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Abstract
Background Worldwide, one-third of all produced food is going to waste, and the number is
increasing every year which consequently calls for action. A substantial share of the food waste
is the outcome of grocery stores throwing away suboptimal food which yet is eatable but due
to the date labeling, damaged packaging or in terms of appearance standards cannot be sold.
Throughout the last years, numerous unique businesses have been formed in Sweden to offer
suboptimal food both online and in physical stores. Still, Swedish grocery stores stand for 30
000 tons of food being wasted which is directly linked to the still evident unwillingness to offer,
purchase and consume suboptimal food. By no means, this is a significant problem and need
to be changed in order to reach a more sustainable world. Till this day, qualitative research on
the topic is scare.
Purpose The purpose of this thesis is to understand which components that affected Swedish
grocery shoppers’ attitudes and purchase intentions towards suboptimal food in-store.
Method In order to fulfil the purpose of this study, a qualitative methodology has been utilized.
The qualitative data has been collected through semi-structured interviews amongst Swedish
grocery shoppers. To explore the attitudes and purchase intentions towards suboptimal food
product, an abductive research approach was applied to strengthen previous research findings
and attempt to discover possible new theory.
Conclusion The empirical findings revealed that Swedish grocery shoppers in this research
study hold an overall positive attitude towards suboptimal food. The study further reports four
prominent barriers towards Swedish grocery shoppers’ purchase intentions of suboptimal food.
In result, even though an overall positive attitude presented, the intention to purchase
suboptimal food could be severely weakened by substantial restrictions encountered in grocery
stores.
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Definitions of Key Terms
● Attitude: Fishbein and Ajzen (1975) defines attitude as an individual’s positive or
negative feeling towards a certain behaviour. An attitude against performing an action
is an extended arm of the person’s belief regarding the positive or negative
consequences it gives (Fishbein & Ajzen, 1975). Moreover, attitudes are learned
through former experiences and are a function between individuals’ line of thought and
final behaviour (Fill, Hughes & De Francesco, 2013).
● Food Waste: Food waste is defined as the food that is of fine quality and is produced
in purpose to be consumed by humans, but due to different reasons does not get
consumed. Food waste is caused due to conscious choices or the negligence of throwing
good food (Lipinski et al., 2013).
● Purchase Intention: Mirabi, Akbariyeh and Tahmasebifard (2015) stress that purchase
intention is a complex decision-making process and is most often related to attitudes,
perceptions and behaviours of consumers. It serves as an efficient tool to understand
the reasons why consumers buy certain goods and under which circumstances (Mirabi
et al., 2015).
● Suboptimal Food: Suboptimal food signifies wasted food which occurs on the
consumer level even though the food still is eatable (Aschemann-Witzel, et al., 2015).
However, for this research purpose, the authors have determined that suboptimal food
refers to the food products offered by grocery retailers. Suboptimal food defines as
undesirable due to 1) labeling is close to, or beyond the best-before date, or 2) based on
the food’s cosmetic standard (Aschemann-Witzel et al., 2015).
● The Swedish Grocery Shoppers: In this research, the participant group is selected to
be Swedish grocery shoppers. This term refers to the individuals making the greatest
number of grocery shopping trips within their household.
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1. Introduction
In this chapter, the research topic will be introduced. A presentation of the background related
to the topic will provide the reader with knowledge to be able to understand the
problematization which follows. As the last part of the chapter, the purpose and research
questions of this thesis will be presented.

1.1 Background
Worldwide, one-third of all produced food is going to waste, and the amount is increasing for
each year (FAO, n.d.). Boston Consulting Group (2018) estimates that the issue of food waste
by the year of 2030 will have reached a price tag equal to 1,5 trillion dollars, an increase with
0,6 trillion from the year of 2000. A large amount of the wasted food is entitled suboptimal
which refers to wasted yet eatable food (Aschemann-Witzel, de Hooge, Amani, Bech-Larsen
& Oostindjer, 2015). For instance, suboptimal food is the milk you pour out in the kitchen drain
because you think it is bad. Besides, suboptimal food waste can even derive from food retailers
due to an inability to sell groceries with a short expiration date. Arguably, in line with Boston
Consulting Group (2018), the loss of resources has now evolved to a critical level where actions
are needed to be taken as the negative consequences on the environment and the economy
affect both businesses and consumers (Jordbruksverket, 2018). Therefore, in accordance with
Agenda 2030’s goal of sustainable food consumption; both consumers and food retailers need
to take responsibility for the suboptimal food waste (Regeringskansliet, 2018). Corporate
businesses are aware of the issue and hold a strong urge to prioritize a change, and their efforts
are today well needed for promoting a more sustainable food waste management at all levels
(Sandell, 2017).

However, sustaining the food sector is not an easy task as food waste is a consequence arising
mostly in developed countries were consumers more often live in an abundance of supply. The
level of food waste increases as of the country’s gross domestic product (GDP) (Xue et al.,
2017). In relation, strong evidence shows that consumers in developed countries for decades
have increased their post-consumer waste (Parfitt, Barthel & Macnaughton, 2010). The rise can
be explained by the low price of food, high income, the expectation of cosmetic standards of
1

food and finally the consumers’ insufficient understanding on the significant amount of
resources it takes to produce food products (Parfitt, et al., 2010). Therefore, the possibility to
stop this downward trend of food waste in developed countries lies with the whole chain from
production to consumption (Parfitt, et al., 2010).

Even though the history of Swedish food culture is shaped by a restrained and functional view
(Tellström, 2015), the restrictive belief amongst the Swedish population has changed
throughout the years. Aforementioned is due to the abundance of food supply and new eating
habits among the different genders, ages, levels of education and disposable income
(Jordbruksverket, 2015). As for today, it is found that some individuals utilize food as a mean
to express their identity as well as their financial status (Fjellström, 1990). Söderqvist (2014),
CEO at Swedish Livsmedelsföretagen, indeed confirms a strong connection between the
symbolic meanings of food choices related to people's way of expressing themselves.
Söderqvist (2014) further describes how Swedish consumers tend to select the most “suitable”
food products for themselves in order to express their self-identity and lifestyle.

In addition to the changing relationship between people and food, Swedish consumers have
become more aware of the importance of sustainable consumption (Svensk Handel, 2016).
Although, Swedish consumers annually throw away an average of 97 kg food per person
(Naturvårdsverket, 2018). Jordbruksverket (2011) connects this type of consumption and
unnecessary food waste with the lifestyle of buying exaggerated volumes of groceries and the
oversized portions of food on the Swedish people’s plates. Furthermore, Livsmedelsverket
(2019) is manifesting consumers’ insufficient understanding of date labeling and their attitude
towards expired food products as a prominent reason for food waste. Additionally,
Livsmedelsverket (2018a) encourage Swedish consumers to smell, look and taste the products
before it is disposed of as oftentimes food products are perfectly eatable even past its expiration
date. Furthermore, Swedish households could reduce food waste by 35% by making better
planning for their purchases and the handling of food (Bernstad Saraiva Schott & Andersson,
2015; SVT, 2017). Consequently, a change in consumer behaviour is needed to reduce the
amount of food waste (Röös et al., 2017).
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Even though consumers make up for the largest portion of food waste in Sweden, according to
Naturvårdsverket (2018) a substantial share of food waste is the outcome of grocery stores
throwing away food that cannot be sold. In sequence, as the Swedish consumer becomes
increasingly aware of the seriousness of food waste, food retailers have started to take on a
greater corporate social responsibility (CSR) by trying to reduce the amount of food that is
being thrown away by stores (Svensk Handel, 2016). In fact, sprung from the initiative from
fourteen of the biggest food retailers in Sweden, a mission called “Hållbar Livsmedelskedja”
has been developed to reach a more sustainable food consumption in Sweden (WWF, 2019).
This initiative centers around the goal to minimize the negative effects which derives from the
unnecessary food waste and establish a more sustainable production and food-consumption by
the year 2030 (Naturvårdsverket, 2018).

The most dominant food retailer at the Swedish food market, seizing a total market share of
50,8 % is ICA (Konkurrensverket, 2018). This great food retailer has been taking a large
corporate responsibility for years by enforcing various policies to reduce the amount of food
being thrown away at ICA stores (ICA, 2019a). Donating food that has a short expiration date
or a damaged packaging to various charitable organizations and selling suboptimal food at
lower prices to customers, are two ways the retailer tries to reduce the amount of food waste
(ICA, 2019b).

In the past few years, selling suboptimal food has turned into multiple business concepts, and
is now offered in cafés, restaurants and even at online platforms (Kärnstrand, 2016; Tikkanen
& Asmar, 2019). For instance, the relatively new business Matsmart is a great example of how
to seize the business opportunity by offering suboptimal food online to individual customers
(Konkurrensverket, 2018). Moreover, the mission of Matsmart is to create awareness around
the problems of food waste and to present a solution by selling perfectly eatable food products
that would have been thrown away. Ultimately, the vision of Matsmart, is a world without food
waste (Matsmart, 2019). A similar yet different approach is presented by a company called
Foodloopz, acting as a brokerage service by purchasing and selling suboptimal food between
different companies (Foodloopz, 2019). In contrast to Matsmart, Foodloopz is not selling
suboptimal food to individuals but rather targeting companies (Kärnstrand, 2016). In
accordance with the action plan presented by Livsmedelsverket (2018b), numerous of Swedish
food retailers are operating towards a more sustainable services and business model.
3

Consequently, the opportunity to purchase suboptimal food in Sweden is greater than ever
before.

1.2 Problem Discussion
The awareness around the controversies of food waste and its effects are nothing new. Yet, the
debate about the advancing concerns regarding environmental issues and ethical dilemmas
connected to suboptimal food waste is still ongoing and more relevant than ever
(Livsmedelsverket, 2018b). Even though the amount of food waste is slowly decreasing
(Naturvårdsverket, 2018), the amount of food waste in Sweden still need to be further reduced
in order to reach the sustainability objective to reduce the global food waste per person in stores
by the year of 2030 (Naturvårdsverket, 2018). Even though consumers stand for a significant
share of the total food waste contribution (Aktas et al., 2018), a large share of the total amount
of food waste also derives from food retailers (Aschemann-Witzel, et al., 2015). For food
retailers, suboptimal food waste can rise from miscalculations in terms of purchase volume,
changed consumption patterns, or by fierce competition on the market (Parfitt et al., 2010).
Every year, grocery stores contribute to 30 000 tons of food waste in Sweden
(Naturvårdsverket, 2018). Evidentially, food retailers have a substantial contribution to food
waste in Sweden, which by no means stands for a serious problem and needs to be reduced in
order to reach a more sustainable world. Thus, one way to achieve the objective of reducing
the amount of food waste is by acknowledging the suboptimal food solution.
1.3 Purpose
In accordance with Wong, Hsu and Chen (2018) little research has been focused on consumers’
attitudes and purchase intentions towards suboptimal food. By the knowledge of the authors, a
very limited amount of research has touched upon the topic of suboptimal food directed to
Swedish grocery shoppers’ attitudes and purchase intentions. Therefore, this study has the
potential to create awareness on the topic of suboptimal food and explore what Swedish grocery
shoppers believe and anticipate from food retailers on the matter. Therefore,

The purpose is to understand which underlying components that form Swedish grocery
shoppers’ attitudes and what barriers can affect the purchase intentions of suboptimal food
products in stores.
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Finally, in order to fulfil the purpose of this study, two research questions have been developed:
❏ What are the Swedish grocery shoppers’ attitudes towards suboptimal food and what
are the underlying motives of these?
❏ What affect Swedish grocery shoppers’ intentions to purchase suboptimal food in
stores?
By recognizing the Swedish grocery retailer’s noteworthy share to food waste
(Naturvårdsverket, 2018), the purpose to uncover Swedish shoppers’ attitudes and purchase
intentions towards suboptimal food becomes evident as the consumers can utilize their
purchasing power to make a sustainable change. As a result of the purpose to understand
Swedish grocery shoppers’ attitudes, the authors will as well analyze whether these attitudes
are facing potential barriers connected to their intentions to purchase suboptimal food. The
outcome of this study could become an important supplement for managerial practices as well
as for theoretical contributions for future research to come. Ultimately, this research study
could potentially add an important piece of the puzzle on how to reduce the total amount of
food waste in Sweden.

5

1.4 Delimitation
For this research, the authors will solely focus on and investigate the individuals who does most
of the grocery purchases per chosen household. This decision is made to attain reliable insights
from the most frequent grocery shoppers and gain their perspectives on suboptimal food. As a
further contribution of relevant content, the study will be conducted exclusively on Swedish
grocery shoppers as this segment is considered unexplored. Moreover, the authors hold specific
interest and belief that the chosen participants between the ages of 21-59 will generate the
greatest foundation for discussion and analysis as it counts for the largest share of consumers
on the Swedish market (SCB, 2018). Besides, the defined group of participants creates an
opportunity to foretell any forthcoming opinions about suboptimal food among Swedish
grocery shoppers.
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2. Literature Review
The aim of this chapter is to enlighten the reader with relevant theoretical components to
understand the foundation of the research. The chapter begins with a contemporary outlook of
suboptimal food followed by the barriers declared from both consumers and grocery retailer’s
perspective.

2.1 Contemporary Outlook of Suboptimal Food
A significant amount of food waste derives from retailers and consumers and is caused by their
refusal to offer or purchase suboptimal food (Aschemann-Witzel, et al., 2015). In retail stores
the suboptimal food waste can derive from miscalculations in terms of purchase volume,
consumers changed consumption patterns, or too large competition on the market (Parfitt et al.,
2010). Furthermore, Stenmarck et al. (2016) found evidence that different food categories are
wasted unequally, which is similar to Tsiro and Heilman (2005) signals that the value of
different product categories differ based on unit size, perceived quality and potential health risk
of consuming it. Moreover, the research of Koivupuro et al. (2012) identifies a distinct
correlation between the amount of food waste derived from households with the size of the
household in question. By reducing food waste, the sustainable outlook for the environment
will be enhanced as less resources will go to waste (Pearson & Perera, 2018). Both consumers
and retail stores can change the outlook of suboptimal food for future consumption. However,
to be able to understand what impedes the positive progress, one needs to understand which
barriers consumers’ faces and how retailers attempt to manage them. A possible barrier is, for
instance, the current food labeling system of “best-before-date” and “use by” which still today
confuses consumers (Rahelu, 2009). Which indeed, is a piece of the puzzle as something which
food retailers can feature in their marketing to prevent suboptimal food from being thrown
away. Nonetheless, since consumers hold the prominent role of food waste, relevant consumer
barriers regarding purchasing suboptimal food will first be presented.

7

2.2 Consumers’ Barriers
Consumers face several barriers when deciding on what to purchase independent to context. In
terms of environmental driven purchases, attitudes can be affected by the individual’s
knowledge and commitment on the matter as well as economic, societal and cultural elements
(Grimmer & Miles, 2017; Jurgilevich et al., 2016; Kollmuss & Agyeman, 2002). Multiple
researchers have expressed various factors to act as consumer barriers regarding the purchase
intentions of food. For this research purpose, the four most applicable barriers will befall
presented below.
2.2.1 The Personal Food Identity
According to Thomsen and Hansen (2015), individuals utilize their food as a tool to portray
themselves, besides Arnould (2002) emphasizes that it can define people’s lifestyle as well.
Furthermore, Belk (1988) stresses that food choices hold for symbolic meaning and can infer
elements of the individual’s self-identity. In the same sense, ethical motives can be viewed as
a part of an individual’s self-identity (Shaw, Shiu & Clarke, 2000). An ethical or so-called
“green” consumer tends to buy food products that have a lower effect on the environment or
society (Laroche, Bergeron & Barbaro-Forleo, 2001). Thus, in similarity to the incompatibility
between food materialism and environmentalism (Banerjee & McKeage, 1994), it can be
argued that an ethically driven food identity, would cherish suboptimal food products as it
symbolizes a serious problem for the environment.
Moreover, Sadella and Burroughs (1981) found that individuals can perceive people’s
personality based upon their food habits, which in turn refers to the well-known slogan “you
are what you eat”. Assumingly, some individuals eat healthy not solely for the great benefit it
gives, but rather as a mean to be perceived healthy by society (Povey et al., 1998). In the
research of Asp (1999, p. 289) food is besides described as an identity mechanism “…to show
status or prestige, make one feel secure, express feelings and emotions, and to relieve tension,
stress or boredom”.
2.2.2 The Social Influence
Consumer’s preferences for food are shaped by interpersonal as well as socially external
influences (Herman, Roth & Polivy, 2003). Social norms can transfer from social media
debates and personal networks like both family and friends (Aschemann-Witzel et al., 2015).
Ultimately, activities encouraging the social norm has the potential to transform the behaviour
8

of the surrounding in a positive direction (Aschemann-Witzel et al., 2015). On the contrary, if
the social norm of the reference group has a negative attitude against the behaviour, it will,
rather reduce the likelihood of the action (see Ajzen, 1991). This goes in line with Bandura
(1977), who declare that an individual is more prone to imitate a behaviour if they: (1) admire
the person doing it, (2) see the person getting rewarded for the action, (3) themselves are
rewarded by replicating the behaviour, and (4) when more than one person performs the
activity.
2.2.3 The Monetary Power
Yue, Alfnes and Jensen (2009) stress that consumer’s hold a lower willingness to purchase
food with damaged cosmetic appearance. Yet, the majority of suboptimal food is still purchased
by consumers (Aschemann-Witzel & Kulikovskaja, 2016). The price-oriented consumer is
reported to have a lower food waste level and tend to eat products about to turn faul first, like
suboptimal food, in a larger extent than those who not seek the same price-quality ratio
(Aschemann-Witzel, Jensen, Jensen & Kulikovskaja, 2017). Aschemann-Witzel et al. (2017)
further found that consumers’ outlook of suboptimal food changes depending on their income,
age and educational level as well if it is a single household or not. Findings provided evidence
that consumers with a high income and who lives in a single household are less likely to buy
price-reduced food (Aschemann-Witzel et al., 2017). This can be understood in the sense that
when consumers are faced with price reduced products, they tend to link it to a lower perceived
quality of the product as well (Völckner & Hofmann, 2007). Moreover, how consumers
perceive price-reduced food is found to originate from the food category and personal
experience (Aschemann-Witzel et al., 2017). Like presented by Rempel, Holmes and Zanna
(1985), consumers are more likely buying products which they have had prior experiences with
as they have a higher trust in those products. Blomqvist (1997) presents that consumers can
associate risks due to insufficient information. Therefore, in uncertain situations, individuals
rather search for a brand they trust to avoid the risk of purchasing an inferior product. Dwyer,
Schurr and Oh (1987) and Krishnan (1996) presents that it is due to the fact that a trusted brand
constitutes association to the self and thus creates more certainty than a less known brand.
2.2.4 The Marketing Impact
The research of Young, Hwang, McDonald and Oates (2010) found that the absence of
sufficient information is another barrier for consumers to be able to take sustainable action.
Sjögren (2018) suggests that by increasing awareness around the topic of food waste as well as
9

retailers associated marketing efforts, it is possible to motivate and raise consumers’
engagement of food waste. As for today, consumers tend to present a low willingness towards
changing their behaviour unless they receive specific and reliable information about it
(Thøgersen, 2005).
As previously mentioned, product labels communicating “use by” and “best-before-date”, still
seem to confuse consumers (Rahelu, 2009). Aforementioned indicates that clearer information
and knowledge distribution is necessary to stop suboptimal food from being thrown away.
Researchers found that due to the insufficient amount of knowledge of food labeling,
consumers do not buy suboptimal products as they are perceived of holding a potential health
risk (Aschemann-Witzel et al., 2015). Thus, one way for retailers to change consumers attitudes
is by increasing the transparency by having a more sustainable production process, proper
labeling, and more information about the food products within the industry (Jurgilevich et al.,
2016), which consequently can increase consumers trust towards buying suboptimal food.
Through a better understanding of what the different expiration date labeling represents and
means, consumers will be able to increase their courage of consuming price-reduced
suboptimal food, which in turn raises the chance that they will buy the products (AschemannWitzel et al., 2017). One way retailers aim to overcome the barriers related to suboptimal food
are by increasing their efforts of CSR. In the following section, this will be further presented.
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2.3 Facilitation from Retailers
The European Commission (n.d., p. 1) present CSR as an undertaken responsibility of
“...integrating social, environmental, ethical, consumer, and human rights...”. Thus, food
retailers need to provide information which fosters a positive transformation of consumer
behaviour related to suboptimal food by their environmental and ethical responsibilities.
Besides, Jurgilevich et al. (2016) mean that a possible action to enhance consumer trust is to
increase the transparency of the distributed information. By voluntary undertaking CSR,
retailers can besides increase their loyalty from consumers (Pivato, Misani & Tencati, 2008).

Aschemann-Witzel et al. (2017) discovered the importance of providing information in-store
to make consumers aware of how they can handle suboptimal food. For instance; by presenting
that one can freeze the food products and how consumers can make a dish out of suboptimal
food products. In relation, if retailers continue to offer a price reduction on soon to be expired
suboptimal food products, it will increase the likelihood that consumers will search for these
type of goods and possibly mature it into a part of their grocery shopping routine (AschemannWitzel et al., 2017). Moreover, the research study of Robinson and Smith (2002), performed
on American adults, mean how the average consumer has a positive attitude towards purchasing
products that have been sustainably produced. Although, the researchers found that barriers
such as lack of availability, inconvenience and price accompanied.

Understandingly, retailers need to improve these elements in-store in the same sense for
suboptimal food. Accordingly, retailers marketing communication holds for a key variable of
motivating consumers towards sustainable consumption (Pickett-Baker & Ozaki, 2008).
Furthermore, the implication from the research of Aschemann-Witzel et al. (2017) stresses that
if retailers communicate that consumers can save money by purchasing suboptimal food it will
strengthen the connection further. However, in line with Porter and Kramer (2006), corporate
social activities require a fine balance between businesses values, interest and the costs of
undertaking the moral obligations as it otherwise might give the opposite effect on the
consumers’ purchase intentions.

11

3. Theoretical Framework
This chapter presents the reader with relevant knowledge of the theory of planned behaviour
(Ajzen, 1991) as it can be used to explain individuals’ attitudes and purchase intentions. After,
two modified versions of the theory will be summarized and illustrated as they serve as the
foundation for the proposed conceptual framework, which stands presented at the end of this
chapter.

3.1 Theory of Planned Behaviour
Ajzen (1991) developed the theory of planned behaviour (TPB) as an extension from the theory
of reasoned action (TRA) (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975), which assumes
that people act on a rational basis as of their behaviour. Therefore, TPB goes beyond the
usefulness of TRA since it includes a third variable, entitled perceived behavioural control
(PBC). PBC can be used to predict the volitional behaviour as on individuals’ behavioural
intentions, which in turn indicate the readiness to perform a specific action (Ajzen, 1991).
Furthermore, TPB has been applied on similar research areas concerning individual’s food
choices (e.g. Povey et al., 2000; Tarkiainen & Sundqvist, 2005; Åstrøm & Rise, 2001), which
consequently show the relevance of utilizing the theory for this research purpose too.

The theory is developed to provide an explanation of human behaviour, by uncover the
underlying motives. The TPB emphasize how these motives impact intention which under the
theory is used to predict behaviour. The TPB present three conceptual variables, which
independently are determinants of behavioural intention (Ajzen, 1991). These are namely
attitude, subjective norm and perceived behavioural control which are presented on the
following page.
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Attitude:
❏ The “degree to which a person has a favorable or unfavorable evaluation or appraisal
of the behaviour in question” (Ajzen, 1991, p. 188). Fishbein and Ajzen (1975) mean
that attitudes are developed from the behavioural belief individuals hold about the
object in question.

Subjective Norm:
❏ The “perceived social pressure to perform or not to perform the behaviour” (Ajzen,
1991, p. 188). Ajzen (1991) means that the subjective norm is driven by normative
beliefs which account from approval or disapproval from the individual’s reference
group in relation to a certain behaviour.

Perceived Behavioural control (PBC):
❏ The “perception of ease or difficulty of performing the behaviour of interest” (Ajzen,
1991, p. 183), which is “assumed to reflect past experience as well as anticipated
impediments and obstacles” (Ajzen, 1991, p. 188).

TPB has been recognized as truly effective and one of the most frequently used models to
predict general behaviour (Olsson, Huck & Friman, 2018; Zhang, Huang, Yin & Gong, 2015).
Despite the extensive applicability of TPB, several researchers stress that the model could
benefit from additional, or changed variables (e.g. Conner & Armitage, 1998; de Vries,
Dijkstra, & Kuhlman, 1988; Sommer, 2011; Sparks & Shepherd, 1992). The TPB allows the
inclusion of additional components if it can provide evidential and further explanation of
behaviour towards the existing variables (Ajzen, 1991). For that reason, numerous researchers
have improved and modified the TPB in order to satisfy specific research purposes.

Figure 1: The Theory of Planned Behaviour (Ajzen, 1991, p. 182)
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3.2 Modified TPB
The authors of this research have examined two modified TPB models as they are of particular
interest for this research purpose. The recognized models have been obtained from the research
of Tarkiainen and Sundqvist (2005) and the research study of Chu (2018). The appropriateness
of the two chosen studies is justified based on the similar research areas of food consumption
and the sustainability approach taken of consumers.
3.2.1 Modified TPB Model by Tarkiainen and Sundqvist (2005)
In the research study of Tarkiainen and Sundqvist (2005), a changed structure of the TPB is
presented where the variable of subjective norm and the new variable of health consciousness
are arranged to indirectly affect behavioural intention through attitude. This modified model
distinguishes the Finish author’s model from the original TPB along with the new variable of
health consciousness added. This variable is essential as consumers perceive health as an
important factor when buying organic food (Chinnici, D’Amico & Pecorino, 2002; Davies et
al., 1995; Zanoli & Naspetti, 2002), which previous research also described being an important
motive when buying organic food (Tarkiainen & Sundqvist, 2005). Furthermore, the
importance of price and perceived availability were two other variables developed in this study
and regarded as influential towards purchasing intention of organic foods (Tarkiainen &
Sundqvist, 2005). Therefore, it is plausible that a too high level of a price connected to a low
availability can result in no purchase even though a positive attitude is held towards organic
food (Fotopoulos & Krystallis, 2002). Hence, the two variables of price and availability should
be perceived as barriers to overcome due to the fact that individuals cannot control them
(Magnusson et al., 2001; Makatouni, 2002; Robinson & Smith, 2002; Tarkiainen & Sundqvist,
2005). Ultimately, the modified model by Tarkiainen and Sundqvist (2005) can be declared
superior in relation to the original TPB when approaching the topic of organic food.

Figure 2: Modified TPB Model by Tarkiainen & Sundqvist (2005)
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3.2.2 Modified TPB Model by Chu (2018)
The research study by Chu (2018) seeks to evaluate the awareness of Chinese consumers’
attitudes toward organic foods. Moreover, the purpose of Chu’s (2018) research study is to
provide insights into Chinese consumers’ attitudes and evaluate the influence of purchase
intention as a mediator in the connection between internal and external factors. Just like the
research study of Tarkiainen and Sundqvist (2005), the research of Chu (2018) centers around
the TPB. Set apart from the original model, the revised model of TPB combines internal and
external factors which formed a new conceptual framework. In keeping with Oroian et al.
(2017) and Mohiuddin et al. (2018), both the internal and external factors (see Figure 3) are
elements that potentially can motivate consumer behaviour when it comes to organic food. The
five variables were chosen to explain consumers’ intention towards buying organic food in the
best way possible using the four-step mediation approach by Baron and Kenny (1986).
Ultimately, this process tested if consumer attitudes toward organic foods would mediate the
effects of the internal and external factors on the intention of purchasing organic foods.

Figure 3: Modified TPB Model by Chu (2018)
The decision to include the research of Chu (2018) is declared by the similarities with the
author’s research purpose, as both studies seek to understand the influences on consumers’
attitudes and purchase intentions towards food. However, the authors of this paper hold
awareness of the articles uncertainty as it is recently published, in a less mentioned journal.
Still, the article provides scientific evidence and is grounded on the well-known theoretical
framework by Ajzen (1991). What separated Chu (2018) from similar studies, is that he
provided a clear overview of external and internal factors, which indeed the authors of this
paper favored to include to their own conceptual framework.
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3.3 Proposed Conceptual Framework
By attaining inspiration from previously mentioned research, the authors of this research paper
have chosen to join the two modified models of TPB to further alter their own model. By
utilizing and produce a combination of the two models prior presented, a greater potential to
understand consumers' attitudes and intentions towards suboptimal food is plausible. Besides,
the developed conceptual framework will place the foundation for the analysis to come.
Moreover, the authors decided upon the applicability and usefulness of the two research models
presented by Tarkiainen and Sundqvist (2005) and Chu (2018), as both studies were conducted
within the related field of sustainability and food, which indeed hold similarity to the subject
of suboptimal food.

By the close review of prior research, the authors attempted to find important components that
possibly could affect the Swedish grocery shoppers’ attitudes and intentions towards buying
suboptimal food. Conversely, from the original model of TPB by Ajzen (1991), this study will
present attitude as a mediator, influenced by both internal and external components.
Conclusively, uncovered attitudes will at prime be the result of the three components added
(see Figure 4). Furthermore, three additional components (see Figure 5) are chosen into the
conceptual framework for the purpose to understand how and if these components affect
purchase intention towards suboptimal food. As a consequence, the authors have the potential
to find new perspectives of individuals’ thinking as a result of looking from several
perspectives.
3.3.1 The Trinity Affecting Attitudes

Figure 4: The “Trinity of Attitude” by Karlsson & Magnfält (2019)
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With base in the two modified TPB models presented in section 3.2.1 and 3.2.2, three
components have been identified to hold for scientific potential to affect attitudes. However,
the first component authors decided to include into the conceptual framework, is rather justified
upon the wide recognition of self-identity within psychological and sociological literature as it
showed to be a major influencer of behaviour (Epstein, 1973; Turner, 1982). Even though
neither of the two modified models includes the variable of self-identity, authors found it to be
of high importance for the research purpose. Conner and Armitage (1998) define self-identity
as an essential part of how individuals behave. Several researchers have declared the
importance of incorporating self-identity into TPB as it serves as a function to predict attitude
and solely not intention (e.g. Shaw et al., 2000; Shaw & Shiu, 2002; Sparks & Shepherd, 1992).
The hypothesis of Sparks and Shepherd (1992), emphasized high uncertainty regarding selfidentify as a variable to hold effect on attitude, however their own findings provided evidence
to contradict the initial postulation. Biddle, Bank and Slavings (1987, p. 326) declare that some
researchers assume that individuals “...always approve or prefer those behaviours that are
consistent with the self-identities”, which indicate a significant relation between the two
components. However, the two components of self-identity and attitude may be incompatible
to one another (Biddle et al., 1987). Furthermore, an individual’s self-identity is connected to
own norms and perception of the world, which not necessarily will be the same outlook held
by the subjective norm of the society (Biddle et al., 1987). Consequently, even though doubts
are held against the variable, the objective of the research is to understand individuals’ thoughts
about suboptimal food and not solely what impact the subjective norm have on their attitude.
By incorporating self-identity, research will provide new insight of the relation between selfidentity and the meditator attitude.

The second internal component decided upon is the environmental knowledge held by
individuals. In the research of Chu (2018), the study shows a significant mediating effect
between attitudes in relation to environmental awareness which consequently can influence the
purchase intention of organic foods. According to Arcury (1990), increased knowledge about
the environment is considered to change environmental views, which is positively related to
attitudes. Furthermore, studies applying the TPB model imply that environmental knowledge
and attitudes both hold predictive power in terms of pro-environmental behaviour (Kaiser,
Wölfing & Fuhrer, 1999).
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The third component is represented by the subjective norm. Both Chu (2018) and the research
of Tarkiainen and Sundqvist (2005) acknowledges the important link between attitudes and the
external component of the subjective norm by declaring how the social atmosphere has a wellknown impact on individuals’ attitudes. In the original model of TPB, the subjective norm is
regarded as an independent variable affecting intention (Ajzen, 1991). However, in the research
of Tarkiainen and Sundqvist (2005), individuals’ attitudes are expressed to be influenced by
the norms of society. Therefore, as this research seeks to solely understand consumers’ attitudes
in relation to purchase intentions, the subjective norm will instead be held as an underlying
component affecting attitude.
To summarize, the “trinity” introduces the two internal components of self-identity and
environmental knowledge alongside the external component of the subjective norm. Grounded
in comprehensive literature research, these are presented to influence consumers’ attitudes,
which the authors will study in the regards of suboptimal food. Sprung from the knowledge
that the three components have not been studied together before, the authors can find novel
insight, useful for future research on the subject of suboptimal food.
3.3.2 Components Affecting Purchase Intention

Figure 5: Components Affecting Purchase Intention by Karlsson & Magnfält (2019)
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Despite consumers having positive attitudes, it may not always be reflected by their purchase
intention (Magnusson et al., 2001). Thus, it can be argued that it is of importance to understand
what solely affect purchase intention. In the conceptual framework developed solely for the
purpose of this research, the authors have decided to include the three components of price
perception, availability and marketing communication and seek to understand how these
influences the intention of purchasing suboptimal food. This decision refers back to how the
two variables of price and availability can be perceived as barriers to overcome due to the fact
that individuals cannot control them (Magnusson et al., 2001; Makatouni, 2002; Robinson &
Smith, 2002; Tarkiainen & Sundqvist, 2005). In addition, by recognizing the argumentation of
Young et al. (2010), the absence of sufficient information could as well be a barrier for
consumers. Based on the modified research model of Chu (2018), the authors will categorize
the component of price perception as an internal variable and availability as an external. In
addition, marketing communication will be categorized as an external component. Hence,
marketing communication is the third and last component which will be utilized when
investigating purchase intention.
Consumers’ price perception is determined by their level of price-quality realization (Oroian
et al., 2017). In the context of suboptimal food, consumers consider choosing it when it is
offered at a reduced price (Aschemann-Witzel et al., 2017). Thus, as by the expiration date is
approaching consumers can understand that the product is perishable, meaning that consumer
can perceive the quality to be lower (Theotokis, Pramatari & Tsiros, 2012). However, this
depends on the consumer trade-off between buying a costly but more fresh-looking product
than a reduced suboptimal product which may be riskier to consume, though it is still safe to
consume (Tsiros & Heilman, 2005). Tsiros and Heilman (2005) mean that consumers’
willingness-to-pay decrease as the expiration date is upcoming. Thus, the component of price
perception will provide insight of what level consumers feel that different products are worth
as the expiration date is approaching.

Furthermore, limited availability in stores is shown to decrease consumers’ purchase intention,
even though they possess a positive attitude (Magnusson et al., 2001; Padel & Foster, 2005).
Thus, external factors which can be expressed as consumer obstacles hold for a notable share
if the behavioural intention will take place or not (e.g. Davies, Titterington & Cochrane, 1995;
Magnusson et al., 2001; Tarkiainen & Sundqvist, 2005). As the availability of suboptimal food
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refers to retailers’ action plan, it can be argued in relation to marketing communication efforts
since both hold account for improved clarity of date labeling, advice regarding food storage
and availability which meet the various need by different households (Parfitt et al., 2010).
Furthermore, as consumers make trade-offs between optimal and suboptimal food products, it
could be argued that marketing policies and undertaken actions, could enhance trust from
consumers who before had a negative or weak intention towards purchasing suboptimal food
as the expiration date is too close (Tsiros & Heilman, 2005).
In contrast to the original model Ajzen (1991) presented, the authors’ conceptual framework
have been decided to be excluded from the variable of perceived behavioural control with
support in several previous studies (e.g. Armitage & Conner, 2001; Kim, Nijte & Hancer.,
2013; Michaelidou & Hassan, 2008) as it is perceived to hold a low or weak contribution
towards intention. Still, some researchers on the opposite are confident in the variables
applicability of explaining intention in regard to TPB (Vermeir & Verbeke, 2008).
Furthermore, in line with Tarkiainen and Sundqvist (2005), price and availability will be
declared as barriers to overcome since the variables are something that individual’s self cannot
control. Bearing in mind, this will be applicable for the component of marketing efforts from
retailers as well, since individuals are not self the one conducting them.

The proposed conceptual framework will be held as a ground pillar when obtaining information
as the research purpose is to understand all possible influences on consumers’ attitudes and
purchase intentions. Authors do not want to limit the answers from the participants by only
elaborating with the six factors in the model, since individuals may be influenced by additional
components. Thus, based on the external and internal boxes derived from Chu (2018), the
authors ensure that the participants can express further components as the framework not is
fixed solely to the six presented components. However, the six components are decided to be
included as prior research found them significant and will function as a broad guidance tool
and thereby enable deepen discussion for the research analysis. Ultimately, for clarifying
purpose, the authors will stay neutral and open-minded to any possible new insight and aspect
that might affect attitudes and purchase intentions.
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Figure 6: Proposed Research Framework by Karlsson & Magnfält (2019)
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4. Methodology
For the purpose of this research, the developed model by Saunders, Lewis and Thornhill (2016)
entitled research “onion” was used as a frame of reference in regard to the research
methodology. In line with the “onion”, the research philosophy, approach and design are
presented and discussed followed by the time horizon, data collection and analysis methods.
The chapter concludes by declaring the trustworthiness and ethics of the research.

4.1 Research Philosophy
In accordance to Saunders et al. (2016), there are five principal philosophies a business
researcher can adapt, namely positivism, realism, interpretivism, postmodernism and
pragmatism. Each of these philosophies differentiates in terms of ontology, epistemology, and
axiology, and holds for the assumption that researchers differ in how they perceive the world
(Saunders et al., 2016). By understanding that philosophical differences exist, researchers can
develop a unique framework with foundation in the own research project (Saunders, Lewis &
Thornhill, 2009) without feeling limited to a specific model.
As the research purpose sought to understand Swedish grocery shoppers’ attitudes and
intentions towards purchasing suboptimal food, the most suitable philosophical approach
accounted to be held by interpretivism. Interpretivism, also entitled critical realism, focuses on
individuals’ narratives, stories, perceptions and interpretations (Saunders et al., 2009). Thus,
an interpretive approach would investigate humanitarian complexity and richness of the
empirical findings as to this approach most often would be applied in an in-depth investigation.
On the contrary, a positivistic approach provides general “laws” which can be imposed upon
the greater society (Saunders et al., 2009). Positivism is comparable to an objective theoretical
lens while interpretivism certainly influenced to be subjective (Antwi & Hamza, 2015).

Arguably, as the aim was to understand attitudes and purchase intentions towards suboptimal
food, the researchers sought qualitative insights from the participants own perspective. Thus,
in line with Guba and Lincoln (1989), it was of great importance that the researchers “got close”
to the participants. By the research of Stake (1995), authors could strengthen their interpretive
decision further by review the three main differences between qualitative and quantitative
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approaches: the purpose of the research (explanation or understanding), role of the researcher
(personal or impersonal) and how the knowledge will be presented (discovered or constructed).
Wright (1971; as cited in Stake, 1995) declare that by utilizing the word “understanding”
instead of “explanation”, the research would be able to discover deeper psychological elements
such as; the mental atmosphere and the underlying intentions. Thus, as “the strength and power
of the interpretivist approach lies in its ability to address the complexity and meaning of
(consumption) situations” (Black, 2006, p. 319), it infers the appropriateness of the chosen
philosophy in terms of the research purpose in matter.

4.2 Research Approach
In continuity with the research “onion” by Saunders et al. (2016), succeeding the philosophical
choice, the research approach was to be determined. There are namely two fundamental
approaches distinguished by inductive or deductive argumentation (Saunders et al., 2009).
Within a deductive procedure, researchers have formulated their hypothesis with justification
in existing theory (Bryman & Bell, 2007), whereas inductive research has been established
upon empirical findings which ultimately yields an assumption for future theory (Saunders et
al., 2009). A properly employed deductive approach required sample size of a greater quantity
(Saunders et al., 2009), which not corresponded with the chosen philosophy which sought for
qualitative data.

Thus, the deductive approach got excluded as an option. However, as for the research purpose,
a conceptual framework was developed (see section 3.8) which indeed signified that the
research approach held for a combination of both inductive and deductive (Saunders et al.,
2009). This combination has been entitled to be abductive, as the research “moves between
induction and deduction while practicing the constant comparative method” (Suddaby, 2006,
p. 639). Abductive, similarly to inductive reasoning inferred being exercised for an interpretive
approach as both called for qualitative findings.

Therefore, the abductive approach has been recognized for great appropriateness as the authors
sought to understand which components that held an effect on Swedish grocery shoppers’
attitudes and purchase intentions towards suboptimal food. In addition, the abductive approach
enabled the authors to obtain rich data to explain consumers’ underlying circumstances that
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may have developed their attitudes and purchase intention (Saunders et al., 2009) while
supporting the findings with assistance of available literature and research (Bryman, 2012).

4.3 Research Design
According to Parasuraman, Grewal and Krishnan (2006), marketing research can either be
categorized exploratory or conclusive. For this research purpose, the exploratory research
design is held for higher appropriateness as it seeks for unknown, qualitative findings which
serve as tentative rather than final conclusions. Antwi and Hamza (2015) mean that qualitative
research following an exploratory research design is used to understand individuals’
experiences and perspectives, which signified like the research purpose. In similar to the
abductive approach, an exploratory research design enabled the authors to develop new
assumptions based on the tentative conclusions (Antwi & Hamza, 2015). Peirce (as cited in
Eriksson & Kovalainen, 2015) means that abduction takes on the logic of exploratory research
design, which further motivated the author's decision of the adopted research design.

Thus, this study has adopted an exploratory research design to enable a satisfying
understanding of consumers' attitudes and intentions towards purchasing suboptimal food,
which indeed Wilson (2018) alike suggested the design stood useful for. An exploratory
research design is intended to be flexible and unstructured (Wilson, 2018), which goes in line
with the abductive essence of the research.

4.4 Methodological Choice
Deciding upon which research method to undertake is a crucial aspect to consider as it lays the
foundation for the way data will be collected and which strategies that can become utilized.
The chosen method depended on the researchers’ prior knowledge, timeframe and other
resources available as well as the philosophical reference point (Saunders et al., 2009). Bryman
(2012) underline the research methods of social science to hold for either quantitative or
qualitative characteristics.

In accordance with Amaratunga, Baldry, Sarshar and Newton (2002), qualitative research aims
to express reality and attempts to understand people in their natural setting. On the contrary,
quantitative research designs are sprung from scientific theories and place high importance on
numerical findings (Amaratunga et al., 2002). Thus, a qualitative approach implies to be a more
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applicable research method, as the data sought for are based on words and meanings
(Amaratunga et al., 2002). Furthermore, the chosen philosophy of interpretivism is closely
related to qualitative research, whereas attention originates from the aim to gain an
understanding of which components that influence individuals’ attitudes and intentions
(Saunders et al., 2009). Amaratunga et al. (2002) emphasize that qualitative interview methods
are widely used within social science and hold for high flexibility and thus, becomes useful to
produce empirical findings of great richness.

4.5 Time Horizon
According to Saunders et al. (2016), the time horizon should be presented as it provides an
understanding of the undertaken timeframe. Longitudinal provides a more extensive horizon
of a phenomenon while cross-sectional rather provide a “snapshot” at a particular time
(Saunders et al., 2016). Due to time constraints and research purpose, authors of this research
applied a cross-sectional time horizon. Bryman and Bell (2015) express that the typical
qualitative research which followed a cross-sectional time frame often utilized (semistructured) interviews to collect data, which this research like has conducted. In the following
section, the authors present the reasoning behind the choice further.

4.6 Data Collection
4.6.1 Primary Data through Semi-Structured Interviews
In this research study, the authors determined to gather empirical data by using semi-structured
interviews. In an exploratory study, the chosen form of interview is appropriate if the aim is to
understand the context as well bringing up relevant background information (Saunders et al.,
2016). An interviewer utilizing semi-structured interviews relies to a certain extent on a series
of questions, although the interviewer has the opportunity to ask follow-up questions in return
to meaningful replies (Bryman & Bell, 2015). Consequently, semi-structured interviews
concede for the possibility to address and uncover deeper issues within a specific research study
(Babin & Zikmund, 2016).

Another form of interview is the in-depth interview which in contrast to the semi-structured
one hold a significantly higher degree of freedom (Saunders et al., 2009), and (if any) only a
few guiding questions as the interview mainly relies on what the interviewee says (Eriksson &
Kovalainen, 2015). Therefore, the application of semi-structured interviews is considered to be
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more suitable as the interviewer can decide upon which question to ask to develop a purposeful
conversation between the two parties (Saunders et al., 2016). Even though the research method
of semi-structured interviews is widely acknowledged as a legit approach in qualitative
research, criticism and limitations of the specific method exist (Saunders et al., 2012).
Consequently, the authors of this research study are aware of the potential weaknesses of the
chosen method.

Furthermore, another possible qualitative research method is the focus group. The application
of focus groups presents several advantages such as its speed and potential to generate an
extensive discussion where the participants could build upon each other’s answers (Babin &
Zikmund, 2016). Yet, according to Bryman and Bell (2015), problems could arise from a socalled group effect where one or only a few participants hogs the stage. This could potentially
stop an individual’s perspective from being heard as well as becoming suppressed by the
overall opinion of the group. Consequently, Madriz (as cited in Bryman & Bell, 2015) explain
how one-to-one interviews become a better alternative when participants perceive discomfort
from revealing details from their private life within a group.
4.6.2 Secondary Data
The broadly used term secondary data refers to empirical data which already exist elsewhere
(Eriksson & Kovalainen, 2015). Secondary data is subdivided into three groups, namely;
documentary data, survey-based data, and data derived from multiple sources (Saunders et al.,
2009). For this research purpose, the most reviewed secondary sources were documentary data
which included written documents such as books, journal, articles and newspaper. Furthermore,
multiple-data sources were collected from time-series based reports, for instance; governmental
publications as it presented contemporary information treating suboptimal food waste.

The online data have been collected by accessing the universities librarian database PRIMO
where the authors regularly browsed for new articles, as the literature should be as current as
possible, to reflect the contemporary situation the research sought to investigate (Saunders et
al., 2009). To supplement the data; Google Scholar, reports and newspapers online have been
reviewed as well. In terms of online sources, the quality can vary tremendously (Saunders et
al., 2009), therefore to decreases the problem of such, literature found with the highest feasible
similarity to the research purpose has been utilized (Gall, Gall & Borg, 2006). For this research
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purpose, a limited amount of research has been focused on consumers' attitudes and purchase
intentions towards suboptimal food. Ultimately, this indicated the need for searching for data
of a related, yet different body. By this stage, authors collected most of the secondary data from
relevant literature which have been peer-reviewed and often-cited. However, based on the
novelty of the research area, there were subject to exception. Thus, for this research purpose,
the keywords sought for were broader by nature. For instance, some of the searched keywords
were; sustainability, food consumption, food waste, suboptimal food, organic food, ecological,
ethical identity.
4.6.3 Selection of Participants
Sampling is an important and substantial part of the research process (Babin & Zikmund, 2016).
After having decided on implementing the semi-structured interview as the appropriate data
collection method, the authors of this research had to determine which sampling technique to
apply as well as to specify the target participants from the population.

As aforementioned, in line with the purpose of this research study, individuals who expressed
making most of their household grocery purchases were selected. In addition, the chosen
participants are between the ages of 21-59, which represent the largest proportion of consumers
on the Swedish market (SCB, 2018). These delimitations could potentially provide a broader
spectrum of findings through a more assorted argumentation given by the selected participants.
Ultimately, as the topic of suboptimal food is a relatively unexplored area when it comes to
Swedish grocery shoppers, targeting individuals from a broad age group contributes to a
satisfactory foundation for the research purpose.

This research study will perform a non-probability sampling technique for semi-structured
interviews where a judgmental (purposive) approach will be utilized. This type of sample
technique is normally applicable when working with smaller sample sizes and enable the
researcher to select the most suitable participants to answer the research questions and
objectives (Saunders et al., 2016). In this research study, the authors have selected participants
from their social circles whom they considered to possibly make a contribution to this study.
The two conditions for being selected were to display some interest in food and to be the most
frequent grocery shopper in their household. Due to convenience, participants from three

27

different cities in Sweden, namely: Gothenburg, Jönköping and Vetlanda have been
interviewed.

Moreover, exactly how many participants that is needed in a non-probability sample is
somewhat difficult to establish. Yet, based on the guidance from Saunders et al. (2009), it is
reasonable to conduct between 5-25 interviews when the nature of the study utilizes a semistructured method. Thus, the authors of this research have followed this recommendation and
chosen 16 participants to interview, whereas each participant represented a different household.
In contrast, applying the probability sampling technique would mean that every element has a
known chance of being selected (Babin & Zikmund, 2016), where the risk of receiving
insufficient quality answers on the approached research topic could be possible. The deselected
technique could ultimately have forced the researcher to find additional participants, in an
already limited timeframe.
4.6.4 Choice of Questions
In order to obtain the most valuable replies from the semi-structured interviews, several
thought-out questions needed to be developed. The questions stayed concentrated upon
satisfying the research purpose and based on the components from prior scientific research
presented in chapter two and three. With the intention to make the predetermined questions
consistent yet easy to “jump between”, a thought-out list of the questions was conducted (see
Appendix A), which signifies a so-called interview guide (Bryman & Bell, 2015). The
questions were not always addressed in the proposed order and questions which stood not even
formulated in the interview guide got included if participants had more insight to elaborate on
with respect to the topic (Bryman & Bell, 2015). Consequently, the authors of this research
hoped to discover richer findings as the participants could discuss freer with a more genuine
outlook of the topic.

The ambition with the broad scope of questions was to conduct a meaningful discussion treating
the Swedish grocery shoppers’ thoughts about suboptimal food. With the foundation in the
conceptual framework, the addressed questions were general enough to capture additional
components excluding the six presented in the interview guide. However, grounded in the
conceptual framework, the authors divided the interview guide into separated main parts,
making it clearer whether attitude or purchase intention was discussed. In some cases, the
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outlined questions overlapped due to the path of the discussion; however, this brought deepen
understanding about the subject as the participant elaborated from different perspectives.

The first part of the interview guide included multiple questions addressed towards which
attitudes the Swedish grocery shoppers held towards suboptimal food and why those appeared
in that specific direction. As prior mentioned, the guide is founded upon the conceptual
framework, which ultimately led the researchers to construct the questions around the three
components of subjective norm, self-identity and environmental knowledge. Furthermore, as
the research sought for additional components, it resulted in that broader questions also were
included. The questions were designed to allow participants’ responses to be broader as the
result of not only elaborating with the three pre-determined components.

By the second part, the presented questions were developed to target the Swedish grocery
shoppers’ purchase intentions in relation to suboptimal food. The question was based upon
price perception, availability and marketing communication. In similarity to the first section,
broader questions were also directed to not limit the participants’ state of mind.

The interview guide was not constructed to clearly present the components as it could lead the
participants to think in a fixed direction, which could have limited the level of meaningful
replies. The guide was made complete by the interviewer opening the discussion through
addressing easy-going questions about age, household size and lifestyle to name a few. As an
outcome of that choice, the authors could grasp which type of participant they had in front of
them, which enabled them to consciously frame questions a bit different. Besides, by
conducting the easy-going questions in an early stage, the two parties could create an initial
connection with one another which in turn could have made the answers more genuine and
truthful than if the main questions only were to be addressed.
4.6.5 Pilot-Test of Interview Guide
To ensure the reliability and validity of the interview guide; the design and structure of the
questions needed to be tested in advance to the actual interviews (Saunders et al., 2009). By
pre-testing the interview guide, errors were to be excluded as the guide was scanned for
possible issues. By ensuring that the interview guide only included valid questions, the amount
of misunderstanding during the discussion was decreased which otherwise could take precious
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time from important questions. In addition, the interviewer minimized the issues of possible
disputes regarding the relevance of questions and could, therefore, keep the interview more like
a friendly discussion than an interview. Foddy and Foddy (1994, p. 17) stress that “...the
question must be understood by the respondent in the way intended by the researcher and the
answer given by the respondent must be understood by the researcher in the way intended by
the respondent”. Therefore, the authors of this research conducted three pilot-test where the
participants afterwards provided input on both the questions on the matter as well as how the
question was interpreted. By the conducted pilot-tests, insight from various perspective was
collected, while the interviewer as well got more familiar with how to carry through the
interview. To be noted, the three pilot-tests were not to be included in the empirical findings as
the sole purpose with these tests was to develop and rephrase the interview guide. Owing to the
pilot-tests, questions became clearer.
4.6.6 Conducting the Semi-Structured Interviews
Saunders et al. (2016) present that the location of the interview is equally important as the
questions being asked. With regards that the location could influence the amount of useful data
collected, it was equally important that both parties felt safe in the environment the interview
was held at as the atmosphere otherwise could be tense and the answers restricted (Saunders et
al., 2016). The places were selected based on convenience for the participants, as they differed
in ages, work hours, geographical belonging. In discussion with the 16 participants separately,
the authors came up with possible places which could construct as interview locations. The
requirement held for all locations was that it should be relaxing, no one should be able to
overhear what was said and like, not be interrupted (Saunders et al., 2016). The need for silence
also refers to the verbal recording, where noise could potentially spoil the documentation.
Ultimately, to fully and accurately present the collected insights it is crucial to have documents
to strengthen the findings (Saunders et al., 2016), to not miss any key components in what is
said.

The locations ranged from skype interviews, at the participant's workplace or at in the
participant's home. By the expressed convenience given the participants, the interviewer
reassured that the interview was held in a surrounding where the two parties both felt secure to
speak openly. To strengthen the quality of data collected, the interviews were held solely on
Swedish. By that choice, possible language barriers were excluded as the subject of this
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research was determined to only be Swedish participants. However, for the presentation of the
findings in chapter five, the citations are translated into English.

4.7 Data Analysis
After the empirical data was collected, it needed to be properly analyzed to provide the greatest
output. In accordance to Saunders et al. (2016), researchers could follow three techniques
which if properly executed, could ensure that the qualitative data was analyzed correctly. These
are entitled as followed: summarizing of meanings, categorization of meanings, and structuring
of meanings using narrative. For this research purpose, the two first techniques have been
implemented by utilizing the interview guide and its’ components as a foundation for the
categorization.

To conduct any of the prior mentioned steps, every interview was needed to be transcribed.
Afterwards, the process commenced into summarizing the transcribed content, as it made it
more convenient for the authors to find valuable codes within the meanings (Saunders et al.,
2016). The authors were then able to distinguish if there is were any connection between the
codes and whereby conduct them into different categories, which held relevance towards the
research purpose (Saunders et al., 2016). In the second stage where the categories were
developed, the collected data enabled a more reliable structure, as the codes were divided into
a larger overview by the help of applying themes.

The qualitative data analysis was conducted with the use of template analysis, as it harmonized
with the abductive approach undertaken. It enabled the data analysis to have predetermined
deductive codes (read: components), which could be modified or followed by additional
inductive codes as the data is analyzed (Saunders et al., 2009). By utilizing priori codes,
grounded in the reviewed literature (see sub-headings in Appendix A), the authors were more
time-efficient as all codes did not need to be developed during the analysis process. Throughout
the process of data analysis, the authors developed suitable categories which represented the
findings in a truthful setting.
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4.8 Research Quality
In order to reassure the quality of the research, the authors state of mind remained constant in
regards of selecting appropriate sources and analysis techniques as they make up for the
credibility of the final result. Yet, there were further aspect the authors of this research have
considered when conducting the systematic process (Saunders et al., 2016). In accordance with
Guba and Lincoln (1981), researchers who seek to develop trustworthy qualitative research
need to consider four aspects, namely: credibility, dependability, confirmability and
transferability. How these aspects have been considered will be declared in following
subsections.
4.8.1 Credibility
The criterion of credibility is a significant aspect to create trustworthiness as it accounts for
providing findings which match the social reality (Saunders et al., 2016). The fundamental
inquiry arises from the get-go concerning the purpose of the research followed by the selection
of context, subject of research and how the data have been gathered (Graneheim & Lundman,
2003). As participants do not have the same perspective, it will provide greater insight into the
question in the matter (Patton, 1987). Thus, the authors ensured credibility by the inclusion of
participants from different households to bring insight from various perspectives regarding
suboptimal food. To provide further validation, the authors gave the participants a possibility
to present their opinion if the data was fairly presented. Sandelowski (1986) means that
credibility can be expressed if the participant self can recognize their answers. By undertaking
these conscious efforts, the authors can strengthen the level of internal validation (Guba, 1981).
4.8.2 Transferability
On the contrary to internal validation, transferability refers to providing external validation to
the research (Guba, 1981). Pilot and Beck (2008) mean that transferability refers to the extent
data can be generalized upon other groups. By no mean, the research did not aim to be
generalizable as it accounted for qualitative, small scale samples. However, the authors sought
to enrich with some level of transferability as they included a wide range of ages and genders
of the predetermined delimitation of Swedish grocery shoppers. Like argued by Graneheim and
Lundman (2003), it is up to the reader to decide if the data proved transferable into another
context or not. Thus, the research has met the criteria of transferability if individuals not
involved in the study found meanings in the data which they could refer to their own
experiences (Cope, 2014). Guba (1981) in his research regarding naturalistic inquiries, mean
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that the aim is not to generalize the data into all times and places, but to hold for a postulate
that it can be transferred if the degree of fit exists. Thus, if the readers found it transferable into
another context, the research has met a greater purpose.
4.8.3 Dependability
Dependability accounts for the consistency of the research as it is one of the fundamental
aspects which develop stability (Guba, 1981; Polit & Beck, 2008). Credibility cannot remain
expressed if the aspect of dependability is not meet (Polit & Beck, 2008), as the method of
collecting data have a risk to be inconsistent over time (Graneheim & Lundman, 2003).
Thereby, the authors expressed how the research was carried out in the method section with
regards to aspects undertaken before and during data gathering as well as how the analysis
proceeded. The data which were collected needed to be considered from the perspective that
the interviews were conducted by the two authors separately, which may have altered how the
interviews were completed. Besides, by the utilizing of semi-structured interviews, the findings
varied somewhat. By taking these aspects under consideration, the authors hold awareness of
the inconsistency, as it is a part of the undertaken interview method.
4.8.4 Confirmability
Shenton (2014) means that to ensure the highest level of confirmability, findings need to be a
result of the responses from the subject of research and not based on the researchers’
perspective and opinion. Though, in a qualitative study, the perspective is not likely to be
entirely objective as researcher bias is evident in interviews (Marshall & Rossman, 1989).
Therefore, the researchers held an as neutral position as possible, since the aim was to collect
as rich and accurate data possible. Furthermore, to guarantee a satisfying level of
confirmability, the undertaken theoretical and methodological approaches should be explained
in relation to both strengths and weaknesses (Shenton, 2014). Thus, even the approaches which
were not chosen should be declared as it is a vital part of “reflective commentary” (Shenton,
2014 p. 72). Therefore, the authors presented and supported their choices to an adequate extent
to strengthen their point of view.
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4.9 Research Ethics
In line with the prior section where several of dimensions were considered to assure the
research quality, various aspect within the code of ethics were of equal importance to provide
a foundation for trustworthy research. Researchers should always protect the interest of the
research subject and guarantee their integrity (Easterby-Smith, Thorpe, Jackson & Jaspersen,
2018). By taking ethical matters into consideration, the authors will be able to protect the
participant’s privacy and anonymity, while being transparent about how the data will be utilized
(Bryman & Bell, 2007). The participants were in advance presented with information covering
why and for what purpose their answers would be used for. During this stage, the participant
had the possibility to bring forth any potential inquiries to get clarification on their specific
concerns. By addressing how and why their participation is of importance in this early stage,
the requested individuals had the possibility to express if they intend to not take part as the
interview held for voluntary nature of consent (Saunders et al., 2016). The final, chosen
participants were informed that their answers would be confidential and solely utilized for the
research purpose. The participants were informed that their names would be classified and that
their gender and age only would be shown. Zikmund (2000; as cited in Saunders et al., 2009)
presents that ethical consideration as well applies for the interviewer. The researcher means
that the empirical findings should not be consciously selected to make the report deceptive and
only provide one side of the story (Zikmund, 2000; as cited in Saunders et al., 2009). In line
with the this chosen research purpose, being deceptive in the presented data would not favour
the outcome as the objective of this research was to find both positive and negative aspects
affecting the Swedish grocery shoppers’ attitudes and intentions towards purchasing
suboptimal food.
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5. Empirical findings
In this chapter the retrieved empirical data from the semi-structured interviews are presented.
The findings will be presented in line with the conceptual framework. The components affecting
attitude will first be put forward, followed by the result regarding purchase intention toward
suboptimal food. The empirical findings, as presented with citations serves as a mean for the
latter chapter consisting of the analysis.

5.1 Participant Group
To provide an overview of the participants within this research, matrix 1 have been conducted.
This matrix is separated into three sections in order to display the 16 participants by the chosen
titles (e.g. participant 3) followed by the age of the participants. Finally, the duration of each
conducted interview will be displayed in minutes.

Matrix 1: Table of Participants

5.2 Contemporary Outlook on the Topic of Suboptimal Food
Several of the participants expressed that the subject of suboptimal food is a current topic in
the society. However, the participants also described how the issue of food waste needs to be
even more acknowledged in order to make a change for the better. A large share of the
participants seemed positive about suboptimal food offers in stores but described how food
retailers still have a long way to go. Even though people explained how they were not fully
aware of food waste impact on the environment, they realized the concept of how unnecessary
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food waste could rise from unsold and disposed suboptimal food products at grocery stores.
The empirical findings obtained from the interviews held with 16 participants, allowed a lot of
shared perspectives and different views to take place in the research study. Ultimately, different
attitudes towards suboptimal food were expressed and every individual participant had their
own perception on the research topic.

5.3 Factors Affecting Attitude
In this section, the empirical findings derived from the first part of the conducted interviews
will be presented. In line with the conceptual framework the subjective norm, self-identity and
environmental knowledge are adequately presented. Thus, the findings presented in this section
derives from question 1 to 13 in the interview guide (see Appendix A) on the matter of attitudes
towards suboptimal food. In subsequent, the additionally uncovered variable entitled;
suboptimal food handling will be presented in section 5.3.4.
5.3.1 Subjective Norm
The empirical findings showed how almost all participants felt influenced by people in their
surroundings and how these people made an impact on their purchase intention of food. The
reference groups described were identified as family such as a partner, children, parents and
also friends. In addition, media tended to be a significant factor taken into account for most
participants. Participant 13 describes how her kids and family influence her purchase intention
of food.
“The biggest influence is of course my family [...]. I try to buy and cook the kind of food that I
know my children like and wants to eat.” (- P13)

Yet, when the participants received more specific question about suboptimal food, the grand
majority of the participants stated that their attitudes towards suboptimal food were not affected
by the opinions of their reference group, participant 15 capture and illustrates the overall
opinion of the participants well.
“I neither believe nor reflect if it looks good or if it looks bad in the eyes of other people [when
buying suboptimal food], I feel indifferent to what other people might think about what I
purchases.” (- P15)
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Even though most participants claimed to be unaffected by their reference groups’ opinion on
suboptimal food, some participants agreed that they still felt affected at times or believed that
other people were affected. Participant 12 shares his view:
“It is my girlfriend [who influence me], she has taught me that you can buy food with a short
expiration date and that I should buy these kinds of products.” (- P12)

Participant 2 claimed to be unaffected but due to his financial situation, it could be
embarrassing to buy suboptimal food.
“I would not bother per-se but at the same time, I am having a good financial situation going
on right now and because of this I do not need to embarrass myself by buying suboptimal food."
(- P2)

Participant 5 also claimed to be unaffected except when shopping at a specific bakery store
where she has felt “cheap” and like a “hobo” (read: homeless person).
“Even though fresh bread is presented, I am only looking at the price reduced bread and I very
much feel like a “hobo” in this situation. I feel a little bit cheap for doing so. I think it ́s based
on other opinions, the women in the cashier, mainly the people who are working there. [...] I ́m
at that age where I should not bother about this.” (- P5)

Participant 3 similarly claimed to be unaffected but believed that people in general were.
“I think most people actually do [purchase suboptimal food]. However, I do not think everyone
talks about it just because it can be a little shameful to buy products with a short expiration
date. That person can be perceived as stingy for example.” (- P3)

Participant 7 believed that purchasing suboptimal food can be a sensitive topic to talk about.
“It can certainly be a little taboo to talk about it.” (- P7)
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Finally, participant 11 expressed how purchasing suboptimal food could be viewed as
something positive and prestigious.
“I think you should see it as a “feather in the hat” since you take responsibility for the
environment more than just being stingy for purchasing price-reduced food.” (- P11)
5.3.2 Self-Identity
Each participant was initially asked to describe themselves with three words, which enabled
them to view themselves from a more objective perspective. In short, the participants
considered themselves as happy, thoughtful and economic. Moreover, the participants were
asked if they believed that their purchased food products reflected them as individuals. Indeed,
some participants agreed this to be true, one of whom was participant 16 who declared that her
food choices are closely related to her interest. As the participant enjoyed working out, she
carefully selected food products that fitted her work out diet. Besides, the choice of being a
vegan, was another aspect that reflected back on her food choices greatly. Participant 16
describes this further.
“Being a positive and energetic person goes with my interest of working out and to eat very
healthy. Besides, a high ambitiousness goes hand in hand with being a vegan, I chose what I
believe in and tries to make the most for that purpose [as a vegan].” (- P16)

Participant 8 expressed a similar opinion regarding the choice of diet as a vegetarian.
“I believe that my groceries reflect who I am, I'm a vegetarian and I eat a lot of fruits and
greens.” (- P8)

Yet, the majority of the participants had a hard time identifying themselves with their food, one
of them was participants 2. In the interview the participant stressed how the food does not
define him neither “control” the individual he is. Besides, the participant further believed that
a lot of people were trying to be something there are not and gave an example of this.
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“I have a very strong character, I simply stand above the food. The food does not control me,
I control the food. I believe that many people eat sushi just because it is “chic” but I wonder
how many of them actually likes it and not just consume it because it is “cool”.” (- P2)

Even though a majority of the participants had a hard time identify themselves with their own
food items, some participants still agreed that food in general could be an identity mechanism
in terms of status and expressing an individual. One of them was participant 8 who believed
social media to have an impact on people.
“For instance, I think social media has become a way to show status and prestige by using
food. One example is by photographing your fresh- and good-looking meals to gain more status
and prove to others who you are.” (- P8)
5.3.3 Environmental Knowledge
The empirical findings showed that only a few participants had knowledge about the level of
food waste and what impact food waste had on the environment. Even though the grand
majority of the participants did not possess this kind of knowledge, most participants still made
their own rational conclusions regarding the meanings of food waste. Participant 4 summarizes
this general mindset and logical reasoning among the participants.
“I am not fully aware of it [food waste impact on the environment] but logically I do understand
what it means. We live in overconsumption and moreover throw away the larger majority of
that part, so in that sense it is relatively logic.” (- P4)

Moreover, participant 9 illustrates the poor knowledge towards food waste among the
participants.
“Extremely bad I would say. I hardly know how much food waste there is. [...] It counts for the
grocery stores as well, I have no idea of how much they throw away. [...] It is interesting, but
I am poorly familiar with it.” (- P1)

The participants also answered whether they believed it to be important to purchase
environmentally friendly products. Indeed, the grand majority of the participants claimed this
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to be true. However, many participants also expressed doubts and concerns towards whether
or not their commitment to buy environmentally friendly food products in fact had a positive
impact on the environment. This is something participant 5 and 12 uttered.
“Yes, I believe it is important to buy environmentally friendly products but sometimes I am
skeptical about how much it will actually contribute to a better environment. [...] I need more
information about these products to feel motivated to buy it. What is what exactly, it confuses
me to be honest.” (- P5)
“Sometimes I buy ecologic but if it is much more expensive than the original product, I do not
feel the added value. [...] Then, you never know if it really is ecologic or if it just is a scam to
be able to charge a higher price.” (- P12)

On the contrary, the majority of the participants rather stressed price as the main aspect instead
of mentioning the importance of the environment when discussing attitudes towards suboptimal
food products. The presented lesser importance towards the environmental aspect related to
suboptimal food is further illustrated by the participants 4, 9 and 5.
“But here is the thing, the purchase of these [suboptimal food] products I do it to save a
potential amount of money. For sure, the environmental aspect is there for the sake of your bad
conscience, but that is not what is affecting me, it is the lower price.” (- P4)
“I believe the main focus [surrounding suboptimal food] will first and foremost be the cost of
the product. [...].” (- P9)
“For me it is not enough incentive to “do good” for the environment. I want to have a
significant reduced price on the good as an incentive to buy the grocery.” (- P5)
5.3.4 New Component Affecting Attitude
The empirical findings gathered from the interviews showed how the subjective norm, selfidentity and environmental knowledge did affect individuals' attitudes in different ways and at
varying levels. Besides, the authors of this study recognized an additional component to be of
great relevance when researching for what affects consumers' attitudes of suboptimal food. The
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revealed component showed how knowledge of how to deal with suboptimal food indeed
affected the overall attitude towards suboptimal food among the Swedish grocery shoppers in
the study. Ultimately, in this research study, this new component was entitled; suboptimal food
handling.

Judging by the empirical data, close to all participant knew the difference between the two
different labels of information of “best-before” and “use-by” attached to food products. Only
one participant displayed uncertainty and confusion towards the different labeling information.
Consequently, the grand majority of the participants understood the overall meaning of what
the information meant and most participants knew or could assume the logical reasoning behind
it. Participant 15 illustrated a common answer among the participants.
“Not perfectly [knowing the difference between the two labels], but it sounds like the “bestbefore” labeling is a kind of recommendation and “use-by” labeling is the last day one should
use the product.” (- P15)

Furthermore, almost all of the participants displayed good knowledge on how to handle and
make use of suboptimal food. The majority displayed a clear understanding of how to handle
suboptimal in their homes by paying a lot of attention towards looking, tasting and smelling
the suboptimal food products before its disposal to ensure the quality. Some participants tended
to apply their own “tricks” in the kitchen to preserve the suboptimal food products as long as
possible. Indeed, participant 7 described the handling skills well.
“For instance, you can freeze so much more food than you can imagine. You can freeze both
cream and milk. The cream can be put in small containers just like those for ice cubes, since
most of the times you use a whole package. Plus, it defrosts much faster. To economize with
what you already have purchased is smart, both for the environment and the wallet.” (- P7)

Additionally, a lot of participants learned about how to handle suboptimal food by watching
cooking shows and documentaries on television while others obtained the same information
through alternative media like newspapers. Participant 9 and 16 illustrated this.
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“In the TV-series, MasterChef Sweden, there is a competition called “Zero Waste”. At this
stage, everyone is cooking to reduce the total amount of food waste. I have learned a lot from
this cooking show and how to make the most of the food products before throwing it away.” (P9)
“I recently read an article about how to preserve food by freezing it, products that we did not
thought of freezing before. There is a lot of different food that has a short expiration date that
can be saved. (- P16)

Moreover, a large share of the participants stressed the importance to not solely receive
valuable information of suboptimal food by media but also in food stores. The participants
considered this important in order to create relevance and establish an understanding why it is
necessary to buy suboptimal food in the first place. Participant 15 were one of the participants
who believe that a better understanding of suboptimal food could result into using suboptimal
food in a much greater extent.
“I think it would make me stop and think, and actually use these products much more [if better
communication of suboptimal food by food retailers]. I believe the best way to contain the
information on suboptimal food would be inside the grocery stores.” (- P15)

5.4 Factors Affecting Purchase Intention
In this section, the empirical findings derived from the second part of the conducted interviews
will be presented. In line with the conceptual framework, availability, marketing
communication and price perception will be adequately presented. Thus, the findings presented
in this section derives from question 14 to 26 in the interview guide (see Appendix A) on the
matter of purchase intentions towards suboptimal food. In subsequent, the uncovered
component affecting purchase intention will be presented under section 5.4.4, entitled; brand
trust.
5.4.1 Availability
The availability of suboptimal food products in grocery stores was perceived differently among
the participants. However, a majority of the participants considered the availability of
suboptimal food as low or even unavailable in the stores the regularly shop in. Participant 4
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describes his opinion on the challenge of finding suboptimal food products inside grocery
stores.
“It is really hard to find! The suboptimal food is like one item out of every thousand food items
inside the food store.” (- P4)

Still, a number of participants described suboptimal products as accessible and easy to find in
grocery stores. These participants expressed how the stores marketing efforts, using signs and
a smart product promotion inside the grocery stores, eased the possibility of finding the food
products. Participant 5 was one of the participants who considered that the store
communication increased the accessibility of suboptimal food products.
“I believe that they place these kinds of products in a way that it is easy for consumers to find
them [...]. Usually there is some type of sign that says, “short expiration date”.” (- P5)

Even though the perception of availability of suboptimal food differed among the participants,
the grand majority agreed upon and described a very deficient range of suboptimal food
products offered in stores. As a result, many participants found it difficult to develop any sort
of routine or habit of buying suboptimal food. Thus, the possibility to swap a product from the
“everyday” grocery list, for a suboptimal food item was proven notably challenging for the
participants. This is something participant 13 experienced.
“No, I have not developed a routine [purchasing suboptimal food]. I do not think the products
offered are the ones you really need. I often times find promoted suboptimal food like cookies
and juice, it is nice and all, but that is not what I need to buy, I need more basic and essential
food products to survive.” (- P13)

Ultimately, the participants shared what they considered to be the best way to display
suboptimal food in stores. The result showed how the participants either preferred the products
to be gathered at one specific spot or located at their original shelf. The majority of the
participants preferred the suboptimal food to be gathered at a specific section which would
enable consumers to find the products more easily. Some participants described how they
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sometimes could adjust what they had in mind and written on their shopping list by quickly
checking out the suboptimal food section first. Participant 1 illustrated this.
“I think the best way is to place it at one specific section instead of spreading it around the
store. Mostly because it is an easier way to discover the products. [...] otherwise the suboptimal
food will only occur when you intend to buy a specific type of food.” (- P1)

On the opposite, a number of participants still believed it to be best if the suboptimal food
products were located at the product’s original food shelf. Some of the participants believed it
would be confusing in their shopping routine if not being able to find the right product where
it belonged. Participant 7 explained.
“I think it should be placed where it usually is since one can thereby make the choice by
comparing the price reduced product with the full priced. After all, it is not always that you
pass by the shelf with products on short date [...].” (- P7)
5.4.2 Marketing Communication
In the following, participants were encouraged to express if suboptimal products are promoted
clearly or if they are “hidden away” in the stores they shop in. According to the participants,
the marketing effort varied greatly as some grocery stores worked more actively and to a larger
extent with promoting suboptimal products. The participants’ responses illustrated different
perception of various grocery stores marketing communication. Participant 9, 2 and 6
illustrated the difference between grocery stores and the possibility that each store has their
own tactic regarding suboptimal food.
“Maybe it is because I am not familiar with other stores placement of products, but I think
different food retailers have different concepts where some do not want sections to sell food at
a lower price. For example, I believe that the food store Willy’s might face tougher profit
margins on their products and their financial survival is more dependent on selling a high
quantity of food while as ICA sells more expensive products.” (- P9)
“In my opinion, there is a lot depending on the one who is running the food store and how that
manager design the store and communicates this in store. It is my belief that a smaller food
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stores, located in urban areas, would probably need to be keener of keeping their customers
and to promote and sell more suboptimal food than let’s say a similar store in the inner cities.”
(- P2)
“I do not experience them to be hidden, however, neither visible. [...] But of course, it is up to
the local store how they choose to do it.” (- P6)

Furthermore, the majority of the participants described how more information and a clearer
communication by the grocery stores would strengthen their intention towards purchasing
suboptimal food products. The participants stressed how this improvement would potentially
change their shopping routine as well as making it easier to purchase suboptimal food in stores.
Participant 14 described this.
“I think so yes, you can buy products based on what the store has to offer instead of what you
had on the shopping list. Thereby you can adapt the food based on what is on short date in the
store. Though, if I have to search for this, it would be a lot harder.” (- P14)

Similarly, participant 12 further stressed the importance of how improved marketing
communication could have a far-reaching effect on people recognition of suboptimal food but
also to promote more sustainable actions in general.
“I think people in general will be better off buying price-reduced products. It could actually
make people begin to think more generally too, for instance to buy overall less unnecessary
products.” (- P12)

On the final part of marketing communication, the grand majority expressed how they believed
that grocery stores should be more transparent about what they do with the food products which
no one purchased. For instance, participant 14 said that grocery stores should be clearer on
what they do and how you as a consumer can contribute as well.
“I think they could be a lot better at it. They should be able to use signs in-store to inform for
example “this is what we do for the environment and “by purchasing this you contribute to [a
more sustainable food consumption].” (- P14)
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5.4.3 Price Perception
The empirical findings of price revealed how an overwhelming share of the participants
disliked paying full-price for most suboptimal food products in stores. The importance to
receive a monetary reward like a discount were indubitably an important criterion for the
participants. Only when all other "optimal" products where sold out, and the participant did not
have any other choice, only then the participants considered buying suboptimal food at fullprice. Participant 5 and 14 shared their feelings on the matter.
“No! I would not pay full price for a product that has a damaged package or a short expiration
date unless it is the very last package and I really need it. It is truly the last option.” (- P5)
“[...] I do not take a damaged product and pay the same price, then I would rather take the
fine product. However, if it would be offered at a reduced price, it is a completely different
story.” (- P14)

Some participants displayed signs of frustration when faced with the question if wanting to pay
full price for suboptimal food. One of them was participant 9 who questioned why it always
seems to be the consumer who needs to "pay the price" for saving the environment and never
the food retailers.
“All the responsibility is put on the consumers, and it feels like the food stores are refusing to
take their responsibility. It is like they are saying, "saving the environment is all on you", "we
are not going to it", and if you do not buy the food, we will throw it away.” (- P9)

Evidently, the price tag on the suboptimal food products were perceived as truly important for
the participants. However, what level of discount that seemed reasonable varied among the
participants, as did the opinion of who should have the most influence over the price setting. A
lot of participants were willing to share what they believed to be a reasonable level of discount
and stressed the importance to satisfy the consumer. On the contrary, some believed that it is
all up to the food retailer as they are the ones who knows what price to set to minimize the
amount of food waste by selling suboptimal food. Participant 11 shared his opinion.
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“I do not know if I believe there should be a specific level of discount. I do not feel that food
retailers are obliged to set a specific price to satisfy the consumers, not as long as suboptimal
food is being sold out.” (- P11)

Moreover, only a few believed that discounted food products represented worse quality than
the full price products. The majority of the participants expressed that there is no difference in
quality. Participant 3 described the opinion that the majority of the participants shared.
“I do not believe [that discounted food is of lesser quality]. Why would I think so? The
suboptimal food products are still good no matter if it is one or four days left until it's
expirations date. It is not worse quality, absolutely not.” (- P3)

Ultimately, even though differences of opinion towards the level of price, the grand majority
of the participants found it reasonable to expect a gradually lower price coherent to the
gradually decreasing quality of the suboptimal food offered. For instance, the lesser the days
until a food product expires and the lesser of a good cosmetic appeal, the lower the price is
assumed by the participants. This price-quality ratio was described by participant 10 who
stressed the importance for grocery stores to lower their prices in order to sell suboptimal food.
“I think grocery stores should lower [the price] until they notice that people are buying. It
starts at 25% when it is three days left, 50% when it is two days and then 75% on the same day
as it expires. Because of this, food retailers will not make such a loss.” (- P10)
5.4.4 New Component Affecting Purchase Intention
By elaborating further on the topic from previous section concerning product quality, a number
of participants clearly stated how their perception of products with lower quality was rather
depending on the specific brand of the product than the suboptimal food product itself.
Participant 4 and 11 describes how the level of price does not determines if the food has a
reduced quality, it's rather the food brand. These two findings illustrated that trusting the brand
is closely linked to purchase intention.
“For me, it is more about which brand it is, if it signals quality or not for me.” (- P4)
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“You want to keep track of the companies, not the price itself. As the brand "Eldorado" that
makes [everything from] shampoo to béarnaise sauce; "they do everything". It may not be as
good as Arla, which only offer milk and dairy, [...] it is more about the brand and not about
the price reduction in question I care about in this case.” (- P11)

Even though not all participant explicitly said that different brand names affected their purchase
intention, the authors of this research decided to look through the interviews again to solely
seek for expressions that indicated on trust towards a brand. Indeed, the authors established
further evidence that multiple participants thought this way. Some participants stated that their
trust in products derived from the origin and product experience. Participant 9 indicated how
less recognized brands, as well as unfamiliar products, could be found gross due to insufficient
amount of knowledge.
“Sometimes when you go to the store, you can see a whole tray [full of suboptimal products],
and no one purchase it because it is “disgusting”. [...] If it is a product you usually not buy
nor recognize, and no one else is purchasing it. It signals low attractiveness and that no one
wants it.” (- P9)
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6. Analysis
In this chapter, empirical findings derived from the semi-structured interviews will be analyzed
and presented in the light of the reviewed literature to make credible assumptions. With
foundation of prior research, both similarities and differences will be highlighted. The chapter
begins with an analysis of attitudes followed by purchase intentions. Derived from the analysis,
the revised framework will be presented.

6.1 Factors Influencing Swedish Grocery Shoppers’ Attitudes
6.1.1 Subjective Norm
The majority of the participants interviewed admitted that people in their reference group such
as partner, family, and friends are influencing their purchasing decision of food. Indeed, this
could be linked to the research of Herman et al. (2003), who affirms that socially external
influences do shape consumer's choice of food. Yet, when it came to buy suboptimal food, the
majority of the participants claimed that other individuals did not affected their attitudes
towards this kind of food. Consequently, this research findings deviates from similar studies
on organic food by Tarkiainen and Sundqvist (2005) and Chu (2018) where a significant
relationship between attitudes of organic food and the subjective norm could be established.

Even though there where only a few participants who declared that their attitude towards
suboptimal food actually were affected by the opinions of their reference group. When
analyzing and interpreting the interviews, researchers could argue that a much larger share of
the participant group were in fact affected, even if the participants not explicitly said so. This
can be illustrated by two of the most prominent examples given by participant 5 and 2 who
both described themselves as unaffected yet indicated the opposite. Participant 2 did not explain
why he would feel embarrassed buying suboptimal food. Still, judging by his answer, it is
reasonable to say that he associated suboptimal food with a lesser status which in consequence
could be assumed to origin from the perceived risk of being recognized as cheap by his
references group.

"[...] I am having a good financial situation going on right now and because of this I do not
need to embarrass myself by buying suboptimal food." (- P2)
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The participant 5 did perceive herself as “cheap”, as a “hobo” and judged by the staff in the
bakery store when considered to buy suboptimal food. Additionally, the participant referred to
her age and considered buying suboptimal food to be inappropriate because of it. This is a good
example of how the participant refers to the norm of her reference group in similar ages.
“[...] I very much feel like a “hobo” [when go looking for suboptimal food]. I feel a little bit
cheap for doing so. I think it is based on others’ opinions, [...] it's mainly the people who are
working there. [...]I ́m of the age that I should not care about this.” (- P5)

Both answers given by participant 2 and 5 are linked to the research of Ajzen (1991), where
negative attitudes given the references groups could result in a negative attitude towards the
behaviour and therefore a reduced likelihood of the behaviour. In this case the reduced
likelihood for a participant to engage with suboptimal food.

These two examples indicated an overall negative attitude towards suboptimal food based on
the subjective norm. However, participant 11 described a different scenario where people could
be encouraged and rather admire the behaviour of buying suboptimal food, which indeed could
inspire others to consider the action like expressed by Bandura (1977). The participant further
stressed how purchasing suboptimal food should not be associated with being “cheap”, but
rather smart and admired for taking responsibility to solve environmental issues.
“I think you should see it as a “feather in the hat” since you take responsibility for the
environment more than just being stingy for purchasing price-reduced food.” (- P11)

All answers given by the participants 2, 5 and 11 above could be linked to the study of Belk
(1988), who connects food with symbolic meaning towards the individual's personality,
Thomsen and Hansen’s (2015) declaration of food to portray an individual and finally Arnould
(2002) who connected food with people’s lifestyle. Hence, a reasonably perceived link between
suboptimal food and the individual is plausible. As a consequence, caused by the belief
amongst the reference groups, choosing suboptimal food could be considered risky as it can be
linked and reflected upon the participants' personality.
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To summarize, the overall result differed from the two previous researches of Tarkiainen and
Sundqvist (2005) and Chu (2018) as the subjective norm from references groups was not
believed by the participants to affect their attitudes towards suboptimal food. However, a
relatively large share of the participants was considered as affected post analysis. Evidently,
words like “cheap”, “embarrassing”, “hobo”, “age” and “feather in the hat” could indeed
confirm that participants are much more affected by the subjective norm than they think.
6.1.2 Self-Identity
Self-identity could not solely explain the participants’ attitude towards suboptimal food. Still,
it did provide some evidence in line with Fjellström (1990) and Söderqvist (2014), whom both
expressed that individuals utilize food to express their identity. Further, both Söderqvist (2014)
and Arnould (2002) claimed how the process of food selection emerges from the individual’s
liking and preference of which products they believe to represent themselves and their lifestyle
the most. Certainly, this seems to be true for participant 16 who had the lifestyle of a vegan
and a strong identity linked to be a healthy person who worked out. Thus, the participant usually
selected food products that expressed her identity and lifestyle as a vegan. This statement
indicated that her food selection represented much more than just food. Among the few
participants who identified themselves with their food, two common denominators were
recognized from the ethical commitment and environmentally friendly actions shared by
participant 16 who was a vegan and also by participant 8 who described herself as a vegetarian.
Even though participants believed that food could be somewhat connected to individual’s
identity and a possibility expressing both status and prestige, the majority of the participants
could not identify themselves with food in general and neither suboptimal food. “You are what
you eat” presented by Sadella and Burroughs (1981), where therefore only obvious for a few
participants, like the two participants who strongly linked their identity to their lifestyles of
being a vegan and vegetarian. Thus, the most prominent self-identity within this research
therefore origins from ethical motives (Shaw, Shiu & Clarke, 2000) and being a green
consumer (Laroche, Bergeron & Barbaro-Forleo, 2001) who seeks to have a lower effect on
the environment, which participant 16 and 8 described.

To summarize, the findings in this section of the research study can be both argued for and
against the research of Banerjee and McKeage (1994), who showed that individuals that are
more ethically driven towards their food choices, are notably more interested in suboptimal
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products as it represents a positive environmental initiative. Indeed, some participants made
this connection. However, very few participants claimed to be driven by ethical concerns when
they selected suboptimal food products. The great majority of the participants rather expressed
price to be the most important aspect of selecting a suboptimal product. Thus, the relation
between self-identity and attitudes of suboptimal food is not obvious, not even by those whom
hold a stronger self-identity towards their food. Therefore, self-identity in connection to
individuals’ attitudes towards suboptimal food are somewhat incompatible to one another
which links to what Biddle et al. (1987) presented. On the contrary to ethically driven aspects
surrounding self-identity, the analysis reported a good indication that individuals who sees
themselves as price-orientated can be more interested and have a more positive attitude towards
suboptimal food like presented by Aschemann-Witzel et al. (2017). Thus, for this purpose, selfidentity will not be included in the revised model as it did not provide an obvious connection
to suboptimal food.
6.1.3 Environmental Knowledge
The analysis of the empirical findings showed how a grand majority of the participants stressed
the importance to choose food products that are sound for the environment. These findings
could be linked to the research study and result of Robinson and Smith (2002), who showed
that the average respondent in the study held supporting attitudes towards purchasing
sustainably produced foods. Yet, the empirical findings revealed how the Swedish grocery
shoppers in this study possessed insufficient knowledge about food waste and did not
significantly link suboptimal food with environmental aspects. Participant 1 further illustrated
his insufficient knowledge regarding food waste and the environmental impact caused by both
consumers and grocery stores. Indeed, a strong connection between attitudes of suboptimal
food and environmental knowledge seemed remote.
“Extremely bad I would say. I hardly know how much food waste there is. [...] It counts for the
grocery stores as well, I have no idea of how much they throw away [...].” (- P1)

However, according to the research of Acury (1990), increased environmental knowledge
could possibly change environmental beliefs that are positively related to attitudes. Indeed, this
was in line with the general opinion among the Swedish grocery shoppers of suboptimal food.
On top of this, the participants expressed emotions of doubt and distrust towards buying
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environmentally friendly products due to the disbelief that it would actually make a positive
impact on the environment. Participant 5 unveils a great amount of uncertainty, skepticism, and
confusion when asked about the importance of environmentally friendly groceries. The
response given demonstrated and confirmed the already fragile environmental knowledge
presented by the participants in this study.
"I am skeptical [...] I am not sure how much my contribution of choosing the “appropriate”
ecological products will help the environment. I need more information about ecological
products to feel motivated to buy it [...].” (- P5)

The sign of frustration due to the lack of perceived information could be linked to the research
of Thøgersen (2005), who stated that unless consumers are provided with reliable and specific
information, the willingness to change a behaviour is low. Indeed, this seemed to be the case
among most participants in this research study. Furthermore, the empirical findings revealed
how the grand majority of the participants did not link suboptimal food with making an
environmentally friendly choice but rather stressed the importance of price. Two great
examples of this were expressed by participant 5 and 4.
“For me it is not enough incentive to “do good” for the environment. I want to have a
significant reduced price on the good as an incentive to buy the grocery.” (- P5)
“[...] for sure, the environmental aspect is there for the sake of your bad conscience, but that
is not what is affecting me, it is the lower price.” (- P4)

To summarize, no strong connection was unveiled in the analysis that could confirm that the
environmental knowledge did affect participants’ attitudes of suboptimal food. Indeed, these
findings stand against the similar work presented by Chu (2018), who found a significant
relationship between environmental knowledge and attitudes affecting purchase intention of
organic food. The simple explanation for the result is the fundamentally missing mentality that
connects purchasing suboptimal food with actually making a meaningful and sound
environmental choice. Metaphorically speaking, there is an important piece of the puzzle
missing in order for participants to develop positive and strong attitudes towards suboptimal
food based on their environmental knowledge. As of now, buying suboptimal food with the
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purpose of “doing good” for the environment are overshadowed by the insignificant
understanding of food waste and the true importance of price. Indeed, according to AschemannWitzel et al. (2017), the price is outstanding and one of the most relevant aspects for consumers
when choosing suboptimal food.
6.1.4 Suboptimal Food Handling
The analysis of the empirical findings revealed how the participants possessed a good
understanding and awareness towards the different labeling of suboptimal food products in
stores. Indeed, the importance to grasp the concept of "best before" and and "use by" labeling
has been proved be of significant importance to consumers in previous research. According to
the research of Aschemann-Witzel et al. (2015), an insufficient amount of knowledge regarding
food labeling could result in consumers boycotting products as well as perceiving these
products as a potential health risk which was not the case in this research study. The research
of Rahelu (2009), further stated how the labels of the food products that communicated “use
by” and “best-before-date” appeared to confuse consumers which did not correspond with the
responses given by the participants in this study. Consequently, the likelihood for the
participants in this study to have developed negative attitudes towards suboptimal food, caused
by the misunderstanding of food labeling, is considered highly unlikely.

Furthermore, various media proved to be of major importance for the participants to realize
how to cope with suboptimal food. Interestingly, cooking shows were frequently mentioned as
a major source of inspiration to understand the topic of food waste and learn how to maximize
the usage of each food product. In addition to media, numerous participants stressed the
importance to receive information on how to handle suboptimal food in stores. A lot of
participants believed this to be a game-changer that would make consumers start using and
purchasing suboptimal food much more. Thus, it is likely to believe that a better understanding
of how to utilize suboptimal food could indirectly affect the attitudes towards suboptimal food.
Participant 15 illustrated this well in the following comment.
“I think it would make me stop and think, and actually use these products much more [...]. I
believe the best way to receive the information on suboptimal food would be inside the grocery
stores.” (- P15)
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The importance for consumers to realize how to handle suboptimal food and receive more
information about it in stores is linked to the research of Aschemann-Witzel et al. (2017), who
stressed the importance to provide information in-store and make consumers informed about
how they can handle suboptimal food. Consequently, this could potentially affect consumers’
attitudes and retailers have the power to affect consumers’ attitudes by contributing with better
knowledge to consumers. Indeed, acknowledging the research of Jurgilevich et al (2016),
retailers have the possibility to change consumers’ attitudes by displaying more information on
food products like suboptimal food.

To summarize, developing positive attitudes towards suboptimal food is closely connected with
consumers’ comfortability of buying and making use of suboptimal food products. As previous
research confirmed by (Jurgilevich et al., 2016), food labeling is an important factor that could
affect consumers attitudes of suboptimal food. Indeed, the good understanding and handling
skill presented by the participants in this study could possibly explain the overall positive
attitudes displayed towards suboptimal food. The increased information in stores called upon
by the participants, certainly showed the necessity of knowing how to cope with suboptimal
food.

6.2 Factors Influencing Swedish Grocery Shoppers’ Purchase Intentions
6.2.1 Availability
Derived from the empirical findings, the estimation of availability for suboptimal food products
tended to vary greatly among the participants. As the participants were living in different cities
in Sweden and shopped at different local groceries stores, this could be a reason for the
variation in availability of suboptimal food products offered. Nevertheless, the availability of
suboptimal food proved to affect participants purchase intention in this study. Indeed,
according to the research of Magnusson et al. (2001) and Padel and Foster (2005), limited
availability is described to be a purchasing barrier, even for consumers holding prominently
positive attitudes towards buying suboptimal food. As a matter of fact, the majority of the
participants in this study expressed positive attitudes and a willingness to purchase suboptimal
food yet found it difficult to find suboptimal food inside the grocery stores. Participants 4
further explained the challenge of finding suboptimal food in stores.
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“It is really hard to find! The suboptimal food is like one item out of every thousand food items
inside the food store.” (- P4)

Similarly to the research of Robinson and Smith (2002) where the average respondent
experienced difficulties in finding sustainably produced food, this study similarly reported a
low availability of suboptimal food and the inconvenience for the participants of finding these
products in stores.

Furthermore, the analysis of availability also revealed how the participants differed regarding
what they believed to be the most suitable placement for suboptimal products in stores. The
majority of the participants requested the products to be displayed together, whereas the
remaining share of participants requested the suboptimal food products to be displayed right
next to the full-priced product. However, as consumers themselves cannot change how the
stores decided to display and make their products visually available (Magnusson et al., 2001;
Makatouni, 2002; Robinson & Smith, 2002; Tarkiainen & Sundqvist, 2005), it is a barrier
consumers must adapt to as stores have different action plans (Parfitt et al., 2010) if the
consumers want to purchase suboptimal food products. The two given examples made by
participant 1 and 7 illustrated the two different perspectives.
“I think the best way is to place it at one common place instead of spreading it around the
store. [...] otherwise the suboptimal food will only occur when you intend to buy a specific type
of food.” (- P1)
“[...] it should be placed where it usually is since one can thereby make the choice by
comparing the price reduced product with the full priced. After all, it is not always that you
pass by the shelf with products on short date [...].” (- P7)

Ultimately, the challenge to develop a shopping routine for buying suboptimal food is yet
another sign of low availability sprung from the irregularity and inconsistent offering in grocery
stores. Participant 13 illustrated this matter.
“No I have not developed a routine [purchasing suboptimal food]. I do not think the products
offered are the ones you really need [...].” (- P13)
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To summarize, the majority of the participants considered it hard to find suboptimal food in
stores. The problem was also to find a great range of suboptimal food products offered. This
fact made it difficult for the participants to incorporate suboptimal food on to their “everyday”
shopping list. Consequently, the aspect of uncertainty associated to the availability of
suboptimal food was recognized. As the participants shared different opinions on how to
increase the availability in stores, a majority of the participants believed that displaying all
suboptimal food products at one spot would increase the accessibility. Ultimately, the
availability and convenience of finding suboptimal food products were crucial for the
participants to be able to purchase this kind of food at all. These findings stand against the
similar research of Tarkiainen and Sundqvist (2005), who could not establish a strong
connection between availability and purchase intention of organic food. The inconsistency of
the two studies might depend on the difference in availability between organic and suboptimal
food products. It is likely to assume a better availability of organic food products than
suboptimal food which have an uncertain and irregular availability in stores.
6.2.2 Marketing Communication
The participants’ overall view on food retailers’ marketing communication of suboptimal food
in stores tended to differ greatly which goes in hand with the participants perception of
availability presented above. The indirect consequence from the lack of communication could
be argued to potentially transpire into a sense of lower availability for the suboptimal food
products in stores. Therefore, the authors of this research mean that the component of limited
availability in line with Magnusson et al. (2001) and Padel and Foster (2005), is linked to the
insufficient marketing and information distribution (Young et al., 2010).

By analyzing the large amount of diverse responses given, the overall impression shared by the
participants is that groceries stores seemed to differ in their promotion of suboptimal food.
Indeed, this could be the consequence of food retailers having their own management and
business approach (Parfitt et al., 2010). Judging by the answer of participant 9, two separate
food retailer’s business concepts could end up in two different marketing efforts and
communication of suboptimal food products. Participant 9 illustrated this.
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“[...] I believe that the food store Willy’s might face tougher profit margins on their products
and their financial survival is more dependent on selling a high quantity of food while as ICA
sells more expensive products.” (- P9)
Similarly, participant 2 expressed how the management and independence of each food stores’
marketing decision could possibly explain why some stores are more prone to promote
suboptimal food than others.
“[...] it is my belief that smaller food stores, located in urban areas, would probably need to
be keener of keeping their customers and to promote and sell more suboptimal food than let’s
say a similar store in the inner cities.” (- P2)

Furthermore, the grand majority of the participants experienced a poor, or no communication
concerning how grocery stores tried to prevent and dealing with their potential food waste. Yet,
the majority of the participants stressed how receiving this information would in fact increase
the participants’ intention to purchase suboptimal food. These findings could be connected to
the research of Sjögren (2018), who suggests that an increased marketing effort concerning
food waste by retailers would raise the awareness and possibly increase the level of engagement
to motivate consumers. Participant 14 uttered the importance to realize grocery stores
sustainability approach towards suboptimal food and to receive this information inside the food
stores.
“I think they could be a lot better at it. They should be able to use signs in-store to inform for
example “this is what we do for the environment and “by purchasing this you contribute to [a
more sustainable food consumption].” (- P14)

This finding could be linked to the research of Aschemann-Witzel et al. (2017), who claimed
that providing information in-stores about suboptimal food and the usage of it is important for
consumers. These findings could also be derived to the research of Jurgilevich et al. (2016),
who urged the importance for retailers to increase their transparency and utilize information in
order to change consumers purchasing intentions.
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To summarize, the opinions surrounding the in-stores communication of suboptimal food is
rather mixed and could potentially be a consequence of each specific retailer’s food store
policy. By recognizing the argumentation of Young et al. (2010) how the absence of sufficient
information becomes a barrier for consumers to take sustainable action, the lack of
communication in stores will most likely decrease the purchasing intention of suboptimal food.
Indeed, a dominant share of the participants agreed that more marketing communication would
increase the likelihood of buying suboptimal food. Ultimately, these findings could be
concluded to align with the study of Chu (2018), who confirms that increased marketing
communication activities brings positive influences on intentions when consumers purchase
organic food. Indeed, this is found to be true for the participants within this study on suboptimal
food as well.
6.2.3 Price Perception
The importance of price is undoubtedly something that affected the participants purchasing
intention. The overall unwillingness to pay full price for suboptimal food products is a good
example of that. Indeed, this strong rejection from the participants towards paying full price is
linked to the research of Aschemann-Witzel et al. (2017), who states that consumers considered
buying suboptimal food when it is offered at a lowered price. This finding could also be linked
to the research of Tarkiainen and Sundqvist (2005), who declared price as a restriction that
affected consumers purchasing intention. Certainly, this seems to be true about suboptimal food
products. The comment made by participant 5 illustrated how the participant did not recognize
any additional value obtained by buying a lesser product at full price.
“No! I would not pay full price for a product that has a damaged package or a short expiration
date unless it is the very last package and I really need it. It is truly the last option.” (- P5)

Consequently, this line of thought could be recognized in the research of Yue, Alfnes and
Jensen (2009), who stressed that consumers hold a lower willingness to purchase food with a
damaged cosmetic appearance.

Moreover, the participants expressed different levels of reasonable price settings as the
perception of value towards suboptimal food products varied. However, all participants agreed
upon the appropriateness of setting the price in relation to the received quality of the suboptimal
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food product. The gradually lowered price strategy presented by participant 10 was believed to
be a suitable approach for food retailers by many participants.
“It starts at 25% when it is three days left, 50% when it is two days and then 75% on the same
day as it expires.” (- P10)

However, if to consider the research of Tsiros and Heilman (2005), this strategy would be
considered ineffective and create purchasing barriers, as according to the research, the
willingness to pay for suboptimal food diminished the closer it got to each products expiration
date. Besides, the research by Völckner and Hofmann (2007), additionally describes how the
lower price of suboptimal food are linked with a lesser perceived quality by consumers.
Interestingly, the findings obtained in this research study proved otherwise, and revealed how
a majority of the participants did not perceive the discounted suboptimal food products to be
of inferior quality. The participants neither revealed intentions to reject buying the products
because it. The logical reasoning made by participant 3 captured the overall opinion of the
group.
“[...] the suboptimal food product is still good no matter if it is one or four days left to its
expirations date. It is not worse quality, absolutely not.” (- P3)

To summarize, in line with prior researchers (Magnusson et al., 2001; Makatouni, 2002;
Robinson & Smith, 2002; Tarkiainen & Sundqvist, 2005), the authors of this research study
recognized price to be a purchasing barrier which holds a major influence on Swedish grocery
shoppers purchase intention towards suboptimal food. The refusal to pay full price became
perfectly clear in the analysis as the participants stressed how the responsibility needed to be
carried by both consumers and grocery stores. Thus, it should not solely be up to the consumers
to “pay the price” in order to reduce the amount of food waste. Consequently, these findings in
connection to the research of Aschemann-Witzel and Kulikovskaja (2016) provided clear
evidence that food retailers could lower their amount of food waste as consumers would buy
suboptimal food if they received a fair discount. Indeed, judging by the analysis of price, other
incentives like environmental and moral aspects need to be in place for food retailers to
motivate a higher price of suboptimal food. As for consumers today, paying a full price is not
desired and the component of price showed to be a major barrier to overcome.
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6.2.4 Brand Trust
In sequence to previous sections, brand trust similarly to price, availability and marketing
communication was found to affect the purchase intention of suboptimal food. Indeed, some
participants expressed how their intention to purchase suboptimal food derived from the level
of trust they had towards the actual brand of the suboptimal food product. This strengthen the
findings from Rempel et al. (1985) and Aschemann-Witzel et al. (2017) that reported how
previous personal experiences of food is an important aspect. Thus, even though a food product
was identified as suboptimal, it was still possible to argue for its relevance and high quality
based on the actual brand name of the product. In consequence, individuals perceived a lower
risk towards products they were more familiar with and possessed sufficient information about
(Blomqvist, 1997). For instance, participant 4 believed that suboptimal food per se did not
signal inferior quality as the quality rather derived from the brand itself.
“[...] for me, it is more about which brand it is, if it signals quality or not for me.” (- P4)

Furthermore, the authors of this research study analyzed the findings in the light of Dywer et
al. (1987) and Krishnan’s (1996) argumentation, as both studies reported how a trusted brand
created more certainty for consumers when faced with a purchase decision. Thus, the
suboptimal product can be argued to represent the same quality as any original product.
Therefore, the reasoning by Völckner and Hofmann (2007) who regarded price-reduced
products to infer lower quality, did not match the opinion expressed amongst the Swedish
grocery shoppers in the study. Additionally, participant 11 indicated that a brand which solely
focused on a certain food category would be more trustworthy. For instance, dairy products
signaled a higher quality than a brand which offered multiple products within different
categories. This statement indicated that he would be more prone to buy a suboptimal product
from a niched brand as he had more trust in that brand. Indeed, uncertainty of unfamiliar brands
tended to affect the Swedish grocery shoppers’ purchase intention just like Blomqvist (1997),
Dywer et al. (1987) and Krishnan (1996) reported.
“You want to keep track of the companies, not the price itself. As the brand "Eldorado" that
makes [all from] shampoo and béarnaise sauce; "they do everything". It may not be as good
as Arla, which only offer milk and dairy, [...] it is more about the brand and not about the price
reduction in question I care about in this case.” (- P11)
61

To summarize, the new component of brand trust was shown to be of relevance and could
therefore be added as a new component which unlike the component of self-identity got
rejected from the framework. Yet, there was a connection between these two components from
how consumers are more prone to purchase products which they can trust in and portray
themselves with. Indeed, this connection was similarly established in the research of Dywer et
al. (1987), Krishnan (1996), Belk (1988) and Conner and Armitage (1998). Furthermore, an
individual could recognize a product as an extension of themselves, both from a symbolic
perspective but also through self-association. Based on this argumentation, it can be reasoned
to possibly understand how an individual could behave and what to prioritize when faced with
diverse suboptimal food products. Ultimately, trust and loyalty toward brands was found
important.

6.3 Revised Model
Derived from the analysis, almost all components from the conceptual framework indeed
showed to affect the Swedish grocery shoppers. However, as the authors of this research
excluded self-identity as a component affecting attitudes, a revised model needed to be
established. Further, the authors also uncovered two additional components (see 5.3.4 & 5.4.4),
which brought further justification to develop a revised model. In short, the components
included in the revised model hold foundation from the research analysis in the light of Swedish
grocery shoppers’ attitudes and purchase intentions towards suboptimal food. Ultimately, the
components of greatest importance derived from this research study will be included in the
revised model.

In compilation, the components found to influence Swedish grocery shopper´s attitudes were
the subjective norm, environmental knowledge and suboptimal food handling. Further, for the
aspect of understanding Swedish grocery shoppers’ purchase intentions, four components have
been found to be of key importance, namely; availability, marketing communication, price
perception and finally brand trust. For clarifying purposes and to strengthen the findings, the
authors of this research study have revised the prior developed conceptual framework (see
Figure 6). Consequently for this research purpose, the revised model served as the foundation
for answering the two research questions which was presented prior in chapter one. In Figure
7, the improved framework is presented.
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Figure 7: Revised Conceptual Framework by Karlsson & Magnfält (2019)

63

7. Conclusion and Discussion
In the last chapter, researchers will utilize the gained research insights in effort to answer the
two research questions and conclude the findings. Following, a discussion of the results of the
research will be conducted. The discussion will further focus on how the findings can be
applied into the theoretical and managerial contexts. Lastly, research limitations and
suggestions for further research will be presented.

7.1 Conclusion
The purpose of the first research question was to find out the Swedish grocery shoppers’
attitudes towards suboptimal food and discover the underlying motives of it. In result, the study
showed that Swedish grocery shoppers possess an overall positive attitude towards suboptimal
food and discovered that two components were admittedly affecting the attitudes of Swedish
grocery shoppers to a great extent.

Initially, the most prominent underlying meaning that showed to hold the greatest impact on
the participants’ attitudes, was the unique component of "suboptimal food handling" which was
discovered from the empirical interviews. The pre-existing understanding illustrated by the
participants as well as their knowledge on how to cope with suboptimal food was recognized
to hold great effect towards attitudes. Hence, the consciousness and realization on how to deal
with suboptimal food products generated strong positive attitudes towards suboptimal food
among the Swedish grocery shoppers. The second underlying meaning revealed how a large
number of participants’ attitudes towards suboptimal food were in fact affected by normative
beliefs even though the participants claimed otherwise. This indicated a sense of denial
amongst the participants about the true power of the subjective norm and the underlying impact
of the reference groups on attitude related to suboptimal food.

The purpose of the second research questions was to explore what affected Swedish grocery
shoppers’ purchase intentions. In result, the research revealed four significant barriers to hold
major influence on affecting Swedish grocery shoppers’ purchase intentions of suboptimal
food. Even though the overall positive attitude presented, the participants’ intentions to
purchase suboptimal food could be seriously damaged by the major restrictions experienced in
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grocery stores. The low and unreliable access to suboptimal food joined with insufficient
marketing communication at an unacceptable price could stop Swedish grocery shoppers’
positive attitudes from turning into action.

The difficulties of finding suboptimal food in various grocery stores, combined with a lacking
marketing effort of promoting these products formulated the barrier of availability and the
barrier of marketing communication. In addition, the lack of trust towards a lesser quality brand
name offered as suboptimal food became another barrier to overcome. Yet, the most critical
barrier to influence purchase intentions was the level of price. Even though availability,
marketing communication and brand trust made up for three major obstacles for participants to
overcome, the importance of receiving a discounted price made the difference between
intending to buy suboptimal food products or not buying it at all. Besides, the definite
domination of price joint with the demanded monetary reward from the participants was
considered the greatest incentive to buy suboptimal food. Therefore, the matter of price was
declared as most influential to affect the purchase intention of Swedish grocery shoppers in this
study.

7.2 Discussion
7.2.1 Theoretical Contribution
In terms of contributions to existing literature, this study provided theoretical implications by
presenting qualitative insights in a relatively un-researched context. With a two-folded
contribution, this study extended the knowledge of consumers’ attitudes and purchase
intentions towards suboptimal food.

Firstly, by make use of this research study, external practitioners in the same or similar research
field can get a good indication of how the general Swedish population may think of the topic.
Indeed, the context-specific research conducted on solely Swedish shoppers can be transmitted
to more general applications to get broader insights. Further, the research can serve as a
theoretical foundation for comparable studies which can be conducted elsewhere in the world.
By a consequence, the broader knowledge unfolded in this research can be addressed to broader
questions and serve as an aspect of sustainability in social research.
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Secondly, the authors of this research developed a revised framework applicable to Swedish
grocery shoppers. Ajzen’s (1991) model of TPB have been utilized in various dietary field to
predict behaviour (e.g. Povey et al., 2000; Tarkiainen & Sundqvist, 2005; Åstrøm & Rise
2001), yet the model has not been applied in a great extent towards suboptimal food. Due to
the lack of existing studies on the matter (Wong et al., 2018), this thesis can serve as a guideline
for future research to come on the growing suboptimal market (Kärnstrand, 2016; Tikkanen &
Asmar, 2019). Considering no previous research has been conducted with a modified TPB in
the Swedish context related to suboptimal food, the research contributes with novel insights
and a suitable framework for the specific research area. At first, the developed framework was
a result from a combination of two previous TPB models by Chu (2018) and Tarkiainen and
Sundqvist (2005) which enabled the research to obtain and implement more relevant
components which made the outcome of this study to a qualified theoretical reference point for
future researchers. In line with Conner and Armitage (1998), de Vries, Dijkstra and Kuhlman
(1988), Sommer (2011) and Sparks and Shepherd (1992), TPB is benefited with additional and
changed components which indeed enabled this research to make more reliable conclusions.

In this study, the two uncovered components were unexpected by the development process of
the first conceptual framework. Consequently, the revised theoretical framework serves for the
reason to understand the shoppers in a more detailed way. By the findings uncovered during
this research, future studies can be able to have a greater understanding of the Swedish grocery
shoppers, which the authors of this thesis did not due to the lack of existing research. Indeed,
the price-orientated mind given the Swedish grocery shoppers is an important finding which
ultimately contributes to existing knowledge.
7.2.2 Managerial Contribution
The contribution of food waste caused by grocery stores stands for a considerable quantity of
the total amount of food waste in Sweden (Naturvårdsverket, 2018). Consequently, the result
of this research study presents valuable customer insights which can support food retailers’
action strategies of suboptimal food in-store. Indeed, numerous participants considered food
retailers to fall short on taking a shared responsibility to reduce the amount of food waste by
setting too high prices. Thus, the importance of price is vital for retailers to realize, as
consumers most exclusively consider buying suboptimal food when it is offered at a discounted
price (Aschemann-Witzel et al., 2017). In addition, the study revealed emotions of confusion
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and mistrust amongst consumers towards purchasing environmentally friendly products. Thus,
the uncovered knowledge facilitates an opportunity as food retailers should be more transparent
about their food waste management and communicating different incentives for buying
suboptimal food apart from a discounted price. Indeed by acknowledging the research findings,
promoting and associating suboptimal food with making a sustainable choice, could create
another incentive besides price. In accordance to Jurgilevich et al. (2016), more information on
the topic would increase consumers trust towards buying suboptimal food products. Ultimately,
the opportunity to encourage consumers to buy suboptimal food and as well as reduce the
amount of food waste; lies with the grocery stores availability and range of suboptimal products
offered. Furthermore, retailers hold the ability to promote and sell suboptimal food (Magnusson
et al., 2001; Makatouni, 2002; Robinson & Smith, 2002; Tarkiainen & Sundqvist, 2005).
Arguably, if managerial actions are changed, it could reduce the purchasing barriers Swedish
grocery shoppers expressed and consequently decrease the amount of food waste in Sweden.
7.2.3 Societal Contribution
Since more and more Swedish businesses take on the opportunity to offer suboptimal food
(Livsmedelsverket, 2018b), Swedish grocery shoppers should not need to face multiple barriers
to be able to make sustainable choices today. Indeed, the large share of food waste derived
from food retailers in corresponding to the low perception of suboptimal offers expressed by
the Swedish grocery shoppers; researchers argue for a need for change given the grocery
retailers. That is due to the knowledge that grocery retailers have the power to contribute to the
acceptance and understanding of suboptimal food. Furthermore, if the Swedish grocery
shoppers show that they are interested in these products, the authors reasoned that the process
will go even faster.

This research contributes with qualitative indications of the Swedish share of the bigger puzzle
of food waste, which consequently can make individuals raise their concerns and by the next
grocery shopping select a suboptimal product to favour a more sustainable food consumption.
It is by no means justifiable to overlook food just because the expiration date is approaching
due to the knowledge of the efforts needed to place the product on the shelf. Purchasing
suboptimal food in the store should only be perceived as a good deed and be normalized by
society to enable a change for the future to come. By the conducted research, the society can
gain insights that they are not alone in the “battle” for sustaining the globe and that every
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bought suboptimal product, diminishes the pile of still eatable food. Consequently, this research
serves as a tool to enlighten the reader with insights into the “suboptimal solution to food
waste”.

7.3 Limitations
Despite carefully preparing the research, the authors are fully aware of the various encountered
limitations and holdbacks. At the beginning of the process, the authors did only find similar
studies in other countries, which unlike this research study sought for quantitative data. The
limited prior research in the determined context made the research difficult to establish at first,
however, based on that, it showed the novelty of the research purpose. As the main purpose
was to understand the Swedish grocery shoppers’ attitudes and intentions towards purchase
suboptimal food, the study has not been able to make any distinct conclusion regarding their
actual behaviour. In addition, the addressed questions did not seek for the participants' thoughts
of specific product categories as the questions remained general in construct. This is a
prominent holdback due to the reality that consumers may have diverse attitudes and purchase
intentions about different categories of suboptimal food products. Even though, the findings
serve as a useful indication of before-mentioned.

Moreover, researchers of this study hold awareness of possible limitations of the participant's
responses as they might be affected by social desirability bias given the interviewer, which
ultimately could result in either conscious or unconscious lying. Researchers did, however,
make clear that their participation will be held confidential and encouraged them to give their
most truthful thoughts regardless of their opinions. The chosen method to collect participants
was based on non-probability judgments which resulted in it that the participants were derived
from the vicinity of the researchers. The findings may suffer selection bias due to the method,
yet, the participant group include a broad age span.

7.4 Suggestions for Future Research
In sequence to the proclaimed limitations, the authors of this research study have suggestions
for future research within the same field of study. Firstly, as the research has solely been
conducted on Swedish grocery shoppers within the specific age span 21-59, a suggestion for
future research could be to investigate a specific segment of the Swedish population to make
the study even more narrow and distinct. If the purpose on the contrary would be to generalize
68

the findings to the greater population, the suggestion is to include broader segments. Further,
as the context, location and culture have been predominated by similarities, the second
suggestion is to compare different ages, countries or interests which could result in gaining
deeper insights from the topic of suboptimal food. In addition to the prominent limitation of
general question towards suboptimal food, indeed a future research could benefit to specify to
certain product categories.

The authors of this study would also recommend future research to take on and investigate the
perspective of the grocery stores on the matter, as this part only have been used as the
foundation of the study. By collecting insight from grocery stores’ point of view, the interest
for taking care of suboptimal food might develop further.

Furthermore, as the conceptual framework was tested in a qualitative setting, researchers
suggest that future studies should rather focus on conducting a quantitative study. By testing
the revised model by Karlsson and Magnfält (2019) (see Figure 7) with the help of statistical
instruments, the model could possibly measure larger, more generalizable findings. Thus,
future studies have the possibility to expand and/or modify the conceptual framework further.
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Appendix
Appendix A - Interview Guide
General questions
● How old are you and when are you born?
● Do you have any interests or hobbies?
● Please describe the size of your household.
● A lot of stores tended to throw away food rather than offering it at a reduced price,
however this has started to change, have you experienced an increased effort and
awareness around lowering the amount of food waste from stores and overall have you
experienced an increased interest for the topic of food waste?
● Do you know the differences between “best before” and “final consumption date”?

Attitude
● What is your opinion towards food that has a short expiration date?

Questions about: Subjective norm
Q1: Who or whom in you close social circles have the biggest impact on you purchasing
decision of food (if any)?
Q2: Do you know if people in your surroundings buy food with short expiration date or
damaged packaging?
Q3: Similarly, to what we already been touched upon, do you get influenced what other people
might think of you buying suboptimal food?
Q4: If no in your social circles would even discuss these kinds of products, how would that
affected you attitude towards purchasing food with a short expiration date and cosmetic errors?
Q5: Media has shown to have a great effect on people’s opinion, is this something you agree
with? Explain?

Questions about: Self-Identity
Q6: Please use three words to describe the type of person you are.
Q7: Do you have any groceries you eat or buy would say reflect you as a person?
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Q8: According to research, food is described as an identity mechanism that could represent
status, prestige, make one feel safe and enable to express one’s feelings. Is this something you
agree with? Mainly how food could potentially symbolize something more?
Q9: Would you consider yourself as a conscious consumer in both economic and
environmental aspects? (Moral codes etc.).

Questions about: Environmental Knowledge
Q10: How much knowledge would you say you possess towards the topic of food waste?
Q11: Is it important to select groceries that are good for the environment?
Q12: Do you feel that you possess enough knowledge to make the best decision in the
Q13: Do you know how to find out whether or not the food you want to buy/eat is good enough
to eat? If yes: how? If no: is this a reason for why you would pass on or throw away food?

Purchase Intention
● What could affect you when purchasing suboptimal food and do you see any direct
obstacles for buying these kinds of products in stores?

Questions about: Availability
Q14: Do you feel that it is difficult to find and to buy suboptimal food in grocery stores?
Q15: How do think products with short expiration date should be promoted in stores? (Spread
out or gathered at one place)?
Q16: Do you feel that the range of suboptimal products are so extensive that buying the
products have become a part of your shopping list and routine?
Q17: Has it been times where you have wanted to buy food with a lower price tag but it was
not available? If yes: did you buy a similar product, or did you decided not to buy the product.

Questions about: Marketing Communication
Q18: How do you experience the food-stores communication of products with short expiration
date? Are these products visible and promoted in a good way or are they more hidden?
Q19: What types of products do you feel that companies communicate more strongly than
others regarding food with short expiration (Example: meat, vegetables or frozen goods)?
Q20: Would an increase marketing effort and distribution of information increase the
likelihood that you would buy food with a short expiration date?
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Q21: Do you believe that food retailers, such as supermarkets, are working hard enough to
communicate their sustainable consumption and communicating what they are doing with their
food waste?

Questions about: Price Perception
Q22: To what level do you consider price to affect you to purchase different sorts of products?
Q23: Would you consider buying a food product that are perfectly eatable yet has a damaged
container or package or a short expiration date? If yes would you pay full price?
Q24: Are there groceries you prioritize to purchase before other products and still want to buy
even though it has short expiration date and has is sold to a full price?
Q25: What percentage of discount would you find suitable to set to groceries with a short
expiration date and damaged packaging? Is that something that varies among groceries?
Q26: Do you think that food with a reduced-price signal and represents lower quality that
product at original prices?

Do you have any final comments you would like to share on the topic?
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