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Abstract 
As a response to the increase in selective attention and to the changing marketing landscape, 
a marketing trend has emerged whereby marketers have acknowledged the importance of 
moving from selling to helping the consumer. This trend is called content marketing, and 
although it is growing in importance, there is a lack of research within the field as existing 
literature merely aims to explain what it is, and thus, does not create an in-depth 
understanding of the phenomenon in relation to the consumer.  
 
The purpose of this study is to investigate how the consumption of content is intertwined 
with the consumers’ consumption practices. The study is of a qualitative nature, whereby a 
single case study of the Swedish grocery retailer ICA was performed, and primary data was 
collected through semi-structured interviews. Further, the study explored the phenomenon 
through the application of the Uses and Gratifications theory and the Practice Theory, in 
order to analyse how various content forms are used and whether these assist in the 
consumers’ consumption practices.  
 
The findings revealed that the consumers’ obtain three gratifications through ICA’s content 
marketing efforts, and that the choice of content is affected by mediating factors. Further, 
three main components derived from the Practice Theory are identified as important parts of 
the consumers’ consumption practices within this study. It was also identified that these 
components are intertwined with the gratifications sought and obtained. Thus, the study 
arrived at the conclusion that this intertwining is what determines how ICA’s content 
marketing efforts assist in the consumer’s consumption practices.  
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1 Introduction 

This section presents a background on why content marketing has emerged and creates an 
initial understanding of the concept, through a funnel approach. The background is 
followed by a problem discussion and the purpose of the thesis, which then leads to the 
research questions that will be examined further on in the thesis. Lastly, this section 
presents a number of definitions and lays out the delimitations of the study.  

1.1 Background  
The traditional approach within marketing and advertising is based on the notion of 
interrupting people with one-way messages in order to shift focus from current activities 
towards the advertisements (Scott, 2007). Every day, consumers are exposed to hundreds of 
commercials based on product attributes and sales promotions, and as a result, consumers 
tend to lose trust in these messages and consequently ignore them (Scott, 2007). There is a 
substantial amount of research indicating a shift in consumer behaviour, whereby consumers 
increasingly engage in avoidance of advertising (Content Marketing Institute, n.d.; 
Nettelhorst & Brannon, 2012; Pulizzi, 2014). This phenomenon is called selective attention or 
cognitive dissonance and is described as the tendency to avoid advertorial or informational 
exposure, as an effect of a greater choice (Nettelhorst & Brannon, 2012).  
 
As a response to current trends in selective attention among consumers, a strategy called 
content marketing has emerged. This strategic marketing approach focuses on creating and 
distributing content that is perceived as valuable, relevant and consistent, in order to attract 
and retain a clearly outlined target market (Weber, 2011), and to create long-term 
relationships (Content Marketing Institute, n.d.). Content marketing does not employ any 
selling tactics but instead focuses on the creation of informative and entertaining content in 
order to communicate with the consumers (Pulizzi & Rose, 2011; Shah & Sudhaman, 2013). 
Additionally, content marketing focuses on a dialogue (Weber, 2011) and acknowledges 
brands as the creators, distributors and owners of content, and thus, eliminating the 
intermediary between the brand and the consumer (Content Marketing Institute, n.d.). This 
is in contrast to the traditional model of marketing where brands often fail to assume the role 
of both publisher and advertiser (Content Marketing Institute, n.d.).  
 
Companies in a variety of sectors employs the distribution of content as a part of their 
marketing strategy. Therefore, to put the phenomena in a context to aid the understanding of 
it, this thesis examines one company within the Swedish grocery retail sector, namely, ICA. 
ICA holds a market leader position within the Swedish grocery retail sector and is also 
acknowledged as an innovative company within marketing, which utilises several tools to 
distribute content. Examples of ICA’s content marketing efforts include the customer 
magazine Buffé and the official website where ICA provides the consumer with inspiring 
recipes, pictures and information. Given ICA’s innovative marketing and content marketing 
efforts, the authors of this thesis argue that it is a good case company, which clearly 
contextualises the concept, and offers rich empirical evidence. 

1.2 Problem Discussion 
The increase in selective attention among consumers (Content Marketing Institute, n.d.; 
Edwards, Li & Lee, 2002; Nettelhorst & Brannon, 2012; Pulizzi, 2014; Schlosser & Shavitt, 
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2009) has created a quest for ICA, as well as other companies in diverse sectors, to create 
marketing that is not perceived as marketing. Due to this, there is a need to move from selling 
to helping, in order to attract more attention towards the brand and create awareness among 
the audience. To fully make the paradigm shift from selling to helping, companies can utilise 
content marketing to initiate a dialogue with the consumer, through which a long-term 
relationship can be created (Holliman & Rowley, 2014). To further demonstrate the 
increasing interest in content marketing, eConsultancy (2012) conducted a study on the use 
of content marketing within businesses, which shows that it is growing to become one of the 
key priorities for companies. Furthermore, when surveyed, over 90 per cent of all 
participating companies and agencies believed that content marketing would increase in 
importance for them over the upcoming year (eConsultancy, 2012). 
       
Even though there is clear evidence for a growing focus on content marketing, there is still a 
lack of academic research within the area, and the studies that do exist draw mainly upon 
industry sources. For example, Holliman and Rowley (2014) emphasise the importance of 
digital content in marketing and attempts to define valuable content, while Cole and Greer 
(2013) discuss how various forms of content allows a firm to target a particular customer 
group with useful and valuable content. Research has also been conducted by Pulizzi (2012), 
discussing the definition of content marketing and its connections to similar prevailing 
concepts, while also providing examples of diverse content marketing forms. However, these 
studies merely aims to explain what content marketing is, thus, does not create an in-depth 
understanding of the phenomenon in relation to the consumer. 
       
Here, the authors of this thesis have identified an opportunity to develop existing literature, 
as there is a lack of connection between the concept of content marketing and how it 
influences consumer behaviour. The authors argue that it is relevant to conduct a study on 
this topic as it may provide proof for the efficiency, or inefficiency, of content marketing, 
while also providing the authors with a more thorough knowledge of the phenomenon. 
Further, when referring to consumer behaviour, it is foremost how content assists the 
consumers’ consumption practice that is of interest for the authors of the thesis. This interest 
is sparked by Holliman & Rowley (2014), who state that content marketing requires a 
company to understand how their consumers’ utilises content, an argument from which one 
can draw the conclusion, with support from Pulizzi (2014), that a company has to have a solid 
understanding of how its content assists the consumers’ consumption practices in order to 
design more effective strategies. Hence, the authors of this thesis believe that this study will 
provide insights from a new perspective that may improve understanding and knowledge 
about the consumption of content and how it is intertwined with the consumption practice, in 
this case, grocery shopping. 
       
Finally, the contribution of this thesis is twofold. Firstly, as prior research merely examines 
what content marketing is, this thesis will provide empirical findings addressing the 
phenomenon from a new perspective looking at how the consumption of content is 
intertwined with the consumption practice. Thus, the authors effort can go beyond existing 
literature, understand the phenomenon from a new perspective leveraging classic theories, 
and further justify the use of this strategic marketing approach.  
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1.3 Purpose 
The purpose of this thesis is to investigate how ICA’s customers consume the content 
provided by ICA as its content marketing efforts. It further examines how ICA’s customers 
carry out the grocery shopping and whether there is a linkage between this consumption 
practice and the consumption of content.  
 
This study is based on one case company within the Swedish Grocery sector, ICA, and is 
conducted from the consumer's perspective to create a thorough understanding about how 
the consumption of content is intertwined with the consumption practice, that is, grocery 
shopping.  
 

1.4 Research Question 
Based on the problem discussion and research purpose, the following research question 
creates the basis for this thesis and guides the direction of the study:   
 

“How does ICA’s content marketing assist consumers’ consumption 
practices?” 

 
Further, this question is divided into three sub-questions to clearly outline the exact direction 
of the study: 
 

1. “Why does the consumer consume content provided by ICA as its content marketing 
efforts?” 

 
2. “How do ICA’s customers carry out their grocery shopping?” 

 
3. “How is the consumers’ consumption of ICA’s content intertwined with their 

consumption practice, that is, grocery shopping?  
 

1.5 Delimitation 
The thesis is delimited to the geographical area of Sweden and focuses solely on the grocery 
retail sector. In addition to this, the authors have chosen to examine one company, ICA, and 
its grocery retail operations, as this creates clear boundaries to the extent of the study. The 
focus on one sector also enables that the result derived from ICA’s consumers may be applied 
to other companies within the industry. Furthermore, the study does not examine content 
marketing from the company’s perspective as this would be too comprehensive considering 
the scope of the thesis, but instead it focuses on the consumer perspective. The authors argue 
that this scope is more suitable for the thesis as the data collection process is simplified. A 
perspective from the consumer side implies a great number of theories at disposal, which are 
all relevant to the subject in some way. The authors of this thesis utilise theories in consumer 
behaviour and communications which are believed to be more rewarding considering the 
characteristics of this study, but also as a means to limit the scope of the study. These 
decisions have been made based on time and resource limitations.   
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2 Frame of Reference 
This section includes a literature review on how the marketing landscape is changing, and 
the implications of this change. This part is then followed by a critical literature review, 
based on academic and industry sources, about content marketing. The section is then 
concluded with a theoretical framework, consisting of Uses and Gratifications Theory and 
Practice Theory. Finally, the topics discussed in this section forms a foundation for how the 
research questions are addressed in the forthcoming analysis. Hence, the frame of reference 
is vital for the study as it enables the authors to formulate and answer the research 
questions and reach a conclusion.  

2.1 The Changing Landscape of Marketing 
Traditional marketing is based on the usage of interruptive one-way messages, which aims at 
shifting the consumer’s focus from current activities towards the messages and/or 
advertisements (Scott, 2007). This approach emerged in the 1950’s and 1960’s, which was a 
time when consumers were easier to impress and the persuading power of images and sounds 
that together constituted advertising was high (Foscht & Sinha, 2007). Further, the approach 
and its diverse tools were based on a market where consumption patterns were relatively 
stable and easy to predict. The traditional approach to marketing was built on tools such as 
the marketing mix (4Ps), product positioning, and strategies and tactics in pricing and 
promotions. Together, these tools form the grounds for the traditional approach of 
marketing, whereby the brand communicated with its customers through media 
intermediaries (Foscht & Sinha, 2007). Hence, this view is built on the notion of push-
strategy, which means that the company utilises one-way communication initiated by the 
brand, passed on via the media intermediary, on to the consumer (Foscht & Sinha, 2007). 
 
Figure 1 illustrates the traditional marketing approach to further clarify traditional marketing 
as described above.  
 

 
Figure 1 The traditional marketing approach, as illustrated by the authors of this thesis 

However, in recent years, research has showed how consumers tend to avoid advertisements 
and interrupting one-way messages (Pulizzi, 2014) as these traditional ways of marketing 
communications can easily decrease in effect after a certain point (Foscht & Sinha, 2007). 
Thus, there has been a change in the market and in the consumption of advertising. One 
reason to this shift is that consumers are exposed to hundreds of commercial messages based 
on product attributes and sales promotions every day. As a result of this “over-marketing”, 
consumers tend to lose trust in these messages and consequently ignore them (Scott, 2007). 
This is supported by many researchers and there is a substantial amount of research 
indicating how consumers engage in selective attention (Nettelhorst & Brannon, 2012; 
Pulizzi, 2014), meaning that consumers notice only the parts of an advertisement that are of 
interest to them (Cambridge Dictionaries Online, n.d.), and tend to avoid advertorial or 
informational exposure, as an effect of a greater range of choice (Nettelhorst & Brannon, 
2012).  
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As a response to the increase in selective attention, marketers and businesses have realised 
the importance of utilising content marketing to attract consumers in a more effective 
manner. Compared to the traditional marketing approach, content marketing alleviates 
selective attention by intentionally adopting the role of creator, distributor and owner of 
content, while also highlighting two-way communication (Content Marketing Institute, n.d.). 
Based on the aforementioned sources, the authors have drawn a figure to show an evolved 
marketing approach, which seeks to explain how brands today tend to eliminate media 
intermediaries and claim ownership of all content themselves (see Figure 2). This implies 
that rather than pushing messages upon consumers, a brand allows the consumer to 
voluntarily seek out the content. Hence, this approach is built on pull-strategies rather than 
push-strategies (Foscht & Sinha, 2007). Figure 2 depicts the evolved marketing approach, as 
interpreted by the authors. 
 

 
Figure 2 The evolved marketing approach, as illustrated by the authors of this thesis  

The evolved marketing approach explains the connection between the brand and the 
consumer, and how content is communicated directly with the target audience, which is an 
essential part of content marketing (Content Marketing Institute, n.d.). Hence, the shift from 
a traditional marketing approach to the evolved marketing approach further depicts the 
nature and function of content marketing, and helps to explain the strong connection that 
may exist between the brand and the consumer.  

2.2 Content Marketing  

2.2.1 Defining Content Marketing 
Content marketing is often described as a new marketing trend, however, it is not a new 
phenomenon (eConsultancy, 2012). For several years, many firms have been employing 
strategies similar to that of content marketing (Cole & Greer, 2013; Haeusermann, 2013), but 
they may not label or define the practices as content marketing. A few of these practices are 
called storytelling, brand journalism, custom content and custom publishing (Cole & Greer, 
2013). Similar to content marketing, these other practices are employed to create more 
credible, interactive and trustworthy content, thus creating value for the consumer and a 
more positive relationship towards the brand (Cole & Greer, 2013; Holliman & Rowley, 2014; 
Pulizzi, 2012; Solomon, 2013). Furthermore, one can see a commonality that all these 
marketing practices function on both traditional and contemporary platforms and are 
somewhat derived from the journalistic field (Haeusermann, 2013). Finally, these practices 
are all customer focused, with highly targeted content (Haeusermann, 2013; Pulizzi, 2012; 
Smith & Wintrob, 2013; Solomon, 2013). 
 
In congruity with these strategies, content marketing is derived from the world of publishing 
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and can be seen as a component of telling the story of a brand to reach the hearts and minds 
of the target audience (Holliman & Rowley, 2014; Pulizzi 2012), through taking a more 
personal approach (Harad, 2013). However, one important characteristic that differentiates 
content marketing from other forms of marketing is that it implies that a company or brand 
owns the media, rather than rents it. Moreover, the content should be relevant and consistent 
in order to help the brand and establish a long-term customer relationship (Content 
Marketing Institute, n.d.). Based on the above findings as well as acknowledging the 
contribution by Content Marketing Institute (n.d.) and Harad (2013), the authors arrive at 
the following definition of content marketing: 
 

Content marketing is a strategic marketing approach that focuses on 
the creation and distribution of content, which is perceived as 
valuable, relevant and consistent. The objective of content marketing 
is to attract and retain a clearly outlined target audience, while also 
changing or enhancing existing consumer behaviour to ultimately 
drive profitable customer action and create long-term relationships. 

2.2.2 The Importance of Content Marketing 
Both marketers and businesses have realised the importance of creating and distributing 
valuable content in order to acquire new customers and retain existing ones, due to 
consumers’ tendency to avoid interrupting messages (Weber, 2011). In point of fact, 
eConsultancy (2012) performed a survey in 2012 showing that content marketing is growing 
to become one of the key priorities among both business to business (B2B) and business to 
consumer (B2C) companies. The survey also showed that over 90 percentages of all 
companies believed that content marketing would increase in importance for them over the 
next few years. This is further supported by Pulizzi (2012) who stated that in 2010, the 
average consumer interacted with about five pieces of contents leading up to a business 
decision, while in 2011, the number had increased to 10 pieces of content. These studies and 
reports clearly shows that content marketing is on the rise from both the company and 
consumer perspective. Or as Harad (2013, p.18) puts it, “content marketing is here to stay”. 
 
Furthermore, Harad (2013) argues that content marketing is powerful as we live in a fast-
paced online world driven by information, a world in which one needs to adopt a give and you 
shall receive approach, which means that, if a company shares knowledge and opinions, it 
will also receive a reward from its audience in terms of loyal clients. Simply put, today’s 
marketing is about sharing content (Harad, 2013) and companies have to make the shift from 
selling to helping the consumer. However, one should recognise that with content marketing, 
one also have to adopt a new mind-set and different tools of marketing (Holliman & Rowley, 
2014). 

2.2.3 Content Marketing Objectives 

Many researchers argue that the key to developing successful content marketing lies in 
whether the content is great, remarkable or extraordinary (Halligan & Shah, 2010; Holliman 
& Rowley, 2014; Pulizzi & Barret, 2008). Providing content with these qualifications shall 
make the consumer actively seek out a brand as it provides them with a combination of 
information and entertainment (Holliman & Rowley, 2014). Pulizzi and Rose (2011), and 
Shah and Sudhaman (2013) suggest that a key component of successful content is that it is 
entertaining and informative. Further, in order to create content that includes these 
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characteristics a brand needs to change its mentality about marketing, which treats the 
consumer as a partner, rather than just the receiver of a message (Holliman & Rowley, 2014). 
In addition, this implies that a marketer must quit the broadcast mentality (Pulizzi, 2014) 
and instead enter a state where the company provides engaging content (Holliman & Rowley, 
2014). 
 
According to Pulizzi and Rose (2011) the main objectives of content marketing should be, or 
include some of, the following:  
 

• Create brand awareness or reinforce the brand; 
• Create or nurture a conversation; 
• Initiate customer conversation; 
• Provide customer service; 
• Lead to customer upsell; and 
• Recruit subscribers who are passionate about the content.  

 
The objectives created by Pulizzi and Rose (2011) are further supported by Holliman and 
Rowley (2014) who states that the main challenge, or objective, of content marketing is to 
develop a strategic approach whereby the company takes an on-going stance focusing on 
building long-term relationships, rather than creating small, short-term campaigns 
(Holliman & Rowley, 2014).  

2.2.4 Content Marketing Forms 
As mentioned earlier in this thesis, content marketing requires sharing quality, tailored 
materials to fit a clearly outlined target audience (Harad, 2013). An important part of this 
process is the utilisation of relevant content marketing forms and channels in order to reach 
the target audience. Some of the more commonly used tools include static content, which 
forms websites and dynamic rich media such as videos, podcasts and user-generated content 
(Holliman & Rowley, 2014). Meanwhile, more contemporary tools include online and real life 
groups, online communities that allow for open communication, corporate magazines, 
exposure through popular blogs and sampling (Harad, 2013; Pulizzi, 2012). Though, the 
primary driver behind these tools are the various social media platforms that exist today. A 
good example is Instagram, a photo-sharing network, which allows for visually inspiring 
stories to be told by both companies and individuals (Solomon, 2013). The amount of 
platforms available for content dissemination has increased drastically over the last couple of 
years and provides marketing professionals with endless possibilities, and one must 
understand how to use them in a correct way (Solomon, 2013). Furthermore, one positive 
aspect of content marketing within print and social media is that, compared to traditional 
advertising, it has the ability to leverage these channels through a reliant storytelling rather 
than bravado (Solomon, 2013).  

2.3 Theoretical Framework 
This thesis applies two theoretical models, which each explains separate parts of the purpose, 
and they combined provide a framework that will help answer the research questions that 
guide the thesis. Firstly, the Uses and Gratifications theory (U&G) will be used to investigate 
the underlying reasons of why consumers consume the content provided by ICA. Secondly, 
the Practice Theory seeks to explain how the consumer carries out his or her consumption 
practice in grocery shopping. The authors then try to find the linkage between these two 
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theories in the analysis, in order to examine whether the consumption of content is 
intertwined with the consumption practice.  

2.3.1 Uses and Gratifications Theory 

In today’s society, media are an integrated part of the everyday life and an aspect of social 
actions and interpretations of messages (O’Donohoe, 1994) and therefore, there is a 
comprehensive interest in studying this field. The initial studies within the field of mass 
communications tended to focus on the impact of the messages. The U&G theory was first 
and formally elaborated by Katz (O’Donohoe, 1994), and it was primarily applied onto the 
uses of Radio. However, later studies from the 1940’s till today, focus on what users do with 
the messages and media instead.  
 
The U&G theory takes a functionalist perspective on communication through media (Luo, 
2002; Lim & Ting, 2012). It addresses the users’ consumption preferences related to the 
choice of media and the gratification it results in (Lim & Ting, 2012). The theory argues that 
consumption of media derives from a desired outcome based on the users’ psychological 
needs (Katz, Blumler & Gurevitch, 1974; Luo, Chea & Chen, 2011), both cognitive and 
affective (Chua, Goa & Lee, 2012), and explains how the audience behave in subject to the 
fulfilment of these and past experiences (Katz et al., 1974). Moreover, U&G provides valuable 
insights on why certain media channels are adopted and the uses of the media (Rubin, 1994, 
as cited in Lim & Ting, 2012). Therefore it is regarded as a suitable approach to analyse users’ 
incentive for the usage of traditional media such as television and radio (Luo et al. 2011; 
Eighmey & McCord, 1998). Furthermore, recent literature argues that U&G is a useful tool to 
study online communication and interactive media as well (Ruggiero, 2000; Pai & Arnott, 
2013; Luo et al. 2011; Lim & Ting, 2012). 
 
The key terms under U&G are gratifications sought and gratifications obtained. The 
gratifications sought refers to the expectations a user has on a certain media, and how it can 
meet and fulfil these needs (Kim, Lee, Jo, Jung & Kang, 2015). The gratifications obtained 
refers to the gratifications a user experiences using the media, but these might not fit 
together with the gratifications sought. Hence, this gap is the reason why the user is either 
satisfied or dissatisfied with the medium, and it determines whether the user will adopt the 
media or not (Ruggiero, 2000; Kim et al., 2015). Moreover, the basic assumptions of U&G are 
(1) the audience is active and that their consumption is aligned with their goals; (2) the 
different media competes with other sources to satisfy the audience's needs; (3) the choice of 
media is motivated by previous experiences of the specific media; (4) people select and use 
communication tools in order to satisfy their desires and needs, that is, the selection of media 
is motivated and purposive; (5) while the consumer’s individual past experiences should be 
taken into account, value judgements based on cultural influences should be neglected (Katz 
et al., 1974; Lim & Ting, 2012). Based on the assumption that the audience is active, media 
use is goal-directed. Therefore, to link the need gratification with the chosen media is the 
responsibility of the user (O’Donohoe, 1994). 

2.3.1.1 Various Ways of Classifying 
According to O’Donohoe (1994), the gratifications sought from media may be classified into 
(1) diversion, (2) entertainment and (3) information, which all in turn are affected by the 
social roles and psychological disposition of the user. Here, diversion is described as the way 
to add value, or something to do or watch to alleviate boredom. Entertainment was not 
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thoroughly explained in this report, however, other studies refer to it as hedonism, and 
whether it is fun (Pai & Arnott, 2013; Lim & Ting, 2012). McQuail (1983, as cited in Luo, 
2002, p.35) states that "the value of media entertainment lies in its ability to fulfil users' 
needs for escapism, hedonistic pleasure, aesthetic enjoyment, or emotional release”. 
Information is described as a way of obtaining some form of education, scanning of the 
environment or retrieving information about products. According to Luo (2002), the 
information gratification concerns whether the medium provides useful and helpful 
information. The information should be accurate, timely, useful and informational, in order 
to meet psychological needs (Luo, 2002).  
 
However, given the amount of years that the U&G theory has been in use, there are various 
applications of it. Therefore, there are also many classifications of mass media uses, even 
though many of these display some similarities. For example, in one of the originating works 
on U&G, needs were divided into (1) cognitive, (2) affective, (3) personal integrative, (4) 
social integrative and (5) tension release (Kim et al., 2015). Here, the cognitive concerns the 
acquisition of information and knowledge, and the affective includes emotions, pleasure and 
feelings. The personal integrative comprises status, social integrative is about nurturing 
relationships. Finally, need is about escape and diversion. Furthermore, another 
categorisation of needs is provided by Kim et al. (2015), whereby the authors argue that 
information, identification, entertainment and social interaction were found to be the most 
important elements.  
 
In recent research, the theory has been applied onto different media channels, whereby 
different gratifications sought are based on the nature of the different ‘modern technologies’. 
For example, the end-goals in mobile phone usage are; sociability, instrumentality, 
entertainment, reassurance, status, mobility, and immediate access (Leung & Wei, 2000, as 
cited in Grellhesl & Pynyanunt-Carter, 2012), whereas social networking sites include 
belonging, reciprocity, hedonism and self-esteem (Pai & Arnott, 2013).  
 
Given these multiple interpretations and approaches, studies often group several variables 
into distinct categories, which were previously seen as separate entities. This signifies the 
versatility of the theory and the different ways in which it can be applied. However, it is 
stressed that motivations may not fall perfectly into solely one category, but into several 
(O’Donohoe, 1994). 

2.3.1.2 Influence of the Theory 
The theory is very influential and is considered to have contributed to the studies of mass 
communication (Lin, 1998, as cited in Ruggiero, 2000). In addition to this, the U&G theory 
does not only contribute to the field of mass communication, but is also of high importance 
for marketers, as an understanding of the psychological needs for the various media channels 
allows a more precise targeting (Chua et al., 2012), and development and distribution of 
content that is more valuable for the user. The theory is also relevant in terms of content 
marketing with the contemporary view on an active consumer (O’Donohoe, 1994). 

2.3.2 Practice Theory 
In order to address the research questions of this thesis, practice theory needs to be 
integrated into the theoretical framework as this theory can help explain how the 
consumption of content is intertwined with consumption practice (Warde, 2005), in this 
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case, grocery shopping. The basic assumption of practice theory is that consumption occurs 
as items are used by a person who is performing a practice. In order to be able to conduct a 
practice, a person must have some level of attention depending on the practice itself, as well 
as the appropriate tools (Warde, 2005). Warde (2005) defines a practice as some type of 
routinised behaviour, and puts great emphasis on habituation and tradition as all practices 
have a history. This implies that a familiar practice often is performed without reflection, or 
recreated, as it is performed on routine. However, one should highlight that practices, 
although similar, are not always performed in the same way. This means that practices are 
internally differentiated, hence, how well a person drives a car will depend on past 
experience, knowledge and available resources (tools). It is therefore important to consider 
the individual’s capacities and how these may differ between for example long-standing 
practitioners and beginners. Further, Warde (2005) states that practices are dynamic by 
nature as people (the agent performing the practice) will improvise and experiment 
depending on situational factors. He also argues that wants emerge from practices, and that 
these are affected by the degree to which the individual’s involvement is focused or 
fragmented in many practices, which in turn affects the routinized practice (grocery 
shopping). Warde (2005) illustrates how wants emerge from practices through the example 
of driving a car: 
 

A person drives a car (a practice). However, after a while the car 
runs out of gas (a want/need is created).  

 
To further clarify, this can be applied to the example of ICA: 
 

A person uses ICA’s application (a practice) and finds an interesting 
recipe that he or she wants to cook for dinner (a want/need is 
created).  

 
Further, Warde (2005) refers to Reckwitz (2002) who states that there are several elements, 
which together constitute a practice. These elements are:  
 

• Forms of bodily activities: these can be found at the core of practice theory as 
practices are routinised bodily activities, whereby a practice can be interpreted as the 
skilful performance of the human body, by the agent. Reckwitz (2002) especially 
highlights that the routinized actions used by the agent are themselves bodily 
performances, and not just instruments, which must be used in order to perform a 
task.  

• Forms of mental activities: mental activities imply that there are routinized ways in 
which the agent understands the world or knows how to perform a practice. A good 
example of this is that playing football includes bodily activities such as running or 
kicking, while also requiring an understanding for other players’ behaviour, such as 
the will to win the game and emotions and feelings which comes with it. Hence, if one 
does not link these mental and bodily activities it would not be possible to imagine the 
practice of playing football (Reckwitz, 2002). 

• Things and their use: in order to carry out a practice there are often necessary tools 
that must be used in a specific way. To further elaborate on the example of football, 
one cannot play without a football and a goal. This statement might seem trivial, 
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however, without these tools it would not be possible to perform the practice 
(Reckwitz, 2002).  

• Knowledge: every practice requires some form of knowledge, which embraces ways of 
interpreting/understanding things, knowing how to perform an activity, and wants, 
emotions and feelings. This knowledge also includes understanding of oneself and 
other humans (Reckwitz, 2002).  

2.3.2.1 The Practice as a Nexus 
A practice is often viewed as a nexus, meaning that it is built on linkages between doings and 
sayings, that is, bodily and mental activities (Warde, 2005). Therefore, the sayings and 
doings, which a practice constitutes of, are linked as cause and effect (Schatzki, 1996). 
Schatzki (1996) has identified two core notions of a practice which together imply that 
practices are coordinated entities that requires performance for their existence: 
 
The practice as a coordinated entity 
The practice as a coordinated entity relates back to the practice as a nexus and refers to how a 
practice unfolds temporarily and form linkages between doings and sayings. These doings 
and sayings are correlated and composed by a nexus, which link three main variables or 
components together (Schatzki, 1996; Warde, 2005):  
 

1. Understandings: one understands what to say and what to do in a particular practice. 
The understandings are expressed in both what people say and how they act, and is 
the know-how. Understandings can also be derived from multiple practices, and 
therefore, the total understanding may be a consolidation of various understandings.  

2. Procedures: based on the rules, principles, instructions and social norms, which 
formulate the foundation for the carrying out of the sayings or doings and other 
activities.  

3. Engagements: referred to as teleo-affective structures, including projects, tasks, 
purposes, beliefs, emotions and moods.  

 
Schatzki (1996) calls this the triad of variables as the practice’s organisation and explains 
them as a casual relationships, whereby each of them are interlinked to one another and to 
the practice(s). 
 
The practice as performance 
The practice as performance refers to the actual carrying out of a practice, and that the 
performance presupposes a practice. This means that the performance is vital in order for a 
practice to exist (Schatzki, 1996).  Hence, the performance is the actualisation of the doings 
and sayings, and the practice is viewed as a pattern, whereby the recreation of it requires an 
enactment, but can be differentiated by unique actions. Under this notion of a practice, the 
practice concerns the bodily behaviour, but there is also a shared understanding and know-
how between individuals.  

2.3.2.2 Consumption and Practices 
According to Warde (2005), almost all practices require consumption, and when discussing 
consumption there are often two contrasting views of the term: the sense of consumption as 
in a purchase, and the sense of consumption as in using-up. Further, it is important to 
highlight that, according to social sciences; consumption cannot be defined by market 
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exchanges, as one has to take the symbolic significance of consumption into consideration. 
Warde (2005, p.137) defines consumption in the following way:  
 

“A process whereby agents engage in appropriation and 
appreciation, whether for utilitarian, expressive or contemplative 
purposes, of goods, services, performances, information or 
ambience, whether purchased or not, over which the agent has some 
degree of discretion.” 

 
In addition to this definition Abbot (2001, as cited in Warde, 2005, p.137), argue that 
consumption can be described as: 
 

“A syncretic concept displaying a chronic ambivalence between two 
contrasting senses, of purchase and of using-up, both of which are 
equally inscribed in everyday language and scholarly analysis.”  

 
These definitions imply that consumption in itself is not a practice, but instead a moment 
which is present in almost every practice. Further, Warde (2005) suggests that it is the 
activity that generates wants, rather than wants generating activity. Hence, one may assume 
that practices, rather than individual desire, create wants. This also implies that the 
engagement in the practice (for example, engagement in football as a sport) results in the 
process of consumption (for example, consumption of football or other sports magazines). 
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3 Case background 
The following section presents a brief background on the chosen case and its context, 
namely, the grocery retail sector.  
 

3.1 The Swedish Grocery Retail Sector 
The Swedish grocery retail sector is dominated by a small number of large actors, which 
together account for about 80 percentages of the total market. The main chains in the market 
are ICA and Coop. However, these are challenged by foreign-based discount chains such as 
Lidl and Netto, which strive to capture market shares in the Swedish market (ChamberTrade 
Sweden, 2013). According to a report made by the Swedish Competition Authority (2011), the 
Swedish grocery retail market has the highest concentration in Europe, referring to the 
market shares held by the top five actors in the market. In the report, it is also concluded that 
the entrance of Lidl and Netto in the Swedish market has forced the larger competitors to 
improve their price competitiveness. This is something that further contributes to the growth 
of internally developed discount brands in order to remain competitive (Swedish 
Competition Authority, 2011).  

3.2 ICA Gruppen AB 
ICA Gruppen AB operates in many different markets, such as pharmaceutical, banking, real 
estate, insurance and grocery retailing, which is their primary market. To further clarify the 
focus of this study, it solely explores ICA’s primary market, namely, the grocery retailing (ICA 
Gruppen, 2014). ICA’s grocery retail branch is the market leader in the grocery retail sector, 
with 1.321 stores and a market share of 36 percentages (ICA Gruppen, n.d.-b). During 2015, 
ICA’s grocery retail market grew by 4.0 percentages, and experienced a prominent trend 
within healthy, organic and local groceries (ICA Gruppen, 2016; ChamberTrade Sweden, 
2013).  
 
With net sales of about SEK 72 billion in 2015 (ICA Gruppen, 2016) and their 36 percentage 
market share, ICA’s grocery retailing mission is to be the market leader focused on food and 
meals” (ICA Gruppen, 2014). Further, ICA emphasises their commitment to doing good 
business, which is displayed in their guidelines for a strong community engagement and 
sustainability in order to set the ground for long-term profitability. They argue that these 
standards ensure that consumers and stakeholders feel confident and secure about ICA and 
its operations (ICA Gruppen, n.d.-a): 
 

• Breed prosperity and diversity among all employees, 
• listen to the consumers and align all decisions with their needs, 
• be motivated by eminent ethical standards and profitability, 
• keep an open dialogue both internally and externally, 
• provide safe products and high quality, 
• encourage a healthy lifestyle, and 
• Embrace thorough environmental practices to improve sustainable development. 

 
Furthermore, ICA acknowledges its opportunity as a market leader to influence the 
consumers through the product range, pricing and marketing, to make sustainable and 
healthy choices. In its latest sustainability report from 2014, ICA outlines the most eminent 
trends that have, or is likely to affect the grocery retail market in the forthcoming years. 
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Further, it discusses the trend of the connected society, and how mobile phones and tablets 
are becoming the main drivers; making goods, services and information available anytime 
and anywhere. A second trend that has been identified concerns the fact that people in 
today's society are very busy, which have created a demand for products and services that 
contribute to simplicity and convenience in the everyday life (ICA Gruppen, 2015). 
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4 Methodology and Method 
In this section, the authors describe the methodology and methods used within the thesis, 
while also motivating the choice in relation to the purpose of the study. It further elaborates 
on the data collection process and how the analysis was conducted.  

4.1 Research Philosophy 
Research philosophy concerns the development of knowledge and the nature of it (Saunders, 
Lewis & Thornhill, 2009). It displays the assumptions about how the world is viewed, and 
supports the research strategy and the methods that are chosen for the study. Therefore, the 
research philosophy is important, as it affects how the study is conducted, as well as how it is 
understood and analysed. Moreover, the research philosophy is composed of different views: 
positivism, realism, interpretivism, objectivism, subjectivism and pragmatism. 

4.1.1 Interpretivism 
As this study is of qualitative nature and seeks to understand the social actors’ (that is, ICA’s 
customers) and their motivations and actions, it is guided by an interpretivist philosophy. 
This is supported by Saunders et al. (2009) and Merriam (2010), who argue that 
interpretivism stresses the importance of understanding individual differences among 
humans and the subjective meanings that motivate humans and their actions. Further, the 
term interpretivism is rather broad, however, its main focus is to explain how the social world 
is experienced and understood by those who act within it (King & Horrocks, 2010). Thus, as 
this thesis attempts to understand how consumers consume ICA’s content, and how this is 
connected to the consumption practice (that is, grocery shopping), interpretivism is suitable 
as it helps explain these processes and the relationship between them (King & Horrocks, 
2010). 
 
Furthermore, under the interpretative philosophy, it is preferred to have semi-structured 
interviews and small sample groups (Saunders et al., 2009), which suits the qualitative 
nature of this study and allows for in-depth understanding of the phenomenon under 
examination (Merriam, 2010). The use of semi-structured interviews is also supported by 
King and Horrocks (2010). 

4.2 Research Approach 
According to Saunders et al. (2009), there are two different research approaches; the 
deductive and inductive approach. The greatest difference between these is that, in contrast 
to the deductive approach, the inductive approach generalises from the specific to the 
general, and promotes the usage of a smaller sampling group for its qualitative nature. 
Furthermore, Ong (2012) adds that there is a third approach, the abductive approach, which 
aims to describe and understand social life from the perspective of the social actors’, in order 
to construct or test a theory.  

4.2.1 Inductive Research Approach 
There are several characteristics of this study in which the authors see similarities to those of 
the inductive approach. Among some, the inductive approach emphasise on the context and 
is based on a small sample, as to provide the researcher with knowledge about the nature, or 
foundation, of a problem (Saunders et al., 2009). This is well aligned with the purpose, as 
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well as the qualitative methodology and method of this study, as it examines content 
marketing in a context and utilises eight semi-structured interviews to gather primary data.  
 
However, even though there are similarities to be found between the inductive approach and 
this study, it is not fully applicable, as the inductive approach may be too comprehensive 
considering the small size of this study. Thus, the authors argue that it is difficult to fully 
justify that this study utilises an inductive approach, as more similarities need to be apparent. 
One thing that differs between this study and the chosen approach is that instead of relying 
completely on empirical data, this thesis also applies a theoretical framework consisting of 
the U&G theory and the Practice Theory (Saunders et al., 2009). However, the theoretical 
framework mainly works as a guidance throughout the study and does not provide a fully 
developed model.  

4.3 Research Purpose 
The way in which the research questions are formulated directs the thesis towards its specific 
purpose. According to Saunders et al. (2009), the possible outcomes of a research question is 
three-fold and will lead to a descriptive, explanatory or exploratory purpose. 

4.3.1 Exploratory Purpose 
Given the purpose of this thesis, which is based on the notion of investigating, interpreting 
and understanding the phenomena of content marketing and its connection to consumption 
practices, an exploratory approach is adopted. This is aligned with Saunders et al. (2009) and 
their description of the chosen method, as it provides the authors with a good ground to find 
new insights and is well suited for an interpretative research approach. Further, by applying 
two well-renowned theories to the phenomena the authors aim to address the linkage 
between the consumption of content and the consumption practice from a new angle.  
 
Moreover, the exploratory purpose is considered suitable for this thesis since the purpose of 
the study is to understand a specific problem and its nature, as well as to find new insights 
and shed new light on the phenomenon (Saunders et al., 2009). Furthermore, the method is 
very flexible and adaptable to change, thus, the authors of this thesis can modify their 
purpose and method as progress might bring new data and other insights (Saunders et al., 
2009). 

4.4 Research Strategies 
There are several different research strategies one can employ when conducting a study, 
which are dependent on the purpose and research question(s) of the study. According to 
Saunders et al (2009) the different strategies are (1) Experiment, (2) Survey, (3) Case study, 
(4) Action Research, (5) Grounded Theory, (6) Ethnography, and (7) Archival Research.  

4.4.1 Case Study 
This thesis utilises the research strategy of case study, which examines specific contemporary 
concepts within a real life context and helps in developing a thorough, in-depth 
understanding of the context (Dubois & Gadde, 2002; Merriam, 2010; Kruger, Mitchell & 
Welman, 2005). Further, it answers how, why and what questions in an efficient manner. 
Case studies are also proven useful in exploratory research (Saunders et al., 2009), which is 
in accordance with the purpose of this thesis. Additionally, the utilisation of this strategy is 
supported by Yin (2003) who mentions that a case study explores a phenomenon within a 
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certain context, in this case, the Swedish Grocery Retail Sector and more specifically, ICA. A 
case study is also considered suitable as it employs interviews as one of several data collection 
techniques (Merriam, 2010; Yin, 2003). 
 
When conducting a case study, one can perform a single case, multiple case, holistic case and 
embedded case. As this study examines one single company, ICA, it is considered to be a 
single case study. This is further supported by Yin (2003) who states that the single case 
strategy focuses on one unique case, through obtaining data about a critical case, or 
identifying and analysing a new phenomenon within a context (Merriam 2010; Yin, 2003). 
This study uses a single case study because content marketing is a new phenomenon, which 
may be better understood within a specific context (Yin, 2003). Further, due to time 
limitations and the goal to obtain a deeper understanding, a single case study is suitable. 
Finally, as the study takes a qualitative approach aiming to explore, in-depth, the 
particularities and patterns of one company, ICA, it does not aim for generalisation.   
 

4.5 Data Collection 

4.5.1 Primary Data 
When collecting primary data, one can employ three different methodologies: qualitative, 
quantitative, and mixed (Saunders et al., 2009). Considering that these methodologies use 
different methods to collect data it is important to utilise the one that is most suitable for the 
purpose and the desired outcome of the study; in this case, to understand how the 
consumption of ICA’s content marketing assists in the consumer’s consumption practice.  
 

4.5.1.1 Qualitative Methodology 
This study utilises a qualitative methodology as it is more applicable to the purpose, and aims 
at identifying patterns, rather than generalisations (Saunders et al., 2009). The qualitative 
methodology uses non-numerical methods (Seale, Gobo, Gubrium & Silverman, 2004) to 
describe, decode, translate and understand the meaning of a phenomenon (Saunders et al. 
2009). Further, it also investigates a concept in its natural context through analysing written 
and spoken text to derive a deep understanding of the concept, as well as how people 
interpret and apply meaning to their experiences (Merriam, 2010), which is well aligned with 
the purpose of this study and the research strategy. Thus, the methodology results in data, 
which is non-standardised and requires classification into categories, which relates well to 
this thesis (Saunders et al., 2009).  
 

4.5.1.2 Interviews 
This thesis utilises interviews for the gathering of qualitative primary data, as interviews are 
considered useful for gathering reliable and valid data that is tailored to fit the specific 
research question(s) (Merriam, 2010) and the purpose of the thesis (Saunders et al., 2009). 
An interview can be described as a discussion between two or more participants with a 
specific purpose (Saunders et al., 2009), and is a general term for a multiple set of 
approaches, which needs to be altered in order to be consistent with the purpose and chosen 
strategy of the research. Although there are different categorisations of interview approaches 
(Merriam, 2010; Saunders et al., 2009), this thesis utilises the typology adopted by Saunders 
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et al. (2009), which is commonly used by researchers and focuses on the level of structure 
and formality of the interview. The different approaches are structured interviews 
(standardised), semi-structured interviews and unstructured interviews (non-standardised) 
(Kruger et al., 2005).  

4.5.1.2.1 Semi-structured Interviews 
This thesis utilises semi-structured interviews as it allows the authors to be more flexible, and 
given what is encountered in each interview, the interviewer can adapt the questions and/or 
wording to the situation (Merriam, 2010) in order to obtain a deeper understanding of the 
subject. Hence, this approach opens up space for a discussion and can enable an 
understanding of the relationship between different variables and is therefore considered 
more suitable for the qualitative research approach of this thesis (Saunders et al., 2009; 
Kruger et al., 2005).  
 
Further, this allows the authors to ask questions that guide the interview, but also gives the 
possibility to pose follow-up questions, create a discussion and embrace side-tracks that 
evolve during the interview (Kruger et al., 2005). Moreover, according to Kruger et al. 
(2005), semi-structured interviews’ usually employ different pre-set themes to cover during 
the interviews as guidelines. Thus, in order to obtain a holistic view of the content 
consumption in relation to grocery shopping, as well as to assure to not exclude any relevant 
data, the interviews are structured according to the following: general information about the 
grocery shopping behaviour, pre-purchase behaviour, during purchase and post-purchase 
behaviour. These may also help the respondents in recalling their behaviour, as it is 
presented in a chronological order. Further, the interview questions were created with both 
the U&G theory and the Practice Theory in mind, to increase the likelihood of obtaining 
answers that can be connected to the theories, as well as answering the research questions.  
 
It is difficult to find research on what is the optimal number of interviews, as each study may 
require a different set of interviews. Though, as stated in section 3.3, the inductive approach 
supports a small sampling group, and given the narrow time frame and the recommended 
number for qualitative studies, the authors chose to conduct six interviews initially. However, 
it was discovered that this was not sufficient, so in order to reach saturation two more 
interviews were added. Thus, eight interviews were conducted in total.  

4.5.1.3 Sampling 
Sampling refers to the process whereby a researcher selects a decided number of candidates 
from a population, from which the primary data will be collected (Mihailescu, 2015; Saunders 
et al., 2009; Kruger et al., 2005). Based on the objectives of the research, the authors of this 
thesis have developed a sampling criteria from which judgement is used to select candidates 
that are able to answer the questions in a suitable way. Thus, the thesis utilises a 
nonprobability judgemental sample (Saunders et al., 2009; Kruger et al., 2005). Although 
judgemental sampling might be questionable as it may not represent the entire population, 
the aim is not to generalise, and thus, it does not need to be representative (Kruger et al., 
2005). Moreover, the specific characteristics of the sampling criteria (See table 1) will assist 
in assuring of the proper profile of the respondents in relation to the purpose of this thesis. In 
addition, the sample group is based on personal networks of the authors due to time 
constraints, and as this thesis does not aim to generalise, but rather to find particularities, the 
sample group is still considered valid. 
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Further, the authors of this thesis select candidates based on the availability of media devices 
required in order to consume ICA’s various content, the customer’s relation to ICA, and how 
the customer utilises social media. It is considered important that participants are present in 
social media as ICA utilises these channels when publishing content. Further, the sampling 
criteria is developed in order for the authors of this thesis to increase the probability to obtain 
information that is connected to the purpose of this study. The specific sampling criteria is 
summarised in the table below.  
 

Sampling Criteria 

Accessibility to media devices Online access through one or more of the following tools: 
• Smart phone  
• Tablet 
• Laptop 

Affinity with ICA • Active shopper at ICA* 
• Loyal customer at ICA** 
• Member at ICA *** 

Affinity with social media • Users and/or members on Instagram 
• Users and/or members on Facebook 

Table 1 Sampling criteria 

* A consumer that actively visits some of ICA’s retailers for their everyday grocery shopping, as well 
as for planned purchase occasions. These visits should have a frequency of at least once a week. 
** A repeatedly returning customer, who has ICA as the preferred choice of grocery retail store. The 
authors of this thesis further defines a loyal customer at ICA as someone who has visited the store 
once a week, for a period of one year or more.  
*** A customer who holds a loyalty card at ICA.  
 
Interview List 
The table below contains information about each respondent, and further elaborates on the 
demographics of each respondent, such as age, gender and profession. Four females and four 
males were interviewed, as to avoid biased answers due to differences that might exists 
between genders. Further, each respondent fulfils the required sampling criteria presented in 
table 2.  
 

Respondent Abbreviation/ 
Pseudonym 

Age Gender Demographics Date Length of 
Interview 

Respondent 1 R1 21 Female Student April 
6th 
2016 

00:21:24  

Respondent 2 R2 21 Female Student, Part-
time sales 
consultant 

April 
7th 
2016 

00:21:05 
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Respondent 3 R3 24 Female Student April 
7th 
2016 

00:18:53 

Respondent 4 R4 24 Female Student April 
8th 
2016 

00:26:39 

Respondent 5 R5 23 Male Student April 
6th 
2016 

00:39:11 

Respondent 6 R6 21 Male Student, Part-
time construction 
engineer 

April 
6th 
2016 

00:27:14 

Respondent 7 R7 22 Male Student, Web 
editor 

April 
7th 
2016 

00:19:13 

Respondent 8 R8 24 Male Student, Trainee April 
7th 
2016 

00:22.39 

Table 2 Interview list 

4.5.1.4 Interview Outline 
Based on guidelines provided by Saunders et al (2009) and Kruger et al. (2005) the table 
below clearly explains how the interviews of this study are conducted and outlined.  
 

Welcome  Welcome the respondent to the interview and present the interviewer and the person 
who will take notes throughout the interview. Create a welcoming environment.  

Setup Explain the setup and length of the interview and discuss the sharing of data, and what 
data is needed. Also ask the interview if there are any issues, if an audio recorder can be 
used.  

Topic Present the topic that will be discussed and what the results gained from the interview 
will be used for.  

Questions Ask both open and probing questions, and summarise the interviewee’s answers to 
confirm what has been said. The guiding questionnaire for the interviews is available in 
Appendix 1.  

Thanks Thank the respondent for their participation. Also ask whether we can contact the 
respondent if there are any further questions.  

Table 3 Interview Outline 

4.5.2 Data Collection from ICA’s Content Forms 
This thesis utilises primary and secondary data to gather information about ICA’s five 
content forms. Primary data about the in-store content was derived from six individual and 
separate visits to two of ICA’s stores in Jönköping, made by the authors. During these visits, 
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the authors took pictures of the content (see Appendix 2), in order to provide the 
interviewees with examples of the in-store content, as well as to illustrate what it looks like 
for the sake of the thesis. In addition to this, the thesis uses information about ICA’s content 
on social media, which has been collected via observations on ICA’s different Facebook and 
Instagram accounts. The secondary data collection is further elaborated on in the next sub-
section, 4.5.3. 
 

4.5.3 Secondary Data 
Using secondary data refers to re-analysing data that has been collected for other purposes 
than the current research, but still provides useful information that contributes towards the 
purpose of the study. Secondary data can consist of both qualitative and quantitative data 
and be presented in form of either raw data or compiled data, where raw data presents 
information without any extensive processing whereas compiled data is more selective or 
summarised (Saunders et al., 2009). Although there is a variety of classifications adopted by 
researchers, Saunders et al. (2009) have identified three sub-groups that summarises these, 
namely survey-based data, documentary data and data compiled from multiple sources.  
 
This thesis foremost utilises secondary data obtained from documentary data sources, which 
include journals, organisations’ databases/websites, newspapers and reports (Saunders et al., 
2009). From these sources, the authors have collected information about the specific 
industry and organisation of interest, namely the Swedish grocery retail sector and ICA. An 
example of secondary data used in this report are various reports produced by ICA, which 
was originally crafted by ICA Gruppen. Documentary sources have also been utilised when 
collecting information about three of ICA’s content forms, namely the Buffé magazine, the 
website and their applications. Furthermore, multiple-source data, which presents more 
focus on industry- and country-statistics and reports, is implemented in this study to support 
the data collected from documentary sources.  
 
There are both advantages and disadvantages of utilising secondary data that needs to be 
considered when applied to this thesis. A major advantage of being able to use secondary data 
is the saving of resources in form of time and money, since it in general is more efficient to 
apply existing data than to acquire new data (Seale et al., 2005). Another advantage is the 
accessibility of secondary data, since it often is easy to obtain due to the current information 
landscape. Saunders et al. (2009) also argues that, depending on the resources possessed by 
the researches, secondary data tend to have higher quality in terms of parameters such as 
sampling group and insight in organisations/industries.  
 
However, even if there is a great amount of high quality information available in the current 
information landscape, the quality of data cannot always be assured and there might be a risk 
for misinterpretation when re-analysing the data (Seale et al., 2005). Therefore, in line with 
what Saunders et al (2009) argues, the reliability of data sources is carefully evaluated by the 
authors before being utilised for the research. Furthermore, the authors of this thesis 
acknowledge that the initial purpose of the obtained data might affect its applicability toward 
the research question(s) since it can be affected by circumstances such as method and age of 
data collection, as well as revision of the data obtained in order to fit a specific research 
(Saunders et al., 2009). 
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4.5.4 Literature Search 
When conducting the literature review for this thesis, the authors foremost used academic 
literature. The search parameters used to obtain academic literature for the literature are 
presented in the table below.  
 

Databases and 
search engines 

Primo, SAGE, Emerald, Jönköping University’s Library, Google Scholar 

Search words Content Marketing, Digital Marketing, Online Marketing, Storytelling, Brand 
Journalism, Consumer Behaviour, Uses and Gratifications Theory, Practice 
Theory 

Type of literature Academic Journals and books written by academics for educational purposes 

Publication period 1974-2016 
Table 4 Search parameters 

However, as content marketing is a fairly contemporary concept this thesis also utilises 
industry sources. This is considered necessary as the subject is more widely discussed on 
websites and in specialised industry magazines, and may not be sufficiently developed within 
the academic world. Furthermore, when searching for appropriate non-academic sources, the 
credibility of the websites and newspapers was assessed in terms of who the publisher, owner 
and author of the information is, as well as date of publication.   

4.6 Method of Analysis 
There are no set instructions as to how one should go about analysing qualitative data, 
however, it is recommended to conduct an analysis through the use of conceptualisation 
(Mihailescu, 2015). The authors of this thesis utilises conceptualisation through applying the 
theoretical framework (Saunders et al., 2009), consisting of Uses and Gratifications theory 
and Practice Theory, to the empirical findings. Thus, the framework this thesis employs 
consists of several stages, whereby the data is (1) collected, (2) reduced/summarised, (3) 
displayed/categorised, and finally (4) conclusions are drawn based on the theoretical 
framework and the primary data (Saunders et al., 2009; Mihailescu, 2015). As mentioned 
earlier, this thesis collects data via semi-structured interviews, which are then transcribed 
and summarised by the authors. The summary of the interviews is included under section 5, 
and is then further categorised and analysed in section 6 and 7.  
 
To collect and reduce data, as explained, is a straightforward process, however the second 
stage in the analysis process, the data display, requires that one summarises and categorises 
the data in some way, which helps the researcher to arrive at a conclusion (Collis & Hussey, 
2014). Finally, to connect the research approach of the thesis to the method of analysis, the 
inductive approach implies that the method of analysis is less structured and relies more on 
interpretation (Saunders et. al., 2009). Thus, the chosen method of analysis is considered 
suitable.  

4.7 Validity of Research 
In order to assure the trustworthiness, meaning the validity and relevance, of qualitative 
research, researchers need to take certain aspects into consideration when designing the 
study (Krefting, 1991). Guba (1981) argues that there are four main areas concerning 
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trustworthiness of research with a qualitative nature, namely credibility, transferability, 
dependability and confirmability.  
 
Krefting (1991) argues that the credibility tends to be the most important aspect for 
qualitative research. It addresses how researchers can assure the truth of the empirical 
findings based on the research design, and suggests certain processes that the authors utilises 
in order to obtain a credible result (Guba, 1981; Shenton, 2004). In order to obtain external 
feedback and insights, the authors of this thesis take advantage of peer debriefing through 
the designated tutor, as well as other marketing students, who yield insights and provide 
critique to the research (Guba, 1981; Shenton, 2004). Furthermore, in order to assure 
credibility of the empirical findings, the data collected is analysed independently by the 
researchers, as this process of triangulation puts the opinions of each researcher against each 
other, which also contributes to the dependability of the thesis (Guba, 1981). The researchers 
also analyse the data in relation to secondary data obtained about ICA. This is in line with 
Guba (1981), who argues that information that cannot be verified by two or more sources 
should not be taken into account for qualitative studies, as the credibility of the information 
cannot be assured. For future considerations, the collection of primary data is archived, 
which enables future researchers to re-interpret and test the collected data (Guba, 1981). 

Transferability concerns to which extent the study can be applied to other situations 
(Shenton, 2004). As the thesis does not aim to provide a generalisable result, the authors 
argue that the transferability of the findings is very limited. However, as the characteristics of 
the case are based on a particular environment and industry, the findings of this thesis might 
be transferable to other studies where situations and contextual information holds very 
similar characteristics (Shenton, 2004; Lincoln & Guba, 1985).  Finally, confirmability 
addresses the importance of objectivity throughout the research (Shenton, 2004). In order to 
avoid investigator bias and to assure confirmability, the authors provide quotations in the 
analysis section attached to interpretations.  
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5 Result 

This section merely aims to present the empirical findings gained from the secondary and 
primary data collection. The secondary data has been collected via observations of ICA’s 
diverse content forms as well as via other secondary sources, while the primary data has 
been collected through eight semi-structured interviews performed by the authors. The data 
presented in this section is later analysed in the forthcoming sections analysis, conclusions 
and discussions.  
 

5.1 ICA’s Content Marketing Efforts 
This section presents the diverse channels that ICA utilises in order to communicate different 
kinds of content to the consumers, as well as what characteristics each form of content 
possesses. ICA does not define its marketing efforts or strategies as content marketing, 
however, with respect to the definition of content marketing presented under 2.2.1, as well as 
the focus on ICA’s grocery retail operations, the marketing efforts presented in this section 
fall under the scope of content marketing. 

5.1.1 ICA’s Website 

ICA’s website presents several tools for the consumer to utilize. Firstly, it offers information 
regarding all industries incorporated in the organisation, as well as e-commerce sections for 
their home appliances, groceries, pharmaceuticals, banking and pre-made grocery bags. 
Furthermore, the website presents content in form of a recipe database, consisting of 
thousands of alternatives in all different categories, as well as sections for people with 
allergies and general cooking instructions. Under the health section, ICA’s dietists’ present 
content linked to a healthier lifestyle, including both training, as well as dietary information 
and general articles about the body. Finally, there is an online version of the consumer 
magazine Buffé, which will be presented in the next section (http://www.ICA.se). 

5.1.2 Buffé Magazine 

Buffé is ICA’s magazine, distributed on a monthly basis to those members who are frequent 
customers. It consists mainly of recipes and photos in order to induce inspiration to the 
readers within the fields of food, cooking and dining. It is distributed to over two million 
customers every month, making it the biggest consumer magazine in Sweden (TS, 2008). The 
main objective of the launch of Buffé was to provide a reward for consumer loyalty, in 
addition to already existing bonuses and special offers, and has further evolved into a 
profiling medium for ICA as a brand. Further objectives of the magazine is to provide 
inspiration and general associations regarding food and dining, communicating ICA’s core 
values through medias that are not perceived as advertisement (Ots, 2010).  

5.1.3 Smartphone Applications 

ICA has developed several different applications for smartphones, which focus on providing 
the consumers with different services and content. The objectives of the applications are all 
based on the notion of making the everyday life a little easier. 
 
ICA Handla 
ICA Handla aims to ease the process of planning, as well as the consumption practice. You 
can login with your customer ID in order to monitor your accumulated bonuses as well as 
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personalised offerings. The application contains a shareable shopping list, integrated with the 
store disposition, in order to make the shopping more efficient.  It also offers the consumer 
guidance to all different stores, as well as information regarding what additional services the 
store offers (e.g. pharmacy, post office, betting agent, ATM, liquor store). In addition to this, 
the application is also linked to ICA’s recipe database, and presents something called the 
cheap week, which connects selected recipes with current store offerings (ICA, n.d.-b).  
 
ICA Hälsorabatt 
This application promotes a healthy lifestyle and connects a pedometer with discounts in-
store. It promotes daily exercise and is based on the notion that the more one is moving, the 
more discount one will collect. The discount transfers to the customers ICA card and is 
applicable on selected items that are considered as healthy (ICA, n.d.-c). 
 
ICA Play 
ICA Play provides users with entertainment in form of their TV commercial that have been 
running as a television show since 2001 and have become very popular in Sweden (ICA, n.d.-
d).  
 
ICA Grilla 
ICA Grilla is a barbeque application, which include all functions needed for a successful 
barbecue experience. There are over 1000 recipes customised for barbecuing, including 
everything from starters to desserts and side dishes. It contains information on how to 
barbecue safely, as well as a commodity guide on how to handle and prepare all different 
ingredients and equipment (ICA, n.d.-a).  

5.1.4 Social Media 

Facebook 
The ICA brand is present in many different forms on Facebook 
(https://www.facebook.com/ICA/; https://www.facebook.com/icastudent/). There are pages 
that are controlled by the core company, but also smaller ones operated by the store owners 
with locally adapted messages. ICA’s largest page is called ICA and it is operated from the 
headquarters. It has about 260 000 likes and focuses on providing content in form of 
inspiration, recipes, commercials and competitions. It also has an interactive function, where 
employees at ICA reply to comments and posts. The page ICA Student focuses on providing 
inspiration on food from a money saving perspective to its followers.  
 
Instagram 
ICA has various accounts on Instagram (https://www.instagram.com/icasverige/; 
https://www.instagram.com/icahemma/; https://www.instagram.com/icastudent/; 
https://www.instagram.com/tidningenbuffe/), all focusing on providing different content to 
a specific target group. Icasverige is their largest account, with about 18 900 followers. It 
posts inspirational pictures and short videos about food, often related to current holidays, 
trends or seasons. The account Icahemma focuses on the home supply range of ICA’s stores 
while Icastudent aims to give inspiration to students in order to create a better everyday life 
for them. Lastly, the account Tidningenbuffe is filled with similar content as the actual 
magazine and aims to inspire the followers with pictures and recipes from the customer 
magazine.  
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5.1.5 In-store Content 
ICA’s in-store content consists of signs, recipes, digital screens and information placed 
throughout the store. These contents may be found above the counters, placed next to the 
products or close to specific sections to which they relate. For examples of ICA’s in-store 
content, see Appendix 2. 
 

5.2 Interview Summary 
The following sub-sections aims to summarise the primary data collected via the eight semi-
structured interviews, and the data presented will be further analysed in the forthcoming 
sections analysis, conclusion and discussion. The summarisation is divided according to 
general information, pre-purchase, during purchase and post-purchase, in order to provide a 
chronological order that is easy to follow. 

5.2.1 General Information 

All respondents were interested in cooking and everyone, besides R1, and all experienced that 
grocery shopping is an enjoyable part of their everyday life. R3 and R5 mentioned that the 
interest of cooking is something that has emerged after creating their own households. 
Among the different forms of content that ICA provides, the website, the magazine Buffé and 
the application ICA Handla are the most prominent.  
 
Firstly, both R1, R2 as well as R5 said that they mainly use the website as they believe that it 
is more comprehensive than ICA Handla, and that it is more comfortable to be in front of the 
computer. In addition to that, all of the respondents stated that they use the website for both 
informational and inspirational purposes, and they argued that it satisfies their needs. R1, 
R3, R5 and R8 especially emphasized on the accessibility of the website. In addition to this, 
R3 and R5 also pointed out that they perceive the website as entertaining and that they enjoy 
browsing for recipes. Furthermore, R4, R5, R6 and R7 mentioned that they use Google when 
searching for recipes, but that they chose ICA or other alternatives that they are familiar with 
among the search alternatives, as these are perceived as credible, knowledgeable and of good 
quality.  
 
Secondly, when asked whether, and how the respondents use Buffé, R1 mentioned that she 
believes that Buffé is too comprehensive, containing too much information and too many 
pictures. R1 further stated that she would use the magazine if the recipes were easier, which 
is supported by R2, R3 and R5 who believe that Buffé is very inspiring but too advanced. 
Further, R3, R4 and R5 all said that Buffé is entertaining as well as inspirational, while the 
other respondents did not mention the word entertaining when discussing the magazine. R7 
and R8 also add that they perceive Buffé as credible and relevant, and R3 thinks the 
magazine affects her loyalty towards ICA. In addition to this, R7 said that his intention when 
reading Buffé is not to read recipes, but to obtain general information. As an example of this, 
R7 says: “...how long to fry salmon” (R7, Personal communication, 7 April 2016).  
 
Thirdly, all respondents are familiar with ICA Handla, however, only R5 is aware of one of 
the other applications provided by ICA, namely ICA Hälsorabatt. R1, R2, R3, R6 and R7 all 
believed that ICA Handla is informative and easily accessible, and they find that it is a good 
place to search for recipes. R3 and R4 also stated that the application is very convenient as 
they always carry it with them. R2 and R3 both believed that ICA Handla provides them with 
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more value than the other forms of content, due to its convenience, structure and overall 
appeal.  R5 and R7 both use/used the shopping list function in ICA Handla as part of their 
planning process before visiting the grocery store.  
 
Continuing, the in-store content provided by ICA was mainly recognised by R2, R3 and R7 
and is seen as something that is foremost informative. However, all respondents except R7 
and R8, looked for information regarding a product’s origin as this is an important question 
for them. Furthermore, all respondents were aware that ICA is present on social media, 
however, only R5 and R8 follow them on Facebook. Although, R2 said that her perception of 
ICA’s content on Instagram and Facebook is that it is fresh and trustworthy, which is in 
accordance her overall perception of the company. R6, R7 and R8 further stated that they 
would read a post that would appear in the Facebook feed, and that they would click on a link 
if a friend had liked or commented on it.  R6 explained that he does this as he is curious to 
find out what it is, along with the fact that he perceives ICA as a good source of information.  
 
Finally, all respondents view ICA’s content as accessible, informative and inspiring. R5 said 
that ICA provides him with reassurance and stated that ICA is always personal and relevant 
in its information, which contributes to building a relationship with him and makes him feel 
special. This is further supported by R2 and R3 who felt that they have a relationship with 
ICA, and prefer ICA over other grocery stores. R8 also mentioned that one factor to why he 
chose ICA over other stores is its informative and helpful content. Some of the respondents 
also pointed out that when they were searching for recipes, they could receive inspiration for 
other recipes.   
 

5.2.2 Pre-purchase 

When asked how the respondents plan their grocery shopping, R1 said that she prefers to 
plan in-store rather than beforehand. However, while R1 values grocery shopping and sees it 
as a creative task, she also uses the website, the application ICA Handla and the newsletter to 
obtain information about weekly offers and new ideas for recipes before visiting the store. In 
similarity to R1, R3 and R4 improvise when visiting the store, although, R3 and R4 also write 
a list containing the basic products that they have to buy. Further, R4 said that it is the 
cooking practice she finds interesting, and that she sees grocery shopping as a task which she 
has to perform rather than something she enjoys. Meanwhile, R3 enjoys both the grocery 
shopping and the cooking, and said that for her, the grocery store is an inspiration in itself. 
Further, both R3 and R4 mentioned that, as they are interested in cooking, they use ICA’s 
contents to obtain information and inspiration pre-purchase. R3 browses the website and the 
application ICA Handla in advance, for informational and inspirational purposes. However, 
R3 also mentioned that she uses these content forms as entertainment even when she does 
not intend to go to the store. R4 said that she mainly uses ICA’s website via her computer and 
phone before grocery shopping, as it provides her with information and inspiration about 
new and exciting recipes. What R4 finds especially rewarding about this content form is that 
she can access it at any time, everywhere, as she always carries her phone and/or computer 
with her. Finally, in similarity to the previously mentioned respondents, R8 does not plan 
extensively before visiting the grocery store.  
 
In contrast to R1, R3 and R4, the other respondents tend to plan to a greater extent before 
grocery shopping. R2 stated that she shops once a week together with her boyfriend, and that 
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they always have a shopping-list on one of their phones, which they have written before 
visiting the store. R2 also feels that her planning process is rather extensive and mentioned 
that it involves browsing through ICA’s website and the application ICA Handla, to find 
inspiration. In the interview, R2 described the last time she used ICA’s website and felt that it 
eased her planning process, as well as the actual grocery shopping and cooking:  
 

“They have a recipe for a fish soup that I made a couple of days ago. 
And then, before I went to the store, I looked at it, and I did not 
remember the recipe so I had to visit the website and search for it. 
Then, when I found it, I looked through it to check what ingredients I 
needed to buy. And I also looked at the instructions to see how one is 
supposed to do so that I don’t feel that it is too hard to make...” (R1, 
Personal Communication, April 7th 2016).  

 
Just as R2, R5 is highly structured in his planning and always writes down a shopping list. R5 
creates his shopping list based on inspiration derived from Buffé and ICA’s website, and he 
has a specific folder on his computer with links to different recipes on the website. R5 finds 
Buffé and ICA’s website to be both inspirational and informational, and especially 
highlighted that ICA’s content makes him feel reassured and appreciated as a customer.  
 
R6 and R7 both write shopping lists on their phones, and search for recipes when they are in 
need of information. R6 mostly uses Google when searching for information, although, if ICA 
is among the alternatives in the search he tends to choose their website as he believes that it 
is credible. In contrast to R6, R7 looks for recipes directly at ICA’s website and through the 
application ICA Handla. However, R7 solely uses these contents for informational purposes 
when he wants to create something unusual. R7 also stated that he is very satisfied with ICA’s 
website and the application, as he obtains the information that he desires.  
 

5.2.3 During Purchase 

When asked how the respondents go about their grocery shopping practice, R1 described her 
visit to the store as spontaneous and creative. She browses the store and decides what to cook 
while she walks through the aisles. However, even though R1 finds inspiration in the store, 
she stated that she uses ICA’s website while browsing if she has already decided on 
something special that she wants to cook. R1 also consumes in-store content regarding a 
product’s origin and whether something is organic or not. In similarity to R1, R6 also stated 
that he continuously scans the shelves to find signs about gluten-free products, given his diet. 
Furthermore, R8 stated that he is spontaneous and that he browses the shelves in order to 
recognise his needs and derive inspiration. However, both R1 and R8 described how they 
follow a particular pattern or route when walking through the store.  
 
R2, R3, R4, R5, R6, and R7 all said that they are well structured when grocery shopping, and 
prefer to follow a routinised route, whereby they use shopping lists and walk through the 
store in a specific order. R3 said that her grocery shopping is routinised as her lifestyle 
requires it and if it is available, she uses a scanner as it is an easy way to keep track of what 
she purchases. Meanwhile, R2 said she needs a lot of time when visiting the store, and that 
she feels more comfortable if the store is easily navigated so that she can follow her routine 
and find the brands with which she is familiar. Further, R2 enjoys the in-store content that 
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ICA has placed throughout the store and often stands and look at the digital screens, which 
present recipes from ICA’s website. In accordance with R2, R4 is aware of ICA’s in-store 
content and she believes that it contributes to a good store environment, and an enhanced 
experience, even though she does not read everything. Moreover, R8 said that he is aware of 
the in-store content, and that he believes that it gives the store a more professional 
appearance. When discussing in-store content, none of the respondents expressed 
recognition to the content placed close to the roof or above the groceries. R6 specifically 
pointed out that he is more inclined to consume content that is placed next to the counter, 
and that this content satisfies his needs in a good way. Further, all respondents read and 
value content that contains information about a product’s origin.  
 
Both R3 and R5, as well as R7 said that they tend to use the application ICA Handla while 
visiting the store, in order to remind themselves of the ingredients for a specific recipe or to 
gain inspiration. Additionally, R7 uses in-store content if it contains information about a new 
product that he is not familiar with. Further, R4 and R6 sometimes uses ICA’s website via 
their phones while grocery shopping for informational purposes. 

5.2.4 Post-purchase 

When discussing the respondents’ post-purchase behaviour, all respondents said that they 
first unpack their groceries and make sure that these are stored in a good way that will 
maintain the quality of the products. After unpacking the groceries, R8 said that he does not 
return to any of ICA’s content marketing forms, whereas R7 do so to look up recipes on rare 
occasions. In contrast to this, R1, R2, R3, R4, R5 and R6 said that they regularly use the same 
content as in the pre-purchase stage to ensure and remind themselves of how the recipe is to 
be executed, and R4 also added that she might search for more inspiration if she feels that 
she needs it. Further, R3 emphasised on how she prefers to use the website when returning to 
the recipe, as it is easier to comprehend the website at home where she can access it via her 
computer. In similarity to this, R6 stated that he prefers the website when accessing 
information post-purchase as it is convenient, quick, and he feels that it provides him with 
credible content. Finally, R2 said that she might look for recipes on the back of the products, 
as these can provide her with inspiration, especially if it is a new product which she has never 
used before.   
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6 Analysis 
This section applies the frame of reference and the theoretical framework to the empirical 
data, in order to analyse the three sub-research questions.  
 

6.1 Why Does The Consumer Consume Content Provided by ICA as its 
Content Marketing Efforts? 
In order to address the why of the first sub-research question, the authors have conducted an 
analysis based on the information and theories discussed under Frame of Reference (see 
section 2), and the empirical findings drawn from the interviews under section 5.2. The 
findings are further illustrated in figure 3, the consumption of content in relation to 
gratifications, and consists of: (1) the content forms that ICA provides, (2) the gratifications 
sought and obtained, and (3) the identified factors.  
 
Firstly, the five content forms provided by ICA have been selected based on the definition of 
content marketing, provided under 2.2.1. Secondly, the gratifications sought and obtained 
that have been identified through the empirical findings are primarily information and 
entertainment. The identification of entertainment is supported by previous research on 
U&G theory made by Lim and Ting (2012) and O’Donohoe (1994), who both use 
entertainment as a classification and argue for its relevance. In addition to this, the 
identification of the information gratification is supported by O’Donohoe (1994) and Luo 
(2002), as this classification have a prominent role in their studies. However, from the 
empirical findings, the authors of this study identified a third gratification, which is not 
present in the work done by Lim and Ting (2012), O’Donohoe (1994) and Luo (2002): 
inspiration. Although, given that these authors and those whose work is discussed under 
2.3.1.1, have classified gratifications in a suitable manner according to their studies, the 
authors of this thesis have chosen to include inspiration as a third gratification. The choice to 
include the inspirational gratification is further supported by the following citations from the 
empirical findings.  
 

“...I think that the pictures are really nice and it is fun to look at the 
different foods… It is mostly the inspiration” (R3, Personal 
Communication, April 7th 2016).  

 
“...entertainment and inspiration, one sees something and thinks that 
it looks good and checks what ingredients are in it” (R2, Personal 
Communication, April 7th 2016). 

 
“So one mostly uses it to ease the process and buy the cheaper things, 
and still be able to make good food, and for the inspiration” (R2, 
Personal Communication, April 7th 2016).  

“But ICA is almost always one of the first alternatives that appear. I 
would say that it is two or three sites I usually go through when I 
have absolutely no inspiration” (R5, Personal Communication, April 
6th 2016).  

 



31 
 

“Yes more like an inspiration than an informational source, of 
course. Because it is always nice to looks at pictures and see the 
recipes more, in that way you can look for the recipes more…” (R1, 
Personal Communication, April 6th 2016).  

 
Thirdly, the factors (1) credibility, and (2) accessibility were derived from the empirical 
findings, as the authors could see that the respondents emphasised the importance of these. 
Thus, the authors argue that they might have an impact on the consumption of content for 
this particular study. Previous literature supports these findings by stating that the creation 
of credible content creates value and a stronger relationship with the consumer (Cole & 
Greer, 2013; Holliman & Rowley, 2014; Pulizzi, 2012; Solomon, 2013). The authors also 
found that credibility may consist of various variables such as trustworthiness and 
reassurance, which is further analysed in 6.1.3. Finally, one study argue that a key success 
factor and determinant in mobile content retrieval is accessibility (Chua et al., 2012), further 
supporting the identified factors. Although previous literature supports the choice to include 
these identified factors in the analysis, these are not formally outlined as a part of the U&G 
theory. Nor do the authors intend to include these in theory, but rather aim to illustrate that 
these might have an impact on the consumption of content. 
 

“That they are pretty trustworthy, and that it is a serious and good 
company, and that they have a high standard while also being very 
familiar/friendly” (R2, Personal Communication, April 7th 2016). 

 

 
Figure 3 The consumption of content in relation to gratifications, as illustrated by the authors of this thesis 

6.1.1 Gratifications Sought and Obtained 
This sub-section analyses ICA’s five content forms presented in figure 3, and attempts to 
explain why the consumer consumes these in relation to the three identified gratifications.   
 
Firstly, the gratifications sought through ICA’s website was primarily information and 
inspiration, as all respondents argued that the website assists in their everyday life and that 
the information is easily accessible. Thus, as elaborated in the U&G theory, the authors 
assume that as the gratifications sought were also obtained, there is no gap between these. 
According to Rubin (1994, as cited in Lim & Ting, 2012), this in turn would positively affect 
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the adoption of the website. Secondly, this is aligned with the findings for the application, 
where the authors identified that the purpose of using it was to obtain information and 
inspiration. Further, the authors found that these gratifications were obtained, and hence, it 
could be assumed that this would positively affect the adoption and usage of the application 
too.  
 
Thirdly, the gratification sought from the in-store content was mainly informative, but few of 
the respondents noticed or reflected over the content. The authors argue that this may be 
caused by the strong focus on the actual grocery shopping, time constraints, as well as poorly 
located content (See Appendix 2). However, even though the consumers did not actively seek 
any content in-store, the authors found that it could contribute towards a more professional 
appearance. Moreover, the authors identified tendencies whereby the respondents looked for 
information related to values, diet or health, thus, the in-store content may assist a person’s 
lifestyle and everyday life.  
 
Additionally, although few followed ICA on social media, the integration of content into 
everyday life is applicable here as well. This is supported by one respondent who stated that 
he liked to have the content in his feed without the effort of actively searching for it. 
Furthermore, this can be strongly connected to ICA’s strategy presented under 3.2, whereby 
they aim to contribute to simplicity and convenience in the everyday life through the use of 
phones and tablets. Thus, given this potential to integrate content into the everyday life, and 
the findings among the respondents about their social media use, it can be assumed that the 
users can obtain gratifications through social media which they had not originally sought.  
 
Finally, the authors have identified that Buffé was mainly used for inspirational purposes, but 
that the general perception was that the magazine is filled with too much text, graphics and 
colours, resulting in the impression that the information available is too difficult to grasp and 
is often ignored. Thus, the authors argue that this might affect the consumption of the 
content and whether the magazine is used as a source for informational gratifications. 
 

“Compared to if you look through Buffé, where there is information 
combined with 100 recipes and 300 colours. What should I look for? I 
get really confused by their magazine.” (R1, Personal 
Communication, April 6th 2016).  

  

6.1.2 The Interlinkage of Various Gratifications 

The authors have identified an interlinkage between the different gratifications, indicating 
that the strive for one often results in the fulfilment of a second gratification. The majority of 
the respondents argued that when evaluating content in informational purposes, they also 
obtained inspirational gratifications. Thus, the search for information via various sources 
often resulted in an inspirational gratification as well. Similarly, when browsing through 
content in the quest for inspiration, information could also be obtained in the process. 
 

“…but also to search for recipes. I think that it is great, because if I 
invite someone over and do not want to cook the same boring dishes I 
think that it is super. I: So it is a combination of inspiration and 
information? R: - Yes” (R3, Personal Communication, April 7, 2016).  
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Figure 4 The interlinkage of the three gratifications as illustrated by the authors of this thesis 

Likewise, the search for entertainment often resulted in inspirational and/or informational 
gratifications as well. Here, the authors found that some believe that inspiration equals 
entertainment, however, a majority separated the two of them. Therefore, the authors argue 
that there might be an evident linkage between them, meaning that, in the search for 
entertainment one may also obtain the inspirational gratification as well. Thus, supporting 
the interlinkage of the gratifications, but also the choice to put inspiration as a separate 
gratification.  
 

“I find it fun as an entertainment to browse through recipes if I do 
not have anything to do. However, it might also be for inspiration 
even if I do not have the intention to actually cook the food” (R3, 
Personal Communication, April 7th 2016). 

 
One respondent stated that she does not find ICA’s different forms of content entertaining. 
However, she did mention that both the website, application and Buffé provides her with 
inspiration and argues that inspiration, in some cases, also can result in some form of 
entertaining value. Based on these findings, the authors argue that different people may seek 
different gratifications from the same content form, and that one has to acknowledge that the 
same content may generate various gratifications.  
 

6.1.3 Contributing Factors 

Through the empirical research, the authors have identified certain factors that may function 
as mediators, and might affect the choice of content consumption, as well as the usage of it. 
The authors argue that the identified factors might derive both from associations to ICA as a 
brand, but also from previous experiences with their content. This section will further 
elaborate on these factors in order to explain how these may affect the consumption of 
content.  
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Credibility 
The authors have detected that credibility is of importance for the adoption of the content 
and the image of ICA, as credible content may create strong relationships with the customer, 
which is further supported by Cole and Greer (2013), Holliman and Rowley (2014), Pulizzi, 
(2012) and Solomon, (2013). Further, Holliman and Rowley (2014), state that the quality of 
the information is highly dependent on the credibility of the content. This is also seen to be of 
importance among the respondents as some of them stated that ICA was their primary choice 
when using Google to search for alternatives, given the credibility that is attached to the 
brand. Some respondents also argued that Buffé is an important content form for them as it 
has an effect on their loyalty, which may also be connected to the trust the respondents holds 
towards ICA.  
 
Furthermore, some of the respondents pointed out that although they had only partly noticed 
the in-store content, it made them feel appreciated and they perceived the information as 
professional and helpful. This is something that is in correlation to section 2.2.1 on how 
content should be conveyed, in order to build a strong relationship. As of this, the in-store 
content may contribute to the trustworthiness of ICA, and might further build a stronger 
relationship with the customer. Moreover, Cole and Greer (2013) state that trustworthiness is 
strongly related to, and included within credibility. Thus, based on this statement and the 
empirical findings, the authors argue that trustworthiness is an integrated part of credibility, 
contributing towards the consumption of a content form.  
 

“I: What is it that makes you chose the website that you do? R: I 
would rather enter a site that you can somewhat trust, such as ICA, 
but also Arla and similar sites. They do not post recipes that do not 
quite work, which can appear on private sites or databases […] there 
you can find random recipes that really does not work.” (R4, 
Personal Communication, April 8, 2016) 

 
Furthermore, the authors of this thesis argue that credibility may also be connected to 
reassurance, as some respondents indicated that it is the sense of assurance and appreciation 
that creates a relationship between them and ICA. Hence, the familiar feeling that the 
respondents associate with ICA is the reason to why the authors argue that reassurance may 
affect why the consumers consume ICA’s content rather than other sources. This finding is 
supported by Solomon (2013), who argues that content marketing within print and social 
media, has the capability to be leveraged as it relies on credible and reliant storytelling.  
 
Accessibility 
In general, the authors of this study found that the utilisation of content forms, such as the 
website and the applications that are available on digital tools, are highly appreciated. One 
reason to this may be the similarities identified between the respondents indicating that 
these content forms are easily accessible for the consumers. Further, the empirical findings 
indicate that these content forms are viewed as accessible as the respondents always carry 
their phones and/or computers, hence, the content is available at any time, everywhere. This 
is in line with ICA’s sustainability report (2015), which emphasises the importance of 
accessibility of information and services for the connected society, thus, supporting the 
importance of accessibility as a factor in the choice of content consumption. As one 
respondent stated: 
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“I think that, for me, it is very important with the accessibility, and 
then more specifically it is the application as you always have your 
phone with you [...] but for me as a person, who is always on my way, 
it is important to know that I can always use the application” (R3, 
Personal Communication, April 7th 2016).  

 
This is further supported by Chua et al. (2012), who argue that there is a strong focus on 
obtaining high quality information with easy access when retrieving content on a mobile 
phone.  
 

6.2 How do ICA’s Customers Carry out Their Grocery Shopping? 
This sub-section attempts to interpret how the process of grocery shopping is carried out by 
applying the Practice Theory, as elaborated in section 2.3.2, to the empirical data.  
 
Based on the definition of a practice and its different elements presented in section 2.3.2, the 
authors have identified that the consumption practice (that is, grocery shopping) is mainly 
performed on routine. The empirical findings indicated that the mental activities, as well as 
bodily activities in terms of the actual shopping practice, are performed in similar ways every 
time, with little or no difference in their practices, which is in accordance to the findings of 
Reckwitz (2002). Further, the authors argue that it is vital to connect the bodily and mental 
activities, in accordance with Reckwitz (2002), as this is required in order for the customer to 
understand how to perform the practice, for example how to buy, what to buy and how to use 
the ingredients.  This can also be connected to the element knowledge, as an increase in 
knowledge allows the customer to understand the consumption practice in a better way 
(Reckwitz, 2002).  
 
Further, the authors have identified that in general, the respondents have increased their 
knowledge regarding cooking and grocery shopping after creating their own household. In 
addition, a connection has been identified between the increase in knowledge and the 
engagement (that is, purposes, beliefs, emotions and moods) that the respondents have with 
the consumption practice. This correlation is further supported by Schatzki (1996) and 
Warde (2005), who argue that understandings and engagements form a nexus, together with 
procedures, and that these are interlinked. Hence, one may assume that the customer engage 
more in the consumption practice, and its various components, when there is a higher level of 
knowledge and engagement.  
 

“Now that I live in my own household, I am of course more interested 
in food and what it costs, and what products there are to choose 
between, and different alternatives” (R3, Personal Communication, 
April 7th 2016).  

 
Furthermore, the authors have identified that the respondents have a relationship with ICA, 
which affects their engagement with the brand. The authors argue that this engagement with 
the brand may contribute towards ICA being the preferred choice, thus, affecting their 
consumption practice. This engagement and the relationship that the customers have with 
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ICA, may contribute to the creation of the routinised practice that was identified within the 
grocery shopping practice, whereby the respondents preferred ICA over other grocery stores.  
 
The components knowledge, engagement and routine are the most prominent findings 
affecting the consumption practice of grocery shopping. In addition, as discussed earlier the 
authors argue that these components are interlinked, which is further depicted in figure 5.  
 

 
 

Figure 5 The interlinkage of knowledge, engagement and routine, as illustrated by the authors of this thesis 

Finally, as discussed in section 2.3.2, practices are internally differentiated (Warde, 2005), 
and therefore one should remember that this may also imply that each customer possess a 
different level of knowledge, which will affect the consumption practices. Hence, the authors 
argue that the customer’s capacities must be considered as these may differ depending on, for 
example, how long the customer have had his/hers own household, which is also supported 
by Warde (2005).  
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6.3 How is The Consumers’ Consumption of ICA’s Content Intertwined 
with the Consumption Practice, That is, Grocery Shopping? 
This sub-section views the three gratifications and the consumption of content through the 
lens of practice theory, in order to elaborate on how the consumption of content is 
intertwined with the consumption practice. Figure 6 combines figure 4 and 5, and further 
illustrates how these are linked via arrows, whereby the arrows with dotted lines indicate of a 
vague linkage, whereas those with a solid line represent a slightly more evident one. 

 

 
Figure 6 The interlinkage between Practice Theory and Uses and Gratifications Theory, as illustrated by the 
authors of this thesis 

Knowledge 
Firstly, the authors have identified that with an increase in knowledge, resulting from the 
creation of one’s own household, there might be an increase in the search for entertainment, 
information and inspiration. However, the search for information was slightly more 
prominent than the search for entertainment and inspiration. The authors envision that there 
is a stronger linkage between knowledge and information as the information sought might 
differ depending on the level of perceived knowledge. Hence, a lower level of perceived 
knowledge may imply that one searches for more simplistic information, while a higher level 
of perceived knowledge result in a search for more advanced information. Secondly, the 
authors found that those who have a low perceived level of knowledge, which leads to an 
uncertainty regarding cooking and grocery shopping, have an increased desire to obtain the 
information gratification via ICA’s content forms. This is supported by one of the 
respondents who pointed out that he perceives his knowledge within the cooking practice as 
lacking, and thus, ICA’s website assists him in his everyday life when planning and 
performing the consumption practice, as well as when cooking food. Further support is also 
provided by another respondent in the citation below, emphasising the importance of the 
information gratification and how this is linked to knowledge.  
 

“I think that it is fun but I am bad at experimenting, I prefer to know 
what I am supposed to do, if I am going to try a new dish I prefer to 
see how you are supposed to do it, and exactly what is supposed to be 
in it” (R2, Personal Communication, April 7th 2016).  

 
Finally, these findings clearly show how there is a prominent linkage between knowledge and 
information, and a clear, but not as evident linkage between knowledge and entertainment 
and knowledge and inspiration.  
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Engagement 
The authors have identified that the relationship between ICA and their consumers seems to 
affect the level 0f engagement towards the brand, both in terms of practices, but also in terms 
of content consumption. The engagement with the brand revealed an evident impact on the 
choice of content distributor, whereby the respondents with a prominent engagement with 
ICA seemed to prefer content distributed by them.  
 

“I think it provides me with a lot of value. I think that ICA is a store 
that you get a relation with. I do not really have a relation to any 
other grocery retailer that I can identify myself with” (R5, Personal 
Communication, April 6th, 2016). 

 
Further, the authors found that a higher level of engagement towards the cooking practice 
may lead to a greater interest in obtaining gratifications. While, in contrast, a lower level of 
engagement towards cooking sometimes may lead to less interest in obtaining the various 
gratifications, unless considered crucial for the outcome of the practice. The authors argue 
that this might not only depend on the level of engagement, but also on the perceived level of 
knowledge, which, as figure 6 indicates, is often interlinked with the level of engagement.  

Routine 
The findings indicate of a strong routinised behaviour in terms of both the planning process, 
the in-store behaviour while grocery shopping and what one does after the purchase both in 
terms of actions and content consumption. Thus, the routine affects the frequency of the 
consumption of content as well as what content form is consumed. For example, one of the 
respondents implied that he is very careful in his planning, and thus, he likes to use the 
shopping list function in ICA Handla, whereas another respondent solely used the application 
while grocery shopping or when he wanted to cook something after the purchase as he never 
planned in advance.  
 
Though, as previously depicted, there is a strong internal linkage between the practice theory 
components, and how each affects the other. Thus, the routine component is affected by, and 
will affect the knowledge in a sense that knowledge will be searched for and obtained in 
standardised, but differentiated ways among the individuals, but differ among these 
depending on the level of knowledge. As an example, the respondents with a lower perceived 
level of knowledge, usually used content as a crucial support, whereas the ones who found 
themselves sufficient or good at cooking, used this merely as a reminder or to seek further 
inspiration. Moreover, a lower level of knowledge may imply that there is a need to devote a 
longer time and effort towards finding the recipe, and or, returning to the recipe. Hence, the 
time and effort may differ, which in turn will affect the level of engagement. However, despite 
the routine component being an important finding, there is no evident direct linkage to the 
U&G theory from the routine component.  
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7 Conclusion and Discussion 

In this section the authors present the conclusions drawn from the research questions, 
based on the analysis presented in the previous section. Further, the authors end the section 
with a discussion and suggestions for future research.  
 

7.1 Conclusion and Contributions 
This study aims to investigate how the consumption of ICA’s content assists in the 
consumers’ consumption practices. This has been examined by interviewing eight individuals 
about their consumption of ICA’s content, as well as how they conduct their grocery 
shopping. In general, the answers from the interviews were not entirely surprising, however, 
the analysis of these led to interesting assumptions and findings.  
 
The first key finding that has been identified is that the consumption of content might be 
affected by two factors, which could be categorised as credibility and accessibility. The 
authors found that these factors may have an effect on the consumer’s choice of content 
distributor as well as content form, as they constitute of variables such as trust and 
reassurance. Further, the factors also affect the gratifications sought and obtained, as these 
contribute towards the consumption of content and the relationship that the consumer has 
with ICA.  
 
The second key finding shows that routine is an important part within the practice of grocery 
shopping, which affects how consumers behave in the entire process. Furthermore, the 
routinised behaviour displays an interlinkage with the level of engagement and the perceived 
level of knowledge that the consumer holds towards cooking- and grocery shopping practices. 
As of this, the authors have identified tendencies indicating that these elements of the 
practice theory will to some extent affect how the routinised behaviour is performed.  
 
The third, and final, key finding identified by the authors is that some parts of the U&G 
theory and Practice Theory are intertwined, and that this may aid the understanding of how 
ICA’s content assists in the consumers’ consumption practices. For this study, the authors 
have found that the three most evident components of Practice Theory within this study (that 
is, routine, knowledge and engagement), can be linked to the gratifications sought from ICA’s 
five content forms, and that the consumption of these content forms do assist the consumer 
when grocery shopping. To conclude, the gratifications sought as well as the choice of content 
form are also expected to vary based on individual differences in how the three components 
are constituted. Thus, ICA’s content marketing efforts do assist the consumer’s consumption 
practices, however, just as practices are internally differentiated, so is the consumption of the 
content and the intentions behind it.  Therefore, given the individual differences, there is not 
a straightforward answer to how these assist, as it may differ vastly.   
 

7.2 Discussion 

7.2.1 Further Findings 

Although the conclusion presents the key findings that are aligned with the research 
questions and purpose, the authors have also identified further findings that do not show a 
clear link to the purpose, but are of interest. These are presented in this sub-section.  
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Firstly, offers and discounts in-store affect the buying behaviour, both pre-purchase and 
during purchase. These offers were frequently seen as an integral part of the purchasing 
process, and even the everyday life, whereby it was identified that the planning of the weekly 
meals, cooking and grocery shopping was affected by these. Further, some of the respondents 
pointed out that they could buy items they would not normally buy, solely because the item 
was on offer. Thus, this in turn could lead to a need for inspiration and/or information, given 
that they sometimes had little knowledge on how to use the product.  
 
Furthermore, when conducting the interviews, the setup was to divide the consumption of 
content into three different purchasing stages. As of this, the authors found that content 
forms such as social media are difficult to assign to a certain purchase stage, but may 
function as an on-going source of gratifications instead. However, although it is not 
completely detached from the practice of grocery shopping, the authors have not identified 
any evident link to it. Thus, social media accounts may rather be considered as an influence 
on the perception of ICA, which can be integrated into the everyday life, rather than a tool of 
assistance in the consumers’ consumption practice.  
 

7.2.2 Limitations and Future Research 

The authors would like to highlight some weaknesses of this study that may affect the 
outcome of it. Firstly, the study utilises the U&G theory, which has mainly been used for 
quantitative purposes in previous literature. However, even though the theory has foremost 
been applied quantitatively, there have been qualitative studies and interpretive research too, 
using semi-structured interviews to collect primary data (O’Donohoe, 1994). Thus, the 
authors argue for its applicability but want to point out that there might be shortcomings as 
to how it is utilised here.  
 
Secondly, critique could be directed towards the size of the sample, which was rather small 
due to time restrictions. Although the authors argue that it was sufficient to conduct eight 
interviews to reach saturation, adding more interviews could have served as a way of 
confirming the answers obtained from the initial eight interviews. Confirmation could also be 
assured by employing a second method for primary data collection, however, this was not 
possible due to time constraints.  
 
Continuing, the authors would like to highlight some areas that could be of interest for future 
research. Firstly, this study takes a qualitative stance and it is therefore hard to generalise the 
findings based on the primary data that has been collected. Thus, it would be desirable to 
perform a quantitative study with statistical sampling to confirm the findings identified and 
increase the credibility of this study. Performing a quantitative study would also allow for a 
greater sample size, increasing the validity of the findings while also elaborating further on 
how consumption of content is intertwined with the consumption practice, that is grocery 
shopping. This would also allow for the creation of a model explaining this linkage, which 
could be applicable to content marketing in general.  
 
Secondly, one may elaborate on this study by further examining whether the consumers 
prevailing attitude towards ICA affects the consumption of ICA’s content. Finally, it could be 
interesting for forthcoming studies to examine how the consumption of content leads up to 
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an actual purchase, as this study merely investigates the linkage between the consumption of 
content and the consumption practice.  
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Appendix 

Appendix 1: Questionnaire for the interviews 
 
The interviews were divided into different themes; general, pre-purchase, during purchase, 
post purchase, and then general again. The sub-questions functioned as suggestions to 
follow-up questions, if needed.  
 
After the first interview, the following question was also added to the first general questions;  
“Could you describe your interest towards the cooking practice or grocery shopping? What 
is important for you when grocery shopping or cooking?”. 
 
General Questions 

1. Could you describe when and how you use the following content forms? If you do not 
use them, how would hypothetically use them?  

a. The magazine Buffé? 
b. The various APPs (ICA handla etc.)? 
c. The Instagram accounts? 
d. The website with its various features? 
e. The various forms of in-store content? 

 
Pre-purchase 

1. Could you describe how you plan your grocery shopping?  
a. How frequently do you go grocery shopping (daily, weekly, once every other 

week)? 
b. How do you plan your grocery shopping (do you make use of lists, search for 

inspiration, use recipes etc.)? 
c. Are you the decision-maker in the planning of grocery shopping? 

i. Do you plan in advance before you go grocery shopping? 
 

2. Can you recall any moment(s) and/or scenarios where you used ICA’s content before 
going grocery shopping? If so, when and what was the content? 

a. What were your intentions/what were you trying to achieve by using the 
particular content form?  

b. What value or benefits do you think you have gained from these contents? 
c. What was the scenario when you used the content? Did you engage in any 

other activity simultaneously? 
 

3. Besides for the purpose of planning, do you make use of any of ICA’s content to 
achieve a certain purpose?  

a. Could you describe why, how and when you use the content?  
 
During purchase 

1. Could you describe your typical grocery shopping experience?  
a. Is there any routinised behaviour? 
b. Is there any spontaneous behaviour? 
c. What do you look for in the store (discounts, brands etc.)? 
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2. Can you recall moments where you used ICAs content during your visit to the store?  
a. If so, when and what was the content? 
b. What were your intentions/what were you trying to achieve/obtain when 

using the content? 
c. What value or benefits do you think you have got from these contents? 

 
3. Are you aware that ICA has this, this and this content in-store (mention those that the 

person did not talk about in question 2) 
a. If so, do you look at these?  
b. Do you think that these contribute with some sort of value? And if so, in what 

ways (informative, entertaining etc.)? 
 
Post-purchase 

1. Could you describe your typical post-purchase experience?  
a. What do you do with the products? 
b. Does ICA invite you to create user-generated content?  

 
2. Can you recall moments where you used ICAs content after your visit to the store?  

a. If so, when and what was the content?  
b. What were your intentions/what were you trying to achieve/obtain when 

using the content? 
c. What value or benefits do you think you have gained from these contents? 

 
General questions 

1. Among all the contents we have discussed, is there anything/anyone you value higher 
(e.g., it has matnyttig information, it is informative, or is entertaining)? 

a. If so, why? 
 

2. Throughout your entire shopping experience, do you think that there is a particular 
content/channel that assists your grocery shopping in some way? 
 

3. In general, what impressions do those contents of ICA have left on you? Please use 
some adjectives to describe the impression (high quality, informative, entertaining 
etc.) 
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Appendix 2: ICA’s In-store Content 
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