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Abstract: The purpose of this study was to find out whether food-related lifestyle guides  and 
explains product evaluations, specifically, consumer perceptions and choice evaluations of five 
different food product categories: lettuce, mincemeat, savoury sauce, goat cheese, and pudding. The 
opinions of consumers who shop in neighbourhood stores were considered most valuable. This 
study applies means-end chain (MEC) theory, according to which products are seen as means by 
which consumers attain meaningful goals. The food-related lifestyle (FRL) instrument was created 
to study lifestyles that reflect these goals. Further, this research has adopted the view that the FRL 
functions as a script which guides consumer behaviour.  

Two research methods were used in this study. The first was the laddering interview, the primary 
aim of which was to gather information for formulating the questionnaire of the main study. The 
survey consisted of two separate questionnaires. The first was the FRL questionnaire modified for 
this study. he aim of the other questionnaire was to determine the choice criteria for buying five 
different categories of food products. Before these analyses could be made, several data 
modifications were made following MEC analysis procedures. Beside forming FRL dimensions by 
counting sum-scores from the FRL statements, factor analysis was run in order to elicit latent 
factors underlying the dimensions. The lifestyle factors found were adventurous, conscientious, 
enthusiastic, snacking, moderate, and uninvolved lifestyles. The association analyses were done 
separately for each choice of product as well as for each attribute-consequence linkage with a non-
parametric Mann-Whitney U test. The testing variables were FRL dimensions and the FR lifestyle 
factors. In addition, the relation between the attribute-consequence linkages  and the demographic 
variables were analysed.  

Results from this study showed that the choice of product is sequential, so that consumers first 
categorize products into groups based on specific criteria like health or convenience. It was attested 
that the food-related lifestyles function as a script in food choice and that the FRL instrument can be 
used to predict consumer buying behaviour. Certain lifestyles were associated with the choice of 
each product category. The actual product choice within a product category then appeared to be a 
different matter. In addition, this study proposes a modification to the FRL instrument. The positive 
towards advertising FRL dimension was modified to examine many kinds of information search 
including the internet, TV, magazines, and other people. This new dimension, which was designated 
as being open to additional information, proved to be very robust and reliable in finding differences  
in consumer choice behaviour. Active additional information search was linked to adventurous and 
snacking food-related lifestyles.  

The results of this study support the previous knowledge that consumers expect to get many 
benefits simultaneously when they buy food products. This study brought detailed information 
about the benefits sought, the combination of benefits differing between products and between 
respondents. Household economy, pleasure and quality were emphasized with the choice of lettuce. 
Quality was the most significant benefit in choosing mincemeat, but health related benefits were 
often evaluated as well. The dominant benefits linked to savoury sauce were household economic 
benefits, expected pleasurable experiences, and a lift in self-respect. The choice of goat cheese 
appeared not to be an economic decision, self-respect, pleasure, and quality being included in the 
choice criteria. In choosing pudding, the respondents considered the well-being of family members, 
and indulged their family members or themselves.  
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1. INTRODUCTION 

My motivation to embark on this research project was noticing a problem in the consumer market. 
There appeared to be a gap between what the retail chains offered their customers and what the 
customers wanted. All retail chains seemed to attract the same faceless customers in the same way, 
simply serving the average customer. The branded retail chains have over 85% market share in 
Finland today. Since all decisions of chain members (e.g., Alepa, K-market, and Valintatalo) are 
made by the chain leaders, assortment decisions for every single store are also made nationally. 
This fact together with concentration on efficiency has led to relatively homogenous assortments 
between different retail chains and within a chain. While the assortment standardizing trend in the 
Finnish retail business has grown, the consumers have become diverse. Consumers have many 
social identities, which are also represented in food choices and eating practices. What food to buy 
and eat, how to eat, with whom to eat, how to prepare meals, etc. varies in time, place and context. 
The view that consumers are not buying products for their own sake but to get experiences is widely 
accepted nowadays. This study aims to produce knowledge about experiences related to mundane 
food choices .  

1.1. Grocery retailing in Finland 

For over two decades, the trend in retail business has been both concentration on larger outlets and 
grouping the outlets under a brand name (e.g., Prisma, K-Citymarket, or Valintalo). Outlets under 
the same brand are operated the same way guided by the so-called chain concept and managed by 
centralized chain unit with chain leaders. The aim is to offer the customers similar service, a similar 
price level, a similar assortment, and similar communications in every store within a retail chain. In 
addition, the stores look alike in their fittings, the clothing of the sales personnel, etc. The retail 
chains with centralized management have proven to be very efficient, as evidenced by the fact that 
the combined sales value of these grocery chains constituted over 95 percent of the total grocery 
trade market in Finland or, in exact figures, the retail chains operating in value networks 
represented 13.5 billion Euros of the total grocery sales of 14.1 billion Euros in 2005 (PTY ry 2009, 
5). The sales value of specialty stores, indoor markets, shops on wheels was just 0.3 billion Euros, 
that is, two percent of total sales.  

From the retailer’s perspective, larger stores mean lower costs per unit sold. According to the study 
by Aalto-Setälä, the difference in favour of larger stores is 10 percent (Aalto-Setälä 2000, 212). The 
price level in the larger stores has been lower than in small stores. Whether that has been for the 
benefit of the consumers depends on the transportation costs per purchase, but potentially also on 
differing amounts of wastage resulting from different amounts and types of food products bought at 
one time. European studies show that when consumers make multiple purchases for a whole week’s  
requirements, they tend to select a greater variety of items and buy more expensive products than if 
the purchases were made on separate visits for couple of day’s need. (Chernev 2008, Goukens, 
DeWitte & Warlop 2009.) From the choice option point of view, the potential losers have been 
retirees, young single households and households that do not own a car (see also Koistinen 2009, 
19). Since 1990, almost half of the smaller grocery stores (area under 400 m2) have been closed 
down (ACNielsen 2007). The sales of those remaining small stores were about six percent of the 
total retail sales, whereas the proportion of the hypermarkets was almost 25 percent.  

Eighty percent of the groceries are bought centrally from large suppliers and delivered to the stores 
through nationwide logistics, only 20 percent being supplied locally (KTM 2006, 12). This fact, 
together with concentration on efficiency, has led to relatively homogenous assortments, not only 
within a chain but also between different retail chains. Earlier, Finns shopping for their daily 
groceries could not often tell whether they were in a “K” or “S” store (Uusitalo 1993). Whether that 
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is still true is not certain, since the retail groups have tried to differentiate themselves from the 
competing groups by creating and offering special benefits for club cardholders, investing in 
responsibility programs, etc. However, the offerings of the stores are still little adjusted to the 
desires of the actual customers of a particular store. Finne and Kokkonen (2005, 181) argue that, 
because of the fact that discovering the needs of the actual customers is so demanding, the retail 
chains have stuck to the generally available market information. Consumers are regarded as volatile 
and unpredictable.  

One fact that may have confused the retailers and retail strategy planners is the demand to “stage 
experiences” as done in theatre. This demand originates from the counselling by Pine and Gilmore 
in their startling book Work is Theatre & Every Business a Stage (Pine II,  Gilmore 1999). How 
does one offer thrills and spills in a grocery store? In a conference paper, Timonen et al. (2009, 270) 
argued that companies in various retail businesses have concentrated on trying to create high 
arousal and hedonistic experiences. They suggest that there are many ways to produce low arousal, 
repetitive and mundane experiences.  

When the customers have asked for products that they would like to buy from a particular store, 
they have very often been told that the product does not belong to the assortment of this store. This 
answer is very unwise if the chain strives for satisfied customers. According to Schwarz (2004), 
people seek “negative liberty” and “positive liberty”. Negative liberty is freedom from constraint, 
freedom from being told what to do by others. Positive liberty is the availability of opportunities to 
be the author of your life and to make it meaningful. (Schwarz 2004, 3.) The response of the chain 
management signals that they have taken the control of the (food-related) lives of their customers. 
On one occasion I asked the president of one of the retail groups how they cater for the specific 
demands of real customers of a particular store. The answer was that they have “widened the walls” 
of the stores by investing in larger hypermarkets all over the country and closing down smaller 
stores. The reasoning was that Finns will find all the imaginable daily consumer goods  in the 
hypermarkets. The conclusion to be drawn from this response is that the real demands of real 
customers around one particular shop are not the top priority of the retail business. Consequently, 
Finns have been forced to drive to remote large stores, which is not very wise ecologically. 

If the assortment of a neighbourhood store was appropriate to the needs of its customers, the real 
winners would be both the neighbourhood store and the consumers. Among the main reasons a 
consumer chooses a particular store is its assortment (see, e.g., Raijas 1997). The Finnish consumer 
would like to have a grocery store within walking distance of home, where they can get everything 
they need in one visit and where they could stop by when necessary. Besides, it is not only products 
the consumers would like to get within the walking distance but also various services that make 
everyday life easier and more enjoyable (Koistinen, Tuorila 2008, 46-47, ACNielsen Finland 
2007b). Thus there are diverse expectations of better neighbourhood stores. Better customer 
satisfaction means more visits to the store and consequently a better inventory turnover and thus 
better profitability for the store. With customized offerings added to chain management, the 
neighbourhood stores would get the competitive advantage they need in competing with larger 
grocery stores.  

1.2. The Purpose of the Study 

If the basis of a scientific study is to investigate an empirical problem, the first decisions concern 
finding appropriate research methods (Raunio 1999, 38-39). The method or methods chosen direct 
the way the research problem is  specified. After all, the aim is to yield significant knowledge about 
the particular problem area. In this study, the first problem to resolve was how to work out the 
views of consumer-customers in a retail market. As the means-end chain (MEC) approach has been 
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widely used by marketers in marketing research to analyse consumers’ personally relevant product 
preferences, product perception and purchase motives, I was tempted to use the same theoretical 
approach but from the consumer’s perspective. Thus this research evaluates the applicability of the 
MEC approach and the research methods linked to MEC in another research field. In marketing 
research, the objective is often to identify such consumer groups, segments that can be profitably 
reached by marketing tools.  

The research problem arises from the fact that no studies have involved the choice of a food basket 
of the modern consumer. A food basket consists of several food product categories. When 
researchers have previously attempted to discover consumer choice criteria, the MEC study has 
primarily concentrated on determining choice preferences within a product category, for instance, 
preferences for different kinds of pork (Westerlund-Lind 2007), vegetable oil (Nielsen, Bech-
Larsen & Grunert 1998), and breakfast food (Russell et al. 2004a). As mentioned, the objective has  
often been to group customers into segments for marketing purposes (Botschen, Theen & Pieters 
1999, Buckley, Cowan & McCarthy 2007, Grunert, Valli 2001, Ter Hofstede, Steenkamp & Wedel 
1999, Wycherley, McCarthy & Cowan 2008, Verbeke, Vermeir & Brunsø 2007, Tillgrén, 
Kupiainen 2002).  Mort (2004) used MEC to find choice differences between several product 
categories, but his aim was to compare choice within a low involvement product category1 with 
high involvement product/service categories.1  

The purpose of this study is to identify the buying motives of consumers of five different food 
product categories and to test whether food-related lifestyle predicts these motives. In focus are the 
food product categories lettuce, minced meat, savoury sauce, goat cheese, and pudding, which 
represent contemporary food consumption. Specifically, the study investigates the buying motives 
consumers in the form of attribute-consequence linkages, which are formulated from the survey 
answers complying with the principles of the means-end chain approach. The researchers who 
created the FRL instrument argued that food-related lifestyle reflects personal values and that it can 
predict consumer behaviour. Further, they argued that lifestyles transcend individual brands or 
products, but may be specific to a product class (Brunsø, Scholderer & Grunert 2004b, Grunert, 
Brunsø & Bisp 1997, 343). FRL draws on the MEC theory according to which consumers evaluate 
product attributes with the aim of getting beneficial consequences by using the product, behaviour 
which helps consumers achieve their personal goals. What has not been investigated is whether 
FRL dimensions associate with attribute-consequence linkages without including personal values in 
the study. It is not a purpose of this study to identify the deeper needs and higher values that guide 
consumer food choice but to discover the relatively concrete guiding motives for a rather mundane 
task. 

The means-end chain approach as well as food-related lifestyle can be used from two perspectives. 
The bottom-up route, the cognitive structure view, concentrates on finding out how consumers 
attach meaning to products by categorizing incoming stimuli; the top-down route, the motivational 
view, is used to determine how goals, scripts and skills guide action upon perception of a product. 
The motivational aspects are predominant when a means-end chain approach is applied from the top 
end, initiating goal-directed action. The motivational approach focuses on personalities, lifestyles, 
and motivations to study consumer behaviour. The activation of behavioural scripts influences the 
intention of consumers’ to engage in behaviour and ultimately actual behaviour. (Brunsø, 
Scholderer & Grunert 2004b, 14-15; Claeys, Vanden Abeele 2001.363; Pieters, Baumgartner & 

                                                 

1 In the study by Mort, fruit juice represented low involvement products and fashion, leisure travel and wine represented 
high involvement products. 
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Allen 1995, 242.) From among the goal directed behaviour stages, 
goal  FRL  behavioural routines (scripts to act)  (behavioural) intentions }  
                       situational constraints    }  action, 
this study concentrates on the stages from FRL to behavioural intentions. 

Applying the MEC approach  as a categorization process is often illustrated as 
attributes  consequence  personal values, which means that the perception of product attributes 
yields to expectations about the benefits the consumption of the product brings about, which in turn 
contributes to achieving personal goals.  

The detailed aim of this study is to investigate the linkages between product attributes (A) and 
consequences (C) related to the choice of five different product categories and the associations 
between these linkages and FRL dimensions. The linkages function as motivators to buy the 
product. The specific FRL dimension identified that associates with a specific linkage is a potential 
predictor of that linkage.  

The empirical study consists of a qualitative laddering interview and a survey. The role of the 
interview is to assist in formulation of the survey questionnaire. I use the empirical study to find 
answers to the following research questions: 

- How much new knowledge do the interviews bring to designing the survey? 
-What are the motives in the form of attribute-consequence (AC-) linkages that affect the choice of 
the five food products? 
-How complex are the motives underlying the choice of each product? 
-How do the linkages differ between products? 
-Does FRL explain the choice of a product category? 
-Can significant associations between the attribute-consequence (AC-) linkages and FRL 
dimensions be found? How do these associations differ between products? How do these 
associations differ between consumer groups? 

1.3. The Structure and Main Concepts of the Study 

In chapter 2, the theoretical approach used in this study is presented and evaluated, and its place in 
the field of scientific research is reviewed briefly. Previous research concerning MEC and FRL 
studies and consumer food choice and consumer goals are discussed. The next chapter introduces 
the research design and data. The results of the empirical analyses are divided between two 
chapters. Chapter 4 describes the interviewees and the respondents and introduces their product 
choice criteria. Chapter 5 concentrates on the significance of the FRL instrument in food choice. 
Evaluation of the validity and reliability of this study is discussed in a separate chapter, chapter 6. 
The discussion chapter, chapter number 7, presents the findings of this research, as well as  
determining whether the results are consistent with what previous studies have reported. In the 
concluding chapter, the contribution of this study to scientific research as well as possible 
implications for retail business in how they should approach consumers as grocery shoppers are 
presented.  

In order to make it easier to read this research report, the main concepts used are listed below: 

Association: In this research, association is a statistically significant (inter)dependence between 
variables. 
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Buy/purchase/shop: In this study, those words are used as synomyms for each other. I have not 
differentiated  purchasing, buying or shopping as Laaksonen et al., for instance, have defined them 
(Laaksonen, Laaksonen & Huuhka 2008, 3). 

Cognitive structure: In the MEC approach cognitive structure means the way consumption related 
knowledge is stored and organized in human memory.  

Elements in MEC are various product attributes, consequences, and values. 

FRL or food-related lifestyle is a research instrument, a survey questionnaire consisting of 69 
statements, based on the MEC approach.  

A goal is an objective or an end-point that a person plans or intends to achieve.  

HVM or a hierarchical value map: a tree diagram used to illustrate the associations between 
various levels of abstraction, i.e., between attributes and consequences and values. HVM is part of 
the analysis of laddering data. 

Invol vement refers to consumer perceptions of the importance or personal relevance of an object, 
event, or activity with relation to personal goals.  

Laddering: a research method that applies the MEC approach. Originally laddering was a 
qualitative method. The data is analysed first qualitatively (content analysis) and then 
quantitatively.  

Lettuce: a group of fresh leaf vegetables that are primarily used to prepare salads of various kinds. 

Level of abstraction: Product attributes are perceived to be relatively concrete, values or life goals  
are at the most abstract level in the means-end chains, and the consequences in the middle. Some 
researchers divide these levels into sub-levels so that the least abstract are physical product 
attributes, followed by abstract attributes, physiological consequences, psychological consequences, 
instrumental values and finally terminal values at the highest level of abstraction.  

Life goal in this study  is a foundation upon which other goals are based.   

Linkage is the association between a product attribute and the expected consequence that attribute 
brings to the consumer; the linkage is viewed as motivation for choosing the product 

MEC is an abbreviation for means-end chain.  

Motivation: Motivation is the driving force that causes consumers to pursue goals.  

Product category is a group of products that are inter-related in the sense that consumers seek them 
for similar purposes, products in a category which are more or less substitutable.  

SIM or a structural implication matrix:  the laddering data is usually stored in a SIM where all 
attributes, consequences, and values are in both rows and columns. A score in the matrix cell shows 
the frequency of a linkage between two elements.  

Value: a) In the general sense, value is relative measure of importance or desirability used in the 
comparison of at least two objects. 
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 (b) In MEC and cognitive psychology, values are relatively permanent life goals, human values  
that guide behaviour (see life goal).  

2. THEORETICAL BACKGROUND 

2.1. Consumer Food Choice  

Food choice today is complex. Somehow, consumers must simultaneously try to satisfy their 
preferences, achieve their minor goals as well as life goals, and adapt to contextual differences. 
Consumption of food reflects the identity of the consumer and assists in building that identity. 
Lindeman and Stark (1999, 157) found out that eating vegetarian, healthy or non-fattening food 
may nowadays serve as a similar basis for identity, social categorization, and moral valuation as  
religions have done previously. Diverse diets are not only manifestations of a certain lifestyle but 
also direct and simplify food choice.  

The growth of the options before today’s consumers, for instance, the number of food products on 
the market, may separate the consumers into active choosers and into passive pickers. (See, e.g.,  
Mäkelä 2010, 11; Mäkelä 2002; Schwarz 2004, 75.) For the active chooser’s food choice, cooking 
and eating may be part of an enjoyable life and a way to fulfil oneself or to commit oneself on 
moral or political issues, whereas for careless pickers, shopping for food is just a necessity. Nobody 
has the time and cognitive resources to be completely thorough and accurate with every decision. 
According to Schwarz (2004, 104), the most important choice consumers have to make today is the 
choice of when and in what realms of everyday life to be a chooser. In a time when “the tyranny of 
small choices” may have overwhelmed our thoughts, so-called second-order decisions may ease 
that burden. Choices based on habits, routines, customs, norms, and rules make the decisions more 
or less automatic and thus save time, effort, and mental capacity. (mt. 224.)  

It is not only that the number of food products on the market that make the food choices complex, 
the decision-making may require elaborate evaluation as well. Theoretically, most good decisions  
involve the following steps: 1) figure out your goal or goals, 2) evaluate the importance of each 
goal, 3) consider an array of options, 4) evaluate how likely each of the options is to meet your 
goals, 5) pick the winning option, and 6) then use the consequences of your choice to modify your 
goals, the importance you assign them, and the way you evaluate future possibilities (Schwarz 
2004, 47). Consumers consciously or unconsciously weigh food-related goals and values that are 
meaningful to them, and available resources. In addition, product factors (intrinsic and extrinsic 
properties), personal factors, social factors and food consumption context affect the choice.  

Most of the choices consumers make are probably directed by multiple motives, which vary 
depending on the situation or context. Modern consumers have become flexible in their relationship 
with food. Investigating food choice motivators is therefore a challenge to researchers. (Niva 2008, 
65; Cohen, Warlop 2001, 391.) 

Consumers develop strategies to simplify food choice, categorizing food products according to such 
things as health purposes. (Bølling Johansen, Næs & Hersleth 2011, 16; Järvelä, Mäkelä & 
Piiroinen 2006, 311; Connors et al. 2001.) The categorization may simply mean to distinguish foods 
as good or bad based on specific food qualities. For instance, in judging the healthfulness of food 
products, dieters primarily pay attention to fat content, whereas non-dieters consider freshness 
(Oakes, Slotterback 2002, 95). Järvelä et al. (2006, 311) found that avoidance serves as a strategy in 
connection with chemical risk in food, for instance, avoiding liver or kidney or foods felt to be high 
in additives. Health-promoting, ethical, and ecological choices are often approached via a favouring 
strategy, such as favouring low fat or Finnish food products.  
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However, the task is not as simple as that. Connors et al. (2001) argued that as there are many 
important benefits affecting the process of categorizing food products, the outcome is a multi-
dimensional categorization of foods. 2 Besides being multidimensional, the categorization is  
dependent on the eating situation: eating alone, with children, with a spouse, eating out, eating as  a 
guest at someone’s home, with guests in one’s own home, etc. If health normally dominates food 
choices in certain situations, taste can be the most relevant. Time and convenience may dominate in 
a situation where a person is very hungry, or comes home late. The preferences and health of 
children may be the priority food choice of some. Further, satisfying one’s multiple desires is often 
not possible in real situations, and one must prioritize the benefits sought in a given situation. For 
instance, the taste of the family members is not necessarily the same. As the interviewees reported, 
sometimes tasty, favourite foods did not fit in the healthy food category or foods that were 
convenient, and quick foods were not the most economical or the healthiest. Their strategy was to 
simplify food choice decisions by eliminating one or more benefits from consideration in many 
situations and make a particular benefit the priority in a particular siutuation in addition to the 
judgement process. What benefits dominate is situation specific. The researchers found that the 
benefit prioritization schemes people used were relatively stable. When the respondents were faced 
with new information, environments, relationships and situations, they attempted to maintain the 
routines that had worked for them. If they had to reconsider their choice strategies, they acquired 
information from professionals, friends, family members, and the media. (Connors et al.  2001, 193-
197.) 

It is possible that some strategies are more stable than others. Favouring wholesome food can be an 
intention rather than a principal strategy. Taste and price may overrule healthfulness in a real 
buying situation. (Järvelä, Mäkelä & Piiroinen 2006, 315.) Over time and by experience, strategies  
have a tendency to become routine and thus simplify the choice of food further. When certain foods  
become routine consumption, consumers can devote their time, money, physical and emotional 
energy to buying and consuming novel food products. To give an example, pizza was a new 
experience in the Finnish food culture in the 1970s, but today many Finns routinely buy pizza in the 
supermarkets. Pizza has been appropriated into the Finnish food culture. What is routine 
consumption and what is refined consumption certainly varies, not only in time but also between 
consumers. (See also Mäkelä 2000b, 209.) The division of the products from routine consumption 
to more refined consumption is illustrated in Figure 2.1.  

                                                 

2 Connors et al. used the word value, but here it is replaced by benefit. 
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Figure 2.1. Consumption in Two Dimensions (Wikström 2000, 63) 

Wikström divided consumption into four groups depending on how necessary the consumption was 
and how much stimulation it brings (see Figure 2.3.). Basic consumption is indispensable and 
provides little personal stimulation; rather, deficiency or malfunction causes annoyance. She argued 
that ordinary food belongs to this group. Refined consumption represents that part of necessary 
consumption to which consumers devote particular interest and which provides them with 
stimulation. It may be a specially cooked meal or a dream kitchen. The most peculiar is routine 
consumption for it is neither necessary nor does it give any pleasure. Consumers maintain certain 
activities without rethinking their significance. Examples of such routines are passive TV viewing, 
purchasing an evening paper each day, the habit of buying certain snack on a way home. Experience 
consumption provides stimulation and palpable personal satisfaction. It is the thrill of trying out 
new and exciting products that will bring consumers new experiences.  

In sum, although food choice is complex, consumers have created their own choice criteria, albeit 
that criteria may vary depending on the context or situational factors. 

2.2. The Means-End Chain Approach in the Field of Science 

The MEC approach is rooted in cognitive psychology (Grunert, Beckmann & Sorensen 2001, 63), 
which explores mental processes such as how people perceive, remember, think, speak, and solve 
problems. Perception and categorization is one of the research areas in cognitive psychology. 
Consumers store information in the memory in the form of associations (Gutman 1982, 61), which 
are the information base used by consumers when they make purchase decisions. This approach 
provides a conceptual framework for understanding how consumers use choice criteria in the 
decision process and a methodology for identifying those factors. (Olson, Reynolds 2001, 11.)  

According to Grunert and Bech-Larsen (Grunert, Bech-Larsen 2005, 224; see also Foxall 1980, 75) 
the means-end chain idea goes back to the 1950s and to the personal construct theory of Kelly, who 
argued that people make sense of their surroundings by categorising incoming stimuli into a set of 
hierarchically organised categories. Kelly’s method consisted of personal interviews with 
consumers in order to elicit the content and hierarchical structure of the subjective meanings that 
the consumers attach to multiple products. The interview format consisted of presenting 
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interviewees with a series of three pictures of products. Consumers perceptions of products were 
derived by asking participants in a short sentence how two of the products were alike and different 
from the third. The research task was to identify categories in the data acquired from the interviews 
(van Kleef, van Trijp & Luning 2005, 195). This triadic sorting method is still used by some MEC 
researchers.  

It was argued by the MEC researchers themselves that MEC is not a complete model of the 
cognitive structure of consumers (Grunert, Beckmann & Sorensen 2001, 68). If MEC is to be 
developed into a full-scale theory, it is necessary to specify the range of behaviour the theory is 
supposed to explain, and how the theory differs from existing theories. They suggest that the theory 
of reasoned action (TRA), developed by Fishbein and Ajzen in the 1970s and 1980s, could be used 
as a basis for theory building. The components of TRA are behavioural intention, attitude, and 
subjective norm. Behavioural intention measures a person's relative strength of intention to engage 
in behaviour. Attitude consists of beliefs about the consequences of performing the behaviour 
multiplied by his or her evaluation of these consequences. Grunert et al. perceive that the set of 
beliefs and their strengths are an excerpt of cognitive structure (mt. 69). A subjective norm is seen 
as a combination of perceived expectations from relevant individuals or groups along with the 
intention to comply with these expectations. Thus, the TRA emphasizes extrinsic motivation.  
Further, the aim of the TRA is to explain volitional behaviours. Hale et al.  (2003) argue that the 
explanatory scope of the TRA excludes a wide range of behaviours such as those that are 
spontaneous, impulsive, habitual, the result of cravings, or simply scripted or mindless. Such 
behaviours are excluded because their performance might not be voluntary or because engaging in 
the behaviours might not involve a conscious decision on the part of the actor. Grunert et al. (2001, 
70) as well demand further ideas on how situational factors lead to the activation of subsets of 
cognitive structure, and how these subsets then lead to the formation of behavioural intentions.  

As mentioned, means-end chains were originally perceived to reveal the cognitive structure of the 
consumer relevant to consumption. Later the approach has been applied to study consumer motives  
linked to a particular behaviour. The motivational perspective of MEC follows a time-honoured 
approach for thinking about motivational issues according to Cohen and Warlop (2001, 392). The 
motivation research tradition has been to seek the ultimate determinants of behaviour. MEC in 
particular closely parallels expectancy-value theories of motivation in stressing that the products 
have little or no importance for their own sake; it is the consumption of the products or the act of 
consumption that yield meaning to the consumer (Olson, Reynolds 2001, 13; Gutman 1982, 61). 
Expectancy-value approaches place particular weight on active cognitive processes involved in 
problem definition, e.g., to determine what goals are relevant, plan, resolve conflicts and make 
decisions. The means-end chain approach fits within that tradition (Cohen, Warlop 2001, 398).  

Expectancy-value theory (EVT) was originally created to explain and predict a person’s attitudes 
toward objects and actions. Actions and their potential consequences are embedded in a complex 
means-end structure that involves beliefs about the implications of events extending beyond 
immediate consequences to possible future consequences (Feather 1982, 2). People are assumed to 
possess cognitive structures that concern the implications of their actions. These expected 
consequences may have various degrees of positive and negative subjective value for a person. 
What Feather stressed in 1982 was that many cognitive theories concentrated only on knowledge 
structures of humans whereas EVT concerns the interaction between an object (or an action) and 
cognition (mt., 3). Expectancy-value approaches stress that higher-order goals and diverse situation 
specific desires can act simultaneously (Cohen, Warlop 2001, 296). Therefore, it is more 
advantageous for researchers to study situational specific motivators rather than trying to identify a 
few deeper values.  
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In addition, the motivational approach of MEC gives weight to self-knowledge in the cognitive 
structure (Claeys, Vanden Abeele 2001, Cohen, Warlop 2001, 401). Core values comprise the most 
central elements of the self-structure. Over time and through learning, a variety of consumption 
experiences is reflected in network structures connecting self-related goals, including life goals or 
higher-level values with specific products that satisfy them. These life goals are grouped into two 
categories in Self-Determination Theory (SDT): intrinsic (e.g.,  personal development) and extrinsic 
(e.g., wealth, attractiveness) life goals (Deci, Ryan 2008b, 183). SDT focuses on the importance of 
intrinsic motivation in driving human behaviour (see page 15). 

The MEC view that the product (or another object) is linked to the self also connects the approach 
with the conceptualization of involvement. The concept of involvement, which originated in social 
psychology, refers to consumers’ perceptions of the importance or personal relevance of an object, 
event, or activity (Claeys, Vanden Abeele 2001; Beharrell, Denison 1995, 364). Various types of 
involvement have been studied: product involvement, situation involvement, and involvement with 
a message or communication. Involvement with a product is assumed to be relatively permanent 
and enduring, whereas that with a situation or message involvement lasts only for a specified time. 
(Claeys, Vanden Abeele 2001, 365.) How enduring involvement is depends on the personal 
relevance of the product with relation to personal goals. When situational context factors personal 
relevant knowledge, such as goals, activate only temporarily, the involvement is only temporary. 
The intensity of the involvement reflects the internal state of arousal of the person involved in a 
particular situation. Whether low or high, the intensity of the involvement is determined by the 
combination of enduring and perceived situational linkages between product and personal goals. As 
a consequence, depending on the level of involvement, consumer decision-making varies between 
situations in the extent of the process, in the number of choice criteria used, etc. (Beharrell, Denison 
1995, 25.) Claeys and Vanden Abeele (2001, 371) suggest that with MEC the intensity of 
involvement can be measured. They suggest that MEC researchers should evaluate the following 
factors as potential indicators of involvement: number of linkages between elements, the highest 
level of abstraction reached, the number of values mentioned, the nature of the value (instrumental 
or terminal), and the number of intervening links between the beginnings and ends of chains.  

Routine buying situations have been regarded as low-involvement behaviour. Beharrell and 
Denison (1995, 24-28) found that as routine a task weekly shopping for food might be, it can be a 
high involvement task. Weekly shopping for groceries may involve information search, deliberation 
in brand choice, and valuing substitutes within a product category. In Means-End Chain 
terminology, this implies that highly involved consumers are capable of identifying a large number 
of physical attributes, abstract attributes and the benefits these entail and the goals they fulfil,  
whereas consumers who attach low involvement to a product category, store knowledge at the 
physical attribute level and retrieve that knowledge when probed for the characteristics of the 
product (Claeys, Vanden Abeele 2001, 375).  

The conceptual foundation of the Means-End approach rests on a few assumptions. Firstly, 
consumer decision-making is understood as solving problems to achieve needs or goals, to achieve 
desired states. Further, to solve their problems consumers engage in various actions like purchasing 
products or services. When consumers buy a product, they are actually buying one or more outcome 
experiences or consequences. The products as such are means to achieve the consequences. 
Although many salient consequences are positive experiences that consumers want to experience, 
there are negative consequences as well. (Olson, Reynolds 2001, 9-10.) These negative experiences  
consumers want to avoid or minimize. Whether positive or negative, the consequences are often 
divided into two types: functional and psychological consequences. Functional consequences are 
tangible outcomes resulting from product use. Less tangible are the psychological and social 
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consequences, which are both termed psychological consequences in most MEC studies. They are 
more individualized outcomes, such as how the product makes consumers feel.  

The elements forming means-end chains and their linkages can be displayed as: 

attributes      consequences      values 
                                         
-concrete                -functional           -instrumental 
-abstract                 -psychological      -terminal. 
   

Evaluation of Means-End Chain Approach  

Cohen and Warlop (2001) criticized the MEC approach, arguing that both the cognitive 
categorizing process and goal driven motivation cannot guide behaviour simultaneously in a given 
situation. The perception of a product cannot instigate a search in memory for associations linked 
within product attributes, consequences and values every time. Goals and values affect information 
processing by influencing which of the accessible information is considered important in a 
particular situation. Thus, the goals influence the attributes of a product and the potential 
consequences of behaviour which will become salient and accessible at any time. It is quite likely 
that there are many relevant associations, particularly at the attribute and consequence level, that are 
ignored if the hierarchical structures are emphasized. Their view is that MEC approach can reveal 
purchase-inducing motives, which are product-specific sets of personally important goals. The 
purchase of most of the products consumers buy do not seem to hinge on a relatively small number 
of personal values or life goals – probably less on the choices consumers make within a product 
category. (mt. 402.) 

The view that motivation is product specific was supported by the findings of Mort and Rose 
(2004), who found that in the consumption of utilitarian goods, like orange juice and even wine, 
consumers are primarily motivated by the immediate consequences of product consumption. In the 
consumption of other products, termed hedonic products,3 the results of their study suggest that 
consumers’ personal values are more closely related to consumer motivation. (mt. 231)  

Ratneshwar et al. (2001), who studied consumers’ similarity judgements and food product 
categorization processes, emphasize the significance of goals and thus support the arguments of 
Cohen and Warlop. Their results suggest that lower-level personal goals (such as health) and 
situational goals (such as convenience) have a concurrent influence on product judgements. 
Similarity judgements were influenced not only by the perceivable or observable product 
characteristics, but also by product aspects related to salient personal and situational goals. For 
instance, health-oriented participants judged a plain granola bar as more similar to fruit yogurt than 
to a candy bar. Furthermore, according to their findings, participants who were low in health 
orientation rated an apple as more similar to a doughnut than an orange when the situational goal of 
convenience was a salient point. Thus, the significance of a product to the perceiver is a function of 
both the person and the situation. Goals can overrule product attractiveness in the decision-making 
situation. They suggest that the top-down or goal-derived perspective is essential for consumers in 
judging products. (mt., 154-156.) 

                                                 

3 In this research, fashion and leisure travel were the hedonic products.  
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Van Rekom and Wieranga (2007) found evidence that the Means-End relations are not necessarily 
hierarchical in that sense that the most important concepts are at the top of the hierarchy. They do 
not suggest that MEC approach cannot reveal the cognitive categorization processes of consumers, 
but that the focus should be on the most central concepts in a network of associations between the 
elements. (mt. 409.) Grunert and Bech-Larsen (2005) also questioned the purely hierarchical 
structure, writing that not all levels of abstraction necessarily affect the choice procedure. A product 
may be related to a value, even though the chain on why the product helps in attaining this value 
may not be well developed. They also argued that when consumers have a considerable amount of 
expertise in the product category, they might have formed such strong links between the product 
and higher-order consequences that the attribute level becomes less important in theircognitive 
structures, and the product will spontaneously elicit consequences, not attributes. Further, they 
suggested that there may be considerable individual differences in the relative importance of 
attribute-, consequence-, and value-based beliefs in explaining choice option attractiveness. (mt. 
237.) 

Grunert et al. (2001, 80) also admit that knowledge obtained from an individual respondent cannot 
reveal an estimate of the cognitive structure itself because the structure is not a collection of single 
(hierarchical) chains but an interrelated net of association. However, knowledge from homogenous  
respondents can yield an estimate of this group’s cognitive structure. 

Taking all this criticism into consideration, it really is very useful to test whether the MEC approach 
can yield important information when values are excluded from the analysis.  

2.3. Human Goals 

An essential component of MEC studies is the perception that human goals guide consumer 
behaviour. Goals influence what consumers are trying to accomplish, how they are planning to 
attain the goal, why they are pursuing the chosen course of action, and influence the intensity of 
behaviour, i.e., how determinedly a person will pursue a course of action (Pieters, Baumgartner & 
Allen 1995, 228). Goals are not stable, but are modified and altered through learning when 
consumers interact with other people and with objects. Therefore, I have added a review of previous 
research concerning goals, the nature of the goals, and the guiding power of goals in human 
behaviour.  

Kruglanski et al. (2002) created a theory of goal system, which they say is a cognitive approach to 
motivation. The cognitive activity of a human hardly ever stops; associations and thoughts are in 
constant flux and are interconnected. (mt. 333.) Many of the thoughts are motivational in nature 
since they represent the goals of that person or the means to pursue them. They define the goal 
systems as mental representations of motivational networks composed of interconnected goals and 
means. These interconnections have form and strength. By form is meant the connections between 
goals, sub-goals and means to these goals. One means can lead to several goals, which they call 
multifinality configuration. Achieving one goal can be by many ways, many means which construct 
what they call equifinality configuration. The strength of the association between a goal and a mean 
depends on how many competing goals and means are in the construct. For instance, the lower the 
number of means related to a given goal or the lower the number of goals related to a given means, 
the stronger the cognitive association strength between a given means and the goal. (mt. 335.) To 
put this argument into the MEC approach, high frequency linkage between elements in a Means-
End chain does not signify a strong association. That is contradictory to conventional analysis of 
MEC data.  
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A person is not consciously aware of all the associations between means and goals. Researchers call 
goals that are currently pursued and the person is aware of focal goals, and the goals that are not 
consciously registered background goals. A probable example of background goals appeared in one 
of their studies. Students were asked to choose the best quality athletic socks among four pairs, 
which in fact differed from one another only in colour. Students were first asked to think of one of 
the events that had happened on the campus. One was that the University’s basketball team 
qualified for the group of finalists, and the other was vandalism in the campus area. Those that 
recalled the successful sports event chose red socks, one of the basketball team colours, and those 
that recalled the vandalism chose purple socks. Students rationalized their choice by explaining that 
the quality of the fabric was best in the pair they chosen. (Kruglanski et al. 2002, 358.) 

Commitment to a goal depends on its expected utility and its expectancy of attainment (Kruglanski 
et al., 340). No matter how hard one desires to possess the Mona Lisa, there is no means of 
acquiring it, so that acquisition cannot be a goal for anyone. If there are attractive means towards a 
minor goal, one might strive for it just for the fun of the process: the journey is the price. 
Commitment to a particular means is found to be strong if several ends can be achieved by it (e.g., 
multifinality). The authors found in a study among students at the University of Maryland that 
commitment to studying was strongest when study was linked to various goals. (mt. 358.)  

Human goal systems are very flexible and both context-dependent and resource-dependent. 
Whenever one goal interferes with the pursuit of another goal by competing with it for limited 
mental resources, these two goals are likely to inhibit each other. (Fishbach, Friedman & 
Kruglanski 2003, 296; Kruglanski et al. 2002, 338.) Thus people may need to choose between goals  
or to choose between several means of attaining the same goal. It is obvious that automatic 
association can develop between goals and other representations that are frequently and consistently 
activated at the same time. Such inter-goal connections may be either facilitative or inhibitory, 
depending on the relations between the goals involved. Thus, whenever the attainment of one goal 
is related to the attainment of another (e.g., learning to speak French and planning a summer 
vacation in Paris) these goal representations may facilitate one another. In this case, pursuing one 
goal leads to the activation of a related goal concept. Other inter-goal connections may be inhibitory 
in nature. Depending on the context, opposing personal goals may be activated simultaneously. 
Successful goal pursuit involves resolving the conflict between mutually activated personal goals. 
The goal in question may need to be cognitively activated, quite possibly by the tempting stimulus 
itself (Fishbach, Friedman & Kruglanski 2003, 297). Unlike the resource-demanding self-control 
mechanisms, the activation of the goal by temptation may be a relatively simple and direct affair.  

The neural processes that affect the goals to strive for in a given situation, how intensely to seek the 
goal, what means (including products) to choose, and so on, are not only cognitive in nature but also 
affective. In fact, emotions or visceral processes play an important part in decision-making. 
According to neural theory, decision-making is a process that is influenced by signals that arise in 
bio-regulatory processes, including those that express themselves in emotions and feelings. This 
influence can occur consciously or unconsciously. (Bechara, Damasion 2005, 336.) According to 
Emmons (1996, 313), affect is central to goals in many ways. Affective processes influence 
commitment to a goal and eagerness to act in pursuit of the goal and vice versa, and goals play an 
essential role in determining the quality and intensity of affective experiences.  

Shiv and Fedorikhin (1999) examined how consumer decision-making is influenced by both 
affective reactions and cognitive reactions that are generated on exposure to alternatives in a choice 
task. They argue that multiple goals can exist simultaneously with meaningful stimuli to such things  
as products. (mt. 280.) For instance, yoghurt must be both healthy and good-tasting. In general,  
food products should be delicious, but yet healthy and inexpensive. (See also Piiroinen, Järvelä 
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2006, 5.) Which process of the two, affective or goal driven cognitive processes, dominates depends 
on the mental capacity of the consumer in the decision-making situation. When mental capacity is 
distressed, affect rules; when mental capacity is not constrained, the goal driven appraisal can 
override the visceral response. Visceral responses are rapid and relative automatic and may or may 
not be conscious,. whereas goal driven appraisals are slower and more controlled for most people in 
most circumstances. In a shopping environment, any factor that reduces the availability of 
processing resources is likely to increase affect dominance in judgement and impulse buying. 
Puzzling over problems at work while shopping disturbs reasoning between alternatives and 
increases the tendency to impulse buy.  

Exertions of self-control carry the psychological cost (Baumeister et al. 1998, 1253) of expending a 
scarce inner resource, similar to using energy or strength. Choice, active response, self-regulation, 
and suchlike may all draw on a common inner resource. Baumeister et al. tested the hypothesis that 
acts of choice and self-control cause ego depletion for that resource. Specifically, there would be 
less of this resource available for the subsequent one after one initial act of volition. 

One quite recent study yielded similar results to those in the previous paragraph (Bruyneel et al.  
2006). This research showed that repeated choice during a shopping trip decreases self-control 
resource strength in that repeated choice makes consumers vulnerable to the temptation of 
emotionally laden product features. Consumers were more likely to buy an attractive but expensive 
product or bought more items  of a very attractive type of candy after a series of active choices than 
when they followed a pre-established shopping plan. (mt. 222.) It requires self-control strength to 
give weight to cognitive product features and vice versa, but affective product features require low 
levels of self-control (mt. 216). Similarly, Vohs and Faber (2007, 537) found that consumers who 
lacked self-control resources felt stronger urges to buy, were willing to spend more, and actually did 
spend more money in unanticipated buying situations than consumers with sufficient self-control 
resources. 

According to McCracken, people constantly strive for something that is not here and now and 
constantly create new ideal goals (McCracken 1988, 108). These he calls ideal goal displaced 
meaning. Goods serve as bridges to displaced meaning by reshaping and renewing this meaning. He 
claims that consumption is in constant training. However, one product alone is seldom enough in 
achieving these goals, products “going together”, and complementing each other. He calls  this 
phenomenon the Diderot effect after the French Enlightenment philosopher Denis Diderot (1713-
1784). Products should fit the existing set of goods and with the entire lifestyle of an individual. 
The Diderot effect operates in three ways. (mt. 124.) First, it protects individuals from any object 
that brings radically new ideas into their experience. In a second, radical mode, it operates as it did 
in the case of Diderot’s dressing gown, to force the creation of an entirely new set of consumer 
goods. Diderot ended up refurnishing an entire room to fit with the style of a new dressing gown 
that he got as a gift. Third, individuals deliberately exploit this effect by purchasing ever better 
products. In this spiral version of the Diderot effect, each purchase sets a new standard, which is  
repeated by the succeeding purchases, and the consumer is locked into an ever-ascending spiral of 
consumption. (mt. 127.) As mentioned earlier in this report on page 3, since the choice of product 
category may be different in various food-related lifestyle groups of consumers, a researcher can 
exploit the food-related lifestyle instrument to see how the product categories go together and thus 
reveal the Diderot effect. The problem is that the FRL instrument has not yet been applied this way.  
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Some researchers argue that upper goals can be found which guide people’s lives by motivating and 
controlling behaviour. According to Self-Determination Theory (SDT), long-term life goals guide 
people’s activities (Deci, Ryan 2008b, 183). These goals fall into two general categories that have 
been labelled intrinsic aspirations4 and extrinsic aspirations. Intrinsic aspirations are the natural, 
inherent drives to seek out challenges, which include such life goals as affiliation, health, 
generativity, and personal growth. Extrinsic aspirations include life goals like wealth, fame, and 
attractiveness. The source of extrinsic motivation is thus external. The life goals may induce 
autonomous or controlled motivation towards an action depending on the situation. The striving 
forces for autonomous motivation are intrinsic life goals and well-internalized extrinsic life goals  
(Deci, Ryan 2008a, 14). Autonomous motivation involves behaving with a full sense of volition and 
choice. Controlled motivation arises out of internal or external pressures or demands, such as guilt, 
avoidance of shame, pursuit of approval, or rewards. When people are controlled, they experience 
pressure to think, feel, or behave in particular ways. The central premise of SDT, unlike other 
motivation theories, is that the type of motivation – specifically autonomous and controlled 
motivation – is generally more important than its degree. Deci and Ryan argue that the intrinsic life 
goals are vital for the health, well-being, and performance of humans.  

Schwarz and Bardi termed people’s life goals trans-situational goals (Schwarz, Bardi 2001, 280). 
Life goals guarantee the survival of human beings because they motivate an individual to fulfil 
biological needs, and represent the requirements of coordinated social interaction and the demands 
of group survival and functioning. They argue that although there is great deal of variation in the 
importance of individual goals both within groups and across societies, there is a common pan-
cultural baseline of life-goal priorities. They derived 10 distinct types of life goals based on 
different motivational goals and attested a cross-cultural valid hierarchy between the life goals.  

The most important of the life goals defined by Schwarz and Bardi (2001, 281) are benevolence, 
self-direction, and universalism. Positive and cooperative social relations are especially salient in 
the context of the family, within which value acquisition occurs first, and later in other groups. Self-
directions goals intrinsically motivate individuals to work productively for the benefit of the 
individual as well as the primary group. Universalism also contributes to positive social relations. 
However, these goals make one focus on all others, including those outside the in-group. Security 
and conformity goals are likely to be acquired in response to demands and in response to sanctions 
for self-restriction, avoiding risk, and controlling forbidden impulses. Conformity and tradition 
domains similarly share the motivational goal of subordinating oneself, but when one seeks 
conformity, one is interested in the most immediate people, whereas when one follows tradition one 
follows cultural customs. Achievement goals motivate individuals to invest their time and energy in 
performing tasks that may either serve group interests or may not. Societies must allow some 
gratification of self-oriented desires, for which hedonism and stimulation motivate. Power, tradition 
and stimulation are the least important life goals. Power as a life goal emphasizes dominance over 
people and resources. If a power-seeking individual exploits or harms others, social relations will 
suffer or be damaged. The reason why tradition is considered as less relevant to individuals than 
other life goals is the fact that they concern abstract beliefs and the symbols of groups. Thus in 
everyday life, the individual may find little interest in tradition. In summary, the Schwarz life goals  
and the motivational goals (in parenthesis) linked to those life goals are: 

                                                 

4 Deci and Ryan particularly wanted to use the concept aspiration (see Deci & Ryan 2008b, 183). 
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 Benevolence: preservation and enhancement of the welfare of people with whom one 
is in frequent personal contact (being helpful, honest, forgiving, loyal, and 
responsible), 

 Self-direction: independent thought and action choosing, creating, and exploring 
(creativity, freedom, independent, curious, and choosing own goals),  

 Universalism: understanding, appreciation, tolerance and protection for the welfare 
of all people and for nature (being broad-minded, wisdom, social justice, equality, a 
world at peace, a world of beauty, unity with nature, protecting the environment), 

 Security: safety, harmony, and the stability of society, of relationships, and of self 
(family security, national security, social order, keeping clean, and reciprocation of 
favours), 

 Conformity: restraint of action, inclinations, and impulses likely to upset or harm 
others and violate social expectations or norms (politeness, obedience, self-
discipline, and honouring parents and elders),  

 Achievement: personal success through demonstrating competence according to 
social standards (being successful, capable, ambitious, and influential),  

 Hedonism: pleasure and sensuous gratification for oneself (pleasure and enjoying 
life),  

 Power: social status and prestige, control or dominance over people and resources 
(social power, authority, wealth, and preserving one’s public image), 

 Tradition: respect, commitment, and acceptance of the customs and ideas that 
traditional culture or religion provide the self (being humble, accepting one’s portion 
in life, devoutness, respect for tradition, and being moderate), 

 Stimulation: excitement, novelty, and challenge in life (being daring, having a varied 
life, and an exciting life). (Schwarz, Bardi 2001, 270.) 

Motivational goals located within the same value domain are frequently not similar to each other in 
importance (Schwarz, Bilsky 1990, 888). For example, in the conformity domain, obedience is  
usually rated low in importance, but self-discipline is rated as quite relevant.  

The conclusion from all this is that the processes are complex, that consumers are not aware of 
some parts of the processes, and that there are goals at different levels of abstraction. What is  
interesting from the perspective of this study is whether some order, pattern, or script in the food-
related decision-making can be found.  

2.4. Research Methods Based on the Means-End Chain Approach and Evaluation of the 
Methods 

The traditional method for gaining insight into the means-end associations of consumers is 
laddering. The interviewer should follow a procedure according to which attributes are elicited with 
what questions, and the consequences and values associated with each attribute with why-questions 
(why is it important to you?). In the laddering interview, the sequential why-questions are asked in 
order to reveal the consumption-related means-end structures in the memory of the interviewees 
(Sorensen, Askegaard 2007, 64). The view of Reynolds and Gutman in 1988 was that for many 
product categories respondents are much more likely to make preference judgements at the 
consequence and value levels than at the attribute level (Reynolds, Gutman 1988, 26).  

The data collection method in laddering is thus qualitative in nature. The first part of the analysis is 
also qualitative since it begins with content analysis in order to discover the key elements in the 
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text. The information obtained is coded and further analysed quantitatively (Reynolds, Gutman 
1988, 19). The analysis process is described in more detail on page 46.  

Cohen and Warlop argued that the means-end researchers have gone too far in trying to find life 
goals behind the simplest everyday choice (Cohen, Warlop 2001, 390). Their criticism has been that 
with sufficient ingenuity even the most functional product or service can be linked to more 
universal themes and values. Laddering systematically probes for successively higher-level goals  
and values, and therefore cannot be said to reflect how consumers think about products since 
respondents are more or less “pushed” to come up with answers to questions they may never have 
thought about in considering why they prefer a particular product. (mt. 403.) In addition, they 
suggest that in many cases it would be more useful to identify a more product-specific set of 
personally important goals, rather than try to identify a relatively small number of personal values  
or life goals (mt. 395). They allege that other studies that have attested how easily choice becomes  
context dependent back up their argument. The suggestion that laddering is useful in identifying 
important purchase motivators at attribute-consequence levels is their conclusion. (mt. 406.) 

Similarly, Sørensen and Askegaard (2007, 65-67) found risks in the laddering method. Laddering 
technique is highly sensitive to situational circumstance. They argue that the interviewee simply 
tries to find an appropriate answer to a why-question in order to satisfy the interviewer and not 
primarily try to find his or her own higher level of motivation concerning an attribute or a 
consequence of the item in question. They may try to defend, justify or explain their choices when 
answering the why-questions. They suggest that the means-end chains produced can be seen as  
chains of culturally valid reasons because the answers are forced (mt., 71). The cognitive structures 
elicited do not objectively and accurately reflect a context-independent cognitive structure of the 
interviewee, but a particular and situational performance of a social discourse (mt., 75). What is 
good about laddering technique – according to their view – is that it is a relatively quick and simple 
way of conducting interviews and drawing conclusions about the results. However, the validity of 
the conclusions in other than interview situations, as in a purchase decision-making situation, is 
questionable.  

The cross-cultural validity of the laddering method was tested in a particular study (Nielsen, Bech-
Larsen & Grunert 1998). The method proved to be problematic. The researchers contemplated 
whether the ability to verbalize cognitive structure is culture-dependent and whether there may be 
cultural differences in interviewer behaviour (mt. 465). Interviewers in one culture may be more 
verbose, more persistent, or friendlier than in another. The results of their study showed 
considerable differences between Danish, British, and French consumer groups with regard to 
general knowledge about vegetable oil and with regard to product-specific preferences and purchase 
motives. 

Allen (2001) criticized the laddering method in that it only reveals the indirect route through which 
human values influence product preference; the method gives no indication of the overall influence 
of human values and is mainly qualitative. He showed that human values have both direct and 
indirect influences on product choice. He carried out a quantitative study on consumer perceptions 
and evaluations of the Toyota Corolla, using a modified form of the Rokeach Value Survey and 
formed subscales using Schwartz’s proposed domains. The respondents selected the 13 most 
important and 13 least important values. Product preference was measured using a product 
preference questionnaire in which the respondents indicated how much they like or dislike the 
specified attributes of the car. Further, to measure whether the respondents favour the utilitarian or 
symbolic significance of the car and whether they use piecemeal judgement (attribute-by-attribute 
analysis) or affective judgement, a third instrument consisting of statements was added. The results 
show that a utilitarian significance and piecemeal judgement are positively correlated with Toyota 
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Corolla preference, whereas symbolic meaning is negatively correlated. (mt., 110.) He found that in 
the effect of values on preferences hedonism is more influential in the opposite direction than safety 
and reliability are. (mt., 114.) Thus if a respondent is not hedonistically oriented he/she ascribes 
more importance to safety and reliability attributes, which results in a positive attitude toward the 
Toyota Corolla. The self-direction value domain has a direct, negative influence on Toyota Corolla 
attitudes. The direct influence is the image of the product, or those aspects that cannot be seen 
among the product’s tangible attributes. The conclusion was that the direct influence of human 
values on product preference is most common when consumers evaluate the product’s symbolic 
meaning and make affective judgements, whereas the indirect influence via tangible attribute 
importance is most common when consumers evaluate the product’s utilitarian significance and 
make a piecemeal judgement.  

Now that quantitative methods have been introduced for applying means-end theory, the qualitative 
laddering method is nowadays called the soft laddering technique and the quantitative methods the 
hard laddering technique. Hard laddering has advantages over soft laddering in that it is quicker, 
cheaper, and is less prone to interviewer bias. Hard laddering can also be administered efficiently to 
a large number of people, allowing acquisition of more representative samples. (Russell et al. 
2004b, 280.) 

In hard-laddering surveys, the respondents select among a priori lists of potential choice options. In 
the paper-and-pencil hard-laddering method, respondents are required to complete ladders starting 
from important attributes and then choose the most appropriate consequence from a list of 
consequences and so on until all the boxes are filled (first important attribute , 
second…). The computerised form of hard laddering requires consumers to create their ladders by 
selecting items  from two-column tables on a computer screen using a mouse click. In both 
techniques, respondents choose just one consequence for one attribute and just one option further 
on. The experiences of soft-laddering interviews demonstrate that consumers normally choose more 
than one option. (Russell et al. 2004a, Russell et al. 2004b, 290.)  

Bech-Larsen and Nielsen (1999) compared five different quantitative techniques to identify the 
most important product attributes for a respondent. His study was on vegetable oil, which he 
claimed is a low-involvement product. These methods were triadic sorting, free sorting, direct 
sorting, ranking, and choosing from an attribute list. In triadic sorting, the respondent reports which 
two products from various combinations of three products resemble each other most and then 
reveals the attribute in which these products are alike and at the same time different from the third. 
In free sorting, the respondent sorts a set of products into groups. The respondent is then asked how 
the products in the groups are alike, and how they differ from the other groups of products. In direct 
elicitation, the respondent simply states the most important attributes of the products in question. In 
ranking, the respondent sorts the products into order according his/her preferences and is then asked 
the reasons for the ranking. In an attribute-list method, the respondent chooses the most relevant 
attributes of a product from an attribute list. Bech-Larsen and Nielsen eventually recommended 
different methods depending on the purpose of the study. (mt., 337.) If the purpose was to predict 
consumer choice, an attribute list would be the most appropriate technique. The attribute list was 
the quickest of the five methods examined. When the researcher wants to map the cognitive 
structures of consumers, they recommend the free sorting method, because it enables the researcher 
to uncover complex product meanings, not merely the attributes. When the purpose of the study is 
exploration of new areas of consumer behaviour, methods that guide or constrain the answers of the 
respondent least would be most advantageous. Of the methods discussed, direct elicitation or direct 
sorting would suit that purpose. 
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Instead of chains or grids for illustrating the connections of abstractions, Ter Hofstede (Ter 
Hofstede, Steenkamp & Wedel 1999, Ter Hofstede et al. 1998) preferred matrices. Gutman (1982, 
69) also chose matrices for an illustration of the means-end-model. In Gutman’s matrices, 
consequences were put in the rows and values (or even situations) in the columns. Ter Hofstede 
split the established practice of the use of the hierarchical value map (HVM) as a two-dimensional 
matrix. He called his method Association Pattern Technique (APT) and the matrices Association 
Pattern Matrix (Matrices), APM. He attested that the connections between attributes and 
consequences and between consequences and values could be investigated separately. They both 
had the idea that the means-end chain can be conceived of as a series of connected matrices. The 
APM technique presents consumers with all possible combinations of the attributes, consequences 
and values defined a priori. An advantage of hard-laddering methods is that consumers can choose 
several consequences for one attribute and several values for one consequence in APT. Since the 
outcomes are probabilistic relations between such things as consequences of products and values, 
the matrix shows strong and weak links through estimates of the probability of a link.  

A study comparing the laddering interview and ATP showed that the content of the APT and 
laddering networks differs (Ter Hofstede et al. 1998). APT yielded higher frequencies of occurrence 
of elements than laddering. The findings are due to differences in the information-seeking task: in 
laddering, the interviewee must recall information whereas in APT he/she must recognise what is  
meaningful to him/her on a list which is provided. In a recognition task, consumers may indicate 
more concepts than are relevant to them. On the other hand, in a recall task consumers may 
overlook important concepts during the interview, or be responsive to interviewer bias. (mt. 48.)  

Kardes et al. (2004, 251) argue that it is easier for individuals to search for information stored in 
memory than to identify and analyse information pertaining to a wide variety of attributes. The 
latter process they call stimulus-based inferences, inferences which are formed using situationally 
available information. Memory-based inferences are formed using previous knowledge and 
experience. The knowledge stored in memory is schematic, categorical, attitudinal knowledge and 
is often highly accessible and functional because this knowledge helps people to make sense of their 
complex environments. Thus spontaneous inference formation is more likely for memory-based 
inferences than stimulus-based ones. 

This research takes many of the recommendations and remarks mentioned above into account. First, 
the aim of the qualitative laddering interview is to discover potential choice criteria that cannot be 
gleaned from previous literature. As has been attested, attributes and consequences can be studied 
separately without including values in analysis. Moreover, concentrating merely on attributes and 
consequences, this research may reveal important food choice motivators closer to the product 
evaluation situation. 

2.5. Earlier Means-End Chain Studies Concerning Food Choice 

Grunert and Valli (2001) collected data from 11 countries in Europe in order to get pan-European 
product characteristics for beef and yoghurt. They formed consumer segments (separately for beef 
and yoghurt) based on the differences in product perceptions among respondents. The beef 
segments found were a moderate, health conscious, concerned, and knowledgeable consumer. (mt., 
88.) For the moderate consumer, the most important benefits were good quality, good taste, ease of 
preparation, and compliments for cooking while healthy aspects, ethical aspects and animal welfare 
were less important. Good taste for the moderate consumer meant tender and succulent meat. They 
preferred beef that was packed in the supermarket. These consumers had high income and a high 
education level and lived in smaller households. They had favourable attitudes towards beef, but 
also they spent a lot on groceries, were price-conscious and did not mind eating products of foreign 
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origin. Healthiness in beef meant low fat content and being hormone-free for the health conscious  
consumer. Being lean was also associated with good taste together with tenderness. The health 
conscious consumer appeared to be conservative in buying behaviour, had a lower educational level 
and a lower income. The concerned consumer was interested most of all in fair treatment of the 
animals, environmental issues, and being sure about what to buy. This consumer had a less 
favourable attitude towards beef, however. He/she did not care much about preparation of the meat 
being convenient. The buying behaviour of the concerned consumer was described as exploratory; 
he/she is quality conscious, health conscious, and environmentally conscious, but not price 
conscious. He or she was characterized as younger with a higher income and higher levels of 
education. The knowledgeable consumer paid attention to a variety of characteristics in beef, since 
he/she valued good quality and good taste. Good health leads to fun and enjoyment, self-respect and 
security. The knowledgeable consumer was conservative, older, had a medium income and lower 
levels of education. He/she favoured beef and preferred to buy meat pre-packed.  

The yoghurt segments that Grunert and Valli found were somewhat different to the beef segments 
(Grunert, Valli 2001, 88). Consumers in the healthy and vital segment preferred organic fruit 
yoghurt with bifidus, low in fat and mild in taste. These aspects meant health and good quality to 
them, which led to fun, and enjoyment in life. They sought warm relationships and wanted to satisfy 
the preferences of their family members. Yoghurt in individual containers was seen as convenient 
for that purpose. The most important benefits related to their buying behaviour were quality, 
healthiness and being able to save money. They ate yoghurt rather as a snack than as a dessert or 
using it for cooking. These consumers were relatively older, had a lower income and a lower 
education level. The healthy and vital yoghurt-buying consumers were sensitive to price and were 
not adventurous in food consumption, which meant among other things that they did not switch 
brands. The second yoghurt segment was labeled sensible and secure consumers. (mt 89.) The 
consumers in this segment did not care much about yoghurt, were conservative in buying behaviour 
and bought the same brand. Low-fat yoghurt meant good for health and healthy eating meant 
security, self-respect, fun and good relationships for them. The yoghurt should be convenient to use 
and they often used the product in cooking. For them, yoghurt replaced unhealthy snacks. These 
consumers were relatively old, and had a lower income and education level. The third yoghurt 
segment, the healthy and innovative consumer, differed from the other two in being innovative and 
thus wanting to experiment with new products. Low fat and bio-bifidus were more important 
attributes for them than for the other segments. A valued benefit was that yoghurt is a good 
alternative to unhealthy snacks. Healthy eating was associated with security, self-respect, and 
feeling satisfied and self-fulfilled. These consumers were relatively young, and had a higher income 
and educational level. The top quality seekers spent relatively more than consumers in other 
segments on yoghurt and groceries. They were environmentally conscious and thought that 
organically produced yoghurt meant good quality. The main yoghurt benefits for them were 
healthiness and good quality, which in turn were associated in security, fun, and enjoyment in life. 
Those consumers were relatively younger with a higher level of education and had a higher 
educational level.  

2.6. Food-Related Lifestyle 

Although human values guide behaviour, values cannot predict behaviour directly. Danish 
consumer behaviour researchers (Grunert, Brunsø & Bisp 1997) thus created an instrument that 
would focus on behaviour in measuring the linkages between food products and end goals. This 
instrument, food-related lifestyle (FRL) is based on means-end chain theory. According to their 
studies, lifestyle is defined as an intervening system that links situation-specific product perceptions 
to abstract cognitive categories and finally to personal values (mt., 341-343.) It is a mental construct 
which explains actual behaviour. Lifestyles will always frame behaviour, but lifestyles can 
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simultaneously be modified through learning by obtaining, using, or by disposing of the products. 
The FRL approach is based on the following assumptions (mt. 342): 

1) Human behaviour can be explained by cognitive processes like the interaction between 
comprehension processes, integration processes, and cognitive structure. Cognitive structure is the 
organization of knowledge in human memory. 
2) Cognitive structures consist of declarative and procedural knowledge.  
3) Declarative knowledge can be conceived as a system of cognitive categories and their 
associations. These cognitive categories vary in level of abstraction, and the associations vary in 
strength. Consumers are able to verbalize this knowledge, such as information about products, 
expected consequences of behaviour, and personal goals.  
4) Procedural knowledge can be conceived as a system of stored scripts or skills. These are 
behavioural routines for acting upon the mental representation of a product, adapted to situational 
constraints, and finally to be acted upon. 
5) Behaviour is motivated by linking cognitive categories to values. 
6) This linkage can be stored as a system of associations in a cognitive structure and can influence 
behaviour consciously or unconsciously.  
7) The linkage can involve both procedural and declarative knowledge.  

The FRL method is a questionnaire consisting of 69 Likert-type statements. These statements 
measure 23 lifestyle dimensions in five domains, which are:  

 ways of shopping (six subscales or dimensions: importance of product information, positive 
attitude towards advertising, enjoyment from shopping, specialty shops, the price criterion, 
shopping list), 

 cooking methods (six subscales: interest in cooking, looking for new ways, convenience, the 
whole family, planning, woman’s task),  

 quality aspects (six subscales: health, price/quality relation, novelty, organic product, taste, 
freshness),  

 consumption situation (two subscales: snacks versus meal, eating out/social event) and  
 purchasing motives (three subscales: self-fulfilment in food, security, social relationships).  

The mediating role of the FRL between values and food-related behaviours have been tested 
(Brunsø, Scholderer & Grunert 2004b) for its cross-cultural validity as well (Scholderer et al. 2004). 
The instrument has been applied in different cultural contexts (Wycherley, McCarthy & Cowan 
2008, de Boer et al. 2004). The relationship between Schwarz values and FRL dimensions was 
examined in Spain and Germany (Brunsø, Scholderer & Grunert 2004a). In both countries, 1000 
consumers were interviewed and were asked about their value priorities and their food-related 
lifestyle. In that study, two established instruments were used – the Schwarz value survey (SVS) 
with 30 items and the FRL instrument with 69 items. The scores of the 23 FRL dimensions from 
both countries and the reliabilities of the scores are displayed in a table on page 73, where the 
results from those countries is compared with the findings from this research. The relationships 
between the SVS 10 value domains (see page 15) and the FRL dimensions were established by 
computing correlations between all items. The FRL dimensions have been incorporated into the 
value domains with which they correlated in both countries in figure 2.2.  
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Figure 2.2. Value domains and FRL dimensions in Germany and Spain (Brunsø, Scholderer & 
Grunert 2004a, 201). 

Brunsø et al. (2004a) found that many of the value domains were related to the same FRL 
dimensions in both countries (mt. 203). The value achievement is not attained by food-related 
lifestyle for any of the FRL dimensions correlated with that domain. However, there were 
differences as well. The dimension convenience correlated with power in Germany but with 
stimulation in Spain. (mt. 201-202.) It was assumed that less time for cooking and shopping means  
more time for a professional career and a busy life for the Germans whereas the Spanish may feel 
they get an exciting, varied life through dealing with food in a convenient way. Positive attitudes to 
advertising also correlated with power in Germany. This may suggest a generally positive attitude 
to communication or a positive attitude towards influencing other people, the researchers argue. 
Alternatively, reading the advertisements makes the decision-making easier or quicker. In both 
countries, self-fulfilment in food correlated with security. In Germany, planning, the shopping list, 
price criteria and the price/quality relation also belong to that value dimension. Surprisingly in 
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Spain, taste is located in the security domain. The researchers assume that for Spaniards taste is 
related to traditional ways of cooking. In Germany, interest in cooking being in the conformity 
domain relates to the well-being of the family and taking care of others. In Spain, that FRL 
dimension correlated with the benevolence value, which also means taking care of others. However, 
there is a slight difference between the two value domains: benevolence as a value means being 
interested in the welfare of the people closest to you and conformity means avoiding the negative 
consequences of not taking care of the well-being of these people. Freshness is located in the 
benevolence value domain in Germany but in the tradition domain in Spain. Freshness correlated 
negatively with hedonism. The researchers explain this finding by the assumption that freshness is 
something corresponding with nature rather than eating quality. Health in both countries was in the 
universalism value domain, together with organic products; in Spain to this domain was also placed 
in the importance of product information. Health presumably means natural ingredients in food 
products, no additives, and the like. Organic products and health correlated negatively with security 
and power. Looking for new ways was positively related with self-direction in both countries and, 
not surprisingly, negatively with security. People who seek stimulation are interested in an exciting, 
varied life, and are seeking adventure. Thus, it was not surprising that in both countries novelty and 
social events correlated positively with this value domain. In Spain, convenience was also located in 
this value, as reported above. The hedonism value includes pleasure and enjoyment. The whole 
family correlated positively with this domain in both countries. Obviously, relationships with 
family members bring enjoyment in life. In Spain, taste was also in this domain.  

2.7. Food-Related Lifestyle Segments 

As mentioned, the validity of the FRL-instrument across food cultures in Europe have been tested 
(e.g., by O'Sullivan, Scholderer & Cowan 2005, Scholderer et al. 2004,  Kesic, Piri-Rajh 2003, 
Laaksonen, Laaksonen & Leipämaa 2002, Tillgrén, Kupiainen 2002). In most studies, the purpose 
has been to find consumer segments that have different food-related lifestyles. In Great Britain, six 
FRL segments were found in 2002: the adventurous food consumer (17%), the careless consumer 
(14%), the conservative consumer (9%), the rational consumer (26%), the snacking consumer 
(20%), and the uninvolved consumer (14%) (Wycherley, McCarthy & Cowan 2008, 500). The 
consumers belonging to those segments were described the following way: 

 The adventurous food consumer is more interested in all quality aspects of food than 
consumers in other segments; they enjoy eating with friends at home and outside 
home. These consumers belong to middle class in Britain, have a high level of 
education, work full time, and are middle-aged. 

 The careless food consumer is least interested in the shopping for food and has little 
or no interest in cooking, much less in planning food related tasks. These consumers  
feel time pressure. They were reported to be young or middle-aged, have young 
children and work full time.  

 The conservative food consumer belongs to the lowest social classes in Britain, is 
older than average, and lives in a small household often with no children. Organic 
foods and anything new is least interesting to this consumer in comparison with 
consumers in other segments. 

 The rational food consumer belongs to the skilled working class in Britain and is 
middle-aged or older (mt. 501). Self-fulfilment in food is important to those in this 
segment; they like preparing meals and value all quality aspects of food. They plan 
shopping and meals, read advertisements and product labels.  

 The snacking food consumer replaces meals with snacks or makes quick and easy 
meals. Even then, he/she thinks that convenience and healthy eating can be 
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combined. Although taste and freshness is less important to consumers in this 
segment, they seem to value organic foods and shop in specialty stores. Social 
interaction related to food does not interest these consumers. In Britain, this segment 
ranks relatively high socially. 

 The uninvolved food consumer is uninterested in anything related to food. The 
consumers in this segment belong to the lowest social class in Britain, are relatively 
young, less educated and many of them are men.   

In Croatia, the FRL consumer segments were named relaxed (13%), traditionalists (27%), modern 
(32%), concerned (11%), and hedonists (17%) (Kesic, Piri-Rajh 2003, 165-172). The relaxed 
consumers, typically younger families with women up to 25 years of age, 3-4 children, and with a 
lower income, were not interested in buying, preparing or serving food. The segment that Kesec and 
Piri-Rajh called traditionalists resembles  the Irish adventurous segment since these respondents 
liked to experiment in the kitchen, tried out new recipes, and conceived themselves as excellent 
cooks. These consumers had rather a high education level as well as a relatively high income. The 
modern segment in Croatia resembles the conservative and moderate segments in Ireland. The 
Croatian consumers  forming this segment compare prices of products and seek value for money, 
prefer familiar dishes which give them the sense of security, like to shop in specialty food stores, 
and want to plan cooking in advance. The reason this segment was named modern was the fact that 
women that belonged to this segment did not want to spend much time on buying, preparing and 
cooking food. The income of the respondents who formed this segment had highest income and a 
high education background. These were small families with no child or just one. The consumers in 
this segment were primarily concerned about the nutritional value of the food they bought, read 
product labels carefully, and were willing to pay extra for organic food. The consumer 
characteristics of this segment were being older, college educated, and a relatively high income. 
The consumers who formed the fifth Croatian segment, the hedonists, valued the taste of the food 
and the freshness of the food products they bought most of all. They enjoyed buying, preparing, and 
eating food with the family or with their friends.  

The Finnish researchers (Laaksonen, Laaksonen & Leipämaa 2002) used the FRL instrument to 
produce a comprehensive picture of people’s relation to food and eating, including choice of food. 
Based on the information from a qualitative study, they added 35 new items to the questionnaire 
beside 69 FRL statements. These new items measured body image, usage situations, traditions, 
hedonism, flexibility, and local and ecological products. From all these statements, a factor analysis 
was first run which yielded six factors: originality and product quality , variety and novelty, 
economy-rationality, hedonism, planning, and convenience. The respondents were then grouped 
into clusters based on the distribution of the six factor loadings. The clusters found in this study 
were (mt. 52-56): 

 The careless food consumers (22.2%) do not like food-related tasks and do not care 
about the quality aspects of food; only convenience and variety are somewhat 
important to them. These consumers were characterized as often being men, 
relatively young, having lower than average income, and living in big cities. One 
third of the people living alone were found to belong to this cluster.  

 The enthusiastic food consumers (17.8%) seek enjoyment from food but 
simultaneously want to be economical and rational. They value novelty, but do not 
plan their shopping carefully. The enthusiastic consumers were found to be relatively 
young and their income was about average. 

 The rational food consumers (17.1%) plan their food-related tasks. They value 
quality for price but the hedonistic aspects of food or convenience less so. 
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Consumers in this segment were often women, relatively young, had lower than 
average income and were living in single or two-person households.  

 To the low-involvement food consumers (15.5%), shopping for food is a necessity, 
as it is to the careless. They do not plan their food-related tasks and do not value 
novelty, variety, or hedonism. Low-involvement consumers had the lowest 
educational level compared to the other clusters; their income level was also low, 
and they live mainly in small towns. Most of the older respondents belonged to this 
cluster. 

 The conscientious food consumers (14.9%) want to eat high quality food, i.e.,  
healthy and natural food. Hedonistic pleasure is not prioritized. In addition, they do 
not claim to be economical. These consumers had the highest educational level 
compared to the other clusters and their income level was high. The majority of these 
consumers were over 45 years of age.  

 The hedonistic food consumers (13.5%) seek taste in food, take pleasure in eating 
and shopping for food. Economic aspects and convenience are not at all important to 
them. These consumers had high income, were older but still working and belonged 
to larger households.  

Recently, the attitudes of consumer segments towards different food categories have been further 
investigated, for instance, towards convenience food (Buckley, Cowan & McCarthy 2007, Ryan et 
al. 2002) and speciality food (Wycherley, McCarthy & Cowan 2008).  

In Ireland, the FRL instrument was applied to segmenting the consumers (Ryan et al. 2002). In that 
study, the particular interest was in how the segments identified differed in their orientation towards 
convenience food. The segments identified were the hedonistic (28%), conservative (21%), 
extremely uninvolved (16%), enthusiastic (14%), moderate (13%) and adventurous segments (8%) 
(mt. 34). The description of the characteristics of the consumers in various segments is: 

 “The hedonic segment was very positive towards the hedonistic aspects of food 
shopping and cooking. They were particularly interested in the social aspects and 
novel experiences of food and were more inclined to snack instead of eating a meal.  

 The conservative segment was cited as the traditional shopper and cooker where 
shopping and cooking was very much regarded as the woman’s responsibility. Food 
was important to them since it created stability and security in their lives.  

 The extremely uninvolved segment was indifferent to all aspects of food. They were 
uninterested in food shopping and cooking and had a negative attitude towards eating 
socially. 

 The enthusiastic segment was very involved with the whole food experience. Food 
played a very essential role in their family and social life. They were highly involved 
in all aspects of food shopping and cooking, particularly in the quality aspects of 
food. 

 The moderate segment was described as cookers and planners who enjoyed the 
social aspects of food. In general, consumers in this segment did not differ from the 
average in their attitudes towards food. 

 Consumers in the adventurous segment were described as seekers of novelty, 
innovative food shoppers and cookers who thoroughly enjoyed the social aspects of 
food.” 

The concept of convenience food Buckley et al. (2007, 601) defined as time, physical energy and 
mental effort saving products offered to consumers in food-related activities, namely, shopping, 
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meal preparation and cooking, consumption and post-meal activities. The questionnaire they used 
was a mixture of some statements from the FRL instrument and supplemental statements measuring 
convenience orientation developed for the research. In this British study, the segments were named 
according to the respondents’ attitudes towards convenience food: the food connoisseurs (26%), the 
home meal preparers (25%), the kitchen evaders (16%), and the convenience-seeking grazers (33%) 
of which the two latter are distinct convenience-seeking segments. To consumers who formed the 
food connoisseurs, convenience was of lesser importance and they did not perceive convenience 
food as healthy. They preferred proper meals to snacks (mt. 611). This segment was characterized 
as a group of consumers who took most pleasure from new foods and experimenting in the kitchen 
and enjoyed eating out and with friends. Although they did not seem to care about price, they 
thought that convenience food did not offer value for money. What was also noticed was that they 
did not invest time in planning on shopping or cooking. To the home meal preparers, freshness is 
more important than convenience (mt. 612). These consumers were organised in planning for meal 
preparation and shopping for food. They also read product labels and paid attention to the prices of 
the products. This segment is thus similar to the Irish moderate segment. This segment was least 
convenience oriented. Unlike the two segments described above, consumers forming the kitchen 
evaders wanted to use convenience food to make their lives easier and to save time. It seems that 
these consumers are careless about all cooking and shopping tasks since they were reported not to 
plan or check product information. Unlike the kitchen evaders, the convenience-seeking grazers 
plan their shopping (mt. 613). Their aim was to save time and effort in meal preparation and 
therefore preferred convenience food instead of fresh food products. These are the snacking 
consumers found in other research. 

The study by Wycherley et al. (Wycherley, McCarthy & Cowan 2008) focused on specialty food 
orientation. They defined specialty food as products produced on a small scale and therefore only 
available in limited quantities. These products have not been processed by industrial techniques, are 
distinctive from a combination of all or some of the following attributes, including extraordinary 
packaging, premium price, renowned origin, and/or unique design (mt. 498). Of the six British FRL 
segments, the rational and adventurous food consumer had similar views about specialty foods. 
(mt., 504.) They believe specialty foods taste good, are superior in quality, and are environmentally 
friendly and healthy. The snacking consumer would buy specialty foods more often if they were 
cheaper and were available in many more shops. (mt. 506.) The careless food consumer used travel 
as a way to experiment with unfamiliar foods. The uninvolved and the conservative food consumers  
were least interested in specialty foods.  

In a study in Finland, some parts of the FRL instrument were used to identify a strawberry-related 
lifestyle (Tillgrén, Kupiainen 2002). Consumer shopping behaviour, perceived quality, ways of 
using and preparing strawberries as well as their attitudes towards food, environment and free time 
were examined in that survey (mt.4). The consumer groups Tillgrén and Kupiainen found were 
traditionalists (25%), experimentalists (23%), preservers (19%), uninvolved (17%), and feasters 
(17%). The traditionalists were interested in wholesome food and protecting the environment. These 
consumers were heavy users of strawberries. Most interested in trying new dishes were the 
experimentalists, to whom cooking is enjoyable. The strangest segment was the preservers, who 
used time and effort to pick the berries themselves in the fields and then either froze the berries or 
prepared homemade jam. In general, these consumers valued convenience and wanted to get 
cooking over with quickly. They also wanted food to contribute to health. The uninvolved were not 
interested in cooking or trying out new dishes or tastes, and very seldom bought strawberries. To 
the feasters, eating should be enjoyable and they like to treat themselves to snacks and to 
strawberries. These consumers bought frozen strawberries however.  
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To sum up, those who have segmented consumers with the FRL instrument have often found the 
following types of segments: conservative or traditional consumers, who want to keep things as 
they are; uninvolved and careless consumers, who do not care much about cooking or shopping; 
adventurous or enthusiastic consumers to whom cooking and experimenting with food is enjoyable 
and like to try out new recipes and new food products, and some type of convenience-oriented 
consumer to whom saving time and effort is a priority. Economic shopping behaviour together with 
willingness to plan shopping and cooking are seen as signs of rationality, which is often linked to 
conservative consumers. 

Without separating the consumers into food-related lifestyle groups completely, some researchers  
have used the FRL dimensions to find differences between consumers. Hoek et al. (2004) used the 
FRL questionnaire to study food and health attitudes between vegetarians, non-vegetarian 
consumers of meat substitutes, and meat consumers in the Netherlands. They first divided the 
respondents into three groups based on their dietary lifestyle and then examined the differences  
between the groups in FRL and health attitudes., They formulated a separate questionnaire to study 
health attitudes. They found differences between vegetarians and meat consumers in five FRL 
dimensions. Vegetarians had more positive attitudes towards shopping in specialty shops, and paid 
greater attention to product information than meat consumers. Furthermore, social relationships 
were important to the vegetarians, which affected both their shopping behaviour and preferences for 
eating situations. In the quality aspects of food, they were more interested in novelty and the 
wholesomeness of the food products than meat consumers, and had a strong preference for 
ecological products.  

Quite recently, food-related lifestyle differences were examined between obese and non-obese 
consumers in five European countries (Pérez-Cueto et al. 2010). A body mass index (BMI) of 30 
kg/m2 was used to divide the respondents into obese or non-obese groups. Obese respondents 
scored lower on most FRL quality dimensions , particularly on novelty, freshness, organic products, 
and health, security and social relationships, and eating socially. Instead, they are more interested in 
price than non-obese respondents are.  

2.8. Important Attributes in Food Choice  

Sensory motives like appearance, taste, and smell, have been found to be the most influential 
determinants of consumer food choice (Honkanen, Frewer 2009, 363). Important factors are also 
health, convenience, price or cost, as well as ethical concern. In addition, natural content, 
familiarity, mood,5 and weight control may influence the dietary choices of consumers (Steptoe, 
Pollard 1995). Some of these motivating factors can be grouped into attributes, and some into 
benefits that attributes bring. More knowledge about consumer food choice criteria is reviewed in 
the following paragraphs.   

The primary food-related choice criteria6 for the interviewees in upstate New York were health, 
taste, cost, time/convenience, and managing relationships (Connors et al. 2001, 192). For some 
interviewees variety, symbolism, ethics, safety, quality and limiting waste were also relevant. As 
multiple benefits are sought simultaneously, consumers simplify everyday food choices by 
constructing choice strategies, and by categorizing foods as well as situations (mt. 198; see page 7).   

                                                 

5 In the Food Choice Questionnaire instrument, mood is measured by the statements: helps me cope with stress, helps 
me cope with life, helps me relax, keeps me awake/alert, cheers me up, and makes me feel good (Steptoe, Pollard 1995) 
,.272).   
6  Connors et al. use  the word ‘value’ for choice criteria in general.  
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The most important factor in food choice among the Finnish respondents in an internet survey 
(Piiroinen, Järvelä 2006) was that the food be delicious. It was expected that the food also be 
healthy and inexpensive. (mt., 19-20.) All the factors affecting food choice are displayed below. 
The percentages after each attribute stand for the proportion of the respondents who evaluate the 
attribute as being either very important or relatively important. 

delicious (56%, 40%), 
healthy (36%, 51%), 
inexpensive (31%, 51%), 
of Finnish origin (32%, 44%), 
with low-fat content (31%, 45%), 
previously used (19%, 58%), 
with low-salt content (20%, 42%), 
with no additives (14%, 44%), 
producer or brand (9%, 45%), 
locally produced (9%, 34%), 
ethically produced (7%, 29%), 
ecologically produced (5%, 22%). 

The order of the attributes has somewhat altered from a previous study. Finland was one of the 15 
European Union countries in a study carried out by Lennernäs et al. (1997) which considered food 
choice in general, not a particular food product category or type of product. To choose attributes, 
the respondents who attended the study were given a list of 14 attributes. The taste of food and its 
wholesomeness have gained in importance at the expense of price. The most important food choice 
attributes according to that study were  

quality or freshness, which 74 percent of all the respondents chose and 67 percent of the 
Finns who attended the study;  
price (43% EU total, 62% Finland),  
taste (38% EU, 41% Finland),  
the attempt to eat healthily (32% EU, 40% Finland),  
family preferences (29% EU, 17% Finland),  
habit (21% EU, 20% Finland), and  
convenience (13% EU, 17% Finland) (mt. 9-10).  

Thus, price was more important and family preferences were less important to the Finnish 
respondents than to the respondents in other EU countries. In comparison with the choice criteria of 
the Europeans, the Russians’ primary attention was to sensory qualities and the availability of the 
food product, and then to price. Relevant criteria for the Russians  are also the naturalness of the 
food product, mood motives like feeling good, relaxing, coping with stress, and health. The 
availability of the products is apparently still an issue in the Russian market. Health and 
convenience seem to be less important to the Russians than they are to the Europeans. (Honkanen, 
Frewer 2009, 369.)   

The main motives for Norwegian, Danish, and Californian consumers in choosing calorie-reduced 
yoghurt and cheese were low fat content, healthiness, good taste, weight control, nutritional aspects, 
availability, and lifestyle (Bølling Johansen, Næs & Hersleth 2011, 21).These products are mainly 
associated with healthiness and slimming effects; they are not perceived as pleasure-giving 
products. The choice of yoghurt in general is not only based on fat and nutrient content but also on 
taste, good or mild taste, packaging, and convenience (Grunert, Valli 2001, 88). The expected 
benefits, as with buying or consuming yoghurt are, according to Grunert and Valli, quality, health, 
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saving money, satisfying the preferences of family members, replacing unhealthy snacks, and 
convenience of use. 

In choosing organic food products, purity, Finnish produce, taste, usability, physical quality aspects, 
availability in the shops, and price were found to be important in a Finnish study (Auersalmi 2005). 
The consequences linked with these attributes were purpose of use, health and taste. These 
attributes and consequences further linked to the Schwarz values of benevolence, security, 
hedonism, and universalism. The opinions of those who did not buy organic food were canvassed in 
that study as well. The main reason they did not buy was price. If the consumer feels that the 
organic product gives similar value for him or her to the conventional product, he/she is not willing 
to pay extra. They felt that they saved money by choosing the conventional product. Poor 
availability and bad displays in the shops hindered their buying intentions as well. (mt., 105-106.) 

Attributes of a product can be divided into intrinsic and extrinsic. Examples of intrinsic attributes 
are appearance, colour, smell, flavour, whereas brand, country of origin, packaging are extrinsic 
attributes. According to one study, intrinsic attributes are more important in judging new or 
relatively unknown products and extrinsic attributes in judging familiar products (Espejel, Fandos 
& Flavián 2007, 694).  

Package labelling is used as a decision-making aid in judging the quality of beef (Latvala 2009, 54). 
The respondents of an internet survey conducted in 2000 stated that most often they check the “use 
by” date, as many as 73 percent of the respondents claimed to check that information each time they 
buy beef. In addition, the production or packaging date was relevant to them. Thus freshness is of 
primary importance in the quality of beef. After these aspects, the responding consumers considered 
the colour of the beef, and the Finnish food label. The price of the beef ranked as the fifth most 
important piece of information. Almost half the respondents claimed to read the fat content always 
or almost every time. In 2000, most of the beef the respondents bought was packed in the store, not 
by food industry as is done today. Nintely-five percent of the respondents said they ate food made 
from beef, and one third of whom said they ate meat dishes once a week (mt., 52-53), the majority 
of the meat-containing dishes beintg prepared from minced beef. The safety of meat appeared to be 
significant to consumers, since 73 percent of the respondents wanted more safety-related quality 
information. More specifically, the information they required related more to the control of food-
borne diseases on farms, the genetic modification of production animals and animal feed, and the 
control of medical treatment of production animals. (mt., 56-57.) Traceability, especially 
information on the country of origin, were also among the information required. 

Factors affecting consumption of meat and reasons for changing buying behaviour were particularly 
in focus in another Finnish survey carried out by Suomen Gallup for Finfood (Suomen Gallup 
Elintarviketieto 2010, 21-22). In this study, the most often mentioned reason to change buying 
behaviour, either to increase or to decrease consumption, was the price of meat. Health was more 
often a reason to increase (40%) than to decrease (18%) use of minced beef. Purchasers suggested 
gave taste (15%), speed and ease of preparation (10%), new ways of cooking (10%) and good 
quality (10%) as further reasons. Taste was also a reason to buy less (19%), as well as a change in 
eating habits (13%). 

It can be concluded that food-buying consumers pay attention to sensory attributes like taste and 
appearance, price or relative price, and health-promoting quality aspects. Some products are chosen 
habitually or the choice is based on tradition. Since consumers are not only buying food products 
for themselves but also for the whole family, the preferences of the other family members count in 
food choice. One further factor affecting choice seems to be the usability of the product, how it can 
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be prepared. It seems that ethical aspects, including being organically or locally produced, are not 
important to all consumers, albeit they are to some and are related to the choice of specific products. 

2.9. Benefits Sought in Food Choice 

Respondents use attributes as cues to infer the benefits relevant to them. As far as quality is 
concerned, Grunert noticed that consumers use the colour of meat to infer tenderness and the 
consistency of yoghurt to infer taste (Grunert 2002, 277). Attributes that serve as cues for 
healthiness of food are fat content, vitamin content, nutritious, fat quality, sugar/fibre/protein/ 
content, amount of salt, natural/no artificial ingredients and freshness (Bølling Johansen, Næs & 
Hersleth 2011, 17-18; Oakes, Slotterback 2002, 95; Grunert, Valli 2001; Roininen, Lähteenmäki & 
Tuorila 2000, 70). In the same study, the interviewees chose taste, sensory appeal, being a treat, and 
being sweet as pleasure-giving attributes. Further, one attribute can be associated with many 
different benefits for one person and between consumers. Freshness can signify healthiness, quality, 
taste, pleasure, quality for price, and waste reduction. 

As has been shown in previous paragraphs, consumers expect to get many benefits simultaneously. 
The food should be both wholesome and taste good; it is not enough that convenience food helps 
consumers save time and effort, since the food should also taste good and/or be nutritious, as is 
illustrated in Figure 2.3. Consumers do not always seek for physical health when they want to eat 
wholesome food. As was described on page 15, the source of motivation can originate from within 
the individual or from outside, i.e., the sociocultural environment. Extrinsic motivation, like the 
pursuit of looking good, can guide food choice as well. In addition, food can be an expression of 
one’s identity. Luomala et al. (2006) found that consumers’ perceptions of health are profound and 
multi-faceted. Good health may mean a harmonious balance between body and mind or unity with 
nature (mt., 272). Consumers realize that their own choices have a good or bad affect on their 
health. Some of them are highly attuned to what kinds of food products to eat and what to avoid, to 
the importance of physical as  well as mental training of the body and mind. Interestingly, the 
informants in the study by Luomala et al. were of the opinion that close relationships with family 
members and close friends, as well as the stimulating effect of sharing an experience with strangers, 
make them feel healthy. (mt., 273.) In addition, permission for self-indulgence is included in a 
healthy lifestyle as long as the indulgence is temporary. 

The grocery shopping behaviour of the modern consumer in Britain was described in a research 
report in 2006 (De Kervenoael, Hallsworth & Clarke 2006; see also Bølling Johansen, Næs & 
Hersleth 2011, Piiroinen, Järvelä 2006, McCullough, Jones & Vignali 2003).   
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Figure 2.3. The food choice of the modern consumer (adapted from De Kervenoael, R., 
Hallsworth, A. & Clarke 2006, 384). 

An example of a product that brings all the  main benefits mentioned above is the chocolate bar. 
Chocolate used to be considered a purely pleasure-giving product (see, e.g., Roininen, Lähteenmäki 
& Tuorila 2000, 77), but in the light of previous research, chocolate contributes to health as well. 
Eating chocolate may lower blood pressure, lower risk of heart failure, and give a feeling of well-
being (McShea, Leissle & Smith 2009). As consumers assimilate the latest scientific knowledge, 
their attitudes towards chocolate will certainly change. For some consumers, eating salad can fulfil 
all the main benefits as well. It seems that the Finns have learned to enjoy eating salad since their 
concept of a proper meal is that it is enjoyed in company and consists of a hot dish accompanied by 
a salad made of raw vegetables (Mäkelä 2000a, 9). The proper meal can be a way of evincing one’s  
love of family members and willingness to take care of their well-being. Today salad can be easily 
prepared from ready washed and cut green leaf vegetable-mixtures that are sold in packages with 
salad dressing.  

The sources of pleasure have traditionally been perceived to be sensations like tasting, smelling, 
touching, hearing, and seeing. Today’s consumer gets pleasure from emotions produced by various 
experiences. What stimulates these experiences can practically be anything from products to rock 
concerts to making fun of those who attend reality TV-programs, to pain, for instance, wilful 
starvation with a view to get attractive figure. (Gabriel & Lang 1995, 104.) Consequently, according 
to Pine and Gilmore (1999), the entire market with all its companies has become a stage where 
products are props and consumers are both the audience and the players. Laaksonen et al. (2008) 
developed this concept of the staged experience further, defining four different dimensions of 
consumption space after different forms of consumer behaviour. The dimensions of consumption 
space and the key characteristics of the spaces are: 
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 perceived space – used space: platform for routine and reactive behaviour of consumers,  
 used space – lived space: selective and reactive behaviour of consumers, 
 lived space – experienced space: platform of recreational shopping behaviour and 

experiencing, active role of consumers,  
 Experienced space – perceived space: platform for immersion, and experiences beyond 

shopping and the commodity world. (mt. 7.) 

These spaces are interconnected so that the consumer may simultaneously get experiences from 
many or all of these behaviours. By experiences they meant sensory experiences (sensing) linked to 
the perceived space, physical and behavioural experiences (doing) linked to the space used, social-
identity experiences (relating) linked to the lived space, affective experiences (feeling) liked to 
experienced space, and creative cognitive experiences (thinking) linked to the space as a whole. 

Not all consumption is related to getting experiences, but is  necessary.  

Since today’s consumers often do not have the time, inclination, or knowledge to prepare meals 
from raw ingredients, the food industry has taken charge of some food preparation tasks for 
consumers. Consequently, the supply of convenience food products has grown steadily in the 
grocery market. In Finland, the first industrial pizza that is still on the market was introduced in 
1981, so that the Finns have eaten convenience pizzas for 30 years (www.saarioinen.fi). Consumers  
have learned to use them and, little by little, some convenience food products have become 
ingredients for modern cooking, a conclusion drawn from the findings of a Swiss study (Brunner, 
van der Horst & Siegrist 2010). Brunner et al. investigated factors affecting the consumption of 
various convenience food products. Neither mental effort, time saving, nor time pressure had 
significant effect on consumption of convenience food products. Several other factors however 
predicted convenience food consumption significantly. The older the respondent, the fewer 
convenience products he/she consumed. Poor nutritional knowledge, valuing natural or organic 
food as insignificant, and not being interested in avoiding waste were factors that seemed to 
increase convenience consumption. Having children and good cooking skills reduced the 
consumption of most of the convenience products. (mt., 504.) All the factors were formed from 
statements. Some of the statements were formulated for this particular research; others were 
acquired from previous studies. The value for money factor was formed from the FRL statements 
created to measure the FRL dimensions price criterion in the ways of shopping domain, and 
price/quality relation in the quality aspects domain (see page 21). Cronbach’s  for that combined 
factor was very high: 0.84. (mt. 501.) In addition, the woman’s task factor is identical with the 
woman’s task FRL dimension. From the looking for new ways FRL dimension, one statement was 
used to form cooking involvement in the study by Brunner et al. Their study covered highly 
processed convenience food categories (ready-made meals and instant soups, pasta and suchlike), 
moderately processed food categories (sandwiches, pizzas, fresh pasta), individual food components 
(frozen French fries, frozen or canned vegetables, ready-crumbed or seasoned fish or meat), and 
ready-made salads (cut and/or washed in bag, ready-made green salad with sauce, other ready-made 
salads, and fruit salad). Interestingly, high nutritional knowledge seemed to diminish the 
consumption of ready-made salads. The researchers explained this finding by assuming that the 
knowledgeable consumers are worried about the sensitivity of the products to bacteria and fungi. 
The price of convenience salads reduced their consumption. (mt., 504.) 

From the studies described in the previous paragraphs, it can be indirectly concluded that 
consumers take their financial resources into consideration when they buy food. Thus they not only 
evaluate how much time and effort they need for shopping and preparing food, but also how much 
money they need or want to spend on the food. Financial benefits are evidently important 
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consequences related to food choice. In addition, consumers do not think simply of their own health 
and pleasurable experiences when they choose food products, catering for the needs and well-being 
of their family members as well. In fact, according to Miller (1998, 138), free choice and 
consumption of the products within family circle are limited because “the dynamics of specific 
relations of love” are the main forces throughout all the consumption phases. Moreover, consumers 
perceive that the degree and quality of human relations as such contribute directly to their own 
personal health (Luomala, Paasovaara & Lehtola 2006, 273). My view is that essential benefits such 
as financial benefits and the well-being of family members are lacking in figure 2.3., the food 
choice of modern consumer. 

Although consumers strive for products that would entail multifarious benefits, in practice, one 
product often does not bring all the good a particular consumer desires. Consumers often need to 
choose between benefits. The study by Leipämaa-Leskinen (2007) showed that consumers have to 
face diverse contradictions in choice of food. Lack of time, willingness to save money, preference 
for indulging oneself with tasty food, and willingness to eat the same foods as other members of the 
family hindered healthy eating despite the wish to do so. Reciprocally, willingness to eat in a 
healthy manner and willingness to avoid fattening foods appeared to be barriers to indulging oneself 
by eating tasty and delicious foods. Many of the respondents were also of the opinion that cooking 
flavoursome foods demanded too much time, and that delicious food costs too much. The desire to 
eat at a nicely set table at home was not possible for many respondents in that study, because they 
could not put the time and effort for making the dining setting pleasing or they did not bother to do 
that simply for themselves. (mt., 602.) These findings must be kept in mind when one evaluates the 
intention to choose or consume food products. Some of the benefits sought are or are left in a 
particular context as good intentions rather than explicit requirements (see also page 7). 

3. RESEARCH DESIGN AND DATA 

3.1. Epistemological Perspective 

Scientific knowledge, in which theories, laws, and explanations, are primary, must be objective in 
the sense that its truth content must be certifiable (Hunt 1991, 197). Epistemological discussion 
relates to the various arguments about the objectivity and reality of the scientific knowledge. The 
epistemological perspective of MEC is not clear (Grunert, Beckmann & Sorensen 2001, 64). 
Researchers applying MEC have used various research traditions in their research. 

Scientific research paradigms are overall conceptual frameworks within which researchers work 
(Healy, Perry 2000, 118). As far as market related scientific research is concerned, positivism as a 
paradigm has predominated. Social science is very often stigmatized as positivistic if quantitative 
research methods are used. (Raunio 1999, 19) This view is due to the principle of positivism, which 
states that the logic of inquiry is the same and the scientific methods are the same across all 
sciences, social and natural. Other main principles of positivism are that the goal of inquiry is to 
explain and predict, and that scientific knowledge is testable. Further, it asserts that the only 
authentic knowledge is that which is based on sense experience and positive verification (Healy, 
Perry 2000, 119). The positivistic researchers separate themselves from the reality they study, 
which means that measurement procedures do not influence what is measured, and the data does not 
change because it is being observed. The positivistic researcher considers internal validity, 
reliability, construct validity and external validity as essential criteria for the quality of scientific 
research.  
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Every paradigm has three elements:  
 1) ontology; 
 2) epistemology; and 
 3) methodology (Healy, Perry 2000, 119). 
Ontology is the reality, the basic elements and structure of the reality that researchers 
investigate,and which the researcher views from a particular epistemological perspective, a theory 
of knowledge. According to the ontology of positivism, science discovers the true nature of reality 
and science quantitatively measures independent facts about an individual apprehensible reality. 
(Hunt 1991, 408; Healy, Perry 2000, 119-120.) Whereas constructivism holds that truth is a 
particular belief system within a particular context, reality actually consists of “multiple realities” 
that people have in their minds. Researching this constructed reality depends on interactions 
between interviewer and interviewee. Realism assumes that there is a “real” world to discover even 
though it is only imperfectly apprehensible.  

Every epistemological perspective has limits to knowing. Positivism has an objective stance 
towards research finding and believes that the findings are true and that science produces theories 
that come closer and closer to absolute truth. Realism believes that research findings are probably 
true since science makes progress, i.e., scientific theories usually answer more and more questions. 
Constructivists believe that scientific knowledge is subjective since it is created by scientists and 
not discovered in the world.  

Finally, the researcher uses appropriate methodology to acquire knowledge from reality. How 
paradigm and methodology are related is described in Figure 3.1. According to Healy and Perry, the 
methodologies also differ in their applicability to theory-building or to theory-testing. When one 
tests a theory, it is the theory itself which directs the investigation as to what kinds of observations 
to make and what kinds of tests to run. When the measurability of the phenomenon is emphasized, 
the aim is to discover how many and what kinds of people in the general population have a 
particular characteristic or a relationship which has been found to exist in the sample population. If 
the concepts and categories are the ones that matter, however, not their incidence and frequency, the 
aim of the research is theory-building and the methods are thus more often qualitative in nature. 
(Hunt 1991, 201, Brannen 1993, 5.) 
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Figure 3.1. Some research methodologies and their related paradigms (Healy, Perry 2000, 121). 

Grounded theory methodology is constructivist because no outside reality is meant to intrude into 
the research; for example, grounded theory researchers are urged not to read reports of similar 
research done before (Healy, Perry 2000, 120). Realism methodology is primarily qualitative, but 
some quantitative methods are used as well. Realistic researchers, who use in-depth interviews and 
focus group methodologies, want to find out about a predetermined external reality. Instrumental 
case research is interested in an extrinsic reality which could be discerned through the perceptions 
of interviewees. Structural equation modelling may be the only appropriate survey analysis 
technique for realistic researchers to use, since it models structures with complex inter-relations, 
and explicitly allows for multi-item scales and some measurement error in its “unobservable” 
constructs. Major applications of the relatively quantitative methodology of structural equation 
modelling include path analysis, confirmatory factor analysis, second-order factor analysis, 
regression models, covariance structure models, and correlation structure models 
(www.statsoft.com/textbook 2010).  

Surveying belongs self-evidently to the methodology of positivism. In surveying, statistical 
analyses are applied, and it emphasizes objectivity of the findings and repeatability of the study. 
Hypotheses are normally being tested and verified with the empirical data. It is possible to 
generalize through specifying theoretical relationships. (Raunio 1999, 198.)  

As the main research method in this study is a quantitative survey, it can be counted as positivistic 
research. As far as the laddering interview is concerned, some researchers view the interview rather 
as a discursive task than a cognitive task (Sorensen, Askegaard 2007, 69). A purely discursive study 
does not fit into the positivistic perspective. However, as the laddering data is analysed by content 
analysis principles which are often used to test hypotheses derived from an existing theory, the 
laddering interview converges the positivistic paradigm. (Bernard 2006, 505)  

The technique in which quantitative and qualitative data and different methods are combined is  
called triangulation in scientific terminology. By triangulating, the researcher aims to gain an 
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extensive understanding of the phenomenon in question and to improve the validity and reliability 
of the results. Triangulation may be applied by combining multiple observers, theories, methods, or 
empirical materials in one study. Data triangulation involves examining various materials, for 
instance, from interviews, magazine articles, and statistics. When more than one researcher 
investigates the same phenomenon, the technique is called investigator triangulation. Theory 
triangulation means using more than one theoretical scheme in the interpretation of the 
phenomenon, and methodological triangulation uses more than one method to gather data, such as 
interviews, observations, and questionnaires. When different methods are combined, the results 
from the first method are usually first analysed and broader or deeper knowledge is then sought 
using some method which first produces a broad description of the phenomenon, which then  
investigates further using a qualitative method like an interview. The study may also begin with 
testing a theory or concept by a quantitative method, followed by a qualitative method involving 
detailed exploration with a few cases or individuals. Alternatively, if there is not much knowledge 
of the phenomenon beforehand, qualitative research is conducted first. Qualitative study can also 
help in hypothesis formulation. After analysing the results from the qualitative part of the research, 
these results are operationalized into a questionnaire. Further, when the results of the survey are 
being analysed, the qualitative research may facilitate the interpretation of relationships between 
variables. (Creswell 2009, 14; Raunio 1999, 340; Eskola & Suoranta 1998, 69-80; Brannen 1992, 
59-61.) This last-mentioned methodological triangulation involving a qualitative survey followed 
by a quantitative one was used in this research. The knowledge resulting from the interviews is used 
for formulating the questionnaire and thus the interviews are one source, but an important one,  of 
information for the task. Another benefit of combining both qualitative and quantitative methods in 
the study of the same phenomenon is cross-verification of the results. After all, the two methods 
yield two separate data sets which can be compared. 

The main research method used in this study is a quantitative survey, a study which tests the MEC 
theory that FRL can predict attribute-consequence choices linked to evaluations of several product 
categories. However, the primary aim is not to yield knowledge that can be generalized to the whole 
grocery shopping population in Finland. Since the applicability of the FRL instrument to predict 
consumer buying behaviour has not been tested to the extent this study does, the study was designed 
to yield multifaceted knowledge at the cost of generalization. If the findings from this study support 
the assumptions of the theory, future studies can investigate the phenomenon further and with less 
variables. 

3.2. Research Design 

As mentioned, this research applies the means-end chain approach. Since laddering interviews are 
time-consuming, costly, and require highly trained interviewers (see, e.g.,  Ter Hofstede et al.  1998, 
38), I chose a quantitative survey with a structured questionnaire as a means to gather research data 
for this study. In addition, the amount of information I planned to gather in this research did not 
support  qualitative research as the main method. Russell et al. (2004a, 582) questioned the use of 
laddering interviews when the aim of the study was to understand or explain complex food choices. 
The basis for formulating the questionnaire was the association pattern technique (APT) in which 
the linkages between attributes and consequences and between consequences and values can be 
examined separately. In APT, the attributes, consequences and values are to be provided by the 
researcher, who must therefore glean all the relevant information about the subject matter, which is  
a very demanding task. For that reason, I decided to add a qualitative part to the research design as  
advised by Ter Hofstede et al. (1998.48). If a study employs both qualitative and quantitative 
methods often, they are used successively in separate studies. In such cases, the results of the first 
study play an essential role in designing the following study (Raunio 1999, 343). Consequently, I 
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performed 11 laddering interviews in order to determine the relevant choice bases for the products 
chosen. These interviews proved very valuable. For instance, how lettuce and other leaf vegetables  
are displayed in the shop is of great importance to some consumers even if they are not buying the 
products at that time. Without the interviews, the “attractively displayed in the shop” attribute 
choice option would never have ended up in the questionnaire.  

All the attributes and consequences that came up during the interviews were included in the product 
questionnaire, which was pre-tested by five test respondents. The food-related lifestyle 
questionnaire was not pretested, since it is has already been applied.  

Because there are over 200 product categories in use in retail business, I needed a small selection 
for this research. Cooking is nowadays more or less combining components rather than preparing 
meals from ingredients. In addition, various snacks may replace prepared meals. Beside 
convenience, pleasure and health aspects affect food choice nowadays, as  figure 3.2. on page 39 
shows. I chose five product categories which belong to the present-day food baskets of Finns and 
for which demand has increased in recent years. The categories are fresh lettuce, mincemeat, 
savoury sauce, goat cheese, and pudding. The exact amount of money spent on these product 
categories could not be found in the statistics. Nonetheless, an estimate of four to five percent of the 
total expenditure on food products can be calculated from table 3.1., the source of which 
information is Statistics Finland (www.stat.fi). Although their proportion of the total household 
expenditure is not high, these product categories represent modern consumption and modern food 
choice.   

Table 3.1. Household Consumption Expenditure per Household in 2006 (www.stat.fi). 

 

current prices 
in € % 

FOOD, TOTAL 3518 100.0% 
bread and cereals 654 18.6% 
meat 698 19.8% 
  minced meat 74 2.1% 
fish 167 4.7% 
milk, cheese and eggs 662 18.8% 
   dairy puddings 10 0.3% 
   processed cheese 21 0.6% 
oils and fats 86 2.4% 
fruit 272 7.7% 
vegetables 363 10.3% 
   leaf and stem vegetables 39 1.1% 
        lettuce 29 0.8% 
sugar, jam, honey, chocolates and sweets 296 8.4% 
other food products 320 9.1% 
   gravies and sauce powders 10 0.3% 
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Fruit and vegetables is the largest product group overall in quantity (PTY ry 2009, 36). From that 
group, I chose fresh green lettuce because it has not been studied previously.7 The amount of fresh 
lettuce, fresh spinach, fresh herbs and other leaf vegetables consumed in 2006 was 3.6 kg per capita, 
which is about ten percent of the consumption of all fresh vegetables (Viinisalo, Nikkilä & 
Varjonen 2008, 19). Consuming 3.6 kg of lettuce in a year equals one leaf every third day. The sales 
of minced meat has been growing for some time, in 2006 the growth rate was 13.3 percent from 
previous year (ACNielsen Finland 2007a, 75). The consumption of minced meat was 5.7 kg (15 
g/day) per capita in 2006 (Viinisalo, Nikkilä & Varjonen 2008, 13). The sales growth of savoury 
sauce was 6.7 percent in 2006, cheese 3.1 percent, soft cheese 5.0 percent, and dairy desserts 5.5 
percent. (ACNielsen Finland 2007a, 63-67, 139.) The proportion of these products in total 
household expenditure is somewhat different from the proportion of the total quantity, as can be 
seen in table 3.1. 

3.3. The Empirical Research Framework 

From the two MEC perspectives, this study applies the procedural perspective that food choice is  
goal-directed action. When the respondent chooses attributes and consequences that are important 
to her/him, he/she reveals the personal significance that undifferentiated product has. Thus, the first 
aim of this study is to determine the most important attribute-consequence linkages separately for 
each product. Secondly, this study adopts the stance that FRL functions as a script and guides  
product perception. According to the theory (Grunert, Brunsø & Bisp 1997), the food-related 
lifestyle dimensions are consumer specific because those dimensions reflect the personal values of 
the consumer and frame behaviour in the food-choice situation. In order to investigate indications 
about differences between consumer groups in product choice and in FRL associated with choice, 
the demographic profile of the respondents will be defined. Finally, this study considers the 
proposition that some FRL dimensions are product specific (see page 3). Figure 3. 2 illustrates  the 
empirical research framework of the study. 

                                                 

7 Once the fieldwork of this study had been carried out, a study on convenience salads was published (Brunner et al. 
2009) . 
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Figure 3.2. The empirical research framework of the study 

The respondents select one to three attributes that are important to them in choosing fresh lettuce, 
minced meat, savoury sauce, goat cheese and pudding. They then select from a consequence list 
why the attribute chosen is important to them. Attribute-consequence linkages are formed from all 
those choices. These AC-linkages are examined separately for each product category. Presumably, 
the associations  between the AC-linkages and FRL dimensions will yield the most interesting 
knowledge. This empirical study will evaluate the potential predictive power of the food-related 
lifestyle in food choice. If significant associations between specific FRL dimensions and specific 
AC-linkages can be found, and if those associations differ between product categories and between 
consumer groups, it can be concluded that the food-related lifestyle has predictive power. 

3.4. Operationalisation of the Concepts 

The concepts to be operationalised were food-related lifestyle dimensions, consumer and household 
characteristics and the choice of product. Operationalisation was done in the form of statements and 
questions in two separate questionnaires, which are attached to this report (Appendices 1-4).  Since 
the amount of information I had planned to gather through the questionnaire was rather large, I 
decided to split the questionnaire into two, one that measures food-related lifestyle and one that 
measures the choice of food product. The respondents were instructed to answer the latter 
questionnaire first, which was also displayed first on the internet in E-form. To be able to link the 
two filled-in forms of one respondent, both questionnaires contained the birth date question. 

The FRL questionnaire 

Professor Karen Brunsø sent me the FRL instrument 2000, containing 69 statements, some of which 
had to be adjusted to the Finnish market. When it comes to convenience food items, Finns use more 
fresh than frozen or canned products. The fresh convenience product category sales was over 
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425,000,000 € in 2007, whereas the sales of frozen pizzas and ready-made meals  was over 
66,000,000 € during that year (ACNielsen Finland 2007a, 71-81). Fresh here means  meal 
supplements, meal components or ready-to-eat meals that are kept at refrigerator temperature in the 
shops. It has been said that the Finns have been forerunners in using non-frozen products much 
because the logistics has been devised to maintain steady cold temperature from the processor to the 
transportation vehicles and to the store shelves (Varjonen 2001, 52). Thus, statement number 52, 
Frozen foods account for  a large part of the food products I use in our household, was rewritten as 
Processed fresh, frozen and canned food… Statement number 59 I use a lot of mixes, for instance 
baking mixes and powder soups was rewritten as I use a lot of food supplements or ingredients, for  
instance, sauce mixes, frozen soup vegetables, and flavoured cream cheeses.  

Consumers now get many kinds of information that may affect their decision-making. Beside 
traditional print and TV, and advertisements, there are social utilities on the internet where 
consumers communicate with each other; there are informative TV and radio programs like those 
featuring TV chefs. In addition, consumers really need aid in decision-making because new 
products and brands are constantly introduced into the consumer market. Food-related decision-
making has become complicated. Consumers do not have the time, knowledge or skills required to 
be experts in every field in the consumer market. Therefore, they seek advice from other people, use 
filtering devices such as restaurant guides on the internet, or follow a particular lifestyle. (See, e.g.,  
Holt 2002, Mäkelä 2002.)  

The National Consumer Research Centre carried out a study on food related information retrieval 
on the internet (Korhonen et al. 2006), which found that most of the respondents thought that the 
internet provided interesting and adaptable information concerning food (mt. 24). Eighty-five 
percent of the respondents in that study had used the internet to look for recipes, cooking tips, 
nutritional value and other facts concerning texture and ingredients in food products. Further, they 
considered that the latest news is on the net, for instance, information about novelties or special 
diets. Many of them even liked to use the net for information seeking. They thought that the net 
made it easier to make food purchase choices . It has been attested that around 80 percent of the 
consumers in Norway use the internet for health purposes (Wangberg et al. 2009, 694). Forty-four 
per cent of those who have used the internet for health purposes reported having looked for 
lifestyle-related information, and 40% reported having felt inspired to change their health 
behaviour. A study showed previously that about half the Finnish respondents disagreed with the 
statements I have more confidence in food products that I have seen advertised and Information 
from advertising helps me to make better decisions (Laaksonen, Laaksonen & Leipämaa 2002, 22). 
Considering all that knowledge, I expanded on the FRL dimension Positive towards advertising and 
added other sources of information to the Being open to additional information dimension. 
Statement number 20 I have more confidence in food products that I have seen advertised than in 
unadvertised products was changed into I prefer buying food products on which I have got cooking 
tips from TV-programs, magazines, or the internet.  

The Finnish grocery market is centralized around three chain groups. There are just a few specialty 
stores in the country and their role in the market is insignificant. Therefore, the dimension specialty 
shops were changed into importance of assortment and the statements measuring the revised 
dimension were modified into  
12. I prioritize grocery shops that have service counters. 
25. I shop on weekdays as well as weekends in the shops where I can get everything I want.  
36. I definitely prioritize a shop that has an assortment to my liking.   

The statements measuring opinion about organic products was broadened to cover locally produced 
products and fair-trade products. Thus the statement I always buy organically grown food products 



41 
 

if I have the opportunity was changed into I always buy locally produced food products whenever 
available in the shop and to the statement I don’t mind paying a premium for ecological products  
such as ecological or fair trade products. 

One aim of this study was to identify bases for consumer decision-making on weekdays. For that 
reason, the word weekday was added to statements 14 and 52.  

Since the statements measuring the importance of product information did not include the 
importance of the best before date, the statement I compare labels to select the most nutritious food  
was replaced by It is easy to check the best before date in pre-packed food. There was yet another 
reason to change this statement. According to the research by Laaksonen et al. (2002, 22), the 
majority of the respondents in that study did not compare labels of the food products to find the 
most nutritious product. In order to verify whether the respondents use a mental note instead of a 
written one, the statement I make a shopping list to guide my food purchase was replaced by I make 
a mental note to guide my food purchase. In addition, I wanted to include family members as well 
as friends in the social relationships dimension and therefore changed the statement I find that 
dining with friends is an important part of my social life to The well-being of my family members 
and my friends is important to me when I make food choices.  

In the FRL questionnaire, respondents were asked to indicate their level of agreement on the 
statements on a seven point scale (1=totally disagree – 7= totally agree).  

The product questionnaire 

As mentioned earlier, all the attributes and consequences that came up in the interviews were 
included in the product questionnaire. These attributes and consequences were compared with the 
choice criteria in the food choice of modern consumer model by De Kervenoael (see page 31) and 
with the Schwarz motivational goals (see page 15). The criteria in the De Kervenoael et al. model 
are more closely linked to products than to human values and therefore serve as a good comparison 
base for judging both attributes and consequences. Some attributes that the interviewees did not 
mention or mentioned only in relation to one product were added. Those attributes are organically 
produced, locally produced, product in season, novelty and variety. As Connors et al. (2001; see 
also page 12) observed, variety, symbolism, ethics, safety, quality and limiting waste were 
important motivators8 for some of their interviewees but not all. In choosing the consequences, the 
Schwarz motivational goals were the guidelines as well. I’m a skillful shopper  was added to the list 
for an option that demonstrates the competence or capability9 of the respondent a consequence 
which did not arise directly from the answers of the interviewees. In addition, the following 
consequences were added to the list of all products: brings variety, quick to prepare, I follow 
certain ethical principles; I cater for the taste and opinion of family members. According to the 
findings of Connors et al. (Connors et al. 2001), consumers not only categorize food products but 
also eating situations in order to simplify their choice. In the food-related questionnaire, the 
importance of the consumption situations eating out, snacks, and meals are to be examined. In order 
to find out whether the eating situation affects choice, along with with the purpose of use product 
judgement, consequences were added to the product questionnaire.  

The importance of the country of origin varies between product categories. The more processed the 
food is, the less important is the country of origin of the food (Luomala 2007, 128). A similar 

                                                 

8 Connors et al. used here the concept of value.  
9 Competence or capability belongs to Schwarz’s achievement value . 
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conclusion can be drawn from the results of the interviews in this study as well. Only with relation 
to the choice of lettuce and minced meat was the Finnish origin attribute mentioned. Finnish origin 
was thus not included in the attribute lists of the other three product categories.  

Previous research has brought up a problem concerning the distinction between attributes, 
consequences, and values (Grunert, Beckmann & Sørensen 2001, 76; Roininen, Lähteenmäki & 
Tuorila 2000, 78). For instance, is being healthy an attribute, consequence or value? This problem 
came up in formulating the questionnaire for this study. To decide which elements come first, e.g., 
to be coded as attributes, the voice-recorded data of the laddering interview served as the basis for 
judgement. If a benefit followed a first-mentioned choice base (attribute), this benefit was coded 
even if it could be coded as an abstract attribute as well.  

Background information included the variables of age (date of birth), sex, annual gross income, 
occupation, education, life cycle, number of children in household, number of adults in household, 
and region. The question concerning region in the questionnaire was: where did you learn about this 
research? The response options were the names of the stores followed by the name of the region. 
However, because it is not interesting from this research point of view which retail chains these 
stores belong to, the names of the stores were deleted from Appendix 2. All these factors were 
asked about only in the product questionnaire; the date of birth was added to the food-related 
lifestyle questionnaire in order to be able to combine the data from these two questionnaires into the 
answers of the same respondent. 

3.5. Data Collection 

The Laddering Interview 

The first empirical study was the laddering interview. Current scientific practice is that laddering 
data analysis begins with content analysis and continues with statistical analysis. The qualitative 
text analyses, including content analysis, are often based on purposive sampling, in which the 
researcher decides the purpose he/she wants the informants or the interviewees to serve, and then 
goes out to find some. There is no overall sampling design that tells the researcher how many of 
each type of informant or interviewee are needed for a study. (Bernard 2006, 189) The purpose of 
the present laddering interview was to yield information about attributes and benefits that different 
kinds of consumers take into consideration when making food purchases in the product categories  
in this study. To select the interviewees, I asked my friends and relatives to make suggestions. The 
people chosen represent different age groups, occupations and educational groups, life cycles and 
different areas of Finland and were both men and women. I stopped asking for more interviewees  
when the last interview did not produce any new information.   

The interviewer in the laddering interview must follow certain specific guidelines, typically an 
interview guide designed for semi-structured interviewing. This is often a written list of questions 
and topics that need to be covered in a particular order. First, the interviewer should create a relaxed 
interview situation so that the interviewee feels at ease and is willing to give his/her views. It is  
necessary to point out to the interviewee that there are no right or wrong answers. Some of the 
questions may sound stupid or the answers to the questions seem to be obvious, for instance “Why 
is taste important to you?” If the interview is not held in a real situation, such as in a store after the 
consumer has already made a choice between alternative products, they are instructed to think of an 
occasion on which they choose, use or consume the product. It is essential that the interviewer be 
familiar with the means-end theory, since she/he must identify the elements that the interviewee 
produces. During the interview, the answers are recorded, but must not be judged. The question why 
is that important to you  follows the identification of each element until the interviewee cannot give 
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any further reasons. In the course of whole interview, the person is the objective, not the product. 
(Reynolds, Gutman 1988, 13; Bernard 2006, 212.) 

I test-interviewed some of my friends in order to become familiar with the interview situation, learn 
how to control the situation, and how to record all the answers. The test interviews took place in 
autumn 2007. Originally, I had chosen beefsteak as one product category to study, but it proved 
rather difficult for the interviewees to evaluate. Once they told me that they did not use beefsteak 
during weekdays, I replaced it with minced meat for the final interviews. The statistics supported 
my choice, since minced meat constituted 41 percent of all fresh meat sold in Finland in 2007, the 
sales increasing by 13.3 percent annually (ACNielsen Finland 2007a). 

The final interviews were carried out in December 2007 in Turku (3) and Saukkola (1) and in 
February 2008 in Espoo (2), Helsinki (1) and Pieksämäki (4) at the homes of the interviewees. I 
explained the interview procedure and what questions I was going to ask the interviewees. As 
instructed, I also told them that there were no right or wrong answers, just their own opinions. 
Before starting to ask questions, I asked the interviewees to imagine that they were in a grocery 
store shopping for food. Apart from taking notes, I recorded the interviews with a digital voice 
recorder, and I wrote up all the interviews from the recorder afterwards.  

According to content analysis procedures, once a sample of texts is established, the next step is to 
identify the basic non-overlapping units of analysis. These context units each represent a theme. 
With a set of texts in hand, the next step is to code the text. The first rule for coding quantitative 
data is not to analyse while coding. This rule is the exact opposite of the rule that applies to coding 
qualitative data. Coding text is analysis – thinking about what each piece of text means, developing 
hypotheses about the people who are described, etc. (Bernard 2006, 550.) The choice criteria 
elements identified from the interview texts were coded into attributes and consequences which 
were then included in the survey questionnaire. Further analyses of the interview data were done 
only after the survey was conducted. These analyses are described in 3.6., Measures, under the 
Products heading. 

Survey 

Because a weakness of a survey is that it tends to give less information about niches (Raunio 1999, 
197), I used cluster sampling. First I chose the strores rom a store file with random sampling. The 
clientele of the stores formed clusters. ACNielsen Finland provided the neighbourhood store file 
needed for this research. Stores included in the file had a floor area between 100 and 399 square 
metres in 2007. First, I split the file into Southern Finland and the rest of Finland with the Tampere 
zip code separating them. In order to reduce travelling and hotel costs during the field study, I chose 
Southern Finland, where approximately 70 percent of the Finnish population lives (www.stat.fi). 
This choice reduces the potential to generalize the results of this study to all Finnish consumers who 
shop in neighbourhood stores, much less to the whole population in Finland. From that sub-file, I 
selected seven stores by using random numbers. These stores belonged to four different retail 
chains. I contacted the chain managers of the stores and asked permission to go into the stores to 
talk to the clients of the stores and motivate them to fill in two questionnaires at home. I was not 
given permission by one retail chain. Finally, the respondents were the clients of five stores, which 
belonged to three different retail chains.  As one of my goals  was that consumers from different 
kinds of regions in Finland should participate in the research, I was pleased with the results from the 
random sampling. Pori,  Reposaari and Karkkila are small towns but very different from each other, 
as will be described in this report. In addition, the locations of the Helsinki stores are different: 
Töölö is in the centre of Helsinki and is known as a residential area for the well-to-do, whereas 
Herttoniemi is a suburb of Helsinki. The distance from Helsinki to Riihimäki and Karkkila is  
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around 70 km, from Helsinki to Pori is 240 km. The site where I contacted the clients of the stores 
was just behind the checkouts. In each store, my aim was to deliver 100 questionnaires or 
instructions for filling in the questionnaire on the internet. Because full-time working consumers  
most often shop in the evenings I wanted to be present in every store at that time. In the smallest 
stores, those in Karkkila and Pori, I was on the spot at all opening hours, but in both Helsinki stores 
I had to take a break in the afternoon. In Töölö especially, the customers seemed to be very 
interested in my research, and showing eagerness to participate in the survey. 

3.6. Measures 

Statistical analyses were completed using the PASW 17.0 program. The birth date was converted 
into age and then into new variable age groups (10 groups) and two variable age groups (under 60, 
over 60). In addition, income, education, and occupation were converted into high, medium, and 
low groups.  

Food-Related Lifestyle 

The FRL dimensions were formed from the 69 statements by adding up the scores of the original 
variables (1=totally disagree – 7= totally agree) the following way (for the numbers of the 
statements see Appendix 4):  

Ways of shopping  
Importance of product information  

1. Product information is of great importance to me. I need to know what the product 
contains. +  
29. It is easy to check the best before date in pre-packed food. +  
11. I compare product information labels to decide which brand to buy. 

Being open to additional information   
20. I prefer buying food products on which I have got cooking tips from TV-
programs, magazines, or the internet.+  
44. I am influenced by what people say about a food product. +  
58. Information from TV, magazines, and the internet, help me to make better buying 
decisions. 

Enjoyment from shopping  
4. Shopping for food does not interest me at all. + (Scores reversed by subtracting the 
score from number 8) +  
53. I just love shopping for food. + 
46. Shopping for food is like a small excursion to me.   

Importance of assortment  
12. I prioritize grocery shops that have service counters. + 
25. I shop on weekdays as well as on the weekend in the shops where I can get 
everything I want. + 
36. I definitely prioritize a shop that has an assortment to my liking.   

Price criterion 
 41. I always check prices, even on small items. + 
 15. I notice when products I buy regularly change in price. +  
 28. I look for ads for store specials before I go shopping.  
Shopping list  

47. Before I go shopping for food, I make a list of everything I need. + 
60. I make a mental note to guide my food purchases. + 
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6. I do not usually decide what to buy until I am in the shop. (Scores reversed by 
subtracting the score from number 8)    

Quality aspects 
Health 5. I prefer to buy low-fat food products. + 
 35. To me the wholesomeness of the food that I buy is an important quality. + 
 49. I try to avoid food products with additives.   
Price/quality relation 

64. To me quality for price is more important than price alone. +  
13. I compare prices between product variants in order to get the best value for 
money. + 
7. It is important for me to know that I get quality for my money. 

Novelty 40. I love to try recipes from foreign countries. + 
67. I like to try new foods that I have never tasted before. + 
8. Traditional recipes are indeed the best. (Scores reversed by subtracting the score 
from number 8.)    

Ethical aspects 
16. I always buy locally produced food products whenever available in the shop. + 
9. I make a point of using natural or ecological food products. + 
30. I don’t mind paying a premium for ecological and fair trade food products. 

Taste 5. I find taste in food products important. + 
21. When cooking, I consider taste first and foremost. + 
50. It is more important to choose food products for their nutritional value rather than 
for their taste. (Scores reversed by subtracting the score from number 8.) 

Freshness 22. I prefer fresh products to processed food products.  + 
39. It is important to me that food products are fresh. + 
48. I find that unpacked fruit, vegetables, meat and fish are freshest. 

Cooking methods 
Interest in cooking 

43. I like to have ample time in the kitchen. + 
62. Cooking is a task that is best over and done with. (Scores reversed by subtracting 
the score from number 8.) +  
18. I don’t like spending too much time on cooking. (Scores reversed by subtracting 
the score from number 8.) 

Looking for new ways 
69. I like to try out new recipes.+ 
24. I look for ways to prepare unusual meals. + 
37. Recipes and articles on food from other culinary traditions make me experiment in 
the kitchen.  

Convenience 52. Processed fresh, frozen, and canned food makes it easier to prepare food on 
weekdays. + 
14. On weekdays, we use a lot of ready-to-eat foods in our household.+ 
59. I use a lot of food supplements or ingredients, for instance, sauce mixes, frozen 
soup vegetables, flavoured cream cheeses. 

Whole family 
2. The kids and other members of the family always help in the kitchen; for example, 
they peel the potatoes and cut the vegetables. + 
34. My family helps with other mealtime chores, such as setting the table and doing 
the dishes. + 
68. When I do not really feel like cooking, I can get one of the other members of my 
family to do it.   
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Planning  61. What we are going to have for supper is very often a last-minute decision. (Scores 
reversed by subtracting the score from number 8) +  
66. Cooking needs to be planned in advance. +  
31. I always plan what we are going to eat a couple of days in advance.  

Woman’s task  
57. I consider the kitchen to be the woman’s domain. + 
26. It is the woman’s responsibility to keep the family healthy by serving a nutritious 
diet. + 
32. Nowadays the responsibility for shopping and cooking ought to be just as much 
that of the husband as the wife. (Scores reversed by subtracting the score from number 
8.) 

Consumption situations 
Snacks versus meals  

10. I eat before I get hungry, which means that I am never hungry at meal times. + 
65. I eat whenever I feel the slightest bit hungry. + 
23. In our house, nibbling has taken over and replaced set eating hours.  

Eating out/social event 
27. Going out for dinner is a regular part of our eating habits. + 
45. We often get together with friends to enjoy an easy-to-cook, casual dinner. +  
42. I enjoy going to restaurants with my family and friends.  

Purchasing motives 
Self-fulfilment in food 

51. Being praised for my cooking adds a lot to my self-esteem. + 
63. Eating for me is a matter of touching, smelling, tasting and seeing; all the senses 
are involved. It is a very exciting sensation. +  
54. I am an excellent cook. 

Security 19. I dislike anything that might change my eating habits. + 
3. I only buy and eat foods which are familiar to me. +  
33. A familiar dish gives me a sense of security. 

Social relationships 
17. The well-being of my family members and my friends is important to me when I 
make food choices. 
55. When I serve a dinner for friends and family members, the most important thing is 
that we are together. 
38. I find that dining with friends is an important part of my social life.   

 
These sum variables are called the FRL dimensions. The medium scores of these dimensions were 
compared with the findings of other studies in other countries. In addition, Cronbach’s alpha 
reliability tests were performed. Comparison between the background variables of respondents and 
these dimensions were conducted using frequency tables.  

Products  

As described under the laddering interview paragraph, the analysis of the laddering data starts with 
finding the key elements by content-analysis procedures (Grunert, Beckmann & Sorensen 2001, 77; 
Reynolds, Gutman 1988, 12). The elements identified are classified into attributes, consequences, 
(and values) and are given numerical codes. In most cases, it is not wise to give a separate code to 
all elements. In practice, further analyses of the data often require radical reduction in the number of 
elements. If all the attributes and consequences that came up during the interview were given 
separate codes, the frequency of the linkages between many elements would be low. Using the 
purpose of the study as a guideline determines that some of the elements are coded under the same 
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master code. At this stage, whether to count every linkage between the aggregated elements for 
each respondent (or an interviewee) or to count the linkage only once must be decided. This is an 
important decision since the high frequency of a linkage is a sign of significance of the elements 
forming it. Once the decision has been made, the information produced is usually displayed in a 
matrix (structural implication matrix or SIM) in which attributes are in rows and consequences in 
columns. A SIM may also consist of all the attributes, consequences, and value in both rows and 
columns. In this case, most of the cells are empty, there being no frequencies between attributes, 
consequences, or values. In a SIM, a score in the matrix cell shows the frequency of a linkage 
between an attribute and a consequence. These elements and the linkages connecting the elements 
are usually displayed graphically in a tree diagram, termed a hierarchical value map (HVN). Since 
the map should be explicitly interpretable yet comprehensive, the least frequently appearing 
linkages are omitted from the map by using a cut-off level before the HVM is drawn. In the HVM, 
the frequency of linkages between two elements should not be less than the cut-off figure.  

Multidimensional scaling and multiple correspondence analyses have also been used in analysing 
MEC data instead of building HVM (Grunert, Beckmann & Sorensen 2001, 79). These alternative 
techniques place elements in multidimensional space where distances are used to express 
associations.  

In MEC analyses, the consequences are often divided into subgroups depending on what benefits 
they bring consumers. Thus the consequences may be grouped into functional, psychological or 
sociological; alternatively into functional or psychosocial10 consequences. These consequences, 
which are relatively tangible and are likely to occur during or soon after product consumption, are 
termed functional consequences (Reynolds, Gutman 2001, 10). Psychosocial consequences on the 
other hand are more emotional, personal experiences and can occur long after the purchase decision. 
In this study, the original consequences were grouped into seven consequences. Quality (C1) and 
household economy (C2) are functional consequences; healthiness (C3), pleasure and aesthetics 
(C4), responsibility (C5) well-being of family (C6), and self-respect (C7) are psychosocial 
consequences (see Appendix 5). 

Lin (2002) used statistical analyses to decide which of the original attributes merit further analysis 
and to group these significant elements. He first ran multiple regression analysis separately for each 
consequence, the consequences being the dependent variables; the attributes were the independent 
variables. He then grouped the attributes by using factor analysis.  

Statistical analyses were also used in this study to group the attributes. At the beginning of the 
analyses, all the original attributes had separate codes and thus formed separate variables, in fact, 
four variables for each attribute. The first variable was binary, the value of 1 being for choosing that 
attribute and the value of 0 for not choosing it. As the respondents were given the option of 
choosing one to three consequences for each attribute, the next three attribute variables were these 
options. The values of these variables were codes of the consequences. Thus consequences were 
values for the attributes at this stage. Next, the attributes were grouped using Kendall’s Tau rank 
correlations between those attribute variables that had consequences as values. Kendall’s Tau 
measures the strength of the relationship between two variables (www.statisticssolutions.com). 
Because most of the respondents chose only one consequence for one attribute, only the first choice 

                                                 

10 Reynolds and Olson (2001, 10) suggest that both social and psychological consequences are to be termed 
psychological consequences.  
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variables could be used to measure correlations. The aggregated attributes for each product are 
displayed in Appendix 6.  

Some comments about conjoining the original attributes need to be made. Since the purpose was to 
form logical groups of attributes, the lettuce attribute of firm structure, for instance, was conjoined 
with intense colour, being mouth-watering, and crispness as an appearance attribute (see Appendix 
5.1.). Firm structure also had significant correlations with novelty (0.641*), Finnish produce 
(0.203*), sufficient size (0.376**), price/quality (0.371**), sufficient size per price (0.347**), 
reasonable price (0.345**), special offer (0.357*), and attractively displayed in the shop (0.373**), 
but appearance seemed  the most logical group attribute. The savoury sauce attributes no food 
additives and specialty had significant correlations only with each other, a correlation which was  
high (0.783*) (see Appendix 5.3). They were thus conjoined into one attribute. Traditional Finnish 
flavour in savoury sauce was problematic since it did not correlate significantly with any attribute. I 
ended up conjoining it with the use by date as the safe choice attribute. Their correlation was 0.408 
(p=0.190).  

At this stage, new variables, the aggregated attributes and attribute-consequence linkages were 
added to the data. All these new variables are dichotomies, the values of which are 0 for no and 1 
for yes. The value 1 of an aggregated attribute means that the respondent had chosen at least one of 
the original attributes forming the new attribute variable.  

In this research, the aggregated attributes and consequences were counted only once for one 
respondent. Some respondents chose many attributes; others just one. From the purpose of this 
research, the elements and linkages chosen by many respondents are more relevant than those 
chosen by one individual respondent many times.  

Previous research suggets a few means of evaluating the cut-off level to use in a particular study. 
One very pragmatic suggestion is  that the cut-off level chosen should yield the most informative 
HVM (Leppard, Russell & Cox 2004, 490). Another suggestion is that the remaining associations 
should account for two-thirds of all linkages (Reynolds, Gutman 1988, Leppard, Russell & Cox 
2004, 490). Yet another criterion is the so-called concentration index (Grunert, Beckmann & 
Sorensen 2001, 81), which is defined as the percentage of all linkages (e.g.,  frequencies in cells) 
that are retained at a given cut-off level divided by the percentage of cells (e.g., types of linkages  
between elements) in the implication matrix. The highest concentration index represents the largest 
number of linkages in the data with the lowest possible number of elements. The outcome of the 
index depends on the coding. If the attributes, consequences, etc. have been aggregated into a few 
codes, much information may be lost during coding. Using the concentration index causes less 
information loss than the situation in which coding has  yielded more aggregated codes. Thus, there 
is a trade-off between information loss during coding and information loss due to the use of a cut-
off level.  

Whichever process is used, several iterations must be run, which is what had to be done in this 
study. A minimum number of linkages that must be left for the HVMs, 67 percent being the 
starting-point for each product. The two-thirds rule saved more linkages  than using the 
concentration index. Choosing the most informative HVMs was the most time-consuming decision. 
Finally, the following cut-off levels were: 
 product  cut-off percentage of the remaining linkages  
 lettuce  10 95.6% 
 minced meat   7 95.2% 
 savoury sauce 4 73.7% 
 goat cheese  4 73.3% 
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 pudding  4 71.8%. 
As the figures reveal, the cut-off levels vary between products. The reason for choosing a cut-off 
figure greater than four for lettuce and minced meat was that greater figures brought clarity to the 
analyses without much information loss. 

4. DESCRIPTIONS OF THE INTERVIEWEES AND THE RESPONDENTS AND THEIR 
BUYING MOTIVES 

This section first introduces the background information of the test-interviewees and the final 
interviewees. In describing their buying motives, both interviewee groups are included in all the 
tables and figures except in describing of the minced meat buying motives. During the test-
interview, one of the product categories was beefsteak, not minced meat, but because this product 
category appeared to be infrequently used on weekdays, the category was replaced by minced meat. 
It must also be highlighted that the figures and tables include only the answers of those interviewees 
who said they use the product. Therefore, the range of the N-figure is 6-14.  

The response rate of the survey and the demographic profile of the respondents are next. Some brief 
comparisons are made between respondents and the population average in Finland. These 
comparisons permit evaluation of how the present sample differs from the national average figures. 
Finally, the buying motives of the respondents are described. 

4.1. The laddering interviews 

The three people I test-interviewed were all middle-aged women. Two of them had a family with 
teenage children and a husband; one was living with her husband in an adults-only household. They 
were all highly educated and lived in Espoo or Kirkkonummi; one was non-employed, two had high 
occupational status and all were middle-aged. 

Table 4.1. Demographic profile of the interviewees (N=11) 

background variable  N interviewee 
gender male 

female 
2 
9 

age group under 30 
30-45 years 
45-60 years 
over 60 years 

2 
1 
2 
6 

region Turku 
Saukkola 
Helsinki 
Espoo 
Pieksämäki 

3 
1 
1 
2 
4 

educational level low 
medium 
high 

7 
2 
2 

occupational status unemployed or student 
medium (worker or lower official) 
high (leader or upper official) 
entrepreneur 

6 
2 
2 
1 

lifecycle adults only 
children under 18  
retired 

5 
4 
2 
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As table 4.1. shows, the background of the final interviewees is diverse in age, gender, lifecycle, 
region, education level, and occupational status, albeit half of them were over 60 years of age. 

The implication matrices from the laddering data were constructed using those aggregated attributes 
and consequences that were formulated from the survey data (see Appendices 7.1-7.5.). The 
original attributes and consequences yielded by the content analyses of the laddering interviews are 
displayed below the matrices. Results from the three test-interviews are included in the matrices as 
well. As minced meat did not belong to the product categories to be evaluated by the interviewees 
during the test interviews, the minced meat matrix consists only of the results from the final 
interviews.  

The Interviewees’ Choice of Lettuce 

One male interviewee in Naantali,  the university student, and the pensioner in Saukkola first gave a 
consequence when they thought of choosing fresh lettuce in a store. The man from Naantali 
answered that “It is important that fresh lettuce is usable longer, because I only shop once a week”, 
and the woman from Saukkola answered: “First I think of what I have planned to prepare...”. These 
consumers were probably expert in buying and using fresh lettuce because thinking of the product 
spontaneously elicited consequences, not attributes (see page 12). Indeed those two expert cooks, as 
they described themselves, said they enjoy preparing meals and liked to experiment with new 
recipes. The university student had learned her cooking skills at home and tried to go on preparing 
proper meals even now that she was living alone. The mother of a family of five from Turku and the 
female pensioner in Pieksämäki first recalled how the different lettuce types taste, that is, an 
abstract attribute, was foremost in their minds. Important first attributes to other interviewees were 
freshness, a particular lettuce type, dark green, and crispness.  

Not just one attribute was relevant in choosing fresh lettuce since all the interviewees mentioned 
several. Many of the attributes related to the appearance of the product: looking fresh, size, colour, 
intense colour, crisp, firm structure, no brown spots (see Figure 4.1 and Appendix 7.1.). All except 
one of the lettuce-buying interviewees indicated through the attributes they chose that the 
appearance of the lettuce product was important to them. However, why were these attributes 
important? The interviewees had various benefits in mind, as can be seen in Figure 4.1. The male 
interviewee from Naantali reasoned that “I shop for food once a week. It is very economical. 
Therefore, the lettuce must look fresh, crisp, and have intense colour. And the lettuce must have 
crispy texture since then you get the feeling in the mouth when you eat lettuce, you feel it is part of 
the enjoyment in eating.” Thus, he thought, it is economical to buy a particular quality, but 
enjoyment in eating also seemed to be very important to him. The Saukkola pensioner had 
healthfulness and economy in her mind when she said that “Fresh-looking lettuce has all the 
vitamins in it; it is wholesome and keeps in the fridge longer.” The female entrepreneur from 
Pieksämäki first of all valued aesthetics in dining, commenting that “The lettuce dish looks lovely 
in the plate; it’s a feast for the eye. When you can serve attractively, it makes the whole meal 
appetising.” For the Espoo pensioner, a particular attribute of lettuce functioned as a cue for good 
taste: “I know that crispy lettuce tastes good.” Love and the well-being of family members was the 
primary concern for the young mother from Pieksämäki. She said: “Lettuce that looks fresh and has  
intense colour the tempts you to eat it. I always want the best for my children.” One of the test 
interviewees had high self-esteem, which showed in her arguments: “I take great pride in my skills 
in choosing just the right food products to get just the right combination of tastes in meals. Crispy 
looking and intense colour indicates full flavoured taste in lettuce. But it should have been produced 
by known producers, since efficient agriculture produces watery lettuces.”  



51 
 

 

Figure 4.1. Lettuce AC Linkages, interviewees (N=1411)  

For some of the interviewees, a particular way of packaging was a sign of keeping quality; some 
were of the opinion that packaging affects the quality, depending on the type of lettuce. They 
argued that compact packaging is okay for firm, crisp lettuces, but may reduce the quality of some 
softer types of lettuce. Lettuce grown in Finland meant quality and better taste for some 
interviewees, less pesticide and fertilizer residues and thus less health risks for another. Some 
favoured Finnish lettuce because they wanted to secure jobs for Finns and were concerned about the 
consequences that long transportation distances have for the environment. Similarly, they 
rationalized the choice of locally-grown products.  

The most frequently-mentioned reason to buy a particular type of lettuce was its use. Some of the 
interviewees said that they always buy a certain type of lettuce because that brings security in the 
form of a familiar taste. In addition, some types of lettuce are of better quality in salad dishes than 
other types.  

Those interviewees who mentioned price said that the high price of some lettuces in winter force 
them to buy substitutes like Chinese cabbage, cucumber or tomatoes. They argued that there is no 
sense in ruining their family budgets by purchasing expensive lettuces. The mother of a family of 
five complained about green lettuces in a pot in winter. She said that there were only a few leaves in 
each pot and the price was high. 

Three interviewees thought that the way vegetables and fruit are displayed in the shop affects their 
judgements about the quality of the products. Here are some examples of the answers: “You can 
evaluate the hygiene standard of the shop by seeing how well the fruit and vegetable department is 
managed, how well the products are nurtured. Then you know whether the quality of the lettuces is 
good or bad...It is a joy to shop for lettuce when the whole department looks attractive with all the 
fresh colours, especially during the grey winter season. I often walk through that department even 
though I am not buying anything from there”; “The way they (in the shop) display the vegetables  
reminds me of the markets in Southern France, it’s really flamboyant, you immediately imagine the 
intense taste of the food in your mouth”. 

                                                 

11 One of the interviewees did not buy lettuce. 
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It is noteworthy that health was not the reason most often mentioned for choosing fresh lettuce. Was  
wholesomeness seen as an intrinsic quality of fresh lettuce? Is it something that you presume and 
base your judgement on other motives? The interviewees spent much time explaining how 
important salad was to them. According to their accounts, salad is an essential part of an enjoyable 
everyday life. Therefore, it is possible that in a product choice situation the healthfulness of lettuce 
is not evaluated but a variety of other benefits instead. The benefits mentioned most often were 
quality, household thrift, i.e., being economical money- and time-wise, and pleasure and aesthetics. 
The sources of quality and household economy were diverse. Appearance, packaging, type of 
product, Finnish origin, locally or organically grown, and display in the shop were all cues to 
quality. Little or no waste, enough quality and volume for the price, as well as a reasonable price 
seemed to contribute to a robust household economy. Pleasure-giving attributes were primarily 
appearance and type of product, as well as a particular certain packaging, Finnish origin, and the 
products being attractively displayed in the shop.  

The Interviewees’ Choice of Minced Meat 

The interviewees were convinced that the meat is  better bought over the counter in the shop or that 
the meat was minced and packed in the shop. They then thought that the meat was fresh, they got 
just the amount they wanted, and that they got exactly the mix they wanted. The Saukkola pensioner 
did not want to buy industrially packed meat, because the smell of package gas is “sickening”. Price 
was a less important aspect in minced meat than in judging lettuce. Three of the interviewees said 
they paid attention to price or evaluated the quality of the meat by its price. The working mother 
from Turku said that minced meat was relatively cheap and thus price was not important to her. 
Other attributes that were often mentioned,were the type of meat, its fat content or low fat content, 
and freshness (see Figure 4.2.).  

 

Figure 4.2. Minced Meat AC Linkages, Interviewees (N=1112) 

                                                 

12 All the interviewees said they bought minced meat, but the choice was not evaluated by test interviewees. 
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Although price was relatively unimportant in judging minced meat, household economy was an 
important benefit sought in choosing the meat. Saving time and effort, like less cleaning up after 
cooking, ease of frying, and ease of use were particular  reasons for choosing minced meat in 
general or a particular type of mince. They also paid attention to the amount of meat they bought. 
The mother of a family of five wanted large packages of meat for some dishes and smaller packages  
for other purposes. The student always bought small amounts since she wanted to avoid waste. 
Beside avoiding waste and spending money on waste, the mother of twin sons did not want her 
husband to be tempted to eat too much for health reasons and therefore did not want to buy over-
large packages. Many factors influenced the feelings about what makes minced meat dishes  
enjoyable: freshly minced meat, minced in the shop, the lack of package gas, low fat content, type 
of meat, and variation in meat dishes.  

Most of the interviewees did not express their concerns about responsibility issues. The 
entrepreneur in Pieksämäki, however, said that she supported the small local shop financially by 
ordering most of her foodstuffs there. In choosing food products, the young mother in Pieksämäki 
seemed to put other people before herself since in many cases she put the well-being of her children 
and husband first but also talked about the consequences of her food choices for society generally. 
For instance, she had formed a firm opinion of the country of origin, Finland. She was under the 
impression that the Finnish farmers, animal transport companies, etc. care for animal welfare better 
than producers in some other countries that export meat to Finland. Further, she thought that when 
the production animals have been well treated, the meat is better for human health. Such an opinion 
reasoned in detail represented the cognitive, affective, and normative significance that Luomala 
(Luomala 2007) argued consumers attach to the country of origin. The cognitive meaning relates to 
beliefs associated with the geographical origin of the food product, e.g., the belief that Finnish 
chicken is salmonella free or that Swedish food is ordinary, everyday food, nothing special (Pouta 
et al. 2010, 540; Luomala 2007, 125). Affective aspects refer to feelings or emotions associated 
with the origin of the food product. The normative aspects relating to the origin of food derive from 
moral considerations concerning food products from a particular geographical region.  

The Interviewees’ Choice of Savoury Sauce 

All the test-interviewees and three of the interviewees said that they bought savoury sauce. Only 
one or two attributes and consequences were judged in the choice situation. The reasons for buying 
savoury sauce were quality in the form of convenience and opportunity to add taste, even exotic 
tastes, to meals, which brings them pleasure. They argued that it does not pay to prepare everything 
yourself, since the ready-made sauces save time, effort and skill in cooking. One of the test 
interviewees, who regularly regaled herself with delicious meals, said that she bought exotic sauces  
which she could not prepare herself or would not trouble to prepare for herself. She expected to get 
variety in her meals. Altogether, only 11 linkages could be formed from the answers of the 
interviewees (see Appendix 7.3.). 

The Interviewees’ Choice of Goat Cheese 

Quite a few said they bought goat cheese. Each of them thought of two to three attributes in the 
choice of product. Type of cheese, a distinctive taste like the typical bitter taste, a not too bitter 
taste, adequate fat content, savoury, delicate taste, and consistency were the attributes most often 
mentioned (see Figure 4.3.).  
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Figure 4.3. Goat Cheese AC Linkage, Interviewees (N=1013) 

Goat cheese is typically a pleasure-giving product. Among other things, the product should contain 
an adequate amount of fat and even salt to give that sensation. Clearly domestic economy was also 
an important benefit for the interviewees. The benefits that were grouped into household economy 
were being easy to fry, the cheese pieces holding together when frying, keeping relatively long and 
therefore being usable even in a summer cottage, the same product being used for various dishes, 
both the cheese and the liquid that the cheese is stored in being used in dishes. 

The Interviewees’ Choice of Pudding 

Six of the 14 interviewees said they bought pudding. The attributes mentioned most often in choice 
of pudding were being a favourite flavour for the family members, delicacy, familiar flavour, 
healthy sweet, custard type, being easy to spoon up, firm consistency, and special price. These were 
grouped into the aggregated attributes of variety, consistency, and price (see Appendix 7.5.).  

                                                 

13 All the test interviewees and seven of the final interviewees said they bought goat cheese.  
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Figure 4.4. Pudding AC-linkages, Interviewees (N=614) 

Choosing pudding was motivated most of all by pleasure, including self-indulgence, and caring for 
the well-being of family members (see Figure 4.4. and Appendix 7.5.). The product may even bring 
self-esteem. The middle-aged full-time working woman who has two daughters, said: “It feels good 
to be a mother, when the kids take pleasure in food,” She reasoned further that puddings are healthy 
sweeties for children as well for her. The physician that I test-interviewed answered similarly. The 
university student and the young mother said they bought pudding only when it was on special and 
that the special price itself gave pleasure and raised expectations of a treat. 

4.2. Statistics of the survey 

As already mentioned, the sampling method was cluster sampling. The five neighbourhood stores 
chosen formed clusters with their clientele. Table 4.2. (see page 56) shows the locations of the 
stores, the number of questionnaires delivered, the number of instructions delivered for online 
questionnaire, and the number of questionnaires returned by mail or online. In all, 145 persons 
responded, which is the size of the data of this survey (N=145). 

  

                                                 

14 One test interviewee and five of the final interviewees said they bought pudding. 
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Table 4.2. Response Rate by Region  

region Riihimäki Herttoniemi, 
Helsinki 

Reposaari, 
Pori 

Karkkila Töölö, 
Helsinki 

other total 

number of questionnaires 
delivered 

49 64 41 65 66  285 

number of online 
instructions delivered 

51 50 14 27 51  193 

total delivered 100 114 55 92 117  478 
questionnaires received 13 17 20 28 31 2 109 
filled-in online 
questionnaires 

4 7 3 2 10 8 28 

total received 17 24 23 30 41 10* 145 
response rate, 
questionnaires% 

26.5 26.6 48.8 43.1 47.0  38.2 

online response rate% 7.8 14.0 21.4 7.4 19.6  14.5 
total response rate% 17.0 21.1 41.8 32.6 35.0  30.3 

*Ten gave no source of information on the question “Where did you get the information about this research.” 

Filling in the questionnaire was rather demanding and time-consuming. Despite this, the total 
response rate was as high as 30.3 percent, the best being from Pori and the worst from Riihimäki. 
The proportion of questionnaires returned of those delivered was 38.2 percent, whereas the rate for 
filled-in online questionnaires was only 14.5 percent of the number of answering instructions 
delivered.  

Demographic profile of the respondents 

The data yielded by the survey does not represent the whole population of Finland statistically but is 
rather a sample of the grocery shopping population in particular regions. Nonetheless, some 
comparisons between the respondents and the Finnish population should be considered in order to  
in order to judge the quality of the sample.  

The respondents in this research were much better educated than Finns on the average. People with 
a university degree in particular are over-represented in this research since almost one in five had a 
degree whereas across the whole country 7.2 percent have attained the master’s level degree 
(www.stat.fi). A new variable was formed from the education variable by categorizing education 
into three levels, low, medium, and high, which also shows that the respondents are better educated 
than average. As much as 25.5 percent of the respondents in this study had the basic education or 
less compared to 34.5 percent in Finland as a whole. Of Finns over 15 years of age, 34.5 percent 
have only the basic education or less, 38.6 percent medium level education, and 26.9 percent higher 
level education in 2008. 

Compared to the marital status statistics among the population over 15 years of age, divorced and 
widowed respondents are over-represented in this study, probably because the respondents are 
somewhat older than average. The partnership status distribution of the Finnish population was: 
unmarried 47.3 percent, in (registered) partnership 37.5 percent, and divorced or widowed 15.1 
percent (www.stat.fi).  

The respondents in this study were somewhat older than the Finnish average in 2008. In 2009, the 
average age of men was 39.8 and of women 42.7 years. The proportion of Finns over 60 years of 
age was 23.8 percent, whereas their proportion was 38.1 percent in this research. (www.stat.fi.) 
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Table 4.3. Demographics of the Respondents 

variable category N % 
gender male 

female 
37 
106 

25.9 
74.1 

age groups 
 
 
 
age mean 

under 30 
30-45 
45-60 
over 60 
56 years 

11 
32 
43 
53 

7.9 
23.0 
30.9 
38.1 

income class Low: under 30,000 €/year 
Medium: 30,000- 60,000 
High: over 60,000 

38 
39 
36 

33.6 
34.5 
31.9 

region Riihimäki 
Helsinki, Herttoniemi 
Pori, Reposaari 
Karkkila 
Helsinki, Töölö 
Other 

17 
24 
23 
30 
41 
10 

11.7 
16.6 
15.9 
20.7 
28.3 
6.9 

education 
 
 
 
 
 
education level 
 
 

university 
vocational high school 
college level 
vocational 
secondary school graduate 
comprehensive 
Low (secondary school graduate or 
comprehensive)  
Medium (college level or vocational) 
High (university or vocational high 
school) 

28 
15 
35 
18 
14 
23 
37 
53 
 
43 

19.3 
10.3 
24.1 
12.4 
9.7 
15.9 
27.8 
39.8 
 
32.3 

occupational status Non-employed or student 
Medium (worker or lower official) 
High (leader or upper official) 
Entrepreneur  

35 
52 
38 
12 

25.5 
38.0 
27.7 
8.8 

lifecycle adults only 
children under 18 
retired 

60 
36 
42 

43.5 
26.1 
30.4 

number of children 1 
2 
3 or more 

16 
14 
8 

11.0 
9.7 
5.5 

number of adults 1 
2 
3 or more 

51 
82 
5 

35.2 
56.6 
3.4 

marital status 
 
 
 
 
partnership status 

unmarried 
cohabiting 
married 
divorced  
widowed 
unmarried 
in partnership (married or cohabiting) 
divorced or widowed 
or: 
living without partner 
living with partner 

22 
21 
65 
18 
12 
22 
86 
30 
 
52 
86 

15.9 
15.2 
47.1 
13.0 
8.7 
15.9 
62.3 
21.7 
 
37.7 
62.3 
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Looking at the annual income of the respondents, they were somewhat wealthier than the Finnish 
average . In table 4.4., the mean incomes from this study are from 2008 and are calculated from the 
answers of 113 respondents. Not all of the respondents wanted to reveal their income information. 
The official mean gross and disposable incomes from 2007 are from Statistics Finland 
(Tilastokeskus 2008). The mean gross income in this study is 49,019 € which is 46,267 € converted 
into the value of money in 2007 using the 106 wage and salary index in 2007 and 112.3 in 2008.  

Table 4.4. Regional mean household incomes  
region gross income € disposable income € gross income in this study € 
Helsinki     54,145   36,538  
  Herttoniemi     48,353 
  Töölö     54,697 
Karkkila   32,693  38,056 
Riihimäki    43,852  32,246  54,912 
Pori    39,440   29,263  44,684 
mean this study    49,017 
whole of  
Finland      44,444  33,451   

As table 4.4. (see also Figure 4.5.) shows, the highest household income was among the 
respondents of Riihimäki and Helsinki Töölö., The average income in Riihimäki in this study was 
much higher than the official mean income in that area, which can be explained by the fact that only 
one respondent in Riihimäki was over 60 years of age and the number of those employed there was 
highest among the regions. Half of the Riihimäki respondents belonged to the highest income 
group, the annual gross household income being over 60,000 €. Clearly the lowest incomes were the 
respondents in Karkkila, half of them belonging to the lowest income group (annual gross 
household income under 30,000 €) and their mean income was lowest.  

The cross tabulations between regions and other background data on the respondents yielded 
interesting information. The profiles of the customers clearly differ regionally. The variables that 
the Pearson Chi-square test indicated differences between the regions, with low p values being sex 
(p=0.039),15 age group (p=0.034),10 education level (p=0.025),11 and income group (p=0.031).11 In 
both Helsinki regions, the vast majority are women (85%) whereas in other regions the proportion 
of male respondents is 30-41 percent.   

                                                 

15 All these Chi-square tests had under 20% of cells in which the expected count is less than 5 (sex 10%, education 
groups 6.7%, age group 0%, income group 0%). “Other” was excluded from the analysis. 
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Figure 4.5. Regional income groups (N=111, the “other” region excluded from this analysis) 

The respondents in Riihimäki and Helsinki had the highest education level proportionally, 
especially in Töölö (see Figure 4.6.). The least educated were those in Karkkila. Medium level 
education was most typical in Pori. The respondents in Helsinki Herttoniemi were most evenly 
broken up into different educational levels.  

 

 

Figure 4.6. Regional education levels (N=129)16 

                                                 

16 “ Other” excluded from this analysis. 

0

2
4
6

8
10
12

14
16

N
 r

es
po

nd
en

ts

regions

Income, low

Income, medium

Income, high

0

2

4

6

8

10

12

14

16

18

N
 r

es
po

nd
en

ts

education level

Education, low

Education, medium

Education, high



60 
 

Other dependencies between background variables were examined by calculating correlations. 
Statistically significant correlations (Spearman’s rho coefficients) were found between income and 
age group at -0.246, between income and education group 0.394, between income and occupation 
groups 0.487, between age group and education 0.204, between age group and number of adults 
0.534, and between education and occupation 0.378. In other words, these results indicate a slight 
decrease in income as the age rises; higher education and higher occupation position bring higher 
incomes the higher the education level the higher his/her occupation position probably is, and the 
younger respondents more often live without a partner than the older respondents. These 
correlations were apparent among the respondents in Töölö and Riihimäki. The respondents in those 
regions had high income as well as high education level and their mean age was lower than in other 
regions. The mean age of the Riihimäki respondents was lowest (43 years), the second lowest in 
Töölö (54 years) and highest in Pori Reposaari (57 years).  

4.3. Products  

The product questionnaire first asked for every product whether the respondents bought the product 
at all. The scores of the variables yes (1) or no (0) were cross tabulated with the background 
variables and Spearman’s correlation (exact significance) tests were conducted. The most 
significant p-values are mentioned in parenthesis in the following paragraphs. The respondents were 
then asked to tick those attributes which are important to them when choosing the product in the 
shop. Moreover, they were asked why that attribute is important to them by choosing from a list of 
consequences. Some respondents did not answer the why question. For that reason, the number of 
chosen attributes is greater than the number of consequences.  

The respondents chose more attributes and consequences for all products than did the interviewees. 
This result was expected based on former research (Russell et al. 2004b, Ter Hofstede et al. 1998). 
This phenomenon is explained by the fact that different methods require different cognitive 
processes from the person participating. Answering the questions freely means that the interviewee 
recalls what is important to him or her and why. If the respondent is offered a list of choice options, 
he/she recognizes the most important aspects to him or her. In a recall task, interviewees may 
overlook some important attributes or consequences. On the other hand, in a recognition task the 
respondent may choose more options than really are important. What is relevant here is to compare 
the choice structures between the interviewees and the respondents.  

The MEC approach emphasizes the anticipated experiences or consequences associated with 
various choice alternatives. Product attributes serve as cues for these consequences, which are 
realised through using the product. The linkages between attributes and consequences provide 
interesting information. In fact, the particular importance of an attribute becomes apparent in the 
linkages between the attribute and its consequences. 

According to Reynolds and Gutman (1988, 08), two or three ladders can typically be obtained 
during most of the interviews, and about a quarter of the interviewees cannot go beyond one ladder. 
In this research, only the attribute and consequence levels and their linkages were considered. The 
respondents did not ascribe a consequence to 14.2 percent of the attributes chosen, i.e., they did not 
say why that attribute was important to them. On the average, thus, this result is better than 
expected. However, some of the attributes were more problematic for the respondents than others. 
Intrinsic quality attributes like colour, texture, crispness, genuine ingredients, flavour, and fat 
content were relatively easy to evaluate in terms of importance. Price-related attributes formed 21.2 
percent of all no consequence linked to an attribute, the reason for that being either that no proper 
choice options were provided or that the respondents may think price is a self-evident choice 
criterion, which needs no further justification. What became obvious during the interviews was that 
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some of the interviewees make price comparisons between substitutes and other alternatives. Their 
narratives suggest that they make price comparisons and choose the alternative which is the product 
in season (mother of twin sons, 2nd test interviewee), buy a particular product only when it is on 
special (university student, mother of twin sons, 3rd test interviewee), or buy another type of product 
which is appropriate for the purpose (mother of twin sons, 3rd test interviewee). In other words, they 
did not omit to buy the product, but chose the most economical alternative.  

Lettuce 

Practically everyone buys lettuce, since of the 135 respondents who filled in the product 
questionnaire only seven answered no, six male and one female respondent.  

The respondents weighed many different attributes simultaneously when they thought of buying 
fresh lettuce. Ten attributes affect choice on average. Compared to the interviewees, the respondents 
chose almost twice as many attributes on average. The number of attributes in choosing lettuce was 
almost ten per respondent (see Table 4.5.). Most respondents chose some or many of the physical 
quality or appearance attributes. Four attributes relate to appearance of the product; likewise four to 
packaging, three to value fo money  two to type of product, and two to price. In addition, there were 
attribute options on whether the respondent favours local or organically produced products, pays 
attention to label information, and to the quality of the assortment in the shop. Interestingly, the 
respondents in this study did not care much about special offers or novelty when they were 
choosing lettuce. 
 
This raises the question of why locally produced and product in season were of less importance to 
the respondents. The reason becomes evident from the report of Kuluttajatutkimuskeskus (Isoniemi 
et al. 2006, 5; see also Auersalmi 2005, 106). The availability of the organic and local food products 
is limited and local products are hard to find in the shops. In addition, the concept of “local food” is  
somewhat unclear.  

What is remarkable is the fact that the fifth most often mentioned attribute is how attractively the 
lettuces are displayed in the shop. This is in accordance with the findings from the interviews. The 
quality of the assortment in the shop is important to over two-thirds of the respondents. One test-
interviewee said that she always walks through that area in the store where the fruit and vegetables  
are displayed, even though she is not buying anything from that section. The richness in colours and 
freshness of the products in the fruit and vegetable department cheers her up, especially during the 
darkest season in November and December,. These findings, together with the fact that almost 
everybody buys lettuce, confirm the essential role of lettuce or some readily-available salad dish to 
everyday life. Its role in bringing small enjoyments has expanded from the dinner tables to the 
grocery stores. This finding is in accordance with the new dominant logic of marketing since, 
according to this study, the hedonistic consumer value is co-created by consumers and the offerings  
of the stores (Vargo, Lusch 2004). When marketing economists talk about customer value, they 
mean the meaningful (net) benefit they offer to consumers. Nowadays there is a shared common 
view that customer value is perceived and determined by the consumer; commercial companies  
together with their offerings, goods or services can only make value propositions. (Vargo, Lusch 
2004, 7.)  

Viewing the above-mentioned phenomenon in the light of what Laaksonen et al. argued (2008; see 
page 31), the stores may be perceived not only as platforms for purchasing everyday products but 
also as platforms of experiences. Although they focused on city centres, their definitions of the 
different layers of space can be seen on a smaller scale, even in a grocery shop. 
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Table 4.5. Lettuce Attributes and Their Frequencies 

aggregated attributes original attributes frequency % of 
lettuce 
buying 
respondents 

1. appearance crispness 113 88.3 
 firm structure 120 93.8 
 intense colour 79 61.7 
 mouth-watering 80 62.5 
2. packaging not pre-packed 36 28.1 
 in foil pre-packed 36 28.1 
 in vacuum packed 16 12.5 
 in pot 38 29.7 
3. label information label information 51 39.8 
4. type of product variety 71 55.5 
 novelty 11 8.6 
5. Finnish produce Finnish produce 98 76.6 
6. local or product in season locally produced 50 39.1 
 product in season 54 42.2 
7. price/quality sufficient size 77 60.2 
 price/quality 90 70.3 
 sufficient size per price 80 62.5 
8. price reasonable price 53 41.4 
 special offer 34 26.6 
9. attractively displayed in the shop attractively displayed in 

the shop 
88 68.8 

Total number of attributes 
N  
total attributes/N 

 
 
 

1275 
129 
9.9 

 

As was described on page 48, the attributes and consequences were counted only once for one 
respondent in constructing the aggregated elements and the attribute-consequence linkages. Thus, 
after grouping the attributes and consequences into fewer elements, seven linkages per lettuce-
buying respondent remained. The total number of different types of linkage was 30 and the 
combined frequency added up to 878. These aggregated attribute-consequence linkages are shown 
in Figures 4.7.-4.11 . Despite condensing the information contained in the attributes most often 
mentioned into one appearance attribute, their frequency remained highest. In other words, most 
respondents paid attention to the appearance of lettuce. Appearance gives clues as to quality, raises 
certain expectations for health and pleasurable benefits, and effects on household economy.  
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Figure 4.7. Lettuce AC-linkages, respondents (N=135) 

The interviews and the survey share the result that health as criteria for choosing between fresh 
lettuces has little meaning. Respondents who had healthiness in mind considered the appearance of 
the lettuce products, the fact that the products have been cultivated in Finland, and read the product 
information. The results of this study indicate that in a product choice situation household economy, 
pleasure, and quality are more salient benefits than the wholesomeness of lettuce. Household 
economy and pleasure are benefits sought relatively more often among respondents than among 
interviewees. Feelings of pleasure arise especially from the appearance of the product, attractive 
displays in the shops, and the type of product. However, the area where the lettuce products have 
been cultivated may also influence the expectations of pleasing experiences.   

Minced meat 

Minced meat was also a very usual everyday foodstuff. Twelve of 135 respondents (9%) replied 
that they do not buy minced meat, but the majority (125) of them did, precisely the same proportion 
as among the Finnish population. According to a Finnish survey carried out by Suomen Gallup for 
Finfood (Suomen Gallup Elintarviketieto 2010, 80-81), 91 percent of the respondents said they had 
bought minced beef during the last year; 17 44 percent bought it daily or nearly so. The respondents 
represent the households in Finland statistically, excluding the province of Ahvenanmaa. Minced 
beef was the most popular type of meat together with chicken breast fillet. Four percent of 
respondents did not buy minced beef at all; proportionally more so in Helsinki metropolitan area 
(6%) and in other cities and towns (5%) than in the countryside (2%). It seems that meat dishes  
make a meal enjoyable. As many as 38 percent thought that meat dishes made a delicious meal, 39 
percent that meat dishes are good food. Men liked more meat dishes than women did. Enjoyment of 
meat dishes diminished considerably with age, so that 55 percent of the youngest respondents said 
they took pleasure in eating meat dishes, as against only 24 percent of the oldest respondents. 
Respondents who had no occupational education enjoyed meat dishes less than all others. Seven 
percent had increased  their purchases of minced beef, and 11 percent replied that they had bought 
less (mt. 38, 43).  

                                                 

17 That survey only asked about the consumption of minced beef. 
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In this research, a background variable could not be found describing those who do not buy minced 
meat. They were dispersed among age, income, occupation and education groups, as well as life 
cycles, albeit all respondents in Herttoniemi and Pori bought minced meat as well as all widowed 
and divorced persons.  

Thus, the great majority of Finns like or enjoy meat dishes. However, the results of this research 
indicate that choosing minced meat is a practical matter. Expected pleasurable benefits came only 
after quality, health, and household economy evaluations (see Figure 4.8.). The most often 
mentioned original attributes were freshness, label information, colour of meat, and fat content. In 
all likelihood, the colour of meat serves as an indication of freshness, since their inter-correlation is  
significant (see Appendix 6.2.). Judging by frequency of choice alternatives, price was relatively 
less important in choosing minced meat. Perhaps the reason is that this product category is 
relatively inexpensive, as one of the interviewees mentioned. Most minced meat is now minced and 
packed by the food industry. According to this study, consumers have welcomed this since just 
fifteen percent of the respondents preferred meat that is minced and packed in the shop. Despite the 
fact that only about a quarter of the respondents would buy meat over the counter, one might 
assume that they have a strong preference for that service, an assumption based on the narratives of 
the interviewees. On average, seven attributes determined choice of minced meat, as can be seen in 
Table 4.6.  

Table 4.6. Minced Meat Attributes and Their Frequencies 

 
aggregated attributes 

original attributes frequency 

% of minced 
meat buying 
respondents 

freshness  freshness  92 73.6 
 colour of the meat  83 66.4 
label information label information 86 68.8 
 vacuum packed 35 28.0 
over the counter/  
minced and packed 
in the shop over the counter 31 24.8 
 minced and packed in the shop 19 15.2 
package size package size 66 52.8 
type of meat  pork-beef mix 29 23.2 
 fatty beef 52 41.6 
 other than beef or pork 21 16.8 
right fat content  fat content right for the purpose  71 56.8 
 lean beef 56 44.8 
lean lean 64 51.2 
Finnish origin Finnish origin 74 59.2 
locally or organically produced locally produced 24 19.2 
 organically produced 15 12.0 
price price 27 21.6 
 special offer 22 17.6 
 total 867 

  N 125 
  total attributes/N 6.9 
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The respondents were almost unanimous about importance of the freshness of minced meat as a 
sign of quality since three-fourths chose that attribute – consequence option, whereas an expected 
desirable taste was most often linked to a particular type of meat. The type of meat was also linked 
to its purpose, which is a quality benefit, and to variety in meat dishes, which is a pleasure-giving 
benefit. It seems that by reading the product labels  the respondents want most of all to evaluate the 
quality of the meat. In addition, meat containing a certain amount of fat is bought with its purpose 
and other quality aspects in mind. While wholesomeness is the benefit linked to the right fat content 
attribute most often sought, that benefit did not dominate as much as when low fat content was 
preferred. Only ten percent of the fat-related attributes led to pleasure. Very few of the respondents 
claimed to pay attention to locally or organically produced meat. Here again the reason may be the 
limited availability of locally or organically produced meat.  

 

Figure 4.8. Minced meat AC-linkages, respondents (N=123) 

That the meat should be Finnish produce was very often based on an ethical argument. Based on the 
findings, meat produced in Finland guarantees quality and can even contribute to health. Only about 
five percent of the linkages lead to pleasure, which means that Finnish meat is not expected to mean 
particularly good taste or other sensuous pleasure.  

Savoury sauce 

Not everybody bought savoury sauce: about 40 percent (56) of the respondents stated that they do 
and 60 percent (81) do not buy it. Only among respondents who had the highest education level or 
highest occupational status were there more savoury sauce buyers than non-buyers. Nevertheless, 
statistically significant differences could be found only among different education level groups 
(p=0.022). 
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Table 4.7. Savoury Sauce Attributes and Their Frequencies 

 
aggregated attributes 

 
 
original attributes frequency 

% of savoury sauce 
buying respondents 

label information label information 35 62.5 
 recipes included 14 25.0 
 package size 24 42.9 
fl avour variety of fl avours  38 67.9 
 exotic flavours  18 32.1 
 novelty 6 10.7 
texture genuine ingredients  40 71.4 
 solid 5 8.9 
no additives no food additives 25 44.6 
 specialty  20 35.7 
ease of use ease of use 37 66.1 
 clear 

recommendations 30 53.6 
safe choice use by date 42 75.0 
 traditional Finnish 

fl avour 9 16.1 
package package material  18 32.1 
price price 22 39.3 
 special offer 12 21.4 
 total 395 

  N 56 
  total attributes/N 7.1 
 

The respondents who bought savoury sauce chose relatively many attributes. There were many 
equally often mentioned attributes, the most frequent of which were use by date, genuine 
ingredients, variety of flavours, and ease of use and label information. When the respondents chose 
between sauce alternatives, price was seldom a criterion. The fact that traditional Finnish flavour 
was among the least often mentioned attributes indicates that traditional sauces are probably made 
from raw materials and more exotic or not-so-typical Finnish sauces are bought as convenience 
foods, as became evident during the interviews. A person who regards her/himself as an excellent 
cook may buy exotic or special ready-made sauces to achieve variety and to spare her/himself from 
finding all the ingredients and recipes needed.  
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Figure 4.9. Savoury sauce AC-linkages, respondents (N=55) 

The results indicate that savoury sauce is a foodstuff that brings variety to meals and is kept in stock 
at home for future need. Household economy, which included the statements quick to prepare, easy 
to prepare, can be stocked up at home, and it does not pay to prepare everything yourself became 
the most significant consequence. Pleasurable benefits, i.e., good or full-flavoured taste and variety 
are very often expected from the sauce respondents bought. In addition, the potential to prepare 
unusual meals combined with quality that equals homemade taste affected the judgements in choice 
of savoury sauce. Respondents aware of self-respect read labels, knew what kind of ingredients the 
product should have, avoided additives, and paid attention to price and use by dates.   

Goat cheese 

Slightly less than half of the respondents bought goat cheese. 18 The respondents in Helsinki differ 
from the other respondents (p=0.029). Goat cheese was popular in Töölö especially, since 60 
percent of the Töölö respondents reported buying it. The percentages of those doing so in other 
regions were 48 percent in Helsinki Herttoniemi, 24 percent in Riihimäki and 30 percent in 
Karkkila and Pori. The difference between regions was explained by education and the age of the 
respondents in those regions. The background variables that differentiated most were age group 
(p=0.012) and education (p=0.022): the older and the higher the education level of the respondent, 
the more popular goat cheese was.  

  

                                                 

18 57 of the respondents bought goat cheese, 79 did not. 
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Table 4.8. Goat Cheese Attributes and Their Frequencies 

 
aggregated attributes 

 
original attributes frequency 

% of goat cheese buying 
respondents 

freshness  freshness  50 87.7 
consistency consistency 43 75.4 
 whole piece 19 33.3 
 sliced or cut 8 14.0 
distinctive taste good savoury taste 43 75.4 
 adequate fat content  33 57.9 
use by date use by date 51 89.5 
package package material  22 38.6 
label information label information 36 63.2 
 being allowed to touch 6 10.5 
price price  14 24.6 
 price/quality ratio 38 66.7 
 special offer 20 35.1 
low fat or lactose-free low fat content  26 45.6 
 lactose-free 8 14.0 
type of cheese sort or type of cheese 39 68.4 
 novelty 4 7.0 
 total 460 

  N 57 
  total attributes/N 8.1 
 

Almost every respondent who bought goat cheese chose freshness and use by date. Most of them 
associated a degree of saltiness and fat content with the taste of goat cheese. Those who bought the 
cheese evidently had a variety of dishes in mind since a majority claimed to pay attention to the sort 
or type of cheese and its consistency when they chose goat cheese.  

 

Figure 4.10. Goat cheese AC-linkages, respondents (N=57) 
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The benefits associated with goat cheese could be summed up, as it makes it possible to prepare a 
variety of delicious dishes conveniently. Thus, it is a very modern food product. Here again self-
respect came from the skills of evaluating based on label information, price, and on the quality cues 
of the product. Interestingly, distinctive taste, i.e., adequate fat content and good savoury taste 
meant healthful eating for some. The pleasurable benefits were linked to the distinctive taste, 
freshness, consistency, and cheese type attributes. Consistency most of all signified an assured 
quality of cheese. 

Pudding 

About 30 percent of the respondents bought pudding. Because the number who bought it was only 
40, no significant statistically differences could be found among respondent groups. However, some 
indications of the differences were identified. Almost half of the households that have children 
reported buying pudding as against only a quarter of the respondents living in adults only or retired 
households. Mid-educated and mid-occupational status respondents use it more than respondents of 
lower or higher status.  

Table 4.9. Pudding Attributes and Their Frequencies 

 
 
aggregated attributes 

 
 
original attributes frequency 

% of pudding buying 
respondents 

variety  variety of fl avours  32 82.1 
 novelty 7 17.9 
consistency fluid  1 2.6 
 easy to eat 17 43.6 
 familiar fl avour 20 51.3 
 low fat content  12 30.8 
package package size 21 53.8 
 package material  9 23.1 
price price 19 48.7 
 special offer 15 38.5 
label information label information 20 51.3 
 use by date 34 87.2 
 total 207 

  N 39 
  total attributes/N 5.3 
 

According to this study, the decision to buy pudding was most often based on the best before date 
and variety of flavours. Package size, familiar flavour, price, special offer, easy to eat, and label 
information were important attributes. Special offer may function as an incentive to make the 
purchase as two of the interviewees indicated. In comparison with other product categories, the 
choice of pudding was least complex since the number of attributes per respondent was smallest. 
This may result from fatigue in answering the questionnaire since pudding was last in the product 
questionnaire. Still, none of the judgements was based on just one attribute.  
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Figure 4.11. Pudding AC-linkages, respondents (N=40) 

Clearly, pudding is a product of indulgence for oneself or for one’s family. The sources of pleasure 
were diverse, including package and price. One of the test-interviewees said that sensuous pleasure 
arises merely from looking at the package. Obviously, price functions the same way, taking into 
consideration that price may instigate the purchase. The price - self-respect linkage seems to 
support the arguments of Gabriel and Lang (1995, 70), who suggested that finding bargains might 
raise the consumer’s self-respect, giving him/her the thrill of looking for unusual opportunities. This 
type of behaviour is  a manifestation of adventurous consumer behaviour. Today’s adventurous 
consumer is on an endless expedition, searching for novelty, something new and unusual products 
and experiences. On this journey, hunting for bargains, mere price or disposable income are matters 
of lesser importance.  

5. THE SIGNIFICANCE OF THE FOOD-RELATED LIFESTYLE ON CHOICE OF 
PRODUCT 

From the 69 statements, 23 FRL dimensions were constructed by adding up the scores of three 
statements for each dimension as shown on page 44. As the sum scores of the aggregated FRL 
dimensions range from 3 to 21, broadly speaking, scores  of 3-9 represent disagreement, 10-12 
cannot tell and scores 13-21 represent agreement with the statements.  

Because some of the FRL dimensions were modified for this research, the quality of the dimensions 
was tested by Cronbach’s alpha reliability analysis. In this case, Cronbach’s alpha measures how 
well the three statements measure the FRL dimension, which is a latent factor behind the three 
statements when the reliability is high enough. In general,  Cronbach's alpha determines the internal 
consistency or average correlation of items in a survey instrument to gauge its reliability (Santos 
1999). Some statements forming an FRL dimension showed low reliabilities. Table 5.1 shows these 
dimensions, the most problematic statements being printed in bold letters. To test how much the 
reliability of the dimensions would improve, new dimensions for five original dimensions were 
formed, excluding those statements that had low inter-item correlation with other statements. The 
way these new dimensions were calculated is presented in the table as well as Cronbach’s alpha for 
the remaining statements. It was not necessary to multiply the scores of the statements by any 
number for calculating reliabilities. This was done where these new variables needed to be used for 
further analyses instead of the original dimension variables.  
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Table 5.1. FRL dimensions with low Cronbach’s alpha 

FRL dimension statements  

Importance of product 
information 
 

if statement number 29 
excluded 

1. To me product information is of great importance. I need to know 
what the product contains.  
29. It is easy to check the best before date in pre-packed food.   
11. I compare product information labels to decide which brand to 
buy. 
(1+11)*3/2 

0.293 

 
 

0.677 

Importance of assortment 

 
 
if statement number 12 
excluded 

12. I prioritize grocery shops that have service counters.  
25. I shop on weekdays as well as on the weekend in the shops where I 
can get everything I want.  
36. I definitely prioritize a shop that has an assortment to my liking. 
(25+36)*3/2 

0.254 

 
 

0.418 

Shopping list 
 
 
if statement number 60 
excluded 

47. Before I go shopping for food, I make a list of everything I need.  
60. I make a mental note to guide my food purchase.  
6. I do not usually decide what to buy until I am in the shop. (Scores 
reversed) 
(47+6rev)*3/2 

0.229 
 

 

0.378 

Price/quality relation 
 

 
if statement number 64 
excluded 

64. To me quality for price is more important than price alone.  
13. I compare prices between product variants in order to get the best 
value for money.  
7. It is important for me to know that I get quality for my money. 
(13+7)*3/2 

0.229 
 

 
0.378 

Social relationships 
 
 

if statement number 17 
excluded 

17. The well-being of my family members and my friends is 
important to me when I make food choices. 
55. When I serve a dinner for friends and family members, the most 
important thing is that we are together. 
38. I find that dining with friends is an important part of my social life. 
(55+38)*3/2 

0.269 
 
 

0.423 

The way statement 64 I always try to get the best quality for the best price was translated into 
Finnish appeared not to be relevant in measuring the dimension price/quality relation. The 
translation stressed quality over price. This becomes evident from the Cronbach alpha report: if 
statement number 64 was excluded from the analysis, the score of  would improve slightly from 
0.229 to 0.378.  

Likewise, the modified dimension importance of assortment is not very reliable, although the 
Cronbach’s alpha is about the same as the Spanish score for specialty shops. The statement I 
prioritize grocery shops that have service counters turned out to be most problematic, the evidence 
for which was low inter-item correlations between the other two statements.19 Thus, the respondents 

                                                 

19 The interitem correlations were 0.003 with statement 25 and 0.094 with statement 36. 
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in this research do not expect service counters in the shops when they seek an appropriate 
assortment from a shop.  

The statements constituting use of shopping list have poor reliability. Most problematic is the new 
statement: I make a mental note to guide my food purchase. Nevertheless, excluding that statement 
does not raise the reliability score high enough, as was also the case with the social relationships 
dimension. Including family members in that dimension worsened its significance rather than 
improving it. Similarly, replacing the statement I compare labels to select the most nutritious food  
with It is easy to check the use by date in pre-packed food appeared to be a bad decision since the 
latter statement does not merely measure the importance of product information dimension but 
possibly a preference for packaged food products as well. German and Spanish consumers seem to 
read product labels in order to find out the ingredients, the brand, and nutritional value of the 
product.  

Some dimension modifications however did improve the dimension reliability. For this research, 
the ecological products dimension was modified to include locally produced products and fair trade 
products and the dimension was named ethical aspects. The reliability of the modified dimension 
proved to be very good. Another modified dimension that shows high reliability scores is 
convenience. The product categories that are typical of the Finnish market were added to the 
convenience measuring statements. Further, the statements constituting being open to additional 
information appear to measure that dimension very reliably (see table 4.7. on page 73).  

Table 5.2. shows the Cronbach’s alpha reliability scores as well as the mean and standard deviation 
of the FRL dimensions from this research. I have added the figures from German and Spanish data 
from 1996 to the table (Brunsø, Scholderer & Grunert 2004a). In this research, reliabilities range 
from 0.23 to 0.79, the German data from 0.36 to 0.84 and the Spanish from 0.19 to 0.72. Of the 
reliability scores in this research, 15 of the 23 dimensions, i.e., 65 percent, is above 0.60, whereas in 
the German data it is as high as 83 percent and in the Spanish data 40 percent. The dimensions in 
this research that show lower reliabilities than the German and Spanish data are of importance to 
product information, shopping list, price/quality, and social relationships. Some dimensions show 
higher reliabilities: enjoyment from shopping, novelty, interest in cooking, the whole family, snacks 
versus meals, self-fulfilment in food, and security. Brunsø et al. (mt. 199) and more recently Perez-
Cueto et al. (2010) were concerned about the low reliability of the taste dimension and therefore 
considered improvements for statements in the future. The reliability score in this research is  better 
but not good either. In some very recent research, which was carried out in Belgium, Denmark, 
Germany, Greece, and Poland, the Cronbach’s alpha coefficient of taste was at the same level, 
0.338 (mt., 159). Overall, the FRL instrument seems to be valid, variables/dimensions defining 
cooking methods and consumption situations in particular showing high reliability. 
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Table 5.2. Reliability (Cronbach’s Alpha), Means and Standard Deviations of the FRL 
Dimensions; a Comparison between This Research Data and the German and Spanish Data 

 this  
 

research 
Mean  

 
Std.Dev. 

German 
 

data1 

Mean  
 
Std.Dev. 

Spanish 
 

data1 

Mean  
 
Std.Dev. 

Ways of 
shopping 

         

Importance of 
product 
information 

0.29 15.63 2.92 0.69 13.97 4.02 0.62 15.31 3.91 

Additional 
information 

0.67 12.11 3.99       

Attitudes to 
advertising 

   0.63 10.24 4.02 0.60 10.85 4.15 

Enjoyment 
from shopping 

0.66 14.42 3.89 0.39 10.14 3.33 0.43 11.34 4.18 

Importance of 
assortment 

0.25 16.65 2.90       

Specialty shops    0.60 11.12 4.10 0.43 13.78 3.70 
Price criterion  0.66 13.91 4.53 0.67 15.18 3.99 0.53 15.72 3.86 
Shopping list 0.23 13.60 3.51 0.69 15.14 4.52 0.67 13.21 4.93 
Quality aspects          
Health  0.65 15.92 3.57 0.78 15.52 3.81 0.65 17.78 3.07 
Price/quality 
relation 

0.23 16.57 2.91 0.62 17.32 3.05 0.53 18.52 2.53 

Novelty 0.69 13.77 3.93 0.60 10.85 3.84 0.42 10.42 3.76 
Ethical aspects  0.79 11.23 4.59       
Ecological 
products 

   0.81 11.98 4.61 0.68 14.27 4.23 

Taste 0.39 16.53 2.87 0.36 15.07 2.84 0.19 15.15 2.33 
Freshness 0.46 17.99 2.64 0.71 17.01 3.64 0.38 18.31 2.90 
Cooking 
methods 

         

Interest in  
cooking 

0.78 11.95 4.79 0.75 12.53 4.27 0.50 13.00 3.99 

Looking for 
new ways  

0.76 13.30 4.72 0.84 11.22 4.89 0.64 12.56 4.41 

Convenience 0.73 10.76 4.21 0.81 10.52 4.63 0.60 7.39 3.69 
The whole 
family 

0.87 14.10 6.54 0.65 11.42 4.46 0.72 11.95 4.88 

Planning 0.54 12.87 4.02 0.63 12.74 4.06 0.45 12.04 3.89 
Woman’s task 0.70 8.31 4.57 0.78 11.32 4.89 0.55 11.60 4.26 
Consumption 
situations 

         

Snacks versus  
meals 

0.68 7.20 3.31 0.64 9.18 4.02 0.63 8.31 4.14 

Social event 0.62 10.05 4.08 0.68 10.48 4.41 0.58 10.29 4.51 
Purchase 
motives  

         

Self-ful filment 
in food 

0.60 14.80 3.71 0.58 14.65 3.57 0.51 16.25 2.99 

Security 0.54 12.60 3.89 0.52 12.85 3.74 0.36 16.14 3.13 
Social 
relationships 

0.27 14.94 2.93 0.69 14.32 3.99 0.55 15.74 3.71 

 1(Brunsø, Scholderer & Grunert 2004a, 200) 
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As the attitudes to advertising dimension was modified for this research to include information 
search from all kinds of media including the internet, the type of information measured by that 
dimension shifted. In this research, being open to additional information correlates positively with 
looking for new ways,20 novelty, self-fulfilment in food, eating out/social event, convenience, 
freshness, and with health. Whereas in the German and Spanish data positive attitudes to advertising 
correlated negatively with the self direction value domain, in which looking for new ways was 
located in that research (see page 22), attitudes to advertising correlated positively in Germany and 
Spain with power, which was explained by reasoning that reading the advertisements might reduce 
the time needed for shopping and cooking. By contrast, being open to additional information rather 
complicates those tasks. Further, it seems that additional information is not gathered to make price 
comparisons, since the correlation21 between price and being open to additional information was 
negative. This dimension also correlated21 negatively with security.  

Although the reliability of the importance of product information dimension was low, the 
significant positive correlations with the quality aspects indicate that the product labels impart many 
kinds of valuable information to consumers. Pearson's correlations between importance of product 
information and health, price/quality, ethical aspects, and freshness were statistically significant 
(see Appendix 8.2.). The mean importance of product information score is higher in this research 
than in a previous Finnish study by Laaksonen et al. (2002), 24): 15.6 and 11.4. It must be 
remembered, however, that one statement of the dimension was modified for this research. 
Enjoyment from shopping, interest in cooking and self-fulfilment in food tend to characterize the 
same respondents since the inter-factor correlations are all over 0.4. These respondents  who use 
ready-made meals, food supplements and ingredients, don’t seem to like to cook, since convenience 
correlated negatively with interest in cooking and planning but positively with additional 
information and with snacks as against meals. 22 As expected, planning and a shopping list have a 
positive correlation23 with each other. Self-fulfilment in food is associated with many other aspects 
in food-related lifestyle. It correlates positively with all quality aspects, although with taste the 
correlation is significant but low, with ethical aspects, health, price/quality, freshness, and novelty. 
24 In addition, it relates positively with looking for new ways, interest in cooking, enjoyment from 
shopping, price criteria and with being open to additional information. The negative correlation 
with price criteria and eating out/social event indicate that price is not the primary concern for those 
that like to eat out. 25  The freshness quality aspect has positive correlations with all other quality 
aspects except taste.26 Eating out/social event is most important to those who value novelty and look 
for new ways, and value social relationships.27 

                                                 

20 The correlation with being open to additional information and looking for new ways was 0.528**, novelty 0.474**, 
self-ful filment in food 0.258**, eating out/social event 0.289**, convenience 0.241**, freshness 0.203**, and health 
0.191**, where two asterisks refer to significance at the 0.01 level.  
21 The correlations with being open to additional information and price was -0.019 and with security -0.187*, where one 
asterisk refers to significance at the 0.05 level. 
22 The correlation with convenience and interest in cooking was -0.337**,  planning -0.215*, being open to additional 
information 0.241**,  snacks vs. meals 0.295**. 
23 That correlation was 0,536**. 
24 The correlation with self-ful filment in food and taste was 0.194*, ethical aspects 0.230**, health 0.320**, 
price/quality relation 0.348**, freshness 0.427**, novelty 0.347**, looking for new ways 0.549**, interest in cooking 
0.425**, enjoyment from shopping 0.407**, price criteria 0.300**, and being open to additional information 0.258**. 
25 The correlation with price criteria and eating out/social event was -0.233**. 
26 The correlations are with health 0.378**, price/quality 0.326**, novelty 0.316**, and ethical aspects 0.332**. 
27 The correlation with eating out social event and novelty was 0.503**, looking for new ways 0.389**, and social 
relationships 0.316**. 
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5.1. Food-Related Lifestyle Factors 

High correlations between some dimensions indicate that factors can be formed from the dimension 
variables by factor analysis, which extracts the information included in numerous variables into a 
few factor variables. The data is simultaneously reduced. In this research, six factors were formed 
from the 23 FRL dimension variables by factor analysis with varimax rotation (see Appendix 8). 
Several factor analyses were run using both the original FRL dimension variables and those 
dimension variables from which the problematic statements were excluded (see page 71). 
Reliability analyses for each factor after each analysis were calculated. Finally, only one original 
dimension variable was replaced by a dimension variable consisting of two statement scores. This 
dimension was the importance of assortment. Although the importance of product information 
dimension showed low reliability between the three statements, factor two (named conscientious 
lifestyle), to which the dimension loaded, showed high reliability: 0.745 (see Appendix 8). When 
the factor analysis was run using importance of product information excluding statement number 
29, the factors were the same and the reliability improved only slightly to 0.751. Therefore, as the 
reliability of the conscientious lifestyle factor was very high with the original dimension, that 
dimension was retained. In addition, as is displayed in Appendix 8.2, the correlations between 
importance of the product information variable with other variables forming the conscientious 
lifestyle factor were all statistically significant. 

Seven factors had eigenvalues greater than one. However, the seventh factor appeared to be least 
meaningful, being marked by high loadings only on woman’s task. Six factors were thus used for 
further analysis. The six factors found were named by looking at the variables that loaded highest 
on the factor and by looking through previous FRL research.  

The factor scores allow the researcher to compare differences between various subgroups on the 
factor scores. To determine whether differences can be found between respondent groups, 
comparisons between the means of the factor scores in different background variable groups were 
conducted using one-way ANOVA tests. Because the number of cases in many groups was 
relatively small, the significant results from the ANOVA tests were double-checked with Chi-
Square (χ2) tests. 

The first factor was named adventurous lifestyle. This lifestyle behaviour can be described as  
novelty seeking, looking for new ways, and willingness to look for additional information. In 
addition, self-fulfilment in food and freshness loaded on that factor. The dimension that probably 
differentiates that lifestyle from other lifestyles most is eating out/social event. Going out for dinner 
with family or friends or getting together with friends to enjoy an easy-to-cook, casual dinner – 
these behaviours were common only among 27 percent of the respondents. Understandably, security 
loaded negatively on the adventurous factor.  



76 
 

 

Figure 5.1. The Mean FRL Factor Scores among education levels  
The adventurous lifestyle factor differentiates the education levels significantly (p=0.044, F=3.263, 
χ2: p=0.029). 

As Figure 5.1. shows, the food-related lifestyle of the highly educated respondents was more 
adventurous than it was among the less educated. In addition, they seemed to be conscientious. 
Respondents in the lowest educational level group are typically neither adventurous nor 
enthusiastic. Even so, their lifestyle does vary quite a lot, as does the lifestyle of the respondents of 
medium education. The regional differences in food-related lifestyles are presumably based on 
demographic differences between inhabitants in different regions. The adventurous lifestyle factor,  
which divides the regions into two groups, was typical of Helsinki and Riihimäki respondents 
where the respondents were relatively highly educated. The proportion of highly educated 
respondents was lowest in Karkkila and Pori and the adventurous lifestyle was relatively unusual.  
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Factor 5.2. The mean score of FRL factors between regions 
Factor adventurous lifestyle differentiates respondents in different regions significantly (p=0.001, 
F=5.234, χ2: p<0.001).  

The second factor was named conscientious lifestyle since this involves high quality requirements 
in wholesomeness, freshness, and ethicality in food, which must simultaneously be economical. It 
seems that conscientious respondents evaluate these various quality aspects against price for value 
for money loaded highest on this factor. In general, the respondents in this study chose freshness as 
an important quality aspect in food most often. After freshness came quality for price and taste, and 
then health. That order of importance differs from the findings of the study by Laaksonen et al. 
(2002, 29). Their respondents as well as those in this study considered freshness most important, 
but in their study health was ranked the second most important quality aspect and quality for price 
and taste as equally important after that. Further, the importance of product information was 
important to most respondents but it loaded highest on the conscientious lifestyle factor. As this 
lifestyle has high quality requirements in food, the store assortment appears to be relatively 
important to this lifestyle, which could also be described as traditional, since security loaded highest 
on that dimension. The tendency to buy familiar products, unwillingness to change eating habits and 
preferring familiar dishes give people a sense of security. Among the respondents in this study, 
security was surprisingly important since half of them agreed with the statements. Thus tradition is 
presumably combined with different lifestyles.  

The self-fulfilment in food dimension was very important to most as 75 percent of the respondents 
gave it high scores. The self-fulfilment in food dimension was measured by statements concerning 
self-respect, being praised by others, and delight in sensuous pleasure. It seems that respondents 
who ascribed high values to that dimension can be described as being either enthusiastic or 
adventurous in their food-related lifestyles. This dimension loaded highest on the enthusiastic 
lifestyle factor. Enthusiastic lifestyle means taking pleasure and finding self-fulfilment in shopping, 
cooking and eating socially since other dimensions that loaded on the enthusiastic factor were 
interest in cooking, enjoyment in shopping, woman’s task, and social relationships.  

A few comments about these dimensions are in order. Since numerous studies have attested that 
Finns want to get through their grocery shopping as quickly as possible, it is surprising to learn that 
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the great majority of the respondents in this study reported enjoying shopping. It was also agreed by 
most that all family members should and do participate in kitchen chores and meal preparation. The 
statements measuring the woman’s task dimension included statements about whether it is merely 
the woman’s responsibility to keep the family healthy by serving a nutritious diet, and to do 
shopping and cooking and other kitchen cores. According to this study, there is a large majority 
against leaving these tasks merely on a woman’s shoulders, since 61 percent disagreed with these 
statements. Yet another dimension that the majority of the respondents share an opinion on is the 
social relationships dimension, as two-thirds consider it important. To conclude, this lifestyle must 
also be a prevailing food-related lifestyle among the respondents. According to this research, 
enthusiasm for the whole food experience is not common among young adults. 

 

Figure 5.3. The Mean FRL Factor Scores among Age Groups 
The enthusiastic lifestyle factor differentiates the four age groups significantly (p=0.080, F=2.334, 
χ2: p=0.031). 

A snacking lifestyle signifies uninterest in cooking and a preference for replacing meals with snacks 
or making quick and easy meals. Just six percent of the respondents admitted to snacking rather 
than eating meals measured by the core dimension forming the snacking factor. The respondents 
probably had just dinner or lunch in mind when they responded to those statements. According to a 
time use survey, Finns spend more time on coffee breaks and eating snacks than on eating meals  
(Varjonen, Viinisalo 2004, 30). Looking at the other dimensions that loaded on the snacking 
lifestyle factor, snacking and convenience orientation also mean considerable interest in searching 
for additional information. The relatively low reliability of this factor signifies multidimensionality, 
which in this case is because convenience and being open to additional information also loaded on 
the adventurous lifestyle factor. However, in the light of the results of this study, what seems to be 
obvious is that the snacking lifestyle is clearly the lifestyle of consumers living without a partner; 
i.e., they are unmarried, divorced or widowed. Their age may thus vary greatly. 
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Figure 5.4. The Mean FRL Factor Scores among respondents living with or without a partner  
The snacking lifestyle factor differentiates respondents living with or without a partner significantly 
(p=0.005, F=8.428). 

The fifth factor was named moderate lifestyle because it was marked moderately by interest in 
cooking, the importance of assortment, and health. More than anything else, planning characterizes 
this lifestyle.  

 

Figure 5.5. The mean scores of FRL factors among lifecycle groups  
The moderate lifestyle factor differentiates the different lifecycle groups significantly (p=0.027, 
F=3.798, χ2: p=0.031). 

As Figure 5.5. shows, the tendency to plan shopping and cooking was most typical among retired 
respondents and respondents living with children. In addition, their occupational status seemed to 
be relatively low (see Figure 5.6.).  
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Figure 5.6. The mean FRL factor scores among occupational status; entrepreneurs excluded 
from this analysis  
The moderate lifestyle factor differentiates occupation status significantly (p=0.015, F=4.480, χ2: 
p=0.016). 

Paying attention merely to price and taste and to assortment was named the uninvolved lifestyle. 
This lifestyle showed negative attitudes towards eating socially. While the importance of mere 
price, i.e., the price criteria dimension, varied among respondents and loaded highest on the 
uninvolved lifestyle factor, most of the respondents had similar views on the price/quality relation. 
Perhaps they felt it was self-evident that one expects a certain quality in exchange for a given price.  

 

Figure 5.7.The mean FRL factor scores among income classes 
The adventurous lifestyle (p=0.069, F= 2.786, χ2: p=0.137), snacking lifestyle (p=0.090, F=2.504, 
χ2: p=0.090), and uninvolved lifestyle (p=0.149, F=1.964, χ2: p=0.090) factors differentiate income 
classes slightly, but not significantly.  
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As can be construed from Figures 5.1.-5.7., income alone does not explain variations in lifestyle. 
Age, life-cycle, living alone vs. in partnership, education level, and occupational status differentiate 
consumers more certainly than income.  

5.2. The Significance of the Food-Related Lifestyle Instrument with the Choice of Product 

Significant associations between FRL dimensions and buying vs. not buying the products were 
examined first. The associations between FRL factors and buying/not buying the products were then 
examined. The same analyses were conducted between FRL dimensions and all the attribute-
consequence linkages. The examination was done by Mann-Whitney U test, which is a non-
parametric significance test for assessing whether two independent samples of observations have 
equally large values. The test first ranks all the values from low to high, paying no attention to 
which group each value belongs to. The smallest number gets a rank of one. The largest number 
gets a rank of N, where N is the total number of values in the two groups. The test sums the ranks in 
each group, and reports the two sums. If the sums of the ranks are very different, the P value will be 
small. (Motulsky 2007, 122.) The non-parametric test was chosen instead of the Student’s t-test, for 
instance, because the U test does not require normal distribution of the variables and because the U-
test is less likely than the t-test to spuriously indicate significance caused by outliers. In this study, 
the grouping variables were the product variables, which have values of 0 for not buying the 
product and 1 for buying the product, and the attribute-consequence linkages, in which 0 is for not 
choosing that linkage and 1 for choosing the linkage. In testing the associations between the AC-
linkages of a product with the FRL dimensions and factors, the data was split into two sub-datasets: 
respondents buying and not buying that particular product. The linkage – FRL dimension 
association tests were made using the product-buying sub-datasets. Appendices 9 and 10 show the 
significant associations from the Mann-Whitney tests, including medians of the FRL variables.  
 

Apart from testing the significance of the FRL instrument with the choice of product, the 
relationship between demographic variables and buying behavior as well as the AC-linkages were 
also tested. If the two variables of interest are categorical in nature, appropriate nonparametric 
statistics for testing the relationship between the two variables are the Chi-square test, the Phi 
coefficient, and the Fisher exact test. The chi-square statistic computed for two-way frequency 
tables also provides a careful measure of a relation between the two tabulated variables. It can also 
be used for variables that are measured on a simple nominal scale. The Phi-square is a measure of 
correlation between two categorical variables, the value ranging from 0 to 1. When the value of Phi 
is 0, there is no relation between factors and the Chi-square also equals 0, and when the value is 1 
there is a perfect relation between the two factors in the table. The frequency tables that attested 
significant relations between variables are represented in Appendix 11.  

The Association between the Food-Related Lifestyle Dimensions and Factors with the Choice 
of Product 

Lettuce-buying behaviour associates positively with the health and freshness FRL quality 
dimensions, which is immediately explicable in terms of the type of product category. The fact that 
the cooking method dimension woman’s task associates positively with buying lettuce was then 
unpredictable. In other words, the respondents who do not buy lettuce are less likely to think that 
food related tasks are only the woman’s responsibility than those who do buy lettuce. The positive 
association with the eating out/social event consumption situation dimension indicates that lettuce-
buying respondents want to eat socially more than respondents who do not buy it. The results also 
indicate that non-buyers are relatively young and unmarried (see Appendix 11.1.).  
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As already mentioned, the information included in the FRL dimensions was squeezed into the six 
FRL factors. Therefore, it was interesting to see whether one or more lifestyle factors could be 
linked to choosing the products. An associating factor was indeed found in the choice of each 
product category. The enthusiastic food-related lifestyle factor significantly associates with the 
lettuce-buying tendency. In other words, those not buying it are probably not enthusiastic about 
food preparation and shopping. It must be highlighted, however, that there were only 8 respondents 
in the group that did not buy lettuce. The results also indicate nevertheless that lettuce-buying 
respondents may have a conscientious lifestyle as well, which means diverse quality evaluations in 
relation to price, health, freshness, and ethicalness. 

The buyers of minced meat appeared to be more convenience oriented than those not buying meat. 
Since it is indeed quick and easy to cook with minced meat, it is a particularly convenient product 
on working days. This argument was backed up by the fact that the snacking lifestyle factor 
associated significantly with minced meat-buying behaviour. Refusing to buy minced meat seems to 
be an ethical decision, since those not buying it had more positive attitudes towards ethical aspects 
than the meat buyers did.  

Although savoury sauce is typically a convenience food product, it may even boost the consumer’s 
self-fulfilment in food preparation. The strongest associating lifestyle factor for the savoury sauce-
buying respondents was snacking, however. They had positive attitudes towards additional 
information, which is a dimension that loaded on both the adventurous and snacking lifestyle 
factors.  

Where lettuce-buying behaviour could be linked to the enthusiastic and conscientious lifestyles, 
willingness to buy goat cheese was linked to the adventurous and conscientious lifestyles. The 
looking for new ways, novelty, being open to additional information, and self-fulfilment in food 
dimensions, which all had significant positive associations with willingness to buy goat cheese, 
suggested an adventurous lifestyle. The conscientious lifestyle appeared in the significance of the 
health and price/quality ratio quality dimensions. As Figure 5.2. illustrates, an adventurous lifestyle 
polarized the respondents in different regions into two groups: Pori and Karkkila respondents were 
unlikely to embrace this lifestyle, whereas Töölö, Herttoniemi, and Riihimäki respondents did. This 
division also occurred with the goat cheese buying behaviour, since the majority of the Töölö and 
Herttoniemi respondents favoured this product category whereas Karkkila and Pori respondents did 
not.  

Of all the product categories examined in this research, pudding was the most typical convenience 
food product. Willingness to buy it had a significant association with the snacking lifestyle, behind 
which the FRL convenience dimension was most influential.  

The Association between the Food-Related Lifestyle Dimensions and Factors with the 
Attribute-Consequence Linkages 

Lettuce 

What is remarkable is that the decision about which product categories to buy as a whole is 
different from the decisions within product categories. As mentioned, the FRL dimension health 
had a positive association with favouring the lettuce product category, but healthiness is not among 
the most typical choice criteria in choosing between lettuce product alternatives. Instead, the FRL 
product information dimensions had significant positive associations with nine linkages, ethical 
aspects with eight, price/quality relation with six, and social relationships and health with five 
linkages. Of all the lettuce attributes, most were linked to the household economy, quality, or 
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pleasure consequences. In addition, there were more linkages leading to responsibility than to 
healthiness.  

Appearance was the most popular attribute, most often linked to quality, but none of the FRL 
dimensions associated positively with that linkage. The reason for this is that almost all the 
respondents had chosen that linkage. Some differences between respondents were found only 
regionally, so that almost all Helsinki respondents evaluated the quality of lettuce by noting its 
appearance (see Appendix 11.1.). If a respondent had used appearance as a cue for expected 
pleasurable experiences, he/she had given high scores on the FRL taste dimension. When the 
appearance of lettuce was evaluated from the household economy perspective, there were high 
scores on the importance of product information, enjoyment from shopping, ethical aspects, and 
social relationships dimensions. Demographically these respondents were either unmarried or living 
in partnership; relatively few of the divorced or widowed respondents chose appearance linked with 
economic benefits.  

The FRL health and freshness quality dimension had positive associations with the lettuce 
packaging – responsibility linkage, while the convenience orientation led to evaluating packaging 
from the household economy perspective.  

It is understandable that the importance of product information was associated with label 
information; however, the association was statistically significant only when the linkage led to 
quality or health. In addition, the association between price/quality relation and the linkage label 
information – quality is easily explicable. High valuation of social relationships was also associated 
with this linkage. When respondents read product labels in order to find health related information, 
this behaviour was associated positively with enjoyment of shopping, security, and ethical aspects. 
Quite different dimensions affect the occurrence of the label information – responsibility linkage 
since it was associated with interest in cooking and with the quality aspects of health, novelty and, 
naturally, with ethicalness. However, the fact that the FRL ethical aspects dimension was associated 
positively with label information – economy, is not immediately explainable. Did the respondents 
reason that one should buy only as much as one needs and that it is not ethical to waste food? 
Alternatively, is it more economical from the ecological point of view to buy convenience foods, 
which have been produced in large amounts for many consumers or should many consumers use all 
the resources separately and prepare meals from scratch? 

Type of product was most often linked to pleasure, many FRL dimensions showing a positive 
association with that linkage. These were importance of product information, enjoyment of 
shopping, importance of assortment, all quality aspects except taste, and eating out/social event. An 
economic viewpoint on the evaluation of type of product was associated with the FRL taste and 
novelty dimensions.  

Lettuce products being grown in Finland was a very important attribute for the respondents, since it 
was chosen by most. However, the reason for their preference for Finnish products varied between 
wholesomeness, quality, pleasurable experiences or whether it is an ethical choice. Those who were 
planners and had relatively low education level seemed to think that Finnish products contribute to 
health. Responsible thinking was associated with importance of product information, with quality 
aspects health, price/quality relation, ethical aspects, and looking for new ways as a cooking 
method. Similar associations obtained with the locally/organically grown – responsibility linkage, 
but with the addition that freshness was also associated with this linkage. It seems that respondents 
who appreciate a good assortment in grocery stores would welcome locally or organically grown 
lettuces. That would also mean quality for price.  
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There appeared to be distinct differences in associations where price/quality was evaluated from the 
quality perspective or the household economy perspective. The quality perspective associated 
positively with being open to additional information and ethical aspects, whereas the economic 
perspective went with the importance of product information, price/quality relation, and freshness. 
The latter evaluation was less typical among retired, divorced or widowed respondents. As was 
previously reported, the being open to additional information dimension had the highest significant 
correlations with looking for new ways and with novelty. It can thus be concluded that the choice of 
the actual product is different if the judgement is based on quality evaluations or economic 
evaluations. Interestingly, the importance of mere price associated with entirely different  FRL 
dimensions, namely, convenience and a snacking orientation as well as the price criterion as a way 
of shopping. Respondents who evaluated price from a household economy perspective were under 
60 years of age and their life-cycle stage was other than retired.  

Attractive displays in the shops brought pleasure to those who enjoyed shopping, made 
price/quality judgements, and valued social relationships. Almost 70 percent of the respondents had 
chosen that attribute, most of them having made the choice on pleasurable grounds, and some 
considered it a signal of good quality products. Similar judgements were found among the 
interviewees as well.  

Looking at the effect of the food related lifestyle factors on the choice of lettuce, the picture is 
simpler than was described above. The conscientious lifestyle was associated with choosing the 
lettuce category as a whole. Within that category, there were associations with linkages leading to 
quality, household economy, pleasure, and responsibility, but not to healthiness. It seems that 
evaluating the quality of the lettuce product by reading product labels is  important to conscientious 
respondents. Other linkages were price/quality – household economy, type of product – pleasure, 
and Finnish produce – responsibility. The strongest linkages to the snacking lifestyle were price – 
household economy, price – pleasure, and appearance – pleasure. Thus price seems to be very 
important to the snacking lifestyle. The adventurous lifestyle also showed association with the price 
linkage, but with the linkage that leads to self-respect. It is noteworthy that the dimension that loads 
highest on the adventurous factor, looking for new ways, was associated only with the Finnish – 
responsibilty linkage. Moderate lifestyle seemed to value lettuces grown in Finland. This lifestyle 
associated only with two linkages originating from Finnish produce and leading to health and 
responsibility.  

Minced meat 

Similarly to the choice of lettuce, the decisions concerning the minced meat product category and 
decisions within that category appeared to be guided by different aspects. The decision to buy 
minced meat was associated with convenience and the decision not to buy with ethical aspects. 
However, the choice of the actual product was most often guided by FRL health quality aspects 
with 8 linkages and the price/quality relation with 7 linkages, novelty with 5 linkages, the ways of 
shopping dimension importance of product information with 7 linkages and being open to 
additional information with 7 linkages, and convenience, a cooking method dimension, with 5 
linkages. The outcome of the evaluations of the meat product attributes was that quality as a 
consequence clearly dominated. Health and household economy were the second most often chosen 
benefits, followed by expected pleasurable benefits. 

Freshness and type of meat were the most commonly chosen attributes. When freshness meant 
quality, being open to additional information and convenience was associated with that linkage. 
Obviously, those respondents had the purpose of use in mind. This linkage was less typical among 
retired respondents (see Appendix 11.2.). Similarly, if type of meat was linked to quality, this 
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evaluation was made from purpose of use point of view. Very different dimensions were associated 
with the freshness of meat – health linkage, including the importance of product information, the 
quality aspects health, price/quality relation, and novelty. Respondents who made those evaluations 
were relatively young. The type of meat – health linkage was associated only with the FRL health 
dimension. Of all the respondents who had made that evaluation, half were from Herttoniemi in 
Helsinki. A particular type of meat bought for pleasurable benefits is again quite a different 
decision. In this case, the associated dimensions were being open to additional information, novelty, 
and favourable attitudes towards eating socially. This indicates that variations in meat type are used 
to prepare meals, even unusual meals, for family members and friends, and that the pleasure comes  
from the food as well as from the company. Demographically described, those respondents were 
most often living in adults-only households.  

The FRL dimension associated with linkages originating from label information were the 
importance of product information (health and responsibility consequences ), health (health 
consequence), and ethical aspects (responsibility consequence). In other words, those associations 
were as expected. The label – health linkage was not found among divorced or widowed 
respondents. 

One in four respondents preferred meat sold over the counter or that was minced in the shop. They 
expected many kinds of benefits. When they looked for a particular quality, the being open to 
additional information, importance of assortment, quality for price, freshness, and woman’s task 
dimensions were associated with that choice behaviour. Respondents who expected good quality if 
they bought meat over the counter or meat that was minced in the shop were from both Helsinki 
regions, had relatively high incomes, and were middle aged. The importance of assortment and 
being open to additional information led to evaluations from the healthiness perspective.  

There were only a few linkages between package size and quality. However, where this linkage 
occurred, there were positive associations with enjoyment of shopping and health dimensions. 
package size was most often linked to household economy, however. Taking into consideration that 
the original household economy consequences were: no waste, lasts a few days  for use at home, 
quick to prepare, I want the precise amount of meat because I want to reduce waste, easy to 
prepare, this result is explicable. The FRL dimensions associated with this linkage were being open 
to additional information and convenience. The linkage between package size and health can be 
understood by the fact that one of the original consequence options was I want the precise amount 
of meat for fear of eating too much. Those who were careful about how much they or their family 
members ate yielded high scores on the self-fulfilment in food, novelty and taste dimensions. This 
indicates an adventurous lifestyle, which factor was indeed associated significantly with this 
linkage.  

Both the right fat content and low fat content (lean) were linked with the health consequence. They 
were both associated with FRL health dimension except that the right fat content also had a positive 
association with the price/quality relation and leanness with convenience. This fact that the FRL 
convenience dimension associated with a linkage leading to health needs to be compared with the 
findings of Brunner et al. (2010; see page 32), who argued that a convenience orientation was 
associated with poor nutritional knowledge, regarding natural or organic food as insignificant, and 
with not being interested in avoiding waste. It seems in the light of the results of this study that, 
although the convenience-oriented consumers were not interested in nutrients in meat they did pay 
attention to fat content for health reasons. For that matter, the FRL convenience dimension did not 
associate with any AC-linkage originating from the organically/locally or products produced in 
Finland attributes, in the choice either of minced meat or with the choice of other products. The 
conscientious lifestyle factor was associated with the lean – health linkage. Right fat content – 
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pleasure was associated positively with novelty and adventurous lifestyle factor; leanness – pleasure 
with convenience as well as with the snacking and being conscientious lifestyle factors. Low fat 
content meant pleasurable benefits to the respondents who had the lowest education level, whereas  
the highly educated respondents expected pleasurable benefits from meat that has the right fat 
content. Many of the last-mentioned respondents were from Töölö and almost none from Karkkila. 
These results are in accordance with the findings shown in Figures 4.21. and 4.24. Adventurous 
lifestyle was typical among the highly educated and among respondents in Töölö (and in 
Herttoniemi and Riihimäki).  

About 60 percent of the respondents would prefer meat that produced in Finland; about 20 percent 
would buy locally produced meat and just over 10 percent organic meat., They generally wanted to 
be responsible consumers. Where they had given high scores on the FRL ethical aspects dimension, 
they had probably chosen that linkage. The linkages Finnish origin of meat – responsibility and 
locally/organically produced meat – responsibility also had positive association with the FRL health 
dimension. Being open to additional information was associated with the locally/organically 
produced meat – quality linkage. The opinion that Finnish meat contributes to health was associated 
with the importance of product information and the price/quality relation.  

The price of minced meat was an attribute relatively seldom chosen. When price was evaluated 
from the quality consequence perspective, the FRL novelty dimension was associated with that 
decision. Enjoyment of shopping and using the price criterion as ways of shopping were associated 
with the price – self-respect linkage. 

Of the FRL factors, conscientious lifestyle appeared to lead towards responsible decisions. This 
factor associated positively with all the responsibility linkages, i.e., label information – 
responsibility, Finnish produce – responsibility, and locally/organically produced – responsibility 
linkages. This factor also indicates health issues. Cues for wholesome meat were the attributes 
freshness, low fat content, and meat sold over the counter or packed in the shop. Conscientious 
evaluations were also linked to reading labels from the household economy perspective and being 
of the opinion that tasty meat dishes are prepared from lean meat. 

A moderate lifestyle means no interest in ethical issues. Apropos of choosing minced meat, a 
moderate lifestyle factor was associated only with pleasurable benefits that originated from 
freshness and the type of meat. 

The adventurous lifestyle was associated with opinions that enjoyable meat dishes can be prepared 
from particular types of minced meat which have the right fat content. Enjoyment from food 
seemed to be linked to controlling the amount of food eaten, which can be concluded from the 
finding that the adventurous lifestyle factor associated with the package size – health linkage. Meat 
produced in Finland means quality for that lifestyle.  

The snacking lifestyle showed a positive association with the meat sold over the counter or minced 
in the shop – quality linkage. One would assume that buying meat over the counter takes more time 
and effort than to pick the product from the shelves. Presumably, for the snacking lifestyle it is 
more convenient just to ask for what and how much you want and too much trouble to read the 
product labels. The snacking lifestyle was also associated with the low fat content in meat – 
pleasure linkage.  
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Savoury sauce 

Unlike choosing lettuce or minced meat, the decis ion to buy or not to buy savoury sauce and the 
decisions concerning choices within that product category were guided by the same FRL 
dimensions, that is, convenience, being open to additional information, and self-fulfilment in food. 
The choice of the actual products was also guided by novelty and planning. When the product 
choices were evaluated with the attribute – consequence linkages, the greatest number of linkages  
led to household economy, then to pleasure, quality, and self-respect. 

All the label information linkages were associated with the FRL convenience dimension. Label 
information – self-respect also had a positive association with price/quality relation and label 
information – quality linkage with being open to additional information.  

The flavour-quality linkage appeared to be a typical choice criterion for the adventurous lifestyle. 
Positive associations were found not only with that factor but also with the novelty, looking for new 
ways, self-fulfilment, and planning dimensions. Flavour bringing pleasure however was the choice 
criterion for the convenience dimension of the snacking lifestyle beside the snacking factor 
associated with that linkage. The flavour – economy linkage had associations with the novelty and 
eating out/social event dimensions.  

Being open to additional information was associated with three genuine ingredient linkages, namely 
those leading to quality, household economy, and pleasure. The genuine ingredients – quality 
linkage was associated with the snacking lifestyle, which indicates the associations with the 
convenience and being open to additional information dimensions. Expected pleasurable 
consequences were favoured however by the adventurous lifestyle with the novelty, self-fulfilment 
in food, and being open to additional information dimensions. Use of a shopping list associated with 
the genuine ingredients – pleasure linkage. Respondents who thought this were highly educated, 
had children in the family, and were relatively young. Getting self-respect from the skill of 
evaluating genuine ingredients was associated only with convenience.  

Two out of five savoury sauce-buying respondents reported avoiding additives in such products. 
Those who regarded themselves as skilful shoppers were associated with both snacking and an 
adventurous lifestyle. It is therefore understandable that the being open to additional information, 
novelty, looking for new ways, and convenience dimensions were associated with the linkage no 
additives – self-respect. These dimensions also associated positively with the no additives – 
pleasure linkage but, of the lifestyle factors, only the adventurous lifestyle factor did so. Economic 
thinking linked to the attribute no additives was associated only with planning and the Riihimäki 
respondents. If the choice was based merely on ethical aspects, the linkage was no additives – 
responsibility.  

Over half of the savoury sauce-buying respondents chose the ease of use attribute. They expected 
primarily to get economic and quality related benefits. Both these linkages were associated with 
convenience, ease of use – quality, as well as with planning, ease of use – household economy and 
with using a shopping list and eating out/social event.  

When the original attribute use by date was combined with the traditional Finnish flavour attribute, 
which only a few had chosen, the new aggregated attribute was named safe choice. The linkage safe 
choice – household economy was associated with planning dimension and with the snacking 
lifestyle factor. Here I want to restate that the household economy consequence consists of the 
original consequences quick to prepare, easy to prepare, can be stocked up at home, and doesn’t pay 
to prepare everything yourself. The safe choice – household economy  linkage was found among 
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respondents with medium and high occupation status. The other linkage, safe choice – self-respect, 
was also associated with planning, but with the importance of product information, price/quality 
relation, planning dimensions, and with the conscientious lifestyle factor as well.  

Feeling self-respect for the skills one has attained in making price evaluations was clearly 
associated with both the adventurous and snacking lifestyles. The price – self-respect linkage had 
positive associations with the being open to additional information, novelty, looking for new ways, 
convenience, and self-fulfilment in food dimensions. This kind of thinking was found among 
relatively young respondents and among those who had children in the family. By contrast, those 
who paid attention to package material for responsibility reasons were conscientious respondents, 
despite that linkage also being associated with convenience and self-fulfilment in food, dimensions 
which did not load on the conscientious lifestyle factor. 

To summarize the choices of savoury sauce attribute – consequence linkages, the adventurous, 
snacking, enthusiastic, and conscientious lifestyle factors seemed to lead to very different linkage 
choices. For the adventurous lifestyle, flavour was a clue to quality, genuine ingredients raised 
expectations of pleasurable experiences, and no additives and price were linked to self-respect. 
Unlike the choices of the adventurous lifestyle, the snacking lifestyle was associated with reversed 
attribute-benefit linkages , i.e., genuine ingredients was linked with quality and flavour with 
pleasure. Other dimensions that were associated with the snacking lifestyle were safe choice – 
household economy, the genuine ingredients, no additives attributes, and price was linked with self-
respect. The linkages that the enthusiastic lifestyle was associated with were label information – 
household economy and package material – responsibility. The conscientious lifestyle had a 
positive association with the ease of use – pleasure and safe choice – self-respect linkages. The 
moderate or uninvolved lifestyle factor did not associate with any savoury sauce linkages nor with 
the choice of the product category overall.  

Goat cheese 

The decisions concerning the choice of buying or not buying goat cheese and the decision within 
the product category were guided by the same FRL dimension, which was looking for new ways. In 
addition, the conscientious lifestyle factor was associated significantly with both steps in the 
decision-making process and, in addition, the adventurous lifestyle factor indicated association but 
not significantly. The decision to buy goat cheese was in general significantly associated with being 
open to additional information, health, price/quality relation, novelty, planning, self-fulfilment in 
food, and social relationships, in addition to the looking for new ways dimension that was common 
to the choice of the actual cheese product. The following step, that is, choosing the product, was 
also guided by use of a shopping list. It is also noteworthy that goat cheese is not a convenience 
product nor is the choice of this product evaluated by how convenient goat cheese is to prepare or 
use otherwise.  

It seems that goat cheese is an urban product. Over half of the Töölö respondents and almost half 
from Herttoniemi favoured buying goat cheese; in other regions, only about a quarter did so (see 
Appendix 11.4.). Interestingly, the oldest respondents seemed to be most familiar with the product. 

One of the most popular goat cheese attributes was having a distinctive taste. The original attributes 
of adequate fat content and good savoury taste or adequate saltiness as the term in Finnish was 
formulated in the questionnaire were included in this aggregated attribute. It was linked most of all 
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with pleasure, but also with health. The rather unexpected linkage distinctive  taste – health 
indicated some association with the FRL quality aspect health28 and with low income.28 Distinctive 
taste – pleasure was associated with novelty.  

The using a shopping list dimension had a positive association with the freshness – self-respect, use 
by date – self-respect, and low fat content/lactose-free – health linkages. The consistency – quality, 
distinctive taste – health, price – self-respect linkages were associated with the looking for new 
ways dimension. Although looking for new ways loads on adventurous lifestyle, that factor did not 
associate with those linkages. Instead, the enthusiastic lifestyle associated with the consistency – 
quality linkage. Package material linked to self-respect showed association with the conscientious 
lifestyle. The moderate lifestyle showed some association (p=0.057) with freshness – self-respect. 
Respondents who had chosen that linkage were all living in a partnership. No significant differences  
were found between respondent groups with the above-mentioned linkages, but with other linkages. 
Education level differentiated the choice of two linkages: relatively many of the respondents with 
low education level chose the linkage use by date – household economy, and relatively few of the 
intermediately educated thought that the freshness of cheese brought pleasure. Respondents who 
had children in the family had chosen the consistency – pleasure and price – self-respect linkages  
more often and the use by date – household economy linkage less often than respondents in another 
lifecycle. The consistency – pleasure and price –self-respect linkages were typical choices of 
respondents in the 30-45 years age group as distinct from other age groups. 

Pudding 

Dessert pudding appears to be a typical convenience product and a snack. This view was backed by 
the fact that the FRL convenience dimension was associated with the buying behaviour for pudding. 
In addition, the snacking lifestyle factor had a positive association with favouring this product 
category. The decisions within the product category on the other hand were guided by uninvolved 
and enthusiastic lifestyle factors. The dimensions that showed a positive association with the choice 
linkages were importance of assortment, price criterion, snacks vs. meals, and social relationships.  

The person who buys pudding does so not only for herself/himself but in many cases for the family, 
as became evident in the linkages and the dimensions associated with the linkages. The social 
relationships dimension associated positively with the linkages between the variety and price 
attributes with the caring for the well-being of family members consequence. The variety – caring 
for the well-being of family members linkage was more typical among respondents in Töölö and 
Riihimäki and those who had children in the family or who were retired. Those who lived in adults-
only households would prefer to think that variety brings pleasurable experiences. The snacks vs. 
meals dimension was associated with the consistency – pleasure and with use by date – self-respect 
linkages. Price appeared to be an important attribute in choosing and perhaps inducing the purchase 
of pudding. The dimensions associated with the price linkages, price – pleasure and price – caring, 
were importance of assortment with both linkages and taste with the price – pleasure linkage. The  
price – caring linkage was associated with the price criterion as a way of shopping, self-fulfilment 
in food, and social relationships dimensions. This linkage was more popular among the youngest 
age groups and among unmarried respondents.  

                                                 

28 The p-value showing the significance of the association between speci fic taste-health and FRL health was p=0.071 
and income groups p=0.094. 
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6. VALIDITY AND RELIABILITY OF THE RESEARCH 

6.1. Validity 

Validity means the measuring instrument’s ability to generate results which are in accordance with 
the theory chosen and that the instrument measures relevant issues reliably. In order to examine 
relevant issues, there was a test-interview before the survey and then a laddering interview. The 
product questionnaire was formulated based on the results from the interviews. The same people 
that took part in the test-interview pre-tested the questionnaire on the internet prior to the actual 
survey.  

The construct validity of the Food-Related Lifestyle instrument has been extensively tested. For this 
research, some of the dimensions were modified. The ethical aspects and importance of additional 
information dimensions produced high reliabilities (Cronbach’s alpha 0.79 and 0.67 respectively). 
By contrast, the importance of assortment dimension is not a reliable factor. If that dimension is  
used in future studies, the statements constituting it must be revised. However, it did show 
significant positive associations with six attribute-consequence linkages and negative associations 
with two linkages.  

In the product questionnaire, the lists of consequences were examined after all the analysis had been 
done. Regarding the choice of savoury sauce, goat cheese and pudding, the question of whether the 
I’m a skillful shopper and I want to be sure about what to buy consequences were chosen arose in 
some cases because there was no clear financial benefit option given. These consequences were 
grouped into the aggregated consequence self-respect. The choices of price – self-respect linkages  
were scrutinized. The FRL dimensions that were associated with the price – self-respect linkage in 
choosing savoury sauce were being open to additional information, novelty, looking for new ways, 
and self-fulfilment in food. As these dimensions describe the lifestyle of adventurous and snacking 
behaviour, the linkage choice is explicable. With regard to the choice of goat cheese, price and 
price/quality – self-respect was associated with the dimensions enjoyment of shopping, price/quality 
relation, looking for new ways, and negatively with the snacks vs. meals dimension, i.e.,  
respondents favoured proper meals over snacking. Here again it is understandable that respondents 
who derive enjoyment from food-related tasks have a high opinion of their own skills. Finally, price 
– self-respect linked to the choice of desert pudding was associated with the using a shopping list 
dimension, which indicates a tendency to plan shopping ahead. Here again, I see no contradiction 
with the choices of the respondents. In fact, these findings support the argument of Gabriel and 
Lang (1995, 70), who claimed that finding real bargains raises the consumer’s self-esteem. Good 
bargains are not perceived as equal to low price or a price approriate to one’s disposable income, 
but rather as discovering a secret, a rare possibility, or unexpected opportunity. Presumably those 
who felt they were not given a suitable option to answer the question of why are prices important to 
you left the question unanswered. 

The FRL researchers have suggested that the FRL instrument makes it easier to understand and 
predict consumer product choices than do the abstract life goals. The results of this study showed 
that the choice of food products is very complex and varies a lot between consumers. The findings 
in this study seem to confirm that the FRL instrument explains the choice differences between 
consumers, as wel as revealing that the choice of product category is based on different evaluation 
from the evaluation of the product item within the product category. Thus the validity of the product 
questionnaire as an instrument to measure conceptually relevant issues can be accepted. 



91 
 

6.2. Reliability 

The reliability of a study bear on the quality of its results in that the results are consistent with other 
studies if the measures are repeated. When a respondent fills out a survey questionnaire, many 
distortions might exist. Answering survey questions requires some effort; respondents must 
interpret the meaning of the question, search their memory for information, integrate this into a 
judgement, and finally give an answer. If the respondent is or becomes tired before the answering 
task, is otherwise unmotivated, or the task is difficult for her/him, the answers may not be very 
accurate. In this study, the hypothetical bias in relation to the answering task cannot be considered a 
major problem, because shopping for food is a mundane task and answering the questions 
resembled a familiar decision-making situation for most respondents. In addition, similar results 
from two methods used in this study suggest that the results are reliable. There are a few points that 
need to be discussed, however. 

Filling in the questionnaires was a demanding task for the respondents. Fatigue may mean that 
answers concerning savoury sauce, goat cheese, and pudding might be incomplete. In addition, it 
was time-consuming to fill in the questionnaire. It is possible that some people who were willing to 
particiapte in this study at first did not find the time to do so. Indications of this are the facts that 
relatively many of the respondents were retired and that the proportion of the respondents over 60 
years of age was 1.6 times greater than the proportion of that age group in the population as a 
whole. 

Not all respondents answered the question “why is this attribute important to you” although they 
had chosen that particular attribute. Of the total number of attributes chosen, the no-response rates 
are: 
 lettuce attributes 10.8% 
 minced meat attributes 17.4% 
 savoury sauce attributes 15.4% 
 goat cheese attributes 17.8% 
 pudding attributes 12.2% 
 all products  14.2%. 

Another statistic shows better figures: the proportion of respondents who did not choose any 
consequence of the chosen attributes. Among the respondents who reported buying lettuce (127), 
seven did not ascribe any consequence to the attributes chosen, which is 5.4 percent of those 
respondents. The figures among minced meat, savoury sauce, goat cheese, and pudding buying 
respondents are 5.6 percent (7/125), 3.6 percent (2/56), 8.8 percent (5/57), and 5.1 percent (2/39) 
respectively. These statistics indicate that fatigue in answering the numerous questions is not the 
reason for no response. Rather the problem lies in whether the consequence lists were 
comprehensive enough. The most problematic were the price-related attributes, since 21.6 percent 
of the no-responses to the why-questions concerned these. However, in comparison with Gutman 
(1988, 08), who argued that about one in four of the interviewees in a laddering study may give just 
attributes, the information gathered in this study is relatively extensive.  

During the coding of the data, the original attributes and consequences were combined into groups 
of attributes and consequences. Some information is inevitably lost. In qualitative laddering studies, 
parallel coders are sometimes used with a view to improving the reliability of the study. However, if 
only one of the coders has been the actual interviewer, only the interviewer has the background and 
the context information that relates to the answers. Therefore, the aggregated codes may differ 
between coders. In fact, Grunert et al.  (2001, 78) suggest that the interviewers should code the data 
themselves and avoid using parallel coders. The coding process must be made as transparent as 
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possible. In this research, combining the original attributes was aided by statistical analysis. In 
addition, coding is described in detail and the aggregated elements and the original attributes and 
consequences forming these elements are displayed in the Appendices.  

It is customary in MEC analyses to reject some observations from the data by using cut-off levels. 
The aim is to exclude odd observations and outliers from the analysis, and to improve the reliability 
of the results. In this research, linkages that had the lowest frequencies were excluded from further 
analysis.  

Another limitation might result from the sample, which is somewhat biased regarding household 
income and education. Nevertheless, many researchers have had to face this problem since people 
who respond to a survey are typically more highly educated and have a higher income than the 
general population. In addition, the relatively small size of the sample may undermine the reliability 
and validity of the findings.Neither does the sample represent the whole population in Finland since 
it  was drawn from the district that covers 70 percent of the population. Nonetheless, the present 
study does contribute to the literature on food choice in general and specifically to understanding 
the product perceptions of consumers in the light of their food-related lifestyle. 

7. DISCUSSION 

As was presupposed in this research, consumers expect to get many benefits simultaneously from 
the products they buy and consume. In addition, Piiroinen and Järvelä (2006) proposed that 
although food is subject to simultaneous and diverse expectations, the expectations may vary 
between foodstuffs. Indeed, with the choice of each product that was investigated in this research, 
respondents pursued many benefits, as can be seen in Figure 7.1. The complex of choice becomes  
apparent in the fact that the number of AC-linkages per buyer of each product was four at the 
minimum. The lettuce and minced meat buyers’ choice was based on seven linkages, the savoury 
sauce and goat cheese buyers’ on five to six linkages, and the pudding buyers’ on four linkages. 
Since the respondents were not asked to rate their choices of attributes and consequences into order 
of importance, all choices were evaluated as equally important. Despite this, the combination of 
benefits sought differed between both products and respondents. Household economy, pleasure and 
quality were emphasized with the choice of lettuce. Quality was the most significant benefit in 
choosing minced meat, but health-related benefits were also often considered. The dominant 
benefits linked to savoury sauce were household economic benefits, expected pleasurable 
experiences, and a lift in self-respect. Household economy in this research meant optimizing time, 
effort and money in cooking and shopping. The choice of goat cheese appeared not to be an 
economic decision, self-respect, pleasure, and quality being included in the choice criteria. In 
choosing pudding, the respondents cared for the well-being of family members, and indulged their 
family or themselves. In many cases, shopping and cooking with the products was a way of self-
actualizing and the respondents had high self-esteem.  
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Figure 7.1. The Distribution of Linkages into Consequences; All Products 

Product choice is a process in which the product categories to consider is chosen first. This finding 
supports those from previous studies in that consumers categorize products into subgroups; for 
instance, according to healthfulness (see page 6). Thereafter, consumers make the decision which 
actual products to choose within the product categories that belong to the consideration set. The 
decisions related to the two levels of the process are guided by different evaluations. The decisions  
on choice of a product category and on the choice of a product within the category differed most in 
the choice of lettuce and minced meat. This phased evaluation did not come up during the 
interviews because the reason why the interviewees buy or do not buy some product category was 
not cavassed.  

The food-related lifestyle dimension health had a positive effect on favouring the lettuce product 
category but, in choosing between lettuce product alternatives, the FRL dimensions importance of 
product information, ethical aspects, and price/quality relation guided the choices most often. 
According to an earlier study, Finns believe that a proper meal consists of a warm dish, salad and 
company (Mäkelä 2002, 22). The results of this study corroborate this finding, since the lettuce-
buying consumers seemed to prefer eating socially. Presumably using lettuce is not routine or basic 
consumption since it appears to bring stimulation, so that using lettuce relates rather to experience 
or refined consumption (see page 8). This assumption is based on the findings that enthusiastic 
attitudes towards shopping and cooking were positively associated with lettuce-buying behaviour. 

Interestingly, the findings from this study indicate that the wholesomeness of a food product 
dominates over pleasure-giving features as motivator only in buying minced meat. In the study by 
Roininen et al. (2000, 66; see page 30) reduced fat food products were regarded by the interviewees  
as healthful but not pleasure-giving. In that study, the interviewees were asked to sort 32 foods into 
four categories: healthful and pleasure-giving, not healthful and pleasure-giving, healthful and not 
pleasure-giving, and not healthful and not pleasure-giving products. Foods that are usually 
consumed as a treat are considered as pleasure-giving in spite of fat content (mt. 77). According this 
study, healthiness in minced meat consists of many more attributes, not merely low fat content: 
freshness, perceptions about who has minced and packed the meat, trust in Finnish producers, a 
particular type of meat, and in addition, the right fat content are just important as low fat content. In 
other words, microbiological quality, right fat content, red or white meat signify healthfulness in 
minced meat. Yet another comment on choosing minced meat. When freshness was a guiding FRL 
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dimension in making the decision, respondents preferred meat sold over the counter or minced in 
the shop as well as paying attention to the right fat content. However, when they evaluated 
freshness as an intrinsic quality of the actual meat product, the FRL quality aspects of health, 
price/quality relation, and novelty, as well as the ways of shopping dimensions importance of 
product information and being open to additional information affected the choice. The respondents 
then expected to get quality, good value and healthy fresh meat.   

As far as fat content in meat is concerned, interesting differences came up in the views of what kind 
of meat is to be used for preparing enjoyable dishes. For the adventurous, the right fat content in 
meat, but lean meat for the conscientious and snacking lifestyle evoked expectations of pleasurable 
eating experiences. Education level differentiated these two views demographically, so that the 
highly educated shared the adventurous lifestyle view and the other view was more popular among 
least educated respondents.  

We saw that the snacking lifestyle factor was associated positively and significantly with the 
opinion that low fat content in minced meat is linked to pleasurable eating experiences. The results 
indicate that saving time and effort in shopping and food preparation is not done at any cost 
however, since the expected product benefits should be worth the money. For instance, it is not 
worth paying for excess fat in meat. The FRL dimension convenience and snacking vs. meals was 
positively associated with many price or price/quality and even packaging evaluations from the 
household economy perspective. The same associations applied to the snacking lifestyle factor. A 
snacking lifestyle was found among respondents who were living without a partner, that is, they 
were unmarried, divorced or widowed.  

The convenience, being open to additional information, and self-fulfilment in food dimensions 
guided the choices  of savoury sauce in general, but also the choices within the product category. In 
other words, those consumers who consider themselves excellent cooks and get high self-esteem 
from cooking and eating appreciate savoury sauce. The snacking lifestyle was associated with the 
linkages that lead to expectations of various benefits, such as quality, household economy, pleasure 
and self-respect. The adventurous lifestyle showed an association with the linkages leading to 
pleasurable experiences, and to quality and self-respect. The choices that the enthusiastic lifestyle 
factor associated with were related to responsibility and self-respect. Paying attention to various 
quality aspects, including ethical aspects, were related to conscientious lifestyle. Where the 
conscientious lifestyle was associated with many benefits linked to the choice of lettuce, minced 
meat, and goat cheese, it did not associate with any in choosing savoury sauce. Perhaps this type of 
product is not a typical product for the conscientious lifestyle or for the moderate or uninvolved 
lifestyles either.  

Consumers who buy and use goat cheese seem to be interested in various aspects in shopping, 
cooking, and dining. They actively seek information that assists them in food-related tasks, are 
receptive to new ideas, make manifold food quality evaluations, and value social relationships. 
They find self-fulfilment in cooking and socializing around food, convenience not being the top 
priority. It must be mentioned, however, that the urban Helsinki respondents consume goat cheese 
in the main. 

A well-known fact is that consumers associate wholesomeness in food with low fat and low salt 
content. However, the results of this study indicate that this is not always the case. In choosing goat 
cheese, the respondents were of the opinion that adequate fat content and salt content in cheese is 
healthful. Furthermore, this view was significantly associated with the FRL health dimension. In 
other words, health orientation in general was directed towards that opinion. Perhaps the 
respondents have categorized goat cheeses strongly as wholesome food products, and have 
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internalized the fact that a certain saltiness and fat content are intrinsic quality aspects of this 
product category. Another explanation comes from the findings by Luomala et al. (2006; see page 
30). The overall healthy well-being of body and soul allows occasional delicacies. Overly strict and 
pervasive health rules may mar one’s joy in life and consequently undermine mental health. Thus 
the finding in this study supports the view of Luomala et al. that the concept of health should be 
broadened. Good health consists of the physical, mental, and social well-being of a person. 

Pudding appears to be a typical convenience product, a snack, and an everyday delicacy. The 
snacking lifestyle factor had a positive association with favouring that product category. The 
decisions within the product category on the other hand were guided by uninvolved and enthusiastic 
lifestyle factors. As Figure 7.1. shows, the benefits sought by choosing pudding were caring for the 
well-being of family members, pleasure, self-respect, and household economy. This explains which 
dimensions were associated with the importance of assortment, price criterion, snacks vs. meals, 
and social relationships linkages. As became evident during the interviews, price and special offers  
are important in encouraging consumers to buy the product. That is, consumers expect to be 
tempted to buy pudding. 

The rather problematic modified dimension importance of assortment was reduced to include just 
two statements that had the highest inter-item correlation. The statement I prioritize grocery shops 
that have service counters was discarded. However, this dimension had a significant positive 
association with the linkages originating from the attribute minced meat sold over the counter or 
minced in the shop and leading to the consequences quality and health. One in four of the minced 
meat-buying respondents chose this attribute. Besides, decisions indicating willingness to buy 
different types of lettuce for pleasurable reasons and locally or organically grown lettuces for 
quality reasons were associated with the importance of assortment dimension. Their behaviour 
appeared to be accordant with either the conscientious29 or snacking30 food-related lifestyle. Thus 
the results indicate that there might be a hidden need for service counters or other forms of 
interaction between shop personnel and the client. The fact that the Finnish neighbourhood shops 
are based on self-service probably affected the answers concerning the importance of this FRL 
dimension. Why rate that dimension highly if the service is rarely available? 

The decision to add a consultative interview to the field study proved to be very useful. Most of the 
attributes and consequences in the questionnaire originate from the answers of the interviewees. I 
doubt that I would have become aware of the following attributes or consequences simply by 
reading the previous literature: right fat content, good savoury taste, attractively displayed in the 
shop, I want to get a specified amount for fear of eating too much, suitable for the purpose, can be 
stocked up at home, easy to serve nicely, makes it easier to teach children healthy eating habits, 
tempts one to eat, and cheers me up. Some of the answers or stories of the interviewees added a 
deeper meaning to the survey results. In other words, the results from the interviews helped in 
interpreting and cross-verifying the survey results. Thus the triangulation of different research 
methods proved to be beneficial in this study. 

8. CONCLUSION 

It has been postulated that consumers form quite permanent categories of products and situations in 
order to ease the burden of constant decision-making (see page 6). Results from this study indicate 

                                                 

29 The conscientious lifestyle factor was associated with the meat sold over the counter/minced in shop – health linkage 
and the type of lettuce - pleasure linkage.  
30 The snacking lifestyle factor was associated with the meat sold over the counter/minced in shop – quality linkage. 
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that this product categorization does exist. Particular lifestyles were associated with particular 
product categories, although the actual choice within a product category appeared to be a different 
matter.  

The food-related lifestyle appeared to function as a script both in categorizing products into 
acceptable and unacceptable products and in choosing the actual products. Further, this study 
demonstrated that the FRL is a valid instrument in consumer economics studies. The choice of food 
products is very complex and varies a lot between consumers. The findings in this study confirm 
that the FRL instrument explains the choice differences between consumers, providing evidence 
that food-related lifestyle factors predict choice behaviour.  

There were indications that goat cheese as a product category belongs to the adventurous lifestyle 
choice set. Within product categories, this lifestyle factor was associated with choice of minced 
meat and savoury sauce. The results of this study show that Finnish meat means quality to the 
adventurous consumers, who pay attention to package size for health reasons probably because they 
want to avoid eating too much. Enjoyable meat dishes are prepared by using a type of meat that has 
the right fat content. The price of meat is irrelevant. In choosing savoury sauce, the adventurous 
lifestyle was associated with flavour, which signified quality; pleasurable eating experiences were 
linked to genuine ingredients and no additives in sauce. Feeling self-respect for one’s skill in 
evaluating price as well as avoiding additives in savoury sauce was associated with adventurous 
lifestyle. This lifestyle was found among highly educated respondents who most often were from 
both Helsinki regions and Riihimäki.  

The conscientious lifestyle associated with the goat cheese product category showed some 
association with lettuce. In choosing lettuce and minced meat, this lifestyle showed very elaborate 
judgements. Lettuce quality was evaluated by reading labels, price was checked for reasons of 
economy, and certain lettuce types raised pleasurable expectations. In order to be a responsible 
consumer, the conscientious chose lettuce and meat that was produced locally or in Finland or was 
an organic product. When the conscientious consumer buys meat over the counter or meat that is 
minced and packed in the shop, he/she does so for quality and health reasons, probably thinking that 
such meat is fresh since freshness was also linked with health. Their opinion was that delicious 
meat dishes are made of lean meat. Convenience in using savoury sauce was linked to pleasurable 
experiences. They had a high opinion of their own skills as buyers of savoury sauce and goat 
cheese. This lifestyle noted product package material as well. Overall, this lifestyle was most 
concerned about ethical aspects as well as appreciating products that are grown or produced 
organically or locally or in Finland. None of the demographic variables could significantly 
characterize this lifestyle.  

Lettuce was the only product category associated with the enthusiastic lifestyle factor. However, 
this factor was not associated with any lettuce choice linkage. Neither did it associate with the 
choice of minced meat. This finding was rather unexpected since this lifestyle is interested in 
cooking, gets enjoyment from shopping and finds self-fulfilment in food-related tasks. In choosing 
savoury sauce, goat cheese, and pudding this lifestyle was associated with some linkages that 
referred to evaluations from the quality, household economy, and responsibility perspectives. 

The product categories that suit the snacking lifestyle are minced meat, savoury sauce, and pudding. 
In choosing products, the snacking lifestyle was associated positively with evaluations of price or 
price/quality and even packaging from the household economy perspective. Price evaluation even 
brings self-respect. Pleasure was linked to the appearance and price of lettuce, lean meat, and the 
flavour of savoury sauce. The snacking lifestyle was not associated with the goat cheese product 
category or with the linkages choosing goat cheese. It appeared that it is insignificant to the 
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snacking lifestyle whether the food products have been produced organically or locally or in 
Finland. This lifestyle was more typical among respondents who were unmarried, divorced or 
widowed. In other words, the snacking lifestyle can be found in many age groups. 

The moderate lifestyle appears in planned shopping and cooking behaviour. This factor did not 
associate with any product category. On the contrary, it showed no signs of buying behaviour linked 
to savoury sauce or pudding. Besides, the moderate lifestyle did not associate with any 
responsibility linkage. On the contrary, it associated negatively with some of those linkages. That 
lifestyle was the only lifestyle factor that considered lettuce grown in Finland to be healthful. Like 
the conscientious consumer, the moderate lifestyle person would buy minced meat over the counter 
or meat that is minced in the shop. However, the moderate lifestyle person would buy meat that way 
for other reasons. Presumably then the meat dishes taste better or the shopping experience is  
enjoyable since the choice was based on expected pleasurable experiences. Moderate lifestyle was 
found among respondents who had low or medium occupational status and had children living with 
them or were retired. The uninvolved lifestyle factor associated only with the choice of pudding.  

For this research, the FRL dimension positive attitudes to advertising was modified to include many 
kinds of information search, including the internet, TV, magazines, and other people. This new 
dimension proved to be very robust and reliable in finding differences in product choice. The results 
of this study indicate that the being open to additional information dimension could be used to 
predict choice behaviour. This dimension was associated positively with the buying behaviour of 
the savoury sauce and goat cheese product categories. Within product categories, this dimension 
guided the evaluations of minced meat, savoury sauce, and pudding. Another remark is worth 
mentioning: the information gathered with that dimension shifted considerably from the original 
dimension. Yet another observation needs to be taken into consideration. The lack of specialty 
shops in Finland may have forced Finns to find ways to get round the problem and to actively look 
for special and new products and their suppliers. The findings that additional information is not 
gathered only by those who enjoy cooking and like to try out new recipes from foreign culinary 
cultures suggest this conclusion, but also by those who seek convenience in preparing meals and 
like to dine out. Actively seeking many kinds of information seems to be a customary way of 
behaving in the adventurous and snacking lifestyles. Based on the knowledge this study produced, I 
suggest that the positive dimension attitudes to advertising should be brought into the internet and 
social networks era. Being open to additional information as an FRL dimension would fit into this 
era better. 

The results indicate that consumers’ conceptions of wholesomeness in food have various  
dimensions. Low fat content and salt content are often linked to perceptions of healthful food. 
However, healthiness in minced meat consists of many more attributes; freshness, perceptions about 
who has minced and packed the meat, trust in Finnish producers, particular types of meat, and in 
addition, the right fat content are as important as low fat content. In other words, microbiological 
quality, right fat content, red or white meat signify healthfulness in minced meat. Even a certain 
saltiness in goat cheese is considered healthful. In addition, some wholesome quality aspects bring 
pleasure to consumers. There were indications of the view of Luomala et al. (2006) that the concept 
of health should be more holistic, including not merely physical health but also mental and social 
well-being.  

According to this report, consumers create individual benefit packages from the same visible 
products and these packages differ between consumers and are much more than core product. What 
is remarkable is the finding that the offerings of the retail stores affect consumer evaluations of the 
products even if the consumer is not buying that product at that time. This became evident with the 
value creation for fresh lettuce: how attractively the lettuces are displayed in store can have a great 
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impact on the consumers. The store can ruin or save one’s day. Thus, the shopping experience in 
itself can offer positive benefits to shoppers. This suggests that the consumers perceive the stores 
not only as functional platforms to do the grocery shopping but also as space to get experiences as 
Laaksonen et al. (2008) have claimed.  

The opinions of consumers who shop in neighbourhood stores were assessed as most valuable. 
Numerous neighbourhood stores have been closed down in the last few decades. Consumers have 
therefore been forced to drive long distances to larger stores. However, consumers would like to 
have grocery stores within walking distance of home. At the same time, since they prefer grocery 
stores where they can get everything they need in one visit, great expectations ride on the 
assortments of relatively small shops. Any knowledge that would facilitate building the customized 
assortments and service in the neighbourhood stores would be beneficial for both consumers and the 
companies operating the stores. The results of this study indicate that the food-related lifestyle 
instrument alone could be used to study and to predict the choice behaviour of consumers. This 
means that retail business could use the instrument in order to know and understand their customers 
better and thus create shop-specific offerings for their clientele. Better customer satisfaction means 
more visits to the store and consequently better inventory turnover and better profitability.  

It must be remembered that this research measured intentional behaviour to buy certain products. 
Thus, the effect of the buying situation and other context factors were not within the scope of this 
research. Such factors may play an important role in the actual choice of a product. The choice of 
food in this research reflects the intentions that consumers try to satisfy in the food-buying situation. 
As previous research has indicated, physical health concerns especially give way to taste or price 
considerations in supermarkets.  

Because of the sample size and method, it is not possible to generalize the results to all grocery 
shoppers in Finland. The results indicated, however, that some patterns in consumer food choice 
might be found. Today’s consumers are often described as hybrid-consumers who combine 
different lifestyles in various situations. In addition, marketers have found it is difficult to service 
them. However, according to the findings in this study, consumers have challenging food-related 
lifestyles that guide their buying behaviour and these lifestyles can be measured. Still more research 
is needed to test the applicability of the FRL instrument to a larger population, to investigate the 
guiding role of the FRL instrument in choice of different food product categories as well as within 
certain product categories in more depth.  
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APPENDIX 1. COVER LETTER TO RESPONDENTS (in Finnish) 

TUTKIMUS LÄHIKAUPAN ASIAKKAIDEN MIELTYMYKSISTÄ 

Hyvä lähikaupan asiakas, 

tämän väitöstutkimuksen avulla pyrin saamaan selville, minkälaisia ruokaan ja elintarvikkeisiin 
liittyviä mieltymyksiä lähikaupan asiakkailla on; onko asiakkaiden mieltymysten välillä 
kauppakohtaisia eroja, alueellisia eroja, elämäntapaan liittyviä eroja. Tutkimuksen tulokset voivat 
parantaa asiakkaiden huomioimista lähikauppojen valikoiman muodostamisessa.  

Mielipiteesi on hyvin tärkeä! Pyydän sinua täyttämään nämä kaksi kyselylomaketta internetissä 
osoitteessa https://elomake.helsinki.fi/lomakkeet/14311/lomake.html ja 
https://elomake.helsinki.fi/lomakkeet/15857/lomake.html.  
Halutessasi voit täyttää kyselylomakkeet myös paperilla ja lähettää ne postitse valmiiksi täytetyssä 
kirjekuoressa.  

Kyselylomakkeen olen jakanut kahteen eri lomakkeeseen. Ensimmäinen koostuu kuudesta osiosta. 
Osioissa 1-5 kysyn sinun valintaperusteitasi viiden eri elintarvikkeen ostotilanteessa. Lopuksi 
osioissa 6 on muutama taustatietokysymys. Koko lomaketta ei ole pakko täyttää yhdellä kertaa, 
vaan myös internetissä olevan lomakkeen voi tallentaa ja jatkaa täyttämistä myöhemmin. 
Vastaamiseen menee aikaa 20-30 min. Toisessa kyselylomakkeessa selvitän ns. ruokaan liittyvää 
elämäntapaa. Tämän lomakkeen täyttämiseen menee aikaa 15-20 min.  

Kiitän etukäteen osallistumisestasi tutkimukseeni ! 

Sirpa Uimonen 
MMM, kuluttajaekonomian jatko-opiskelija 
Helsingin yliopisto 
puh. 050-3831979 
sirpa.uimonen@helsinki.fi 
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APPENDIX 2. QUESTIONNAIRE (in Finnish) 

KYSELYLOMAKE 1 

 Tutkimus lähikaupan asiakkaiden mieltymyksistä 

1. Tuoresalaatti 

Ostatko kaupasta tuoresalaattia?    

 kyllä             
 en osta (siirry kohtaan 2. Jauheliha s. 4) 

Jos vastasit kyllä, ajattele, että olet kaupassa valitsemassa tuoresalaattia. Mitkä ominaisuudet 
ovat sinulle tärkeitä, kun valitset tuoresalaattia? Vastaa ruksaamalla kyllä tai ei. Kaikkiin niihin 
ominaisuuksiin, joihin olet ruksannut kyllä, valitse lisäksi peruste, miksi tuo tuoteominaisuus on 
sinulle tärkeä. Vaihtoehtoiset perusteet ovat erillisellä paperilla. Kirjoita tyhjälle riville mieleisesi 
perusteen tai perusteiden numerot.  

1. Onko rapeus sinulle tärkeä, kun valitset kaupassa tuoresalaattia? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
2. Onko tuoteseloste sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
3. Onko napakkuus, ryhdikkyys, sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
4. Onko se, että tuote ei ole valmiiksi pakattu sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
5. Onko se, että tuote on pakattu kelmuun, sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
 
6. Onko värikylläisyys sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
7. Onko salaattilajike sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
8. Onko kotimaisuus sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  
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 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 

9. Onko näyttävä ulkonäkö sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
10. Onko riittävä koko sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
11. Onko se, että salaatti on tuotettu lähialueella, sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
12. Onko se, että salaatti on tyhjöpakattu, sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
13. Onko se, että salaatti on ruukussa, sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
14. Onko hinta / laatusuhde sinulle tärkeä, kun valitset kaupassa tuoresalaattia  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
15. Onko hintaan nähden riittävä koko sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
16. Onko edullinen hinta sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
17. Onko se, että salaatti on sesongin / kauden tuote sinulle tärkeä, kun valitset kaupassa 
tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
18. Onko uutuus sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
19. Onko sillä, että salaatit ovat kauniisti esillä kaupassa, sinulle tärkeää, kun valitset kaupassa 
tuoresalaattia?  

 ei 
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 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 
numero erilliseltä paperilta) 

20. Onko erikoistarjous sinulle tärkeä, kun valitset kaupassa tuoresalaattia?  
 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero viereiseltä sivulta) 
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2. Jauheliha 

Ostatko kaupasta jauhelihaa?    

 kyllä             
 en osta (siirry kohtaan 3. Valmis ateriakastike tai kastikepohja s.6) 

Jos vastasit kyllä, ajattele, että olet kaupassa valitsemassa jauhelihaa. Mitkä ominaisuudet ovat 
sinulle tärkeitä, kun valitset jauhelihaa? Vastaa ruksaamalla kyllä tai ei. Kaikkiin niihin 
ominaisuuksiin, joihin olet ruksannut kyllä, valitse lisäksi peruste, miksi tuo tuoteominaisuus on 
sinulle tärkeä. Vaihtoehtoiset perusteet ovat erillisellä paperilla. Kirjoita tyhjälle riville mieleisesi 
perusteen tai perusteiden numerot.  

1. Onko se, että jauheliha on naudan paistista jauhettu sinulle tärkeää, kun valitset kaupassa 
jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
2. Onko sinulle tärkeää se, että jauheliha on sika-nautaa, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
3. Onko sinulle tärkeää se, että jauheliha on naudan jauhelihaa, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
4. Onko sinulle tärkeää se, että liha on muusta kuin sian tai naudan lihasta jauhettua, kun valitset 
kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
5. Onko sinulle tärkeää se, että liha on vakuumipakattu, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
6. Onko sinulle tärkeää se, että jauheliha on jauhettu ja pakattu kaupassa, kun valitset kaupassa 
jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
7. Onko sinulle tärkeää se, että jauheliha myydään palvelutiskiltä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
8. Onko sopiva rasvan määrä sinulle tärkeä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
9. Onko vähärasvaisuus sinulle tärkeä, kun valitset kaupassa jauhelihaa? 
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 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
10. Onko lihan väri sinulle tärkeä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
11. Onko kotimaisuus sinulle tärkeä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
12. Onko hinta sinulle tärkeä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
13. Onko tuoreus sinulle tärkeä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
14. Ovatko selkeästi merkityt tuotetiedot, kuten päiväykset, rasvaprosentti, tuotantopaikka, sinulle 
tärkeitä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
15. Onko pakkauskoko sinulle tärkeä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
16. Onko luomutuotettu sinulle tärkeä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
17. Onko sinulle tärkeää se, että liha on peräisin lähialueelta, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
18. Onko erikoistarjous sinulle tärkeä, kun valitset kaupassa jauhelihaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
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3. Valmis ateriakastike tai kastikepohja 

Ostatko kaupasta valmiita ateriakastikkeita tai kastikepohjia?    

 kyllä             
 en osta (siirry kohtaan 4. Vuohenjuusto s. 9) 

Jos vastasit kyllä, ajattele, että olet kaupassa valitsemassa valmista ateriakastiketta tai 
kastikepohjaa. Mitkä ominaisuudet ovat sinulle tärkeitä, kun valitset näitä tuotteita? Vastaa 
ruksaamalla kyllä tai ei. Kaikkiin niihin ominaisuuksiin, joihin olet ruksannut kyllä, valitse lisäksi 
peruste, miksi tuo tuoteominaisuus on sinulle tärkeä. Vaihtoehtoiset perusteet ovat erillisellä 
paperilla. Kirjoita tyhjälle riville mieleisesi perusteen tai perusteiden numerot.  

1. Ovatko aidot valmistusraaka-aineet sinulle tärkeitä, kun valitset kaupassa valmista 
ateriakastiketta tai kastikepohjaa?  

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
2. Onko lisäaineettomuus sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
3. Ovatko eksoottiset maut sinulle tärkeitä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
4. Onko erikoiskastike sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
5. Onko valmistamisen nopeus sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 

6. Ovatko useat makuvaihtoehdot sinulle tärkeitä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
7. Ovatko mukana tulevat reseptit sinulle tärkeitä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
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 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 
numero erilliseltä paperilta) 

8. Ovatko päiväysmerkinnät sinulle tärkeitä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
9. Ovatko selkeät käyttöohjeet sinulle tärkeitä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero viereiseltä sivulta) 
10. Onko pakkauskoko sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
11. Onko pakkausmateriaali sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
12. Onko tuoteseloste sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 

13. Onko perinteinen suomalainen kastike sinulle tärkeä, kun valitset kaupassa valmista 
ateriakastiketta tai kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
14. Onko hinta sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
15. Onko uutuus sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 

16. Onko kiinteä rakenne sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
 



9 
 

17. Onko erikoistarjous sinulle tärkeä, kun valitset kaupassa valmista ateriakastiketta tai 
kastikepohjaa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
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4. Vuohenjuusto 

Ostatko kaupasta vuohenjuustoa?    

 kyllä             
 en osta (siirry kohtaan 5. Jälkiruokavanukas s. 11) 

Jos vastasit kyllä, ajattele, että olet kaupassa valitsemassa vuohenjuustoa. Mitkä ominaisuudet 
ovat sinulle tärkeitä, kun valitset vuohenjuustoa? Vastaa ruksaamalla kyllä tai ei. Kaikkiin niihin 
ominaisuuksiin, joihin olet ruksannut kyllä, valitse lisäksi peruste, miksi tuo tuoteominaisuus on 
sinulle tärkeä. Vaihtoehtoiset perusteet ovat erillisellä paperilla. Kirjoita tyhjälle riville mieleisesi 
perusteen tai perusteiden numerot.  

1. Onko juustolaji ja –tyyppi sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
2. Onko tuoreus sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
3. Onko se, että juusto on kokonainen, ei paloiteltu tai viipaloitu, sinulle tärkeää, kun valitset 
kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
4. Onko se, että juusto on valmiiksi paloiteltu tai viipaloitu sinulle tärkeää, kun valitset kaupassa 
vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
5. Onko sopiva suolaisuus sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
6. Onko koostumus, rakenne, sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
7. Onko riittävä rasvaisuus sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
8. Onko vähärasvaisuus sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 

9. Ovatko päiväysmerkinnät sinulle tärkeitä, kun valitset kaupassa vuohenjuustoa? 
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 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
10. Onko pakkausmateriaali sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
11. Onko selkeä tuoteseloste sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
12. Onko hinta sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
 
13. Onko hinta / laatusuhde sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
14. Onko laktoosittomuus sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
15. Onko uutuus sinulle tärkeä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
16. Ovatko erikoistarjoukset sinulle tärkeitä, kun valitset kaupassa vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
17. Onko se, että saa käsin kosketella vaihtoehtoja sinulle tärkeää, kun valitset kaupassa 
vuohenjuustoa? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
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5. Jälkiruokavanukas 

Ostatko kaupasta jälkiruokavanukasta?    

 kyllä             
 en osta (siirry kohtaan 6. Taustatiedot s.13) 

Jos vastasit kyllä, ajattele, että olet kaupassa valitsemassa jälkiruokavanukkaita. Mitkä 
ominaisuudet ovat sinulle tärkeitä, kun valitset jälkiruokavanukasta? Vastaa ruksaamalla kyllä tai 
ei. Kaikkiin niihin ominaisuuksiin, joihin olet ruksannut kyllä, valitse lisäksi peruste, miksi tuo 
tuoteominaisuus on sinulle tärkeä. Vaihtoehtoiset perusteet ovat erillisellä paperilla. Kirjoita tyhjälle 
riville mieleisesi perusteen tai perusteiden numerot.  

1. Ovatko makuvaihtoehdot sinulle tärkeitä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
2. Ovatko erikoistarjoukset sinulle tärkeitä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
3. Onko kastikemaisuus sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
4. Onko helposti syötävä sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
5. Onko pakkauskoko sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 

6. Onko tuttu maku sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
7. Ovatko päiväysmerkinnät sinulle tärkeitä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
8. Onko hinta sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
9. Onko selkeä tuoteseloste sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
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 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 
numero erilliseltä paperilta) 

10. Onko vähärasvaisuus sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 
 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
11. Onko uutuus sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
12. Onko pakkausmateriaali sinulle tärkeä, kun valitset kaupassa jälkiruokavanukasta? 

 ei 
 kyllä, koska __________________ (kirjoita tähän mieleisesi perusteen tai perusteiden 

numero erilliseltä paperilta) 
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6. Vastaajan taustatiedot 

1. Minkä lähikaupan asiakkaana olit, kun sait tietää tästä tutkimuksesta? 

 xxx, Riihimäki 

 xxx Herttoniemi, Helsinki 

 xxx Reposaari, Pori 

 xxx, Karkkila 

 xxx Töölö, Helsinki 

2. Mikä on syntymäpäiväsi? ___________________________ (merkitse ppkkvvvv) 

3. Mikä on sukupuolesi? 

 nainen 

 mies  

4. . Mikä on siviilisäätysi? 

 naimaton 

 avoliitossa 

 naimisissa 

 eronnut 

 leski  

 5. Mikä tai mitkä seuraavista kuvaavat parhaiten talouttasi? Valitse yksi vaihtoehto. 

 taloudessa on vain yli 18-vuotiaita aikuisia 

 taloudessa on alle 6-vuotiaita lapsia 

 taloudessa on alle 18-vuotiaita lapsia tai nuoria 

 taloudessa on vain eläkeikäisiä 



15 
 

6. Mikä on taloutesi koko? 

lapsia _________________ henkeä 

aikuisia _______________ henkeä  

7. Mikä on ylin koulutuksesi? 

 korkeakoulututkinto 

 ammattikorkeakoulututkinto 

 opistotutkinto 

 ammattikoulututkinto 

 ylioppilas 

 peruskoulu / kansakoulu 

8. Mikä näistä ammattiryhmistä kuvaa parhaiten sinun ammattiasemaasi? 

 johtavassa asemassa 

 ylempi toimihenkilö 

 alempi toimihenkilö 

 työntekijä 

 yrittäjä 

 maatalousyrittäjä 

 opiskelija 

 ei työelämässä 

9. Mitkä olivat taloutenne yhteenlasketut bruttotulot (tulot ennen veronpidätystä) vuonna 2008 
euroina? Vastaa tuhannen euron tarkkuudella. 

_________________________________ euroa/vuosi  

 

LÄMMIN KIITOS VASTAAMISESTASI ! 

Pyydän, että vastaat myös toiseen kyselylomakkeeseen, jossa väittämien avulla selvitetään ns. 
ruokaan liittyvää elämäntapaa.  
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APPENDIX 3. LIST OF CONSEQUENCES ENCLOSED WITH THE QUESTIONNAIRE. 
(In Finnish) 

1. TUORESALAATTI 
Tämä tuoresalaatin ominaisuus on minulle tärkeä, koska: 
 

1. tuntuu pureskeltaessa 
2. saan vastinetta rahalle 
3. siitä saa ryhdikkään salaatin 
4. salaatti on käyttökelpoinen pidempäänkin 
5. ei tarvitse käydä joka päivä kaupassa 
6. silloin vitamiinit ovat tallella 
7. edistää terveyttä 
8. tuntuu hyvältä suussa 
9. tulee hyvä olo 
10. vaihtelua aterioille  
11. siitä tehty ruoka on kaunis esillä lautasella tai pöydässä 
12. on erilaisia käyttötarkoituksia 
13. kotoinen tunne 
14. ei mene hukkaan 
15. laatu on silloin parempi  
16. edistää lasten opettamista syömään terveellisesti 
17. houkuttelee syömään 
18. silloin salaatti on tuoretta 
19. haluan olla vastuullinen kuluttaja 
20. siinä ei silloin ole vieraita kemikaaleja 
21. olen taitava ostaja 
22. minulla on tietyt eettiset periaatteet, joita haluan noudattaa  
23. en pidä siitä, että moni ihminen on kosketellut tuoresalaattia  
24. tuo iloisen mielen 

2. JAUHELIHA 

Tämä jauhelihan ominaisuus on minulle tärkeä, koska: 

1. sopii käyttötarkoitukseen 
2. ei tule hävikkiä 
3. lihainen maku 
4. muutama käyttöpäivä kotona 
5. saa vaihtelua 
6. saa ruokaa nopeasti 
7. saa monenlaista ruokaa 
8. haluan olla varma lihan tuoreudesta 
9. haluan saada juuri sopivan määrän, että ei tule syötyä liikaa 
10. haluan saada juuri sopivan määrän, että ruokaa ei menisi hukkaan 
11. en pidä pakkauskaasusta 
12. helppo valmistaa ruokaa 
13. on terveellistä 
14. maistuu hyvältä 
15. haluan tiettyä lihaa tai lihaseosta 
16. olen taitava ostaja 
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17. olen kiinnostunut  eläinten kohtelusta 
18. noudatan lääkärin ohjeita 
19. minulla on tietyt eettiset periaatteet, joita haluan noudattaa 
20. suosin perinteisiä ruokia 
21. huomioin perheenjäsenten mielipiteet ja maun 

3. VALMIS ATERIAKASTIKE TAI KASTIKEPOHJA 

Tämä ateriakastikkeen tai kastikepohjan ominaisuus on minulle tärkeä, koska: 

1. maistuu hyvältä 
2. kotona tehdyn tuntuinen 
3. nopea valmistaa ruokaa 
4. täyteläinen maku 
5. saa valmistettua erikoisiakin aterioita kotona 
6. saa vaihtelua 
7. helppo valmistaa ruokaa 
8. voi varastoida kotona vaikkapa hätävarastona 
9. olen taitava ostaja 
10. kaikkea ei kannata valmistaa itse 
11. suosin kierrätettäviä pakkausmateriaaleja 
12. minulla on tietyt eettiset periaatteet, joita haluan noudattaa 
13. noudatan lääkärin ohjeita 
14. haluan tietää, mitä ostan 
15. huomioin perheenjäsenten mielipiteet ja maun 

4. VUOHENJUUSTO 

Tämä vuohenjuuston ominaisuus on minulle tärkeä, koska: 

1. eri käyttötarkoituksiin 
2. sopivan kirpeä maku 
3. helppo käyttää 
4. nopea valmistaa ruokaa 
5. siitä saa herkkuja 
6. helppo paistaa  
7. tuo vaihtelua 
8. edistää terveyttä 
9. voi varastoida kotona vaikkapa hätävarastona 
10. olen taitava ostaja 
11. suosin kierrätettäviä pakkausmateriaaleja 
12. haluan välttää turhaa jätettä 
13. maistuu hyvältä 
14. minulla on tietyt eettiset periaatteet, joita haluan noudattaa 
15. noudatan lääkärin ohjeita 
16. haluan tietää, mitä ostan 
17. huomioin perheenjäsenten mielipiteet ja maun 

5. JÄLKIRUOKAVANUKAS 

Tämä jälkiruokavanukkaan ominaisuus on minulle tärkeä, koska: 
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1. arkista herkuttelua 
2. terveellinen karkin korvike 
3. haluan välillä hemmotella itseäni 
4. haluan välillä hemmotella perheenjäseniäni 
5. tuo vaihtelua 
6. nopeaa ruokaa 
7. sopii marjojen kanssa syötäväksi 
8. minulla on tietyt eettiset periaatteet, joita haluan noudattaa 
9. noudatan lääkärin ohjeita 
10. haluan tietää, mitä ostan 
11. olen taitava ostaja 
12. voi varastoida kotona 
13. huomioin perheenjäsenten mielipiteet ja  maun 
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APPENDIX 4.  THE FRL QUESTIONNAIRE (in Finnish)   
 

1. Vastaajan taustatiedot 

 Mikä on syntymäpäiväsi? ___________________________ (merkitse ppkkvvvv) 

Mikä on sukupuolesi? 

 nainen 

 mies  

2. Väittämät. Kunkin väittämän kohdalla ympyröi se vaihtoehto väliltä täysin eri mieltä - täysin 
samaa mieltä , mikä parhaiten vastaa mielipidettäsi. 

1. Elintarvikkeiden tuoteselosteet ovat minulle tärkeitä. Haluan tietää mitä tuote pitää sisällään 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä
        

2. (Älä vastaa tähän, jos asut yksin) Muut perheen jäsenet auttavat keittiötöissä, esimerkiksi 
pilkkovat vihanneksia. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

3. Ostan ja käytän vain sellaisia elinarvikkeita, jotka ovat minulle tuttuja. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

4. Minua ei kiinnosta lainkaan ruokakaupassa käynti. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

5. Minulle ruoan maku on tärkeää. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

6. Useimmiten en ole päättänyt ennen kauppaan menoa, mitä ostan. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

7. Minulle on tärkeää, että tiedän hinnan vastaavan elintarvikkeen laatua. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

8. Perinteiset ruokaohjeet ovat parhaita.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

9. Käytän mieluiten luomuelintarvikkeita.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

10. Syön koko ajan jotain, eikä minulla ole koskaan nälkä aterioilla.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

11. Vertailen kaupassa elintarvikkeita lukemalla tuote-etiketteja ennen kuin teen valinnan.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

12.  Mielestäni hyvässä ruokakaupassa on palvelutiski.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

13. Vertailen hintoja tuotevaihtoehtojen välillä saadakseni mahdollisimman hyvää laatua hintaan 
nähden.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

14. Arkisin käytän/käytämme paljon valmisruokia.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 
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15. Huomaan, jos säännöllisesti ostamieni elintarvikkeiden hinnat ovat muuttuneet.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

16. Ostan aina lähialueella tuotettua ruokaa, kun sitä on kaupassa tarjolla.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

17. Haluan ruokavalinnoillani huolehtia perheeni/ystävieni hyvinvoinnista.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

18. En halua käyttää liikaa aikaa ruoan valmistamiseen. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

19. Minusta on vastenmielistä, jos joudun muuttamaan ruokailutapojani.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

20. Ostan mielelläni sellaisia elintarvikkeita, joista olen saanut käyttövinkkejä tv:stä, lehdistä tai 
internetistä 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

21. Kun valmistan ruokaa, tärkeintä on maku. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

22. Pidän enemmän tuoreista elintarvikkeista kuin elintarviketeollisuuden jalostamista  
elintarvikkeista. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

23. Perheessäni napostelu on yleisempää kuin pöydän ääressä aterian syöminen. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

24. Opettelen valmistamaan eksoottisia ruokia.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

25. Niin arkisin kuin viikonloppuisin valitsen kaupan, josta saan juuri ne elintarvikkeet,  mitä 
haluan. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

26. Naisen vastuulla on pitää perhe terveenä monipuolisia aterioita tarjoamalla.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

27. Syön/Syömme usein kodin ulkopuolella kahviloissa, pikaruokapaikoissa tai ravintoloissa. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

28. Tutustun kaupan tarjouksiin etukäteen ennen kauppaan menoa.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

29. Pakatuissa elintarvikkeissa on se hyvä puoli, että niistä on helppo tarkistaa päiväykset, 
viimeisen käyttöpäivän ja parasta ennen päiväykset. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

30. Olen valmis maksamaan vähän lisähintaa luomuelintarvikkeista ja reilun kaupan tuotteista. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

31. Suunnittelen pari päivää etukäteen, mitä ruokaa syömme. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

32. Nykyään vastuu ruokakaupassa käynnistä ja ruoan valmistamisesta pitäisi olla yhtä lailla 
miesten kuin naisten vastuulla.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

33. Tutut elintarvikkeet tuntuvat minusta turvallisilta. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 
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34. (Älä vastaa tähän, jos asut yksin) Perheenjäsenet osallistuvat keittiötöihin kuten tiskistä 
huolehtimiseen ja pöydän kattamiseen.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

35. Ruoan terveellisyys on minulle tärkeä valintaperuste, kun ostan elintarvikkeita kaupasta.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

36. Tärkeintä kaupassa on minulle sopiva valikoima. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

37. Muiden kulttuurien ruokajutut ja ruokareseptit innostavat minua kokeilemaan uudenlaisia 
ruokia.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

38. Minusta on kiva, kun syödessä on juttuseuraa. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

39.  Minulle elintarvikkeiden tuoreus on tärkeä. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

40. Minusta on kiva kokeilla kauppoihin tulevia uusia elintarvikkeita.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

41. Haluan aina tietää elintarvikkeen hinnan ennen kuin ostan. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

42.  Käyn mielelläni perheenjäsenten ja/tai ystävien kanssa syömässä kodin ulkopuolella. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

43. Käytän mielelläni runsaasti aikaa keittiössä aterioiden valmistamiseen. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

44. Saan ruokavaikutteita toisilta ihmisiltä.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

45. Kokoonnun usein ystävieni/ystäviemme kanssa yhdessä laittamaan jotain helppoa ja mutkatonta 
ruokaa. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

46. Ruokaostosten tekeminen on minusta kuin pieni elämysmatka. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

47. Ennen kuin menen ruokakauppaan, teen ostoslistan. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

48. Irtomyynnissä myytävät hedelmät, vihannekset, liha ja kala ovat minusta tuoreimpia. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

49. Pyrin välttämään lisäaineita sisältäviä elintarvikkeita.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

50. Elintarvikkeiden ravintoarvo on tärkeämpi kuin maku. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

51. Itsetuntoni kohoaa, kun ruoanvalmistustaitoani kehutaan. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

52. Einekset,  ruokapakasteet ja säilykkeet helpottavat arkipäivinä paljon minun/perheeni ruoan 
valmistusta. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

53. Minusta ruoan valitseminen kaupassa on mukavaa.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 
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54. Olen taitava kokki. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

55. Perheen/ystävien yhdessäolo ruokaillessa on tärkeämpää kuin itse ruoka. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

56. Suosin vähärasvaisia elintarvikkeita.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

57. Mielestäni keittiö on naisten valtakuntaa. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

58. Tv, lehdet ja internet auttavat minua tekemään parempia ostopäätöksiä.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

59. Käytän paljon puolivalmisteita, kuten esimerkiksi kastikesuurusteita, pakastettuja 
keittojuureksia, maustettuja tuorejuustoja. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

60. Painan muistiini, mitä minun pitää ostaa kaupasta. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

61. Se, mitä syömme iltaruoaksi, on usein viime hetken päätös. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

62. Ruoan valmistuksesta pitää selvitä nopeasti. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

63. Syöminen on minulle kokonaisvaltainen aistikokemus: haistamista, maistamista, silmän iloa ja 
tunnustelemista. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

64. Minusta hinta-laatu –suhde on tärkeämpi kuin varsinainen hinta.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

65. Syön heti jotain,  jos on pieninkin nälän tunne.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

66. Minusta ruoanvalmistus pitää suunnitella etukäteen.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

67. Minusta on kiva kokeilla uusia ruokia, joita en ole ennen maistanut. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

68. (Älä vastaa tähän jos asut yksin) Meillä muutkin kuin minä laittavat ruokaa. 
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 

69. Kokeilen uusia reseptejä.  
täysin eri mieltä     1           2           3           4           5           6          7      täysin samaa mieltä 
 

 

LÄMMIN KIITOS VASTAAMISESTASI ! 
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APPENDIX 5.  AGGREGATED CONSEQUENCES  

C1 Quality 

Lettuce: al dente feeling in the mouth, good quality, sign of freshness, I don’t like other people 
having touched the product 

Minced meat: suitable for the purpose, variety for dishes, I want to be certain about the freshness of 
the meat, I want a particular meat or meat mixture, I favour traditional dishes 

Savoury sauce: tastes as if homemade, makes it possible to prepare unusual meals  

Goat cheese: for various cooking purposes, ease of use, easy to fry 

Pudding: is a good complement to berries 

C2 Household economy 

Lettuce: value for money, keeps usable longer, no need to shop every day, various purposes, no 
waste 

Minced meat: no waste, lasts a few days for use at home, quick to prepare, I want a precise amount 
of meat because I want to reduce waste, easy to prepare 

Savoury sauce: quick to prepare, easy to prepare, can be stocked up at home, it doesn’t pay to 
prepare everything yourself 

Goat cheese: quick to prepare, can be stocked up at home 

Pudding: quick to prepare, can be stocked up at home 

C3 Healthiness 

Lettuce: contains vitamins, contributes to health, no chemicals  

Minced meat: I want a precise amount of meat for fear of eating too much, contributes to health, I 
follow doctor’s advice 

Savoury sauce: I follow doctor’s advice 

Goat cheese: contributes to health, I follow doctor’s advice 

Pudding: healthy sweet, I follow doctor’s advice 

C4 Pleasure and aesthetics 

Lettuce: gives good texture in lettuce dishes, feels good in the mouth, gives good feeling, variety for 
meals, familiar favour, easy to serve nicely, tempts one to eat, it cheers me up 

Minced meat: meaty taste, brings variety, I don’t like package gas, tastes good 

Savoury sauce: good taste, full-flavoured, brings variety 
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Goat cheese: piquant taste, can be used for delicacies, brings variety, good taste 

Pudding: everyday gourmandizing, occasionally I want to treat myself, brings variety  

C5 Responsibility 

Lettuce: I want to be a responsible consumer, I have certain ethical principles which I follow 

Minced meat and savoury sauce: I am interested in animal welfare, I follow certain ethical 
principles 

Goat cheese: I favour recyclable materials, I try to reduce waste, I follow certain ethical principles 

Pudding: I follow certain ethical principles  

C6 Caring for the well-being of family members 

Lettuce: makes it easier to teach children healthy eating habits 

Minced meat, savoury sauce, and goat cheese: I cater for family members’ taste and opinions 

Pudding: occasionally I want to treat my family members, I cater for family members’ tastes and 
opinions 

C7 Self-respect 

Lettuce and minced meat: I am a skilful shopper 

Savoury sauce, goat cheese, and pudding: I am a skilful shopper, I want to be sure about what to 
buy 
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APPENDIX 6.  GROUPING THE ORIGINAL ATTRIBUTES  

Appendix 6.1. Bivariate correlations (Kendall’s Tau) between lettuce attributes 

Lettuce 
aggregated 
attributes 

 
 

Kendall’s Tau 
correlations (N 
in parentheses) 

   

1. appearance  crispness firm structure intense colour mouth-watering 
 crispness (113) 0.177* (106) 0.322**(71) 0.120 (72) 
 firm structure 0.177* (106) (120) 0.370** (77) 0.302** (76) 
 intense colour 0.322** (71) 0.370** (77) (79) 0.567** (57) 
 mouth-watering 0.120 (72) 0.302** (76) 0.567** (57) (80) 
2. packaging  not pre-packed pre-packed in 

foil(?) 
in vacuum pack in pot 

 not pre-packed (36) 0.948** (12) 0.816 (3) 0.047 (18) 
 pre-packed in 

foil(?) 
0.948** (12) (36) 0.286 (8) 0.163 (15) 

 in vacuum pack 0.816 (3) 0.286 (8) (16) -- (5) 
 in pot 0.047 (18) 0.163 (15) --(5) (38) 
3. label 
information 

label 
information 

(51)    

4. type of 
product 

 variety novelty   

 variety (71) 0.739 (7)   
 novelty 0.739 (7) (11)   
5. Finnish 
produce 

Finnish 
produce 

(98)    

6. local or 
product in 
season 

 locally 
produced 

product in 
season 

  

 locally 
produced 

(50) 0.394* (30)   

 product in 
season 

0.394* (30) (54)   

7. price/quality  sufficient size price/quality sufficient size 
for price 

 

 sufficient size (77) 0.448** (59) 0.752** (60)  
 price/quality 0.448** (59) (90) 0.751** (71)  
 sufficient size 

per price 
0.752** (60) 0.751** (71) (80)  

8. price  reasonable 
price 

special offer   

 reasonable 
price 

(53) 0.717** (27)   

 special offer 0.717** (27) (34)   
9. attractively 
displayed in the 
shop 

attractively 
displayed in the 
shop 

(88)    

* significant at the 0.05 level 
** significant at the 0.01 level  
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Appendix 6.2. Bivariate correlations (Kendall’s Tau) between minced meat attributes 

MINCED MEAT  
aggregated 
attributes 

 
original attributes 

 
Kendall’s Tau 
correlations (N in 
parentheses) 

  

1. freshness  colour of meat freshness  
 colour of meat (100) 0.398** (91)  
 freshness 0.398** (91) (115)  
2. label information  label information vacuum 

packed 
 

 label information (107) 0.538** (40)  
 vacuum packed 0.538** (40) (43)  
3. over the counter/ 
minced and packed 
in the shop 

  minced 
and packed in the shop 

over the 
counter 

 

  minced and packed in 
the shop 

(27) 0.432** (20)  

 over the counter 0.432** (20) (38)  
4. package size package size (78)   
5. type of meat  pork-beef fatty beef other than 

pork  
or beef 

 pork-beef (39) 0.175 (16) 0.681* (14) 
 fatty beef 0.175 (16) (58) 0.425* (20) 
 other than pork or beef 0.681* (14) 0.425* (20) (30) 
6. right fat content  lean beef right fat 

content 
 

 lean beaf (19) 0.331 (16)  
 right fat content 0.331 (16) (85)  
7. lean lean (78)   
8. Finnish origin Finnish origin (101)   
9. locally or 
organically 
produced 

 organically  
produced 

locally 
produced 

 

 organically produced (27) 0.446 (14)  
 locally produced 0.446 (14) (29)  
10. price  price special offer  
 price (57) 0.812**(38)  
 special offer 0.812** (38) (47)  

* significant at the 0.05 level 
** significant at the 0.01 level  
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Appendix 6.3. Bivariate correlations (Kendall’s Tau) between savoury sauce attributes 

SAVO URY 
SAUCE 
aggregated 
attributes 

 
original attributes 

 
Kendall’s Tau 
correlations  (N in 
parentheses) 

  

1. label 
information 

 recipes included package size label 
information 

 recipes included (15) 0.191(8) 0.765* (10) 
 package size 0.191(8) (25) 0.384*(21) 
 label information 0.765* (10) 0.384* (21) (36) 
2. flavour  exotic flavours variety of flavours novelty 
 exotic flavours (19) 0.550* (17) --(3) 
 variety of flavours 0.550* (41) 0.612(5) 
 novelty --(3) 0.612 (5) (6) 
3. texture  genuine ingredients solid  
 genuine ingredients (41) 1.000** (3)  
 solid 1.000** (3) (5)  
4. no additives  no food additives specialty  
 no food additives (27) 0.783* (6)  
 specialty 0.783* (6) (20)  
5. ease of use  ease of use clear recommendations 

for use 
 

 ease of use (38) 0.522** (24)  
 clear recommendations 

for use 
0.522** (24) (32)  

6. safe choice  use by date traditional Finnish 
flavour 

 

 use by date (45) 0.408 (9)  
 traditional Finnish 

flavour 
0.408 (9) (9)  

7. package package material (21)   
8. price  price special offer  
 price (23) 0.442 (10)  
 special offer 0.442 (10) (12)  

* significant at the 0.05 level 
** significant at the 0.01 level  
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Appendix 6.4. Bivariate correlations (Kendall’s Tau) between goat cheese attributes 

GOAT CHEESE 
aggregated 
attributes 

original attributes Kendall’s Tau 
correlations  
(N in parentheses) 

  

1. freshness freshness (51)   
2. consistency  consistency whole piece sliced or cut 
 consistency (42) 0.708** (18) 0.866 (5) 
 whole piece 0.708** (18) (18) 0.775 (4) 
 sliced or cut 0.866 (5) 0.775 (4) (8) 
3. distinctive taste  good savoury taste adequate fat content  
 good savoury taste (45) 0.505** (30)  
 adequate fat content 0.505** (30) (33)  
4. use by date use by date (51)   
5. package material package material (22)   
6. label information  label information to be allowed to 

touch 
 

 label information (36) 0.775 (4)  
 being allowed to 

touch 
0.775 (4) (6)  

7. price   price price/quality special offer 
 price (20) 0.678** (20) 0.852** 

(14) 
 price/quality 0.678** (20) (39) 0.835** 

(17) 
 special offer 0.852** (14) 0.835** (17) (21) 
8. low fat or  
lactose free 

 low fat content lactose free  

 low fat content (26) --(4)  
 lactose free --(4) (8)  
9. type of cheese  sort or type of 

cheese 
novelty  

 sort or type of cheese (39) -- (3)  
 novelty -- (3) (4)  

* significant at the 0.05 level 
** significant at the 0.01 level  
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Appendix 6.5. Bivariate correlations (Kendall’s Tau) between pudding attributes 

PUDDING 
aggregated 
attributes 

original 
attributes 

Kendall’s Tau  
correlations  
(N in 
parentheses) 

   

1. variety  variety of 
flavours 

novelty   

 variety of 
flavours 

(32) 0.401 (5)   

 novelty 0.401 (5) (7)   
2. consistency  fluid  easy to eat familiar 

flavour 
low fat 
content 

 fluid (1) --(0) --(1) --(0) 
 easy to eat --(0) (17) 0.281 (9) 0.894* (5) 
 familiar flavour --(1) 0.281 (9) (20) 0.522 (8) 
 low fat content --(0) 0.894* (5) 0.522 (8) (13) 
3. package  package size package 

material 
  

 package size (24) 0.870* (6)   
 package material 0.870* (6) (9)   
4. price  price special offer   
 price (19) 0.821** (14)   
 special offer 0.821** (14) (15)   
5. label 
information 

 use by date label 
information 

  

 use by date (33) 0.704** (17)   
 label 

information 
0.704** (17) (19)   

* significant at the 0.05 level 
** significant at the 0.01 level  
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APPENDIX 7. INTERVIEW DATA IMPLICATION MATRICES  

Appendix 7.1. Implication matrix of the test-interviewees’ and the interviewees’ choice of 
lettuce 

LETTUCE infor-
mant 

no 
conse-
quence 

quali-
ty 

econo-
my 

health pleasu-
re 

respon-
sibility 

caring self-
res-
pect  

total 

1 appearance 1test  x   x   x 3 
 2test  x   x  x  3 
 3test  x x  x  x  4 
 1  x x  x    3 
 2   x  x  x  3 
 3   x  x    2 
 4  x x x x    4 
 6  x       1 
 7  x  x x  x  4 
 9  x x x   x  4 
 10    x x    2 
 11     x    1 
1 all linkages     8 6 4 10 0 5 1 34 
2 packaging 1test  x x x x    4 
 2test  x       1 
           
 5  x x      2 
 7   x      1 
2 all linkages     3 3 1 1       8 
3 label information                 0 
4 type of product  2     x    1 
 3   x  x    2 
 5  x   x    2 
 6     x    1 
 9  x       1 
 11  x       1 
4 all linkages     3 1   4       8 
5 Finnish origin 2test      x   1 
 3test      x   1 
 2     x    1 
 4  x x   x   3 
 6 x        1 
5 all linkages   1 1 1   1 3     7 
6 locally 
produced  

2test  x    x   2 

 3test  x  x  x   3 
 10    x  x   2 
6 all linkages     2   2   3     7 
7 price/quality 2test   x      1 
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 3test   x      1 
 3   x      1 
 4   x      1 
 10   x      1 
7 all linkages       5           5 
8 price 2   x      1 
 6   x      1 
 9   x      1 
8 all linkages       3           3 
9 displayed in the 
shop 

1test  x   x    2 

 2test  x       1 
 2  x       1 
9 all linkages     3     1       4 
linkages total  1 20 19 7 17 6 5 1 76 
%  1.3  26.3  25.0  9.2  22.4  7.9  6.6  1.3  100 .0 

 

Lettuce attributes 

1. Appearance: looking fresh, size, colour, intense colour, crisp, firm structure, no brown spots 
2. Packaging: in pot, packed in foil, not pre-packed, no packaging gas, vacuum packed 
3. Label information 
4. Type of product: arctic lettuce, suitable for the purpose, brings variety 
5. Finnish origin: Finnish 
6. Locally produced: locally grown, organically grown 
7. Price/quality: adequate size for the price, price/quality in general, season 
8. Price: price, inexpensive 
9. Displayed in the shop: general impressions of the quality of the vegetables and fruit, should be 
colourful, products not too tightly squeezed in, variety of lettuces to choose from, impressions of 
hygiene standards in the shop, tempts one to buy and eat 

Lettuce consequences  

1. Quality: sign of freshness and good quality,  
2. Economy: no or little waste, keeps a few days in the refrigerator, saves money, money saved can 
be used elsewhere, no need to shop every day, I get my money’s worth, for particular purpose, 
economical 
3. Health: all the vitamins are there, it is wholesome, no chemical residues,  
4. Pleasure and aesthetics: tastes good, good flavour, looks good on the plate, dishes up nicely, 
aesthetically attractive, feels good in the mouth, familiar taste, tempts one to eat 
5. Responsibility: gives/guarantees work to local people, ecologically reasonable, better for the 
environment, supports the Finnish economy 
6. Caring for well-being of family members: children learn to eat wholesome food, children learn to 
eat vegetables, family gets together, I want to give my children the best  
7. Self-respect: I want to show my skills, I get a good feeling of self-respect when I get good health 
through my food choices. 
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Appendix 7.2. Implication matrix of the interviewees’ choice of minced meat 

MINCED MEAT interviewees  0 quality economy health 
pleasure & 
aesthetics  

respon-
sibility 

self-
respect total 

1 freshness  1 
    

x 
 

 1 

 
5 

 
x 

    
 1 

 
6 

 
x 

    
 1 

 
7 

   
x 

  
 1 

 
9 

   
x 

  
 1 

1 linkages all     2   2 1    5 
2 industry packed              0 
3 over the counter  1 

  
x 

 
x 

 
 2 

or packed in the 
shop 3 

 
x 

  
x 

 

 
2 

 
4 

 
x 

 
x 

  
 2 

 
5 

 
x x 

 
x 

 
 3 

 
6 

  
x 

   
 1 

 
7 

     
x x 2 

 3 linkages all     3 3 1 3 1  11 
4 label information  2 

 
x x 

   
 2 

 
9 x 

     
 1 

4 linkages all   1 1 1        3 
5 package size 2 

  
x 

   
 1 

 
3 

  
x 

   
 1 

 
9 

  
x x 

  
 2 

5 linkages all       3 1      4 
6 type of meat 1 

    
x 

 
 1 

 
2 

 
x 

 
x x 

 
 3 

 
4 

 
x 

  
x 

 
 2 

 
5 

    
x 

 
 1 

 
7 

   
x 

  
 1 

 
8 

  
x 

   
 1 

 
9 

  
x 

   
 1 

 
11 

  
x 

   
 1 

6 linkages all     2 3 2 4    11 
7 right fat content 8 

    
x 

 
 1 

7 linkages all           1    1 

8 lean 1 
  

x x x 
 

 
3 

 
3 

  
x 

   
 1 

 
4 

 
x 

  
x 

 
 2 

 
7 

  
x 

   
 1 

 
10 

  
x 

   
 1 

8 linkages all     1 4 1 2    8 
9 Finnish produce 9 

   
x 

 
x  2 

9 inkages all         1   1  2 

10 locally/organi-
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cally 
produced 
10 linkages all              0 
11 price                 0 

        
 

  linkages total 
 

1 9 14 8 11 2 1 46 
% 

 
2.2  19.6  30.4 17.4  23.9  4.3  2.2 100 .0 

Minced meat attributes 

1. Freshness: freshly minced 
2. Industry packed 
3. Over the counter or packed in the shop: packed in the shop, freshly minced in the shop, minced 
from the meat I want and the amount I want 
4. Label information: sell-by date, packing date 
5. Package size 
6. Type of meat: minced beef, special meat type, variety, pork-beef, lean beef 
7. Right fat content: right fat content for the purpose 
8. Lean: low fat content, no unnecessary fat 
9. Finnish produce: minced from Finnish meat 
10. Locally/organically produced: organic product 
11. Price: price, inexpensive 

Minced meat consequences  

1. Quality: good quality 
2. Economy: less cleaning up after cooking, no waste, for particular purpose, easy to fry, easy to 
use, want to save money, keeps a few days in the fridge, I get my money’s worth 
3. Health: contributes to health, healthier than red (beef) meat, avoids food poisoning, not tempted 
to eat too much 
4. Pleasure and aesthetics: taste 
5. Responsibility: want to support local enterprises, I’m interested in animal welfare  
6. Caring for well-being of family members: 
7. Self-respect: I want to be served personally 
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Appendix 7.3. Implication matrix of the test-interviewees’ and the interviewees’ choice of 
savoury sauce 

SAVOURY 
SAUCE 

infor- 
mant 

quali-
ty 

econo-
my health 

plea-
sure 

respon-
sibilty caring 

self-
respect total 

1 label 
information 2test 

      
x 1 

1 linkages all 
        

1 
2 flavour 1test x 

  
x 

  
x 3 

 
2test 

   
x 

   
1 

 
1 

   
x 

   
1 

2 linkages all 
        

5 
3 texture 1 tst x 

  
x 

   
2 

3 linkages all 
        

2 
4 no additives 2test 

  
x 

    
1 

4 linkages all 
        

1 
5 ease of use 9 

 
x 

     
1 

 
11 

 
x 

     
1 

5 linkages all 
        

2 
6 safe choice 

        
0 

7 package 
        

0 
8 price 

        
0 

linkages total 
 

2 2 1 4 0 0 2 11 

Savoury sauce attributes 

1. Label information: ingredients, recipes or instruction for use 
2. Flavour: taste, genuine ingredients, ethnic food, exotic taste, variety 
3. Texture: firm texture 
4. No additives: no additives, no preservatives 
5. Ease of use: quick to prepare, easy to use 
6. Safe choice: tastes as if home made 

Savoury sauce consequences  

1. Quality: stays on steak/fish on the plate 
2. Economy: it does not pay to prepare everything yourself, saves time in cooking, easy to prepare 
3. Health: contributes to health 
4. Pleasure and aesthetics: taste, exotic taste, variety for taste, quality of life, good taste brings 
pleasure 
5. Responsibility: 
6. Caring for well-being of family members: 
7. Self-respect: I want to know what to buy 
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Appendix 7.4. Implication matrix of the test-interviewees’ and the interviewees’ choice of goat 
cheese 

GOAT CHEESE interviewee quality economy health pleasure responsibility caring 
self-
respect total 

1 freshness  1 
   

x 
   

1 
1 linkages all 

        
1 

2 consistency 1test 
 

x 
     

1 

 
2test 

 
x 

     
1 

 
1 x x 

     
2 

 
7 

 
x 

     
1 

 
9 

 
x 

     
1 

2 linkages all 
        

6 
3 distinctive taste 2test 

   
x 

   
1 

 
1 

   
x 

   
1 

 
2 x 

  
x 

   
2 

 
4 

   
x 

   
1 

 
6 

   
x 

   
1 

 
7 

   
x 

  
x 2 

3 linkages all 
        

8 
4 use by date 

        
0 

5 package material  9 
 

x 
  

x 
  

2 
5 linkages all 

        
2 

6 label information 
       

0 
7 price/quality 3test 

 
x 

 
x 

   
2 

 
9 

 
x 

     
1 

7 linkages all 
        

3 
8 low fat/lactose-free 3test 

  
x 

    
1 

 
5 

  
x 

    
1 

 
9 

  
x 

    
1 

8 linkages all 
        

3 
9 type of cheese 1test 

   
x 

   
1 

 
2test 

 
x 

 
x 

   
2 

 
3teat 

 
x 

 
x 

   
2 

 
1 

 
x 

 
x 

   
2 

 
2 

   
x 

   
1 

 
4 

   
x 

   
1 

 
6 

 
x 

     
1 

 
7 

 
x 

 
x 

 
x 

 
3 

 
9 

   
x 

 
x 

 
2 

9 linkages all 
        

15 
linkages total 

 
2 13 3 16 1 2 1 38 

% 
 

5.3  34.2  7.9  42.1  2.6  5.3  2.6  100 .0 
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Goat cheese attributes 

1. Freshness 
2. Consistency: firm slices, easy to slice, easy to fry 
3. Distinctive taste: taste, typical bitter taste, not too bitter, adequate fat content, savoury, delicate 
taste 
4. Use by date: shelf-life, use by date 
5. Package material: burnable material 
6. Label information 
7. Price/quality: price 
8. Low fat content/lactose-free: lactose-free, lean 
9. Type of cheese: feta-type, cut into cubes or slices, whole piece, type depending on the purpose 

Goat cheese consequences 

1. Quality: keeps firm in cutting or slicing, particular type for a particular purpose 
2. Economy: quick to prepare, ready to eat snack, effect on family economy, everyday 
gourmandising, can be stocked up even in the summer cottage, I can choose how to use it, reduces 
waste costs 
3. Health: I follow doctor’s advice 
4. Pleasure and aesthetics: variety for taste, delicacy, makes enticing dishes, good taste, good 
savoury taste 
5. Responsibility: avoid unnecessary waste  
6. Caring for well-being of family members: children get used to different tastes, children’s 
favourite dish, teach children to use different food products in cooking  
7. Self-respect: I’m an expert in cooking 

 

  



37 
 

Appendix 7.5. Implication matrix of the test-interviewees’ and the interviewees’ choice of 
pudding 

PUDDING interviewee quality economy health pleasure responsibility caring 
self-
respect total 

1 variety 2 
    

x x 
 

2 

 
11 

     
x x 2 

1 linkages all 
        

4 
2 consistency 3test 

  
x x 

   
2 

 
1 x 

      
1 

 
11 x 

 
x x 

   
3 

2 linkages all 
        

6 
3 package 3test 

   
x 

   
1 

 
2 

     
x 

 
1 

3 linkages all 
        

2 
4 price 3test 

 
x 

    
x 2 

 
3 

   
x 

   
1 

 
9 

   
x 

 
x 

 
2 

4 linkages all 
        

5 
5 use by date and label 3 test 

  
x 

    
1 

5 linkages all 
        

1 
linkages total 

 
2 1 2 5 1 4 2 18 

Pudding attributes 

1. Variety: favourite flavours for the family members, delicacy, familiar flavour, healthy sweet 
2. Consistency: custard type, easy to spoon up, firm consistency 
3. Package: ready to eat packages, multi-packages  
4. Price: special offer, price 
5. Use by date and label information: use by date, fat content, brand or producer 

Pudding consequences  

1. Quality: can be served with berries  
2. Economy: save money 
3. Health: healthy substitute for sweets 
4. Pleasure and aesthetics: everyday treat it brings pleasure just to look at the package, satisfies the 
impulse to get something sweet 
5. Responsibility: want to support Finnish employment 
6. Caring for well-being of family members: indulgence in something sweet, indulgence for 
children 
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APPENDIX 8. FACTOR ANALYSIS 

Appedix 8.1. Rotated Component Matrix and Naming the Six Factors 

 

Rotated Component Matrixa 

 
Component 

1 2 3 4 5 6 

importance of product 

inf ormation 

 .726     

being open to additional 

inf ormation 

.550   .578   

enjoyment of shopping   .607    

assortment 2 statements  .348    .499

price criterion   .305   .445

use of shopping list     .838  

healty  .685    -.327

price/quality  .734     

nov elty .881      

ethical aspects  .653     

taste      .733

freshness .308 .581     

interest in cooking   .636 -.435   

looking f or new way s .804      

conv enience    .631   

whole f amily    -.500   

planning     .778  

woman’s task -.392  .568 .343   

snacks versus meals    .641   

eating out/social event .557     -.378

self -f ulfilment in f ood .367  .653    

security -.658 .308     

social relationship  .320 .545   -.354

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalisation. 

a. Rotation converged in 7 iterations. 

These six factors explained 59.713% of the total variance.  
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Factor name  reliability Cronbach’s alpha 
1 adventurous lifestyle 0.786 
2 conscientious lifestyle 0.745* 
3 enthusiastic lifestyle 0.641 
4 snacking lifestyle 0.469 
5 moderate lifestyle 0.505 
6 uninvolved lifestyle 0.751 

* 0.751 if importance of product information with 2 statements (v1+v11) was used 
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Appendix 8.2. Bivariate Correlations between Importance of Product Information, 
Importance of Product Information 2 Statements and Other Dimension Variables Forming 
Factor 2. 

 

 importance of 
product 

information 

importance of 
product 

information 2 
statements 

importance of product 
information 

Pearson Correlation  1 .890** 

Sig. (2-tailed)  .000 

N 133 133 

product information 2 
statements 

Pearson Correlation  .890** 1 

Sig. (2-tailed) .000  

N 133 133 

health Pearson Correlation  .435** .448** 

Sig. (2-tailed) .000 .000 

N 128 128 

price/quality relation  Pearson Correlation  .490** .526** 

Sig. (2-tailed) .000 .000 

N 132 132 

ethical aspects  Pearson Correlation  .360** .358** 

Sig. (2-tailed) .000 .000 

N 132 132 

freshness  Pearson Correlation  .329** .298** 

Sig. (2-tailed) .000 .001 

N 130 130 

security  Pearson Correlation  .188* .144 

Sig. (2-tailed) .032 .102 

N 130 130 

 
** Correlation is significant at the 0.01 level (2-tailed). 
* Correlation is significant at the 0.05 level (2-tailed). 
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APPENDIX 9. THE ASSOCIATION BETWEEN FRL-DIMENSIONS OR FRL-FACTORS 
(in bold) AND CHOOSING/NOT CHOOSING THE PRODUCTS 

Product FRL dimension and FRL factor Mann-Whitney Test 
associating with choosing/ p (exact significance,  

  not choosing the product 2-tailed) U median 

LETTUCE LA1 health 0.007 207.5 
no N=8 14.00 
yes N=115 16.00 
LA6 freshness 0.019 242.0 
no N=8 16.50 
yes N=116 18.00 
VT6 woman's task 0.010 177.5 
no N=7 4.00 
yes N=116 9.00 
RT2 eating out/social event 0.046 274.0 
no N=8 6.00 
yes N=118 10.00 
F2 conscientious 0.055 90.0 
no N=5 -0.13 
yes N=74 0.15 
F3 enthusiastic 0.040 84.0 
no N=5 -0.65 
yes N=74 0.04 

MINCED MEAT LA4 ethical aspects 0.001 314.5   
no N=12 17.50 
yes N=115 11.00 
VT3 convenience 0.009 371.0 
no N=12 6.00 
yes N=113 10.00 
VT4 whole family 0.012 177.0 
no N=9 20.00 
yes N=79 15.00 
VT6 woman's task 0.024 405.0 
no N=12 3.50 
yes N=111 9.00 
F4 snacking 0.001 97.0 
no N=8 -1.26 
yes N=71 0.27 

SAVOURY SAUCE 
OT2 being open to additional 
information 0.033 1474.0   
no N=73 12.00 
yes N=52 13.00 
VT3 convenience 0.003 1310.0 
no N=73 9.00 
yes N=52 12.00 
OM1 self-fulfilment in food 0.007 1341.0 
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no N=72 15.00 
yes N=52 16.50 
F4 snacking 0.041 566.0 
no N=43 -0.20 
yes N=36 0.41 

GOAT CHEESE 
OT2 being open to additional 
information 0.040 1506.0   
no N=71 12.00 
yes N=54 13.00 
LA1 health 0.022 1409.5 
no N=70 16.00 
yes N=53 17.00 
LA2 price/quality ratio 0.001 1315.0 
no N=73 16.00 
yes N=54 18.00 
LA3 novelty 0.001 1191.5 
no N=69 13.00 
yes N=54 15.00 
VT2 looking for new ways 0.001 1243.0 
no N=70 12.50 
yes N=54 15.00 
VT5 planning 0.054 1485.5 
no N=69 12.00 
yes N=54 14.00 
OM1 self-fulfilment in food 0.001 1261.5 
no N=70 14.00 
yes N=54 16.50 
OM3 social relationships 0.039 1438.5 
no N=68 15.00 
yes N=54 16.00 
F2 conscientious2 0.049 555.0 
no N=47 0.04 
yes N=32 0.19 
F1 adventurous2 0.059 563.0 
no N=47 -0.03 
yes N=32 0.43 

PUDDING VT3 convenience 0.020 1200.5   
no N=88 9.00 
yes N=37 12.00 
VT4 whole family 0.048 633.5 
no N=59 17.00 
yes N=29 14.00 
F4 snacking 0.030 502.0 
no N=51 -0.25 
yes N=28 0.41 
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APPENDIX 10.  THE ASSOCIATION BETWEEN ATTRIBUTE-CONSEQUENCE 
LINKAGES AND FRL DIMENSIONS AND FRL FACTORS 

Appendix 10.1. The Association Between Attribute-Consequence Linkages and FRL-
Dimension and FRL-Factors in Choosing Lettuce (Mann-Whitney Test, exact significance) 

Lettuce 
N=128 
consequence 

linkage with 
an attribute 

frequenc
y of the 
linkage 

FRL dimension or 
FRL factor (in bold)  
associating with the 
link 

p  (2-
tailed) U 

N  
no link 

N  
link 
yes 

median 
no link 

median 
yes 
link 

quality appearance 106
importance of 
assortment 0.017 563.0 18 98   18.00 16.50 

 239 linkages     price criterion 0.044 612.5 17 97 19.50 15.00 

 
packaging 46price criterion 0.041 418.0 28 42 17.00 14.00 

   
freshness  0.024 392.5 28 41 20.00 18.00 

   
convenience 0.046 439.0 29 42 9.00 12.00 

      self-ful filment  0.039 422.0 29 41 17.00 15.00 

 

label 
information 8

importance of product 
information 0.005 534.0 111 7 15.00 18.00 

   
price/quality  0.041 561.5 112 7 17.00 18.00 

   
social relationships 0.039 517.0 109 7 15.00 17.00 

   
F2 conscientious 0.013 88.0 68 6 0.11 0.99 

  type of product  4           
 

  

  Finnish origin 33
importance of product 
information 0.016 1051.5 87 31 15.00 17.00 

 

locally 
produced/  28

importance of product 
information 0.038 1021.5 90 28 15.00 16.50 

 

organically 
grown 

 

importance of 
assortment 0.049 1346.0 88 28 16.50 18.00 

   
price/quality  0.004 905.0 91 28 17.00 18.00 

   
ethical aspects  0.009 944.0 91 28 11.00 13.50 

      snacks vs. meals 0.041 994.0 88 28 7.00 9.00 

 
price/quality  7

being open to additional 
information 0.049 1304.5 110 7 12.00 15.00 

      ethical aspects  0.050 944.0 112 7 11.00 16.00 

 

attractively 
displayed  in 
the shop 7

       
economy appearance 55

 importance of product 
information 0.013 1266.0 65 53 15.00 17.00 

242 linkages 
  

enjoyment from 
shopping 0.006 1193.0 65 52 14.00 16.00 

   
eating out/social event 0.051 1394.0 65 53 9.00 11.00 

   
social relationships 0.015 1236.0 63 53 15.00 16.00 

  packaging 35convenience 0.045 455.5 37 34 12.00 8.50 

 

label 
information 8shopping list 0.030 254.0 109 34 10.00 13.50 

   
ethical aspects  0.010 222.5 111 34 11.00 12.50 

 
type of product  27novelty 0.020 917.5 88 27 14.00 15.00 

      taste 0.039 971.5 88 27 17.00 17.00 
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mean 

  
16.27 17.52 

 
price/quality  83

importance of product 
information 0.045 1489.0 41 77 15.00 16.00 

   
price/quality  0.001 1287.0 42 77 16.00 18.00 

   
freshness  0.041 1430.5 40 76 18.00 19.00 

   
F2 conscientious 0.005 442.0 23 51 -0.35 0.24 

  price 34convenience 0.023 1087.0 85 32 9.00 12.00 

   
planning 0.023 1037.0 84 31 13.00 11.00 

   
snacks vs. meals 0.006 988.0 84 32      6.00 8.00 

 
    F4 snacking 0.020 133.0 51 23 -0.14 0.46 

healthiness appearance 21              

52 linkages 
label 
information 10

importance of product 
information 0.019 284.0 109 9 16.00 19.00 

   

enjoyment from 
shopping 0.001 196.0 108 9 14.00 20.00 

   
ethical aspects  0.010 262.5 110 9 11.0 16.00 

   
security  0.029 296.5 108 9 12.00 14.00 

  Finnish origin 21planning 0.001 471.0 98 17 12.00 15.00 

   
F5 moderate 0.032 223.0 63 11 -0.10 0.87 

pleasure appearance 85taste 0.027 1080.0 38 78 15.00 17.00 
220 linkages 

  
F4 snacking 0.014 377.0 23 51 -0.56 0.29 

  type of product  42
importance of product 
information 0.005 1210.5 77 41 15.00 17.00 

   

enjoyment from 
shopping 0.032 1296.5 77 40 14.00 16.00 

   

importance of 
assortment 0.009 1429.0 75 41 16.50 18.00 

   
health 0.008 1171.0 75 40 16.00 18.00 

   
price/quality  0.002 1161.0 78 41 17.00 18.00 

   
novelty 0.012 1216.0 74 41 14.00 15.00 

   
ethical aspects  0.023 1325.0 78 41 11.00 14.00 

   
freshness  0.030 1299.5 75 41 18.00 19.00 

   
 eating out/social event 0.019 1295.0 77 41 9.00 11.00 

   
social relationships 0.051 1303.0 76 41 13.50 16.00 

   
 F2 conscientious 0.009 439.0 48 26 0.06 0.41 

  Finnish origin 8social relationships 0.053   192.0 110 7 13.50 17.00 
  price/quality  9               
  price 7whole family 0.009 785.5 76 7 16.50 4.00 

   
 F4 snacking 0.039 133.0 67 7 -0.06 0.46 

 

attractively 
displayed  69

enjoyment from 
shopping 0.029 411.0 53 64 14.00 15.50 

   

importance of 
assortment 0.051 401.5 52 64 16.50 18.00 

   
price/quality  0.028 251.5 55 64 17.00 17.50 

      social relationships 0.029 313.5 52 64 15.00 15.00 
responsibility packaging 10health 0.003 108.0 59 9 16.00 20.00 
 93 linkages     freshness  0.013 154.0 59 10 18.00 21.00 
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label 
information 20health 0.025 670.5 96 19 16.00 19.00 

   
novelty 0.049 745.0 95 20 14.00 15.00 

   
ethical aspects  0.001 579.5 99 20 11.00 15.50 

   
interest in cooking 0.047 756.0 97 20 12.00 14.50 

      snacks vs. meals 0.010 658.0 96 20 7.00 4.00 

 
Finnish origin 36

importance of product 
information <0.001 941.0 84 34 15.00 18.00 

   

being open to additional 
information 0.058 1232.0 82 35 12.00 13.00 

   
health 0.017 1095.5 81 34 16.00 18.00 

   
price/quality  0.020 1182.5 84 35 17.00 18.00 

   
ethical aspects  0.000 894.5 84 35 10.20 14.00 

   
looking for new ways  0.044 1171.5 82 34    13.00 15.00 

   
F2 conscientious 0.007 352.0 54 20

      
0.03 0.70 

   
F5 moderate 0.018 382.0 54 20 0.12 -0.23 

  
locally 
produced/  27

importance of product 
information <0.001 665.0 93 25 15.00 18.00 

 

organically 
grown 

 
health 0.003 784.0 89 26 16.00 19.00 

   
price/quality  0.006 860.5 93 26

    
17.00 18.00 

   
ethical aspects  0.006 859.0 93 26

    
11.00 14.00 

   
freshness  0.003 736.0 92 24  18.00 20.00 

   
F2 conscientious <0.001 174.0 61 13 0.09 0.84 

  price/quality  5   0.020          

self-respect  price/quality  16self-ful filment  0.020 517.0 101 15 15.00 18.00 
27 linkages price 11price criterion 0.035 342.5 106 10 14.50 17.00 

   
F1 adventurous 0.031 32.0 71 3 0.20 -1.32 

total linkages 30 878
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Appendix 10.2. The Association Between Attribute-Consequence Linkages and FRL-
Dimension and FRL-Factors in Choosing Minced Meat (Mann-Whitney Test, exact 
significance)  

Minced 
meat N=125 
consequence 

linkage with an 
attribute 

frequency 
of the 
linkage 

FRL dimension and 
FRL factors associating 
with the linkage 

p  (2-
tailed) U 

N no 
link 

 
N link 
yes 

 
median 
no link  

median 
link 
yes  

quality freshness  86 F4 snacking 0.059 334.0 18 53 -0.30 0.41 
 323 linkages label information 65 freshness  0.004 1090.0 50 63 19.00 18.00 

  

over the counter 
or packed in the 
shop 28 price/quality  0.007 706.0 91 24 16.00 18.00 

   
freshness  0.007 664.5        90 23 18.00 20.00 

   
woman's task 0.031 689.0 89 22 8.00 10.50 

   
F2 conscientious 0.016 216.0 58 13 -0.04 0.51 

   
F4 snacking 0.055 248.0 58 13 0.06 0.53 

  package size 5 enjoyment from shopping 0.023 76.0 109 4 13.50 18.50 

   
importance of assortment  0.017 71.0 108 4 16.50 20.25 

   
health 0.012 62.5 107 4 18.00 20.00 

  type of meat  55 
importance of product 
information 0.046 1279.5 64 51 15.00 16.00 

   
use of shopping list 0.039 1208.5 60 52 14.00 13.00 

   
price/quality  0.002 1097.5 63 52 16.00 18.00 

   
social relationships 0.015 1101.5 60 50 15.00 15.50 

 
right fat content  34 price/quality  0.015 942.0 83 32 16.00 18.00 

   
freshness  0.021 917.5 82 31 18.00 19.00 

  Finnish origin 27 enjoyment of shopping 0.038 801.5 88 25 14.00 16.00 

   
use of shopping list 0.031 781.0 87 25 13.00 15.00 

   
woman's task 0.013 725.5 88 23 9.00 6.00 

  
  self-ful filment in food 0.023 737.5 88 24 15.00 17.00 

  
  F1 adventurous 0.032 300.0 54 17 0.04 0.38 

 

locally/organically 
produced 13     

     
 

price 10 novelty 0.011 195.5 103 8 14.00 16.50 

   
whole family 0.030 152.0 71 8 15.00 8.50 

   
woman's task 0.044 274.5 102 9 9.00 4.00 

economy freshness  47 ethical aspects  0.008 1216.5 106 44 11.00 10.00 
152 linkages label information 33 healthy 0.039 906.5 81 30 17.00 15.00 

   
freshness  0.019 890.5 83 30 19.00 17.50 

  
  F2 conscientious 0.002 284.0 50 21 0.20 -0.56 

 

over the counter 
or packed in the 
shop 10 using of shopping list 0.011 265.5 102 10 14.00 11.00 

 
package size 55 

being open to additional 
information 0.023 1184.0 63 50 12.00 13.00 

   
convenience 0.043 1219.5 64 49 10.00 11.00 

  
  whole family 0.005 497.0 40 39 17.00 13.00 

 
type of meat  7 using of shopping list 0.011 127.5 106 6 14.00 10.50 

   
freshness  0.017 140.5 107 6 18.00 21.00 
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F5 moderate 0.051 34.0 68 3 

      
0.02 -1.83 

health freshness  20 
importance of product 
information 0.001 435.5 97 18 

     
15.00 18.00 

197 linkages 
  

health 0.015 535.5 93 18 16.00 19.00 

   
price/quality  0.028 591.0 97 18 17.00 18.00 

  
  ethical aspects  0.004 503.0 97 18 10.00 14.50 

   
F2 conscientious 0.002 207.0 56 15 -0.07 0.66 

  
package 
information 14 

importance of product 
information 0.005 348.0 102 13 15.00 18.00 

  
  health 0.014 372.5 98 13 16.00 19.00 

 

over the counter 
or packed in the 
shop 8 

being open to additional 
information 0.007 120.0 107 6 12.00 16.00 

  
  F2 conscientious 0.045 54.0 67 4 0.09 1.01 

 
package size 13 novelty 0.027 399.0 98 13 14.00 15.00 

  
  self-ful filment in food 0.003 297.5 100 12 15.00 18.00 

   
F1 adventurous 0.012 97.0 64 7 0.10 1.20 

  type of meat  12 using of shopping list 0.045 352.0 101 11 14.00 15.00 

   
health 0.022 321.0 100 11 16.00 19.00 

  right fat content  59 health <0.001 882.0 57 54 15.00 18.00 

  
  price/quality  0.034 1275.5 59 56 16.00 17.00 

   
taste 0.035 1206.5 58 54 17.00 16.00 

   
F2 conscientious 0.020 429.0 35 36 -0.25 0.20 

  lean 58 health <0.001 835.0 58 53 15.00 18.00 

   
ethical aspects  0.046 1295.0 60 55 10.00 12.00 

  
  convenience 0.038 1231.0 60 53 9.50 12.00 

   
F2 conscientious 0.016 422.0 35 36 -0.25 0.23 

   
F6 uninvolved 0.036 448.0 35 36 0.32 -0.25 

  Finnish origin 13 
importance of product 
information 0.029 345.0 104 11 15.00 18.00 

   
price/quality  0.044 362.0 104 11 17.00 18.00 

      looking for new ways  0.028 333.0 101 11 14.00 11.00 
pleasure freshness  21 ethical aspects  0.033 663.0 95 20 10.00 12.50 
94 linkages 

  
F5 moderate 0.022 224.0 58 13 0.04 -0.67 

 

over the counter 
or packed in the 
shop 8 price/quality  0.042 129.5 110 5 17.00 21.00 

   
ethical aspects  0.031 120.5 110 5 11.00 14.00 

   
taste 0.033 119.0 107 5 17.00 21.00 

  
  snacks vs. meals 0.047 126.5 106 5 7.00 3.00 

 
type of meat  31 

being open to additional 
information 0.026 880.5 84 29 12.00 14.00 

   
novelty 0.015 831.5 82 29 14.00 15.00 

   
planning 0.004 747.0 83 28 13.00 11.00 

  
  eating out/social event 0.013 856.0 85 29 9.00 11.00 

  
  social relationships 0.023 820.5 82 28 15.00 16.50 

   
F1 adventurous 0.010 297.0 52 19 -0.02 0.59 

   
F5 moderate 0.001 251.0 52 19 0.10 -0.40 
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  right fat content  27 price criterion 0.001 584.0 89 23 16.00 12.00 

  
  novelty 0.003 612.5 88 23 14.00 16.00 

   
F1 adventurous 0.006 213.0 57 14 -0.03 0.55 

  lean 7 
importance of product 
information 0.014 173.0 108 7 15.00 18.00 

      
being open to additional 
information 0.056 211.5 106 7 12.00 15.00 

   
F2 conscientious 0.018 42.0 67 4 

      
0.09 1.00 

   
F4 snacking 0.002 23.0 67 4      0.10 1.37 

responsibility label information 17 
importance of product 
information 0.016 497.5 99 16 15.00 18.00 

74 linkages 
 

  ethical aspects  0.002 413.0 99 16 10.00 14.50 

   
F2 conscientious 0.037 19.0 62 9 0.01 0.44 

   
F5 moderate 0.031 155.0 62 9 0.04 -0.24 

  Finnish origin 37 
importance of product 
information 0.021 1043.0 79 36 15.00 17.00 

   
health 0.014 930.0 77 34 15.00 18.00 

  
  ethical aspects  <0.001 821.5 79 36 10.00 13.50 

   
F2 conscientious 0.032 367.0 49 22 -0.08 0.23 

  
locally/organically 
produced 20 health 0.011 554.5 92 19 16.00 19.00 

   
ethical aspects  <0.001 437.5 96 19 10.00 14.00 

   
self-ful filment in food 0.025 596.5 93 19 15.00 17.00 

   
F2 conscientious 0.043 203.0 60 11 0.01 0.66 

self-respect  price 27 enjoyment from shopping 0.014 720.5 89 24 14.00 16.00 
27 linkages 

  
price criterion 0.009 691.0 88 24 14.00 16.50 

      ethical aspects  0.050 837.0 90 25 11.00 9.00 
total linkages 31 867 
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Appendix 10.3. The Association Between Attribute-Consequence Linkages and FRL-
Dimension and FRL-Factors in Choosing Savoury Sauce (Mann-Whitney Test, exact 
significance) 

Savoury 
sauce N= 56 
 

consequence 
linkage with 
an attribute 

frequency 
of the 

linkage 

FRL dimension and 
FRL factor associating 
with the linkage p (2-tailed) U 

N 
no 

link 

N 
link 
yes 

median 
no link 

median 
link 
yes 

quality 
label 
information 4 

being open to additional 
information 0.020 70.5 48 4 13.00 16.50 

65 linkages fl avour 14 
being open to additional 
information 0.012 326.0 38 14 13.00 14.50 

   
novelty <0.001 194.5 39 14 14.00 16.00 

   
looking for new ways  0.001 253.0 38 14 14.00 16.50 

   
planning 0.040 364.0 38 14 12.50 15.50 

   
self-ful filment in food 0.006 302.0 38 14 16 18.50 

   
F1 adventurous 0.005 133.0 25 11 -0.03 0.56 

  
genuine 
ingredients 19 

being open to additional 
information 0.003 482.5 33 19 12.00 15.00 

   
convenience 0.005 478.5 34 18 10.50 13.00 

   
planning 0.013 534.0 33 19 13.00 15.00 

   
social relationships 0.016 532.5 33 19 15.00 16.00 

   
F4 snacking 0.019 208.0 23 13 0.27 0.87 

 
no additives 8 self-ful filment in food 0.019 167.5 45 7 16.00 18.00 

 
ease of use 20 convenience 0.029 577.5 33 19 11.00 13.00 

   
planning 0.016 572.0 32 20 13.50 15.00 

economy 
label 
information 10 convenience 0.004 231.5 42 10 11.00 14.00 

86 linkages 
  

F3 enthusiastic 0.058 100.0 30 6 0.12 1.12 

 
fl avour 7 novelty 0.003 127.0 46 7 14.00 16.00 

   
looking for new ways  0.055 200.5 45 7 15.00 17.00 

 
    eating out/social event 0.031 187.0 46 7 11.00 12.00 

 

genuine 
ingredients 6 

being open to additional 
information 0.013 126.5 46 6 13.00 15.50 

 
no additives 5 planning 0.049 75.5 40 5 12.50 16.00 

 
ease of use 31 shopping list 0.017 793.0 22 30 14.00 15.00 

   
convenience 0.065 880.0 22 30 12.50 11.00 

 
    eating out/social event 0.032 848.5 23 30 10.00 11.50 

 
safe choice 27 ethical aspects  0.053 766.0 27 27 11.00 14.00 

   
planning 0.049 708.0 27 26 13.00 15.00 

   
F4 snacking 0.045 262.0 19 17 0.27 0.53 

pleasure 
label 
information 7               

 74 linkages fl avour 33 convenience 0.010 831.0 20 32 10.00 12.00 

   
F4 snacking 0.059 351.0 14 22 0.39 0.55 

  
genuine 
ingredients 23 

being open to additional 
information 0.001 437.5 30 22 12.00 14.50 

   
novelty 0.020 554.5 31 22 14.00 15.00 

   
whole family 0.045 323.5 23 19 17.00 13.00 

   
F1 adventurous 0.020 241.0 19 17 -0.03 0.76 
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no additives 9 

being open to additional 
information 0.007 208.0 43 9 12.00 15.00 

   
novelty 0.018 234.5 44 9 14.00 16.00 

   
looking for new ways  0.022 242.0 43 9 15.00 17.00 

   
convenience 0.002 173.5 43 9 11.00 15.00 

   
F1 adventurous 0.005 45.0 31 5     0.09 1.04 

  ease of use 2 price/quality  0.011 8.0 51 2 17.00 21.00 

   
F2 conscientious 0.037 11.0 34 2 0.14 1.41 

responsibility no additives 6 
being open to additional 
information 0.053 126.0 46 6 13.00 14.50 

21 linkages 
  

ethical aspects  0.007 83.5 47 6 11.00 17.00 

  
package 
material  15 health 0.017 392.0 36 15 16.00 19.00 

   
freshness  0.044 441.5 38 15 18.00 19.00 

   
convenience 0.035 396.5 38 14 11.00 12.50 

   
self-ful filment in food 0.035 424.5 37 15 16.00 17.00 

   
F3 enthusiastic 0.006 136.0 26 10 -0.10 0.71 

self-respect  
label 
information 25 price/quality  0.005 670.0 28 25 16.50 18.00 

67 linkages 
  

convenience 0.005 625.0 28 24 11.00 12.50 

  
genuine 
ingredients 4 ethical aspects  0.041 74.0 42 4 12.00 16.50 

   
interest in cooking 0.027 66.0 41 4 13.00 6.50 

   
convenience 0.006 43.5 41 4 11.00 15.50 

   
F4 snacking 0.034 25.0 28 3 0.30 0.98 

  no additives 13 
being open to additional 
information 0.005 324.0 39 13 12.00 16.00 

   
importance of assortment  0.057 414.0 38 13 18.00 15.00 

   
health 0.018 331.0 39 12 16.00 20.00 

   
novelty 0.010 346.0 40 13 14.00 16.00 

   
looking for new ways  0.003 313.5 39 13 15.00 16.00 

   
convenience <0.001 173.5 40 12 10.00 14.50 

   
F1 adventurous 0.012 92.0 29 7 0.09 0.85 

      F4 snacking 0.020 100.0 29 7 0.33 0.98 

 
safe choice 12 

importance of product 
information 0.050 313.0 41 11 15.00 18.00 

   
health 0.019 233.5 41 10 16.00 19.50 

   
price/quality  0.032 296.5 42 11 17.00 18.00 

   
F2 conscientious 0.018 79.0 29 7 0.11 0.92 

  price 13 
being open to additional 
information 0.001 247.0 39 13 12.00 15.00 

   
novelty 0.015 330.5 40 13 14.00 15.00 

   
looking for new ways  0.021 347.0 39 13 15.00 16.00 

   
convenience 0.007 310.5 39 13 1.00 13.00 

   
self-ful filment in food 0.011 320.5 39 13 16.00 18.00 

   
F1 adventurous 0.035 191.0 25 11 0.08 0.53 

   
F4 snacking 0.010 165.0 25 11 0.33 0.70 

total linkages 23 313 
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Appendix 10.4. The Association Between Attribute-Consequence Linkages and FRL-
Dimension and FRL-Factors in Choosing Goat Cheese (Mann-Whitney Test, exact 
significance) 

Goat cheese 
N=57 
consequence 

linkage with an 
attribute 

frequency 
of the 

linkage 

FRL dimension and 
FRL factor associating 
with the linkage 

p (2-
tailed) U 

N no 
link 

N link 
yes 

median 
no link 

median 
link 
yes 

quality consistency 28 looking for new ways  0.033 242.0 27 27 15.00 17.00 
67 linkages 

  
F3 entusiastic 0.050 66.0 17 15 -0.47 0.67 

 
distinctive taste 10 price/quality  0.054 134.5 44 10 18.00 16.50 

 
price & p/q 4 self-ful filment in food 0.040 22.5 51 3 17.00 14.00 

 
    taste 0.026 18.5 50 3 17.00 14.00 

 

low fat & lactose-
free 4               

 
type of cheese 21 enjoyment of shopping 0.042 219.5 33 20 

    
14.00 15.50 

economy freshness  13 snacks vs. meals 0.026 158.0 41 13      7.00 5.00 

29 linkages use by date 16 security  0.051 201.5 38 16 
    

11.00 14.00 

health distinctive taste 18 looking for new ways  0.019 197.5 36 18 
    

16.50 14.00 
37 linkages     F1 adventurous 0.053 57.0 23 9     0.60 -0.30 

 

low fat & lactose-
free 19 use of shopping list 0.048 224.0 35 19 

    
13.00 15.00 

pleasure freshness  14 novelty 0.053 171.5 41 13 
    

15.00 14.00 
65 linkages 

  
taste 0.056 168.5 40 13 18.00 15.00 

  consistency 13           
 

  

 
distinctive taste 25 novelty 0.041 245.5 29 25   14.00 16.00 

  type of cheese 13               

responsibility freshness  5 
being open to additional 
information 0.037 53.5 49 5 

     
13.00 16.00 

22 linkages 
  

convenience 0.019 45.0 48 5 
       
9.00 13.00 

 
package material  13 use of shopping list 0.057 173.0 41 13 13.00 15.00 

   
health 0.002 118.0 40 13 16.00 20.00 

   
ethical aspects  0.017 150.0 41 13 11.00 18.00 

   
freshness  0.018 153.5 41 13 18.00 21.00 

 
    F2 conscientious 0.008 31.0 25 7      0.09 1.16 

  price quality 4               

self-respect  freshness  11 
importance of product 
information 0.057 132.0 43 10 16.00 17.50 

97 linkages 
  

importance of assortment  0.030 137.5 43 11 18.00 21.00 

   
use of shopping list 0.045 144.0 43 11 14.00 15.00 

   
ethical aspects  0.051 146.0 43 11 11.00 14.00 

   
freshness  0.046 147.0 43 11 18.00 21.00 

   
security  0.059 149.0 43 11 13.00 8.00 

   
F5 moderate 0.057 51.0 23 9 -0.10 0.34 

  consistency 4 
importance of product 
information 0.010 25.5 49 4 16.00 19.50 

   
self-ful filment in food 0.042 40.0 50 4 17.00 13.50 
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F2 conscientious 0.059 14.0 29 3 0.17 1.62 

 
distinctive taste 6               

 
use by date 23 use of shopping list 0.018 219.0 32 22 13.50 15.00 

   
taste 0.030 218.5 32 21 18.00 16.00 

 
label information 28 

importance of product 
information 0.025 226.0 26 27 15.00 17.00 

  price quality 25 enjoyment of shopping 0.016 215.0 29 24 14.00 17.00 

   
price/quality  0.006 204.5 30 24 17.00 18.75 

   
looking for new ways  0.036 240.5 30 24 15.00 17.00 

   
snacks vs. meals 0.059 252.0 30 24 7.00 5.00 

total linkages 22 317 
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Appendix 10.5. The Association Between Attribute-Consequence Linkages and FRL-
Dimension and FRL-Factors in Choosing Pudding (Mann-Whitney Test, exact significance) 

Pudding 
N=39 
consequence 

linkage with an 
attribute 

frequency 
of the 

linkage 

FRL dimension and 
FRL factor associating 
with the linkage 

p (2-
tailed) U 

N no 
link 

N link 
yes 

median 
no link 

median 
link 
yes 

quality 
14 linkages variety  14 F3 enthusiastic 0.043 40.0 20 8 -0.23 0.60 
economy consistency 8   

      29 linkages package 7 price criterion 0.023 45.5 29 7 14.00 17.00 

 

use by date and 
label 
information 14 

       health consistency 5 price/quality  0.057 27.5 33 4 17.00 19.00 
5 linkages 

  
snacks vs. meals 0.014 27.5 33 5 7.00 13.00 

pleasure variety  11 interest in cooking 0.047 83.5 26 11 13.00 11.00 
31 linkages 

  
freshness  0.040 78.5 25 11 18.00 17.00 

 
consistency 8 shopping list 0.025 56.5 29 8 14.00 11.50 

   
snacks vs. meals 0.043 64.0 30 8 6.00 9.50 

 
    F5 moderate 0.027 32.0 21 7      0.04 -0.56 

 
package 5 social relationships 0.051 35.5        31          5    15.00 

          
13.00 

  price 7 importance of assortment  0.050 56.5 31 7 16.50 19.50 

   
taste 0.013 43.5 30 7 15.00 18.00 

      F6 uninvolved 0.023 20.0 23 5 -0.49 0.82 
responsibility package 4 health 0.040 25.0 33 4 15.00 19.00 
4 linkages 

  
freshness  0.009 14.5 32 4 17.00 21.00 

caring variety  13 social relationships 0.035 87.0 23 13 15.00 17.00 
35 linkages package 6 price/quality  0.026 40.0 31 6 16.00 19.00 

   
novelty 0.023 39.0 31 6 15.00 17.00 

   
looking for new ways  0.015 35.5 31 6 13.00 17.00 

   
self-ful filment in food 0.013 33.0 30 6 15.00 17.50 

   
F6 uninvolved 0.059 32.0 22 6 -0.36 1.05 

  price 4 price criterion 0.013 16.5 32 4 14.00 19.50 

   
ethical aspects  0.055 28.0 34 4 12.50 6.00 

   
self-ful filment in food 0.030 21.5 32 4 15.00 18.50 

   
social relationships 0.020 19.5 32 4 15.00 17.50 

   
importance of assortment  0.047 27.0 34 4 16.50 19.50 

   
F6 uninvolved 0.059 19.0 24 4 -0.36 1.09 

self-respect  consistency 8 price criterion 0.007 36.0 29 7 16.00 12.00 
41 linkages price 11 using a shopping list 0.050 78.5 27 10 13.00 14.50 

 
use by date and 22 ethical aspects  0.025 101.0 16 22 10.00 13.50 

 
label information snacks vs. meals 0.034 105.0 16 22 5.00 7.50 

total linkages 16              159 
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APPENDIX 11. SIGNIFICANT DIFFERENCES BETWEEN RESPONDENT GROUPS IN 
CHOICE OF ATTRIBUTE-CONSEQUENCE LINKAGES 

Appendix 11.1. Lettuce  

BUY vs. NOT BUY demographic variable N yes % yes N no 

Phi 
coefficient 

Value 

p (exact 
significance, 
2-tailed) 

LETTUCE age 
   

0.543 <0.001 

 
under 30 2 40.0% 3 

  
 

30-45 years  28 93.3% 2 
  

 
45-60 years  36 97.3% 1 

  
 

over 60 59 100.0% 0 
  

 
total 125 95.4% 6 

  
 

occupational status 
   

0.290 0.012 

 
low 32 94.1% 2 

  
 

medium 49 94.2% 3 
  

 
high 38 100.0% 0 

  
 

entrepreneur 8 72.7% 3 
  

 
total 127 94.1% 8 

  
 

partnership 
   

0.230 0.036 

 
unmarried 18 81.8% 4 

  
 

in partnership 82 96.5% 3 
  

 
divorced or widowed 28 96.6% 1 

  
 

total 128 94.1% 8 
  

 

linkage demographic variable N yes % yes N no 

Phi 
coefficient 
Value 

p (exact 
significance, 
2-tailed) 

LETTUCE 
    

 
 

appearance - quality region 
   

 
0.320 0.032 

 
Riihimäki 12 85.7% 2  

 
 

Herttoniemi 21 91.3% 2  
 

 
Pori 16 80.0% 4  

 
 

Karkkila 19 65.5% 10  
 

 
Töölö 35 94.6% 2  

 
 

other 1 50.0% 1  
 

 
total 104 83.2% 21  

 appearance – household 
economy partnership 

   

 
0.221 0.045 

 
unmarried 9 50.0% 9  

 
 

in partnership 40 48.8% 42  
 

 
divorced or widowed 6 22.2% 21  

 
 

total 55 43.3% 72  
 price/quality – household 

economy lifecycle 
   

 
0.213 

    
0.059 
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adults only 37 69.8% 16  

 
 

children in the family 26 74.3% 9  
 

 
retired 20 50.0% 20  

 
 

total 83 64.8% 45  
 

 
partnership 

   

 
0.251 0.017 

 
unmarried 14 77.8% 4  

 
 

in partnership 57 69.5% 25  
 

 
divorced or widowed 12 42.9% 16  

 
 

total 83 64.8% 45  
 price – household 

economy lifecycle 
   

 
0.256 0.014 

 
adults only 19 35.8% 34  

 
 

children in the family 11 31.4% 24  
 

 
retired 4 10.0% 36  

 
 

total 34 26.6% 94  
 

 
age 

   

 
0.257 0.037 

 
under 30 1 50.0% 1  

 
 

30-45 years  10 35.7% 18  
 

 
45-60 years  14 38.9% 22  

 
 

over 60 9 15.3% 50  
 

 
total 34 27.2% 91  

 
Finnish - health education 

   

 
0.223 0.039 

 
low 9 29.0% 22  

 
 

medium 8 15.7% 43  
 

 
high 3 7.3% 38  

 
 

total 20 16.3% 103  
 

price - pleasure age 
   

 
0.260 0.038 

 
under 30 0 0.0% 2  

 
 

30-45 years  2 7.1% 26  
 

 
45-60 years  5 13.9% 31  

 
 

over 60 0 0.0% 59  
 

 
total 7 5.6% 118  
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Appendix 11.2. Minced Meat 

BUY vs. NOT BUY demographic variable N yes % yes N no 

Phi 
coefficient 

Value 

p (exact 
significance, 
2-tailed) 

MINCED MEAT partnership 
   

0.196 0.058 

 
unmarried 18 81.8% 4 

  
 

in partnership 77 90.6% 8 
  

 
divorced or widowed 29 100.0% 0 

  
 

total 124 91.2% 12 
  

 

MINCED MEAT demographic variable N yes % yes N no 

Phi 
coefficient  
Value 

p (exact 
significance, 
2-tailed) 

freshness - quality lifecycle 
   

 
0.243 0.027 

 
adults only 40 75.5% 13  

 
 

children in the family 26 78.8% 7  
 

 
retired 20 52.6% 18  

 
 

total 86 69.4% 38  
 

over the counter/  region 
   

 
0.376 0.003 

minced in the shop - Riihimäki 0 0.0% 15  
 quality Herttoniemi 5 21.7% 18  
 

 
Pori 4 17.4% 19  

 
 

Karkkila 3 11.1% 24  
 

 
Töölö  15 45.5% 18  

 
 

other 1 50.0% 1  
 

 
total 28 22.8% 95  

 

 
age 

   

 
0.253 0.051 

 
under 30 0 0.0% 5  

 
 

30-45 years  2 7.7% 24  
 

 
45-60 years  12 34.3% 23  

 
 

over 60 12 22.2% 42  
 

 
total 26 21.7% 94  

 

 
income class 

   

 
0.286 0.017 

 
low 5 13.9% 31  

 
 

medium 3 9.1% 30  
 

 
high 11 35.5% 20  

 
 

total 19 19.0% 81  
 

locally/organically  partnership 
   

 
0.255 0.018 

produced –  unmarried 2 11.1% 16  
 quality in partnership 4 5.2% 73  
 

 
divorced or widowed 7 24.1% 22  
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total 13 10.5% 111  

 
type of meat -  lifecycle 

   

 
0.283 0.007 

household economy adults only 7 13.2% 46  
 

 
children in the family 0 0.0% 33  

 
 

retired 0 0.0% 38  
 

 
total 7 5.6% 117  

 
freshness - health  age 

   

 
0.271 0.035 

 
under 30 2 40.0% 3  

 
 

30-45 years  8 30.8% 18  
 

 
45-60 years  4 11.4% 31  

 
 

over 60 5 9.3% 49  
 

 
total 19 15.8% 101  

 label information – 
health partnership 

   

 
0.221 0.051 

 
unmarried 4 22.2% 14  

 
 

in partnership 10 13.0% 67  
 

 
divorced or widowed 0 0.0% 29  

 
 

total 14 11.3% 110  
 

type of meat – health region 
   

 
0.339 0.018 

 
Riihimäki 0 0.0% 15  

 
 

Herttoniemi 6 26.1% 17  
 

 
Pori 1 4.3% 22  

 
 

Karkkila 1 3.7% 26  
 

 
Töölö 3 9.1% 30  

 
 

other 1 50.0% 1  
 

 
total 12 9.8% 111  

 
type of meat – pleasure lifecycle 

   

 
0.228 0.043 

 
adults only 19 35.8% 34  

 
 

children in the family 7 21.2% 26  
 

 
retired 5 13.2% 33  

 
 

total 31 25.0% 93  
 

right fat content - region 
   

 
0.354 0.008 

pleasure Riihimäki 3 20.0% 12  
 

 
Herttoniemi 6 26.1% 17  

 
 

Pori 4 17.4% 19  
 

 
Karkkila 1 3.7% 26  

 
 

Töölö  11 33.3% 22  
 

 
other 2 100.0% 0  

 
 

total 27 22.0% 96  
 

 
education 

   

 
0.358 <0.001 

 
low 7 21.9% 25  

 
 

medium 4 7.8% 47  
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high 16 43.2% 21  

 
 

total 27 22.5% 93  
 

lean – pleasure education level 
   

 
0.225 0.037 

 
low 4 12.5% 28  

 
 

medium 0 0.0% 51  
 

 
high 3 8.1% 34  

 
 

total 7 5.8% 113  
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Appendix 11.3. Savoury Sauce 

no significant relation between demographic variables and buying vs. not buying savoury sauce 

SAVOURY SAUCE demogpraphic variable N yes % yes N no 

Phi 
coefficient 
Value 

p (exact 
significance, 
2-tailed) 

no additives - quality region 
   

 
0.482 0.027 

 
Riihimäki 3 42.9% 4  

 
 

Herttoniemi 1 10.0% 9  
 

 
Pori 1 10.0% 9  

 
 

Karkkila 0 0.0% 12  
 

 
Töölö 2 13.3% 13  

 
 

other 1 100.0% 0  
 

 
total 8 14.5% 47  

 
safe choice -  occupational class 

   

 
0.416 0.019 

household economy low 3 23.1% 10  
 

 
medium 11 64.7% 6  

 
 

high 12 57.1% 9  
 

 
entrepreneur 0 0.0% 4  

 
 

total 26 47.3% 29  
 

genuine ingredients - age 
   

 
0.516 0.001 

pleasure under 30 2 100.0% 0  
 

 
30-45 years  9 75.0% 3  

 
 

45-60 years  8 50.0% 8  
 

 
over 60 4 17.4% 19  

 
 

total 23 43.4% 30  
 

 
education 

   

 
0.400 0.015 

 
low 4 40.0% 6  

 
 

medium 4 21.1% 15  
 

 
high 15 65.2% 8  

 
 

total 23 44.2% 29  
 

 
lifecycle 

   

 
0.460 0.002 

 
adults only 10 40.0% 15  

 
 

children in the family 11 73.3% 4  
 

 
retired 2 12.5% 14  

 
 

total 23 41.1% 33  
 

package material - region 
   

 
0.579 0.001 

responsibility Riihimäki 6 85.7% 1  
 

 
Herttoniemi 4 40.0% 6  

 
 

Pori 2 20.0% 8  
 

 
Karkkila 0 0.0% 12  

 
 

Töölö  3 20.0% 12  
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other 0 0.0% 1  

 
 

total 15 27.3% 40  
 

price - sel f-respect age 
   

 
0.415 0.027 

 
under 30 1 50.0% 1  

 
 

30-45 years  5 41.7% 7  
 

 
45-60 years  6 37.5% 10  

 
 

over 60 1 4.3% 22  
 

 
total 13 24.5% 40  

 

 
lifecycle 

   

 
0.442 0.004 

 
adults only 4 16.0% 21  

 
 

children in the family 8 53.3% 7  
 

 
retired 1 6.3% 15  

 
 

total 13 23.2% 43  
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Appendix 11.4. Goat Cheese 

BUY vs. NOT BUY demographic variable N yes % yes N no 

Phi 
coefficient 

Value 

p (exact 
significance, 
2-tailed) 

GOAT CHEESE region 
   

0.287 0.041 

 
Riihimäki 4 23.5% 13 

  
 

Herttoniemi 11 47.8% 12 
  

 
Pori 7 30.4% 16 

  
 

Karkkila 9 30.0% 21 
  

 
Töölö 24 60.0% 16 

  
 

other 1 50.0% 1 
  

 
total 56 41.5% 79 

  
 

age 
   

0.239 0.054 

 
under 30 0 0.0% 5 

  
 

30-45 years  9 30.0% 21 
  

 
45-60 years  14 37.8% 23 

  
 

over 60 30 50.8% 29 
  

 
total 53 40.5% 78 

  
 

occupational status 
   

0.335 0.001 

 
low 20 58.8% 14 

  
 

medium 11 21.2% 41 
  

 
high 20 52.6% 18 

  
 

entrepreneur 4 36.4% 7 
  

 
total 55 40.7% 80 

  
 

GOAT CHEESE demographic variable N yes % yes N no 

Phi 
coefficient 
Value 

p (exact 
significance, 
2-tailed) 

use by date -  education level 
   

 
0.434 0.006 

household economy low 6 60.0% 4  
 

 
medium 5 26.3% 14  

 
 

high 2 8.7% 21  
 

 
total 13 25.0% 39  

 

 
lifecycle 

   

 
0.336 0.045 

 
adults only 9 45.0% 11  

 
 

children in the family 1 7.1% 13  
 

 
retired 5 22.7% 17  

 
 

total 15 26.8% 41  
 

freshness - pleasure education level 
   

 
0.354 0.033 

 
low 3 30.0% 7  

 
 

medium 1 5.3% 18  
 

 
high 9 39.1% 14  
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total 13 25.0% 39  

 
consistency - pleasure age 

   

 
0.450 0.006 

 
under 30 0 

 
0  

 
 

30-45 years  6 66.7% 3  
 

 
45-60 years  3 21.4% 11  

 
 

over 60 4 13.3% 26  
 

 
total 13 24.5% 40  

 

 
lifecycle 

   

 
0.407 0.010 

 
adults only 3 15.0% 17  

 
 

children in the family 7 50.0% 7  
 

 
retired 2 9.1% 20  

 
 

total 12 21.4% 44  
 

freshness - sel f-respect  partnership 
   

 
0.354 0.022 

 
unmarried 0 0.0% 5  

 
 

in partnership 11 29.7% 26  
 

 
divorced or widowed 0 0.0% 14  

 
 

total 11 19.6% 45  
 

price/quality -  age 
   

 
0.495 0.001 

self-respect  under 30 0 
 

0  
 

 
30-45 years  8 88.9% 1  

 
 

45-60 years  9 64.3% 5  
 

 
over 60 8 26.7% 22  

 
 

total 25 47.2% 28  
 

 
lifecycle 

   

 
0.482 0.001 

 
adults only 7 35.0% 13  

 
 

children in the family 12 85.7% 2  
 

 
retired 6 27.3% 16  

 
 

total 25 44.6% 31  
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Appendix 11.5. Pudding 

no significant relation between demographic variable and buying vs. not buying pudding 

PUDDING demographic variable N yes % yes N no 

Phi 
coefficient 
Value 

p (exact 
significance, 
2- tailed) 

variety - pleasure lifecycle 
   

 
0.495 0.007 

 
adults only 8 57.1% 6  

 
 

children in the family 1 6.7% 14  
 

 
retired 2 20.0% 8  

 
 

total 11 28.2% 28  
 

variety - caring region 
   

 
0.537 0.017 

 
Riihimäki 1 50.0% 1  

 
 

Herttoniemi 2 25.0% 6  
 

 
Pori 2 25.0% 6  

 
 

Karkkila 0 0.0% 9  
 

 
Töölö  8 66.7% 4  

 
 

total 13 33.3% 26  
 

 
lifecycle 

   

 
0.485 0.008 

 
adults only 1 7.1% 13  

 
 

children in the family 9 60.0% 6  
 

 
retired 3 30.0% 7  

 
 

total 13 33.3% 26  
 

price - sel f-respect age 
   

 
0.460 0.047 

 
under 30 1 50.0% 1  

 
 

30-45 years  7 53.8% 6  
 

 
45-60 years  2 28.6% 5  

 
 

over 60 1 6.7% 14  
 

 
total 11 29.7% 26  

 

 
partnership 

   

 
0.469 0.019 

 
unmarried 4 80.0% 1  

 
 

in partnership 4 16.0% 21  
 

 
divorced or widowed 3 33.3% 6  

 
 

total 11 28.2% 28  
 

 

 


