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Abstract  

 
Background:  In Sweden, consumers have become more aware that certain types of food 

could improve their health and overall well-being. In addition, consumers, 

especially Swedish Millennials, are getting healthier day after day. 

Accordingly, manufacturers responded to this phenomenon by supplying 

food that offers extra health benefits (Ring & Mitchell, 2010). These types 

of food are called Functional Food (FF) and are defined as “food enriched 

with different components (such as vitamins, minerals or probiotic 

cultures) or modified in a way that the product provides an additional 

physiological benefit that might prevent disease and promote health” 

(Morna, 2015:336). 

 

  

Purpose:    The study investigates the Swedish Millennials healthy lifestyle and 

focuses on their attitudes towards the functional food. Thus, the authors 

will explore the whole lifestyle and habits of the Swedish Millennials 

reaching to the core of the research, which is the consumption of the 

functional food.  

 

 

Method:  In order to fulfil the purpose of this study an exploratory method, with 

qualitative and abductive approach, is chosen to understand the Swedish 

Millennials attitude towards the functional food. The focus group was the 

tool to collect the data for the study. In total, five focus groups were 

conducted with twenty-six participants all of them are Swedish 

Millennials. The reason behind choosing focus groups tool is to 

comprehend deeply the Swedish Millennials lifestyle and specifically their 

attitude towards the functional food.  

 

 

 

Conclusion:  The authors concluded that the Swedish Millennials have a systematic 

lifestyle and they feel comfortable with the routine. The Swedish 

Millennial’s attitude towards the functional food is considered positive to 

the majority of the participants in the research. However, the minority of 

the Swedish Millennial’s participants have a negative attitude towards the 

functional food. Therefore, it was concluded that the Swedish Millennials 

attitude to an extent is positive towards the functional food consumption. 
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1. Introduction  

_____________________________________________________________________________________ 

The first chapter presents the preface of the research in a chronological order. Firstly, 

the justification of the research topic is provided. Secondly, the research topic is 

addressed as well as the definition of the problem. Moreover, the main purpose of the 

research is examined as well as the research questions are outlined. Furthermore, the 

methodology of the research is defined along with the limitations and delimitations. 

Additionally, the contribution of the research and the outline to guide the reader across 

the research paper are provided. Finally, the main keywords and terms that will be 

mentioned and repeated along the research are explained. 

______________________________________________________________________ 

 

1.1 Background: Functional Food and Healthy Lifestyle 

“During the last few decades consumers have become increasingly interested in, and 

conscious about, their health and have acquired a better understanding of the 

relationship between health and diet” (Jonas & Beckman, 1998:19). Nowadays, 

consumers have become more aware that certain types of food could improve their 

health and overall well-being. In addition, consumers are getting healthier day after day. 

Accordingly, manufacturers responded to this phenomenon by supplying food that 

offers extra health benefits (Ring & Mitchell, 2010). These types of food are called 

Functional Food (FF) and are defined as “food enriched with different components 

(such as vitamins, minerals or probiotic cultures) or modified in a way that the product 

provides an additional physiological benefit that might prevent disease and promote 

health” (Morna, 2015:336). Moreover, functional food products are produced for the 

sake of increasing both the interest in food and health among the public. In addition, 

those products facilitate for the individuals taking the responsibility for eating a healthy 

diet (Bruce, 2000). 
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Functional Food concept was firstly introduced into the marketplace in 1984 by 

Japanese scientists who “studied the relation between nutrition, sensory satisfaction, 

fortification and modulation of physiological systems.” (Siro et al., 2008:457) 

From that moment on, the Japanese revolution in functional food increased the 

awareness of it in both the United States and Europe. 

In the case of Sweden, the demand for functional food increasingly grew over the past 

years (Ring & Mitchell, 2010). Just ten years ago, the functional beverage market in 

Sweden was the experiencing the most significant growth compared to all European 

countries (Ring & Mitchell, 2010). In terms of the functional beverage, it has an upward 

trend in Europe and obviously in the Swedish market. Hence, the Swedish market is one 

of the sophisticated functional food industries in the globe (Ring & Mitchell, 2010).  

Therefore, the authors see it interesting to focus on the Swedish market and specifically 

on the Swedish Millennials’ consumers. Millennials, also referred as Generation Y, 

were born between 1980 and 2000 (Goldman Sachs, 2019). The Millennials cohort 

lived in a period of technological revolution when the internet and electronic devices 

became common and easily accessible (Gurau, 2012). Therefore, the authors believe 

that they will be more relevant and up to explore and try novel products based on the 

nature of such cohort.   

Moreover, in the context of functional food, the authors are inspired by the 

comprehensive model adapted by Küster-Boluda & Vidal-Capilla (2017). The model 

has recently received new awareness (Divya & Nakkeeran, 2018; Rojas‐Rivas et al., 

2018; Gok & Ulu, 2018; Demir, 2018), especially in the area of healthy lifestyle and 

functional food. As a matter of fact, the model includes two other models. The first one 

is a specified model that provides findings about the consumers’ attitudes towards 

functional food, and it is adapted by Lähteenmäki et al. (2007). The second model 

entails the motivations and barriers of the health behaviors that was developed by 

Downes (2008). Therefore, the authors believe that the implementation of such model 

by Küster-Boluda and Vidal-Capilla (2017) is efficient to conduct the research, as such 

to understand the Swedish Millennials’ attitude towards the functional food. Also, the 

model will support the authors to describe the Millennials’ behaviors, lifestyle, dietary 
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habits, and preferences in terms of the healthy lifestyle in general and in specific the 

functional food consumption in Sweden.   

 

1.2 Problem Definition 

Although the steadily growth of functional food in the Swedish market in last years, 

there is no recent research done in the field in the researchers’ perspective. Moreover, 

previous researches conducted on functional food and Sweden (Landström et al., 2007; 

Landström et al., 2009; Ring & Mitchell, 2010; Fedusiv & Bai, 2016) were not taking 

into consideration the role of healthy lifestyle. Furthermore, most of the studies on 

functional food were conducted outside Europe, especially America and Asia (Shamal 

& Moan, 2015; Vella, 2012; Urala et al., 2011; Arai, 2002), and often they did not 

concentrate on Millennials (Chambers et al., 2006; Casini et al., 2014; Özen et al., 2014; 

Afina & Retnaningsih, 2018). The results of these studies portrayed that according to 

the country, consumers have different attitudes and reactions towards the functional 

food. For instance, Danish people have negative attitude towards functional food, which 

is unlike the Finnish who have positive attitudes towards the functional food (Bench-

Larsen & Grunert, 2003). In such study, Sweden was not included, whilst, the Swedish 

market has a promising potential for functional food.  

In the research conducted by Fedusiv & Bai (2016), the authors were investigating 

through the quantitative method the intention behavior gap to just consumer functional 

food. Hence, the research focused on the Theory of Planned Behaviour and intended to 

provide the applicability of the method over the topic of functional food. The authors 

found that the factors triggering the intention-behaviour gap were PCB, planning and 

goal settings and conflicting intentions (Fedusiv & Bai, 2016).   

In the last recent conducted by Mitchell & Ring (2010) both qualitative and quantitative 

method were used to focus on the intentions of Swedish millennials to consumer 

functional food. The authors found out that the purchasing intention of Swedish 

consumers towards functional food were neutral whilst the attitudes were positive. 

Furthermore, aspects such as price and knowledge were regarded as important by 

Swedish consumers. 
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However, no research investigated the topic from a comprehensive point of view. 

Hence, the authors want to investigate the healthy lifestyle in general and then shed the 

focus of the attitude of the Swedish Millennials to consume functional food. Moreover, 

previous researches did not consider investigating a certain target group but focused on 

the Swedish population in general. Additionally, the research method used in the 

previous researches is mostly quantitative. Hence, the authors believe that a qualitative 

research can help to better understand consumers’ attitudes in terms of healthy lifestyle 

and functional food. This approach was adapted to provide inclusive findings about not 

just the attitude of Swedish millennials toward the functional food but also their healthy 

lifestyle in general to have a more comprehensive approach than the previous studies. 

Furthermore, none of the studies about functional food have used the recent model 

developed by Küster-Boluda and Vidal-Capilla (2017) which comprehends both the 

models of Downes (2008) and Urala et al. (2003). The combined model provides an 

overall view about the investigated topic since it includes two models that perfectly 

cover the aspects of our research.   

Finally, due to the growing trend of the functional food in the Swedish market, it is 

crucial to understand consumers’ attitudes towards the functional food. In addition, both 

the functional food consumption and the healthy lifestyle are extremely related, so 

combining the two domains together will help in giving meaningful insights about the 

attitudes of the Swedish Millennials towards functional food. Also, such understanding 

will pave the way ahead of the marketers to draft tailored campaigns. 

1.3 Research Purpose and Perspective 

The main purpose of the research is to examine the Swedish Millennials attitudes from a 

comprehensive perspective towards the functional food consumption in the Swedish 

marketplace. The comprehensive perspective aims to investigate the topic from an 

inclusive point of view. This means that the authors will explore the whole lifestyle and 

habits of the Swedish Millennials reaching to the core of the research, which is the 

consumption of the functional food. In other words, representing the functional food 

consumption as an example to understand the Swedish Millennials’ behaviors towards 
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the concept of healthy lifestyle in broad terms and in specific, the consumption of 

functional food as one of the symptoms of healthy lifestyle. This purpose of the study 

will be achieved by evaluating the findings with an updated model developed by 

Küster-Boluda et al. (2017) to come up with solid results. The topic is investigated from 

a marketing perspective to provide valuable insights to marketers about Swedish 

Millennials’ consumers when they construct their marketing and advertising campaigns. 

The research aims to deal with the topic from the consumer’s perspective in the sense 

that it provides practical information about the Swedish Millennials to be used to 

applied in the market. 

 

1.2 Research Questions 

The sole research purpose is exploring the Swedish Millennial’s lifestyle and their 

consumption of functional food. Hence, the research questions are drafted in a sequence 

that reflects the general understanding of Swedish Millennials’ lifestyle reaching 

specifically to the core of the research which is their attitude towards the functional 

food.  

RQ.1: What are the Swedish Millennials perceptions of healthy lifestyle? 

With this research question, we want to describe what meanings Millennials attribute to 

healthy lifestyle, and how is it defined by the respondents themselves. Furthermore, we 

are interested in understanding the obstacles and motivations that impact the choice to 

lead healthy lifestyle.  

The reason behind this research question is to explore the Swedish Millennials habits in 

general. The habits are repeated actions or behaviors that occur every day, so 

understanding the Swedish Millennial’s habits is a starting point to reach to their daily 

lifestyle, which might be healthy or unhealthy. In addition, the comprehensive model 

adapted by Küster-Boluda and Vidal-Capilla (2017), will be used in finding an answer 

to the research questions. Thus, the model adapted by Downes (2008) will craft the right 
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answer clearly. Thereafter, as of the healthy lifestyle, the authors will move on to the 

next phase, which is more specific and narrow as will now be shown.  

RQ.2: What are the Swedish Millennials attitudes towards Functional Food? 

In exploring attitudes of Swedish Millennials, we want to address the knowledge and 

feelings towards Functional Food. Moreover, we aim to identify the indented behavior 

related to purchasing functional food in the market. 

In exploring attitudes of Swedish Millennials, the authors want to address the 

knowledge and feelings towards Functional Food. Moreover, through using the updated 

model of Küster-Boluda et al. (2017), that includes both the model of Downes (2008) 

and Urala et al. (2006), the authors seek to understand the potential behavior, with 

acknowledging that numerous studies states that attitudes are not a good predictor of the 

behavior. However, there is a benefit from understanding the attitudes - given a chance 

to address and change consumers’ attitudes by carefully crafted marketing campaigns. 

1.4 Methodology 

The main goal of the thesis is to describe the meanings that Swedish Millennials 

attribute to functional food and healthy lifestyle. In order to meet the purpose of the 

thesis, a qualitative study was conducted. As a matter of fact, qualitative research allows 

“to understand people's beliefs, experiences, attitudes, behavior, and interactions” 

(Pathak et al., 2013).  

 

The attitudes entail feelings, emotions, behaviors, and insights that should be developed 

and understood to present a solid research finding (Hoepfl, 1997). Consequently, an 

exploratory research was conducted in order to clarify and comprehend the Swedish 

Millennials attitudes towards functional food. The research was conducted through an 

interpretivist philosophy due to the necessity to understand individuals’ considerations 

and perceptions. The research has an abductive approach which moves back and forth 

between deduction and induction.  
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The data was gathered through both primary sources with the tool of focus groups and 

secondary sources through the theoretical framework. The focus group outline was 

drafted based on the theoretical framework. Furthermore, the focus groups were pre-

tested and recorded according to the code of conduct and research ethics to ensure 

confidentiality and reliable quality. Focus group attendees were eligible if aged between 

nineteen and thirty-four years old according to the age range of the chosen cohort 

(Goldman Sachs, 2016). Participants were recruited by researchers’ direct contacts 

using both convenience and snowball sampling. In total, five focus groups with twenty-

six participants were conducted. In the light of the research’s time constraints, the 

authors were able to recruit only twenty-six participants in the focus groups. The 

authors led focus groups until reaching to the saturation level. 

 

1.5   Delimitations and Limitations 

The following section will list the aspects that have been delimited from the thesis in 

order to assure a clear focus. 

First and foremost, the researchers indicated that the focus of the thesis is on functional 

food in broad terms. Secondly, it should be noted that this thesis is written from the 

perspective of marketers since the purpose of the study is to provide marketers with 

meaningful insights and enhance the knowledge base of functional foods in Sweden. 

Furthermore, the researchers focus on Generation Y/ Millennials consumers and push 

down other cohorts within the study for different reasons. Firstly, Millennials is the 

primary generation that grew up with digital technology and the concept of having a 

healthy figure. Secondly, Generation Y has different preferences regarding healthy 

trends and diet unlike the previous cohorts. Other generations are not less important but 

including them in the research would go beyond the scope of this study.  

Moreover, the research was conducted in four months, which limited the authors from 

gathering extensive information.  

Furthermore, the focus groups were conducted in English, and this limited the 

respondents to whom are speaking English. Therefore, Swedish millennials who are not 

able to speak English, were not included in the research. Additionally, the focus groups’ 
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participants were recruited through snowball and convenience sampling. Hence, this 

limits the research in just having like-minded participants. 

1.6   Contribution 

The research aims to provide important information for a better understanding of the 

Swedish Millennials’ lifestyle. As for the marketing perspective, the study’s main focus 

is also to present meaningful insights about Swedish Millennials’ attitudes towards 

functional food. Similarly, the research will distinguish the motivations and obstacles 

that lead to functional food consumption. Hence, professionals that work in the 

business-related to functional food production might apply the research findings for 

products design and communication strategy. In addition, the awareness of aspects that 

prevent the consumption of functional food might facilitate practitioners to comprehend 

what can be enhanced to obtain new clients in this products category. 

 

1.7 Outline of the thesis 

The research paper consists of five chapters that are drafted as follows. The first chapter 

presents information about the background and the inspiration of the research as well as 

the problem definition, research purpose and perspective of the study. In addition, it 

delineates the research questions that will be answered at some stage in the research. 

The following section presents the methodological approach of the research as well as 

the key-words that the reader will encounter along the research.  

Subsequently, the second chapter introduces the theoretical background that the 

research is premised on. The Methodology structure is based on the research onion and 

gives a comprehensive view to the study. Afterwards, empirical findings and analysis 

are depicted in chapter four.  

Finally, chapter five concludes the research by answering to the research questions and 

provides managerial implication as well as contributions and limitation of the study. 

1.8 Keywords 

Functional Food (FF): Functional food is defined as “food enriched with different 

components (such as vitamins, minerals or probiotic cultures) or modified in a way that 
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the product provides an additional physiological benefit that might prevent disease and 

promote health” (Morna, 2015:336).  

Dietary preferences: Dietary preferences are described as “the way in which people 

choose from among available comestibles on the basis of biological or economic 

perceptions including taste, value, purity, ease or difficulty of preparation, and the 

availability of fuel and other preparation tools” (Smith, 2006:480) 

Millennials: According to Goldman & Sachs (2016) Millennials can be identified as the 

individuals that are born between 1980 and 2000. Millennials are also referred as 

“Generation Y”. 

 

Purchasing Behavior: According to Enis (1974:228) purchasing behavior is defined as 

“a process, which through inputs and their use through process and actions lead to 

satisfaction of needs and wants”. 

 

Intention: Intention is defined as “an idea or plan of what you are going to do” (Collins, 

2019). 

 

Health Behavior: Health Behaviors are defined as “any activity undertaken by a person 

who believes himself to be healthy for the purpose of preventing disease or detecting 

diseas in an asymptomatic stage” (Downes, 2008) 
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2. Literature Review  
_____________________________________________________________________________________ 

In the following chapter, a description of consumer behavior and healthy lifestyle is 

presented. Successively, we will move the discussion into exploring the dietary 

preferences and functional food in the context of consumer behavior. Finally, a 

description of Millennials and a revised Theory of Planned Behavior is presented. 

______________________________________________________________________ 

2.1 Consumer Behavior 

In a fast-paced environment, the shape of consumption is rapidly changing, and the 

desire of the manufacturers to satisfy the customers’ needs has become a dilemma. 

Therefore, there is a clear need to define the contemporary consumers, in addition to 

understand what they really want. In fact, “The one who pays to consume the goods and 

services produced by a seller (i.e., company, organization) is the consumer. Also, the 

consumer can be a person or group of people, generally categorized as an end user or 

target demographic for a product, good, or service” (Blythe & Sethna, 2016). 

  

Furthermore, Kraft and Goodell (1993) mentioned the types of consumers as follows: 

quality minded consumers, generics consumers, independently healthy consumers and 

naturalist consumers. The first type of consumers are those who are willing to pay any 

cost for the best care. On one hand, generics consumers feel no difference between 

health and facilities. On the other hand, independently healthy consumers correspond to 

sportive consumers who care about nutrition in addition to the fact that they are 

selective when purchasing health care products. Moreover, naturalistic consumers are 

mostly concerned with nutrition’s and seek non-traditional medical services. 

  

Additionally, all types of consumers behave differently every day in terms of their 

buying decisions, so the reason behind their behaviors is to an extent hard to understand 

because even the consumers themselves sometimes lack the logic in their decisions. 

However, the starting point can be considered from the stimulus-response model of 

buying behavior that is inspired from Kotler & Amstrong (2016). The marketing stimuli 

consists of two parts. The first part is the four Ps: product, price, place, and promotion, 
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and the second part entails on the consumer’s environment such as: economic, social, 

technological, and cultural. 

 

Further, these are all factors that play a substantial role in the consumers “black box” as 

referred to it by Philip et al. (2016). The consumer’s black box is consisting of both the 

characteristics and the buyer’s decision process. Afterwards, the responses or reactions 

of the buyers are shaped accordingly. When it comes to the consumers characteristics 

that are an integral part of the making of their behaviors, there are cultural, social, 

personal, and psychological characteristics as will be discussed in the following part. 

2.1.1 The cultural factors 

The culture is “set of basic values, perceptions, wants and behaviors learned by a 

member of society from family and other important intuitions” (Philip et al., 2016). 

Every place has its own culture, which is embodied in the values, traditions, language, 

food, habits, and this culture is reflected in the consumer’s behaviors and in their way of 

communicating with others. Every culture has a subculture, which includes the group of 

people in a certain place or location in one country and share value systems based in 

common life experiences and situations (Philip et al., 2016). They also share the same 

religion, nationality, racial groups, and language. In addition, the social class is one of 

the things that impacts the consumer’s behavior. It is the community where its members 

share same values, beliefs, lifestyle, education, interests, habits, and to an extent 

aspiration. There are different social classes such as: upper class, middle class, working 

class, and lower class as shown below. 

 

As for the upper class, they are divided into two segments: upper-upper and upper-

lower. The first sub-segment refers to those who inherited homes, and wealth from their 

families, and belong to a wealthy family, they have gone to the elite schools, own more 

than a house and cars. Then, within the same social class, there is the upper-lower, those 

who have got an exceptional talent and made lots of money that drive them to own more 

than one house, they buy cars, and let their children in the best schools. 

 

In terms of the middle class, they are classified into upper-middle and lower-middle. As 

for the upper middle level, they are professionals, business people, corporate managers 
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in huge firms, and they have not possessed either family status or unusual wealth. They 

believe in education and aspire better achievements in their life. As for the lower middle 

class, they might be white- or blue-collar workers who reside in a good place in town. 

In addition, they buy expensive brands to be up to the trend, and they went to good 

schools. 

 

With regard to the working class, they lead the working-class lifestyle. Individuals who 

belong to this class mainly rely on their families and relatives for economic and 

emotional support. They seek their support in troubles and life problems.  

 

As for the lower class, they include upper-lower class, those who have a poor living 

standard which can be said that it is above poverty. They strive to improve their social 

status and get promoted to a higher social level, but they lack education, which makes 

them always get paid poorly for their unskilled work. Moreover, the lower-lowers class 

includes obviously poor individuals, with poor education and unskilled labor. They 

mainly are unemployed most of the time, and they rely on the government assistance. 

They have a day-to-day existence.       

  

2.1.2 Social factors 

Social factors are one of the factors that influence the consumer’s behaviors 

everywhere. These factors are: small groups and social networks, family and social 

roles and status. 

  

The first factor entails the groups and social networks. The group is defined as “two or 

more people who interact to accomplish individual or mutual goals” (Philip et al., 

2016). Groups that have a direct influence on the person can be family, club friends, 

school friends, this is called membership groups according to Kotler & Amstrong 

(2016). Also, there is the reference groups that also influence people’s behaviors such as 

a famous player or a movie star; they play a big role in impacting people’s behaviors. In 

addition, the word of mouth impacts the consumer behaviors through getting an advice 

or recommendation from a family member or a friend. Furthermore, the opinion leaders, 

who are also called “Influential or leading adopters”, are a reference group who possess 
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an outstanding skill that impact the audience and their behaviors. Opinion leaders drive 

the public opinion by their own talent in articulating and explaining the current events 

in the country. More and above, online social media such as Facebook, Twitter, 

Instagram, and LinkedIn create what is called word of web and consumers are strongly 

influenced by it in their buying decisions (Philip et al., 2016).  

Furthermore, the roles and status of the person play a role in his/her consumption 

behavior. For instance, the working mother at home is the mother, whereas at work 

might be a manager. So, in every occasion, she will tend to consume different types of 

products (Kotler & Amstrong, 2016). 

 

2.1.3 Personal factors 

Consumers are inspired by some personal factors while they buy products. Such 

characteristics are: age and life cycle stage, occupation, economic situation, lifestyle, 

personality and self-concept (Philip et al., 2016).  

 

The first influential factor is age and life-cycle. People change their style in buying 

products and their behaviors also change over the time. Every age has its own needs and 

different ages have different needs and tastes in buying products. As for the life-cycle 

stages, some stages of life like the marriage have certain needs to direct the consumer 

behaviors towards fulfilling such needs. When it comes to the stage of having children, 

the consumer behavior will be focused on buying kids products and their basic needs as 

well whether in fashion products of food products (Philip et al., 2016).  

  

Secondly, occupation is also considered as an influential factor. The consumer’s 

occupation indicates the kind of products that the person buys. For instance, if the 

person works for a bank, so he will buy more formal clothes. If the person works in a 

sportive club, most of his inclinations and preferences will be sportive clothes. 

Therefore, the kind of a job that the person has directs and impact his behaviors in terms 

of buying products (Philip et al., 2016). 

  

Furthermore, the economic situation is also considered as an influential factor that 

impacts the consumers buying decisions. Based on the economic status of the consumer, 

the purchasing decisions will be taken. Some products are considered as expensive by 
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the consumers. So, in case the consumers have not a strong financial position, they will 

skip such pricey products. Also, the economic status of the consumers is reflected in 

their buying behaviors (Philip et al., 2016). 

 

Additionally, lifestyle plays an important role in influencing the buying behavior of the 

consumers. Lifestyle is considered as a “person’s pattern of living as expressed in his or 

her activities, interests and opinion” (Kotler & Amstrong, 2016). It is the activities, 

interests, and opinions. Thus, it is the person’s acting and interacting in the daily life 

situations. The lifestyle is an integral part of the consumer’s behaviors in the sense that 

the product that they buy reflect their lifestyle, the way they think, their interests, their 

taste that is also reflected through the decision of buying any product (Philip et al., 

2016). 

  

Finally, the personality and self-concept factor impact the buying behavior of the 

consumers. According to Philip et al. (2016), personality and self-concept is the unique 

“psychological characteristics that distinguish a person or a group”. The products also 

have some characteristics and personality so when the consumer’s characteristics is 

matching the product, the person tends to buy it. The characteristics might be 

excitement, competence or sincerity. 

  

2.1.4 Psychological factors 

  

The consumer behaviors are also influenced by four major psychological factors such 

as: motivations, perceptions, learning, beliefs and attitude (Kotler & Amstrong, 2016). 

 

As for the motivation, according to Philip et al. (2016) the motive is a sufficiently 

pressing need that drive the person to satisfy it. There are different types of needs. 

According to Maslow’s hierarchy of needs, there are a lot of needs that created the 

motive and the drive to motivate the consumer to fulfil it such as: the physiological 

needs, safety needs, and social needs, esteem needs, self-actualization needs. Thus, 

every need drives the consumer to act in a certain behavior.  
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Afterwards, the perception is referred to it as “process by which people select, organize 

and interpret information to form a meaningful picture of the world” (Philip et al., 

2016). People can formulate different perceptions according to the stimulus because of 

three perceptual processes: selective attention, selective distortion and selective 

retention. Firstly, selective attention means that the people are able to screen out all the 

information that they come across. Secondly, selective distortion is the kind of selection 

to the information that consumers resort to it and interpret the information the way they 

want according to their beliefs and attitudes. Finally, selective retention is the kind of 

perception that make people come across the good points of the brand that they favor 

and forget the information about the good things of the brand that they do not favor. 

Individuals kind of retain the information for the first preferred brand, then they 

interpret it and perceive it accordingly (Philip et al., 2016).  

 

Furthermore, the learning factor refers to people who learn when they are exposed to 

different experiences and life situations that teach them something and drive them to 

make a change in their behaviors. Therein lies the moment they learn and have a change 

(Philip et al., 2016). If a consumer’s friend had a bad experience in buying a car so 

when this experience is shared, it impacts the consumer’s attitude towards the brand and 

influence the buying decision. Hence, learning from such situations direct the way 

consumers behave. 

 

Lastly, the beliefs and attitudes are a descriptive thought that a person holds about 

something (Philip et al., 2016). As for the attitude, it is defined as the “person’s 

consistently favorable or unfavorable evaluations, feelings and tendencies toward an 

object or idea” (Philip et al., 2016). The attitude impacts the consumer’s behaviors, so 

when understanding the consumer’s attitudes, it will help in predicting the consumer 

behaviors towards the products and the brands. 

 

Firstly, consumers are exposed to information or advertising, so the cognitive process is 

the first phase to understand the stimuli then the consumer tends to evaluate the 

information according to their beliefs and experiences in life. Then, they judge the 

information and have feelings about it. Afterwards, the consumer’s attitude is shaped 
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towards the product or service whether positive or negative attitude, which is a pre-step 

to the behavior (Philip et al., 2016). 

2.1.5 Types of buying decision behavior 

Consumers buying decisions are relative in the sense that they might differs from a 

consumer to another. However, there are two factors that are integrated with the 

consumers’ decisions. These factors are the degree of consumer involvement with the 

product and the degree of differences among the available brands in the market. Hence, 

there are four types of buying decision behaviors: complex buying behavior, 

dissonance-reducing buying behavior, habitual buying behavior, and variety-seeking 

buying behavior (Philip et al., 2016).  

 

The buying behavior is labeled as complex when the consumer is highly involved in the 

product and needs it, and there are a wide range of significant differences between 

products in the marketplace. The degree of involvement is measured based on the price 

of the product, the risk of purchasing the product, if the product is purchased 

infrequently, and if the product is highly self-expressive. At first, the consumer gets to 

know more about the product that he/she is interested in purchasing. Then, after 

gathering information, he/she screens out such information based on the beliefs and 

perception of the consumer then after formulating an attitude towards the product the 

decision is taken (Philip et al., 2016). 

 

In terms of dissonance-reducing buying behavior, it entails a high involvement of the 

consumer with the product, but the differences between the products in the marketplace 

are slightly different. Thus, this makes the consumers’ behaviors towards the products 

almost the same in terms of selecting the product. 

 

As for the habitual type of buying behavior, it happens when the consumer’s 

involvement with the product is low, and there are not significant differences between 

the products. For instance, sugar or salt. These are the products that the consumer is 

prone to change it at any point of time.  Therefore, it is a habitual behavior (Philip et al., 

2016).  
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Regarding variety-seeking behavior, it occurs when the consumers are less involved in 

the product, and there are significant differences among products. In such case, 

consumers might resort to try different kind of products. Then, they can judge after 

using the product based on their experience with the product (Philip et.al, 2016). 

2.1.6 The Buyer Decision Process 

Consumer’s decisions are made according to a certain process (Marin, 2015). The 

consumer decision is made according to five stages: need recognition, information 

search, evaluate of alternatives, purchase decision and post purchase behavior. 

 

Figure 1: “Buyer Decision Process” 

 

 
  

Source: Adapted from Marin (2015). 

 

 

The initial stage in the buyer’s decision process is the recognition of a need. Sometimes 

the consumers’ needs arise from either internal or external stimuli. Internal stimuli 

might be any of the basic human needs such as: hunger or thirst, so in this case the need 

will be the drive that makes the consumer searching for something to eat or drink. As 
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for the external stimuli, it might be created from an advertising or a friend’s 

recommendation. Also, the need will be the motive for driving the consumer to take the 

next step and try to gather information (Marin, 2015).  

 

The second stage includes searching for information. In this stage, the consumer is more 

attentive to the information that is relevant to the need. For example, if the consumer 

needs to buy a phone in case his phone is broken, he/she will pay close attention to the 

phone advertising or even surf the internet for getting more information about the brand 

that he wants to buy. In addition, the consumer might resort to the word of mouth as a 

reference when considering a product to buy to satisfy his needs (Marin, 2015).  

 

Afterwards, the consumers evaluate the possible alternatives in the marketplace. In this 

phase, the consumers screen out the gathered information and start to evaluate it 

according to their perceptions and beliefs. Moreover, some consumers ask their social 

circles of friends and family for getting recommendations and advices. On the contrary, 

some consumers evaluate the alternatives by themselves without the need to ask anyone 

else. In addition, this phase will drive to find the best possible alternative to achieve the 

best satisfaction to their needs (Marin, 2015). 

 

Subsequently, the consumers will take an action by purchasing the product, but 

sometimes before purchasing a product something unexpected happens and drives the 

consumer to take a different decision. For instance, a scandal for the product that the 

consumer is about to buy might drive the consumer to change his mind and avoid the 

product. Also, the recommendations of friends or family members might impact the 

consumer decision before taking the final action towards buying a product or using a 

service (Marin, 2015). 

 

Finally, post-purchase behavior is the after-sale service that impact the consumers 

decision in the future. After the consumer purchases a product, there might be a 

probability or possibility to find a problem with the product. This is the cognitive 

dissonance that the consumer might have with his/her experience with a certain product. 

In other words, the post-purchase behavior is linked with either meeting of the 



 

 26 

expectation or having a good enjoying a good performance of the product or below 

expectations and finding problems with the product or the service (Marin, 2015). 

 

2.1.7 The buyer decision process of new products 

The consumer’s decision process might be different for the brand-new products. The 

new products or services are those that no one has never seen or heard of them before 

(Philip et al., 2016). The sequence for the adaptation of the brand-new products is 

mentioned as follows: awareness, interest, trial and adoption. At first, consumers might 

be aware that there is a new product in the market, but they lack the details or the 

information about it. Afterwards, if the consumer wants to get more information about 

the product, so he/she has an interest into the product. Then, the consumer knows more 

the product by trying it on a small scale to understand whether or not the product 

deserves to be purchased. Finally, consumers take the buying decision after having the 

positive attitude that comes from their trial to the product. 

 

2.1.8 Types of consumers’ behavior towards innovative products 

 

When it comes to the innovative products, there are many types of consumers who 

interact differently towards the innovative products as will now be shown below: 

consumption pioneers, early adopters, early mainstream adopters, late mainstream 

adopters and lagging adopters (Philip et al., 2016). 

 

The first type of consumers, consumption pioneers, are referred as the people who 

accept innovative products and like to try them even when it is risky. The second type 

of consumers, early adopters also like to try innovative products. They often are 

trustworthy community leaders in their country. The third type of consumers, early 

mainstream adopters, are not famous leaders in their community, but they adopt and try 

new innovative products earlier than the average person. Moreover, late mainstream 

adopters are skeptical in the sense that they tend to try new innovative products just 

after seeing others using it. Thus, they go after the majority to try new innovative 

products. Finally, lagging adopters are afraid of trying innovative products. Hence, they 
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go for innovative products after a great deal of time, and when such products become so 

traditional in the market. Also, they prefer being more classic than being modern in 

terms of trying innovative products. They are traditional consumers when it comes to 

innovations. 

 

2.1.9 The influence of innovative product characteristics on the consumer behavior 

 

The characteristics of the products play an important role in the formation of the 

attitudes towards them. Innovative products might generate both positive and negative 

buying behaviors depending on the following products characteristics: relative 

advantage, compatibility, degree of complexity, divisibility and communicability. 

Firstly, relative advantage of the product refers to what extent the product is different 

and unique in comparing to other products in the market. What makes it stand out in the 

arena of competition and in the eyes of the consumers as a brand new and innovative 

product. Secondly, compatibility of the product pertains to the development of the it 

compared to the other technological devices that are connected to it. Thus, if the product 

is way more developed than other technologies, this makes a connection and quality 

problem. For instance, HDTV cannot process unless there is a HD cable and the 

programming system. Thirdly, the degree of complexity of the product refers to the 

level of complexity of the new innovative product in addition to its simplicity when the 

consumer gets to know about it. This factor influences the consumers’ behavior towards 

buying the product or not.  Further, the divisibility of the product entails that the product 

has been tried before and available in the market, this will make its price cheap. 

Therefore, the consumers buying decisions will be positive on that product. Finally, the 

communicability of innovative products refers to the ability to describe the product 

easily and to explain the specifications of the product simply to the consumers, this will 

make it more appealing to the consumers.   

 

  

 

 

 



 

 28 

2.2 Healthy Lifestyle 

 

Healthy lifestyle is an orientation towards the prevention of health problems and the 

maximization of personal wellbeing (Divine & Lepisto, 2005). In fact, some people 

consume healthy food and do sports based on the orders of their doctors to have a 

healthy lifestyle while other people do the same, but for the sake of personal satisfaction 

(Kraft & Goodell, 1993). Furthermore, young people are more likely to do sports and 

have a healthy diet (Kraft & Goodell, 1993). In addition, Fetto (2003) mentioned that 

“58 percent of adults over 56 are trying to adopt a healthier diet compared to only 38 

percent for adults between 18-37”. Therefore, consumers have different concepts for the 

healthy lifestyle. According to Kaur & Singh (2017), there is no homogenous results 

that can be applied on all the people who will go for the healthy food as a part of the 

healthy lifestyle.         

 

Furthermore, Abraham Maslow’s hierarchy law of needs indicate the orientations of the 

healthy lifestyle of consumers (Maslow, 1943). In the same paper, Maslow’s personal 

values are defined as fun, enjoyment, security, warm relations with others, sense of 

accomplishment, sense of belonging, self-fulfillment, being well-respected, and 

excitement. For example, according to Kraft and Goodell (1993) people who love more 

to satisfy their hedonistic values (enjoyment and fun) will be less likely to maintain a 

healthy lifestyle. Accordingly, every personal value drives the consumers to whether or 

not conduct a healthy lifestyle. Also, the lack of time is one of the factors impacting 

healthy lifestyle because some people do not have enough time to do sports or have a 

healthy diet in order to maintain a healthy lifestyle (Kraft & Goodell, 1993). 

 

More and above, the time-related personality traits make the consumers who plan ahead 

of time to maintain a healthy lifestyle while those who live their life day to day are more 

likely to have a less healthy lifestyle (Kraft & Goodell, 1993). Additionally, stress and 

the overload are two indicators in driving the consumers not to have a healthy lifestyle 

(Kraft and Goodell, 1993). More and above, “stress can drive people to crave for 

unhealthy food like salt or sugar which maintains not alleviates stress” (Yau & Potenza, 

2013:225). Finally, neophobia might be a barrier when it comes to trying a new healthy 

food for the sake of a better healthy life (Dolgopolova et al., 2015; Frewer et al., 2003).  
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2.2.1 Health Behavior Model 

The model aims to present the motivators and barriers of people to conduct health 

behaviors. It involves the health behavior model adapted by Rosenstock (1974). The 

health behavior model describes the two core factors that lead to the conduction of 

health behaviors. The first one is the physical activity that entails undertaking an 

activity for the sake of preventing the body from any potential physical threats. The 

second factor includes the dietary habits of individuals in their everyday life. The model 

provided by Downes (2008) will be shown in the following figure. 

 

Figure 2: “Health Behavior Model” 

 

 
 

  

Source: Adapted from Downes (2008) 

 

Downes (2008) model also encompasses the demographics factors that play an 

important role in understanding the person’s background. The demographics include: 

the age, gender, income, education, employment, and living arrangements. From one 
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side, Downes (2008) model comprises the motivations as one of the cornerstones in the 

model that drive people to conduct a healthy behavior. The motivations include two 

sides: personal and environmental motivating factors. As for the personal motivating 

factors, they include the following: increased energy, desired outcomes, spiritual 

beliefs, and weigh management. In terms of the environmental motivating factors, they 

include: role models, social support, provider counselling, and health information. 

 

From the other side, the model includes the barriers to conduct a healthy behavior. The 

barriers contain two elements: personal barriers and environmental barriers. The 

personal barriers are lack of motivations and lack of time. As for the environmental 

barriers, they include lack of social support, safety concerns, and lack of resources. The 

model assumes that in order for people to conduct a healthy behavior, which might be 

physical activity or eating healthy food, there are motivations that influence the decision 

of performing a healthy activity as well as barriers to prevent the person from 

performing a healthy behavior.   

            

 

2.3 Dietary Preferences 

 

In a world of economic growth and rising incomes, dietary preferences are shifting due 

to countries development and resource scarcity (Keats et al., 2014). Dietary preferences 

are defined as “the way in which people choose from among available comestibles on 

the basis of biological or economic perceptions including taste, value, purity, ease or 

difficulty of preparation, and the availability of fuel and other preparation tools” (Smith, 

2006:480). Dietary preferences are personal but commonly shared through cultures and 

nations due to tradition (Smith, 2006) meaning that individuals in the same country 

might have similar food selection.  

 

In the last ten years two main concerns about diets and food emerged: diet’s effects on 

health and agriculture’s demands due to diets change. Furthermore, in the last years, 

obesity spread as well due to the “under-consumption of dietary energy, protein and 

micronutrients” which is now considered as a problem for millions of people (Keats et 

al., 2014:12). However, another issue arises when considering the future of food. As a 
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matter of fact, the global population is expected to reach nine billion of people in 2050. 

However, these people can only be fed if diets will be well-balanced and moderate 

(Keats et al., 2014). 

 

Furthermore, dietary preferences and products consumed are changing constantly in the 

western world as a consequence of resource scarcity (Schaffnit-Chatterjee, 2009). New 

products are constantly being introduced into the market to meet the basic human 

dietary needs. As an example, for the sake of fulfilling the need for proteins, the 

Western market saw the introduction of insects-based products as an alternative protein 

source (Rumpold et al., 2013; Akhtar et al., 2018). Additionally, consumers are 

becoming more conscious by changing the dietary preferences and adopting more 

sustainable lifestyles (Thottathil, 2019) and the trend is expected to grow more and 

more in the upcoming years (Keats et al., 2014). 

  

Nevertheless, busier lifestyles have complicated the process of following healthy diets 

for millions of people especially in the most industrialized countries (Pelletier & Laska, 

2012). Further, Millennials’ diets often follow an unhealthy lifestyle due to time 

constraints1 and engagements (Pelletier & Laska, 2012). Taking into consideration the 

explained factors, it is evident that Millennials food choices differ from other cohort’s 

dietary preferences. As a matter of fact, Millennials cohort look for convenience due to 

busier lifestyles but, differently from other cohorts, they are more likely to purchase 

natural food and carefully look at the ingredients of products they are buying (Barton et 

al., 2012). As well as the ingredients, Millennials are interested into the country-of-

origins and the traceability of the products in order to being able to track the production 

processes (Öz & Movassaghi, 2018). Moreover, Millennials increasingly tend to follow 

alternative dietary regimes such as vegetarian, vegan and pescatarian for the sake of the 

environment and the body (Barton et al., 2012). 

 

However, food choices are not just linked to the personal preference but take in 

consideration many other aspects. As a matter of fact, “food selection by an individual 

result from a decision process which integrates multiple biological, socioeconomic, 

                                                 
1 Considered as an association between work, school and family responsibilities by the authors 
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psychological, and behavioral determinants” (Rezzi et al., 2007). When it comes to the 

behavioral determinants, social norms seem to play a big role in the shifting of dietary 

preferences (Templeton et al., 2016). Social norms are defined as “the rules that define 

the values, beliefs, and behaviors of a given group” and can be classified into injunctive 

and descriptive (Templeton et al., 2016:40). The first classification refers to the 

individual perception of what other individuals think the person should do whilst the 

latter refers to one’s perception of what people mostly do in certain situations. As 

Templeton et al. (2016) specify, injunctive norm in the contest of food consumption is 

health-positive since every individual is aware of the negative effects of consuming 

junk food. Nevertheless, descriptive norms are stronger at influencing individuals’ 

behaviors than injunctive norms are. As a consequence of the strength of descriptive 

norms, the Templeton et al. (2016) discovered that individuals internalize a “health 

rule” based on the reviews of peers and then apply this rule when judging and 

purchasing items. Thus, individuals update their food preferences due to the social 

evaluations. In this sense, the researchers underlined the importance of social norm on 

influencing eating behavior in individuals (Templeton et al., 2016; Higgs & Thomas, 

2016).  

 

As previously stated, individuals get influenced by peer’s perception of food and dietary 

preferences. Therefore, a crucial role in people preferences is also played by the 

information that has been given to them during their life. In that capacity, the 

identification of the information’ source is crucial to understand the attitudes of 

individuals. Nowadays, a lot of information about healthy food and food in general 

comes from the media, especially from social media. Millennials spend considerable 

time online and receive a large amount of information about new food products and 

diets persistently (Sethi & Wadera, 2018). Food marketing on social media does not just 

involve the use of influencers from the companies, but also refers to the personal 

recommendations that individuals exchange on the social platforms (Holmberg et al., 

2016). Hence, personal recommendations are regarded to have even a stronger effect 

than commercial advertising (Holmberg et al., 2016). 

 

In the case of our research, the aspects just listed have been taken into consideration. 

Firstly, the authors consider how individuals adapted their dietary preferences to the 
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resource’s scarcity and considerations about the world. Secondly, peers’ influence and 

social norms were seriously taken into consideration as well as media as a source of 

information and influence.  

 

2.4 Functional Food in the context of Consumer Behavior 

 

Nowadays, busier lifestyles make people’s life harder than ever before to meet 

nutritional requirements through the use of traditional food and drinks (Kearney, 2010). 

Therefore, consumers adopted strategies to reach nutritional requirements by consuming 

products with specific nutrient purposes. Those products fall into the category of 

functional food.  

 

Functional food is defined as “food enriched with different components (such as 

vitamins, minerals or probiotic cultures) or modified in a way that the product provides 

an additional physiological benefit that might prevent disease and promote health” 

(Morna, 2015:336). Therefore, the core purpose of functional food is to provide 

“physiological roles beyond the provision of simple nutrient requirements’’ (Bech-

Larsen & Grunert, 2003). As a result, functional food is a nutritional category 

characterized by a high level of technological manipulation compared to basic food 

(Morna, 2015).  

 

The concept of functional food was firstly introduced in 1984 by Japanese scientists to 

“establish a link between nutrition, sensory satisfaction, fortification and modulation of 

physiological systems” (Siro et al., 2008) (Khatkar et al., 2016:384). From the moment 

that functional food was introduced into the market, the demand for it has been growing 

steadily and it is forecasted to raise further. Hence, in the forthcoming years the 

functional food industry will continue growing in the industrialized countries (Kearney, 

2010). The reasons behind the growth are mainly linked to “increased life expectancy, 

higher prevalence of non-communicable diseases, increasing healthcare costs and the 

acceptance of the strong link between diet and health” (Kearney, 2010). Thus, by the 

end of 2017, the revenue generated by the functional food market worldwide was 

approximately 299.32 billion U.S. dollars, yet the market revenue is projected to reach 

441.56 billion U.S. dollars by 2022 (Statista, 2019). In the overall food industry, the 
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market of functional food is considered to be the one of the fastest-growing markets 

(New Food Magazine, 2019).  

 

Nowadays, functional food products available into the market can be divided into 

different categories depending on their function. A list based on the benefits of the 

products (Tur & Bibiloni, 2016; Khatkar et al., 2016) is provided as follows: 

 

Table 1: "Functional food categories based on their benefits" 

 

Functional Food Categories Functional Food Used 

Early development and growth 
Enriched bakery products, flour, cereals, 

infant formula, growth milk, baby foods. 

Regulation of basic metabolic processes 
Fiber rich foods skimmed dairy products, 

calcium and vid. D rich foods. 

Defence against oxidative stress 
Antioxidant rich foods: Vitamin C, 

anthocyanins, lycopene, phenols. 

Cardiovascular physiology 

Foods enriched with MUFA’s and 

PUFA’s, fish oils, omega-3 fatty acids, 

phytosterol added to foods 

Gastrointestinal physiology Probiotics, Prebiotics, Synbiotics 

Physical performance and fitness 
Energy bars, antioxidant beverages, 

isotonic beverages 

 

Source: Adapted from Tur et al. (2016) & Khatkar et al. (2016). 

 

Moreover, functional food products can be also classified in relation to their 

manufacture, namely as: “conventional food containing naturally occurring bioactive 

substances; food enriched with bioactive substances; synthesized food ingredients 

incorporated in conventional food” (Khatkar et al., 2016:385)  



 

 35 

 

Despite the growth of functional food, the future of it still depends on “the consumer 

awareness and acceptance of it as we cannot deny the success of any food product without 

consumers acceptability” (Khatkar et al., 2016:386). As a matter of fact, functional food 

consumption is not consumed evenly around the globe. Hence, some countries are keener 

to purchase functional food than others. Morna (2015) explains the discrepancy in 

consumption between countries to be associated with differences in consumers’ values.  

Values are the evaluation criteria for individuals and are defined as the “determinants of 

people’s attitudes and behaviour” (Morna, 2015:337). Values tend to vary from country 

to country as different cultures have distinguished values. Moreover, the consumption 

discrepancy also resides in the various conceptions of the relationship between human 

activity and nature (Morna, 2015). Therefore, in some countries, consumers might not 

approve technological manipulation on food (Morna, 2015). Hence, in order to 

understand consumers’ behavior and attitudes towards functional food, values have to be 

taken into consideration (Azzurra & Vecchio, 2010).  

 

In the case of functional food, the value of security, especially health value, is regarded 

to be the main driver when purchasing functional food (Tudoran et al., 2009). On one 

hand, the driver values for functional food were identified with health and convenience; 

on the other hand, the value of conviviality2 constrained the behavior of purchasing 

functional food (Hauser et al., 2013). Moreover, sustainability and quality values did 

not influence either attitude or purchase of functional food (Hauser et al., 2013). 

    

In terms of consumers’ perceptions, attitudes and behaviors towards functional food, 

information is regarded to be extremely important to enhance consumers’ trust, 

understanding and desire (Kapsak et al., 2011). As a matter of fact, functional food 

represents a sensible topic when it comes to trust and transparency considering that the 

food is enriched with other components. Thus, in order to address successful marketing 

and communication campaigns, it is relevant for companies to understand the 

knowledge of consumers concerning nutrition and functional foods.  

                                                 
2 Defined by Hauser et al. (2013) as the behavior of “taking time to prepare and enjoying your own 

meal”. 
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In addition, information is important also in terms of nutritional knowledge when 

consuming functional food (Siegrist et al., 2008; Saba et al., 2010). In other words, 

“consumers with a low level of nutritional knowledge were not interested in the 

consumption of functional foods, whereas consumers with the highest nutritional 

knowledge were interested in the enrichment of healthy products” (Ares et al., 

2008:664). Moreover, “functional food consumers were reported to be more educated 

than non-consumers” (Ozen & Tur, 2012:476). Thus, information about nutrition and 

diets results to be fundamental in the consumption of functional food.  Therefore, in 

order to increase trust and credibility towards functional food, trustful health claims3 

and educational strategies to encourage the consumption are needed (Ares et al., 2008; 

Dolgopolova et al., 2015).  

 

When it comes to functional food usage in Sweden, the topic was investigated by 

Landstrom et al. (2007) that evidenced the link between functional food consumption, 

health-consciousness and perceived effect. The research also highlighted how it was 

linked to the high level of education of participants in the study. Further, general health, 

natural products and perceived reward were accounted to be key factors in consuming 

functional food for Swedes (Landstrom et al., 2007). A second study conducted by 

Landstrom (2009:34) found out that Swedes mostly had no need for functional food 

since it was considered to them as a justification to “falsely compensate for an 

unhealthy lifestyle”. However, the study came up with no clear results about the 

attitudes of Swedish towards functional foods.  

 

2.4.1 Reasons behind consumers’ functional food choices 

In 2003, Urala & Lahteenmaki investigated the motives for individuals to buy and 

consume functional food. The study was conducted through the tool of interviews and 

discovered the link between functional foods’ choices and relative values. Hence, the 

results of the research were grouped in categories representing the values behind the 

consumers’ choices. Thereafter, the values were grouped and disposed into a hierarchy - 

different values were assigned to each product category. Therefore, different hierarchical 

                                                 
3 In order make consumers aware of the healthy benefits of the new product. 
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maps were created. However, the main values collected by Urala & Lahteenmaki 

(2003:155) were classified in: “health effects, functionality, healthiness, familiarity, 

convenience, and price”. Therefore, it was found that different foods had various reasons 

to be consumed for (Urala & Lahteenmaki, 2003). Here, the main hierarchical values 

follow in the picture: 

Figure 3: “Hierarchical Map of choice” 

 

 
 

 

Source: Adapted from Urala & Lahteenmaki (2003)  

 

Although each product category displayed different reasons and values to be consumed 

for, patterns between all the studied categories were still visible. Firstly, healthiness was 

regarded to be the value impacting the consumption of functional food the most. The 

authors considered healthiness linked to general well-being and improved performances 

as well as the diseases’ prevention. Secondly, functionality was referred to the purpose of 

the product. Taste and sensory quality related to savor, visual aspect and aroma of the 

product. Further, familiarity pertained to the acquaintance with the product, brand or 

manufacturer and convenience referred to the advantage given by the products 

components. Finally, the price is obviously related to the costs of the products.  

However, that was not the only study the researchers conducted into the field. In 2007, 

the authors could further classify the attitudes towards functional food by the 

development of four dimensions: “necessity for functional food, confidence in functional 
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food, safety of functional food and reward from using functional food” (Urala & 

Lahteenmaki, 2007:3). Necessity for functional food described the need for it for 

functional food, as they are considered as a medicine. In addition, confidence was referred 

as the trust that consumers place in functional foods and their perceived safety. Moreover, 

reward from using functional food was described as “the pleasure from the idea that eating 

functional food is a way of taking care of self” (Urala & Lahteenmaki, 2007:5). Lastly, 

safety in functional food is intended as the measurement of the nutritional-related risk 

when consuming functional foods. The classification of these dimensions was useful to 

the authors to understand the attitudes towards functional foods and identify the best 

predictors for it.  

Figure 4: “Dimensions predicting attitudes” 

 

 
 

Source: Adapted from Urala & Lahteenmaki (2007) 

In the case of this research, the authors deemed that the hierarchical value model (Urala 

& Lahteenmaki, 2003) and the attitudes’ predicators (Urala & Lahteenmaki 2007) could 

help understanding the Swedish Millennials attitudes to consume functional food in depth 

due to the large availability of purposes, values and meanings. Moreover, the authors also 

conducted a qualitative research which assisted in understanding and investigating the 

reasons behind the consumption of functional food. Thus, by providing broad categories, 

the classification of the results by Swedish Millennials was clear and meaningful.  
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2.4.2 The combined model 

The topics investigated by this study are Swedish Millennials’ perception about healthy 

lifestyle and their attitudes towards functional food. In 2017, Küster-Boluda and Vidal-

Capilla (2017) proposed a model explaining the consumption of functional food related 

to healthy lifestyle by the combination between the Health Behaviour Model (Downes, 

2008) and the attitudes towards functional food (Urala & Lähteenmäki, 2007). Even 

though the model was constructed by conducting a quantitative research, it can be still 

applied for a better understanding of the link between healthy way of living and 

functional food consumption. Here, a representation of the model is shown: 

 

Figure 5: “Model predicting functional food consumption” 

 

 
 

 

Source: Adapted from Küster-Boluda & Vidal-Capilla (2017).  

 

The combined model of attitudes towards functional food is unique in its existence since 

the aforementioned theories (Downes, 2008; Urala et al., 2007) have never been 

combined before. The research confirmed “the influence of attitudes on the willingness 

to consume functional food” as well as the lifestyle being influenced positively by 

motivators and negatively by barriers (Küster-Boluda et al., 2017:74). Furthermore, the 

research provided valuable results such as “healthy lifestyle negatively influences the 
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willingness to consume functional foods and does not influence significantly the 

attitudes towards functional foods” (Küster-Boluda et al., 2017:75). However, the study 

was conducted in Spain, where people are interested in health and do not see the 

necessity to consume functional food as they focus on the consumption of natural foods.  

 

In the context of our research, the model developed by Küster-Boluda et al. (2017) was 

considered as essential in developing the focus groups’ guidelines and to interpret the 

results afterwards. What makes the model developed by Küster-Boluda et al. (2017) 

vital to address the research topic is that its structure is built on two essential pillars. 

The first pillar is the Downes (2008) model which covers the first part of the research, 

healthy lifestyle of Swedish Millennials, who are the focus of the study. Further, model 

reflects the motivations that drive the consumers to practice a healthy behavior and the 

barriers that prevent the consumers from conducting a healthy behavior. Moreover, in 

this model developed by Downes (2008) the Health Belief Model (Rosenstock et al, 

1994) is also included, which makes it comprehensive in terms of reflecting the 

examples of the health behavior activities, which according to the model can be either 

dietary habits or physical activity. Further, the second pillar of the combined model is 

represented by the model developed by Urala et al. (2006) which reflects four 

dimensions that influence the consumer to consume functional food. These dimensions 

are defined as reward, necessity, security, and confidence. Such dimensions are drivers 

to influence people to consume functional food. Hence, the authors resort to the 

combined model to cover the research topic and provide a clear understanding. 

 

 

2.5 Millennials 

Generations’ cohorts are defined as Baby Boomers, Generation X, Generation 

Y/Millennials, and Generation Z. Each generation has certain attributes that distinguish 

it among other cohorts. In terms of Millennials, who are the main focus of this research, 

they are mainly born between 1980 and 2000 (Goldman Sachs, 2019). The age range of 

this cohort is defined differently in many types of researches and official sources. As an 

example, Palfrey et al. (2009) defined Millennials who are born after 1980 and Obliger 

(2003) considers Millennials to be in the timeline from 1982 and 1991. However, in the 



 

 41 

case of this research, Millennials are considered to be born between 1980 and 2000 

(Goldman & Sachs, 2019).  

 

Figure 6: “Cohorts Outline” 

 

  

Source: Adapted from Goldman Sachs (2019) & KPMG (2019). 

 

Generation Y grew up in the Millennium period. During this time, lots of changes 

happened rapidly, and these fast-paced changes are an integral part of the formulation of 

their personalities. In addition, it gave them a unique set of priorities and expectations. 

Therefore, in comparison with other cohorts, Millennials are distinguished for their 

technological savviness (Guerra, A. 2018). Also, they are more exposed to experiences, 

cultures, opportunities, people, and information than the previous cohorts (KPMG, 

2017). 

Furthermore, Millennials have self-confidence in terms of dealing with new technology 

and asking questions or make comparisons to understand the norm of the things 

(KPMG, 2017). They are also mindful in the sense of being curious about 

environmentally friendly products, sustainability, and the ethical side when thinking to 

consume products or using services (Nielsen Global Research, 2019). 

 

Furthermore, Millennials are classified into two categories based on their attitudes: 

Crispies and Teacups. The first type is categorized by outstanding performances, super 



 

 42 

smart attitudes in addition to being overachievers. The latter is portrayed as to be tough 

just on the outside but on the inside, they are so fragile, sensitive and deeply affected by 

colleagues and bosses (Rosencrantz, 2018). Moreover, Millennials are content creators 

who regularly tend to create contents such as videos, pictures, and blogs and post them 

online with the result that 46% of Millennials post original contents that are made by 

them (Millennials Marketing, 2019). They also appreciate the brands that have an 

impact on their life and is in use for health (Millennials Marketing, 2019). 

 

In addition, “80% of Millennials want brands to entertain them, 40% want to participate 

in co-creation of products and brands, 70% feel a responsibility to share feedback with 

companies after a good or bad experience” (Millennials Marketing, 2019). More and 

above, 75% of the Millennials would like to travel abroad and have new experiences, 

and 69% of them say that they crave adventures (Millennials Marketing, 2019). All of 

these actual facts have to be carefully considered because, “By 2020, the millennials 

generation will have a purchasing power that spans to about a third of total spending 

worldwide” (Borsboom & Lawson, 2018:22) 

 

When it comes to Sweden, the population in 2019 was estimated to be 10.05 million 

whereas a considerable amount of it is represented by millennials (World Population 

Review, 2019). Regarding the Swedish Millennials, they are called Generation Curling 

(KPMG, 2017). Also, According to Debevec et al. (2013) “One-third of Swedes who 

were born in the 1980s have a foreign background, with one or both parents born in 

countries other than Sweden, which contributes to this generational cohort being more 

integrative and international than earlier cohorts”. 

 

More and above, according to the EU’s Statistics Agency Eurostat, “just 4.1 percent of 

Swedes aged between 25 and 34 live with their parents, compared to 15.1 percent in the 

UK, around 40 percent in Spain, Portugal and Italy and an even higher proportion in 

Eastern Europe” (Huffington Post, 2016). In addition, Swedish Millennials are the 

generation that witnessed a tremendous change in the socialization pattern that is 

supported by the Swedish deregulations. Thus, this leads to the fact that the 32-years old 

employee can earn more than a 55 years old employee (Debevec et al., 2013). 
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Further, Swedish Millennials have a wide range of personal network of people that they 

tend to collaborate with to have their own private business rather than being a 

traditional employee (Debevec et al., 2013). They also have self-confidence and get 

many work opportunities, which drives them to apply for jobs to check their profile in 

the labor market (Debevec et al., 2013). Additionally, such Swedish cohort enjoyed a 

change in the popular culture with the advent of the TV commercial channels, after the 

country gave access to those channels to join the media arena (Debevec et al., 2013). 

Therefore, this generation found themselves exposed to a different type of media and 

programs.  

 

Furthermore, the Swedish millennials formative was notably impacted by the changes 

that happened in politics in terms of the political deregulation (Debevec et al., 2013). 

Also, this cohort grew up with the calling for the power of the citizen to choose an 

ideology rather than the traditional Swedish social democratic one (Debevec et al., 

2013). 

 

Swedish Millennials also lived in the era of internationalization that opens gates to new 

food, cultures, services, technologies, and leisure activities (Debevec et al., 2013). 

These factors impact such cohort’s values, ideas, and lifestyle. Therefore, conducting 

any kind of research with them should consider their lifestyle in order to better 

communicate with them. 
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3. Methodology 
_____________________________________________________________________________________ 

In the following chapter the principles and the methods used in the data gathering are 

introduced. First, the methodology is widely explained through the research onion 

process. Successively, the focus of the chapter shifts on data collection method. Finally, 

the research design is discussed. 

______________________________________________________________________ 

 

3.1 Research philosophy 

Firstly, if researchers want to conduct a comprehensive analysis of the studied 

phenomenon, the methodology must follow a reasonable structure. Saunders, Lewis and 

Thornill (2009) developed the research onion structure in order to describe saliently the 

research methodology. The research onion consists of a diagram which encompasses 

every stage of the research design. As the authors stated, each layer of the research 

onion deeply illustrates a stage of the method. 

 

Figure 7: “The Research Onion” 

 
 

Source: Adapted form Saunders et al. (2009) 
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The research philosophy, described as the “way the researcher sees the world”, is 

positioned on the first layer of the research onion (Saunders et al., 2009). According to 

Johnson et al. (2006) the research’ philosophy is one of the main pillars to conduct a 

meaningful study. The authors underline the importance of coherence with research 

philosophy when structuring the study. In line with Saunders et al. (2009), the research 

philosophy in business and management branches off into four main categories: 

positivism, realism, interpretivism, pragmatism.  

 

Firstly, positivism considers the world as external (Carson et al., 1988) and postulates 

that “there is a single objective reality to any research phenomenon regardless the 

researcher’s perspectives or beliefs” (Hudson & Ozanne, 1988:508). Therefore, a 

positivist research philosophy seeks the objective reality with no room for researcher’s 

interpretation. 

 

Secondly, the interpretivism research philosophy “advocates that it is necessary for the 

researcher to understand differences between humans in our role as social actors” 

(Saunders et al., 2009:288). Moreover, researchers do interpret and screen out data 

according to their own perceptions and experiences (Saunders et al., 2009). 

Furthermore, interpretivism deems the reality to be “multiple, subjective, changeable 

and socially constructed rather than objectively determined” (Carson et al., 2001:5; 

Saunders et al., 2009). Researchers undertaking an interpretivist point of view conduct 

“qualitative in-depth investigation on small samples and consider the researchers to be 

subjective and inseparable from what is being researched” (Saunders et al., 2009:291). 

  

Thirdly, realism highlights the autonomy of reality from human mind (Saunders et al., 

2012). Realists believe that reality exists out of the eyes of humans and identify two 

realism visions: direct and critical. The first one interprets the sensations through the 

human senses and deem them as real whilst the second one sees the reality cannot be 

portrayed by the sensation that individuals experience, but it is deeper and more indirect 

(Saunders et al., 2012). 
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Finally, pragmatism is a value-driven research philosophy that focuses on giving the 

solution to the problem instead of concentrating on abstract differentiations (Saunders et 

al., 2009; Tashakkori & Teddlie, 2003). Researches undertaken with the pragmatism 

view do not pose the greater attention to the methods but on the research questions and 

the research problem (Saunders et al., 2009). 

  

As the scope of the research is to identify, understand and interpret the attitudes of 

Swedish Millennials attitude towards functional food, the interpretive philosophy is the 

most suitable for the research topic.  

 

3.2 Research Approach 

The research approach is positioned as the second layer of the research onion. When 

conducting a research, developing an accurate research approach is crucial because it sets 

the basis for the research’s direction (Walliman, 2017). The research approach is defined 

by Creswell et al. (2014:3) as “the plans and the procedures for research that span the 

steps from broad assumptions to detailed methods of data collection, analysis, and 

interpretation”. The research approach is divided into inductive, deductive and abductive 

methods.  

 

As for the inductive approach aims to collect data of the analysis in order develop a theory 

out of it. According to Saunders et al. (2012:147) when conducting an inductive research, 

the focus is on “gaining an understanding of the meanings that humans attach to events”, 

and in order to do so, qualitative method is used. Moreover, the authors delineate how an 

inductive research has a “more flexible structure to permit changes of research emphasis 

as the research progresses” (Saunders et al., 2012:147). 

  

Whereas, the deductive approach aims to test a theory that has been previously 

developed and subjected to an accurate test. Therefore, deductive approach is based on 

scientific principles and moves from theory to data (Sanders et al., 2009). Furthermore, 

the deductive approach is conducted through the quantitative methodology. It also 

explains the relationships between the variables in order to come out with an accurate 

output to generalize the conclusions (Sanders et al., 2009). Finally, the deductive 
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approach is a highly structured method and researchers are independent regarding what 

it is being researched. 

  

Although deductive research is mainly associated with quantitative methods, it is likely 

for a deductive research to assume qualitative connotations (Hyde, 2000). However, it is 

possible for a research to use a combination of inductive and deductive approaches in 

specific cases. This combined method is referred to as abductive (Saunders et al., 2009). 

Due to the nature of the research topic of this paper, it does not have neither an inductive 

nor a deductive approach. Consequently, the authors of the paper used an abductive 

approach. The abductive approach is exactly halfway between induction and deduction 

resulting in a combination of the scientific methods (Kirkeby, 1990; Kovacs & Spens, 

2005). In this paper, the research topic is to investigate the attitudes of Swedish 

millennials towards functional food. Therefore, both primary and secondary data were 

used. Secondary data reflects the theoretical background that is used to properly analyze 

the data; as for the primary data, it entails the conduction of the focus groups as a source 

of gathering data. 

 

3.2 Research Purpose 

Sanders et al. (2009) defines the purposes of the research by dividing it into descriptive, 

exploratory and causal research.  

Firstly, descriptive research is conducted when the researchers’ objective is to “describe 

characteristics of people, objects, groups, organizations, or environments; trying to paint 

a picture of a given situation” (Babin & Zikmund, 2015:54). Furthermore, descriptive 

research has a more defined structure than exploratory research. Moreover, it can also be 

confirmatory although more research is sometimes needed and results can be 

managerially actionable (Babin & Zikmund, 2015).  

 

Secondly, casual research observes the relationships of cause and effect that occur 

between two phenomena in order to understand the causal connection (Babin & Zikmund, 

2015). Accordingly, it is clearly notable that our research does not fall within the 

predetermined purposes but follows a different purpose. 
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Lastly, exploratory studies are conducted to “clarify ambiguous situations or discover 

ideas that may be potential business opportunities” (Babin & Zikmund, 2015:54). 

Therefore, exploratory research is generally conducted in situation of uncertainty and 

does not provide conclusive evidence to determine following actions (Babin & Zikmund, 

2015). As a result, further research is often needed. Further, explorative research is 

conducted at the early stages of decision making because it has a “discovery-oriented 

goal, but still speculative, nature” (Babin & Zikmund, 2015:54). In addition, exploratory 

studies are valuable when “seeking new insights, ask questions and assess phenomena in 

a new light” (Robson 2002:59). Therefore, exploratory research can be extremely 

important in new products development since it might give the manufacturers deep 

insights about the items or even brand-new development ideas (Babin & Zikmund, 2015). 

Additionally, exploratory studies are also conducted when defying a market problem in 

order to address it with the correct solutions as well as reveal the hidden problems causing 

a scenario (Babin & Zikmund, 2015). Moreover, such type of research is unstructured, 

which might unveil new perspectives that are not considered in the previous studies. 

Finally, getting valuable insights is useful for companies to address the direct way of 

communication with the consumers. 

 

Referring back to the purpose of this study, it is to understand, identify and reveal the 

drivers and the barriers that lead Swedish Millennials to conduct a healthy lifestyle as 

well as their attitudes towards functional food. In that capacity, our research has been 

conducted through an exploratory approach due to the nature of the research topic that 

has been previously mentioned. 

 

3.3 Research Design 

The research design consists of “the methods and procedures for collecting and 

analyzing the needed information for a given type of research” (Babin & Zikmund, 

2015:67). Researches could collect data via either qualitative or quantitative methods. 

As for the quantitative research approach, it aims to answer to the research question 

through the statistical analysis and collection of data (Babin & Zikmund, 2015). Also, it 

is linked to the positivist philosophy. Therefore, the researched topic can be measured 

with numbers and results are objective. Thus, it allows the results to be generalized and 
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replicable (Bryman et al., 2007). Quantitative research is often conducted on large 

samples in order to be able to generalize the results and lead to a managerial action. 

  

Furthermore, qualitative research deals with marketing objectives without depending on 

numerical measurement and focuses on understandings and “true inner meanings” 

(Babin & Zikmund, 2015:109). As the authors specify, qualitative research is mostly 

used to discover ideas, patterns and understandings of a social phenomenon and it is 

generally used when the research objects are still general and undefined. Therefore, the 

research is conducted on small samples, which are investigated, observed and 

interpreted in depth. Due to the aforementioned characteristics of qualitative research, 

the results are subjective. In the case of this research paper, the authors decided to opt 

for qualitative analysis. The main reason behind this decision is the ability of the 

qualitative method to gain an in-depth understanding and meaningful insights via the 

collected data tool as well as to find out a solution to the research topic, which is 

identifying the healthy lifestyle behaviors as well as the Swedish millennials attitudes 

towards functional food. In previous researches, functional food and healthy lifestyle 

behaviors have been investigated with qualitative studies (Pridgeon et al., 2013; Sedibe 

et al., 2014; Bisogni et al., 2012; Anninou et al., 2017; Williams et al., 2005), which 

proves the adaptability of the method and provided to an extent complete information; 

however, more research still needs to be done in such domain. 

 

3.6 Data Collection Method 

During the research conduction both primary and secondary data were collected. Primary 

data is defined as “data collected for the specific research problem at hand, using 

procedures that fit the research problem best” (Hox & Boeije, 2005:593). When 

conducting a qualitative study, data can be gathered through depth interviews, focus 

groups, conversations, semi-structured interviews, word association, observation, 

collages and cartoon tests (Babin & Zikmund, 2015). In the case of our research, focus 

groups tool was deemed one of the most suitable methods for gathering primary data due 

to its peculiar characteristics that will be discussed further in the research. 
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Secondary data was essential when investigating the previously developed framework 

and knowledge about functional food, healthy lifestyle and dietary preferences. Further, 

Secondary data entails data previously collected by researchers for different purpose than 

the present research (Babin & Zikmund, 2015). Saunders et al. (2009) classified 

secondary data in journals, books, previous researches, newspapers and dictionaries. Most 

of the sources utilized in this research have be gathered through the review of the relevant 

literature regarding the topics covered into the study. Also, the secondary data was largely 

retrieved from Google Scholar together with Primo, Jönköping University’s available 

online library (Google Scholar, 2019; Högskolebiblioteket, 2019). Additionally, 

references that were mentioned in the articles and books have been a valuable source of 

information to find relevant linked studies that we considered into the research. 

3.6.1 Sampling  

When designing a research method, sampling is a critical step. A sample is considered 

as “a subset of some larger population that is measured or observed in some way to 

infer what the entire population is like” (Babin & Zikmund, 2015:337). As a matter of 

fact, the population to take into consideration into the study must be clearly defined in 

order to answer the research question successfully. There are two sampling techniques: 

probability and non-probability sampling. The former refers entails that every member 

of the population has a known, non-zero probability of selection” (Babin & Zikmund, 

2015:348). The latter is the sampling technique or tool that was carried out in this 

research paper. It differs from the former one because not every single member of the 

population “has an equal probability of selection” (Babin & Zikmund, 2015:348). 

 

Therefore, non-probability sampling technique refers to the situation when “units of the 

sample are selected on the basis of personal judgement or convenience. In addition, the 

probability of any particular member of the population being chosen is unknown” 

(Babin & Zikmund, 2015:348). As a result, we selected individuals through 

convenience sampling and snowball sampling. According to Babin & Zikmund (2015) 

convenience sampling is a procedure through which individuals are selected considering 

convenient availability. More and above, such sample type involves recruiting further 

participants through information provided by the initial respondents. Also, Participants 

were asked to join focus group through both mutual friends and personal connections. 
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Accordingly, focus groups’ participants were recruited through university, coffee shops, 

work environment and libraries. 

Finally, when attendees guaranteed their participation to the focus groups, they were 

asked to bring friends and personal connections to it. With the help of individuals 

participating in focus groups, twenty-six participants were recruited. In the following, 

an overview of the attendees is shown including the peer group and age. 

 

Table 2: “Participants Overview” 

Group Participant Age Gender Focus Group Length 

1 1 25 Male 

1:35:42 

1 2 25 Male 

1 3 24 Male 

1 4 24 Male 

1 5 24 Male 

2 6 23 Male 

1:36:08 

2 7 23 Male 

2 8 23 Male 

2 9 22 Male 

2 10 23 Male 

3 11 24 Female 

 

1:14:08 
3 12 23 Male 

3 13 22 Female 
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3 14 22 Female 

3 15 19 Female 

3 16 19 Female 

4 17 21 Female 

58:14 

4 18 22 Male 

4 19 22 Male 

4 20 24 Female 

4 21 23 Female 

5 22 20 Male 

1:07:25 

5 23 23 Female 

5 24 23 Male 

5 25 19 Female 

5 26 19 Female 

  

Source: Adapted from the authors 

 

Furthermore, the purpose of the thesis is to understand Swedish Millennials attitudes 

towards functional food and healthy lifestyle. Therefore, focus groups participants were 

recruited based on having a Swedish nationality and being into the Millennials age-

range. 

  

3.6.2 Research Instrument  

As previously stated, the research instrument for this research is focus groups. Focus 

groups choice had its reason in the possibility to gain insights, understandings, attitudes 
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and behaviors through it. Thus, focus groups interviews are “unstructured, free-flowing 

interviews with a small group” conducted within five to ten participants (Babin et al., 

2015:120). Focus groups are especially used when researchers want to “explore 

perceptions, feelings and thinking about ideas, issues, products, services or 

opportunities” (Krueger et al., 2014:7). In order to achieve so, focus groups are driven 

by trained moderators who encouraged dialogues between the participants without any 

urging to answer in anyway. Moreover, the authors managed to encourage the dialogue 

among the participants by paying close attention to the natural, non-threatening and 

welcoming environment of the focus group (Nyamathi & Shuler, 1990). Thus, 

refreshments and commodities were provided at the beginning of the focus groups’ 

conduction as well as participants were spurred to consume it.  

 

Furthermore, moderators ensure data confidentiality (Krueger et al., 2014) and focus 

group length (Powell & Single, 1996) to the attendees. In the case of our research, 

participants were told that the discussion length would have been of approximately one-

hour. In addition, we assured that the data gathered would have been anonymous and 

recorded. Successively, the research topic was also unknown for the sake of sourcing 

spontaneous and real responses and reactions from the participants in the focus groups.  

 

In the framework of our study, a total of five focus groups were held. Each focus group 

had five participants, except for one having six participants. In total, twenty-six 

individuals attended our focus groups. All the focus groups were held in private rooms 

in Jönköping International Business School between the months of March and April 

2019. Further, the language of conduction was mandatory in English since none of the 

moderators have professional Swedish language knowledge. However, during the 

conduction of focus groups, participants often expressed themselves with Swedish 

vocabularies which were immediately translated by other participants. As for the 

management of the focus groups, the authors of the research moderated and conducted 

the focus groups in an organized order. 

 

Prior to the actual focus groups, one pilot focus group was tested. The conduction of a 

pilot focus group was helpful for understanding a better structure for the questions and 

stand on the extent of the focus group’s quality as well as the scenario efficiency. As a 
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matter of fact, the pilot focus group lasted nearly two hours due to questions’ reiteration 

and redundant information. Therefore, successive focus groups were held with a 

restrictive and effective set of questions. the results of the first test was adjusted in the 

rest of the focus groups. However, when data was analyzed, the pilot test was 

considered valuable due to precious insights given by participants. Focus groups were 

held until a point of information’s saturation was reached. 

 

In the context of this research, focus groups were held following a semi-structured 

criterion. Before the conduction of it, framework-based questions have been prepared to 

discover participants attitudes and behaviors. However, during the conduction of focus 

groups, more questions were generated spontaneously to the audience to investigate 

additional approaches and related feelings. Thus, the focus group guideline was 

comprehensive and consists of introductory paragraph and topic-related blocks of 

questions. The questions have been carefully designed and inspired by the theoretical 

background as well as developed in a funnel strategy. Each block of questions contained 

up to four questions. The blocks were constructed in a sequence that guarantees a full 

inclusion to the main pillars of the research topic as follows: healthy lifestyle, dietary 

preferences and functional food. Each time every set of questions ended attendees were 

informed about it. Moreover, during the conduction of some focus groups, participants 

were sometimes shifting away from the researched topic and discuss irrelevant 

information. In order to avoid unessential information and irrelevant discussions, the 

moderators were smartly interfering to orientate the rhythm of the conversation to the 

research topic.  

 

Furthermore, when carrying out focus groups, direct questions were avoided in order not 

to influence individuals’ responses. Hence, while conducting and moderating the focus 

group, moderators avoided asking direct question, instead they lead participants to bring 

about a subject freely (Babin & Zikmund, 2015), and by doing so piggyback can be 

enhanced. Among the key advantages of focus groups, the above-mentioned activity sets 

an important role. Piggyback is a procedure in which “one respondent stimulates thoughts 

among the others” and the more this operation takes place, the more creative insights are 

likely to come into light (Babin & Zikmund, 2015:122). As a result, because of the 

unblocked nature of focus groups, it is possible to gather multiple perspectives and unveil 
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insights of the behaviors (Krueger et al., 2014).  However, due to the previously 

mentioned characteristics of focus groups, results are not meant to be generalized. 

Consequently, the results of our research cannot serve as a reflector for the whole Swedish 

millennials population. 

3.8 Data Analysis 

After data being gathered, it needs to be processed and analyzed. During the data 

processing phase, data is edited and coded (Babin & Zikmund, 2015). Data editing is 

the process throughout data is cleaned and uniformed without errors (Van den Broeck et 

al., 2005). Additionally, data coding is the process throughout data is categorized into 

codes and classified to gain a better interpretation of the results (Stuckey, 2015). Firstly, 

the focus group recordings were transcribed. Secondly, the participants’ names were 

substituted with letters in order to assure anonymity of data. Successively, the coding 

activity was carried out by subdividing and “sorting the comments into similar 

categories” (Krueger & Casey, 2014).   

 

Additionally, each of the attendees’ answers was carefully coded and assigned to a 

category. Answers regarding different perceptions were assigned to disparate codes. 

Numerous categories codes were assigned from theories in the framework. Furthermore, 

subcategories of codes were created in order to better understand data’ meaning. 

Moreover, as Krueger & Casey (2014) claim, importance was given to frequency, 

specificity, emotion and extensiveness. In terms of frequency, same weight was given to 

every comment, from the least to the most common. Further, the answers were taken into 

consideration by such powerful insights. Also, when conducting the focus groups, the 

moderators transcribed the emotions not catchable by audio recordings by reporting it 

into an external document. Finally, when analyzing the data, the difference between 

extensiveness and frequency was contemplated. Additionally, the analysis was based on 

the theoretical frame in addition to other researches that are relevant to the research topic. 

This is to back up the authors interpretations and come up with solid findings.  

3.9 Trustworthiness 

In order to guarantee focus group quality, trustworthiness needs to be ensured. 

Trustworthiness is defined as the measure of credibility, transferability, confirmability, 
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reflexivity, and dependability (Korstjens & Moser, 2018). Credibility means the accurate, 

true, trusted findings from the analysis of the research. As for confirmability, is defined 

as the possibility if the study is repeated or done again, the same findings will be 

confirmed by other researchers. Also, the data is objectively analyzed in such a way that 

researchers will find the identical conclusion. Transferability is considered as “the degree 

to which the results of qualitative research can be transferred to other contexts or settings 

with other respondents or can be used by other researchers as a reference to their study” 

(Korstjens & Moser, 2018). Regarding the reflexivity, it represents the neutrality of the 

researcher when conducting the study. This means that the scholar must examine and 

gather data without the interferences of personal consideration or any biases just 

reflecting the findings the way it is. In terms of the dependability, it means that the 

findings are dependable and reliable in case of used by other researchers in relevant 

studies. During the conduction of the focus groups and the analysis of the data, 

trustworthiness was seriously perceived and respected. Focus group transcripts and audio 

recording were kept proving the trustworthiness of data and the transparency of the 

research conduction. 

3.10 Ethical Considerations 

When conducting focus groups, providing a respectful environment to participants 

identities and rights is crucial (Krueger et al., 2014). Thus, beforehand the participants 

“must be informed of the study’s reward and risks, told the study is voluntary and 

confidential, and told they can quit participating at any time” (Krueger & Casey, 

2014:35). Furthermore, ethical considerations have been taken seriously in our research. 

For example, the participants were told about data confidentiality and asked for 

agreement or disagreement. In addition, the attendees were informed that the data 

gathered in the research will be used solely for the scope of the research and that their 

personal identities will be anonymous.  Eventually, the participants were informed 

about the possibility to leave any time if they felt stressed or tired for the sake of not 

getting information from any participant under pressure and respecting the individual. 

3.10 Methodological Limitations 

Due to the fact that the subject of our research is Swedish Millennials, their willingness 

to participate into the focus groups was considered a limitation. As a matter of fact, the 
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participants recruitment was particularly hard due to the fact that the authors are 

international students, and the majority of their connections are sourced from the 

international community that they live among in Sweden. Some of the participants were 

recruited through snowball sampling, since it was considered as an easy solution to 

gather more Swedish people to participate in the research. However, some of the invitee 

refused to participate into the focus groups due to the fact that they did not know the 

moderators. Thus, most participants were recruited from the Jönköping International 

Business School and the Jönköping faculty of engineering. Finally, time constraints 

were considered a limitation since the research was conducted with a time-frame of four 

months. 
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4.     Findings and Analysis 

____________________________________________________________________________________ 

  

The presentation of the findings and analysis are drafted in a chronological order by 

starting with a broad understanding of healthy lifestyle and personal healthy lifestyle. 

Further, motivations and barriers to healthy lifestyle are discussed. Successively, the 

topic shifts to dietary preferences and information about healthy lifestyle reaching to 

functional food. In this context, usage and consideration of functional food are 

examined. Finally, the attitude of participant’s towards functional food is evaluated. 

______________________________________________________________________ 

4.1 Healthy Lifestyle 

The first set of questions were addressed to the participants regarding the healthy 

lifestyle. Initially, the respondents were asked to describe their perception of healthy 

lifestyle as will now be shown. 

“[...] I agree like working out like twice three times a week. Walk like every day just to 

get some exercise and eat healthy. Get enough sleep” P.23 

“I would say so, there are three pillars: eat, sleep and training activity. Like eat 

healthy, I think it's really important to get your proper sleep and activity, physical 

activity.” P.6 

When analyzing the responses of the participants about the healthy lifestyle, some 

patterns were visible. Firstly, most of the participants agreed on the working out, eating 

healthy and sleeping properly to be the pillars for conducting a healthy lifestyle. Thus, 

the answers reflected the model developed by Downes (2008), which defines physical 

activity and dietary habits to be the main component of healthy behaviors. Secondly, 
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participants particularly valued the importance of mental health as well as physical 

activity as follows: 

“Adding to that this is my point of view too, but also taking care of yourself mentally. 

Healthy lifestyle is not just physical exercise or healthy food which is one part to be 

taking care of yourself mentally too.” P.5 

“I would say that a healthy lifestyle is when you do not have to be active just you feel 

good yourself. It could be both physically, mentally. If you are happy that is healthy.” 

P.16 

As evidenced, some participants have more comprehensive perception in the sense that 

they consider the mental health as well to be one of the basics of the healthy lifestyle. In 

previous literature, Melnyk et al. (2006) confirmed the participants’ assumption 

mentioning that the mental health is equally essential to conduct a proper healthy 

lifestyle. Moreover, when the concept of mental healthiness was brought out, some 

participants expressed themselves as follows: 

“[...] I mean, going up at five o'clock on the morning just to run the mile is not what I 

really…. maybe I want to sleep a bit more, have my two cups of coffee in the morning. 

And yes, to feel comfortable. I mean, I the comfortability is the most crucial thing.” P.8 

“I would say that a healthy lifestyle is so individual. It's all about how you feel...but if I 

do other stuff that makes me feel good, then it's still -  I would still see it as a healthy 

lifestyle.” P.9 

As an exception, some of the respondents argued that healthy lifestyle is about 

spontaneous behaviors without considerations to any other factors. Those minority 

attributed the healthy lifestyle to just the feeling of comfortability. According to 

Cockerham (2017), the healthy lifestyles are collective patterns of health-related 

behaviors. According to Cockerham, the health behaviors might be either positive or 

negative, and there are no standard behaviors that can construct a common pattern of a 

healthy lifestyle.     
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Consequently, the common pattern of general healthy lifestyle among almost all of the 

participants can be portrayed as follows: working out, eating healthy, sleeping and 

mental health. These are the reflections of the healthy lifestyle to the majority of the 

Swedish Millennials participants who took part in this research. However, a small 

minority of participants linked the healthy lifestyle to just comfortability in conducting 

any activity in their life even if such activities are unhealthy. In addition, the assumption 

is also confirmed by Cockerham (2017), who mentioned that health lifestyles are 

relative and there is not an overall pattern that can be labeled as healthy activity.  

4.1.1 Personal healthy lifestyle 

Further, participants were asked to describe their personal healthy lifestyle. When the 

authors narrowed down the question, the participants responses were as follows: 

“I still don’t really have one. Like I tried to go to the gym, but it worked out for like a 

few weeks, I had like a really good routine. And then something got in the way and 

screw up my routine. My breaks from the gym will be like years, it will honestly be very 

long. And then I get into like this is for short period where I actually go and then he can 

take more years” P.20  

“I am sort of like a person that goes into certain period. I mean, on the winter season, I 

wouldn't say that as equally healthy as I am in the summer, I often play a bit more golf. 

I exercise a bit more, since the weather is a bit better” P.8 

Majority of respondents expressed the difficulties in carrying out a regular healthy 

lifestyle. Indeed, attendees declared that, due to their busy lives, it is often impossible to 

eat healthy or exercise. Moreover, participants also indicated university’s study and 

work to be the main aspects overshadowing healthy lifestyle. As a matter of fact, they 

declared to often prefer to spend their free time relaxing and entertaining themselves 

with media rather than taking care of their healthy lifestyle. In fact, Millennials are 

nowadays regarded to be the busiest cohort of individuals (Caetano et al., 2019). 

Further, during their stressful moments, their daily routine and healthy lifestyle are 

compromised. Thus, some of the participants admitted to be more active during the 

summer time rather than the winter time. This is due to the weather conditions that 
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encourage them to engage in outdoor summer activities rather than winter activities. 

Furthermore, the participants underlined the importance of routines in their lives. When 

discussing, the attendees very often brought out the significance of habitual activities 

when carrying out a healthy lifestyle. The participants expressed themselves as follows: 

“I think I am also this type of routine person who is trying at least to get eight hours of 

sleep a day. Also, I am trying to vary my food. I am not a good cooking type of guy.” 

P.1 

“I always cook food on Sundays, I am such a routine person. I am like old people. 

Sunday, I always cook food for the entire week. A lot of chicken and salad. I am trying 

to focus on my training. I do a lot of body weight training. [...]” P.2 

Most of the participants agreed on the significance of conducting a healthy systematic 

lifestyle. According to Cockerham (2005) systematic activities are practices or actions 

that are developed over time by repetitions in some certain occasions. Further, previous 

research conducted by Adriaanse et al. (2011) examined the link between the 

implementation of intentions and the healthy diet and found out how those are 

moderately related. Nevertheless, the participants emphasized the problematics around 

systematic activities due to their challenging lifestyle and personal commitments. 

Accordingly, healthy lifestyles are expressed by the participants as a routine in 

performing some sort of activities on a daily basis. 

In conclusion, a common pattern is visible among the participants. Routines are mostly 

favored by attendees to help the conduction of healthy lifestyle. However, since 

following habits is frequently not easy, the participants engage in periodic activities 

such as practicing sports, cooking or going to the gym. For instance, some participants 

declared to practice activities that are more different in summer time than in winter time 

due to the weather conditions and time-management as previously mentioned. 

Therefore, the authors found that the participants’ responses showed that Swedish 

Millennials private life has a systematic and periodic pattern. 

4.1.2 Motivators to healthy lifestyle 
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Successively having discussed the personal lifestyles, the participants were asked to 

answer to questions regarding the drivers and motivations that make them conduct a 

healthy lifestyle. Different motivations to conduct healthy living were collected during 

the focus groups. However, as for previous questions, the results can be categorized, 

and common patterns are evident. The respondents reacted as follows:  

“I want but I am leaving that right now because I'm finding excuses everywhere, is like 

it's about I want to be a better - the best I can be in every aspect.” P.9  

“No, it is self-criticism, you want to feel better and look better and if that has an 

influence by other factors. It is hard to say to a certain extent but mostly it is more 

about self-criticism. To look and feel better” P.3 

“[...] Knowing that you will feel better and be happier and you will be able to study 

more and better that motivates me.” P.13  

“Already at this point now my back is in a bad state, so I do this for the sake of 

protecting myself from diseases. It is very important to stay healthy.” P.1  

When asked about the main drivers to conduct a healthy lifestyle, participants indicated 

self-improvement to be the main motive to go for it. According to model developed by 

Downes (2008), self-improvement as well as reaching the desired outcome are among 

the personal factors that motivate the person to conduct a healthy lifestyle. 

As mentioned, the health threat of being skinny constitutes a driver for some 

participants to train and follow up with a personal trainer. According to the “Common 

Sense Model” adapted by Leventhal & Ian (2012) being skinny is a health threat cue 

that motivates individuals to a copying behavior to improve the current state of health. 

The coping behavior is the decision to practice a sport to improve the physical status. 

Downes (2008), explained that a desired outcome is considered as a driving factor and 

motivation to people to go for healthy activities. Moreover, a few respondents indicated 

and confirmed what was previously mentioned in the “Health Belief Model” adapted by 

Glanz et al. (2008) which linked the perceived seriousness of a condition as a pre-step 
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to the perceived threat. Therefore, it motivates to engage in a healthy promoting 

behavior in order to protect the person’s health on the long run from potential threats. 

Hence, the results were congruent to the previous literature taken into consideration in 

this research. Moreover, some of participants indicated peers and role models to be their 

key drivers to conduct healthy lifestyle. this was reflected as the following: 

“I get motivated from my friends, from my role model Varan: the football player.” P.22 

“I have my personal trainer and from my colleges and mates. Also, my mother. Social 

media as well.” P.26 

“My dad always says the same thing, he said everything will be fine even if you do not 

go to this high school or even if you didn't get a grade. this what makes me get back on 

the road. Imagine and always remember where you will be once you are finished. This 

will motivate you.” P.16 

Once more, Downes (2008) confirmed the significance of role models and social 

support in influencing individuals’ behaviors. Moreover, Downes (2008) underlined 

how counselling provided by those influencers is a motivator to conduct healthy 

behavior such as physical activity or dietary habit. In addition, some participants 

provided different point of views as follows: 

“I’m kind of more motivated by others. Like when I play floorball, I don't want to get 

exhausted before everyone else. So, I don't want to feel like I'm dying when everybody 

else is not. It’s some kind of motivation.” P.5 

“For me one of the most important things, I am a very sociable person, so I need to 

interact with people. Make a reward in yourself for doing something good I had a good 

day.” P.12 

The participants’ responses indicated the relevance of self-efficacy. Self-efficacy is 

described by Glanz et al. (2008), in the health behavior model, as an impacting factor 

leading the person to engage in a healthy activity. Hence, as previously mentioned, the 

participants pointed out to the sense of awkwardness in being less self-efficient than the 
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others when performing a health activity. Many attendees provided similar responses, 

especially those who played sports in teams. In some cases, some participants confessed 

to engage in healthy activities for the purpose of socializing with peers. Those responses 

fall under the umbrella of self-efficacy factors that drive to a healthy behavior in the 

sense that engaging and mingling with people is a reason to have a self-efficacy for 

some participants. Further, attendees who recognized to conduct healthy activities for 

the sake of mingling with people also affirmed to have an extrovert personality. 

According to the “Health Behavior Model” adapted by Glanz et al. (2008), the self-

efficacy factor increases the likelihood of engaging in a healthy promoting behavior. In 

addition, Downes (2008) confirmed that the social support is one of the environmental 

factors that motivate people to perform a healthy lifestyle. 

According to the variety of responses, there is a common pattern of motivations among 

all the participants that includes: self-efficacy, self-improvements, influencers/role 

models, social media, and peers. These are common factors that drive the individuals to 

conduct a healthy lifestyle. Downes (2008), described what previously mentioned in the 

form of personal and environmental motivations that drive people to conduct healthy 

lifestyle activities. 

4.1.3 Barriers to healthy lifestyle 

When participants were asked to describe the barriers that prevent them from 

conducting a healthy lifestyle, the following responses were found as follows: 

“Because I'm lazy. And I feel like I don't have enough time. Since there's a lot in school. 

And, since I sometimes don't feel comfortable in the workout environment of the gym, 

and so on. So, I prefer not to go there.” P.5 

“[...] Maybe it is a sandwich. Maybe a sandwich three times a day is not my ideal 

preference. This is not my idea diet. I think it is easier. When I actually have time or 

make time to prioritize. When I actually spend time on my food not just buying pan pizza 

or taking a sandwich.” P.14 
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“I agree sometimes you want to watch a movie, or you are just lazy. I do not have so 

much to do but if I want to run, I will do that. Sometimes, I do not have time.” P.26 

“I don't know, maybe when it comes up, like more fun things to do, and would be a 

barrier for me. But like when it comes to too much in school, and so on, I think that 

having much things on my schedule actually helps me too. [...] “ P.21 

As a result, social life pressures, time-constraints, self-discipline and laziness are 

considered according to the participants responses in this paper as barriers that refrain 

them from performing a healthy activity. According to Chinn et al. (1999) and Downes 

(2008) both time-constraints and lack of motivation play a vital role as a barrier towards 

conducting a healthy activity. Moreover, the participants are not self-disciplined, and 

this was portrayed when they mentioned that they have no time to perform health 

activities due to their university schedule. In addition, when they have time, sometimes 

they tend to go out with friends and skip an appointment at the gym or so, which means 

that they sometimes miss gym classes due to the influence of their friends. In this case, 

they do have time, but they prefer to go out with friends on the expense of the gym 

appointment. This is also under the umbrella of self-discipline.  

4.2 Dietary preferences 

When the authors shifted the questions to the dietary preferences of the participants. 

The attendees were asked to describe their personal dietary preferences. In other words, 

the food that they prefer to consume on a daily basis. Different and varied answers were 

collected. Participants described their nutrition regime in many ways. Despite having 

different dietary habits, the answers of attendees agreed on the preference for home-

made and varied food. The respondents argued as follows: 

  

“I usually like to make a lot of different food. Because I love to experiment with food 

and so usually it gets kind of healthy” P.18 

“I think it does more than exercising because I enjoy food and trying new food rather 

than going to the gym. I eat Pizza and I love pizza. I eat chips. But it reflects my lifestyle 

that I want to try new things and want to experiment.” P.4 
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“No really preferences. Right now, I cannot say that I have a favorite food. I really 

enjoy eating the food that I make myself. I enjoy eating that food. I found more 

enjoyment and I want to be more creative in the kitchen” P.3 

Therefore, these participants reflected their dietary preference as handmade food or food 

that is cooked at home. Moreover, they like to experiment and try new types of food at 

home. In their own perspective, this is the best healthy type of food. In addition, some 

participants expressed preferences for different dietary regimes as follows: 

“I'm a pescatarian. And so, I eat only fish and vegetables. So, I think it's easy to be 

healthy when you have those kinds of preferences. Because it's quite a healthy lifestyle 

food kind of thing.” P.21 

According to the previous respondent, it is obvious that some participants are 

pescatarians who just prefer to eat fish as the ideal healthy food for them. Another 

participant stated to be vegetarian and added:  

“[...] you want to like just be friendly for animals it's the vegetarian way to go but if you 

want and if you want to limit like what's the word like, toxics that they feed animals to 

make them live longer like... so basically, then you then you go vegan.” P.7 

  

Thus, the previous participant declared that his ideal dietary preference is the vegetarian 

food. Such participant believes that this type of food makes leads to the best healthy 

lifestyle.   

  

“[...] so it does not matter what I eat. I am not getting weight. I eat unhealthy at times 

but it does not reflects my healthy lifestyle but when I eat healthy I have a problem 

gaining weight.” P.18 

  

Even the attendees who believed that they had an unhealthy lifestyle admitted not to eat 

healthy food. According to Cockerhman (2015), even the practices or actions such as 

smoking, dietary regime, alcohol use or exercise are indicators to the lifestyles. This 

means that the varied types of food preferences of the participants are indicators to their 
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healthy lifestyle. Hence, the participants’ dietary preferences do reflect their healthy 

lifestyle. 

4.3 Healthy Lifestyle Information 

 

When the participants were asked about the sources where they get information about 

healthy lifestyle from, their responses were as follows: 

“[...] Just the concept of healthy lifestyle is so integrated into society. And by now you 

just can't escape it but it's everywhere. I first got in contact with it for my family 

because they all are healthy freaks” P.5 

“So, from everywhere, I can't, it's impossible to pinpoint it down to like, one media or 

whatever.” P.10 

  

According to the previous participants, it is unrealistic to pinpoint a single source of 

information for healthy lifestyle due to the availability of information that is widely 

circulated everywhere. However, some participants mentioned specific channels that 

they source most of the time the information from as follows:  

  

“You get it from everywhere. But I think the media is a big part of it, because they set 

the trends, say something, they snap it up. And it goes viral.” P.6   

This participant pointed out to the media as the main source of having information. 

Although information can be found everywhere, the participant indicated the media as 

the specific channel where he prefers in gathering information. 

“Social media, maybe in school a bit, and also from people who know more about it...” 

P.16 

Furthermore, when analyzing the previous participant’s answer, there was a mention for 

a different channel of information, which is the social media. These previous 
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participants stated two different channels, but such channels are for them the source 

where they get information most of the time. 

“I would say social media. We have the same like on tournaments or only on the 

practice they went through, what to eat, and what is good for your body when you train, 

and how much water should you drink to be as healthy as possible” P.13 

Also, the same thing goes for this participant who stated the same answer of having 

information from the social media. 

Based on the respondent’s responses, participants referred to the social media as one of 

the main sources of data for healthy lifestyle. Social media has indeed a strong influence 

over individuals’ behaviors and constitutes a powerful tool that might drive to positive 

or negative consequences on society (Amedie, J. 2015). However, in the case of our 

research, the attendees brought up the social media as the most significant channel of 

sourcing information about healthy lifestyle. Moving to different responses that were 

gathered from other participants, the authors found the following:  

“I have my personal trainer and from my colleges and mates. Also, my mother. Social 

media as well” P.26 

  

The previous participant indicated the personal trainer, who is a professional, as a 

credible and trusted source of information about healthy lifestyle.    

  

“I get motivated from my friends from my role model Varan, the football player.” P.22 

  

Furthermore, the aforementioned participants emphasize the importance of role models, 

especially Varan, as being a strong driver and source of information to him. Therefore, 

the role models drive the public opinion and have a tremendous impact as an influential 

factor on people especially Millennials (Lim et al., 2017). 

  

Many participants underline that they gain information about healthy lifestyle from 

personal trainers or professionals in the media and to consider that information as 
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trustworthy. Moreover, the statement is validated by Stehr & Grundmann (2011) that 

confirmed the importance of the power of expertise as an influential factor upon the 

society as well as the impact of experts in providing information and formulating 

people’s attitudes towards health and physical activity (McClaran., 2003). 

  

Furthermore, all of the participants referred to school classes as common traditional 

source for health-related information and diet structure. Mainly, the responses were 

emphasizing the importance of the “plate model” for daily meals. The plate model was 

the leading and most common answer along with social media and was discussed in 

each and every focus group. Here, some of the attendees’ answers where collected: 

  

“Also, throughout the course that we got in the school about the plate model.” P4  

  

“I think it is interesting because as I was saying where you learn what to eat. I study 

abroad when I was younger never had any of that when I moved to Sweden, we had 

classes teaching how to cook what we should eat what is good to have how to cook 

different ways. what causes bacteria in the kitchen. regular things that they should learn 

as an adult. because I thought it is interesting because when I lived abroad, I never had 

any of that” P.12 

In conclusion, despite the variety of information channels that the participants source 

their knowledge about healthy lifestyle from, a common pattern is still very clear. 

Majority of the participants agreed on social media being a source of information about 

healthy lifestyle. However, it is considered not as a reliable source. Moreover, as 

Swedish citizens, they did take a mandatory school course about healthy eating, it was 

provided at an early age in school for all the Swedish kids in schools. Finally, family 

and professionals or experts are at the same time influential factors that the participants 

resort to when they seek information, as they are considered as more reliable. Downes 

(2008) confirmed the previous statements by saying that role models, social support, 

provider counselling, and health information are environmental factors that motivate 

people to conduct a healthy lifestyle such as physical behavior or dietary habit. 
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4.4 Functional Food Usage 

Following the discussion on dietary preferences, the focus group debates were directed 

towards the topic of functional food. Subsequently the citation of the term, all 

participant declared not to be aware of the existence of the functional food. However, in 

order to facilitate the recognition of the category, an example of functional food was 

shown, particularly popular in the Swedish market - Propud by Njie. A large portion of 

participants recognized the product, some claiming to have also used it. Subsequently, 

the discussion on functional food shifted to a generalization of the category of products, 

in order to let participants understand which types of products fell into that category. 

However, it was not immediately simple for the majority of them to understand the 

concept of functional foods. When the concept of it was finally clear, the participants 

were ready to discuss their attitude and experience towards the functional food. In this 

context, the attendees stated that their consumption of functional food is related to 

various purposes. Nevertheless, the most common purpose for the consumption was 

related to physical and work-out activity. The participants answers were as follows: 

  

“[...] Right now, I don't use them but when I trained a lot, like very much, I ate it almost 

every day. And I drank Kvarg at the same time. And I always eat those protein bars 

after workout. And there's like, I don't know if we've worked, but you felt like yeah, 

eating this know, and it feels good after workout.”  P.06 

  

“I used to use that one out there it gives energy, but I used working night because 

working night is a b***h and you are very tired and hungry” P.02 

  

Previous literature already claimed that among the reasons why consumers choose to 

consume functional food, the effects of the functions on the body and the overall health 

is very important (Urala et al., 2003). In this case, participants related the consumption 

of functional food mostly to performances’ enhancement and physical activity. 

Moreover, Mudgil & Barak (2017) previously underlined the importance of practicing 

sports in the functional food consumption. As Urala et al. (2003) formerly noticed, 

performances’ improvement constitutes the key reasons behind the consumption of 

functional food products and is directly linked to healthiness advantages. Furthermore, 

as pointed out by the authors, the products that are mostly consumed to improve 
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performances mostly lie in the beverage category. However, in the case of our research, 

participants referred to puddings and protein bars as well as functional drinks to be the 

preferred products. 

  

Furthermore, participants with particular conditions affirmed to consume functional 

foods for recovery purposes and expressed as follows: 

  

“I used it for recovery purposes, because I want to add an extra amount of protein 

grams to my daily dose. So, because I want to reach certain amount of grams per body 

kilogram of, like, my weight. But like, Yeah, and that's why I did it. And then like, I 

realized that like, like, a lot of it. “ P.04 

  

As stated by Rein et al. (2013) recovery purposes represent one of the major reasons for 

individual to consume functional food. Thus, functional food consumed for recovery 

purposes is linked to people’ perception of immediate action of the product and the 

effect that those people believe those foods have on the body (Rein et al., 2013). 

However, the study conducted by Rein et al. (2013) mentioned that athletes and 

individuals who conduct sportive activities are constantly a focus and found out how 

functional food eating constitutes a habit for sportspeople. In this specificity, we can 

extend the category of refinement and affirm that it also applies to those who practice 

sports from time to time. Hence, some participants confirmed the use of it even if not 

constantly doing sports in a professional context, as the participant shown below: 

  

“I use it quite often but maybe more when I used to go soccer games but now, I just do it 

when I need more something that will make me less hungry to begin with.  But also, l 

could eat it before working out or after. I think it is really good because it gives you 

what you need, and you feel good and build up muscles.” P.05 

  

“I do. Before or after training, I think. Mainly because often you don't have that much 

time. If you go like from school to gym or something, and then I am like, maybe a 

protein shake or something?” P.08 
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Furthermore, when discussing the performance improvement, Urala et al (2003) 

underlined the importance of products bought for the only purpose of energy boost. 

Hence, the previous participants declared that when practicing sports like, gym or 

soccer, consuming such type of food with health claims drives them to be motivated and 

enhance their energy. 

  

Additionally, the necessity of functional food usage was emphasized by many 

participants due to protein intake. However, many of the participants did not declare 

that they knew the daily protein needs of an adult. Thus, they affirmed to consume the 

products due to the protein boost, but superficially realizing the effective consequences 

on the body. Previous literature confirmed that by mentioning the coo-relation between 

the purpose of improving performance and effectiveness as well as meeting the need for 

"security" (Urala et al., 2003). As pointed out by the participants, the need to consume 

functional food was more related to feel confident with the body. Furthermore, Urala et 

al. (2003) remarked how consumers that strive for body security tend to consume 

fortified products with vitamins, fibers and calcium. However, in this situation, the 

participants mainly referred to the consumption of protein food supplements contained 

in shakes and protein bars. 

  

Moreover, when asked about the reasons to consume those food many attendees, 

especially those who were constantly practicing sports, they stated that they use 

functional food that is enriched with BCAA, proteins and creatine.  In terms of protein 

products, the majority of participants stated that the intake of these products is linked to 

their mission to gain weight or gain muscle mass. Their need to improve their physical 

status is the main motive to consume such food category. Recent literature widely 

specified that the use of functional food is especially linked to the assumption of 

supplements such as BCAA, minerals, proteins (Mudgil & Barak, 2017). In addition, 

(Urala et al., 2003) confirms that the necessity is one of the rewards that drive the 

consumer to have a positive attitude towards consuming functional food. Also, some 

other participant’s responses were as follows: 

  

“Right now, I am currently using BCAA, protein powder and creatine, and what that is 

BCAA I drink with milk, its particles, molecules that go into your muscles, and allow 
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your muscles absorb a higher level of protein from your daily consumptions. And then 

the protein is just extra protein. And what creatine does, is, it also goes it's extracted 

into your muscles. And then what it basically does is makes your muscles absorb more”. 

P.06 

  

As just noted, the consumption of functional food is not merely shrunken to 

performances’ improvement. In fact, the participants stated that they also use functional 

food to better control their life and health. The participants expressed themselves as 

follows: 

  

“Maybe because I am a pescatarian, and I eat a lot of like vegetables, I think it's easy 

like to then sometimes add those kinds of products to your diet. Because I think like for 

breakfast, sometimes I make like smoothies myself where I add Kvarg in it where I have 

protein, something in it, just because I know that it's hard to get all the protein you need 

when you have such a diet. “ P.03 

  

“I felt like my diet wasn't, I mean, good enough. You're not supposed to base you create 

a diet of it. But it was like in addition to it. So that's how I use it. And then I tried to like 

BCAA which I don't find. I don't feel like it's working. So like stop using that are buying 

more of it”. P.09 

  

“Because it feels good. I think so it's, it's, as mentioned previously it’s supplementary, 

you get the extra protein. And yeah, I don't know. I think it's good to for variation as 

well. I'm used to always eating like, oat milk sour cream and cereals at the morning. So, 

I was like okay, change a little bit.” P.06 

  

The participants therefore demonstrated the importance that, in order to have a balanced 

diet, they resorted to the use of functional products as supplements. According to Urala 

et al. (2003) the balance and support of a diet is part of the main purpose of "control 

over life and health". However, not all of the participants were interested into health 

control. Hence, one participant linked the use of functional products to problems of 

laziness. In this case, the participant is referring to the practicality of the products, and 

therefore, as suggested by Urala et al. (2003), to the convenience and ease of use of it. 



 

 74 

Indeed, as indicated by Bech-Larsen et al. (2003) convenience, intended as product 

practicality, remains one of the factors that most influence the consumption of 

functional food worldwide. The attendee’s response follows: 

  

“I used it today. I was too lazy to eat something else, so I brought protein bar. I am a 

user of functional food. [...]” P.02 

Furthermore, some of the participants mentioned that being lazy and have no time is one 

of the drivers to consumer functional food. As defined by Urala et al. (2003) 

convenience is linked to the practicality of the product. Therefore, the product is 

considered as a good compromise due to time constraints and necessity. Often, 

convenience purchases were related to lack of time, especially in the case of functional 

foods containing proteins. The respondents’ answers were collected as the following: 

“I tried some of the products and I think it is like, convenient right? It’s functional as 

you mentioned”. P.06 

“And I can say of course it's better to make your own shake, but it’s like convenient 

(consuming functional foods), you know?” P.17 

In conclusion, although the participants confirmed that their consumption to functional 

food is to achieve different benefits, a dominant trend was noted during the discussions. 

In fact, those who utilize functional food in order to improve their well-being conditions 

(such as those who take protein foods) have the awareness about the benefits of the 

functional food and the impact on their body. As a result, individuals who are less 

interested into healthy lifestyle are also not considering the use of functional food as a 

supplement to meet the nutritional requirements. 

  

4.4.1 Functional Food Breakdown 

  

During the focus group, participants were provided with a detailed description of 

functional food, supported by the definition: "food enriched with different components 

(such as vitamins, minerals or probiotic cultures) or modified in a way that the product 
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provides an additional physiological benefit that might prevent disease and promote 

health” (Morna, 2015). Subsequently, participants were asked to comment on the 

different factors forming functional foods. Concerning the possibility of obtaining food 

enriched with different nutrient components, which can bring physical benefit to a 

person's body and prevent disease, the participants responses were as follows:  

  

“I mean, I think it's interesting in the sense that I feel more inclined to eat natural 

foods, and that. And I honestly, I'm not sure why it's just like, I don't think I've seen need 

for that extra protein or that extra energy. And therefore, I don't see a need to try those 

products.” P.13 

  

“Food that provides benefits beyond basic nutrition is only good, I think. Yeah, because 

if you can get more vitamins and coffee, if you don't want to drink coffee take an energy 

drink instead, even though it's maybe adding some other way. But like energy drinks 

often have the BCAA”. P.10 

  

“I think usually it's cheaper to just for example, combine milk and coffee for yourself 

and feed that applicable for all the other kinds as well. And as I said before, like you 

can't eat healthy and just expect everything to be fine.” P.05 

  

When it comes to food that can bring additional benefits beyond basic nutrition, some 

participants were skeptical. One of the reasons for not consuming functional foods is the 

naturalness of the product. In other words, some of the participants lack the knowledge 

about the food characteristics that is why they do not trust something they have no clue 

about it. 

  

Indeed, according to Lau (2013) functional products are especially consumed among 

those that can be defined as health conscious, which is to be aware of the nourishing 

factors within the products and the body's needs. Participants who we identified as 

health-conscious resulted to be those with the greatest propensity to use functional food 

to prevent diseases or cure them. Respondents declared as follows: 
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“It is good if someone said that I will not get sick and I will be stronger I will go for it” 

P.11 

  

“If I would have this kind of disease, and there would be something that would reduce 

the risk of that like occurring on me. Then obviously, I would make like a conscious 

choice to try that and see how it works […]”. P.14 

  

Once again, participants who shown distrust for these products very often coincide with 

those who do not maintain a healthy lifestyle. The answers were collected as follows: 

  

“I don't know, really there because they haven't had any illnesses. And, but if a doctor 

would recommend it, I would trust the doctor that it works.” P.12 

  

“I haven't really looked into that because I haven't had any serious illnesses. But I think 

like if my doctor would have told me it was recommended for me to eat this kind of 

products, I would have done it. But as you said you, today basically everything is 

unhealthy. I think the only thing you can't get enough is oxygen, so everything if you eat 

too much of it then it is unhealthy for you. “P.13 

  

Furthermore, when it comes to diseases prevention some of the most skeptical 

participants have underlined the importance of doctors addressing them in choices. The 

attendees declared that if a professional in the area or a doctor would suggest it, they 

would probably consider the consumption of it. One more time, respondents declared 

that reliable information was sourced by doctors and not anywhere else, as previous 

researches confirmed (McClaran, 2003). Participants further declared to be influenced 

by also peers such as family and friends. However, on the other hand, majority of 

participants declared not to take into consideration the claims by social media 

influencers endorsing the products. They believe that this is for commercial reasons 

rather than an authentic reason. In addition, some participants reply were as follows: 

  

“I do not trust a guy from Instagram. It depends on who says that. I would like to have a 

bill for the daily nutrition. It will be very nice”. P.07 
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“I would not be like yeah let’s go and eat this. Maybe I will watch people eating this 

before.  I would not go for it directly maybe I will watch people eating that. I am in a 

way skeptical regarding the type of food.” P.02 

  

“I mean, but also, because many of these kinds of products are also market by 

influencers, on Instagram or Facebook or wherever. And they have a great in effect in 

impact on people's perceptions, which in the end will affect the consumers. Although 

there's definitely built those when you see like these kinds of shady products that are 

marketed by influencers, which are less known and have like, a little bit of shady or 

lower trust. I would say I would be, obviously stay away from the product or intend to 

stay away from the product, or something like that.” P.05 

  

Furthermore, the participants were asked to express their feelings about technologically 

modified food. Even in this situation, the differences in positions between those who 

follow a balanced diet being health conscious and those who have an unstable diet are 

confirmed. While the former demonstrated to be in favor of this type of food, the latter 

shown their opposition to it. The contrariety was due to lack of naturalness of food and 

lack of confidence in what is done in the laboratories. Hence, the answers of the 

respondents are provided as follows: 

  

“Like, you get a bit suspicious, and you don't really know what they've done to it. And 

you can't really prove if it's really healthy or not. Because for example, like it tastes like 

chocolate, but at the same time, they want to tell you that itself, it seems like you get a 

conflict in your head, like is it healthy or not?” P.13 

  

“I do not care if they make it in the laboratory or if they grow it in the field. But it is the 

thing that they do not put it there, so they need to make it last longer. And additives for 

sugar something which you do not really know what it is. I do not need I care if they do 

it in the lab or not but if they add things so the additives after that I do not know what it 

is and usually they do not specify clear enough for you what it is and then I do not know 

I am putting in my body.” P.10 
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As previously noticed, the previous participants also expressed their doubts of using 

such kind of food. Furthermore, one sole participant expressed a different view on why 

to consume functional foods that are modified in the laboratory. Here, the answer is 

provided: 

  

“I know, it's not a popular opinion by I'm quite pro genetic modification, because I 

think it can help a lot in the future as we're going towards a rougher climate, and so on. 

So, I don't mind anything genetically modified, as long as it's not proven to be that bad 

for you. [...]” P.01 

  

Even though this opinion was regarded as a singularity, it represented an interesting 

point of view of some of the participants who are positive to consumer functional food. 

  

In conclusion, after the discussion of the concept of functional food, the participants 

claimed to have contrasting opinion. However, even in this case it was possible to 

identify a common pattern. On the one hand, those who are health-conscious and more 

informed about diets and nutritional requirements expressed generally positive feelings 

about functional food. On the other hand, some of the participants are skeptical and 

have negative attitude towards such food category, but the majority of the participants 

were positive towards the functional food.    

  

4.4.2 Issues in Functional Food 

  

Further in the conduction of the focus groups, the participants proactively answered to 

questions, even providing insights that were not specifically asked. Some participants 

raised major concerns about the consumption of functional food products and their 

specificities. The factors of greatest discussion included price concerns, convenience 

and information. As suggested by Kuster-Bolouda et al. (2017) price is one of the 

influential factors of the product that most influences the consumption of functional 

food, preventing consumers from buying the product. Hence, price for functional food is 

considered by individuals as expensive since the products are mostly consumed one 

single time, as the case of protein bars. The respondents argued as follows: 
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“I mean, the thing that I found with these types of products are that they are quite 

expensive. mean it’s not really cheap in some situations.”. P.06 

“You know, the companies they can have a high, high price on the product and a lot of 

money, but I don't really believe in it. And I don't see that. I don’t need any of those 

products. Of course, I drink energy drinks sometimes, but it's more like, because I think 

it tastes good. P.11 

Moreover, participants also widely declared not to understand the reason why the price 

for these products is so high. Furthermore, some of the attendees suggested to eat more 

natural food instead of resorting to functional foods. Thus, they regarded at functional 

foods as shortcut to nutrition as follows: 

  

“I don’t think I have ever bought any of those stuff, but I got the protein bars for free 

here at school. What's the brand? What was it called? Barebells? I think it's pretty 

expensive. And I feel like it's more of a shortcut for people. Like they want to eat sweets, 

but they want to feel like they are healthy at the same time. Why don't eat just vegetables 

instead? Or some eggs or anything. But maybe I'm wrong. But that's like the feel of it. 

But I haven't liked it too much.” P.13 

  

“I think there are some barriers like it's a new product, we don't know much about it. 

And it's usually much more expensive than other products. And then because it's like 

more like chemical the production you can say. You know, how we make salad you it's a 

farmer who grow it out on the field, like you know how it's done. But when it comes to 

those, like more complex products, you don't really know about it. So, it feels like 

barrier, I think.” P.11 

  

According to the previous replies, the participants believe that the product is pricy and 

also it is a new product, so they lack the knowledge about it. Some participants believe 

that the natural food is better than such kind of food, but still other participants as stated 

previously positive and like to consume functional food. 
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Previous literature defined that often individuals tend to correlate the consumption of 

functional food to just the cohorts defined above (Mudgil & Barak, 2017). In this case, 

the theory is reiterated that those who use functional food are mostly individuals with 

fixed routines and regular lifestyles. In terms of the association between functional food 

and health-passionate individuals, the attendees articulated the following: 

  

“I feel like the people talking about healthy lifestyle probably use those kinds of 

products or I kind of associate the two of them in a way. Which is probably why I 

haven't tried them because I don't feel like I have that kind of healthy lifestyle. [...]” P.7 

  

“But I think that it's kind of associated with the hype of the lifestyle. If there were no 

hype, then maybe those kinds of product wouldn't be as successful. So, I think it’s in 

time.  Pretty much like they managed to grow large when the awareness of health has 

also grown large, pretty much. So, I think if you were in that in lifestyle where maybe 

family were more important than being healthy, then maybe something else would have 

been associated with.” P.14 

 

Regarding the information on the market, some participants pointed out that nutritional 

knowledge and information on healthy lifestyles can positively influence the 

consumption of these products. In fact, as suggested by Lucchina (2003), if information 

on general nutrition and daily requirements were more available, individuals could 

consider the consumption of functional foods aimed at achieving this. Therefore, the 

consumption of functional foods would presumably increase. The participants expressed 

themselves on the question as follows: 

  

"Being aware won’t lead for more consumption, as we said it is all about the 

information. Why it is so good if the goal is to have a healthy option. Then the more 

information you have the more likely to buy the products. I think. For me it is always 

interesting to see. To know that this can be more healthy. More information will help at 

least for me.” P.19 

  

“I think it can help. Like, if you're exercising a lot that you want to build muscles, then 

it's good if you know about how much protein you actually need, because I don't think 
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for regular person exactly, regularly, you don't need extra protein, I think but I’m not 

sure but if you like to exercise a lot, then I will be good for if you need how much money 

how much protein you need, because then you can use this like protein shakes protein 

bars to to get that additional protein without these eating like increasing much.” P.07 

  

In conclusion, the responses reflect and confirm the assumptions of Urala et al. (2003), 

strengthening the relationship between functional product and attention to nutrition and 

general well-being. Moreover, some of the interviewees stated that they consider the 

price of the products as a barrier to purchase due to the low perception of value on 

them. Others are satisfied with the price and consume functional food products due to 

their awareness of the benefits of such functional food. Also, when the professionalism 

or influencers promote such food, they consume it. Finally, the awareness of 

information about the healthy lifestyle and the functional food could help to improve the 

perception and therefore to increase the consumption of such food category. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 82 

5. Conclusion 

_____________________________________________________________________ 

To conclude the study, the following chapter reflects the outcome of the research in the 

following order. Firstly, the research questions are answered. Secondly, contributions 

and managerial implications are presented. Subsequently, limitations and future 

research as well as ethical considerations are depicted.  

_____________________________________________________________________ 

5.1 Answer to the Research Questions 

The purpose of the research was to investigate the Swedish Millennials’ habits in the 

context of healthy lifestyle and their attitudes towards Functional Food. In order to 

achieve so, a research was made over the topics of consumer behavior, healthy 

lifestyles, millennials and functional food. In the case of this last one, research was 

made to discover relevant models and theories able to unveil the attitudes of individuals. 

This framework was considered the basis for the focus groups. Further, the data 

collected in the focus groups was analyzed through a combination between literature 

review and the data collected. In the following section, the two main questions of our 

research are answered. 

 

RQ.1: What are the Swedish Millennials perceptions of healthy lifestyle? 

 

 

During the conduction of our research, Swedish Millennials’ affirmed to consider 

healthy lifestyle as a stable combination of healthy eating, sleeping, exercising and 

mental health. All of these factors were considered essential for Swedish Millennials to 

build an ideal lifestyle. Swedish Millennials’ lifestyle is found to be different from 

person to person. Nevertheless, a common pattern is still visible. Swedish Millennials 

declared to prefer routinized lifestyle. Hence, they affirmed that such routines help them 

maintain a healthy lifestyle. In addition, the habits change from period to period 

according to the person’s life schedule and time management. Time management is 

considered as vital for individuals to conduct a healthy lifestyle, and often too difficult 

to control. Moreover, Swedish Millennials habits vary from season to season. Hence, 

during the summer Swedish Millennials declared to have more control of their healthy 
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lifestyle due to the weather conditions. Moreover, Swedish Millennials consider time 

management, social life pressures and laziness as barrier to conduct healthy lifestyle. 

Alternatively, self-improvement, role models and self-efficacy are considered among 

the most influential motivations to start conducting a healthy lifestyle. In conclusion, 

Swedish Millennials prefer having systematic, routinized and periodic habits to 

maintain a healthy lifestyle. 

RQ.2: What are the Swedish Millennials attitudes towards Functional Food? 

The Swedish Millennials attitudes towards functional food are to an extent positive. 

Moreover, the majority of the participants in the research expressed that they are open 

to try and consume functional food products. What was actually found is that some of 

Swedish Millennials are functional food users without even knowing that these products 

relate to functional food. Despite a lot of barriers that could refrain the participants from 

consuming functional food, if the Swedish Millennials are stable financially, they will 

go for consuming functional food freely. Most of such cohort are busy doing many 

things at the same time, and this is why their attitude towards functional food is positive 

due to the shortcut and fast health benefits that such food provides without exerting 

much efforts or wasting more time.  

Furthermore, according to the research findings, the Swedish Millennials’ lifestyle is 

healthy to an extent. So, while extrapolating the participants’ responses, the authors 

found that Swedish Millennial’s positivity towards the functional food was reflected in 

preferring some sort of functional food products such as protein bars. This means that 

the working out which is one of many healthy activities related to the Swedish 

Millennials lifestyle is one of the reasons that help in having a positive attitude towards 

the functional food.    

In addition, small minority who are skeptical to try functional food as a novel product, 

have negative attitudes towards not just the functional food but in general novel 

technological modified food products. They have a negative attitude towards novel 

products with health claims in general, but this is a small minority in comparing to the 

mainstream Swedish Millennials respondents who actually took part on the research.  

 



 

 84 

5.2 Contributions 

The usages of the model developed by Küster-Boluda & Vidal-Capilla (2017) is a 

contribution in itself through examining the research topic from a overarching view. 

The authors investigated the healthy lifestyle in general terms. Successively, the topic 

shifted to functional food as one of the indicators of the healthy lifestyle of the Swedish 

Millennials.    

In addition, according to the knowledge of the authors there was no overarching study 

done in such area before. Most of the studies were just dealing with the topic of 

functional food solely (Landström et al, 2007; Landström et al., 2009; Bech-Larsen & 

Grunert, 2002). Majority of these studies analyzed functional foods from a narrow 

perspective that examines the benefits of it and are not related to the healthy lifestyle.   

Finally, delivering insights and findings about the lifestyle of the Swedish Millennials in 

Sweden and their attitude towards the functional food is considered to be a reference for 

other researches when dealing with relevant healthy domains. 

 

5.2 Managerial Implication 

The research presents insights for marketers and managers who work in the food 

industry especially healthy and functional food. The research has found the Millennials 

cohort expresses precise attention towards the healthy food. Hence, it is recommended 

to managers to take into consideration the big role played by the information when 

constructing advertising campaign on functional food.  

 

The authors advise the marketing managers to consider the importance of building trust 

with consumers by firstly providing details about the product, particularly the 

ingredients and the certificates that the product has received. Secondly, it is crucial to 

indicate that the products are eco-friendly. The products’ label should contain such 

information as a must to guarantee a clear and credible communication with the 

consumers. If the product is healthy and for the good of the consumer, so it should also 

consider the ethical aspect and be for the good of the environment. In other words, there 

is no point in propagating the humans’ health on the expense of the environment. In 

addition, marketers should not lose sight of the fact that the product’s price ought to be 
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justified to the consumers by clearly specifying the healthy benefits of it. In that 

capacity, when crafting the advertising campaigns and setting the sales strategy, the 

previously mentioned points should be considered. 

 

Furthermore, the wise use of the social media is regarded as a strong factor that impacts 

Swedish Millennials. Therefore, the efficient use of it will help in having an effective 

communication with the target group. Additionally, such efficient use of social media 

will not only meet the consumer’s needs but exceed their expectations. Furthermore, the 

authors suggest to the managers to engage marketing campaigns with specialists within 

the area of healthy food for advertising the products. Also, the influencers and the role 

models should be selected carefully according to the level of impact that they have on 

people. Moreover, influencers act as brand ambassadors and drive the public opinion in 

terms of promoting an idea or a concept like the healthy lifestyle or even a product like 

functional food. Therefore, managers should be careful in their selection since they have 

to be congruent to the product. 

In this sense, marketers should even consider the involvement of doctors or dieticians to 

advertise and promote functional food. In doing so, the nutritional information about the 

products has to be specifically communicated.  

 

Moreover, the word of mouth that is referred to it in the research by the participants as 

friends and family should be considered as a double-edged weapon; this reflects that 

there will be a potential threat on the brands’ image in case of not following the 

previous advices. such threat will go viral through the marketing tool of word of mouth. 

Such marketing strategy plays a vital role in selling products and convincing the 

consumers about a certain service or healthy lifestyle.  

 

5.3 Governmental Implications 

On the government level, officials can also consider, while enacting the regulations, the 

disclaimers in the media about the newly emerged products as well as the transparency 

of the innovative products. Furthermore, the public media should consider the research 

findings in terms of announcing about the importance of releasing in the marketplace 

only the healthy products. In addition, based on the participants responses, it is 
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important to emphasize on how strict the penalty of is releasing unhealthy products that 

might cause any potential threats to individuals’ health. According to the research 

findings, most of the participants emphasized on their trust in the Swedish government 

and the official’s statements in every day’s media. As a result, the Swedish government 

should maintain the same trend as well as checking the competition in the marketplace 

regularly to ensure the companies’ commitment to the best practices. 

 

5.4 Limitations  

The research conducted by the authors presents different limitations.   

Firstly, the focus groups were held in English, which limits the respondents to only the 

Swedish Millennials that are able to understand and express themselves in it.  Moreover, 

the research focuses on Functional Foods in broad terms. Therefore, the research findings 

are not based and evaluated on the specificity of a singular product. Furthermore, time-

constraints are considered one of the major limitations in the research since the study was 

conducted within only four months. Hence, the authors were not able to investigate more 

Swedish Millennials.  

 

Additionally, participants were recruited through snowball sample due to the authors 

limited connections in Sweden. Indeed, the authors are international students, so their 

Swedish Millennials’ network of friends are to an extent limited to the classmates. Hence, 

the authors relied on the participant’s social network to refer or recommend friends for 

the research. Thus, there is a possibility for the participants to share the same personality 

traits or preferences. 

 

Finally, the research is written from the perspective of marketers due to the aim of the 

research to provide meaningful insights about Swedish Millennials attitude towards the 

functional food consumption in Sweden.    

 

5.5 Future Research 

The research study was conducted to unveil Swedish Millennials attitude towards 

functional food. Hence, a qualitative methodology is used. Future researches within the 

area can run studies on a different cohort such as Generation Z. Moreover, if researchers 

want to generalize the findings on a broader scale, they might run a quantitative study 
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investigating the relationship between the consumption and the lifestyle. In addition, there 

is a room for future research using the same topic but different geographical areas. As an 

example, the same research might run in different countries such as United States of 

America or elsewhere.  

 

Moreover, the research structure is based on the combined model adapted by Küster-

Boluda & Vidal-Capilla (2017) covering the healthy lifestyle and functional food. 

Therefore, future research could consider adopting another theory for the study as well as 

different type of healthy food like organic food which has a potential to be researched. 

Additionally, this research is conducted from marketer’s perspective which gives the 

possibility of dealing with the topic from a different perspective.  

 

Furthermore, the researched topic has a potential to be investigated in Swedish language 

in the future. Also, conducting a research with the target group using their native language 

gives to an extent deeper insight than dealing with a foreign language. Moreover, when 

the participants express themselves in their own native language, especially in qualitative 

studies, the findings can be richer and more valuable.      
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Appendix A: Focus Group Guideline 

1. Introduction  

1.1.  Introduce yourself. 

2. Healthy Lifestyle  

2.1. How do you define a healthy lifestyle in your own point of view?  

2.2. Describe for us your personal healthy lifestyle.  

2.3. To what extent do you feel that your lifestyle can be labeled as healthy? 

2.4. Is it important to you to conduct a healthy lifestyle? 

2.5. What are your motivations to start your healthy activities and what are the 

things that prevent you from starting it?  

3. Dietary Preferences 

3.1.  Do your dietary preferences follow your healthy lifestyle? 

3.2. What are your dietary preferences intended as the food that you consume?  

3.3. What do you consider to be healthy food? 

3.4. Where do you learn about a healthy lifestyle and healthy food?  

4. Functional Food 

4.1.  What do you know about functional food? Are you familiar with it?  

- In case they don’t know what “functional food” is a definition is provided: 

“foods are those that include a variety of relevant components to improve 

health status or reduce the risk, non-prevention, of the disease. Those foods 

also must bring benefits beyond those of basic nutrition” (Kurstel-Bouda, 

2017). Moreover, in order to make it easier for participants to understand it, 

a physical example of it is provided by showing Propud by Njie. 

4.2.  Do you use it? 

- If not, why? 

- If yes, when? And why? 

4.3. What do you know about functional food? Are you familiar with it? 

- If not, why? 

- If yes, when and why? 

4.4. Since the functional food is technologically modified, does that impact you in 

any sense? 

- If yes, why are you sensitive about that? 

- If not, why it doesn’t impact you? 
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4.5.  What do you think about the fact that some product’s effects have been 

certified by authorities? 

4.6. How do you feel about food that improves health status or reduce the risk of 

diseases? 

4.7. How do you feel about food that can provide benefits beyond basic nutrition? 

4.8. How do you feel about food that can provide benefits beyond basic nutrition? 

4.9. How do you feel about functional food products in general? 

4.10. In your opinion, do you believe that there is enough awareness and information 

about functional food in the Swedish market? 

- If yes, what do you see? Why? 

- If not, what can be improved? And why? 

4.11. In your opinion, to what extent does the lack of information about healthy 

lifestyle impacts people’s understanding of functional food? 

- If it impacts, why? 

- If it doesn’t impact, why? 

4.12. In case they consume functional food: Do you think that information about a 

healthy lifestyle, and nutritional requirements, can also help the consumption 

of functional food? 

Thank you for your time!  
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Appendix B: Codebook 

 

Code Label Code Description Anchor Example 

A1 Eating 

Codes that 

relate to healthy 

eating and food 

care 

“I am trying to stay healthy. I 

try to eat good breakfast, every 

day, get my protein, always 250 

grams of 5 liters of milk of try 

everyday get my protein, lunch 

[...]” 

A2 
Physical 

Activity 

Codes that 

indicate 

working out, 

walking, 

running and any 

related body 

movement 

activity 

“For me it is being active and 

playing different sports. Now as 

well Working out a lot. I do that 

because it gives me a lot of 

energy. It helps me to relax if I 

feel stressed. It is a way for me 

to just forget about things for a 

while and just just let my body 

move in a way. [...]” 

A3 
Mental 

Health 

Codes that 

relate to mental 

condition and 

social life. 

“[...] I think it's important to 

have mental health too - to 

enjoy what you're doing and 

you feel happy about yourself, 

like if you don't want to go to 

the gym, then don't go to the 

gym. “ 

A4 
Comforta

bility 

Codes that 

relate to 

consider healthy 

lifestyle what 

makes someone 

happy 

“I mean, going up I mean at 

five o'clock on the morning just 

to run the mile is not what I 

really, I mean, I maybe want to 

sleep a bit more have my two 

cups of coffee in the morning. 

And yes, to feel comfortable. I 

mean, I the comfortability is the 

most crucial thing.” 
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A5 
Sleep 

Balance 

Codes that are 

related to sleep 

schedule 

“When I feel that I am that I'm 

balanced, and I have made like, 

certain choices regarding my 

lifestyle and what goal I want to 

up. And so, for example, like I 

want to sleep a certain amount 

of hours, but I have to get up at 

one point.” 

A6 Periodic 

Codes that are 

related to 

inconstancy and 

fragmentation 

of lifestyle 

“I am sort of like a person that 

goes into certain period, just as 

Oskar mentioned. I mean, on 

the winter season, I wouldn't 

say that as equally healthy as I 

am I mean, in the summer, 

because in the summer, I often 

play a bit more golf. I exercise 

a bit more, since the weather is 

a bit better.” 

A7 

 

 

 

 

 

 

 

 

 

Routine 

Codes that are 

related to 

routinized daily 

or weekly 

activities 

“I wake up 5:30 AM every day 

in the morning, then I start 

working out for 1 hour or 

something then I have a 

breakfast. I always eat 7 eggs, 1 

part of porch. So I do this every 

day. [...]” 

B1 

Self- 

Improve

ment 

Codes that 

relate to the 

willingness to 

improve 

themselves 

“I want but as I'm leaving that 

right now, because I'm finding 

excuses everywhere, is like it's 

about I want to be a better - the 

best I can be in every aspect. 

[...]” 
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B2 
Social 

Pressure 

Codes that 

imply the 

influence of 

peers, family 

and society as 

well as Social 

Media 

“I think it is like seeing 

everyone else doing it mostly. 

And also, like you are taught 

pretty early on that you should 

have like, you should eat that, 

like you should work out You 

should eat right? And so, like I 

think those kinds of values are 

in the back of your mind all the 

time, too. [...]” 

B3 
Self-

Efficacy 

Codes that are 

related to the 

respondent’s 

ability to 

perform a 

special tasks 

“I’m kind of more motivated by 

others. Like when I when I play 

floorball, I don't want to get 

exhausted before everyone else. 

So, I don't want to feel like I'm 

dying whenever what else is 

not. Some it’s some kind of 

motivation.” 

B4 
Physical 

conditions 

Codes that 

relate to 

engaging in 

healthy 

activities for the 

sake of 

recovering from 

illnesses or 

avoiding them 

“Pretty much what motivates 

me to, maintain a healthy 

lifestyle is, well, I have in my 

family history, we have, like, 

I've lost two of my 

grandparents, from cancer. 

[...]” 

B5 Idleness 

Codes that 

indicate laziness 

and boredom in 

healthy 

behaviour 

“[...] I would say I have too 

much time, but it's it's like I'm 

not stimulated at all, on what 

I'm what I'm taking work on, on 

my like occupations that I have. 

[...]” 
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B7 Time 

Codes that 

indicate the 

time constraints 

and time 

allocation as the 

major barrier 

for individuals 

“[...] But when it comes close to 

exam period, me and my 

friends, we just, like focus on 

studying all the time, we just 

cram all day long. And then I 

don't even go to the gym.” 

 

B6 
Self-

discipline 

Codes that 

indicate doing 

things to 

improve 

yourself without 

nobody telling 

you to do it 

“My own prioritizing. If I am 

having a rough day at school. 

Then I have to read something 

when I go home  and have an 

assignment and I push 

everything forward and do not 

sleep and do not eat. all of these 

things I prioritize and having  

no time or watching a movie. 

[...]“ 

C1 
Experime

nt 

Codes that 

imply variation 

in food for the 

sake of 

experiencing 

new meals as 

well as home-

made meals 

“I usually like to make a lot of 

different food. Because I like 

love to experiment with food 

and so usually get kind of 

healthy. [...]” 

C2 
Alternativ

e Lifestyle 

Codes that refer 

to individuals 

that identify as 

vegan, 

vegetarian and 

peschitarian 

“I'm a peschitarian. Which 

means with my diet is only fish 

and vegetables so yeah, as I 

said my meal meals usually 

consists of yeah just it would be 

like fish rice and some 

vegetables on the side [...]” 
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C3 Balance 

Codes that 

indicate 

balanced 

variation in 

meals for the 

sake of having a 

varied diet 

“I think healthy food is where 

you can when you eat fair, 

right? And you have you have 

your pasta you have your 

protein, you have your 

vegetables, you have your 

carbohydrates. [...]” 

C4 Media 

Codes that 

indicate media 

and social 

media to be the 

main source of 

diet information 

“You get it from everywhere. 

But I think the media is a big 

part of it, because they set the 

trends, something, say 

something, they snap it up. And 

it goes viral.” 

C5 
Profession

ist 

Codes related to 

professionists, 

personal 

trainers, experts 

in the field 

“[...] So, I get my inspiration 

regarding gaining health food, 

good food, from professionals 

within the industry. I don't 

believe in that much about a 

certain journalist that is writing 

often that is not a reliable 

source, in my opinion.  experts 

that have actually something 

that they sort of, develop 

experience, whether they have 

their own identity regarding 

this and that, that's what means 

a lot of me.” 

C6 Education 

Codes that 

relate to a 

school classes 

and 

“[...] Just for to kind of promote 

for the kids in schools like to 

work out. And then I know we 

had like whole math class. They 

taught us about it’s like a plate 

model like what you are going 

to eat in a day. Yeah. What is 

it? Like one third vegetables? 

And one third like, rice or any 

grains and so on?” 
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C7 Society 

Codes that 

relate to the 

presence of 

society in 

providing 

information 

about diet and 

food 

“[...] Just the concept of 

healthy lifestyle is just so 

integrated into society. And by 

now you just can't escape it but 

it's everywhere. I first got in 

contact with it for my family 

because they all are healthy 

freaks” 

D1 

Sport 

performa

nces 

Codes related to 

physical and 

work-out 

activity 

“[...] Right now, I don't use 

them but when I trained a lot, 

like very much, I ate it almost 

every day. And I drank Kvarg at 

the same time. And I always eat 

those protein bars after 

workout. And there's like, I 

don't know if we've worked, but 

you felt like yeah, eating this 

know, and it feels good after 

workout.” 

D2 

Performa

nce 

Improve

ment 

Codes that 

indicate 

performances 

achievement. 

“I used to use that one out there 

it gives energy, but I used 

working night because working 

night is a b***h and you are 

very tired and hungry” 

D3 Recovery 

Codes that 

imply 

consuming 

functional food 

for 

rehabilitation 

“I used it for recovery 

purposes, because I want to add 

an extra amount of protein 

grams to my daily dose. [...]” 

D4 Security 

Codes that 

imply the 

consumption of 

Functional food 

due to easy 

assimilation of 

nutrients factors 

“Right now, I am currently 

using BCAA, protein powder 

and creatine, and what that is, 

is BCAA I drink with milk, it's 

particles, molecules that go into 

your muscles, and allow your 

muscles absorb a higher level of 

protein from your daily 

consumptions. And then the 

protein is just extra protein. 

And what creatine does, is, it 

also goes it's extracted into 

your muscles. And then what it 

basically does is makes your 

muscles absorb more” 
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D5 Balance 

Codes that refer 

to the the usage 

of functional 

food as 

supplements for 

the diet 

“[...] I felt like my diet wasn't, I 

mean, good enough. You're not 

supposed to base you create a 

diet of it. But it was like in 

addition to it. So that's how I 

use it. And then I tried to like 

BCAA which I don't find. [...]” 

D6 
Convenie

nce 

Codes that 

imply the use of 

functional in 

case of laziness 

or other barriers 

from eating 

healthy 

“I used it today. I was too lazy 

to eat something else, so I 

brought protein bar. I am a user 

of functional food. [...]” 

D7 
Redundan

cy 

Codes that refer 

to the usage of 

food that 

contain benefits 

beyond basic 

nutrition 

“I mean, I think it's interesting 

in the sense that I feel more 

inclined to eat natural foods, 

and that. And I honestly, I'm not 

sure why it's just like, I don't 

think I've seen need for that 

extra protein or that extra 

energy. And therefore, I don't 

see a need to try those 

products.” 

D8 
Skepticis

m 

Codes related to 

suspectful 

feeling towards 

functional food 

products and 

their ingredients 

as well as 

functionality 

“I would not be like yeah let’s 

go and eat this. Maybe I will 

watch people eating this before.  

I would not go for it directly 

maybe I will watch people 

eating that. I am in a way 

skeptical regarding the type of 

food” 

D9 Future 

Codes related to 

the care for the 

world 

environment 

“I think it can help a lot in the 

future as we're going towards a 

rougher climate, and so on. So, 

I don't mind anything 

genetically modified, as long as 

it's not proven to be that bad for 

you. [...]” 

D10 Price 
Codes that 

relate to costs 

“I mean, the thing that I found 

with these types of products are 

that they are quite expensive. 

mean it’s not really cheap in 

some situations.” 
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D11 
Lifestyle 

Hype 

Codes related to 

the association 

of participants 

between 

functional food 

consumption 

and gym-

enthusiastic 

individuals 

“I feel like the people talking 

about healthy lifestyle probably 

use those kinds of products or I 

kind of associate the two of 

them in a way. Which is 

probably why I haven't tried 

them because I don't feel like I 

have that kind of healthy 

lifestyle. [...]” 
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