for the use of U&G in this paper.

3.3 Hirschman and Thompson’s (1997) perspective about how
consumers handle media
Hirschman and Thompson’s (1997) perspective about how consumers handle media messages
is partly based on the findings from McCracken (1987), who stated that consumers process
advertising for meaning rather than information. Research conducted in recent years has shown
increased attention to consumers’ background and the influence it has on the interpretation of
meaning coming from advertisements. To make sense of an advertisement and decode it
properly in the expected way the marketer desires, the surrounding influences must be kept to
a minimum. Each consumer decoding an advertorial, and of course editorial, message does this
with ones owns frame of reference. This frame of reference derives from earlier experiences.
To understand how and why consumers interpret the advertorial message as they do, the
understandability of their frame of reference is essential (Hirschman & Thompson, 1997;
O′Donohoe, 1994). Concurrently, marketers can guide consumers in their purchase behavior
by prominently portraying products and brands within their marketing vehicles. In other words,
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marketers are instructing the consumers which products/services to purchase. For example,
product placements are sponsors of productions paying for their products to be exposed in some
media programs. The product placement will unconsciously be closer in mind at an eventual
purchase in the future. Mass media vehicles will create expected patterns on how to consume:
how to dress, what to eat, trends within exercising, etc. When being continually exposed with
similar messages, consumers will automatically be immersed in those social rules
communicated in advertising (Hirschman & Thompson, 1997).
Hirschman and Thompson’s (1997) perspective argues that scripted mass media are not viewed
in the same skepticism as pure advertisement, which is one of the reasons for consumer’s
adaptation of social norms when content is editorial and scripted (Hirschman & Thompson,
1997). Hirschman and Thompson (1997) identify three interpretive relationships between
consumers and mass media vehicles: 1) inspiring and aspiring; 2) deconstructing and rejecting;
and 3) identifying and individualizing. All ways of interpretations are relevant for investigating
the value editorial content provides for consumers in the case of the customer magazine Buffé.
The inspiring and aspiring media relationship occurs when consumers interpret media
messages and images as goals and motivating examples. The second consumer vs. media
relationship is expressed by criticism of the artificial and unrealistic quality of the media
representation. The first and second ways of interpretations are very opposite to each other.
The third relationship mode, identifying and individualizing, describes how consumers
negotiate their self-perceptions and personal goals in relation to idealized images that are
presented in the mass media in an effort to resemblance the cultural codes in the contemporary
society (Hirschman & Thompson, 1997).
Furthermore, Hirschman and Thompson (1997) argues that mass media vehicles divide the
actual life into social categories of meaning, in which they provide a guidance for consumers
to interpret into their own lives. Hirschman and Thompson’s (1997) perspective will be helpful
for the authors to design the in-depth interviews when examining what kinds of interpretive
relationship ICAs customers have towards the magazine Buffé, as a media vehicle, and the
findings will resonate with and contribute extra insights to this theoretical perspective.

3.4 Consumption ideologies
Consumer can be described as clear ideas of how groups in society position themselves (Jansiz,
2014), or a system of meaning which can channel and reproduce consumer’s thoughts and
actions in order to perpetuate and defend dominant society interests (Arnould & Thompson,
2005). An ideology in the marketplace can provide frameworks or blueprints for consumers’
actions, feelings and thoughts, conducive to certain patterns of behavior and sense-making
interpretations (Arnould & Thompson, 2005). The concepts of consumption ideologies will
provide a lens for viewing the presentation of content in the customer magazine, and guide our
approach of doing the consumer interviews. Our analysis of the content of the magazine will
identify certain consumption ideologies, presented in the customer magazine as a media vehicle
among ICA’s marketing efforts. Those ideologies can shape consumers’ lifestyle options and
social identity (Thompson, 1997). The aim of our research is to find out certain ideologies as a
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foundation of the main elements or themes in the magazine and further compare these
ideologies with consumer’s interpretation of the content in Buff. A hermeneutic based
interpretation is essential in order to grasp a broader understanding of the cultural, societal and
historical processes that contribute to the shaping of different ideologies which consumers
interpret form mass-media vehicles such as customer magazines (Thompson, 1997).
Furthermore, socio-cultural evolutions affect societal norms and are continuously changing the
world around us. Marketers must have a holistic view of consumer purchase culture in order to
understand the changes in consumers lifestyle options and to be produce relevant content to its
marketing activities (Varey, 2013). One possible reaction to the societal change is the
internationalization in today’s business world. Access to other cultures, countries, and activities
have created a deeper understanding of lifestyles as well as new and different ideologies for
consumers to adopt. Not only consumers appreciate the opportunities internationalization
provides, organizations gain knowledge in the possibility to reach a broader customer segment
with an internationalized market (Parment, 2014).
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4. Methodology
To conduct a proper analysis, the methodology must fit the intended purpose of the study and
must be decided and executed with reasoned thinking. This section will describe the research
philosophy, selection of appropriate approaches, the gathering and analysis of data, as well
as the findings.

4.1 Methodology
A method is the organization of an activity, whereas Novikov and Novikov (2013, p.2) define
it as “an activity is the active behaviour of a human being”. This means that humans arrange
an activity into specified and certain patterns with defined characteristics, with the ability to
be developing in future studies. A research methodology specifically aims to generalize the
rules of the study. It generalizes behaviors of humans, animals, and other organism in order to
understand them. Research based on analytical data evolved in 1990 when programs and
statistics able to structure formulas were developed, apart from earlier years when knowledge
mainly was developed from theoretical knowledge (Novikov & Novikov, 2013).

4.2 Research philosophy
The five philosophies within the field of business and management are positivism, critical
realism, interpretivism, postmodernism, and pragmatism. Interpretivism is the most suitable
philosophy for this study with regard to the purpose of this research. It aims to create new,
enriching understandings and interpretations of the social world or/and its context. For this
paper, this implies to enrich the interpretation of the presented consumer lifestyle from the
consumer magazine Buffé and to understand how consumers respond to content presented in
the magazine (Saunders, Lewis, & Thornhill, 2016).
There exist three methodological approaches in research: deductive, inductive, and abductive.
The deductive approach is used for building theory by collecting information from academic
sources to later design a research strategy to test the theory developed. Deductive is commonly
used in quantitative studies, yet it is applicable in qualitative research as well. Conversely, an
inductive approach is mostly used for qualitative research, and the research usually starts by
collecting data in order to investigate a phenomenon and continuously build a theory upon that
which is used as a conceptual framework of the study. The idea with an inductive approach is
to discover new theories (Saunders, Lewis, & Thornhill, 2016).
In addition to the deductive and inductive approaches, abductive is a third alternative which
combines the two previous mentioned. This research approach is conducted through
identification of themes and patterns, exploration of phenomena, and simultaneously testing
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existing theories with additional data. This approach is mostly used when surprising elements
have been observed either in an initial stage or during the process of collecting data, and
plausible theories of how this has occurred is elaborated (Saunders et al., 2016). The abductive
approach will be in line with the research strategy of this paper when we leverage existing
theories, and at the same time as collect and interpret data with extra insights.

4.3 Methodological technique - content analysis
A content analysis is an analytical observation research method used to evaluate content
(images, roles, wording, etc.) in addition to its source and effect of reader’s responses. A
content analysis is the study of the communication behavior and the message sent by a
communicator, not of the source itself (Kassarjian, 1977).
To understand the underlying purposes, the content analysis must be systematic and objective.
The interpreted content must be unbiased and according to a scientific problem; it must be
analyzed carefully for other investigators to get similar result. Lastly, emphasis should be on
any analytic category; the content of the magazine is divided into themes, words, or/and images
and later analyzed in relation to a specific topic and shall have theoretical relevance in order
be applicable (Kassarjian, 1977). Content analysis lacks a standardized framework and must
therefore be constructed to fit each material: how the material is approached, if a distinctive
order of analyzing is needed, etc (Mayring, 2014).
The qualitative content analysis will be applied through hermeneutic reading and interpretation.
A hermeneutical approach aims to understand the text from the perspective, the interpretation,
and the intention of the communicator (Castree, Kitchin, & Rogers, 2013). Subject-object
structure is a hermeneutical concept where real life contexts are applied to the study of this
paper: Recipes, interviews, advertising, and contests. The content is interlinked with the author,
audience and interpreter which is thereafter analyzed. The reader's prior knowledge and
interests unconsciously selects and organize information, and depending on the experiences of
the individual diverse actions will occur (Mayring, 2014). Due to the originality in language
and mode of expression in Buffé magazines, a content analysis is a suitable method when
investigating how consumers behave towards advertisement expressed in editorial content
messages. Furthermore, content analysis will function as a source of data when investigating
consumer interpretations. This section of research aims for a deeper understanding of the
magazine’s layout and written structure, as well as understanding possible consumer lifestyle
changes. Besides the hermeneutical interpretation, the eight editorial content attributes
presented in the theoretical frameworks is used as a tool to facilitate the findings in the content
analysis. This gives the authors the possibility to compare the content to the attributes presented
by Jefferson & Tanton (2015).

4.4 Methodological technique - Semi-structured interviews
To further understand and elaborate upon the findings in the content analysis, data is collected
from semi structured interviews. To understand customer's interpretation of the magazine
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Buffé, questions with a semi-structured approach were designed. By gathering data through
semi-structured interviews, ambiguous information of consumer emotion, relationships, and
experiences are revised (Rossetto, 2009). The interviews cover six informants in different age
groups, gender, and occupation. They are scattered in broad geographical location in Sweden
for a more diverse and representative sample. Further, all informants regularly read Buffé and
had different perceptions, as of personal interests and life situations. After the sixth informant,
the interviewers did not identify any further insights relevant for this particular study and
theoretical saturation was therefore reached for the data gathering.
The content of semi-structured interviews was based on a list of pre-selected questions (see in
appendix 1). However, the pre-selected questions function as a guideline and depending on the
answer provided, questions as “why” or “how” will be asked to further elaborate on an
informant’s perceptions. Questions asked during the interviews aim to investigate if
consumption ideologies that Buffé is presents correlate with the interpretation of the consumers,
and if there are differences between them. The similarity among various questions was intended
in order to ensure the complete understanding of the informants’ responses and also to prevent
any possible misinterpretation of the question resulting to ambiguous information affecting the
credibility of the data collected. Further, in order to generate a credible and trustworthy
interview, the authors have to be aware that in-depth interviews can be problematic. For
example, the informants may wish to appear more rational than they actually are (Lometti et
al., 2016). Having this in mind, it is important to make the informants feeling comfortable and
confident during the interviews.
The informants answered questions regarding personal use and opinions of ICA as a brand and
trademark. This revealed insights of the relationship and consumption patterns consumers
adapt to ICA. The ICA related questions were further elaborated with by questions regarding
Buffé and the content within, to get an idea of the general interpretation among informants.
Further, the interviewers explained the basic idea with content marketing and informants got
the opportunity to briefly read through the magazine. This provided the interviewers with
substantial information, with an opportunity for a broader perspective and increased depth of
the interview.
The interviews encouraged participants to engage in in-depth discussions regarding the
common subject, in this case the magazine Buffé. Interviews were beneficial when extensive
descriptions were required to deeply understand the experience, followed by actions, of others.
For deeper analysis, the interviewer needed to understand the cognitive and behavioral process
in the context. The basic assumption in semi-structured interviews is that interpretation of
experiences affects the behavior and outcome (Granot, Brashear, & Motta, 2012).

4.5 Data Gathering
The most suitable sampling technique for the semi-structured interviews of this study is
convenience sampling where target population is chosen by availability (Robinson, 2014). Yet,
theoretical sampling will be used in order to collect data until theoretical saturation is reached.
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This method implies that interviews are to be conducted until no new information is needed
(Saunders et al., 2016). The methods used in the research are dependent on each other in a
sense that depending on how the content analysis is developed and suited for Buffé. The target
population used as sample must possess specific qualifications to be relevant for the purpose
of this paper (Robinson, 2014); the target population must be of both genders, loyal members
of ICA, and be regular readers of the magazine Buffé. Furthermore, consumers not purchasing
their own groceries will be excluded from the research. The data will be collected from a
Swedish sample due to the location of the grocery stores of ICA and the availability of the
target population. It is important for all participants to partake on the same premises and
therefore the interviews will be conducted individually and in person. The list of informants is
provided in Table 1 and contains information regarding age, gender, and occupation of the
informants. Intended equal distribution of three female and three male informants is to avoid
any possible biased responses that might exist due to the gender differences. The same intention
applies for the spread of ages and occupation.

Years
reading
Buffé

Years as
a regular
ICA
customer

Length of
Interview

Date

Occupation

Gende
r

Age

Acrony
m

23 years

>23 years

00:48:26

April
14th
2017

Pensioner

Female

76

i1

15 years

15 years

00:39:32

April
15th
2017

Business
owner

Male

54

i2

20 years

>23 years

00:35:03

April
17th
2017

IT-specialist

Male

57

i3

23 years

>23 years

00:35:05

April
17th
2017

Hairdresser

Female

41

i4

3 years

3 years

0057:34

April
18th
2017

Student

Female

23

i5

1 year

3 years

00:50:02

April
19th
2017

Student

Male

24

i6

Table 1 Profile of informants
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Furthermore, the data sampling for the magazine is collected from ICA’s website where an
archive of all the previous magazines are stored and accessible for the public. 15 issues ranging
from January 2016 to April 2017 are chosen for the content analysis. Even if the magazine is
available online, the authors of this paper collected a printed version of every magazine used
in this research with reason for avoiding any differences of interpretation due to the reading
experience of the two platforms.

4.6 Data analysis
A qualitative, interpretive approach is used within the boundaries of this thesis, and
characteristics of the approach are taken into consideration when conducting the analysis. In
order to conduct a qualitative research in a properly matter, the authors implemented a
structured categorization of the collected data (Saunders et al., 2016). The categorization of
data was used in two steps - developing the categories based on extensive reading and
interpretation of data. The development of categories will also leverage previous literature and
theoretical concepts. The categories will surface from informants’ expressed ideas and key
words from the transcripts of the semi-structured interviews.
The primary data collection consists of semi-structured interviews with consumers of the
grocery retailer ICA as well as readers of the retail magazine Buffé. The authors structured
semis-structured interviews with knowledge from previous literature upon the subject, and
cross-analyzed findings with one another. This means that the authors did the separately first,
and then combined the findings and cross-checked similarities as well as findings perceived as
different.

4.7 Credibility of research
The authors cannot guarantee the findings to be fully accurate, although in order to assure the
credibility of this research, two concepts will be taken into consideration when designing and
structuring this research: data reliability and data validity (Saunders et al., 2009). According to
Saunders et al., (2009, p.156) reliability is defined as “the extent to which your data collection
techniques or analysis procedures will yield consistent findings”. In this context, validity refers
to if the data collected and research is well grounded and reflects the real meaning (Saunders
et al., 2009).

4.7.1 Data reliability
Four main threats are identified towards data reliability: subject or participant’s error, subject
or participant bias, observer error, and observer bias (Robson, 2002, as cited in Saunders et al.,
2009). The subject and participant error explains the possibility for varying answers from the
same informant during the interview, this may occur due to misunderstanding of questions. To
avoid answers inconsistent with the reality of the consumer, similar questions are asked but in
different contexts Subject or participants bias is not accurate for this research since it correlates
to obligations to higher authority or the possibility for personal risk. Since there is no higher
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authority to consider in the case of personal interpretations of the magazine Buffé this will not
be accurate. However, the informants will be anonymous due to the risk of biased answers if
any discomfort regarding sharing personal opinions would occur (Saunders et al., 2009).
Observer error and observer bias are two possible factors for decreasing reliability when
conducting research. In order to reduce the risk for misinterpretation the authors are using a
technique called cross-validation, this include that each author analyses the conducted
information individually before cross-checking each other's results (Saunders et al., 2009). A
similar technique was used for all analysis of the paper, included content analysis, semistructured interviews, and the analysis and discussion.

4.7.2 Data validity
To receive a more initial response it was of importance to have participants positive against
talking about the subject investigate, as well as making them feel comfortable with the setting.
The informants were asked general questions regarding the subject, a strategy to make them
feel comfortable with the subject of the interview as well as the interviewees. Continuously,
the questions were outlined with a brief guideline in order to avoid being biased and leading
the informants answering beneficially to the research.
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5. Findings & Analysis
This section contains the findings from the empirical data in light of relevant theoretical
frameworks and concepts. The intention of merging the empirical section with the analysis is
motivated by the avoidance of repetitiveness and to generate a more concise text flow.

5.1 Key coding from content analysis
The purpose of the content analysis is to explore and analyze any possible consumption
ideologies that are presented or embedded in Buffé. This was executed through reading and
investigation of symbols, images, articles, colors and themes by hermeneutic reading and
interpretation. The theories and findings in previous research literature provided in this paper
have found to partly correlate with the response from the content analysis. Furthermore, the
content analysis contributed to additional theories which enables for further elaboration within
the interviews to support its validation. Using the eight attributes of editorial content as a tool
for the content analysis facilitated the hermeneutic reading and interpretation by framing the
scope of the entire magazine, which was essential in order to generate a deeper analysis of its
content. The major sections of the content analysis have been given separates headings due to
the clarity and structure for this chapter. Furthermore, the same structure is applied for the
ideologies identified.
The magazine has produced food and nourishment related content for over two decades where
11 issues are released yearly, one each month with exception for a combined issue during the
summer months June/July. 15 issues ranging from January 2016 to April 2017 are chosen to
the analysis. Periodic chapters in the magazine are Sofia's curry, Trends of the month, Current
happenings at ICA, The encounter, and 24/7. Sofia’s curry is a section where readers can send
in suggestions of simple recipes usually responsive to traditions. An example of this is making
pumpkin cupcakes for Halloween. “Trends of the month”, a chapter which presents the latest
trends in cooking and food culture, this chapter varies between recipes and trending food
concepts presented in restaurants, cafes, or in store. The chapter “Current happenings at ICA”
provide information about current situations and happenings in the stores around Sweden. The
majority of the interviews are found in the chapter “The encounter”, where the magazine meet
people and businesses both externally and internally from ICA’s organization. Continuously,
an Instagram competition is recurring in the monthly issues, where readers have the opportunity
to win prices accordingly to what is in store, discount coupons is the most common prize.
Several chapters in the magazine provide recipes, one is the “24/7” section which contains a
mix of recipes suitable and adopted for the different meals of the day. The currently mentioned
chapters are frequently distributed in the magazine, featured on the same page in all issues. The
content is well structured and easy to understand as a consumer.
With reason for the diverse content, the editors of the magazine aim to reach a broad target
audience well fitted to the overall consumer. Moreover, the wording and rhetoric is causal to
act in accordance to the intention of the magazine. The information is presented in forms that
affect consumers and it is driven by people’s ability to understand, interpret and change
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behaviors which fit with the basic assumptions of relationalism. As previously stated, the
magazine is economically supported by advertising but the effect on the consumer may not be
the same as the general content aimed not to persuade. Alongside, the advertisements appear
to be in correlation with the product assortment at ICA and may therefore gain consumer
awareness.

5.2 Key Sections of Buffé
Buffé consist of a varying content mix with appetizers, dinner cuisines, snacks, and lunch
options, vegan and vegetarian options are prominently seen throughout. In the ICA groups
article regarding the vegetarian and vegan trend that is occurring, stated that consumers
purchase behavior have changed due to healthy and environmental causes (ICA Gruppen,
2016). An example of the vegetarian/vegan initiative is presented in the December issue (2016)
in which the magazine devotes an entire section with vegan recipes for traditional Swedish
Christmas food that usually comprises many meats based dishes. Continuously they are
mentioning that meat consumption, affecting the environment negatively, have decreased in
general. Regardless if consumers are vegetarians, vegans, or consume everything from meat
and dairy products, purchases of vegetarian products have further increased (ICA Gruppen,
2016). Due to ICA’s customer relationship management they possess great underlying research
in consumer consumption patterns (Ots, 2010; Sun, 2011). However, there is little information
regarding the interpretation of this information and the finding lacks in terms of presenting the
source of the results.
All recipes are described with a short summary about ingredients which are generic. The steps
that must be conducted to get a finished dish are listed by numbers to make it clear to the reader
on how to do it. Continuously, where recipes can be done allergy-friendly to milk-, lactose-,
and gluten intolerant readers it is clearly stated at the bottom. In other words, it presents
alternatives suited to a variety of diets which favors their vast target audience.

5.2.1 Interviews and articles
Another recurrent part of the magazine is the monthly interviews often related alongside with
the monthly theme that Buffé applies. The December issue (2016) had cheese as the major
topic, therefore informative content was included in the introductory word from the editor in
chief as well as an external interview. The March issue (2017) had the 1920s as the main theme
and the general content included was entertaining due to the theme of the issue. The interviews
are informative and includes content on how to live healthier, how to create a balanced lifestyle
(February issue, 2017), or how to sow seeds in kindergarten (August issue, 2016). The widely
ranged information is provided due to the non-persuasive approach to consumers and
purchases, the magazine put emphasize on the informative, entertaining, and educational
content, as in the March issue (2017) where information about the history of ICA and what the
different stores around Sweden are providing its consumers with. The different interviews are
well structured and in correlation with the eight content marketing attributes and covers many
points of attributes as helping or, informing instead of selling, giving insights in many niche
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markets and the commitment to quality. The section called “the encounter” invites companies,
organizations, and influential people working in specific fields, usually within the food industry
or cooking practice where they get a chance to promote themselves with an educational and
informative approach. The section also provides promotional opportunities for ICA where
Buffé adds information regarding product assortment or their own opinions and values of the
subject matter. For example, in the April issue (2017), the interviews expressed company
values and the importance of an organic product assortment after presenting a family owned
organic chicken farm.

5.2.2 Content marketing & advertising
Buffé’s content marketing strategy comprises the criteria’s of being either informative,
educating and/or entertaining in almost every case. Their content marketing is often related to
ICA’s different assortment or with businesses working with ICA, which makes the content
credible and less persuasive. Examples of how content marketing is applied will be provided
further ahead under the heading “Interviews & Articles”.
The average amount of pure advertisements in the magazine is 11 pages out of 40, which is the
general number of pages included in the magazine. The advertisements are varied and have
little in common overall, thus there are a few advertisements reoccurring in the 15 magazines
analyzed. Beer companies are promoting non-alcohol beverages, mainly the brand Carlsberg
is noticed, further different coffee brands are advertised, as well as Lönneberga, a brand that
produces ham.

5.2.3 Discounts
As a result of ICA’s customer relation management, customers receive discounted products
specific to the purchases of that customer. The consumer is provided with a personal calculation
of points earned for that specific month in which can be transfer into money for future
purchases, exclusively to be used at ICA. 1,000 points equals 10 SEK and in order to use the
discount for future purchases one must earn at least 2,500 point which is equivalent of 25 SEK
and if a consumer do not earn up to 2,500 points in one month, the points will be transferred to
the next month in order to increase the possibility of receiving a discount.

5.2.4 Influencers
Influencers are recurring throughout the magazine content, yet not considered an ideology with
reason for the inconsistency of appearance and the usage of influencer has a more informative
and educational approach rather than endorsement among celebrities. Influencers are mostly
seen in issues related to traditions and seasons; as for Christmas or Easter. Hence, influencers
can still be of importance to the analysis of consumer interpretation whereas the interviews
revealed methodologies where peripheral route is explained as consumers that easily get
affected by positive and negative cues, included influencers. An example of Swedish
influencers is provided in the third issue of 2016 when the famous Swedish confectioner Roy
Fares makes Easter pastries in an interview. Another example is found in the December issue
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of 2016 when the Swedish TV-chef Leila Lindholm is baking scones for Christmas. The
presentation of influencers is used very thoughtfully in a relevant manner in order to be
perceived and credible. Influencers operating in the magazine are presenting occupational
content suited to the theme of the particular issue.

5.3 Ideologies
5.3.1 Green Lifestyle
Common content seen in the magazine has a healthy and environmental concerned approach
seen in sections and recipes, which will be categorized as an ideology due to the possibility for
changed everyday activity. The authors do not combine being vegetarian to directly being
healthy nor environmental, hence they are somewhat correlated. However, vegetarian and
healthy options as of food are available in most of the 15 publications chosen for this analysis
and have therefore been categorized as a green lifestyle. The “ICA aktuellt” section in the paper
are providing its readers with training inspired podcasts, tips of ICA’s own training
competitions, and healthy recipes. Environmental issues are presented in several of the
publications, and presented in different ways throughout. Not only presented via articles, but
also recipes presenting seasonal groceries and tips for an increased environmentally friendly
consumption. Several of the sections containing recipes also includes at least one vegetarian
option in the presentation, it could be a salad, side-dish or a vegetarian version of the intended
dish.

Green lifestyle February issue (2017 p.8)

The image above illustrates the green lifestyle presented in the magazine. The introduction in
this section encourages the readers to eat more vegetarian products during the winter months
by consuming products suited for the season. The appealing image of the dish is followed by
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the recipe of corn and sweet potato soup. The green lifestyle encourage the readers to adopt a
more healthy and environmental aware consumption ideology.

5.3.2 Seasonal consumption ideology
Sweden has four calendrical seasons: Spring, summer, fall and winter (SMHI, 2017) and from
a general perspective, the Swedish groceries are roughly subsequent to these seasonal periods.
Buffé is responsive towards these seasonal adoptions where food and recipes are presented and
highlighted in several issues depending on the season. One example presents a barbecue special
in the April issue (2016), encouraging the readers to start cooking outside due to warmer
climate in Sweden's early summer.

Seasonal Ideology April issue (2016 p.28)

The image provided above illustrates a picture of grilled fish with vegetables from a section
that encourage the readers to start barbecuing outside due to the warmer early summer climate.
This image illustrates a very generic seasonal consumption ideology probably targeting a broad
audience.

5.3.2.1 Stereotyping masculinity & femininity
The seasonal consumption ideology was presented in a rather stereotyping approach with two
examples targeting two different customer segments. The May issue (2016) also contain a
barbecue section, although it is presented by two men with passion for barbeque and Harley
Davidson motorcycles. This signals a very masculine impression towards the readers and
indicates a norm of men being in charge of the grill. To distinguish the different sexes in a
cooking context can put the magazine at risk unless the situation is founded deeply in a cultural
acceptance. However, the following magazine (June/July issue of 2016) presented another
barbecue section with a different approach. This section was presented by four women each
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sharing recipes suitable for a barbecue during the Swedish summer. Unlike the previous
month's section, the June/July issue’s (2016) barbecue recipes contained several vegetarian
products, which indicate a different positioning from the magazine. The apparent separation
among sexes to position the content for different target groups can be interpreted as a sociohistorical process (Thompson, 1997). The magazine does not state or promote the cultural
linkage between a vegetarian trend and women or Harley Davidson worship men with
barbecue, although it is discreetly implied in order for the consumers to more easily navigate
their interpretation.

Masculine seasonal consumption ideology May issue (2016 p.8-9)
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Feminine seasonal consumption ideology June/July issue (2016 p.26)

The images illustrate the differences in design and layout in order to target different audiences
for adoption of a seasonal consumption ideology. The two images from the May issue (2016)
address a more masculine impression with the motorcycles and a rustic surrounding. The third
image has a more feminine approach in its positioning for the seasonal consumption ideology.
The image illustrates four women next to a grill and the vegetarian salad in the forefront is
prepared without any products from the grill and the layout gives a green and fresh impression.
This section encourages the readers to go out in the warmer weather rather than barbecuing as
in the previous section. The women standing next the grill can also be interpreted form a sociohistorical process (Thompson, 1997), as the mass media communicates a vegetarian trend that
signals a societal status in terms of how to eat in accordance to its norms.

5.3.3 Traditional consumption ideology
Traditions presented in the magazine are the tradition of daily coffee and pastries. Throughout
the magazine readers are given inspiration to make sweets at home. This correlates with the
Swedish culture, which Buffé are building content upon; The recipes present a consumption
ideology that is more tradition oriented. For example, one tradition in Sweden is to eat eggs
during Easter holiday, in the March issue of 2016 they have an Easter special for example,
where the magazine has dedicated several sections with different recipes with eggs and also an
educational section with biological facts concerning eggs. The traditional consumption
ideologies presented in magazine encourage the readers to adapt and/or sustain the Swedish
traditions and to consume groceries with a tradition oriented mindset.
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Traditional consumption Ideology March issue (2016 p.18)

This image illustrates the different recipes with eggs for the Easter special in March 2016 in an
effort to encourage the readers to adapt a Swedish traditional oriented consumption ideology.

5.3.3.1 Relation between traditional and seasonal ideologies
The food related traditions in Sweden are often bound to seasons, which integrate with the
previous mentioned seasonal consumption ideology. In the August issue (2016) the magazine
presents a crayfish themed section with reason for the Swedish tradition of having a crayfish
party. This traditional oriented consumption ideology is an example of a combination with the
seasonal ideology due to the crayfish peak-season that begins during the late summer in
Sweden. This section provides the readers with many recipes suitable to serve together with
the crayfish as, pies, bread and salads.
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Traditional & seasonal consumption ideology August issue (2016 p.28)

The crayfish themed section in the August issue (2016) is illustrated on the image above. This
section is an example of a traditional consumption ideology deriving from a seasonal
consumption ideology with reason for the crayfish peak-season.

5.3.4 Internationally influenced
Alongside with Swedish traditions and the seasonal setting, an international influence abounds
throughout Buffé. There is an extensive mix between Swedish influences and dishes as well as
an international approach on its recipes and stories. Food markets in Copenhagen, Denmark is
presented in the April issue (2016), a Mexican party themed section in the March issue (2017),
and the Iranian food culture is presented in the September issue (2016). This is in accordance
with one of the possible reasons for societal changes earlier stated in the methodological section
regarding consumption lifestyle and ideology, which is transferred unto Buffé. The great vary
of food cultures encourages the reader to adopt a broader consumption mindset, and deeper
knowledge regarding cultures and way of living. The borders and differences become less
divided and unfamiliar as internationalization is growing in diverse markets (Parment, 2014).
Internationalization is not specific to the nourishments industry, but as an entire entity of touch
points where people are possible to be affected by the cultures of others, the magazine is a
major influential vehicle.
The international influences in Buffé are highly motivated since the Swedish population is one
of the most frequent travelers in Europe in terms of tourism according to the European
commission (2015). The international approach in the magazine are therefore offering a
consumption ideology which is easily interpreted by the consumers since many shares the same
lifestyle of the enjoyment of traveling (Ec.europa.eu, 2015).
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International influences from Iran September issue (2016, p.16)

The international influenced section from Iran provides the readers with several different
Iranian recipes and the section is structured with a story regarding the food culture of the
country. Additionally, the images in this section represent local areas and food markets in
different Iranian cities, which add a more intimate insight of the food culture with an inspiring
approach.

5.3.5 Balanced lifestyle
A varied and balanced lifestyle is presented with encouraging content: Content aimed to fit
vegetarians, meat enthusiasts, consumers who prefer cocktails, and travelers. The
advertisements show a diverse way of living and consumer patterns: Non-alcoholic beer and
training may not be products aiming at the same target market, consisting of diverse
psychographics and geographic. The balanced lifestyle presented in the magazine can
contribute to consumers possible mental wellness where no extreme lifestyle patterns are to be
seen, the magazine are clearly focusing and emphasizing efforts of the entire consumer base.
From an ideology perspective, the varied yet balanced lifestyle can be interpreted as a societal
salient representation of living an active life in terms of social in which the consumers can
adopt and desire in their daily lives (Thompson, 1997).
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Balanced Lifestyle March issue (2017, p.10)

The March issue (2017) presents the theme “the roaring 20’s”, which indicates the magazines
effort in presenting a balanced and varied lifestyle. This section encourages the readers to
arrange themed parties in order to cook and serve dishes in relation to the theme in order to
widen one's cooking abilities and possibilities. The section also contains several recipes on
cocktails influenced by the same decade presented with an educational approach regarding the
prohibition era in the United States during the 1920’s.
In contrast with the 1920’s party, the January issue (2017) introduces a training section as an
effort to encourage the readers to start the New Year maintaining their physical activities by
visiting a food and training camp in Spain. The two examples prove the diversity in lifestyles
presented in Buffé in order to reach their broad audience.
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Balanced Lifestyle January issue (2017, p.18)

5.3.6 Future concepts, innovations & trends
The magazine emphasizes innovative gestures, trends, and future concepts throughout the
issues. In the March issue (2016), Buffé explains the Japan inspired trend that revolutionized
Swedes perception of fast food. Restaurants opened with high quality raw products and fast
became widespread in Scandinavia.

5.3.6.1 Future concepts
An example of the innovative approach they want to present to their consumers is the February
issue (2017) where the table of content states “The meeting: The future of food”. The articles
highlight the troubled problem of organic and environmental issues, and consumers increased
concerns regarding the subject. The solution presented is cultured food developed from
technology, which is unaffected of its surroundings whether it is “a cellar or outside” (February
issue of 2017). The future concepts presented in the magazine has an educational approach
with the intention of informing and raises the awareness among the consumers regarding the
current organically and environmental issues occurring in the food industry. By presenting
future consumption methods and simultaneously educate the readers of the issues leading to
possible adoption of these consumption methods, the magazine motivates an adoption of a
more sustainable consumption ideology.

Future Concepts February issue (2017, p.23)
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The image above from the February issue (2017) illustrates the business owner of a small firm
in New York, working with aquaponic farming. In other words, growing and feeding products
as plants and fish organically indoors. According to Buffé, this is one possible solution for
growing food in the future considering the environmental impacts of all the food transportations
causing pollution.

5.3.6.2 Innovation
Content concerning innovation and entrepreneurial challenges is seen throughout the magazine
and is a vital part of societal challenges. Entrepreneurship and innovations is in this paper
accountable for being a consumption ideology since the magazine have the possibility to affect
people's perception of the issues they touch upon as mentioned in the future concept.
However, the innovative section does not always engage in global issues of the food industry
as in the future concepts. The innovative approach is also identified alongside with the concepts
of Swedish holidays as Christmas, Easter and Midsummer where Buffé inspires readers through
reconstructed dishes from the traditional Swedish holiday foods and dishes. One example in
the December issue (2016), where a vegan Christmas dinner is presented in an informative and
inspirational layout. Traditional holiday dishes in Sweden includes a vary of meat and food
containing high levels of salt and fats (Brugård Konde et al., 2015), which does not correspond
to current trends within the magazine and a vegan recipe is therefore more suitable.
Furthermore, the vegan Christmas dinner also encourage the traditional oriented consumption
ideology mentioned earlier even though it is presented with an innovative approach which also
direct other consumption lifestyles as vegetarian and vegan.

Innovative Concept December issue (2016, p.17)

The dish illustrated above represents a vegan alternative the classical Swedish Christmas dish,
liver pate. The December issue (2016) had a Christmas theme where innovative ideas of how
to prepare the classical Swedish Christmas dishes with vegan ingredients.
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5.3.6.3 Trends
Buffé efficiently presenting food trends with origin both from Sweden and internationally. The
healthy trend is making a rather obvious presence with recipes of ice cream consisting of
natural ingredients, addressing the trending healthy and raw food lifestyle (June/July issue
2016). Trends origin from the United States, as hamburgers, are presented in several forms
throughout the 14 magazines analyzed, as well as the poké bowl with origin from Hawaii. Many
recipes and other sections of the magazine presenting dishes and food cultures becoming very
trendy in Sweden in which Buffé usually are very responsive to and also to inform how to cook
it at home (Alonso, 2016). The adoption of the trendy food cultures around the world signals
an international oriented consumption ideology and the international feature of the content is
combined into the main trends that exist as of today.

Trends January issue (2017, p.10)

The January issue (2017) presents one major trend within the Swedish cooking practice, the
poké bowl as illustrated in the image above. Even though the concept of poké bowls origin
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from Hawaii, the section introducing this trend in Buffé presents recipes with influences from
several other food cultures for example, the Asian inspired poké bowl as in this case.

5.3.7 Convenient cooking
The magazine promotes, in a discreet and humble approach, ways of simple and efficient
cooking; Products from refrigerated display counters for easy access and good price, recipes
adopted for larger groups of people, or dishes that require less time to prepare. There is no clear
statement of the recipes being easier, but the content analysis reveals that material in the issues
obtain a few recipes and instructions presented as efficient. Yet, the magazine expresses a need
for managing time efficiently in the cooking practice today. From this information conclusions
can be drawn that presenting options for a fast and convenient consumption ideology is an
attribute of the magazine. The sections involving convenient cooking is probably targeting an
audience in a contemporary life situation where one may lack of time or interest of cooking.
Possible customer segments for this consumption ideology could be parents lacking time to
cook or young adults recently moved out from their parents with lacking knowledge of cooking
for example.

Convenient Cooking February issue (2017, p.31)

The one pot pasta illustrated in the image above represents the convenient cooking as it
highlights the easiness and the time efficiency in the cooking process. What this section in the
magazine strive to communicate is that one can cook simple and delicious food without
investing too much time in the cooking process.

5.4 Consumer interpretations from semi-structured interviews
Findings from the in-depth interviews will be presented and analyzed with the theoretical
frameworks as foundation. Furthermore, the structure follows the consumption ideologies
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identified in both the content analysis and the interviews, in order to create clear structure
within the study.

5.4.1 Green lifestyle
The appealing layouts provide participants with increased attention regarding vegetables and
greens. The majority of informants believed the choice to consume more green products is
controlled by one's internal interest. The study conducted in this paper reveals that all
participants are eating more greens and do get inspiration for vegetarian, vegan, and healthier
recipes from the magazine, yet they are persistent to the argument that they make all their
decisions fully by themselves when they get direct questions regarding it. U&G theory claims
that the adaptation of a greener lifestyle is partly caused by affection, in terms of emotional
triggers from consumer’s external environment as marketing strategies, efforts, as well as
relationship integration (Kim et al., 2015). Due to the amount of green content in the magazine
and the informant’s similarity within their answer, the increased use of greens is seen to be
affected by external factors as well.
“I do believe that food will act as medicine to a lot of people. I also believe that the consumers
of ICA are well informed about food, and health, compared to other grocery stores customers.
I think that people who choose to buy groceries at ICA both have the money and time to be
conscious about this” - Informant 1

5.4.2 Internationally influenced
Another finding influencing consumers’ interpretation is internationalization. As seen in the
previous section regarding a green lifestyle, the internationally influenced consumption
ideology refers to the affective approach of U&G theory (Kim et al., 2015). Informants had a
positive attitude towards internationalization and adaptation of different cultures recipes and
food consumption. The recipe sections provided was overall used at special occasions and
seasonal holidays where dishes are commonly the same. The engagement on holidays when
the majority of the informants had gatherings the urge to serve different dishes was emphasized.
However, this is already elaborated upon within the “Seasonal & Masculinity/Femininity”
section. The U&G theory correlates with the effect relationships have on the need to actively
search for content (Kim et al., 2015). In this study, the familiarity the marketing vehicle Buffé
was seen as a contribution for the use as a source for new insights of food, preferably influenced
by other cultures.
“Absolutely! Buffé is a perfect place to unite cultures. I think it is important to illumine other
cultures, I think that could unite people.” - Informant 5
“There is a lot of companies that does not want to have an international consumer base, but I
really think ICA would benefit from it, and the consumer that have a international origin would
feel more involved. They would feel that Buffé is not only for the “typical” Swede” - Informant
4
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5.4.3 Stereotyping masculinity & femininity
The mass media producers often involve social images or different characters associated with
an action, event, or mindset as a marketing effort (Hirschman & Thompson, 1997). This
strategy has been successful in reaching a preferred consumer segment that fit to those
characteristics of the advertising. Hence, the mass media presents a recombinant culture, which
customer magazines as Buffé adapts to reproduce the different consumption ideologies
consistent with consumers earlier understanding of cultural meanings (Turner, 1992, as cited
in Hirschman & Thompson, 1997). The strategy was identified in the content analysis when
investigating the seasonal and traditional consumption ideologies, in which the informants later
indicated adoption of within the interviews. An example common among the men in their midfifties was that they searched for any section with barbeque related content during the summer
issues. From a heuristic perspective, this is an effect of a socio-cultural process that shapes an
ideology of men being in charge of the barbeque in family contexts. As the content analysis
identified, the Harley Davidson worship men barbecuing in the May issue (2016) reflects a
socio-cultural force affecting people's perception of their self-image to shape resemblance as a
confirmation to the contemporary society (Thompson, 1997). This finding can further be
correlated to literature explaining consumers need to negotiate the self with that of idealized
images (Hirschman & Thompson, 1997). In other words, the section of the May issue (2016)
expressed a seasonal ideology by reflecting a socio-cultural code in order to target a certain
audience, sharing or pursuing the same lifestyle. This expressed ideology was also
communicated from every informant who had or has any form of mother role; participants
claimed they searched for fresh and healthy dishes in the magazine. Although, it was not for
environmental causes they searched for this, rather to adopt the societal codes of a caring and
responsible mother in order to embrace their self-identification in relation to their cultural
meaning. This correlates with Thompson (1997), who claims that social roles in terms of how
a “good and responsible” mother choose their groceries have through many years been adapted
and promoted by communication channels as customer magazines. This social role was
identified in the interviews as well as the barbecuing father role, and was adopted as an
ideology among the informants.
“I read the barbeque themes more thoroughly; when I want to change the typical things, I have
on the Barbeque.” - Informant 2
“I look for recipes for my children and usually cook them when they come home to visit. The
salad recipes are most recurring that I cook at home” - Informant 4

5.4.4 Convenient cooking
The student informants are situated in a less economically beneficial situation in which they
experienced a lack of content in the magazine targeting their current lifestyle. Although, all
informants agree upon that the information provided is for a broad target audience, and the
content is realistic in its possible execution. Since the sample required participants to be readers
of Buffé it is of interest to understand why the less economically beneficial read the magazine.
The interviews of i5 and i6 revealed that cooking and food in general become a more central
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aspect of their daily life as students. Even though all informants showed interest in convenient
cooking as foods that are simple and fast to cook, the students reveal another concern: This
regards prices, and the easiness of cooking. U&G correlates to the basics of content- and
editorial marketing where it emphasizes the need for content to be informational, entertaining,
and socializing (Kim et al, 2015; O’Donohoe, 1994; Jefferson & Tanton, 2013). As stated
above i5 and i6 are actively choosing medias where they can be provided with information
regarding recipes fitted to their contemporary lifestyle, that of being a student. Identification is
one need for the mass media usage (Kim et al,. 2015) and with reason for Buffés diverse
customer segments, directing identifiable content to every segment becomes a challenge. Yet,
the convenient consumption ideology appeared to be applicable to a consumer segment less
economically beneficial as students, who might not identify themselves in other content of
Buffé.
“I would appreciate if there was a student magazine as well. We, the younger people, is the
ones who create trends in the future, so they could focus more on sustainability and vegetarian
food, and cheap food of course. We are the ones who’s going to buy groceries in 30 years.” Informant 6
“It is all about the price, and how long it takes to make the dish of course. I am thinking that if it goes fast to prepare, it is cheap, and it taste good I am all good. It does not really matter
that I have been eating it 100 times before.” - Informant 5

5.4.5 Future concepts, innovations & trends
According to the semi-structured interviews conducted for this study, the innovative content in
the magazine was not prominently featured, and did not appear to fulfill the needs motivated
for mass media usage. Therefore, the innovative aspect of the magazine will not be further
elaborated since the inexistence interpretation of it. However, trends and future concepts will
be analyzed with reason for revealed interpretations in the semi-structured interviews.
According to O’Donohoe (1997) content must be of emotionally and intellectually relevance
in order to gain consumer attention, which the entrepreneurial section fail to provide.
The informants believe there are future ideologies in the consumer's minds even though the
repeated purchase behaviors function as a barrier preventing them for adoption. All participants
had visions of a greener consumption pattern which as of today is already an established
ideology in the magazine, and also a contemporary activity. Future concepts are therefore
already noticed which the informants are aware of, however, not yet something that some
consider themselves to have adopted. As stated in literature by O’Donohoe (1994), Lim & Ting
(2012), and Ruggiero (2000) earlier research has found consumers to be active in their choice
of media and search for specific content. The statement can be analyzed from the findings of
the semi-structured interviews in this paper where consumer is actively searching for trends
and innovative ways of consuming groceries and develop their cooking practice. The
underlying findings from the interviews is that there exist knowledge regarding health,
environment, and vegetarian options as future consumption ideologies but the habitual
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purchase patterns are stronger than the ideal to live by greener habits. Further, information
regarding the possible ideologies and lifestyles need to be consistent throughout a long period
of time in order to adapt and change consumer habits.
“I do think that habitual patterns can be changed, but I think it is difficult since it is deeply
inverted as a routine” - Informant 5
“I really wish that it was easier to affect people's grocery purchases more. A lot of people do
have really unhealthy habits when it comes to food, but I just do not think it is that easy to
change. I think there is a lot of elderly people, for example, that wants to eat they regular pea
soup and pancakes of Thursdays” - Informant 6

5.5 Additional consumer interpretations
It appears that all informants have been customers of ICA before consuming Buffé, and the
familiarity with the brand seems to be a crucial factor among the informants when asking why
they mainly consume products from ICA. Four out of six informants responded, “It has always
been so”, (i1, i2, i4, i5). As well as habitual purchases, consumer is not seen to reflect over
purchasing behavior nor reasons for purchasing at specific locations or retailers. U&G theory
includes relationship as a contributing factor to the choice of media vehicle (Lim & Ting,
2012), and as in the case of i1 the gratification of building relationship and familiarity with the
brand.
“One does feel pretty familiar with ICA. What I mean is that you know where groceries and
products are placed and you know who you can ask for things.” - Informant 1
Alongside with building relationship between the brand and its consumers, another aspect of
the U&G theory is that of being inspirational and contributing with knowledge (Kim et al.,
2015). As a marketing medium Buffé is interpreted as positive and meaningful contribution to
information, and is therefore not interpret as a convincing sales tool. Hirschman & Thompson
(1997) argues that scripted content addressed to consumers are perceived with less skepticism
than marketing efforts aimed to push sales onto customers.
“You cannot really compare it with a regular newspaper. Buffé is more inspirational and
informational in a way that does not say exactly how you should do or be. Even if it contains
recipes it is still useful, and that is what I like with it.” - Informant 3
The information provided from the interviews correlates with earlier literature upon the subject
of content- and editorial marketing in terms of consistency, relevance, and creation. This
literature explained the importance of the content being perceived as non-promoting and
persuasive, in which Buffé appears to have succeed (Jefferson & Tanton, 2015).
The interviews revealed consumers need for new insights and inspiration in the magazine
content. Many of Buffés’ sections are supported with colorful images of different dishes
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communicated in an appealing approach in which the magazine creates wants and needs not
existent from the beginning. Buffé seems to highlight the need for new insights and inspiration;
nevertheless, they did not have intention of actively seek any particular content, yet the layout
dragged attention and created a desire and an appealing idea of the dish. The revealed
information correlates to the literature of O’Donohoe (1994) who states that gratification
sought in U&G theory provides added value for each consumer, which refers to the
expectations of a certain media. The interpreted layout within Buffé fulfils the expectations of
the media with content being inspirational for the reader. The revealed information regarding
the layout can also be connected to the literature from Hirschman & Thompson (1997) who
argues that the interpretive relationship, inspiring and aspiring, use images as motivation and a
way of conducting personal goals when interpreting the content.
“The images illustrate a lot of green vegetables in which I think: This look very delicious! The
images are very appealing.” - Informant 1

Lastly, many of the ideologies identified are often related and might even integrate in some
aspects. One example is the adoption of the green ideology which is closely related to the
balanced ideology presented. The informants who adopted a balanced lifestyle simultaneously
showed interest in the green sections of the magazine, and vice versa. One underlying
assumption for the combined interest could be the adoption of several ideologies at the same
time. The relation between a balanced oriented ideology and a green ideology enables the
consumers to adopt them simultaneously. Further examples of combined ideology adoptions
identified in both the content analysis and interviews are the international influenced ideology
and the balanced ideology. The internationalization of Buffé and ICA’s product assortment
have simplified the adoption of international food cultures and dishes, which enables
consumers to combine a varied and balanced ideology with international influences.
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6. Conclusion & discussions
In this section, conclusions regarding the research question will be presented from the authors,
which are based on the analysis and findings provided in the previous section. Furthermore, a
discussion containing additional findings will be presented as well as proposals for further
research.

6.1 Conclusion
The study of this paper aimed to examine different consumption ideologies presented in the
customer magazine Buffé and to further investigate the customer's interpretation of the
mentioned ideologies. This has been investigated through a content analysis of Buffé in order
to identify the consumption ideologies, which was followed up by six in-depth interviews to
examine their interpretation of the magazine content and the ideologies. Several ideologies
identified were beyond the authors presumed assumptions, although when examining the
interpretations of the informants these ideologies raised a clearer prominence, which resulted
in many interesting findings in the analysis.
One of the key findings in this paper showed that the informants indicated an adoption of the
consumption ideologies presented as a result from their interpretation. Even though the
informants did not necessarily express any confirmation of ideology adoption, the
interpretation clearly indicated it in the answers given regarding purchase behavior. Further
key findings showed the impact of routine and habits among the informants, which to some
extent became a barrier for the interpretation of the presented ideologies. Due to some of the
informants’ habitual consumption behavior, the interpretation of ideologies only resulted in
increased awareness rather than adoption.
The U&G theory enabled the authors to investigate the needs for the particular mass media
usage where the need for inspiration was prominent expressed among the consumers. The
magazine is outlined to satisfy several needs from the U&G theory. Informative, identification,
and entertainment are among the most relevant needs for gratification sought in which the usage
for seeking inspiration can be linked with both the informative and entertainment needs.
Additionally, the need for identification was highly motivated for the use of Buffé. The
stereotyping sections in the magazine enabled the consumer to more easily interpret the content
and relate to the consumption ideologies.
The last key finding in this paper addresses the relevance of the individualizing interpretation
of the mass media. Buffés’ responsiveness towards the socio-cultural forces in our
contemporary society is reflected in their presentation of ideologies. As seen in the interviews,
the informants’ interpretive stance revealed how the consumers formed opinions in relation to
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the cultural codes representing our contemporary norms regarding the healthy and green
lifestyle, or the stereotyping in different cooking practices.

6.2 Discussion
6.2.1 Further findings
Additional findings not fitted to the purpose of this thesis, yet of relevance to ideologies and
consumer interpretation will further be revised. The authors presumed that Buffé function as a
source for inspiration and motivation for grocery purchases and recipes, one example is how
consumers interpret the content into their daily life and slowly changing purchase behavior.
Yet, an interesting finding was that consumers tend to believe the changed purchase behavior
is caused by internal forces, and not affected by external causes such as the magazine, peers’
opinions, other advertisement and influential communication. The informant within the semisstructured interviews explained that memorable content exist within the magazine as is
therefore seen as an external factor to the adopted behavior. One interesting part of the process
when working on this research was the similarities and differences between the content analysis
and the interviews. All informants explained happenings, events, and feelings contradicting to
each other, depending on question answered. The interpretation and perception of the content
was among the informants similar to each other, but when analyzing the findings in depth it
existed information interpreted highly different, mostly regarding factors of one’s own actions
and external factors possible to affect consumers.
Further, this information can be applicable to the case of stereotypes and interests. Consumers
tend not to reflect over the existing stereotypes within the content, which makes the authors
question if this is purely of personal interests or if the socio-cultural development is a cause for
it. Stereotypes are prominently presented within the content, yet consumers are not touching
upon this subject within their answers.
Regarding the green aspect of the content within this paper, a surprising finding was that
consumer are not purchasing increased vegetables and vegetarian options due to environmental
causes. Consumers are making purchases due to personal interests and the well-being of
oneself. Due to the findings, the authors do believe that a greener way of living is due to sociocultural forces, with reason for the revival of active search of information regarding this subject.
Even though the magazine consists of several components of environmental information this
simply seems to be unrecognized by the consumers.
Another rather surprising finding was the importance of entertainment when analyzing content
from a gratification and the search for meaning perspective. Even though information is an
important factor when creating relevant content for consumers, the entertainment factors need
to be appearing to catch the attention of it. In the case of this paper layout and themes are
profoundly used throughout the magazine to make it interesting and appealing.
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6.2.2 Limitations, further research & contributions
The research and collected data regards the media vehicle of customer magazines, this study
may not be applicable for other customer magazines within other sectors than the grocery retail
operations. Thus, this research has to be more extensive and elaborated within the field of
customer magazines in order to fit and contribute to similar researches regarding this media
vehicle. Furthermore, in order to generate a more comprehensive research of the
interpretations, a larger sample size must be conducted with a possibly larger geographical and
demographical spread. Due to restrictions as time, the authors of this paper conducted a rather
smaller sample population even though it resulted in enough theoretical saturation.
The analysis of this thesis resulted in questions possible to investigate in future research. The
psychological factors in purchase decisions are seen as important when interpreting content.
The magazine, in this study, is clearly a course for inspiration and motivation yet the authors
did not have the possibility to include psychological factor contributing to purchase behaviors,
cognitive reactions to content, and their attention span regarding the editorial content marketing
efforts versus the pure advertorial content. Further, the study of this paper is of qualitative
stance, which can complicate the generalization of our findings. Conducting a quantitative
approach of the same research would be interesting as further research since it allows larger
samples and different sample techniques which can result both further findings and additional
findings.
This paper has contributed with some interesting insights and findings regarding the fields of
content marketing, editorial marketing and consumer behavior by presenting the impact these
concepts can have on consumers and how they react on it. Its contributions hope to broaden the
understanding within these field and facilitate for future research within the chosen topic of
ours. Moreover, the insight and findings of this paper have contributed with valuable
information to ICA, in terms of how their consumers interpret the content in Buffé. Providing
ICA with this knowledge, it could enhance their marketing strategies and enrich their
managerial implications by implementing our findings into other marketing activities.
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Appendix
Appendix 1: Semi-structured interview questions
Template for the semi-structured interviews
- How are you familiar with the overall ICA brand?
- How familiar are you with the brand Buffé?
- How long have you been a customer at ICA?
- When did you start reading Buffé?
- Do you read the magazine thoroughly?
- Do you experience ICA’s advertising, branding, and other marketing activities to be
correlated to each other?
- What are the main reasons for you reading the magazine?
- How you relate to the content provided in the magazine? (Articles, recipes, etc.)
- Does any of the content feel unrealistic or unachievable?
- What do you remember from the recipes in the magazine?
- Do you remember any advertisements in the magazine? If yes - is there any particular one? Do you perceive the recipes as a promotional message towards specific brands?
- How do you perceive the content in general?
- Do you think of the editorial content as promoting or selling?
- Do you get inspired by the magazine?
- How do you get inspired by the magazine?
- Have the magazine persuade you to consume different products than what you usually
purchase?
- Why are you purchasing the products you do?
- Do you believe that all your purchases are decided by you only, or influenced by external
factors, such as the magazine, friends and family, etc?
- Have the magazine Buffé contributed with your awareness about anything specific? (Green,
environmental, etc. suggested if the informant could not think of any)
- Have you intentionally or unintentionally purchased more green groceries?
- What shapes your purchasing pattern?
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- Do you think that you adopt the trends presented in the magazine?
- Are there any patterns that you have noticed?
- What is the reason for you purchasing the products you do? (Price, brand, seen in a
magazine, etc.)
- Would or could any celebrity, or other influencer, affect your purchasing behavior/thoughts
of food/etc.?
- Are the images and layout inspiring? (Even if you might not cook the recipe itself)
- Is it important for you that the magazine touch upon current subjects as environmental
issues in the magazine?
- Is there anything you miss in the magazine?
- Have your food consumption and purchasing patterns changed over the past 0-5 years? Why
is this?
- Would an integration of international food and its culture be relevant for you as a
consumer? (For example, eating lamb during Easter as in Greece)
- Would you read the magazine online?
- Why do you think that ICA still operates in traditional media?
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