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Abstract
Purpose:

The purpose of this thesis is to investigate if and how the
presence of Fairtrade promotion can change the attitude
towards the stores, ICA and Lidl.

Background:

People‟s attitude towards the brand Fairtrade is predominantly
positive and by providing these socially beneficial products,
stores wish to strengthen their brand image by communicating
their social responsibility through the message of Fairtrade.
Previous research has shown that the socially responsible
actions of a company can result in an enhanced brand attitude,
but also in some cases, the actions taken have had a diminished
effect on the attitude towards a brand. It is therefore of interest
to research which stores that can gain from Fairtrade
promotions in terms of an improved attitude towards the
brand.

Method:

To answer the purpose, a mixed method sequential explanatory
design was applied, by collecting quantitative data from an
experiment, and qualitative data from a follow-up interview.
The emphasis was put on the quantitative phase, where four
different experimental groups were manipulated with different
internet advertisement; ICA and Lidl, with the presence and
absence of Fairtrade promotion.

Conclusion:

The outcome of the study signified that the attitude towards
Lidl was somewhat negative with the absence of Fairtrade and
declined with the presence of Fairtrade promotion while the
attitude towards ICA did not change regardless of promotion.
The results indicate that Fairtrade can not be successfully used
as a system of changing brand attitude of a store, if customers
do not consider it to be congruent with the initial brand image.
It is supported that consistency is the key to success for a
brand to be believable and enhance the brand attitude.
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Sammanfattning
Syfte:

Syftet med uppsatsen är att undersöka om och hur
Rättvisemärkt reklam kan ändra attityden till butikerna ICA
och Lidl.

Bakgrund:

Den generella uppfattningen om Rättvisemärkt är positiv, både
i bemärkelse som produktsortiment och som varumärke. Den
positiva attityden till Rättvisemärkt vill andra varumärken
kunna dra nytta av, främst genom att förbättra kunders
attityder till dem. Tidigare forskning har visat att socialt
ansvarstagande från ett företags sida bidrar till en förbättrad
attityd till företagets varumärke. Dock har även den här typen
av ansvarstagande i vissa fall orsakat en försämrad attityd till
företagets varumärke.

Metod:

För att besvara syftet har en blandad sekventiell förklarande
design använts; dels genom insamlande av kvantitativ
information från ett experiment, och dels av kvalitativ
information från uppföljande intervjuer. Tonvikten har
centrerats kring den kvantitativa delen, där fyra
experimentgrupper
blev
manipulerade
med
olika
internetbaserade annonser; ICA och Lidl, med och utan
Rättvisemärkt reklam.

Slutsats:

Resultatet av studien visade att attityden till Lidl generellt sett
var något negativ och blev än mer negativ med Rättvisemärkt
reklam. Attityden till ICA var övervägande positiv och
förändrades inte betydande med Rättvisemärkt reklam.
Slutsatsen är att Rättvisemärkt till viss mån kan användas för
att förbättra attityden till ett varumärke, om kunderna anser att
Rättvisemärkt överensstämmer med uppfattningen till
varumärket. Å andra sidan, om uppfattningen till varumärket
inte överensstämmer med Rättvisemärkt, blir resultatet att man
tycker sämre om varumärket. Att vara konsekvent visar sig vara
nyckeln till framgång för att butikens varumärke ska förbli
trovärdigt och för att vidare förbättra attityden till varumärket.
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Introduction

This chapter introduces the reader to the broader context of the research area along with an overview of the
brands involved in the study. The problem area and research questions will be followed by a formulation of
the purpose. Included in this section are also definitions and a disposition of the thesis that will guide the
readers throughout the thesis.

1.1

Background

Living in the most information intensive era the world has ever faced affects everyone,
from individual to the multinational company. At the same time the competition is
increasing on the world market with new companies entering every day. Increased
competition and information has forced companies to become more active in their brand
communication, specifying who they are, what they do and what they stand for
(Gooderham & Nordhaug, 2003). Media‟s attention has been put on farmers in the
developing world being paid less for their products than the cost associated with producing
them. As a result, customers are becoming more aware of the environmental and ethical
issues relating to production, demanding goods produced in a fair manner (Gooderham &
Nordhaug, 2003). Both trying to enhance brand communication and act socially
responsible in terms of environmental and ethical issues, companies of today seek effective
means to meet the new demand. One way for the company to communicate its concern is
to associate themselves to another brand which already has an established reputation of
being active within the field of social responsibility. A brand used by several grocery stores
in this manner is the Fairtrade brand.
The Fairtrade Labelling Organization (FLO) is a non-profit association working to achieve
greater equality in international trade regarding fair working conditions, ecological
production, and development of society. They also oppose discrimination by reason of sex,
color and religion (Fairtrade Labelling Organization International, 2006). The most
common products within this product range include; coffee, tea, chocolate, bananas, and
roses (Rättvisemärkt, 2009). Results from previous studies suggest that customers are
willing to pay for Fairtrade products and during the past five years Fairtrade Labeling
Organization has experienced a 40 % growth in sales annually (Isaksen, 2008). This pattern
is further supported by ECI (2008), presenting that the number of Fairtrade customers,
persons who bought Fairtrade products during the last six months, have increased from 34
% in December 2002, to 62% in December 2008 (ECI, 2008).
Previous market research, conducted by ECI (2008), also shows that consumers are
familiar with the brand Fairtrade and know what it stands for. The number of customers
familiar with the brand Fairtrade has increased from 38% in December 2002, to 78% in
December 2008 (ECI, 2008). The attitude towards Fairtrade is predominantly positive,
according to a survey from Market Watch, where 87% of the Swedish population has
positive associations when they express what they think Fairtrade stands for (Newsdesk,
2007).
„Swedes far from fair‟
(Malmström, 2008, p.1)

Although Fairtrade in Sweden continuously are reporting a steady growth, they are still
behind the neighbour Denmark. This is a result of the active marketing in Danish stores
compared to Swedish stores (Malmström, 2008). Since one of four customers make
spontaneous purchasing decisions within the store the Danish Fairtrade have taken a
-1 -
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decision to communicate with customers in the store. Emphasis is also put on being visible
in advertisement leaflets (Malmström, 2008) which rarely is the case in Sweden. This is
because Danish Fairtrade has a focus on cooperation with stores, while Swedish Fairtrade,
on the contrary, wants to be independent and are not planning to start a closer cooperation
with grocery stores (Malmström, 2008). They instead rely on volunteers spreading the
message about Fairtrade (Malmström, 2008).
Since there are no contracts between stores and Fairtrade, the promotion of Fairtrade relies
to a large extent on the interest of the store manager (Palmgren & Wallin, 2002).
Friedman (1970) has stated that social responsibility for companies is all about increasing
its profits. If not the immediate profit, the company can increase the image of the brand
and therefore increase its long term profit. According to Hjelm (2006), at COOP, Fairtrade
products contribute to strengthening the store brand because it communicates to
customers that the company cares about a better world (Barkman & Bucuane, 2006). Other
grocery stores operating in Sweden are also communicating their social responsible values
through Fairtrade (e.g. Lidl, 2009, ICA, 2009).
Previous research within the field of social responsibility has shown that the effect on
social responsible initiatives can have diverse effect on the evaluations of a brand. Sankar
and Bhattcharya (2001) have shown that all consumers react negatively to negative social
responsible information such as poor labor working conditions while only those consumers
highly supporting social responsible issues react positively on positive social responsible
information. Their results therefore, emphasize the importance of similar values between
the company and the consumers for the social responsible actions to be effective in
generating positive evaluations of the company. If the consumers believe that the social
responsible actions are made on the expense of the company's ability to produce and
deliver its products or services, the social responsible information will instead hurt the
consumer's evaluations of the brand. Brown & Dacin (1997) have showed a positive
relationship between a company's socially responsible actions and consumers' attitudes
toward that company and its products.
The positive relationship that occur is here seen as expected for the company, since it
would not be of any interest for it to care about social responsibility if it does not affect
them in a positive way. Subsequently, since the intention of stores offering Fairtrade
products is to increase their image through showing their concern about fair working
conditions, it is of interest to research which stores that gain in terms of improved attitude
towards the brand. The authors have chosen to perform the study on two grocery stores
operating on the Swedish market; ICA and Lidl. These two stores are chosen since they
differ in terms of price strategy and therefore enable comparison of the suitability of
Fairtrade in different stores.

1.2

ICA - A Company Overview

ICA is a well established company that was founded 1917 in Västerås, Sweden, and is today
a joint venture 40 % owned by Hakon Invest AB and 60 % by Royal Ahold N.V. of the
Netherlands (ICA, 2009). They have developed into one of the Nordic region‟s leading
retail companies and have 50% of the market share in Sweden (Lindvall, 2007) with 2230
stores (ICA, 2009). Today ICA operates in Sweden, Norway, and since 1997 in the Baltic
States (ICA, 2009). ICA‟s strategy is to be “a far-sighted, dynamic company with solid
finances and a commitment to the environment and social issues” (ICA, 2009).
Furthermore, they have a corporate responsibility that contribute to a sustainable society by
minimizing the impact on environment, and is taking responsibility for the conditions
-2 -
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under which its own products are produced and is also continuously improving the
working environment for their employees (ICA, 2009). The marketing strategy of ICA is to
build a brand that is associated with high quality, service, being environmentally friendly
and ethical. ICA provides a large variety of products, among those Fairtrade products since
1997.

1.3

Lidl - A Company Overview

Lidl was founded in 1930 by Lidl and Schwarz in the south of Germany and has over time
developed into one of the most successful food businesses within retail in Europe (Lidl,
2009). In 1990 they started to expand internationally and 2003 they reached Sweden where
they today have 150 stores (Lidl, 2009) with 3.2% of the market share
(Dagligvaruleverantörers Förbund, 2009). Lidl‟s strategy is built around the idea of hard
discount and simplicity, to offer customers about 1200 products with high quality to the
lowest price. Lidl adjust their product range to the country where they operate. 80% are
standardized products all over Europe and 20 % of their products are in Sweden
customized to the Swedish market. Lidl is continuously working to improve within the field
of environment, sustainable development, and healthy food. Lidl supports, with its
Fairtrade certified products, fair trade and contributes to better working and living
conditions for producers in developing countries (Lidl, 2009). Lidl was the first food chain
in Sweden with a separate own name on their Fairtrade products, called Fair Globe, which
was launched in 2007.

1.4

Problem Area

As stated above, there are an increasing number of stores providing Fairtrade products.
The interest for Fairtrade products is growing in Sweden, but compared to other welfare
countries in Europe, Sweden is still behind. There is an opportunity to increase sales of
Fairtrade products if the stores in Sweden follow Denmark and start to promote through
the stores. But if stores would promote these products, it has to be advantageous for them.
Currently, both ICA and Lidl sell Fairtrade products. However, neither ICA nor Lidl
include Fairtrade products in their weekly advertisement leaflet when offering special prices
on certain products. Nevertheless, they both promote Fairtrade on their homepage. This
study, aims to test whether it is advantageous for them to promote these products.
Therefore, the authors are interested in investigating the change in attitude towards the
brands Lidl and ICA, when exposed to the same promotion of Fairtrade products. The
thesis is written to provide stores with an understanding of how the promotion of Fairtrade
products impacts the attitude towards their store brand before they make an effort
promoting them.
Our problem is specified in the following questions:


RQ 1: What are customers‟ attitudes towards the brands ICA, and LIDL, with the presence
and absence of Fairtrade promotion?



RQ 2: Can Fairtrade be successfully promoted as a way of changing brand attitude towards any
type of store?



RQ 3: What can explain the possible diverse change in attitude between the different stores with
the promotion of Fairtrade?

-3 -

Fairtrade - a fair trademark for ICA and Lidl?

1.5

Appelqvist, Harplinger, and Kindqvist

Purpose

The purpose of this thesis is to investigate if and how the presence of Fairtrade promotion
can change the attitude towards ICA and Lidl.

1.6

Perspective

The authors of the thesis intend to conduct the research on Fairtrade promotion, from a
customer-based view to provide grocery stores with valuable knowledge. Existing models
and theory is used as a basis for the hypothesis and is thus tested within this study to
validate or contribute with new insights to the academic world within the field of marketing
and consumer behavior.

1.7

Delimitations

The respondents within the research are limited to citizens within the Jönköping region.
Furthermore, the respondents are currently (April, 2009) studying at Jönköping University
with a Swedish nationality, a monthly income below 15,000 Swedish kronor and with an
age between 18 and 30 years. The stores chosen are ICA and Lidl, representing two
different types of grocery stores in terms of price strategy.

1.8

Definitions

Attitude: From a psychological perspective, as the „favorable or unfavorable evaluations of and
reactions to objects, people, situations, or other aspects of the world‟ (Smith, Nolen-Hoeksema,
Fredrickson, and Loftus, 2003) and from a consumer behavior perspective, „a person‟s
consistently favorable or unfavorable evaluations, feelings, and tendencies toward an object or idea‟
(Armstrong & Kotler, 2007).
Brand Associations: „thoughts about products information which are related to existing brand
knowledge‟. The more deeply the thoughts are, the stronger the associations will be (Keller,
2008, p. 56).
Brand Credibility: „the believability of the product position information.‟ (Erdem, Swait, &
Louviere, 2002).
Brand Feelings: „customers‟ emotional responses and reactions to the brand.‟ (Keller, 2008, p. 68).
Brand Judgments: „customers‟ personal opinions and evaluations of the brand, which consumers form
by putting together all the different brand performance and imaginary associations.‟ (Keller, 1998, p.6768).
Cognitive Consistency: „what the consumer believe is true for an entity which is linked to a brand,
must also be true for the brand itself‟. (Keller, 2008, p. 282).
Cognitive Dissonance: „the unpleasant emotions which occur when a person has several attitudes to
something which do not correlate‟ (NE, 2009). It is also related to when a person‟s attitude and
behavior differs towards the same thing.
Customers: Based on this study, the authors refer to people who purchase at the stores
ICA and Lidl, respectively.
Fairtrade Certification: „is a product certification system designed to allow people to identify products
that meet agreed environmental, labor and developmental standards.‟ (Rättvisemärkt, 2009).
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Social Responsibility: „occurs when a retailer acts in the best interests of society -- as well as itself. The
challenge is to balance corporate citizenship with a fair level of profits.‟ (Pentice Hall, 2009).
Store brand: Based on this study, the authors refer to the brands of the grocery stores;
ICA and Lidl.

1.9

Disposition

The thesis will hereafter be disputed as follows:

Chapter 2: Frame of Reference

Chapter 3: Method

Chapter 4: Emperical Findings

Chapter 5: Analysis

Chapter 6: Conclusion

Chapter 7: Discussion

The next chapter, frame of reference, presents
theories within the field of Brand Attitude,
Attitude towards the Ad, and Cognitive
Consistency. This is followed by a set of
hypotheses.

Here, a description of the procedure of collecting
and analyzing data is given. A subchapter about
how the empirical findings were derived from
SPSS is also included. In the end of the section a
discussion about the reliability, validity and
generalizability of the study is found.
The empirical findings answers the hypothesis by
first presenting the results from the experiment
and then the results received from the qualitative
interviews.

This chapter covers analysis of the hypothesis,
connecting theory and results.

The conclusion answers the research questions in
order to fulfill the purpose.

Finally, critique of the study and method as well
as suggestions for further research is presented.

-5 -

Fairtrade - a fair trademark for ICA and Lidl?

2

Appelqvist, Harplinger, and Kindqvist

Frame of Reference

This chapter presents theories within the field of Brand attitude, Attitude towards the ad, and Cognitive
consistency. Each theory is followed by a set of hypotheses.

“It is the theory that decides what can be observed”
-

2.1

Albert Einstein

Choice of Theory

The theory chapter starts by introducing concepts related to brands in general, including;
brand attitude, brand image, brand associations, and brand attributes. This is provided to
build an understanding to the following section related to brand attitude change. The
emphasis is put on attitude change since the authors aim to examine the differences that
occur in attitudes towards the chosen brands, ICA and Lidl, through implementing
Fairtrade promotion in their advertisements. Given that the advertisement can affect the
brand attitude, a section regarding attitude towards the ad is included in section 2.3. In
order to explain the possible differences in brand attitude change between the different
store brands in more detail, the authors have turned to theories within consumer behavior
and psychology. This section first presents cognitive consistency theories including balance
theory, and cognitive dissonance. This is followed by the Elaboration Likelihood Model
(ELM), explaining the difference in message processing depending on degree of
elaboration. Finally a theory regarding the congruence between a brand´s image and the
customer´s image is presented. These theories are related to changes in attitudes when two
contradictive relations stand side by side. This is simply because the authors want to
connect theory and practice by investigating the specific differences in brand attitude while
promoting Fairtrade.

2.2

Brand

„A brand is a name, term, sign, symbol, or design, or combination of them which is intended to identify the
goods and services of one seller or group of sellers and to differentiate them from those of competitors‟
Kotler, 1991 p. 442
There are many similar definitions of a brand which is commonly associated with the
differentiation and benefits in consumers‟ minds deriving from purchasing brands (Wood,
2000). Brown (1992) uses a broad definition by referring a brand as „nothing more or less
than the sum of all the mental connections people have around it. A brand is further
described as the image in the consumer‟s minds (Keller, 1993), a brand personality (Aaker,
1996), and brands as added value (Doyle, 1994). The brand is important since it let people
imagine how good or bad a company or product is even though they have not tried it
before (Kam, 2007). People with no experience of a company or product therefore use the
brand as a basis for their decisions and a brand can therefore either break or make a
company.
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Brand Credibility

Brand credibility is defined as the believability of the product position information (Erdem,
Swait, & Louviere, 2002). The brand credibility represents the collective effect of the
credibility of all marketing accomplishments taken by the firm (Kapferer, 1997). Erdem et
al. (2002) found that if any area in the marketing of a brand is not in harmony, there will be
a loss in consistency and as a result a loss of brand credibility. This will be further discussed
in section 2.3.
2.2.2

Brand Image

Brand image is the perceptions about a brand reflected by associations that customers
connect to a brand name, held in consumer‟s memory (Aaker & Biel, 1993). These
associations can be attributes, benefits and attitudes towards a brand. Brand attributes are ,
according to Keller (1993), characteristics or attributes symbolizing the brand. These
characteristics are product related or non-product related such as price, appearance, and
what type of person that uses the brand (Keller, 1993). The brand image is the real image
the consumer has about a brand and is not the same as the brand identity which is the
image the company wants to communicate (Keller, 1993). The brand image is a construct
of the overall evaluations of a brand, hence, attitude towards a brand, discussed later in this
chapter. According to the consistency theory, discussed later in more detail, brand image
incongruity should generally be avoided. Brand image incongruity is defined as a
discrepancy between a piece of communication about the brand and the brand image
already established by the consumers (Sjödin & Törn, 2006). The effect of an incongruent
ad to the existing brand associations can make people question the ad, hence the ad lose its
credibility which is further discussed in section 2.3. (Lange & Dahlen, 2003).
2.2.3

Brand Attitude

The definition of brand attitude, is according to Keller (1993), the consumers overall, stable
evaluations of the brand. The brand attitude is developed on brand awareness, brand
associations, and brand values (Franzen, 1999). The brand attitude a person holds
represents the evaluation of the entity of all experiences the person has of the brand (Ajzen
& Fishbein). Attitudes are seen as relatively stable, changing slowly, although advertisers
often try to change the brand attitude by sending out persuasive messages (Franzen, 1999).
Consumer behavior states that attitudes are learned as a result from exposure to an object
or of information about the object and that they are consistent with the behavior it reflects
(Schiffman & Kanuk, 2007). Important to emphasize is that attitudes and behavior are not
synonymous, in a single day most people do several actions which are not consistent with
their attitudes, but in many cases behavior reflects attitudes and the measurement of
attitudes therefore becomes a powerful tool in making estimates about the future (Smith,
Nolen-Hoeksema, Fredrickson, & Loftus, 2003). This means that being an ICA customer
does not necessarily mean that the person has a positive attitude towards the store brand.

2.3

Brand Attitude Change

Attitude change is of relevance in order to analyze why respondents change their attitude
towards a brand when exposed to the advertisement. This section is used as a framework
to build an understanding of why some brands experience a larger attitude change than
other brands when exposed to Fairtrade promotion. To see if a message will change
attitudes, a researcher can evaluate attitudes before or after exposure or collect parallel
attitude assessments for a group not exposed to the message (O´Keefe, 2002). In order to
understand what lies behind the attitude change, the authors have turned to theories within
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psychology. To illustrate the mechanisms behind the attitude change, the authors have
constructed a model, shown below (figure 1). This model explains that the brand attitude
of the store brand when promoting Fairtrade depends on; level of brand familiarity, the
existing brand image consumers possess, consistency, the correspondence of self-image
and Fairtrade, as well as the brand believability. The brand attitude change is further
affected by the attitude towards the advertisement. All parts of the model will henceforth
be explained in more detail.

Figure 1. The authors model of the attitude towards the brand with Fairtrade promotion.

2.3.1

Cognitive Consistency

General marketing theories discuss the 4C‟s including credibility, clarity, commitment, and
consistency as a key for successful positioning within marketing. Today, researchers and
brand managers challenge the four C‟s and, in contrast to the marketing consistency theory,
brand managers run campaigns that counteract the established image of their brand (Sjödin
& Törn, 2006). This sometimes aims to make recipients react and change the image of the
brand promoted.
Within the field of social and cognitive psychology, cognitive consistency expresses the
need for a person to make sense of the world and that people in that process find a clear
linkage between previous thoughts and new knowledge (Taylor, Peplau, & Sears, 2003).
Simply put, people try to maximize their internal psychological consistency of their
cognitions such as beliefs or attitudes (O‟Keefe, 2002). This means that cognitive
inconsistency is uncomfortable and people therefore strive to minimize that inconsistency
(Taylor, Peplau, & Sears, 2003).
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Balance Theory

The theory of balance, presented by Heider, was the first theory on cognitive consistency.
The importance of the theory lies in the assumption that people tend to change imbalanced
combinations towards balanced ones (Cartwright, & Harary, 1956). This is of relevance to
this study in order to explain why the brand attitude of the store might change when
Fairtrade is promoted by the store. How the change occurs is different from person to
person, though in general, balance theory argues that people act under a “least effort”
principle, changing or distorting the relation viewed as the easiest route out of the
unbalanced attitudes (Taylor et al., 2003).
The theory is exemplified through the presence of three assessments where: P=person, O=
other person, and X=attitude object. All relations between the three components are
looked at from P‟s perspective. In this thesis O is referred to as the store and X symbolizes
Fairtrade. The appropriate usage of O as another object instead of other person will be
discussed later in this section.
The relationships discussed here is:
1) P‟s assessment of O
2) P‟s assessment of X
3) O‟s assessment of X

: negative attitude
: positive attitude

In a situation of all positive assessments or two negatives the outcome will be balanced, i.e.
where a person agrees with a liked person or disagrees with a disliked person (Hummon &
Doreian, 2003). With the purpose of this study in mind, the theory explains that, if a
person has a positive attitude towards a store and a negative attitude towards Fairtrade
given that these two are promoted simultaneously, one has to change the attitude towards
the store or towards Fairtrade. The person can also apply the cognitive solution by
distorting the relationship between Fairtrade and the store, in order to remain the balance.
X

O

X

O

X

P
X

P

O X

P

O X

P
O X

P

O

Four triad situations
of balance.

P
O X

P

O

Four triad situations
of imbalance.

P

Figure 2. Balance theory model.
The figure shows balance applied with normal arrows and imbalance applied with dotted arrows.
Source: Hummon, &Doreian, 2003

Research has found two types of distortional affects in relation to decision making: predecisional and post-decisional distortion. Post-decision distortion is well established in the
field of consumer behavior in connection to post-purchase dissonance i.e. when an already
bought product does not hold the product standards expected, or another product is
shown to be better. In the case of pre-decision distortion it is rather the case of
restructuring information prior to choice (Russo, Medvec, & Meloy, 1996). Regardless of
whether pre- or post-decision distortion, the function of the cognitive activity can have
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multiple functions. As with attitudes, these functions are according to Russo et. al. (1996)
either useful to us (utilitarian), protects our self image (ego-defensive), reflects our values
(value-expressive) or helps us explain the world as we see it (knowledge-function). To the
connection of this thesis, both pre- and post-decision distortion can be active depending
on the direction of change in the triad. In relation to Hypothesis 1B it is expected that
participants will distort/reduce/ignore the information provided regarding the relation
between the store and Fairtrade to be able to keep a balanced triad.
Heider‟s balance theory is most commonly used in research of social relations in groups;
however, the theory has a much wider applicable usage. Susan Fournier (1998) showed
evidence of an intimate relationship between consumers and brands equal to that between
person and person, because the brand can be seen as having its own personality. Woodside
(2004) combined the research of Heider and Fournier, changing ObjectBrand, thus,
validating the usage of Heider‟s theory in the research of relations between consumers and
brands. This is also confirmed with the concept anthropomorphism (Watt, 1997), defining
that relationship between people and objects is working in the same way as with other
people, confirming that this can be applicable in relation to balance theory. This verifies
that O can be a store instead of a second person.
Critique has been put forward to the theory of balance, questioning whether a relationship
between two people always displays as symmetric i.e. that the feelings are always mutual, as
Heider proposes. Since the authors tend to apply the theory of balance according to
Woodside (2004), this critique can be ignored since it will only be the person, and not the
brand, having the feelings.
The following hypothesis assumes a positive attitude towards Fairtrade, based on previous
research, discussed in the background.
Hypothesis 1A:
H1A: It is expected that if the attitude towards the store is negative, the promotion of
Fairtrade by the store will change the brand attitude towards positive.
Hypothesis 1B:
H1B: It is expected that if the attitude towards the store is negative, the promotion of
Fairtrade by the store will cause a distortion of information and neglect the relation
between the store and Fairtrade.
Hypothesis 1C:
H1C: It is expected that if the attitude towards the store is positive, the promotion of
Fairtrade by the store will not cause any change.
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Fairtrade

Lidl/ICA
Change in
Attitude
Towards store

Fairtrade

Lidl/ICA
Person
Company
Promotes
Fairtrade

Fairtrade

Person

Lidl/ICA
Distort
information
between store
and brand

Person
Fairtrade

Lidl/ICA

Fairtrade

Lidl/ICA

Company
Promotes
Fairtrade

Retain Attitude
Towards store

Person

Person

Figure 3. Hypothesis explained in balance triads.

2.3.1.2

Brand Image and Consumer’s Self-image

Graeff (1996) argues that the degree of congruence between a brand‟s image and a
consumer‟s self-image can have effects on consumer‟s brand evaluations, hence brand
attitude. It is also suggested that consumers who have self-images similar to a brand‟s
image are more persuaded by advertisements (Graeff, 1996). This is further researched by
Sankar and Bhattacharaya (2001) who introduces the concept CC-congruence, congruence
between company and customer, which states that consumer‟s evaluation of a company is
affected by the level of perceived self image of the customer and the image of the
company. The relationship holds as a result from the self-enhancing effects of
identification i.e. if the CC-congruence is strong the customer is likely to evaluate the
company in a positive regard. Furthermore, studies by Brown and Dacin (1997) have
verified that the customer‟s evaluation of a company‟s action is largely based on the C-C
congruence.
Hypothesis 2:
H3: If the recipient‟s personal values correspond to the values of Fairtrade then a more
positive attitude towards the brand should follow if the brand promotes Fairtrade.
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Cognitive Dissonance

Festinger‟s cognitive dissonance theory, as all cognitive consistency theories, presumes that
people have a pressure to be consistent. „There is a drive toward cognitive consistency,
meaning that two cognitions-or thoughts- that are inconsistent will produce discomfort,
which will in turn motivate the person to remove the inconsistency and bring the
cognitions to harmony‟ (Smith, Nolen-Hoeksema, Fredrickson, & Loftus 2003, pp.626).
As in balance theory, a stronger pressure towards consistence can be found in the cases
where it is of importance to the self (Aronson, 1968), (Stone & Cooper, 2001). The theory
predicts that in case of inconsistency, people will take the easiest route out, which often is
to change attitudes to conform with the behavior, which in turn relates back to self
justification. The routes people take to conform are several, worth mentioning are
counterattitudinal behavior and insufficient justification.
2.3.1.3.1
Counterattitudinal Behavior
The relevance of this behavior comes into play when belief and how people act is
inconsistent, attitude-discrepant behavior. As previous actions are impossible to change,
the change typically occurs at the attitude level. A relevant example to this study is when
people purchase in a location disliked, which is a possible source of dissonance, which
might lead to a need for justification. Reinforcement theory explains that if an act is taken
continuously, the likelihood of changing attitude towards the store brand increases. Hence,
if I make my grocery shopping at a certain store, I am more likely to have a positive
attitude towards that store, in order to defend my action of purchasing there (Smith et al.,
2003).
2.3.1.3.2
Insufficient Justification
For an attitude to change a person needs to be presented with enough incentive or pressure
for the change to occur. However, at times when people are presented with too much
incentive the pressure will not lead to conformity. The introduction of money in a situation
is a likely factor to rule out attitudinal change. An example of this is: Why do you stay at a
boring job – “for the money”. Thus, in sense of this study, if the negative attitude towards
a low price store remains even if the person purchase there it can be explained by the fact
that saving money is a central issue (Smith et al., 2003).
Hypothesis 3:
H2: It is expected that purchasing at a store will lead to a positive attitude towards that
store.

2.3.2

Elaboration Likelihood - Model

Petty and Cacioppo (1986) developed the Elaboration Likelihood Model (ELM) to explain
the processes underlying attitude change. Unlike other models, it operates on the basis of a
continuum based on the motivation and ability of the person. Motivation is seen as a force,
giving purpose to attitude change or stability, it can be external driving forces such as
rewards, or internal driving forces such as mood. Ability concerns the knowledge base the
person has and whether it is sufficient enough to understand the message. Also, the model
is complex and unlike other models no variables are seen as either or but rather on a
continuous scale (Petty & Cacioppo, 1986).
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The ELM model distinguishes between the central or a systematic route, and the peripheral
route or heuristic route to persuasion (Kruglanski & Thompson, 1999). The central route
to persuasion refers to the fact that change is based on the evaluation of relevant attributes
when people are able to pay attention in a state of high motivation and/or ability, which is
more likely to cause a major attitude change. Changing an attitude that per definition is
relatively stable, over time is difficult and therefore, needs a strong argument to be able to
change (O`Keefe, 2002). The peripheral route, on the contrary, is seen as the easiest route ,
hence, it is a quick response based on low motivation and/or ability and can therefore only
lead to a minor and most likely temporary shift in attitude (Haugwedt, Leavitt, & Schneier,
1993).
Petty and Cacioppo presented the ELM model in 7 postulates, here presented by the
authors through the basic assumptions the postulates assume:
1) People are motivated to hold what they perceive to be correct attitudes
2) Amounts of mental processing will affect the strength of the attitude formed
3) One variable can play multiple roles depending on elaboration level
4) Looking for truth or to achieve an attitude results in different processes
5) Variables can affect either motivation or ability
6) High issue relevance of a message will result in increased likelihood of the central
route
7) Attitude changes through the central route will become stronger and longer lasting

Figure 4. Elaboration likelihood model.
Source: Petty and Cacioppo (1986)

The peripheral route to persuasion involves no evaluation but instead the attitude change is
a result of six heuristics or cues including; reciprocation, consistency (balance theory),
social proof, liking, authority, and scarcity (Baxter, 1988). There can also be background
cues such as music, number of arguments or source quality (Andrews & Shimp, 1990).
During the peripheral route, receivers rely on factors such as the credibility and likability of
the communicator when forming attitudes towards the object. People are, on the other
hand, more likely to take the central route when they have the ability and motivation to do
so, such as; when a message is of personal relevance to them and for people with higher
need for cognition. In contrast, when people do not find the message interesting and due
to the fact that people tend to favor a less effortful processing mode as a result of cognitive
economy, they will take the peripheral route (Zanna, Olsson, & Hermand, 1987). In
relation to the advertisement, along the central route people will look at the strength of
arguments it contains, while along the peripheral route they will rather look at the
packaging or image the advertisement contains (Petty & Cacioppo, 1986).
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Haugwedt, et al. (1993) complemented the theory of ELM with the theory of cognitive
strength of established brands which is relevant to this study since an already liked brand
react differently on a persuasive message. They found that if the respondents have a well
established positive attitude towards the brand, they will not engage with effort in the
elaboration process by evaluating the reasons behind their positive attitude towards the
brand. As a result the presence of a positive attitude will reduce or bias the elaborative
process, which is a reason why attitudes tend to be stable over time. Hence, the person will
experience a minor change in brand attitude if the brand is already liked. This is important
to be able to explain why there is a discrepancy of attitude change between the two stores.
This is also discussed by Machleit & Wilson (1988), in relation to the concept of brand
familiarity. The brand familiarity refers to the degree of prior experience, prior
conceptualizations, of the brand (Machleit & Wilson, 1988). Machleit, Allen and Madden
(1993) have stated that there is a difference between mature and immature brands. This is
explained by a boredom factor that occurs even when the attitude towards the brand gives
positive associations when a brand attitude is already well established (Machleit et.al., 1993).
This is also suggested by Janiszewski (1993) who showed that familiar brands have
advantages over unfamiliar brands since the brand familiarity automatically gives more
favorable associations to the brand.
2.3.3

Congruity Theory

An advertisement is incongruent if it is not consistent with the already established image of
the company and is considered to be unexpected and unsuitable in customers mind.
Recipients are also expected to observe an incongruent advertisement longer than a
congruent one (Percy & Elliot, 2005). The theory is of importance in this study, since it will
explain the direction of attitude change depending on whether customers find the ad
congruent or incongruent. The affect on attitude towards the brand depend on whether the
incongruence is resolved or not. If it is solved, it will lead to positive evaluations of the
brand, and if it is not solved it will not affect the brand (Sjödin & Törn, 2006). The
incongruent communication also depends on the existing brand image, positive or negative
associations that consumers have in their mind about the store brand, whether it is a well
liked brand or a poor liked brand. Tesser (1978) have shown that incongruent
communication for a poorly liked brand can decrease the attitudes toward the brand.
Lee & Mason (1999) also focused on the advantages of incongruent advertising, proving
that advertisements with unexpected and relevant information yielded more favorable
attitudes than ads with expected relevant information. Hence, if the message is unexpected,
this will yield a favorable attitude towards the store when the message is relevant. This
advantage of incongruent advertising is also dependent on level of familiarity. The brand
familiarity is also studied by Lange and Dahlén (2003) who state that ad-brand
incongruency enhances brand attitude for the familiar brand, and unfamiliar brands should
stick to congruent ads.
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The following outcomes of the experiment are dependent on whether the message in the
ad is regarded to be congruent or incongruent.
Hypothesis 4A:
H4A: The change in attitude towards a familiar brand will be smaller after being exposed
to a congruent advertisement.
Hypothesis 4B:
H4B: A familiar brand will experience a positive brand attitude change if the ad is
incongruent.
Hypothesis 4C:
H4C: If a brand is poorly liked, then an incongruent message will decrease the attitude
towards the brand.

2.3.4

Attitude Towards the Ad Model

The relevance of this theory derives from the thought of the attitude towards the ad having
an effect on the attitude towards the brand. Many researchers have stressed the importance
of attitude towards the ad when measuring attitude towards the brand, and this model will
therefore be used in this thesis to test whether this is true in this case. The attitude towards
the ad model described in this section has emerged from the Viewer Response Profile
(VRP), developed by Schlinger (1979). The VRP „gauges affective reactions to
advertisements‟ (Schlinger, 1979, p.37), i.e. measure the effectiveness of advertisements.
The measurement in this context, of attitudes towards the ad, is constructed through a
multidimensional dependent variable used to assess advertising effectiveness in order to
understand the impact of advertising on consumer attitude (MacKenzie, Lutz, & Belch,
1986).
The attitude towards the advertisement is formed by evaluative feelings and judgments
about the ad (McKenzie, et.al., 1986). The feelings about the advertisement are measured
with questions determining respondents‟ negative or positive feelings about the
advertisement. Judgments mentioned in the model as cognition, is on the other hand
measured by asking questions such as whether the advertisement is suitable and believable
(Edell & Burke, 1987). The feelings and judgments are formed as a result of the
advertisement and these, in turn, affect the attitude towards the brand and beliefs about the
brand. In addition, the consumer‟s attitude towards the ad and beliefs about the brand, for
the constructs influencing the person‟s attitude towards the brand (Edell & Burke, 1987).
Previous research in this field has shown that cognition can be seen as a mediator towards
both the advertisement attitude and brand attitude (Mitchell & Olson, 1981 and Wright,
1973). The determination whether exposure to the ad has an effect on brand attitude
(MacKenzie et al., 1986) is used as a basis for later discussion about the brand attitude
change.
Figure 5. Attitude toward the ad
model.
Source: Schiffman & Kanuk
(2007)
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For easier interpretation the authors have chosen to look at the one way causal relationship
between the attitude towards the ad and the attitude towards the brand instead of
measuring the multidimensional independent variable. This is also the relationship which
has received the most attention in the literature (MacKenzie et al., 1986).
Hypothesis 5:
H5: It is expected that the direction of change in attitude towards the ad will follow the
attitude of the brand
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Hypotheses in Relation to Research Questions

The hypothesis is constructed to be able to answer the research questions. Table 1
summaries the hypothesis in relation to research questions.
Research questions

Hypothesis

RQ 1: What are customers‟
attitudes towards the brands ICA,
and LIDL, with the presence and
absence of Fairtrade promotion?
RQ 2: Can Fairtrade be
successfully promoted as a way of
changing brand attitude in any
type of store?

H1A: It is expected that if the attitude
towards the store is negative, the
promotion of Fairtrade by the store
will change the brand attitude towards
positive.
H1B: It is expected that if the attitude
towards the store is negative, the
promotion of Fairtrade by the store
will cause a distortion of information
and neglect the relation between the
store and Fairtrade.
H1C: It is expected that if the attitude
towards the store is positive, the
promotion of Fairtrade by the store
will not cause any change.
H5: It is expected that the direction of
change in attitude towards the ad will
follow the attitude of the brand

RQ 3: What can explain the
possible diverse change in attitude
between the different stores with
the promotion of Fairtrade?

H2: If the recipient‟s personal values
correspond to the values of Fairtrade
then a more positive attitude towards
the brand should follow if the brand
promotes Fairtrade.
H3: It is expected that purchasing at a
store will lead to a positive attitude
towards a store.
H4A: The change in attitude towards
a familiar brand will be smaller after
being exposed to a congruent ad.
H4B: A familiar brand will experience
a positive brand attitude change if the
ad is incongruent.
H4C: If a brand is poorly liked, then
an incongruent message will decrease
the attitude towards the brand.

Table 1. Relationship between research questions and hypothesis.
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Method

This chapter gives a description of the procedure of collecting and analyzing data. A subchapter about how
the empirical findings were derived from SPSS is also included in this section. In the end of the chapter a
discussion about the reliability, validity and generalizability of the study can be found.
"Research methods are the particular strategies researchers use to collect the evidence
necessary for building and testing theories"
- Frey, Botan, Friedman, & Kreps (1991)

3.1
3.1.1

Research Approach
Deductive and Inductive Research

Research can be divided into the deductive approach and the inductive approach. The
deductive method explains why something is happening and is based on making a
hypothesis from theory, testing the hypothesis, examine the outcome and finally, if
necessary, modify the theory based on the findings (Saunders, Lewis, & Thornhill, 2003).
An inductive method is based on a collection of data that hopefully will formulate a new
theory and aims to explain what is happening (Saunders et al., 2003). Since the authors are
using experiments to investigate what is happening with the attitude towards the store
when promoting Fairtrade products along with existing theories and models to analyze why
the attitudes are in a certain way, this thesis can be seen as both deductive and inductive.
3.1.2

Explanatory, Exploratory, and Descriptive Method

Research can be classified in exploratory, descriptive, and explanatory studies (Robson,
2002). Exploratory research is used to find out what is happening and to generate ideas,
especially in little-understood situations (Robson, 2002). Descriptive research focus on
describing a profile of a situation, and explanatory studies seeks to explain a situation or a
problem to form a casual relationship (Robson, 2002). This research uses all three methods,
but in different ways. The exploratory form was used in the early phase of the study where
a literature and media review was conducted to clarify the problem. In order to fulfill the
research question regarding customers‟ attitude towards the brands ICA and Lidl, a
descriptive method is relevant. The study will, however, mainly take the explanatory form
since the purpose is to analyze the relationship between the variables. The research design
is a casual research, used to understand the conditional statement “If x, then y” (Burns &
Bush, 1999). This study examines “if a certain brand promotes Fairtrade products then the
attitude of the brand will change”.
3.1.3

Mixed Methods Sequential Explanatory Design

To answer the explanatory and descriptive nature of purpose a mixed method strategy is
chosen to gain the advantages of both quantitative and qualitative methods (Creswell,
2009). The main difference between the two types of data is that the quantitative approach
uses numbers for analyzing the data while the qualitative approach uses words (Saunders et
al., 2003). Quantitative research involves a structured questionnaire tested on a large sample
while qualitative research involves asking open questions to a small sample (Burns & Bush,
1999). Collecting quantitative data is relevant since it allows generalization between the
variables and provides information regarding the change in attitude towards the store with
the promotion of Fairtrade products. However, a qualitative method is also necessary in
order to find the underlying perceptions and attitudes of the brands and further analyze the
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suitability of Fairtrade promotion in different types of stores. Yet, it is not enough to
simply collect and analyze qualitative and quantitative data, they also need to be mixed to
form a more complete picture of the research than when they stand alone (Creswell &
Plano Clark, 2007).
The authors have chosen to conduct a sequential explanatory design where collection and
analysis of quantitative data first takes place and are then followed by collection and
analysis of qualitative data (Creswell, 2009). This strategy is used since there is a need to
explain and interpret the quantitative data by following up with qualitative data to explain
why the quantitative results occurred (Creswell & Plano Clark, 2007). Within the field of
explanatory design, there exist two different variants; the participant selection model and
the follow-up explanation model. The former emphasize the qualitative phase where the
quantitative method is used to find participants for the study (Creswell & Plano Clark,
2007). The latter highlight the quantitative approach where the researchers find quantitative
results, such as statistical differences among the groups, which need to be explained and
therefore collect data from participants in the quantitative experiment (Creswell & Plano
Clark, 2007). Furthermore, the aim of the qualitative phase is to find the reasons for the
respondents‟ answers on the questionnaire.
Quantitative
data
collection

Qualitative
data
collection
Identify
results for
follow-up

Quantitative
data results

Qualitative
data results

Quantitative
data analysis

Quantitative
and Qualitative
interpretation

Qualitative
data analysis

Figure 6. Sequential explanatory follow-up design
Source: Creswell, & Plano Clark (2007).

Since the quantitative approach is emphasized in this thesis, the follow-up explanation
model will be used. The research is finally accompanied with semi-structured interviews
which are frequently used in explanatory research (Saunders et al., 2003). The second
phase, qualitative, builds on the first phase, quantitative, and both phases are then
connected in the conclusion.

3.2
3.2.1

Data Collection
Experiment

The data was collected from an experiment since casual research often relies on
experiments (Cook & Campbell, 1979). An experiment was conducted to test the impact of
a treatment on an outcome, when one group receives a treatment and the other group does
not (Creswell, 2009). In other words, the authors tested how the dependent variable was
affected when manipulating the independent variable (Burns & Bush, 1999). When a
research includes more than one independent variable, it is called a factorial design (Levin,
1999). Here, a 2 x 2 design was conducted, with the combination; ICA, ICA combined with
Fairtrade, Lidl, and Lidl combined with Fairtrade. The advantage of this design is that it
enables analysis of both the separate effects and the interaction between the variables. One
of the independent variable must be the treatment variable (Creswell, 2009), which in this
study is the Fairtrade promotion. Additional independent variables include demographics
of the respondents and the different store brands respectively. The dependent variable is
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the outcome in the experiment, hence, the attitude towards the brand. There are also
extraneous variables affecting the dependent variable. A laboratory experiment is applicable
to control these variables and provide internal validity on the actual effect on the
dependent variable due to the independent variable (Burns & Bush, 1999). The control on
extraneous variables is on expense of the generalizability to the real world, since a
laboratory experiment is not made in a natural setting. However, the alternative method is a
field experiment in a naturalistic field where difficulties arise to control for extraneous
variables.
The design of an experiment can be either within-subject manipulations or between-groups
manipulations (Levin, 1999). The former design, also known as repeated measures design,
treats each group, also referred to as subjects, with every level of the independent variable,
which diminish the concern for differences in characteristics of the subjects. The latter
design, on the contrary, gives different manipulation to each group, and does therefore not
control for these differences between subjects. The advantage of this mode is that it avoids
carry over effects. The between group design was chosen since the questionnaire was the
same for both groups and the researchers did not want to risk that recipients brought the
knowledge from the first manipulation over when exposed to the second manipulation,
which would have biased the results. Since the chosen design did not control for subject
variables, a homogeneous population was chosen.
3.2.1.1

Sampling

The authors aimed to reach internal validity with the experiment and compare the results
between the groups and therefore the groups must be homogeneous. The sampling
method used is convenience sampling since naturally formed groups were used (Creswell,
2009). Convenience sampling is often used at universities because of its convenience, low
cost, and accessibility (Aczel & Sounderpandian, 2006).
The research consisted of students at Jönköping International Business School, divided
into four groups similar in terms of the demographics; age 18-30, monthly income of less
than 15 000 Swedish kronor and with a Swedish nationality. The choice of nationality as a
demographic selection is based on the belief that customers have different existing attitudes
for the chosen brands in different countries. Economic status is of importance since the
Fairtrade products often are expected to be more expensive than other products. This
population is chosen because the respondents are similar and were expected to have
knowledge about the brands tested. After getting permission from the teachers the
researchers asked students during the lecture break. This allowed the authors to perform
the experiment in a laboratory setting and control for some extraneous variables.
The sample size has to be large enough to correlate with the central limit theorem referring
to the normal distribution curve (Aczel & Sounderpandian, 2006). Since the authors aim to
analyze the data statistically, they used the statistical rule of thumb with a the sample size of
30 (Aczel & Sounderpandian, 2006). The research consist of 4 groups of 30, hence the
authors made the experiment on a total sample of 120 respondents. However, one of the
questionnaires were not completed correctly and therefore taken away, therefore the total
sample is 119 respondents. The general overview of the data, through descriptive statistics,
indicated that groups were homogeneous in terms of age, income and nationality. The
overall distribution of women and men, however, was two to one (table 2). The uneven
distribution of men and women was particularly large in the experiment groups with ICA,
where the ratio is closer to 6:1 (figure 7).
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Sex

Percen

Valid

Cumulative

Frequency

t

Percent

Percent

37

31,1

31,1

31,1

Female

82

68,9

68,9

100,0

Total

119

100,0

100,0

Valid Male

Table 2. Frequency of men and women.
Figure 7. Distribution of men and women across groups.

3.2.1.2

Manipulation

The experiment consisted of four groups; two groups being exposed to the store brand
manipulation and two groups being exposed to the store with Fairtrade manipulation. One
advertisement for each of the stores are presented below in figure 7 and 8. The
manipulation represented a printed internet advertisement in which one type of
advertisement was only the store brands promotion, ICA and Lidl (figure 7), and two
advertisements with these stores promoting Fairtrade products (figure 8). The
advertisement was inspired by the home pages of ICA and Lidl respectively. They were
then manipulated in the software Adobe InDesign, to transform the ads with a layout
consistent with how respondents are used to see these advertisements. The advertisements
were formed to be as neutral as possible excluding product brands and prices. The ads with
ICA and Lidl without Fairtrade included information related to Easter, recipes and a
competition (figure 7). These ads were chosen since both stores included them on their
homepages. The authors consider these themes to be neutral and assumed that they would
not affect the attitude towards the companies. The advertisement for ICA and Lidl,
including Fairtrade, had the same layout and Easter theme, only with the additional
Fairtrade message, which were the same for both ICA and Lidl (figure 8). This message
was intended to emphasize that the company believes human rights are important and it
included a short line what Fairtrade means and that the store has a wide range of Fairtrade
products. The Fairtrade logotype was also included.
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Figure 8. Manipulation for Lidl with the promotion of Fairtrade.

Figure 9. Manipulation for neutral ICA.
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Questionnaire Design

Primary data was collected through a standardized self-administered survey with closed end
questions that was answered after the respondents had been manipulated with the different
types of advertisement. This approach is used in order to give the respondent control and
avoid interviewer evaluation apprehension (Burns & Bush, 1999).
The questionnaire first involved a cover story to inform the respondents that the authors
were performing research related to advertising. The aim of this was to minimize suspicion
regarding the purpose of the experiment (Hwai Lee, 2000). The questions in the survey
existed of multiple category questions, Likert-style rating questions and semantic rating
questions with a rating scale from 1-7 with numerically equal distances (Saunders et al.,
2003). These types of questions were chosen since the authors wanted the respondents to
only pick one of the options, and because they are suitable when investigating preferences
and attitudes (Saunders et al., 2003).
Explanations and examples of the specific questions are presented below. The full
questionnaire can be found in appendix 3. The first questions were about the attitude
towards the ad inspired by Edell and Burke (1987). These were on a semantic rating scale
from 1-7, with good, interesting and appealing on the right hand side and their contrasts on
the opposite side. The questions were asked in Swedish but are in this paper translated into
English. Question number one is related to feelings about the advertisement and question
two is associated with judgments about the ad (McKenzie et al., 1986), (Edell & Burke,
1987). Question number three is measuring feelings about the brand and is accompanied by
a control question set under question five in order to control the most important question
about the overall impression of the store brand, in other words, the attitude towards the
store.
1.

What do you think about the ad?
Bad

2.

1

2

4

5

6

7

Good

I consider the ad to be
Not believable 1

3.

3

2

3

4

5

6

7 Believable

What do you think about the store brand?
Bad

1

2

3

4

5

6

7

Good

Questions that could answer the attitudes towards a store brand were formed by asking
questions concerning the items, building up attitudes towards a store. These factors were
found from a literature study by collecting data from previous research regarding the items
building up the attitude towards a brand (e.g. Lindahl, & Swensson, 2008; Karlsson, &
Payam, 2007) along with a market research about peoples evaluations of a store made by
market researchers at CINT (2009). The factors building up the attitude towards the store
are price level, level of service, reliability, product range, range of environmental friendly
products, and quality. A question regarding social responsibility was added by the author as
Fairtrade products are expected to have an effect on brand attitude as discussed in the
background. The questions were set in a Likert-scale rating from 1-7.
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4. Lidl stand for High price
Disagree 1

2

3

4

5

6

7

Agree

The questions regarding brand interest were inspired by Machleit et al. (1993), in order to
explain the possible level of change in attitudes with the difference in familiarity the
respondent has towards the brand.
5. The store brand is familiar to me
Disagree 1

2

3

4

5

6

7

Agree

Additional questions about the store brand were asked, with questions of purchasing
intentions and whether the respondent would recommend the store to their friends (Rio,
Vazquez & Iglesias, 2001). Here, a semantic-rating scale from 1-7 was used.
6. How likely is it that you will recommend the store to your friends?
Not likely

1

2

3

4

5

6

7

Likely

Questions to enable determination of respondents preferences were also included in order
to analyze whether the customers preferences was in balance with the message of the ad.
This is relevant since the ethical consumer may have stronger associations to the ad about
Fairtrade products (Brown & Dacin, 1997) than the respondents with, for instance, low
price preferences. The Likert-scale rating from 1-7 is used.
7.

A low price on grocery is important to me.
Disagree

1

2

3

4

5

6

7

Agree

Data regarding the respondents view on the stores interest in Fairtrade products and
human rights was also collected in order to explain the credibility of the advertisement. The
Likert-scale rating from 1-7 was used.
8.

Lidl has a genuine interest for Fairtrade products.
Disagree

1

2

3

4

5

6

7

Agree

The survey also consisted of questions regarding the respondents determining, age, income
and nationality. Since it is an experiment, the aim was to reach an equivalent group of
respondents with the desired demographics; an age from 18-30, a monthly income of less
than 15 000 Swedish kronor and with a Swedish nationality. Even though respondents are
selected according to these criteria‟s, control questions are used to make sure that the
respondents hold these criteria‟s.

3.2.1.4

Pilot Study

Before performing the real experiment a pilot study was conducted to diminish possible
misinterpretation of the questions. The purpose with the pilot study was to refine the
questionnaire to reduce problems in answering the questions as well as problems in
recording data. Furthermore, the aim of the pilot study was to determine how long the
questionnaire took to complete, and the clarity of instructions (Saunders et al., 2003).
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3.2.1.4.1
Result and Learning from the First Pilot Study
Two different pilot study questionnaires were formed; one with the store brand Lidl and
the other one with Lidl promoting Fairtrade (appendix 1). In order to reduce possible bias
to the two different advertisements, the questionnaires were identical with the only
difference of the advertisement used for manipulation in the experiment, The
advertisements were inspired by a Fairtrade print advertisement, but the authors also
included products associated with Fairtrade and the logotypes of the store brand as well as
the Fairtrade labeling. This, since the authors did not want to change several variables in
the experiment in order to increase validity.
For the first pilot study a thought-record (appendix 1) was used where respondents were
asked to write down their spontaneous thoughts about the ad and whether those thoughts
were positive or negative. This thought record also forced them to look carefully at the ad
and analyze it. The first pilot study was handed out to ten students at JIBS and they were
encouraged to leave further comments to us about the questionnaire when they handed it
in.
In total, seven out of ten questionnaires were completed. The authors soon understood
that the results of this pilot study were not satisfying. The unsuccessful result was much
due to the advertisement used for manipulation. Because the authors aimed to have
identical pictures in the advertising, except for the Fairtrade sign, this did not look like a
trustworthy ad for the neutral advertisement, without Fairtrade promotion. The Lidl
advertisement, without Fairtrade, received positive comments not associated to Lidl but
instead related to the pictures in the ad. Worth mentioning are comments such as fresh,
expensive, environmentally friendly, in the thought–record, while respondents still regarded
Lidl as a low price store. The attitude towards the ad and towards the brand did not seem
to correlate. Furthermore, the Lidl advertisement, without Fairtrade, was not considered to
be believable and further seemed unsuitable. This made the authors realize that they had to
give up the identical advertisement idea, and instead focus on imitating the advertisement
in the real world. In order to make the advertisement without Fairtrade as fair as possible,
and useful for comparison, less emphasis should be put on the Fairtrade advertisement. .
Additional knowledge gained from the first pilot study was that the thought record was
time-consuming to fill in, and made the respondents lose their patience for completing the
questionnaire. Furthermore, it was also found that some of the questions made the Likertscale illogical, for instance; Lidl stand for: low price, and underneath Lidl stand for: high
quality. Also the desired demographics was not suitable since many students had a monthly
income just above 10 000 Swedish kronor and had an age of more than 25 years. The
outcome of pilot study one was analyzed, and since the researchers made major
adjustment, a second pilot study was conducted.
3.2.1.4.2
Result and Learning from the Second Pilot Study
The major difference between the first and second pilot study was the advertisement. Since
the first pilot study lacked in credibility and did not appear to be the same as how
respondents are used to see advertisements from Lidl and ICA, the authors decided to
imitate advertisements from the stores home pages, Lidl and ICA, respectively (figure 7,
and 8; appendix 3).
The starting position was a neutral ad, on the theme, Easter, which was applicable to both
home pages (ICA & Lidl, 2009). The advertisement was manipulated in the software
Adobe InDesign and for two of the four advertisements, Fairtrade was added. To avoid
language barriers, and since only Swedish respondents were included in the research, the
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previous English questionnaire was translated into Swedish (appendix 2). The thoughtrecord was excluded since it caused frustration among the respondents during the first pilot
study. As the research lost its qualitative part, the authors added a question about whether
the researchers could contact the respondent later in the research. Some of the Likert-scale
rating questions were also changed which meant that high quality and high price were on
the same side of the Likert-scale. Also the demographics was changed to age 18-30 and
monthly income to 15 000 in order to not deselect too many on an irrelevant basis. The
second pilot study was sent to twelve students electronically.
In total, ten out of twelve answered the second pilot study, with a satisfactory result. The
respondents were answering in relation to the store and not towards whether the pictures
in the advertisement seemed believable. The authors made some minor language changes,
but overall this pilot study fulfilled the requirements of the study; it was clear, took less
than five minutes to complete, and the answers gave a picture of people‟s attitudes towards
a store brand with and without Fairtrade.
3.2.2

Interviews

Qualitative data was collected through interviews with participants from the experiment.
Interviews can be divided into structured interviews, semi-structured interviews, and
unstructured interviews (Robson, 2002). The former is based on standardized
questionnaires while the two latter are non-standardized (Saunders et al., 2003). The
interview was a respondent interview where interviewers remain in control and
interviewees respond to questions raised by the interviewers (Robson, 2002). Here, the
interviewers aimed to explore the respondents‟ reactions to the different manipulations and
attitudes towards the store.
Respondents were asked questions based on the results from the questionnaire from the
experiment. The interviews were conducted on a group basis where interviewers and
interviewees met face to face (Saunders et al., 2003). The sampling of respondents to the
interview was collected on a voluntary basis where the respondents from the experiment
were asked to leave their contacts. Those who were interested in participating were
gathered into two different groups. The purpose of the interview was to follow up on the
significant and non-significant results among the groups as well as finding the reasons why
respondents answered the way they did.
The interview started by the interviewers introducing themselves, welcoming the
interviewees, and by thanking the interviewees for participating. After this, a brief
explanation followed of how the interview was to be managed, to give the interviewees a
clear picture. Participating were two members from each group, hence 8 interviewees in
total. All interviewees knew what Lidl, ICA and Fairtrade stood for. The atmosphere was
calm and unstressed.
Whilst showing the neutral advertisements of ICA and Lidl, the interviewers asked general
questions about these brands, such as their attitudes towards them, and also their attitude
towards Fairtrade. For all questions, see the interview schedule (appendix 5). Then
questions were asked about why they had their particular attitudes and ideas about the store
brands. After this, the advertisements of the stores together with Fairtrade were shown,
and questions were asked regarding the suitability of ICA and Lidl with Fairtrade and
Fairtrade products.
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Data Analysis
Instruments of Analysis

Data resulting from the survey was analyzed through a statistical computer program,
Statistical Package for the Social Science (SPSS). The first step, to be capable of evaluating
the results in SPSS, was to give each questionnaire identification number from 1-119. The
respondents were divided into four groups; group 1 represented the condition Lidl with
Fairtrade, and their questionnaires were given the number 1-30. The second group
represented Lidl, with questionnaires numbered 31-60, the third group represented ICA
with Fairtrade with questionnaires 61-89 and the fourth and last group was ICA with
questionnaires 90-119. First, all data was recorded in an Excel spreadsheet and then
transferred to SPSS where each question was renamed into the variable it measured. A
check was made for outliers to ensure the data was transferred correctly.
In the first step of analyzing the data set descriptive, frequency and exploratory tools were
used to gain the first knowledge of the sample. Since recipients already had been chosen
according to the right age and income group, the only two categorical variables checked
through frequency was the distribution of men and women and whether or not recipients
were customers at the specific store in the questionnaire. The graphing tool was then used
to easier control the difference between men and women; defining the groups by sex and
then looking at the number being a customer at the different stores.
With the aim to reduce the data set into a manageable number of components (factors), the
authors made use of factor analysis (FA) through principal component analysis (PCA).
Although FA and PCA are not the same (Jolliffe, 2002), based on different mathematical
backgrounds, the two often produce similar results. The PCA was chosen since it is both
more frequently used and more easier applied (Velicer & Jackson, 1990). As a pre-step
Kaiser-Mayer-Olkin (KMO) measure of sampling adequacy and Bartletts test for sphericity
was done, controlling that the PCA/FA could be used as an appropriate method. To
control for multicollinearity the authors made use of the correlation matrix, both
controlling for correlations above 0.9 and for significance levels lower than 0.05. The
questions on whether price level was important were found to have a significance above
0.05 on a majority of the questions and was therefore deleted in the continued analysis. The
KMO showed to be 0.908, with Kaisers criterion, which signified that values above 0.9 are
excellent, demonstrating that the patterns of correlations were relatively compact. The
Bartlett‟s test showed to be lower than 0.05 i.e. the correlation matrix was not an identity
matrix.
The components produced by the PCA where kept on the basis of the Kaiser criterion of
having Eigen values above 1, and controlled with a Scree plot. Though the Scree plot
produced a break already after the three factors (appendix 6) and the Kaiser criterion kept
six factors, all factors were kept on the basis of the Kaiser criterion and that the variables in
each factor made logical sense. To ease interpretation, first, factors which could explain less
than 0.3 of variance in the components was suppressed, resulting in a numerous cross
loadings i.e. one variable influencing more than one component. Suppressing of values was
instead set at the strict cut of point 0.4 (Ahmed & Salas 2008), giving a more easily
interpretable result (appendix 4). Cross loadings was noted in seven cases, however, neither
case invalidated the research. According to Straub, Boudreau, and Gefen (2004), only
loadings above 0.5 should be considered, and furthermore, only cross loadings from

- 27 -

Fairtrade - a fair trademark for ICA and Lidl?

Appelqvist, Harplinger, and Kindqvist

variables loading higher on other components than on the component it theoretically
should measure should be considered as not validating the construct (Galetta, 2005).
Varimax rotation was used to decrease the number of variables in the factors with high
loadings. The 6 components became 8 groups. Group 1, 2 & 3 consisted of questions
measuring attitude towards the Ad (1a, b, c & 2a, b, c & 1a, b, c 2a, b, c). Group 4 & 5
included questions relating to attitude towards the brand (3a, b, c & 3a, b, c, 5b, 6a, 6b).
Group 6 was questions regarding items building up the attitude towards the ad (4a-g),
group 7 measured the brand trust concerning questions relating to Fairtrade (8a, b) and
group 8 consisted of questions on consumer preferences relating to Fairtrade (7b, c).
Group 3 & 4, not being assessed from the components matrix, were bundled to ease
interpretation on the effects of attitude towards the ad and attitude towards the brand.
To control components before conduction analysis of variance (ANOVA) two tests were
made. A reliability test with the Cronbach alpha was used, accepting components with
alpha coefficient above 0.7(Bland & Altman, 2001).”Coefficient alpha is useful for estimating
reliability in a particular case: when item-specific variance in an unidimensional test is of interest”
(Cortina, 1993 pp.103). Coefficient alpha signifies the covariance which is the change in
one variable associated with a change in another variable (Burns & Bush, 1999). In the
correlation range from -1 to +1, the number indicates the strength between variables and
the sign determine the direction. 1 indicates that the value of one variable exactly determine
the value of another variable. This test was conducted in order to evaluate the correlation
between the questions and whether the researchers can view them on the same basis. In
one case where the numbers of questions were only two, Pearson correlation coefficient
was instead used with the same goal of determining if it was appropriate to bundle these
questions together and evaluate them equally. Before the ANOVA could be conducted the
factors with Cronbach alpha coefficients above 0.7 where bundled into scaled mean
measures. The Pearson correlation coefficient with a value above 0.5 is regarded to have a
strong relationship between its variables. This is further used to evaluate internal
consistency and will be further discussed in section 3.4. Second, the authors controlled the
ANOVA assumption of equal variance through the usage of Levene‟s test. This was done
through individual sample t-tests of each component. To make the t-test possible, only
allowing 2 groups at the time, the authors divided the test sequence in two, first controlling
the two groups of Lidl and then the same for ICA.
The ANOVA was conducted through planned comparison which is appropriate as the
authors wanted to compare the variance between means between groups. The alternative
would have been to conduct the same analysis through a Post-hoc test (or possible
numerous t-tests) including Tukey for determining which pair within the groups differed
and Games Howell, assuming that the population variances and sample sizes to be equal.
However, as the authors wanted to specify which groups to be measured against each
other, the planned comparison was chosen. Added to the table produced through planned
comparison was F-value, calculated from the t-value. Factors affecting the power of the
above mentioned tests include level of significance, sample size, and the effect size.
Cohen‟s definition of effect size is the „degrees to which a phenomenon exists‟ (Cohen,
1965, p.9) where 0.25 determines a small relationship, 0.5 medium, and 1 a large
relationship between variables (Hinkle, Wiersma & Jurs, 1998). In addition, a test to control
if variables affected each other, linear regression was used in two cases. 1) Measuring
whether attitude towards the ad predicted attitude towards the brand and 2) measuring
whether brand believability predicted attitude towards the brand.
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Result from Levene’s Test

As explained in the method above, in the first step towards ANOVA, the explained groups
were controlled in Levene‟s test controlling the ANOVA assumption for equal variance.
The independent sampled T-test showed a Levene‟s test for all groups on each of the
bundled measures of being above the significance level of 0.05 except for group 2. Based
on this, an ANOVA through planned comparison on each group was conducted with
assumed equal variance and for group 2 not assuming equal variance.
Group

1

Levene's, Sig.

2

3

4

5

6

7

ICA

0.171

0.004

0.569

0.869

0.28

0.746

0.191

Lidl

0.928

0.458

0.795

0.913

0.960

0.217

0.41

8
0.539
0,695

Table 3. Results from Levene‟s test.

3.4
3.4.1

Data Quality
Validity

Validity refers to whether the relationships found between the variables are casual
relationships i.e. true relationships (Saunders et al., 2003). Validity differs in quantitative
and qualitative research. The quantitative validity deals with to what extent the researchers
can draw meaningful conclusions from the results to a population (Creswell & Plano Clark,
2007). The qualitative validity focuses more on whether the results can be trusted and if it
is credible (Creswell & Plano Clark, 2007). Experiments deal with two types of validity;
internal- and external validity. The former refers to what extent the change in the
dependent variable was actually due to the independent variable (Burns & Bush, 1999). The
latter is concerned with to what degree the relationships between the variables during the
experiment can be generalized to the real world (Burns & Bush, 1999). In this section,
internal validity is discussed while the external validity is covered in the generalizability
section.
There are several threats to internal validity where history is one of them. As time passes
during an experiment circumstances might change (Creswell, 2009), however, the
researchers tried to avoid this by isolating respondents from outside influences (Cook &
Campbell, 1979) by having all groups experiencing the same external events in terms of
time and place. However, worth mentioning is the fact that Lidl has been exposed to bad
publicity regarding discharge of a manager at Lidl after espionage of employees (Dagens
Nyheter, 2009) just two days prior to the experiment which may have affected the
respondents towards a more negative attitude. Nevertheless, this reflects the real
environment since Lidl commonly appears negatively in Swedish newspapers. Also, all
experiments took place after this news, which means that this will have no impact when
comparing the results.
Maturation is another threat, referring to the change in participants, unrelated to the
treatment (Robson, 2002), which is avoided by choosing participants who change at the
same rate (Creswell, 2009). A risk for decreased validity is also related to participants
dropping out (Robson, 2002), however, only one respondent did not answer the
questionnaire in a proper way. Thus, by a response rate of 99 % in this study, mortality is
not considered to be a big issue in this study, hence validity is high in this sense. The
ambiguity of casual direction is also essential, since the researcher can not be certain
whether it is the dependent variable causing affect on the independent variable, or the
opposite direction (Robson, 2002). This was minimized by conducting a member checking
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approach, qualitative interviews finding out why respondents answered in a certain way to
determine if the relationship is causal.
Another threat to validity is the diffusion to treatment, concerning the event when
participants in the control group and experimental groups communicate with each other
which can influence how the groups answer (Creswell, 2009). This threat was however
minimized by first keeping the groups as separate as possible and second by encouraging
the respondents not to talk to each other during the experiment since the researchers were
interested in their answers and not the thoughts of their neighbors.
Validity of secondary sources was increased by comparing data from different sources,
using recent data and frequently cited articles before infrequent cited references when
possible.
3.4.2

Reliability

The reliability is concerned with to what degree a study result in consistent results when
conducting at numerous times (Saunders et al., 2003). Robson (2002) discusses four threats
to reliability including subject or participant error, subject or participant bias, observer
error, and observer bias.
To reduce the threats to subject or participant error, the researchers used similar times for
the study, all conducted at similar, neutral point in time, during a lecture at daytime. To
minimize participant bias, the authors encouraged the respondents to answer the questions
in the right order without interacting with their neighbors, and they could also be
anonymous. This to ensure that all respondents answered the questionnaire in the same
order and not answered what their neighbors answered or what they thought the
researchers wanted to observe.
The risk for observer error and bias was taken into account when constructing the
interviews. To reduce the threat to reliability, semi-structured interviews were conducted
where the interviewers considered the manner in which questions were asked by being
objective and avoiding leading questions (Saunders et al., 2003). The interviews were also
taped, in order to reduce observer bias, that the researchers interpret the data differently.
To increase the reliability of the study, the questions were adapted from previous
questionnaires or created from established theories to reduce errors. The questions were
asked in Swedish and the formulation of the questions was tested in a pilot study to make
sure that the terms were familiar to respondents (Saunders et al., 2003). Questions that
caused frustration in the pilot study were erased to diminish disturbance when completing
the questionnaire.
Based on the factor analysis the six components were controlled for reliability through
internal consistency, most frequently used was the Cronbach but in the cases of only two
variables the Pearson correlation coefficient was instead used as mentioned before.
Cronbach/Pearson alpha for respective group is shown in table 3. As can be observed, all
alpha coefficients score from 0,719 and above, making them reliable on the basis of α≥0,7.
The Pearson correlation coefficient is regarded at medium strength between 0.3 and 0.49,
while regarded as strong for values between 0.5-1.
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Internal consistency
N of Item

Group 1
Attitude towards the
ad
0.829
3

Internal consistency
N of Item

Group 5
„
Attitude towards the
brand all items
0.926
6

Appelqvist, Harplinger, and Kindqvist
Group 2
Attitude towards
the ad
0.719
3
Group 6
Brand attitude
factors

Group3
Attitude towards
the ad all items
0.799
6
Group 7
Brand
believability

0.926
7

0.867*
2

Group 4
Attitude towards the
brand
0.874
3
Group 8
Consumer regards
0.444*
2

*Items are measured with Pearson correlation coefficient
Table 4. Internal consistency for the different groups.

Reliability of secondary data was improved since the source was critically reviewed,
choosing journal articles that was well cited, previous research with a high response rate
and internet sources from well known companies as well as reliable newspapers. This is to
increase the reliability and trustworthiness of the secondary sources.
3.4.3

Generalizability

The generalizability refers to the external validity of the study, whether the findings of this
study could be applicable to other settings (Saunders et al., 2003).
One threat, worth mentioning is the interaction of setting and treatment (Creswell, 2009),
since the experiment was conducted in a laboratory setting. One can argue whether the
outcome would have been different if the respondents were asked in a supermarket. To
test the external validity, an additional experiment is needed in a new, natural setting, to
determine if this yield the same results as the laboratory setting (Burns & Bush, 1999).
The criticism raised regarding external validity for laboratory experiments is according to
Lynch (1982) a misunderstanding of the type of generalization made. The different types
are; statistically generalizability referring to if something does happen while theoretically
generalizability discusses whether something can happen (Mook, 1983). Since this research
focus on testing hypothesis, the theoretical generalizability is worth discussing. According
to Mook (1983), external validity is irrelevant when an experiment is testing hypothesis
since the researchers first intend to determine whether there is a change in attitude towards
the brand when promoting Fairtrade before determining in what setting the change occur.
Following Creswell‟s (2009) argument about the threat of narrow characteristics of
participants, this study can only be generalized to participants with the chosen
demographics; age 18-30, income below 15 000 Swedish kronor, and with a Swedish
nationality. However, a homogenous groups was necessary since the in between-subjects
manipulation design was used. Using heterogeneous groups instead would have increased
the chance of making type II errors i.e. fail to reject the hypothesis when the hypothesis is
false. Also, as mentioned in previous paragraph, the intention of this thesis is to investigate
whether there is a change in attitudes before investigating for which population this is
change occur.
Further threat to generalizability is the interaction of history and treatment since the
experiment is time bound, it can not be generalized to past or future situation (Creswell,
2009). In order to increase the generalizability of this study, the experiment should be
conducted at some point in the future to verify the generalizability of this research.
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Empirical Findings

This chapter first presents the results from the experiment derived from SPSS. This is followed by the
results received from the qualitative interviews.
“There‟s a world of difference between truth and facts. Facts can obscure the truth.”
-

4.1
4.1.1

Maya Angelou

Empirical Findings from Experiment
Overview of Empirical Findings

An overview of the results is here presented, followed by more detailed information
regarding the different groups specifically. In general, ICA is given higher values than Lidl,
indicating an overall better evaluation of ICA compared to Lidl, thus the respondents have
a better attitude towards ICA than Lidl. The table below shows the extracted mean values
for the bundled groups. Based on this, the authors observe the impact Fairtrade had on the
two store brands. The differences of the store brands are evident, but even though both
ICA and Lidl have a movement in the same direction, ICA‟s change is not significant while
Lidl experience a significant change. The exception is the difference in attitude towards the
advertisement where ICA show a significant change as Fairtrade is introduced.
Mean
Neutral
Lidl

ICA

Fairtrade

Attitude towards Ad all items. Group 3

4,2722

3,9611

Attitude towards Brand all items. Group 5

4,0667

3,3611

Brand Attitude factors Group 6
Brand Believability Group 7

2,9381

2,3952

3,2833

2,4833

Consumer Preferences Group 8

5,4333

4,5333

Attitude towards Ad all items. Group 3

4,9222

4,4540

Attitude towards Brand all items. Group 5

5,6056

5,5345

Brand Attitude factors Group 6

4,9190

5,0230

Brand Believability Group 7

4,5000

4,3621

Consumer Preferences Group 8

5,6000

5,3103

Table 5. The overall mean scores for the bundled groups.

The contrast coefficients show the measurement which was done for each group, useful for
presentation of further results. 1 and -1 indicates the measure, while 0 indicates the store
ignored.
Contrast Coefficients
Group
Contrast

Lidl+Fairtrade

Lidl

ICA+Fairtrade

ICA

1

1

-1

0

0

2

0

0

1

-1

Table 6. Contrast coefficients.
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Hypothesis 1: Attitude Towards the Brand

Regarding research question one where the authors set out to find the attitude towards
both stores the results show a clear difference between the two brands. Regardless of
whether only looking at group 4 or 5, a statistical significant difference is present between
the two groups of Lidl while no change can be seen with ICA. As Fairtrade is promoted,
the attitude towards the brand Lidl scores lower, indicating a negative effect for Lidl with
Fairtrade compared to being endorsed alone. The significant difference between the
attitude towards Lidl between the groups is suggested since [F(1,115) 5.396; p=0.05 ]and
[F(1,115) 7.118; p=0.05 ] where F is above the critical value 3.94 and the significance levels
are lower than 0.05. The value of Cohen‟s d indicates a medium strength of the relationship
between the variables for Lidl and a small strength for ICA. The intention of the stores
when promoting Fairtrade is an enhanced brand attitude and the decrease in attitude for
Lidl was therefore unexpected to the authors. The mechanisms behind the divergence in
attitude change between the stores will be revealed later in this chapter. However, the
attitude towards ICA was positive from the beginning and remained positive with the
introduction of Fairtrade. Also the recipients did not evaluate Lidl in a better regard as
Fairtrade is introduced. Thus:
Hypothesis 1A is rejected
Hypothesis 1C is accepted
Additional information is required to answer hypothesis 1B and will therefore be covered
later in this chapter.

Group
4
Attitude
towards
Brand

Group
5
Attitude
towards
Brand:
all items

Manipulation

Mean

St. dev.

Contrast

Df

F

Sig.
Level
(twotailed)

1

(1, 115)

5.396

0.022

0.269635

0.560011

0.235

0.629

0.06986

0.140066

r

Lidl

3.88

1.2

Lidl+Fairtrade

3.23

1.12

ICA

5.33

1.09

ICA+Fairtrade

5.19

0.9

2

Effect size

r

Cohen's d

Manipulation

Mean

St. dev.

Contrast

Df

F

Sig.
Level
(twotailed)

Lidl

4.07

1.23

1

(1, 115)

7.118

0.009

0.284658

0.593887

Lidl+Fairtrade

3.36

1.16

ICA

5.6

0.91

0.071

0.790

0.043073

0.086226

ICA+Fairtrade

5.53

0.7

2

Table 7. Results from Group 4 and 5.
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Brand Attitude Factors

Items building up brand attitude, including questions such as service level, price and
environmentally orientated for each store, moves in the same direction as attitude towards
the brand in the case of Lidl, but in the opposite direction for ICA. This is illustrated by
comparing means since when Fairtrade is introduced in the ad the results show lower
means than with Lidl alone. Lidl has a statistically significant difference between the
different manipulated groups since [F (1,115) 6.022; p=0.05]. ICA, on the other hand,
scores higher when promoting Fairtrade than being promoted without. However, the
difference for ICA is not significant [F (1,115) 0.217; p=0.05]. Again the effect size show
medium strength of the relationship between variables in the case of Lidl and a small
strength in the case of ICA. This was in line with the author‟s anticipations because the
brand attitude factors were supposed to build up the attitude towards the brand. This
research therefore provides evidence that price, quality, service, product range, reliability,
social responsibility, and environmental friendliness are indicators of the brand attitude
towards the store brands, ICA and Lidl.

Group
6
Brand
Attitude
factors

Manipulation

Mean

St.
dev.

Lidl

2.94

0.97

Lidl+Fairtrade

2.4

0.73

ICA

4.92

0.93

ICA+Fairtrade

5.03

0.77

Contrast

Df

F

Sig.
Level
(twotailed)

1

(1,
115)

6.022

0.016

0.3000370

0.629056

0.217

0.642

-0.06428

-0.12884

2

Effect size
Cohen's

r

d

Table 8. Results from Group 6.

4.1.3

Hypothesis 2: Self Image Correspondence to Brand Image

The measures of consumers own regard to issues related to Fairtrade is seen in the contrast
test below. The results indicate that in relation to both stores, the recipients claim to have a
lower estimate of their own concerns as the Fairtrade products are introduced. In the case
of Lidl, the decrease in recipients considerations about their own preference for social
responsibility is significantly lower [F (1,115) 7.907; p=0.05]. ICA, on the other hand,
shows no significant difference since [F (1,115) 0.805; p=0.05]. Here the effect size is close
to large for Lidl and small for ICA. The result from groups 8 provides information
supporting the authors‟ postulate of people having a general positive attitude towards
Fairtrade related issues. It is, however, unexpected that the concerns for Fairtrade values
decrease when the stores promote Fairtrade. The pattern for Lidl when promoting
Fairtrade is a significant decrease in attitude towards the brand followed by a significant
decline of recipients‟ social responsibility. The relationship for ICA is neither a significant
attitude change nor a change of recipients‟ Fairtrade related values. The recipient‟s
correspondence of personal values to the values of Fairtrade is followed by a diminished
attitude towards the brand when it promotes Fairtrade. Thus:
Hypothesis 2 is rejected
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Group 8
Consum
er
Preferen
ces

Manipulation

Mean

St.
dev.

Lidl

5.43

1.22

Lidl+Fairtrade

4.53

1.35

ICA

5.6

1.12

ICA+Fairtrade

5.31

1.26

Appelqvist, Harplinger, and Kindqvist

Contrast

Df

F

Sig.
Level
(twotailed)

1

(1,
115)

7.907

0.006

0.330137

0.699495

0.805

0.371

0.120748

0.243276

2

Effect size
Cohen's

r

d

Table 9. Results from Group 8, Consumers Preferences.

4.1.4

Hypothesis 3: Customer Attitude

The graph illustrated to the left is a simple way to
see the connection between being a customer
and the attitude towards the brand. The trend is
clear, being a customer results in a higher
attitude towards the brand, with the same
tendency
regardless
of
manipulation.
Respondents being customers have a higher
attitude towards the brand, both for ICA and
Lidl. The difference in attitude towards Lidl,
between customers and non-customers, show a
negative attitude towards Lidl for those who do
not purchase there and a positive attitude
towards Lidl if they are a customer. The outcome
of these results was anticipated, since it is
reasonable to believe that people like the store in
which they purchase, and not purchasing at a store
can be a result of disliking that store. Thus:

Figure 10. Differences in means of attitude
toward the brand in regards tobeing a customer
or not.

Hypothesis 3 is accepted
The graph also illustrates that Lidl‟s customers do not have as high attitude towards their
store as customers at ICA have towards their store. An additional finding is that the group
with Fairtrade and Lidl results in a less favorable attitude towards Lidl if not being a
customer while the opposite is true for ICA.
4.1.5

Hypothesis 5: Attitude Towards the Ad

The movement is the same for the two companies, both having a movement of recipients
having a better attitude towards the ad when Fairtrade is not present. ICA showed a
significant change in attitude towards the ad as Fairtrade was introduced [F (1,45) 6.22;
p=0.05] since F-value is above the critical value set at 4.057. A significant difference
between the advertisement for respective store explain that the advertisement with the
presence of Fairtrade is less expected, less suitable and less believable than the
advertisements promoting only the store brand. Lidl, though close to significant, was not [F
(1,56) 3.312; p=0.05] since F-value below the critical value 4.013. The degrees of freedom
are lower for this group of question since equal variances can not be assumed. The effect
sizes for both contrasts are within the region of medium.
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Group 2
Attitude
towards
Ad

Manipulation

Mean

St.
dev.

Lidl

4.98

1.2

Lidl+Fairtrade

4.46

1.02

ICA

5.8

1.19

ICA+Fairtrade

5.16

0.7

Appelqvist, Harplinger, and Kindqvist

Contrast

Df

F

Sig.
Level
(twotailed)

1

(1, 56)

3.312

0.074

0.227354

0.466936

2

(1, 45)

6.22

0.016

0.311480

0.655574

Effect size

r

Cohen's d

Table 10. Results from Group 2.

No significant difference was shown in the attitude towards the advertisement in neither
ICA [F (1,115) 3.709; p=0.05] nor Lidl [F (1,115) 1.667; p=0.05]. The effect sizes for both
groups are close or with the region of medium effect. The movement is, in both cases,
towards having a more positive attitude towards the ad when Fairtrade is absent but is not
significant. Question number two, regarding whether the ad was expected, believable, or
surprising is an indication of congruency. Both in the case of ICA and Lidl there are no
evidence of an incongruent ad, however, the advertisements with the presence of Fairtrade
showed lower results for both store brands.

Group 3

Manipulation

Mean

St. dev.

Contrast

Df

F

Sig.
Level
(twotailed)

Attitude
towards Ad:
all items

Lidl

4.27

0.88

1

(1,
115)

1.667

0.199

0.170620

0.346320

Lidl+Fairtrade

3.96

0.91

ICA

4.92

0.93

3.709

0.057

0.235267

0.484124

ICA+Fairtrade

4.45

1.01

2

Effect size
Cohen's

r

d

Table 11 Results from Group 3.

In figure 8, having used a scatter plot to
illustrate an image of the relationship
between the variables, it can be seen that
with ICA, a close to significant change
in attitude towards the ad is followed by
a minor change in attitude towards the
brand, while Lidl has a slight difference
in attitude towards the ad followed by
significant change in attitude towards
the brand. The lines, showing the linear
relationships between ad and brand,
point in different directions for the
different measurements, thus not
indicating a relationship between the
two.

Figure 11. Attitude Towards the Brand & Ad.

- 36 -

Fairtrade - a fair trademark for ICA and Lidl?

Appelqvist, Harplinger, and Kindqvist

Also, the R-squared (figure 8) is at its highest point just above 16%, i.e. 16% of the
variance in attitude towards the brand can be explained by the attitude towards the ad. The
results are insufficient to provide enough statistical evidence for a casual relationship
between the two. Hence:
Hypothesis 5 is rejected
Model Summaryb
Group
Lidl+Fairtrade
Lidl
ICA+Fairtrade

R

R
Square

,170a
,399a

Adjusted R
Square

Std. Error
of the
Estimate

-0,006
0,129

1,16231
1,14916

0,029
0,159

,263a
0,069
0,035
0,6883
ICA
,437a
0,191
0,162
0,83232
a. Predictors: (Constant), Attitude towards Ad all items. Group 3
b. Dependent Variable: Attitude towards Brand all items. Group 5

Figure 12. Attitude Towards the Brand & Ad.

4.1.5.1

Brand Believability

The brand believability is based on questions concerning recipient‟s belief about the stores
Fairtrade related values. This is to investigate whether the respondents believe in the
Fairtrade message that the store send out. Lack of believability may result in the nonexistence relationship between attitude towards the ad and attitude towards the brand
presented above. The results indicate that in relation to Fairtrade promotion, Lidl has a
significantly lower mean score with Fairtrade than without [F (1,115) 6.651; p=0.05]. The
means for ICA, on the other hand, show no significant difference in concern of brand
believability between the two experimental groups [F (1,115) 0.194; p=0.05]. The effect size
shows a medium effect for Lidl and below a small effect for ICA. The information from
the table also provides the information required to answer Hypothesis 1B. Introducing
Fairtrade to Lidl, a brand with negative brand attitude, results in distorting the information
the promotion presented and instead respondents turned the relationship between Lidl and
Fairtrade to even more negative, as well as showing a decline in their Fairtrade related
values. Thus:
Hypothesis 1B is accepted

Group 7

Manipulation

Mean

St.
dev.

Brand
Believability

Lidl

3.28

1.38

Lidl+Fairtrade

2.48

1.15

ICA

4.5

1.27

ICA+Fairtrade

4.36

0.96

Contrast

Df

F

Sig.
Level
(twotailed)

1

(1,
115)

6.651

0.011

0.300365

0.629813

0.194

0.66

0.062062

0.124364

2

Effect size
Cohen's

r

d

Table 12. Results from Group 7, Brand Blievability.

The figure below illustrates the movement of means for brand believability, and attitude
towards the brand. The lowest score can be found for Lidl with Fairtrade, indicating a
decrease in brand believability for the store brand when Fairtrade promotion is introduced.
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This pattern can also be seen regarding attitude towards the brand, having a lower attitude
towards the brand when Fairtrade is promoted through Lidl. For ICA, any significant
difference in neither brand believability nor brand attitude can be determined. Hence, if the
message sent out by the store, lack in believability, a lower attitude towards the brand will
follow. This was expected since if the respondents do not believe that the store brand cares
about social responsibility, the promotion of Fairtrade can not result in an enhanced
attitude towards that store brand.
6,0
5,0
4,0
3,0
2,0
1,0
,0

Brand believability
ABRScale

Figure 13. Mean Values for Brand Believability and Attitudes Towards the Brand between Groups.

4.2

Empirical Findings from Interviews

The results from the interview were in agreement with the quantitative research, and in
addition they provided some insights about why respondents answered in the manner they
did. The general thoughts about ICA were positive and the thoughts about Lidl were
neutral towards negative. The thoughts about Fairtrade was generally positive both towards
the brand itself and towards the products, even though the interviewees thought Fairtrade
products in some cases can be much more expensive than non Fairtrade products. Words
that the interviewees associated with Fairtrade were: feels good, good for the
consciousness, and trendy. Words mentioned regarding their thoughts about ICA were:
fresh, good quality, good store, wide product range, and that they take responsibility for
their actions. When the same question was asked about Lidl, words like cheap, okay store,
narrow product range, not very good working conditions, and other negative associations,
were mentioned.
The interviewees had a clear picture about ICA and could generally speak freely about this
store. Furthermore, the interviewees regularly made their purchases at ICA, and considered
themselves very familiar with both the store and the brand. It came into light that ICA was
associated with tradition and that it is the store where their families frequently buy their
groceries. Considering the familiarity of Lidl the interviewees did not seem to know the
store and brand Lidl as well as they knew ICA. However, each interviewee had a clear
picture of the store brand and could exemplify on the topics they associated with the
brand. As an interesting remark, only one of the interviewees had ever shopped at Lidl, and
this particular person did not make the same distinct negative association to the store as the
rest of the group.
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Hypothesis 4: Congruity

Introducing the store brands together with Fairtrade a certain difference could be detected
in the line of arguments. ICA and Fairtrade was seen as a perfect fit. The arguments put
forward was that since both Fairtrade and ICA are associated with quality and a high
average price the mix made sense. When asking whether the interviewees believed that ICA
lived up to what it promised the respondents on the one hand felt that it was only a
promotional mean for ICA in order to improve their image. On the other hand they still
regarded the relationship between social responsibility and ICA as positive. An interesting
remark was that the Fairtrade promotion of ICA did not stand out since they thought it
was already incorporated into the brand. In the case of ICA and Fairtrade, the interviewees
came to the conclusion that it was already expected that ICA will have Fairtrade products
since it is in line with their brand image; ICA is already trustworthy, which makes it suitable
for them to have socially responsible products.
Lidl, which the interviewees regarded as a cheap brand, hence a brand with a low price
image, did not seem to fit with Fairtrade according to them. The interviewees thought that
Fairtrade products was considered to be less trustworthy at Lidl stores, compared to if
they, for example, would be found at ICA. The lack of suitability between Lidl and
Fairtrade was also found as critical since customers at Lidl merely are looking for cheap
products, and do not care about whether Fairtrade products are present or not. An
agreement among the interviewees was that the reputation of Lidl is of not taking care of
their own workers and therefore Lidl could not possibly care for workers in the third world
either. As a final remark, the interviewees thought that Lidl and Fairtrade combined in the
advertisement caused the untrustworthy feeling
While having all advertisements visible, the interviewees were asked whether they observed
all advertisements the same amount of time. The answer was that they looked longer on
Lidl with Fairtrade. When they were asked why, the answer was that it was unexpected
while the other advertisements included no new information. They also mentioned that
they were most affected by this advertisement. The interviewees also mentioned that
Fairtrade seemed false in combination with Lidl. Based on above mentioned results, the
Lidl in combination with Fairtrade promotion is regarded to be incongruent while the
remaining three advertisements were congruent. In summary, there is a small change in
attitude towards ICA after being exposed to a congruent ad. Thus:
Hypothesis 4A is accepted
The attitude of Lidl decreased when respondents were exposed to an incongruent ad. The
decrease in attitude towards Lidl when exposed to an incongruent ad can be explained by
the fact that the brand was initially a poor liked brand. Thus
Hypothesis 4B is rejected
Hypothesis 4C is accepted
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Analysis

This chapter first analyzes the hypothesis stated in the frame of reference and then analyzing the answers
received from the interviews.

5.1
5.1.1

Analysis of Experiment
Hypothesis 1 & 2

Hypothesis 1A:
H1A: It is expected that if the attitude towards the store is negative, the promotion of
Fairtrade by the store will change the brand attitude towards positive.
REJECTED
Hypothesis 1B:
H1B: It is expected that if the attitude towards the store is negative, the promotion of
Fairtrade by the store will cause a distortion of information and neglect the relation
between the store and Fairtrade.
ACCEPTED
Hypothesis 1C:
H1C: It is expected that if the attitude towards the store is positive, the promotion of
Fairtrade by the store will not cause any change.
ACCEPTED
Hypothesis 2:
H3: If the recipients‟ personal values correspond to the values of Fairtrade then a more
positive attitude towards the brand should follow if the brand promotes Fairtrade.
REJECTED

5.1.1.1

Lidl before Promotion of Fairtrade

Without promotion of Fairtrade, the person‟s triad looks as the
Fairtrade
Lidl
figure to the right shows. The relationship to questions related to
Fairtrade is positive (mean 5.43) while attitude towards Lidl is
neutral (mean 4.07), and the beliefs of Lidl‟s relationship to
Fairtrade (believability) is negative (mean 3.28). The neutral
standing to Lidl should be considered towards the negative given
Person
the results from all measures of attitude towards the brand, not
including the bundled measure. This also congruous from a balance
theory perspective; as the triad has to be in balance, a negative standing to Lidl makes
logical sense as any other standing would make the triad in unbalance. Furthermore, the
authors‟ area of interest is not the attitude towards Lidl but rather the attitudinal effect
Fairtrade has on Lidl.

5.1.1.2

Lidl with Promotion of Fairtrade

With promotion of Fairtrade the person‟s triad looks as the figure to
the right shows. The relationship to questions related to Fairtrade is
still positive, however, as shown with planned comparison it is
significantly less than before (mean 4.53). The attitude towards Lidl
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has shifted towards a clear negative attitude (mean 3.36) and the believability towards Lidl‟s
relation to Fairtrade, even though the promotion states differently, is significantly lower
than before (mean 2.83).
Balance theory argues that the distortion of information of Lidl‟s relation to Fairtrade is a
result from an unbalanced situation. This makes sense based on the earlier argument of a
negative attitude towards the brand Lidl. In this case the promotion has caused the
recipient to agree with a disliked person, thus having an unbalanced situation needing to be
solved. Following Heiders argument, the recipients have also taken the easiest route, not
changing the attitude but rather the information.
If instead the relation to Lidl is neutral prior to Fairtrade promotion, the changes have
taken a slightly more complicated route. Since the distortion of Lidl‟s relation to Fairtrade
is already known, this must be the effect of an unbalance situation. The promotion has
instead caused the respondents to take a stand on their attitude towards Lidl towards more
negative, thus creating an unbalanced situation needing to be solved. In accordance with
the prior situation the recipient has taken the easiest route by distorting the information.
An interesting discussion concerns why the recipient has a less positive view on questions
related to Fairtrade when Lidl promotes the product, and why the evaluation of Lidl‟s
relation to Fairtrade goes from slightly negative to significantly negative. It might be that in
the effort of not agreeing with a disliked brand the consumer chooses to slightly change
attitude, and in its own mind to keep the balance, makes the connection between store and
brand distinctively negative.
Looking back at hypothesis 1A and 2, both suggests that Lidl should gain a more positive
brand attitude if respondents hold the same value as the brand argues for. However, both
hypotheses are rejected on the same basis. Even though the respondents hold Fairtrade
related values, the attitude towards Lidl is not enhanced when Fairtrade is promoted by the
store. Instead the results indicated that the information provided by Lidl is distorted.
Therefore, the theory about CC-congruence does not hold, respondents do not evaluate
the store brand in a positive regard even though there is a relation between the congruence
of Lidl‟s brand image and customer‟s self image in terms of Fairtrade related values. Again
a possible explanation is the lack of believability towards Lidl when they promote Fairtrade.
It can also be argued that the measurement of self image in this study is insufficient and
that a wider scope has to be used in order to evaluate the congruence between brand and
self-image.
5.1.1.3

ICA before Promotion of Fairtrade

Before Fairtrade was introduced the triad looks as the figure to
the right. The model shows to be in perfect balance of positive
evaluations. The relation between Fairtrade and the recipient
was, as the authors expected, positive (mean 5.6). Furthermore,
both the attitude towards the brand ICA (mean 5.6) and the
relation between ICA and Fairtrade was seen as positive (mean
4.5).
5.1.1.4

Fairtrade

Person
Fairtrade

ICA with Promotion of Fairtrade

After Fairtrade was introduced the triad looks as the figure to the
right. All evaluations are still positive with no significant changes
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in any direction. Unlike Lidl, the relation between ICA and Fairtrade seems to be a match;
the believability of ICA shows that recipients genuinely believe that ICA stands for what it
claims, resulting in the person agreeing with a liked person, reflecting no indication of
unbalance.
Relating to the congruence between self-image and brand image, the respondents image
congruous both with the perceived relation of Fairtrade and ICA, and the image that ICA
communicates. However, the congruent self-image in terms Fairtrade related values do not
change the attitude towards ICA towards a more positive attitude but rather, though not
significantly, towards a slightly more negative attitude. Hence, the theory of congruence
between self-image and brand image is not supported in this study.
5.1.2

Analysis of ELM

The nature of this model, explain whether the attitude change is enduring or less enduring.
This depends on what route is chosen. The key in the ELM model is the amount of mental
process required by the recipient when evaluating a persuasive message. As mentioned
earlier, the respondents process the message carefully along the central route, while along
the peripheral route they do not process the message as carefully. In determining which
route is taken when evaluating the two companies ICA and Lidl respectively, the authors
choose to work the ELM model through in a step wise procedure. Based on the data the
authors already know that there is a change in attitude towards Lidl and that the initial
attitude towards ICA is kept.
Evaluating the participant‟s motivation to process two general notes should be made. First,
in the questionnaire the authors asked participants to carefully observe the ad, inviting for a
higher amount of process. Second, students as a measurement group are assumed to have a
need for cognition i.e. enjoy thinking. From this the authors can predict that the first step
will go along the central route. Strengthening this prediction is the results from the data,
showing that Fairtrade is of relevance to the recipients. In the next step, evaluating the
respondent‟s ability to process the message, the authors see no signs why the respondents
should lack the ability, nor were there any indications of recipients being neither distracted
or having a lack of time.
In the next stage the results from the data differ between ICA and Lidl. No difference in
attitude was seen with ICA, resulting in the path leading up to the peripheral route and in
recipients to retain their attitude. With Lidl the nature of the process was shown to be
more unfavorable thoughts towards the store when Fairtrade was introduced, leading to
the question whether there was a change in cognitive structure or not. This question
concerns whether the introduction of Fairtrade led recipients to mentally group Lidl in a
different manner i.e. belonging to a different group of stores. As the question has no
straight answer the authors predict a change in cognitive structure to be true given that the
attitude change was significant. There is much evidence pointing towards the central route,
and the authors therefore predict the attitude change for Lidl to be enduring. This, must,
however, be validated by a similar study conducted at some point in the future. Still, this
estimate might be wrong, thus, leading to the peripheral route instead, where a process is
known to take place leaving the recipients with a short lived attitude change.
It should be mentioned that the recipients of ICA might have taken another route already
at the motivation to process stage. It is known that if a brand is liked the likelihood of the
peripheral route increases as the recipients do not feel the need to process this information
as carefully while the opposite is known for disliked brands. It is also known that
congruent ads require less process than incongruent, however the quantitative study had no
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measurement of congruity included, and therefore, the authors leave this discussion to the
analysis of the qualitative interviews.
5.1.3

Hypothesis 3

Hypothesis 3:
H2: It is expected
that purchasing at a store will lead to a positive attitude towards that
Hypothesis
3:
brand.
ACCEPTED
Hstore
3: It is
expected that purchasing at
This hypothesis relates to the theory of cognitive consistency, explaining that people tend
to have attitudes which conform to their behavior. Therefore, it is more likely that those
who purchase at a store have a more positive attitude towards that store compared to those
who do not choose to purchase there. This pattern is shown in both the cases of ICA and
Lidl. This means that how people act, and where they purchase, is consistent with their
attitude.
The results also showed that Lidl‟s customers do not have as high attitude towards their
store as customer‟s at ICA has towards their store. This can be explained by insufficient
justification and that the money saved at the store acts as a preventer for having a positive
attitude towards the store. Hence, saving money can explain why the attitude towards Lidl
is not as high as it is in the case of ICA.
Worth noting is that the number of customers
between the different groups differed. The
following graph illustrates the distribution of
customers across the different groups and
stores, showing that ICA has a notably higher
number of recipients that are customers.
Nevertheless, this is the reality, since ICA has a
remarkable larger market share than Lidl. And
since respondents have a lower attitude towards
Lidl than ICA, it is reasonable to believe that
people chose not to purchase at a disliked store.
Figure 14. Distribution of Customers across Groups.
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Hypothesis 4

Hypothesis 4A:
H4A: The change in attitude towards a familiar brand will be smaller after being exposed to
a congruent advertisement.
ACCEPTED
Hypothesis 4B:
H4B: A familiar brand will experience a positive brand attitude change if the ad is
incongruent.
REJECTED
Hypothesis 4C:
H4C: If a brand is poorly liked, then an incongruent message will decrease the attitude
towards the brand.
ACCEPTED
______________________________________________________________________
_
The questions regarding attitude towards the ad in terms of believability, suitability, and
expected advertisement, indicates that the advertisements were both expected and
believable both in the case of ICA and Lidl, with means above neutral. The advertisements
with the presence of Fairtrade showed, however, lower results for both store brands.
Answers towards below four on the 1-7 scale, would have been an indication of
incongruent advertisement. Nevertheless, no such conclusions can be drawn since the
attitude towards all four advertisements shows result above four. The change between the
two advertisements for ICA was significant, which the authors did not expect. However, as
the movement is not below the neutral, and both advertisements for ICA scored higher
than the Lidl advertisements, no conclusion regarding the incongruity of ICA´s
advertisements can be drawn. Hence, based on above discussion, both advertisements for
Lidl and ICA are congruent.
The congruency can also be discussed through the results of brand believability since the
brand believability worsens if Fairtrade is promoted through the store. The questions
related to brand believability concerned the stores interest for social responsibility and
Fairtrade products. The result indicated that respondents have a negative attitude towards
Lidl in terms of believability and the results are worsening with the Fairtrade promotion.
Hence, respondents believed that Lidl had significantly lower interest in social
responsibility and Fairtrade products as they were promoted. The means of ICA move in
the same direction but the change is not significant. The loss in brand believability can be a
result of incongruent message but due to the discrepancy between the results, discussed
above, only assumptions can be drawn here and no conclusions. Hence, the level of
congruence and incongruence is a crucial area for discussion during the interviews.
Based on the latter assumption, that the Lidl with Fairtrade promotion is incongruent,
while the promotion of ICA with Fairtrade can be seen as congruent based on the latter
argument about brand believability. Given, that both brands are familiar, the congruent
advertisement for ICA, result in only a minor attitude change, leads the researchers to
accept hypothesis 4a. If, as in the case of Lidl and Fairtrade, the advertisement is
incongruent, the attitude change is expected to move more towards a positive attitude. This
is not the case since the attitude towards Lidl decline with the promotion of the
incongruent advertisement; hence, hypothesis 4b is rejected. However, it is not only level
of familiarity that determines the direction of change in attitude towards a brand.
According to Tesser it also depends on how well liked the brand is before exposure of a
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congruent advertisement. This theory is verified through the experiment in this research
since respondents do not have a positive attitude towards Lidl, and when exposed to the
incongruent advertisement the attitude towards the store worsens.
The arguments presented from the quantitative phase do not answer the level of
congruency with satisfaction. These hypotheses will thus be further covered later in the
section based on the results from the qualitative phase of this study.
5.1.5

Analysis of Attitude towards Ad

Hypothesis 5:
H5: It is expected that the direction of change in attitude towards the ad will follow the
attitude of the brand
REJECTED

The results showed no significant relationship between attitude towards the ad and attitude
towards the brand. Worth discussing is whether respondents have been affected by the
feelings and judgments of the ad or by the actual meaning of the message. The lack of
relationship between attitude towards ad and attitude towards the brand can be explained
through the arguments of ELM, explaining that the ad has indeed affected the brand,
however, not through the measurements the attitude towards the ad models suggests. The
respondents are likely to have taken the central route and have therefore evaluated the
meaning of the message given in the text of the ad, rather than having been emotionally
affected by the ad. Thus, the ad has affected the brand, however, not in the way the theory
predicts.
However, there is a significant difference between the groups in terms of brand
believability, when questions relating to respondents view of the brands genuine interest
for Fairtrade values are asked. The result indicated that recipients of the Fairtrade in
combination with Lidl group believed less in the Fairtrade values of the store brand. The
loss of believability of the message sent out by Lidl is followed by a loss in brand attitude.
The brand believability is not directly related to the attitude towards the ad, it however,
reveals the trustworthiness of the message about Fairtrade and as such respondents put
Lidl in better regard in terms of social responsibility when not promoting Fairtrade. It is
reasonable to think that the message remind respondents of the bad reputation about Lidl,
especially about unfair working conditions and the ad therefore works as adding fuel to a
fire, worsening the attitude towards the ad.
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Analysis of Interviews
Additional Analysis of Congruity Theory

The interviews supported the analysis based on the previous quantitative information.
Additional information that could be analyzed was the thoughts about the suitability of
Fairtrade promotion in combination with the store advertisements, hence, whether this
message was congruent or incongruent to the respondents.
It was found that the interviewees spent most time observing the Lidl ad with Fairtrade
endorsed. They thought the advertisement was unexpected and found the combination of
Lidl and Fairtrade to be false. Based on this fact, the congruity theory can be applied. It is
clear that both brands are familiar to the interviewees, however, they know ICA better than
Lidl.
It can be discussed whether Lidl is a familiar brand to the respondents. The quantitative
findings suggest that the recipients are familiar with both ICA and Lidl, although they are
less familiar with Lidl. The qualitative findings supported this. It can be questioned whether
respondents are familiar to the brand since only a small fraction purchase there. However,
since they consider themselves to be familiar with the brand, the authors choose to believe
the data. If Lidl was regarded to be an unfamiliar brand, the congruity theory expects Lidl
to experience a decline in attitude towards the brand when exposed to an incongruent
advertisement. This explanation is likely, but can neither be supported by quantitative nor
qualitative data.
The decline in attitude for Lidl, can however, be explained by the fact that Lidl is a poorly
liked brand which supports the extension of incongruity theory by Tesser, who states that
an incongruent message for a poorly liked brand will decrease the attitude towards the
brand. Hence, the somewhat negative attitude towards Lidl in combination with an
incongruent ad results in a diminished attitude towards Lidl.
Both advertisements of ICA are considered to be congruent and no significant change
between the attitudes towards the brand can be determined, hence, the combination of the
familiar brand ICA with a congruent ad does not change the attitude towards the brand.
5.2.2

Additional Analysis of ELM and Balance theory

The interviews also provided additional information useful for the analysis of the
elaboration likelihood model (ELM). It was found that interviewees had to evaluate and
elaborate more with the message about Lidl and Fairtrade than the other advertisements.
Therefore, it can be assumed that the group exposed to that ad had to take the central
route while the remaining groups take a more peripheral route, since the message did not
affect them as much.
The analysis from balance theory briefly discussed why the recipients showed a
more negative attitude towards questions related to Fairtrade when Lidl promotes
Fairtrade. The interview showed that Fairtrade as a brand became less respected
when presented at Lidl. These findings combined suggest that the introduction of
Fairtrade of Lidl does not only decrease the attitude towards Lidl, but also the attitude
towards Fair- trade.
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Conclusion

This chapter gives a conclusion based on analysis of the research questions in order to answer the purpose.
The purpose of this thesis was to investigate if and how the presence of Fairtrade
promotion can change the attitude towards ICA and Lidl. Below is the purpose fulfilled by
answering the research questions.


RQ 1: What are customers‟ attitudes towards the brands ICA, and LIDL, with the presence
and absence of Fairtrade promotion?

The attitude towards ICA is positive in both the presence and absence of Fairtrade
promotion. The attitude towards Lidl is neutral or more towards the negative in absence of
Fairtrade and even more negative with Fairtrade promotion present.


RQ 2: Can Fairtrade be successfully promoted as a way of changing brand attitude towards any
type of store?

Fairtrade can not be successfully promoted as a system of changing attitudes, neither for
ICA nor for Lidl. In the case of ICA the inclusion of Fairtrade promotion does not
significantly change the attitude towards the brand, hence this study did not support the
attitude towards the ad model. For Lidl the change was towards the negative which
provides useful insight since the introduction of a positive object in the balance theory
resulted in a distortion of information rather than the expected improvement of attitude
towards the brand. This learning is valuable since it indicates that the promotion of
Fairtrade is not a key to success for all store brands in terms of increased brand attitude or
as a mean to communicate social responsibility.


RQ 3: What can explain the possible diverse change in attitude between the different stores with
the promotion of Fairtrade?

The lack of change in brand attitude can be explained by the fact that an already liked
brand is not likely to change, which is in line with existing theory. It can also be explained
by the congruity theory, and by the fact that a familiar brand is exposed to a congruent ad
which do not result in a significant change in attitude towards the brand, hence, validate
that theory.
A reason for an enhanced attitude within this study, takes place if the personal preferences
correspond with the values of Fairtrade, which confirm previous research about a selfimage equivalent to brand-image. Further causes of a more positive attitude towards a
brand is explained in theory by the cognitive consistency between the beliefs of a customer
and how they act, which correspond with the finding in this research since the customers
of a particular store have a more positive attitude towards that store brand than noncustomers. Lack of cognitive consistency, on the contrary, suggests that motivation is a
reason why a store experiences a decline in brand attitude. An incongruent message can
also cause a diminished attitude towards the brand if it is a poorly liked brand before the
exposure of the advertisement, which confirms existing theory. The importance of
familiarity could not be validated in this study since both stores were considered to be
familiar to the respondents.
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Discussion

This chapter presents additional findings that was learned during the process of writing the thesis but not
directly connected to the purpose of this research. This is followed by a critique of the study and method as
well as suggestions for further research.

7.1

Critique of Study and Method

Critique towards this study can be raised regarding the method chosen with a laboratory
experiment and convenience sampling which is conducted on the expense of
generalizability to the real world and to other groups. To achieve this probability sampling
in a natural setting would have been more appropriate. This study, however, intend to
accomplish strong internal validity since this study is seen as a first step within research on
this topic, finding out if there is a change in attitudes and not in what setting and for which
group. The control for extraneous factors were enhanced by conducting a laboratory
experiment but one can not be certain that the manipulation is the only factor influencing
the result of the quantitative data. This especially since negative publicity regarding Lidl was
published in the newspaper just two days prior to the experiment. The bad publicity of Lidl
is however a positive event since Lidl frequently appears in a negative sense in the Swedish
newspapers and thus the publishing reflects the reality.
The effect of the manipulation can also be questioned due to the lack of relationship
between the attitude towards the ad and attitude towards the brand. However, the
interviews signified that the respondents were affected by the advertisements and the
results differed among the groups which provide evidence that the manipulation must have
had an effect on the recipients. Critique can also be drawn to the questionnaire. The
formulation of question seven is worth discussing, measuring customer‟s preferences, since
the questions were not asked straight about the interest for Fairtrade but rather values
associated with Fairtrade. Nevertheless, previous research along with the qualitative
interviews supported that respondents were familiar with the values of Fairtrade.
Worth mentioning is that the distribution of male and female respondents was not evenly
distributed and the result may have turned out differently if the sexes was even distributed.
The difference in male and female responses regarding the attitude towards the
advertisement and the brand is shown in the tables below.

.

Figure 15, left. Differences in Attitude Towards the Ad between Male and Female Respondents.
Figure 16, right. Difference in Attitude Towards the Brand between Male and Female Respondents.
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The result indicated that the higher presence of women in the neutral ICA experiment
group results in a more uneven result between the sexes, both concerning advertisement
and brand. It is reasonable to believe that the scores for ICA would have been lower if the
distribution of the sexes would have been more evenly distributed, since female
respondents in the group with ICA neutral manipulation answered higher than male
respondents, and the distribution of men and women in this group had a ratio of six
women to one man. The uneven distribution of customers can also be mentioned, since
this research suggests that customers have a higher attitude towards their store of choice.
In this study more respondents were ICA customers than Lidl customers, however, this
pattern can also be seen in the real world and non-customers also have attitudes towards
brands. A negative attitude towards a store might also be a reason why they do not choose
to purchase there and neglecting non-customers to receive an equal distribution would
therefore have biased the result.
Critique can also be drawn to the usage of students as a sample since their responses may
not reflect the pattern of the average consumer (Cunningham, Anderson, & Murphy,
1974). The critique is directed towards students because they are often considered to lack
within the aspects of knowledge, interest, and experience with the product (Ferber, 1977).
However, the result of this thesis provide further evidence of the suitability of students
since they know the brand Fairtrade, and have an interest in social responsibility and how
products are being produced. Students were further regarded to be an appropriate group in
this study since homogeneous groups was necessary in the between-group experiment.

7.2

Further Research

Since this study is used as a first step within this field of research the authors have several
suggestions for further research. The area of attitudes towards a store brand in relation to
cognitive consistency is an interesting topic to study which is not yet very well covered.
Defining this more clearly, further research can focus on how the relation between a brand
is seen together with another brand and therefore investigate the importance of similarities
between the values of these brands. This relates to products‟ need for consistency to suit a
store‟s product range in order to improve their attitude, not only for ICA and Lidl in
relation to Fairtrade products, but also for other stores‟ and products‟ brands.
A similar study can also be conducted by an experiment where recipients are exposed to a
promotion about Fairtrade which is accompanied in cooperation with stores in the
neighborhood to determine whether the promotion increased sales of these products. This
to investigate whether the Fairtrade promotion resulted in increased sales of these
products.
In order to improve the statistical generalizability and external validity of this thesis, further
research in this field by using groups with different characteristics in a different setting is
needed to focus on where and for which groups the change in attitude occur. This would
extend this research by investigating potential differences or validate this research. The
cultural aspect can also be taken into account more directly in accordance to, for instance,
Lidl. The result within this thesis is from a Swedish perspective, and since Lidl is a German
brand, the effects might differ while combining Lidl with Fairtrade in Germany. This is
interesting due to the cultural differences and also, since Lidl is a more familiar brand to
the German customers. Level of familiarity may have a crucial role in evaluating a brand
and therefore the study could be conducted from another cultural view. Since both stores
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are operating in the Baltic States, the same study could be accomplished there, where
neither store has a long history.
According to the results of this thesis, the attitude tended to get worse towards Fairtrade
when it was combined with Lidl. Nevertheless, this field of study makes it interesting to
further research what particular brands and stores Fairtrade would make the best
impression on. This is not only important for the store where it is implemented, but also
for Fairtrade itself, since this might change the attitude towards Fairtrade.
The same research also need to be conducted again on the same population at some point
in the future in order to determine whether the attitude change was enduring and less
enduring in accordance with the ELM model. The results from this study, assumes that the
change of attitude is enduring but this needs to be followed up on.

„Every end is a new beginning‟
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Appendices
Appendix 1
Pilot study 1

Appendix 2

Appendix 3
Study 1

Appendix 4 & 5
Rotated Component Matrixa
The store: high price
The store: service oriented
The store: High quality
The store: reliable
The store: wide product range
The store: socially responsible
The store: environmentally friendly
Liklyhood to purchase: high
Impression od brand: interesting

1
,787
,753
,752
,744
,742
,725
,701

Component
3
4

5

6

,785
,771
,744
,737

Recomend to others: high
Impression of brand: good
My impression of the brand: positive
Impression of brand: appealing
The brand is familiar to me: Agree
The ad is: good
The ad is: interesting
The ad is: appealing
The brand cares forfare social standars:
agree
The brand cares for fare trade: agree
The ad is: expected
The ad is: appropriate
The ad is: trustworthy
I care of production procedeurs: agree

2

,698
,519

,641
,511

I protect the human rights: agree
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 7 iterations.

,868
,845
,800
,791
,737
,814
,808
,535
,827
,824

Appendix 6 Scree plot

