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1 Introduction and background 

Every year Finland’s overshoot day hits earlier. In 2018, for Finns, Earth Overshoot Day was on April 

11th, which means that our consumption of natural resources for the year exceeded Earth’s capacity 

to regenerate those resources1. Globally the Day hits in early August. This shows that our 

consumption pattern is unsustainable. Food consumption alone has significant effects on the 

environment, as it is one of the main drivers for environmental degradation and biodiversity loss 

(Chaudhary & Kastner, 2016; Notarnicola et al., 2017). Thus, we have an urgent need to find solutions 

to prevent the emergence of major sustainability crises. As one of the main human sources of 

greenhouse gas (GHG) emissions is related to household consumption which means that companies,  

which are the main providers of products and services, play an important role in making consumption 

practices more sustainable for consumers (Málovics et al., 2008; Spaargaren & van Koppen, 2009). 

Hence, it is essential to consider both the direct and indirect environmental impacts throughout the 

production-consumption chain because they together form the environmental footprint of consumer 

consumption (Spaargaren & van Koppen, 2009).  

Although forerunner companies have impressive long-term visions of sustainable consumption that 

are related to closed loops and zero waste, Krantz (2010) emphasize that the real challenge is to 

transform these ideas into practice. Luckily challenges also include new possibilities, as the need for 

systemic changes offers new business opportunities and incentives for companies to develop their 

operations since the future successful companies are those who have embraced sustainable 

consumption (Krantz, 2010) and have been able to steer their customers towards sustainable choices. 

There is a strong consensus on endorsing sustainable consumption, despite differing views on the 

applicable intervention measures (Pretty et al., 2010).    

Sustainability has increased interest among conscious consumers as well as businesses since we all 

are depending on the nature, its well-being and the natural resources. Hence, sustainability is also 

important to corporations from the business perspective as they transform natural capital into man-

made capital (Málovics et al., 2008). Therefore, responsibility has also come part of today’s business 

world and a prerequisite for functional business activities.  

The focus of corporate responsibility (CR) has gradually shifted from philanthropic actions to develop 

the company’s operations more sustainable (Carroll, 2009). This major change occurred after the 

publication of the Brundtland report and the Earth Summit in Rio de Janeiro 1992 as sustainability 

 
1 https://wwf.fi/uhat/ylikulutus/ 27.6.2019 
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created a stronger link to CR practices and thus became an integral part of corporate strategy 

(Martínez et al., 2016.) Hereafter, the role of corporations was not only to produce goods and make 

profits but also to act socially and environmentally responsibly (Málovics et al., 2008). Therefore, 

today’s CR work includes for instance publishing an annual sustainability report and targeting 

sustainability practices more for consumers (Spaargaren & van Koppen, 2009).  

The needs and preferences of consumers have also evolved over the decades and brands had been 

forced to respond to demand. The current unsustainable consumption pattern requires corporations to 

be forerunners and enable consumers to make sustainable choices in the midst of an information 

flood. As previous studies have shown that knowledge and attitude do not necessarily lead to action 

(attitude-behavior gap) (Ajzen, 1991; Bocken & Allwood, 2012; Young et al., 2010) and thus 

companies’ role is to help with this gap. Spaargaren and van Koppen (2009) argue that in most cases 

the sustainable provision of products and services depends directly on pro-active providers who need 

to challenge current regulation and trends for creating markets for new sustainable products and 

services. In what ways can companies then guide customers towards environmentally sustainable 

choices?  

Companies have always used different methods to steer consumers’ behavior to get them to buy more 

products and services to keep their business profitable. The aim of marketing campaigns is to create 

needs that companies can then fulfill by providing products and services. As companies have been 

the drivers for unsustainable consumption patterns by creating needs for consumers, Bocken (2017) 

argues that companies play an important role in developing more sustainable consumption patterns, 

which can be done through marketing, branding and choice editing. Social marketing is a widely 

accepted tool in the commercial sector, as well as the public and not-for-profit sectors, to 

systematically plan and deliver campaigns to achieve desired behavior among consumers (French, 

2011).  

Expectations towards corporations have grown due to increasing policy interest in “nudging” 

consumers toward sustainability by shaping their choice architectures. Several studies have shown 

that nudging is a simple way to push consumers towards desirable behavior even without consumers 

noticing it (Goldstein et al., 2008b; Kallbekken & Sælen, 2013; Pichert & Katsikopoulos, 2008; 

Schultz et al., 2007). Also, both public and private institutions have shown increasing interest in 

nudging especially because of its low cost and potential to bring economic savings (Sunstein, 2014). 

For example, Kallbekken and Sælen's (2013) study shows that by two simple nudges the restaurant 

was able to reduce food waste by around 20%. The plate size was decreased and a sign with a social 

cue was placed in the buffet. The purpose of the former nudge was to express the social acceptability 
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of refilling the plate if needed by the notion: “Welcome back! Again! And again! Visit our buffet 

many times. That’s better than taking a lot once.” (Kallbekken & Sælen, 2013.) Also, the studies of 

Allcott (2011) and Ayres et al. (2009) show that using social norms and feedback as nudges to provide 

peer comparison feedback to households on their energy use helped to reduce energy consumption. 

However, it is difficult to find research on whether corporations are interested in guiding consumers 

in this way and reported examples of such guidance outside academic research settings are scarce. 

This suggests that steering customers is not straightforward for companies and more research is 

needed to explore the possibilities, challenges and risks related to consumer guidance.  

In this thesis, I study how and to what extent three Finnish companies are guiding consumers towards 

environmental sustainability and how companies envisage the prospects for such guidance. As the 

selected case companies are pioneers of sustainability, the possibilities of consumer guidance should 

emerge in this study. The objective of this study is to shed light on how companies are guiding 

consumers towards sustainability as part of CR and understand which factors are likely to encourage 

as well as hinder companies to guide consumers. The multiple case study research allows a 

comparison of companies’ guidance actions.  My research questions are: 

1. How are companies guiding consumers? 
2. Are there any differences between pioneer companies in how they guide consumers? 
3. Which factors are likely to encourage companies to guide consumers? 
4. What tensions do companies perceive in the notion of guiding consumers?  

Consumer guidance from the CR perspective has not been extensively studied. This thesis gives an 

overview of the current consumer steering situation in the context of sustainability and CR practices 

and the acceptability of consumer guidance among selected companies that have been recognized by 

consumers for their sustainability activities. This study might help to identify the most suitable 

consumer guiding means for corporations, but also find solutions to unleash the tensions experienced 

by companies regarding steering. It is important to understand how to find a balance between 

corporate performance and ways of steering consumers towards sustainability without compromising 

customer satisfaction.  

In the next chapter, I will present literature on the evolution of CR and corporate opportunities to 

guide consumers, which form the theoretical background of my research and introduce the analytical 

framework of this thesis. Then in the third chapter, I go through the methodology and I explain how 

the data was collected as well as present the cases and data analysis. Results are presented in the 
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fourth chapter and the fifth chapter covers discussion on results. In the final chapter, I present 

conclusions drawn from the results of my research by case and across cases. 

2 Literature review and analytical framework 

In this chapter, I will review previous research on the development of the CR mindset and different 

means to guide consumers to compose a theoretical background for my research. In section 2.1 I 

present the evolution of CR and in section 2.2 I examine different consumer guiding strategies and 

the challenges related to guidance that have been identified in the literature. In the last section, I will 

present the analytical framework of my research. 

2.1 Evolution of corporate responsibility  

Corporate social responsibility (CSR) and corporate responsibility (CR) are both concepts used on a 

type of corporate self-regulation regarding sustainability issues. In this study I use the former term. 

During the decades CR has developed and it has become a central principle in corporate strategies. 

As societal circumstances have changed and companies have had to rethink their role within society 

(Van Marrewijk, 2003). The core idea of the CR concept is that the role of corporations is not limited 

only to producing goods and making profits but also acting socially and environmentally responsibly 

and thus having a deeper non-economic role in society (Málovics et al., 2008). Corporations’ 

motivation for CR practices is related to profit, competitiveness, image, risk management and 

reputation (Málovics et al., 2008).  

There has been an intensive discussion on the definition of CR among academics, corporate 

executives and consultants. For instance, critique has been leveled at its broad and vague definition, 

thus leaving corporations a wide scope for implementation, which corporate executives have 

defended by arguing that companies need to apply the best measures for them in accordance with 

their values and the strategy. (Van Marrewijk, 2003.) As a result, there is no standardized definition 

for CR (Dahlsrud, 2008; Montiel & Delgado-Ceballos, 2014; Van Marrewijk, 2003). One definition 

is presented by the European Commission (2001, p. 6), which defines CR as the process of integration 

of social, environmental, ethical, human rights and consumer concerns in business operations and 

core strategy in close collaboration with stakeholders, with two aims (1) “maximizing the creation of 

shared value for their owners/shareholders and for their other stakeholders and society at large”, and 

(2) “identifying, preventing and mitigating their possible adverse impacts”.  
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As it can be seen nowadays, sustainability and Agenda2030 goals are tightly linked to reporting on 

corporate responsibility practices. However, the main target groups for CR reports are other 

stakeholders than consumers. The consumer perspective is often missing or indirectly included in 

sustainability strategies, but Spaargaren and van Koppen (2009) believe this situation is changing due 

to the progress of CR.  Zadek et al. (2003) divide the development of CR into three generations: 1) 

philanthropy, 2) strategic corporate responsibility and 3) “competitive responsibility” in which CR 

and consumer-oriented strategies have become equally important (Spaargaren & van Koppen, 2009, 

p. 90).  

In the early form of CR, the responsibility work focused mainly on philanthropy and some social 

issues. Thereby companies legitimized their operations by making donations and philanthropic 

activities such as supporting artists, building churches and financing community projects (Carroll, 

2009; Martínez et al., 2016). The philanthropy era started in the late 1800s and lasted until the 1950s. 

Despite the modern CR concept was created in the 1950s, companies’ responsibility work focused 

on more philanthropy than proactively promoting responsibility. However, the responsibility of 

business gained more recognition. (Carroll, 2009.) 

In the 1960s and the 1970s companies were trying to manage environmental issues, such as pollution 

problems and urban decay, and thus responsibility practices developed to be a little more than 

philanthropy by making improvements in working conditions, work safety as well as customer and 

shareholder relations (Carroll, 2009; Young & Tilley, 2006). After companies awoke to various issues 

concerning social and environmental problems, they also realized the opportunities for savings if 

practicing environmental management (Young & Tilley, 2006). Then, the concept of sustainable 

development was introduced for the first time in the Brundtland report in 1987 as concerns for natural 

resources, the environment, economic and social development had emerged. The Brundtland report 

as well as the Earth Summit in Rio de Janeiro in 1992 took forward the CR practices as the link to 

sustainable development became stronger by the notion that sustainable development is based on 

three pillars, economic, social and environmental sustainability. The World Commission on 

Environment and Development stood for the notion that companies need to take into account their 

social, economic and environmental impacts on society and thus develop solutions to eliminate 

sustainability problems in order to promote responsible and sustainable development. As a result, 

responsibility became an integral part of corporate strategy. (Martínez et al., 2016.) 

The importance of sustainability has increasingly grown in corporation’s operations since. Nowadays, 

CR practices include following ethical codes of conducts, implementing certificated management 

systems as well as publishing an annual sustainability report on responsibility practices (Spaargaren 
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& van Koppen, 2009). Also, the idea of going beyond regulation on pollution control has become 

part of CR management for enhancing the environment (Young & Tilley, 2006). Although there is 

no standard for sustainability reporting, many companies use the Global Reporting Initiative (GRI) 

as a reporting framework. The GRI provides guidelines for organizations to measure, manage and 

inform on their economic, environmental and social performance and thus prepare a sustainability 

report (GRI, 2008). While the information provided in sustainability reports should be a transparent 

and detailed description of corporate social, environmental and economic sustainability performance 

(Spaargaren & van Koppen, 2009), this is more an ideal than a description of reality.  

In the era of “competitive responsibility”, consumer-oriented environmental policy can be seen in 

corporations’ activities in different ways. Companies can i) develop their production processes and 

products to be more sustainable by reducing the indirect environmental impacts in the production 

phase and reducing the direct impacts in the consumption phase, ii) make this process of greening 

more visible to consumers by communicating with labels and showing how they are making their 

performance more sustainable and iii) actively work with their sustainability initiatives and 

responsibilities in the broader context that is needed for a sustainable society (Spaargaren & van 

Koppen, 2009). Spaargaren and Van Koppen (2009) argue that as the end-users of products have 

roles as citizens as well as critical consumers, companies can target their activities more for them.  

Companies’ sustainability strategies can be assessed through performance, information provision and 

presented images and narratives. Spaargaren and Van Koppen (2009) present a matrix of consumer-

oriented provider strategies that illustrates the differences in activities between the different levels of 

greening CR strategies (see Table 1). The matrix addresses the cumulative logic. Without actual 

improvements, companies cannot present trustworthy information or narratives and therefore make 

any arguments concerning sustainable production and consumption strategies. Strategy without this 

cumulative logic is deficient, greenwash being an example of a deficient strategy in which 

corporations present imagines and narrative of their green products or green corporate citizenship that 

is not based on actual improvements in environmental performance and reliable information. Also, 

companies that present themselves as a green company and are committed to promoting sustainable 

practices through e.g. supporting nature conservation projects but are not informing consumers about 

their own direct and indirect environmental performance, have a deficient strategy, according to this 

framework.  
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Table 1: Consumer oriented provider strategies (Spaargaren & van Koppen, 2009). 

Dimension level Improving 
environmental 
performance 

Providing information 
to consumers 

Presenting images and 
narratives to 
consumers 

1. No environmental 
product strategies 

Improvement of 
production processes 
(indirect product 
performance) only 

No or incidental 
consumer-oriented 
information flows 

No or incidental 
presentation of images 
and narratives 

2. Consumer-silent 
product strategies 

Improvement of direct 
and indirect product 
performance 

No or incidental 
consumer-oriented 
information flows 

No or incidental 
presentation of images 
and narratives 

3. Green product 
strategies 

Improvement of direct 
and indirect product 
performance 

Information on product 
performance (eco-label) 
and product strategy 

Green images and 
narratives oriented to 
product groups 

4. Sustainable 
production and 
consumption 
strategies 

Improvement of direct 
and indirect product 
performance and 
promotion of sustainable 
practices 

Information on product 
performance and 
strategy and on 
consumer-related 
sustainable practices 

Images and narratives 
oriented to product 
groups and to 
sustainable citizenship 

 

In some cases, large companies do not highlight the development of the greening their processes and 

products and deliberately exclude a consumer strategy from their actions for sustainable development 

(Spaargaren & van Koppen, 2009). Spaargaren and Van Koppen (2009) propose two reasons to 

explain this kind of behavior. The first reason is linked to the desired image. Companies do not 

necessarily want to profile themselves with green products because they do not see it benefits them 

commercially and secondly companies want to avoid confrontations with environmental non-

governmental organizations (ENGOs). Often information in sustainability reports is not targeted to 

consumers but rather other stakeholders who are considered more important for sustaining a good 

company reputation. Thus, a company might lack an active consumer orientation in its corporate 

communications. (Spaargaren & van Koppen, 2009.)  

So, although CR is developed during past decades and created a close link to sustainability and all its 

aspects, the level of sustainability in CR actions varies still across companies. Besides, the notion of 

CR and its practices in the literature reviewed here describes mostly the ideals of the desired situation, 

rather than the actual performances in corporations regarding CR communication and 

implementations.    
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2.2 Research on corporate opportunities to guide consumers towards sustainability 

Several studies highlight that changes in consumption patterns are required to be able to achieve 

sustainability (Málovics et al., 2008) and companies have a responsibility for it too. Consumers can 

be encouraged to behave and choose sustainably by applying diverse consumer guiding strategies. 

Despite excellent indications for the effectiveness of guiding tools, there are also challenges regarding 

consumer guidance that need to be overcome in order to create and enable unstainable consumption 

patterns. 

2.2.1 Why do consumers need to be steered? 

Recent research in behavioral sciences has questioned individuals’ ability to make the best choices. 

Individuals’ decision making is biased and heuristic and thus interest or values do not necessarily 

lead to desired behavior (Thaler & Sunstein, 2009). Therefore, there is a reasoned need to steer 

consumers towards sustainable consumption behavior to solve sustainability problems and current 

unsustainable consumption patterns.   

As a result of the integration of CR practices into the core business, companies are competing on 

green consumer markets which have led to strategic cooperation and systems thinking to develop the 

entire life cycle of products and services to be more sustainable. For making business more 

sustainable, the focus from the traditional linear production-consumption process has shifted to life 

cycle thinking where the environmental, social and economic impacts of a product are assessed over 

its entire life cycle. Converting such a vision of closed-loop into practice requires close collaboration 

with multiple stakeholders (Foster et al., 2012; Krantz, 2010). Krantz (2010) sees that consumers 

have an important role in this systemic change as they are the prime drivers of demand and 

consumption. Thus, he emphasizes the importance to explore how consumers can be guided towards 

a more sustainable lifestyle and sees potential for instance in choice architecture (Krantz, 2010).   

However, consumers are not solely responsible for current consumption patterns as the business 

sector has also a vital role in facilitating consumption behavior towards more sustainable (Málovics 

et al., 2008). Companies, retailers and business brands are not passive actors as they have a voice and 

opportunities to influence and encourage consumers to consume sustainable products and thus 

normalize sustainable behavior (Alemanno, 2016; Gunn & Mont, 2014; Thaler & Sunstein, 2009). 

Especially, if they edit consumers choices anyway. Gunn and Mont (2014) indicate that retailers make 

choices about the products range all the time by offering certain products and not others, and thus 

retailers can provide sustainable alternatives alongside the ordinary product at its simplest. Moreover, 

consumer purchase behavior seems to be driven by price and habits rather than sustainability which 
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heighten companies’ responsibility to promote sustainable choices to harness mainstream consumers 

into sustainable consumption patterns (Gunn & Mont, 2014). So, as sustainability has become a 

business mega-trend, the need for sustainability leadership has arisen and thus business sector has a 

responsibility to promote sustainable consumption behavior (Tideman et al., 2013). Companies can 

influence sustainable consumption patterns by creating new defaults and thus the change does not 

have to rely on consumer behavior change (Gunn, 2011).   

Previous studies have shown that business operators have the possibility to guide consumers with 

simple ways to promote sustainable behavior even in the absence of regulation and minimum 

standards. For example, voluntary choice editing for sustainable products has been shown to be a 

powerful guiding measure for retailers to steer consumers, along with redesigning restaurant menus 

to promote vegetarian food.  (Filimonau & Krivcova, 2017; Gunn, 2011.) Thus, there is no lack of 

simple tools or measures, if corporations want to guide consumers toward sustainable consumer 

behavior. For example, the sign with a notion to reuse towels as other hotel guest use it increased the 

reuse of towels significantly (Goldstein et al., 2008b) and the use of green energy was preferred when 

it was the default option (Pichert & Katsikopoulos, 2008). 

In addition to the business having responsibility and the means to change consumption patterns, they 

can also benefit from guiding consumers to sustainable choices. The situation has a win-win potential, 

since when companies apply a stronger sustainability strategy by enabling more sustainable behavior 

among consumers, they improve their reputation in which they benefit commercially (Mylan, 2017). 

Besides, resource efficiency, which improves environmental sustainability also leads to savings and 

thus opportunities to create new innovations and business models (Krantz, 2010). Krantz (2010) 

points out that those who succeed in the future are the companies that embrace sustainable 

consumption.  

Especially, developing sustainability in the food sector it is not sufficient to expect that the consumers 

are the driving force for change because of the complexity of behavior change and the presence of 

multiple stakeholders (Gunn & Mont, 2014). Hence, collaboration between consumers and 

companies as well as other actors in the industry guarantees an effective change in consumer behavior 

(Alemanno, 2016; Mylan, 2017). 
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2.2.2 Different methods and approaches for guiding consumers towards sustainability 

Consumer guidance has two different purposes. First, to steer consumers to choose a more sustainable 

product or service (e.g. choosing a vegetarian meal that is more environmentally sustainable choice 

than a meat alternative (Filimonau et al., 2017)) and secondly, to guide consumers to use a product 

in a way that reduces its environmental impact (e.g. washing clothes at lower temperatures (Mylan, 

2017)). Next, I will introduce different methods to steer consumers towards sustainable choices and 

practices. 

Information provision 

Information provision is the most commonly applied consumer guiding method to promote 

sustainable behavior. Informational strategies aim to increase individuals’ knowledge to raise 

awareness of a problem and thus impact behavior. Various ways and channels can be employed in 

information provision, such as campaigns, social media, websites and events, and the content of 

information can be declarative (e.g. environmental consequences) as well as procedural (e.g. tips for 

practices). (Stöckli et al., 2018.) Also, labels are used for providing information about the product 

and its instructions, and even the direct and indirect environmental impacts of products (Spaargaren 

& van Koppen, 2009). For example, energy labels give information on appliances’ direct energy use 

on the scale D to A+++ whereas different food labels, such as MSC, FSC and organic food labels, tell 

about indirect environmental impacts that are from the production phase (Spaargaren & van Koppen, 

2009). Therefore, informational interventions strive to affect individuals’ decision making rather than 

the environment of choices. 

However, often information provision alone does not lead to behavior change because of the 

complexity of shaping factors, but informational strategies are beneficial to combine it with other 

methods (Kollmuss & Agyeman, 2002). Mylan's (2017, p. 284) research provides an example of how 

behavior change cannot be achieved by only providing information about the environmental impacts 

of the use of hot water while laundering, but instead it demonstrates “the co-evolutionary and multi-

actor nature of the initiative” to attain changes in laundry practices (which requires changes in 

technology, regulation, organizational identity, mental models, legitimacy, the detergent industry and 

beyond). Although information provision is widely applied as a public policy instrument to promote, 

for instance, healthy eating habits, Verplanken et al. (2006) states that habits resist a change in 

individual’s behavior and hence, limit the effectiveness of interventions.  
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Financial incentives 

Financial incentives are a common guiding method to encourage or discourage consumer behavior 

(Poortinga & Whitaker, 2018). They can be divided into positive and negative instruments depending 

on whether the aim is to encourage or discourage consumers certain behavior. Taxes, fees and charges 

discourage individuals to purchase a product. For instance, taxes have been used to guide consumers 

to reduce the purchase of unhealthy products (Nicholls et al., 2011) and fees to reduce VAT on fruits 

and vegetables (Reisch et al., 2013). On the contrary, encouraging financial incentives are discounts, 

subsidies, deposits and rebates. For example, subsidies are used to support producers to increase the 

availability and affordability of organic products to promote the consumption of sustainable food 

(Reisch et al., 2013). Reisch et al. (2013) consider financial instruments as an effective guiding tool 

since price is the main purchase criterion for consumers and thus gives a competitive advantage to 

products. Although financial incentives are a widely used tool, its effectiveness is not always 

guaranteed when guiding towards sustainable behavior (Bolderdijk & Steg, 2015).  

Charges and discounts have been used to promote the use of reusable coffee cups. In Poortinga and 

Whitaker's (2018) study customers got a discount when they used a reusable coffee cup or they were 

charged more if they chose a disposable coffee cup rather than a reusable coffee cup. The findings 

show that charging was an effective financial incentive as it increased the use of reusable cups, 

whereas a discount did not seem to be an effective tool to promote pro-environmental behavior 

(Poortinga & Whitaker, 2018). Also, The study of Poortinga et al. (2013) shows that the use of the 

single-use carrier bag charge increased the use of own bag while shopping in the supermarket and 

thus was an effective guiding tool. 

Nudging 

Thaler and Sunstein (2009, p. 6) define nudges in their book as “any aspect of the choice architecture 

that alters people’s behavior in a predictable way without forbidding any options or significantly 

changing their economic incentives”. The idea of nudging is to push people to choose an option that 

will improve their life without preventing their freedom of choice which can be seen as an advantage 

of nudge compared to other consumer guiding strategies. For example, putting fruits on eye level 

counts as a nudge but banning junk food does not. Also, a nudge must be easy and cheap to avoid. 

(Thaler & Sunstein, 2009.) Hence, choice architecture aims to influence consumers’ choices by 

organizing the environment so that the presentation of choices has an impact on consumer behavior.  
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Behavioral science has demonstrated that human ability to make the best choices of interest is weak 

(Alemanno, 2016). Since human decision making is not perfect and besides no choice is presented in 

a neutral way, nudges can be used to help people to make better decisions (Thaler & Sunstein, 2009). 

People tend to use rules of thumb by making decisions because they are often quick and useful in a 

decision-making situation, but as Thaler and Sunstein (2009) emphasize they sometimes lead to 

systematic biases. Therefore, people need nudges when they make rare and difficult decisions, where 

they cannot get feedback and when they cannot understand the situation (Thaler & Sunstein 2009). 

Nudging includes various behavioral tools that can be categorized in different ways. Lehner et al. 

(2016) divide nudge tools into four categories: 1) simplification and framing of information, 2) 

changes to the physical environment, 3) changes to the default policy, and 4) the use of social norms. 

The nudge that pursues simplification and framing of information intends to help with the complex 

information so that information is in a form that an individual has the capability to process it and 

make a decision based on it. Simplification refers to the presentation of information, whereas framing 

is phrasing information to stimulate individuals’ values and attitudes. (Lehner et al., 2016.). Feedback 

is a good example of a nudge in which information is simplified and framed. In the study of Schultz 

et al. (2007) households received feedback on their energy consumption and information on how it 

compares to the other households in their neighborhood. When the feedback included the descriptive 

normative message as well as the smiley that expressed if the energy consumption of the household 

was either approved or disapproved, the energy consumption decreased during the research period 

(Schultz et al., 2007). Thus, the smiley was a simple way to inform people about their behavior and 

also how it relates to others.  

Nudging can also be applied by making changes in the physical environment. It has a notable impact 

on individuals’ choices of how products are displayed in the physical environment and thus by paying 

attention to product placement people can be nudged to choose a certain option or product (Lehner et 

al., 2016). Classical examples of this type of nudges to promote sustainable food are related to buffet 

design and eye-catching display. Studies show that when healthy and vegetarian food is presented 

first in buffet lines and the visibility of these options is enhanced it increases the sales of these food 

options (Kurz, 2018; Wansink & Hanks, 2013).  

Defaults can be seen as the most effective nudge (Sunstein, 2014). Because people tend to choose the 

default options as it is the easiest for them. The effectiveness of defaults is based on the bias that 

people are prone to stick to the status quo. (Lehner et al., 2016.) As a guiding tool, defaults apply, for 

example, to contracts since people opt out less frequently from a contract rather than opt in. An 

example of the positive effect of defaults is related to organ donors. In Austria where all citizens 
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belong in the organ donor pool by default, 99.98% of Austrian have remained in the pool, although 

they can easily opt out of it. On the contrary, in Germany, where the default is that no one belongs in 

the organ donor pool and people need to opt in if they want to be part of the pool, only 12 % of 

Germans have joined the pool (Goldstein et al., 2008a). Defaults are also used for promoting green 

energy consumption by giving people the possibility to opt out from the green energy option that has 

set as a default in the contract (Lehner et al., 2016). For example, Pichert and Katsikopoulos's (2008) 

study show the high rate of consumers, 95-99%, that stayed in the environmentally friendly default 

contract and did not opt out for the cheaper fossil-based electricity contract.  

As previous studies show people tend to accept the default option even if it would be more expensive. 

Hence, this type of nudge might be a promising way to guide consumers in better choices also from 

the environmental sustainability perspective. The advantage of defaults is that individuals do not need 

to act for promoting sustainable choice as it has been made a default. Well-designed defaults also 

have the potential to create a win-win situation for both company and consumer by simplifying 

decision making, increasing customer satisfaction, reducing risk and fostering profitable purchases 

as Goldstein et al. (2008a) illustrate. 

The power of social norms is related to the nature of humans as social beings. (Lehner et al., 2016.) 

Cialdini and Goldstein (2004) state that in order to push individuals with the social norm type of 

nudge, the norm has to be visible. For example,  the study of Goldstein et al. (2008b) emphasizes the 

power of norms as the reuse rate of towels increased significantly after adding the note “the majority 

of guests reuse their towels” in the signs on washroom towel racks. The sign focused previously only 

on the environmental conservation by noting “help save the environment” (Goldstein et al., 2008b). 

However, the use of social norms can also increase unintended behavior among individuals who 

already behave in an undesirable way. As Schultz et al. (2007) note, the descriptive social norm 

message led to an increase in energy consumption among households that consumed less energy 

compared to the average household. 

Choice editing 

Choice editing refers to a consumer guiding tool that promotes consumers towards desirable choices 

by modifying the product range to affect the purchasing pattern of consumers. Especially, retailers 

use choice editing as a tool to revise consumer choices and promote sustainability by limiting and 

eliminating the unsustainable options. Thus, the consumer does not have to make an intentional 

behavior change. The main drivers for the use of choice editing seem to be responsible brand image, 

business reputation, standards. For example, choice editing is used as a voluntary basis for sourcing 
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sustainable products, such as fish. (Gunn & Mont, 2014.) Therefore, choice editing is a more radical 

guiding strategy than nudging as it limits consumers’ choice options.  

In addition, Botti et al. (2008, p. 185) have described the concept of forced choice restriction which 

can be seen as a form of choice editing that can be defined as “any internally or externally imposed 

boundary that limits and/or confines choices”. For example, forced choice restriction has been used 

as a food policy instrument to promote sustainable food consumption in Finland by setting the 

mandatory weekly vegetarian day in Helsinki District schools (Lombardini & Lankoski, 2013). 

Lombardini and Lankoski (2013) point out that through forced choice restriction people can learn 

about different food choices as the restriction force them to taste the alternative option and thus create 

a more affirmative attitude towards the option as well as brighten the reasons for the restriction. 

However, the study showed that a forced vegetarian day reduced the number of students who came 

to eat lunch as well as increased plate waste (Lombardini & Lankoski, 2013).  

In summary, various consumer guiding methods have been applied to promote sustainable consumer 

behavior, but some of the tools are more commonly used than others. For instance, informational 

strategies and financial incentives have been used longer than the new emerging tool of nudging. 

Also, the literature on choice editing seemed to be scarce. While all the presented consumer guiding 

strategies have shown to have a potential to influence consumer behavior, previous studies have 

emphasized that often these guiding methods alone are not enough for a successful and long-term 

behavioral change and thus different guiding tools should be used simultaneously to complement 

each other (Gunn & Mont, 2014; Ölander & Thøgersen, 2014; Poortinga & Whitaker, 2018). 

2.2.3 Challenges related to consumer guidance 

Various previous studies have shown that despite good results, consumer guidance faces many 

challenges that are related to the current economic system, the lack of companies’ attempts to guide 

consumers on how to use products, and the complexity of successfully changing behavior (Málovics 

et al., 2008; Mylan, 2017).  

Companies fail to influence consumers’ consumption patterns because their main motivation for CR 

practices is based on business reasons, e.g. short-term goals and profit-seeking (Málovics et al., 2008; 

Moscardo & Hughes, 2018). Therefore, companies might lack the interest to guide consumers 

because they do not see it as a selling point and thus fail to include larger sustainability issues on their 

agenda and operations, such as influencing consumption patterns. Gunn and Mont (2014) note that 

although companies would have the willingness to customize the product rage to promote sustainable 

products, the profit-seeking motives hinder it. Companies can also be incapable to guide consumers 
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under the rules of the current economic system which defines acceptable corporate behavior and ways 

to influence consumption through steering. As companies face a contradictory requirement that they 

should sell at low prices but at the same time act socially and environmentally responsibly, this 

increases their temptation to externalize environmental costs and thus create other sustainability 

challenges. (Málovics et al., 2008.) It is also unlikely that companies would encourage a change in 

consumer behavior that would lead to a decrease in sales of their products, for example, promote the 

use of dry shampoo which postpones hair wash and thus reduces the use of shampoo (Bocken & 

Allwood, 2012; Mylan, 2017). Companies still struggle to adopt comprehensive thinking on products 

and services that is based on their life cycle and abandon silo thinking (Krantz, 2010). It is also seen 

as a risk to offer products that do not meet current consumer preferences (Bocken & Allwood, 2012).  

Companies might also feel the complexity of behavior change and that, combined with a lack of 

resources, does not attract them to create consumer guiding strategies. As Mylan (2017) states that 

providing information or incentives is not sufficient when aiming for long-term behavior change and 

hence changes are needed in regulation, legitimacy, organizational identity and technology. 

Therefore, when aiming to achieve more sustainable societies the whole socio-technological system 

with various factors must be taken into account  (Foster et al., 2012). Thus, the challenge to change 

consumer behavior is not only related to individuals but also the whole system where we live. Foster 

et al. (2012) explain that although there are always incentives for creating innovations and solving 

problems, the competitive dynamic in the socio-technological system, as well as organizational and 

physical structures, restrain the possibility of continuous innovation. Therefore, considering solutions 

and innovations for developing a more sustainable society, the whole socio-technical system and its 

various factors need to be considered. In order to overcome important organizations’ interest in the 

continuation of the current situation, a very strong vision of a future situation is needed. (Foster et al., 

2012.) Also, companies’ lack of resources to implement consumer guiding practices has been shown 

in the literature (Moscardo & Hughes, 2018; Mylan, 2017). Moscardo and Hughes (2018) propose as 

a solution to start with the guiding tools that are easier and less expensive to implement, and then 

gradually proceed with new measures. 

To overcome guiding challenges related to multiple factors in the system different organizations, 

consumers and policymakers also need to collaborate. Bocken's (2017) study presents that although 

some companies have made impressive initiatives for transforming consumption more sustainable 

through normalizing sharing economy and service driven business models and informing on more 

sustainable use of products in general, the initiatives have not spread and transformed consumption 

patterns widely. Due to this fact, Bocken (2017) calls for the need of collaborative initiatives to have 
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more effective changes in consumption patterns because the influence of multiple stakeholders helps 

normalize new more sustainable behavior. However, Krantz (2010) argues that it is challenging for 

companies to distinguish when they should collaborate or compete with other companies.  

Moreover, the implementation of guiding methods creates challenges in terms of the outcomes of 

guiding, sustainability impacts and consumer sovereignty. Alemanno (2016) emphasizes that nudging 

for good is achieved only when the focus is on changing consumption behavior not merely choices. 

Gunn and Mont (2014) claim that without a general understanding of the meaning of sustainability it 

is hard to accomplish feasible guiding policy and practices. It is also contested whether it is legitimate 

to influence people’s behavior by infringing on the consumers’ right to consume and limit their 

options for sustainability  (Gunn & Mont, 2014; Hobson, 2004; Lehner et al., 2016). In addition, some 

guiding practices can even encourage behavior that is not for a consumer’s best and is self-defeating 

(Thaler, 2018).  

In all, some companies have a vision of sustainable consumption and they have applied and developed 

practices to promote sustainable consumer behavior. Still, companies face various challenges related 

to the possibility of consumer guidance. The literature and current situation depict the complexity of 

the subject but also solutions to overcome these obstacles with a strong collaboration throughout 

supply chains.  

2.3 Summary and analytical framework 

In the previous subsections, I scrutinized literature on the evolution of CR and findings from the 

factors that might drive as well as hinder corporates to guide consumers towards sustainability. 

Examining these two literatures I combined a table of conjectures that emerged (see Table 2). Based 

on these conjectures I gathered topics that illustrate potential drivers and tensions regarding consumer 

guiding towards sustainable behavior (see Table 3). These findings from the literature serve as my 

analytical framework in this research.  

In conclusion, the presented drivers, tensions as well as conjectures which emerged from the literature 

compose the analytical framework for this research. In the next chapter, I present the data of my 

research and describe how the research was conducted. 
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Table 2: Conjectures emerged from the literature. 

The evolution of corporate responsibility Corporate opportunities to guide consumers 
towards sustainability   

Sustainability has become an integral part of CR Food consumption is the major driver of 
environmental impacts 

Companies have also a deeper non-economic role 
in society 

Individuals decision making is biased and heuristic 

Brand image and risk management motivate 
companies for CR practices 

There are simple tools to guide consumers towards 
sustainability 

CR practices have a positive impact on reputation Companies’ attitude towards consumer guidance 

No standard definition for CR Consumers as the prime drivers of sustainable 
demand and consumption 

Consumer perspective missing in sustainability 
strategies 

Companies have good premises to guide consumers 

Transparent communication via sustainability 
reports 

Sustainability as a business mega-trend 

Companies hesitate to profile themselves with 
green products 

Guiding consumers also benefit companies 

The role of CR in developing consumption pattern 
more sustainable 

Nudging does not compromise consumers’ freedom 
of choice 

The main motivation for CR practices is based on 
business reasons 

Different guiding methods should use 
simultaneously for a successful behavior change 

Contradictory requirements: low price and 
sustainable product 

Risk to offer products that do not meet consumer 
preferences 

Gaining profits through CR practices  Multiple factors in the socio-technological system 

Sustainable business as a competitive edge Collaboration needed to achieve effective changes 
in consumption pattern 

 

  



  

 

18 

Table 3: Drivers and tensions related to consumer guidance. 

Drivers Tensions 

Reputation Consumer freedom of choice 

Brand image Short-term profit-seeking 

Risk management Contradictory requirements 

A significant role in society Risk to act against consumer preferences 

Future prospects The complexity of behavior change 

Competitive edge Various factors and actors in the system 

Simple guiding tools Lack of resources 

Sustainability as an integral part of CR Legitimacy 

Perceived responsibility Avoiding confrontations 

Sustainability as a business trend Negative impacts on the volume of sales 

 

3 Data and methods 

This thesis was carried out as a qualitative case study. In the following sections, I describe and justify 

the methods used and the case in this study. After that I tell how the research was performed.  

3.1 Research methodology 

This study is a qualitative research, which was implemented as a case study. In this thesis, the case 

study was carried out as a multiple-case study to get a comprehensive view of guidance methods from 

the food and beverage sector and compare forerunners’ actions. Data were collected mainly through 

focused semi-structured interviews and companies’ sustainability reports. I decided to use the case 

study as my research method because it is suitable for studying contemporary phenomena and my 

topic has not been extensively studied. So, with this method, I have been able to deepen my focus on 

the topic and I have gained comprehensive information on how companies are guiding consumers 

today. 

3.1.1 Qualitative research 

Qualitative research is exploratory research. The aim is to describe and understand the phenomenon 

and interpret it through a theory. Thus, the statistical generalization is not an objective but instead it 

is important that the subjects of research have as much knowledge or experience of the phenomenon 

to be studied as possible. (Sarajärvi & Tuomi, 2009.) Because of this discretionary sampling is a 

common feature of qualitative research. It means that the object of research is usually small and 
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therefore the aim is to analyze it in a complete manner (Eskola & Suoranta, 2008). Qualitative 

research is an umbrella term and therefore it contains various kinds of qualitative research (Sarajärvi 

& Tuomi, 2009). In this thesis, qualitative research is carried out as a case study.  

3.1.2 Multiple-case study and triangulation  

Case study is a research method in which a contemporary phenomenon is studied within its real-life 

context (Yin, 2003). Yin (2003, p. 1) proposes that case study is the preferred research strategy 

especially “when ‘how’ or ‘why’ questions are being posed, when the investigator has little control 

over, and when the focus is on a contemporary phenomenon within some real-life context.” The aim 

of the case study is to generalize on the basis of theoretical propositions (Yin, 2003). 

A case study can contain single or multiple cases. This study was executed as a multiple-case study 

research as it contains three case companies from the food and beverage industry: Valio, S Group and 

Fazer. More information is given about the case companies in section 3.2. Because my research topic, 

consumer guidance from the corporate responsibility perspective, has not been extensively studied, a 

case study is an appropriate research method. The nature of ‘how’ and ‘why’ questions are 

explanatory and through these questions it is possible to trace operational links over time (Yin, 2003).  

The strength of the case study is also related to its capability to utilize many different sources of 

evidence. When you can have a common conclusion from two or three cases it will be more powerful 

and it is possible to make some external generalization of findings compared to a single case study. 

(Yin, 2003.) The advantage of using multiple sources of evidence is related to internal validity. By 

using the triangulation of data, findings will be more convincing and accurate (Yin, 2003). Therefore, 

I used methodological and data triangulation to gather data from different sources such as companies’ 

CR reports, interviews and companies’ websites. The use of triangulation enabled to replenish data 

gaps. In general, CR reports contain carefully polished text as companies consider exactly what they 

want to communicate through the reports. Therefore, the interviews would complement the 

information gaps left by the reports. 

3.1.3 Focused interview 

An interview can be defined as a situation where the interviewer and the interviewee interact as a 

form of discussion and the discussion has taken place on the researcher’s initiative who also has the 

role of leading the discussion (Eskola & Suoranta, 2008). Traditionally interviews can be divided into 

structured and unstructured interviews depending on how binding and ready-made the questions are 

(Ruusuvuori & Tiittula, 2009). In this research, the interviews were carried out as focused interviews. 
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Thus, the interviews were semi-structured which means that the themes were determined beforehand 

and the discussion in the interviews focused on certain themes, but the order and form of the questions 

as well as the scope of discussions within the themes could vary between the interviews (Eskola & 

Suoranta, 2008; Hirsjärvi & Hurme, 2001; Ruusuvuori & Tiittula, 2009; Sarajärvi & Tuomi, 2009). 

The advantage of the focused interview as a research method is related to its flexibility: the 

interviewer can repeat and clarify the questions during the interview and thus discuss on the topic 

with the interviewee. Semi-structured questions enable the interviewer to decide in which order the 

questions are asked. (Sarajärvi & Tuomi, 2009.) This way the  interviewer can pick important things 

and guide the discussion in the meaningful direction from the research perspective. Hirsjärvi and 

Hurme (2001) remark that an interview is a good research method when the study is focusing on an 

unknown or little mapped subject, the researcher does not know in advance the direction of answers, 

the aim is to set interview findings in a broader context, the wish is to deepen the information available 

and get clarifying answers to the research subject. To enable to get as much information as possible 

during interviews, it is justified to give interview themes and questions beforehand to interviewees. 

This way also the best possible person who has knowledge and experience of the topic will be selected 

for the interview. (Sarajärvi & Tuomi, 2009.) Experts are desired interviewees since they have gained 

their knowledge of the topic for working in that specific institution (Mikecz, 2012). 

The disadvantages of the interview are related to the need of interviewer’s experience to guide the 

discussion flexibly as needed. This means that interviewer should be trained for the task. The 

interview is also time-consuming and costly method since you need to first arrange the interview 

sessions, have all the interviews and as well as transcribe them. (Hirsjärvi & Hurme, 2001; Sarajärvi 

& Tuomi, 2009.) Hirsjärvi and Hurme (2001) also emphasize that interview contains sources of error 

arising from both the interviewer and the interviewee.  

In this study, five focused interviews were carried out due to the flexibility of the method which 

makes possible to guide the discussion in a desirable direction for the more deepen and informative 

interview. In next section, I will elaborate how the companies were selected for this study and give 

further information about them.  

3.2 The cases 

I used the Sustainable Brand Index 2018 (SBI, 2018) for the selection of case companies. In the 

following subsections, I will introduce the SBI report and the case companies. 
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3.2.2 Selection of the case companies 

Sustainable Brand Index is the Nordics’ largest brand study that is focusing on sustainability. The 

study maps out and analyses brands from the consumer perspective and it includes a comprehensive 

trend analysis, consumer behavior analysis and strategic recommendations. The study has three parts: 

two quantitative online surveys and one qualitative in-depth interviews. The target group of the study 

is 16–70 years old consumers and the study is conducted in Sweden, Norway, Denmark, Finland and 

the Netherlands. SB Insight conducted the data collection for the SBI 2018 between November 2017 

and February 2018. In this study, I have used the SBI Official Report 2018 in which the brand ranking 

has done in Finland and 9 600 Finnish consumers took part in the research. Consumers assessed the 

company’s performance from an environmental and social responsibility perspective on a scale of 1-

5 with the option “don’t know”. The ranking was based on the percentage of consumers’ assessment 

of the company’s sustainability efforts and the maximum score was 200%. (SBI, 2018.)  

SBI sees itself as a tool for sustainable branding by providing insights and data about brand 

perception. The aim of the SBI reports is to emphasize and increase companies’ awareness about the 

value of sustainable branding and thus motivate companies to improve their work from a 

sustainability perspective and encourage them to communicate about their actions. (SBI, 2018.) 

I chose to select case companies based on the SBI 2018 ranking because their study focuses on 

consumers’ perception of sustainability and consumers’ expectations and demands for brands, which 

reflect the successfulness of companies’ environmental communication and their likelihood of 

employing consumer guidance. If consumers rank a company high in sustainability, its sustainability 

work is visible to consumers. Additionally, the SBI 2018 top three brands were from the same 

industry which enabled me to make meaningful comparisons of consumer guidance methods between 

the companies because this was one of the research questions that this study is trying to answer. 

Because of this, I feel that the SBI is an acceptable ranking to use for case company selection although 

the study was based on consumers’ perception of sustainability and not an objective study of 

companies’ sustainability work.  

All the case companies have been placed well also in previous the SBI rankings. Valio kept its first 

place for the fifth time in a row. S Group’s private brand Kotimaista has been the second in the last 

two years. Fazer rose from the fifth to third place in 2018 and between 2014–2016 it has been in the 

second and third place. In this study, I extended the research on Kotimaista to S Group’s grocery 

stores because Kotimaista is only a brand not a company, like Valio and Fazer are, and in order to be 

able to use S Group’s responsibility report as research data. Besides the grocery stores of S Group 

had ranked high, as well. Prisma was sixth and S-market was tenth in the SBI 2018 ranking and in 
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the grocery stores category Prisma was in the first place, S-market was in the second place, Sale stores 

were in the ninth place and Alepa was in the tenth place.  

Other possible rankings to use for choosing case companies would have been for example FIBS 

Sustainability Report Award or The Global 100. However, the results of the Sustainability Reporting 

Awards 2018 were not public when I started the research and FIBS Sustainability in Finland 2018 

survey focused on reviewing the CR practices, challenges and future outlook not ranking companies 

or organizations based on their sustainability activities. The Global 100 index ranks the world’s most 

sustainable corporations annually. However, due to limited resources, it was convenient to focus on 

Finnish companies in this thesis and therefore I could not use this ranking for selecting my case study 

companies although Neste and Outotec have ranked high in the Global 100 index in 2018. 

In the next subsection, I will present the case companies that I have chosen based on the SBI 2018. 

3.2.3 Introduction of the case companies: Valio, S Group and Fazer 

Valio is a cooperative company that is owned by 5 500 dairy farmer entrepreneurs through 16 

cooperatives. Approximately 80% of all Finnish milk is produced by Valio’s dairy farmer 

entrepreneurs. (Valio, 2017.) Valio updated its sustainability program in 2017. As a result, it became 

more goal-oriented and sustainability turned into an integral part of Valio’s strategy. The company’s 

mission is “to create wellbeing and taste sensations in a responsible way”. The program focuses on 

five key themes that are the co-operative foundation, animal welfare, sustainable milk production and 

circular economy, transparent procurement and innovations to promote health and wellbeing. (Valio, 

2017, pp. 9–11.)  

S Group is a Finnish cooperative group of companies whose business operations are focused on the 

supermarket trade, department stores and specialty stores, service station store and fuel sales, the 

travel industry and hospitality business and the hardware trade. SOK Corporation (Suomen 

Osuuskauppojen Keskuskunta), 20 regional cooperatives and the subsidiaries compose S Group. SOK 

affords expert and support services for the cooperatives such as chain management, product range, 

procurement and marketing services. (S Group, 2017.) This study is focusing on S Group’s grocery 

stores S-markets, Sale, Alepa and Prisma stores. The mission of S Group’s responsibility program is 

“to produce benefits and services that generate well-being for our owners – in other words, our 

customers”. S Group’s perspective on well-being covers all aspects of sustainability. In the core of 

the program is a list of 100  acts, named as the Best Place to Live, that includes everyday 

improvements and acts which have an impact on the environment and society. (S Group, 2017, p. 

17.) 
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Fazer is a family-owned food company which offers quality bakery, confectionery, biscuit and grain 

products, plant-based meals and non-dairy products and food and café services (Fazer Group, 2017). 

In this study I focus on Fazer’s products and food services2. Corporate responsibility is part of Fazer’s 

all operations. In 2017, Fazer created a new business strategy whereupon the integration and 

development of the corporate responsibility program is under work. However, Fazer’s new mission 

states that “Fazer is all about food with a purpose”. Their aim is to take care of the planet while 

creating meaningful food experiences and supporting the wellbeing of people. Fazer considers that 

they can contribute to sustainable development through their corporate responsibility work since food 

is in the key position in social, economic and environmental development. (Fazer Group, 2017, p. 

30.) 

Basic information regarding the companies can be found in Table 4.    

Table 4: Basic information on the case companies3. 

Name  Area of business Established Ownership  Revenue in 2017 

Valio Oy Manufacturer of dairy products In 1905  Valio is owned by 
dairy cooperatives 
comprising circa 5 500 
dairy farmers.  

1 059 MEUR in 
Finland 

S Group Supermarket trade, department 
stores and specialty stores, 
service station store and fuels 
sales, travel industry and 
hospitality business, and 
hardware trade 

In 1904 S Group is owned by 
the cooperatives and 
SOK Corporation.  

Retail sales 
excluding taxes 
10 869 MEUR in 
Finland 

Fazer 
Group 

Bakery, confectionery, biscuit 
and grain products, plant-based 
meals and non-dairy products 
and food and café services.  

In 1891 Fazer is a family-
owned company. 

1 641 MEUR 

3.3 Data 

In this study, I decided to use both companies’ responsibility reports and expert interviews so that the 

data from both sources can support each other. Reports could give primary information on how 

companies try to guide consumers and in the interviews I could ask deeper questions about the actions 

and also get information that is not in the reports. In this case, experts had expertise on how and why 

 
2 During the period of data collection and research Food services where part of Fazer Group’s businesses and its sale 
was unknown at that time. (https://news.cision.com/fazer-group/r/fazer-group-has-agreed-to-sell-fazer-food-services-to-
compass-group-plc,c2837636 11.6.2019) 
3 Table data collected from Valio’s sustainability report 2017, S Group’s year and responsibility 2017, Fazer Group’s 
Annual Review 2017, www.valio.fi, www.s-ryhma.fi and www.fazergroup.com. 

https://news.cision.com/fazer-group/r/fazer-group-has-agreed-to-sell-fazer-food-services-to-compass-group-plc,c2837636
https://news.cision.com/fazer-group/r/fazer-group-has-agreed-to-sell-fazer-food-services-to-compass-group-plc,c2837636
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companies from the food and beverage industry guide consumers as part of corporate responsibility. 

In this subchapter, I introduce the research data of this study. First, reports of case companies and 

interviews are presented and then, I go through how data was processed before the analysis phase.  

3.3.1 Reports 

I used responsibility and annual reports from the years 2017–2018 depending on their publication 

dates due to the SBI 2018 research period that was between October 2017 and March 2018.  Because 

mainly the case companies’ performance and activities in 2016, 2017 and the beginning of 2018 can 

affect consumers’ perception of the environmental performances of companies and thus the SBI 2018 

ranking results. The reports were available from the companies’ websites. Key information regarding 

the companies’ reports can be found in Table 5.    

Valio’s sustainability report represents its activities in 2017 and early 2018. It encompasses all the 

operations in Finland and for some information also other operating countries. The report has 72 

pages and it has been divided to nine parts by using different colors. The first part of the report 

introduces Valio’s sustainability program, value chain and sustainability targets on a general level. 

The second part of the report covers five topics: co-operative foundation, animal welfare, sustainable 

milk production and circular economy, transparent procurement, and innovation promoting health 

and wellbeing. The third section is about new products and familiar favorites. In the fourth part report 

covers personnel development and the fifth occupational safety. The sixth section discusses 

stakeholder work and the seventh is about operating environment analysis. Last part of the report 

describes sustainability management and reporting after which graphs, tables and the GRI table can 

be found. (Valio, 2017.)    

S Group’s sustainability report “S Group’s year and responsibility 2017” has divided to five sections. 

The first part, S Group, covers i.e. business areas, strategy and responsibility program. The following 

themes are Society, Climate, Human rights and Wellbeing. The report has 76 pages and it covers all 

the operational areas that S Group has. I only focused on subjects that were related to grocery stores. 

At the end of the report can be found the GRI table and description of the annual report. (S Group, 

2017.) 

Fazer’s sustainability reports’ name is “Fazer Group’s Annual Review 2017”. It was divided to six 

section and included 65 pages. The first three sections covered Fazer’s business areas and strategy 

related subjects. Year in brief included key figures and highlights. This is Fazer section went through 

operating environment, strategy, mission, vision, value and Fazer brand. Our business briefly outlined 
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the different business areas of Fazer. The fourth section addressed corporate responsibility. The last 

two sections covered governance and financial information. (Fazer Group, 2017.)  

Table 5: Data on responsibility and annual reports. 

Company Name of the report Published Pages Language of the report 

Valio Valio Sustainability Report 2017 4/2018 71 English 

S Group S Goup’s Year and Responsibility 2017 3/2018 76 English  

Fazer Fazer Group’s Annual Review 2017 12/2017 65 English 

3.3.2 Interviews 

Interviews were semi-structured focused interviews. This meant that interview themes were decided 

beforehand and questions were designed but other questions were possible to ask during the 

interviews depending on what interviewees brought up and how the discussion evolved. All the 

interviews were individual interviews. Interview questions were divided into three themes: 1) 

Corporate responsibility from an environmental perspective, 2) Consumer guidance and 

environmental communication, and 3) Incentives for consumer guidance. The interview questions 

can be found in Appendix 1. 

I sent the interview invitations to the CR director of each company who then suggested to me the 

most suitable interviewees. The interview questions/structure was sent in advance so that the most 

suitable interviewees could be selected, and they could prepare for the interview. Five interviews 

were held face-to-face at the interviewees’ workplace in Finnish. I started to collect and read CR 

reports in May 2018 and conduct interviews in September 2018. The last interview was held in July 

2019. Interviewees worked in different positions, but their work was related to environmental 

communication, corporate responsibility and environmental management. The main information 

about the interviews can be found in Table 6. 

All of my interviewees remained anonymous and I referred them by using the name of the company 

only. The structure of interviews was designed by the idea that the first questions were simple and 

basic questions that concerned the interviewees and their work, and gradually questions deepened to 

specific themes, topics, issues. Due to this kind of progress, interviewees were able to focus on the 

interview and stay calm.  

  

https://ejulkaisu.grano.fi/VALIO/SUSTAINABILITYREPORT2017#P=1
https://downloads.ctfassets.net/8122zj5k3sy9/5JARRx3mxSefXLueQwKPZT/e2a8a5098c768022e4aaa21ed68fc618/S-ryhma_____n_vuosi_ja_vastuullisuus_2017.pdf
https://www.fazergroup.com/GLOBALASSETS/GLOBAL/FAZERGROUP/REPORTS--GOVERNANCE/REPORTS--PRESENTATIONS/EN/FG_FAZER_ANNUAL_REVIEW_2017_GB.PDF
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Table 6: Data on semi-structured interviews. 

Organization of 
interviewee 

Code of the 
interview 

Language of the 
interview 

Duration of the 
interview 

Date of the 
interview 

Valio H1_Valio Finnish 57 min 4.9.2018 

Valio H2_Valio Finnish 29 min 10.9.2018 

S Group H3_S Group Finnish 31 min 17.9.2018 

S Group H4_S Group Finnish  29 min 1.7.2019 

Fazer H5_Fazer Finnish 35 min 28.11.2018 

 

3.3.3 Processing the data and ethical considerations 

Before the interviews, I read companies’ CR reports so that I was aware of what kind of instruments 

or actions they have used to guide consumers. It also helped me to plan company-specific interview 

questions. 

Prior to the first interview, it is good to have a pre-interview that can be used to check the average 

length of the interview, the number of questions and the appropriateness of the wording of the 

questions as well as to try the interview situation itself (Hirsjärvi & Hurme, 2001). I had a pre-

interview with my student colleague to estimate the duration of the interview and make sure the 

questions were understandable and clear. It was also a good opportunity for me to test the interview 

situation since I had not interviewed anyone for research purposes before. 

The interviews were recorded to use the audio as a note and thus transcribe the interviews accurately 

for analysis (Ruusuvuori & Tiittula, 2009). During transcribing I used SoundScriber software for 

playback the audio and being able to have fingers free for typing. All the interviews were transcribed 

with the precision of “intelligent verbatim”, meaning that certain components were omitted when 

they did not add relevance to the research. This accuracy of transcribing left out false starts, 

repetitions and utterances.  

As concerns ethical issues of the interview and the necessity of identifiers in the interviews I decided 

to anonymize the interviewees. Thus, all their characteristic features appear similar and they cannot 

be easily identified (Ranta & Kuula-Luumi, 2017). Ranta & Kuula-Luumi (2017) name the most used 

anonymized techniques for interviews as follows: modification, deletion and categorization. I used 

both deletion and categorization by deleting the interview records after each transcription was 

completed and by simplifying identifying data to a higher level. For instance, by using only the name 

of the company. All the interviewees were anonymized during the transcribing process. The 
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transcriptions were named with a code that indicates the number of the interviewee and the company 

as follows H1_Valio and H2_Valio.  

The metadata of the interviews should properly describe to facilitate research and analysis. Interview 

metadata ought to include the name and background information of the interviewee, type of interview, 

place, date and used recording supplies. (Ranta & Kuula-Luumi, 2017.) Therefore, I collected the 

metadata of interviews to a separate document and linked them to the codes that also indicated file 

names. Interviews’ metadata exemplifies background information of the interviewees, such as name, 

title and company, and the information related to the interviews as date, duration, language and the 

type of meeting. Also, metadata for the entire interview material should be gathered (Ranta & Kuula-

Luumi, 2017). Hence, I collected it for the entire interview data to depicts the selection of 

interviewees, the period of data collection and the instruments of data collection.  

After the transcription of the interviews, CR reports and other web publications were transferred to 

Atlas.ti software that is designed especially for the use of research and analysis of qualitative data. 

Atlas.ti helped me organize and process data while performing the content analysis for my research 

data. I used Atlas.ti for selecting quotations from the document which were assumed to be interesting 

or relevant regarding my research questions. The length of quotations varied from a word and a 

sentence to a paragraph. Atlas.ti was also very useful in the coding part. Using the software made it 

easy to rename, merge, add and delete codes. In addition, I used traditional pen and paper to outline 

codes since it helped me to understand better the research context and connections. 

3.4 Content analysis 

Content analysis is a commonly used basic analysis method in qualitative research. In fact,  

Ruusuvuosi et al. (2010) emphasize that there is no one universal way to analyze on the contrary 

decided standpoint, research problem and research questions define what is the best approach for 

systematic analysis and interpretation of data. However, content analysis is a suitable analysis method 

for qualitative research in many cases because that type of data often entails some interpretation 

(Schreier, 2012). It can be seen as  a stand-alone method as well as a loose theoretical framework 

(Tuomi & Sarajärvi, 2018). In international method literature content analysis is also referred to as 

thematic analysis (Ruusuvuori et al., 2010) but some differences can be seen between them.  

The approach of content analysis and thematic analysis seem quite similar, but it has not been 

discussed much about differences in the literature and therefore it has remained superficial. Both 

content analysis and thematic analysis can be data-driven or theory-driven. Differences in data-driven 

analysis can be seen as follows. In content analysis, first data is reduced to expressions which can be 



  

 

28 

seen as building blocks in the process of creating unifying term by the use of hierarchy in the form 

of a table. Whereas in thematic analysis first basic and guiding principles are identified and around 

them the big picture will be built by using thematic maps. In summation, tables and categories are 

used in content analysis and increasingly compacting maps are drawn in thematic analysis. (Tuomi 

& Sarajärvi, 2018.) It is important to notice that this is just one way to categorize the differences 

between content analysis and thematic analysis. Literature also explains the differences between 

content analysis and thematic analysis that is related to the terms used, theme and category. In 

thematic analysis the aim is to describe hidden content with themes and in content analysis different 

categories are used to describe the apparent content of data (Tuomi & Sarajärvi, 2018). 

In this research, I used content analysis as a method of data analysis since it allows to analyze the 

research data, such as interviews, CR reports and web articles, systematically and objectively and it 

is a flexible method (Schreier, 2012; Tuomi & Sarajärvi, 2018). The content analysis aims to organize 

data concisely into verbal form to get a description of the phenomena of the study because there can 

be a lot of the data that is scattered (Schreier, 2012; Tuomi & Sarajärvi, 2018). The meaning of 

qualitative material will be described by using the categories of a coding frame (Schreier, 2012). In 

other words, content analysis is a text analysis which means it merely arranges the data into a form 

that helps to draw conclusions (Grönfors & Vilkka, 2011; Tuomi & Sarajärvi, 2018). So, it is 

important to notice that it is a tool to arrange data to draw conclusions, not generate conclusions itself. 

In addition, content analysis allows to quantify data and present material in numerical form (Tuomi 

& Sarajärvi, 2018). 

Traditionally qualitative research analysis methods are divided into either inductive or deductive 

methods but (Eskola, 2007) has presented a division in which he divides analysis method into three 

approaches data-driven (aineistolähtöinen), theory-driven (teorialähtöinen) and concept-driven 

(teoriaohjaava), since this division highlights better the meaning of theory and theoreticality, and the 

factors that lead analysis in qualitative research (Eskola, 2007; Tuomi & Sarajärvi, 2018). As a result, 

data-driven approach can be put under inductive analysis and theory-driven approach under deductive 

analysis and then depending on in which phase theory comes to guide analysis in concept-driven 

approach it can be inductive (theory will guide more at the end of the process of reasoning) or 

deductive (theory will guide analysis already more at the beginning of reasoning). In the end, pure 

data-driven analysis is difficult to implement. (Tuomi & Sarajärvi, 2018.) Therefore, I used content 

analysis that is data-driven but also concept-driven. The theoretical framework of this thesis was used 

in the process of analysis, but analysis was not directly based on it. The beginning of analysis was 

data-driven and in the end, I brought in the theoretical framework to guide my categorization.  
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Content analysis as a method reduces data as the analysis is limited to the relevant features only 

(Schreier, 2012). This happens when the relevant parts of the content of data are selected for coding 

and for further analysis. Besides in the process of coding data is also reduced. While the specific 

information from the research material is classified into the categories of the coding frame some 

specific information will be lost since the categories of the coding frame is often at a higher level of 

abstraction than the concrete information in the material (Schreier, 2012). Schreier (2012) states that 

this is a consequence of comparing one specific piece of information to another. 

Tuomi and Sarajärvi (2018) explain that the difference between data-driven and theory-driven 

analysis is based on the framework and on which it is founded. In data-driven analysis, the framework 

is based on research material whereas behind the framework of theory-driven analysis can be a theory, 

model or previously known theoretical structure. (Tuomi & Sarajärvi, 2018.)  

Tuomi and Sarajärvi (2018, p. 104) describe the steps of the analysis of qualitative research as 

follows: 

1. Decide what is interesting in research material and make a strong decision on it, 
2. a. Go through the research material and mark things that fall under your interest, 

b. Everything else is left out from this research, 
c. Gather all marked interesting information separately from other material, 

3. Categorize, create themes or classify material, 
4. Write a summary. 

Creating themes is almost the same as categorizing but it emphasizes how themes have been defined. 

Lastly, it is only about splitting and sorting the data by different topics. After the preliminary sorting, 

the idea is to start searching actual themes that the found pieces of information describe. Instead of 

classifying means the material is classified into certain characters that are a kind of examples which 

represent common features under a certain theme. As a result, a set of interpretations on a particular 

theme are combined into a generalization. (Tuomi & Sarajärvi, 2018)  
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Analysis process 

Qualitative content analysis always follows certain steps despite how qualitative research has been 

conducted in order to maintain a systematic approach throughout the analysis process (Schreier, 

2012). According to Schreier (2012, p. 9) qualitative content analysis stays systematic by i) taking 

into account all relevant material, ii) following the steps of the analysis sequentially and iii) checking 

the coding for consistency. In my analysis, I used Schreier's (2012) 8 steps to guide my analysis 

process. Schreier (2012, p. 6) lists the steps in qualitative content analysis as follows:  

5. Deciding on your research question 
6. Selecting your material 
7. Building a coding frame 
8. Dividing your material into units of coding 
9. Trying out your coding frame 
10. Evaluating and modifying your coding frame 
11. Main analysis 
12. Interpreting and presenting your findings 

In the following section, I will elaborate my analysis process through these Schreier's steps starting 

from step 3, because the first two steps have described previous parts of this thesis.  

Different software can be used to support in analyzing qualitative material. I used Atlas.ti software 

to help me manage the data and for coding. Schreier (2012) remarks that while building a coding 

frame and trying different ways of structuring it, software is especially beneficial to use.   

Step 3: Building a coding frame 

First, I selected to dissect my research data according to my cases: Valio, S Group’s and Fazer. 

Secondly, I started structuring and generating the data by building a coding frame. Schreier (2012) 

explains that the meaning of a coding frame is to help to structure the research data into main 

categories and subcategories. The main categories specify relevant aspects on which the analysis is 

focusing on and subcategories under each main category sharpen the meaning of this aspect disclosing 

what is said about it. (Schreier, 2012.)  

So, using the concept-driven analysis the subcategories are based on previous knowledge that rise 

from theories and previous research (Schreier, 2012). However, in the process of content analysis 

new subcategories emerged due to the data-driven analysis method that I used beside the concept-

driven strategy and as a result, some subcategories were defined initially and some developed during 

the process. Schreier (2012) emphasize the importance of defining categories so that others also 
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understand the meaning of each category. The explicit definitions and the consistent use of category 

names are a prerequisite for having a reliable analysis (Schreier, 2012).  

The main categories of the coding frame in this thesis were i) consumer guidance methods (how 

companies are guiding and which methods they are using), ii) encouraging factors for steering 

consumers (reasons for guiding consumers), and iii) tensions that companies are perceiving in the 

notion of guiding consumers (should consumers be guided, if not why and if yes why). Consumer 

guidance methods were defined as practices or strategies that companies use for steering consumers. 

Encouraging factors for steering consumers meant reasons why companies steer consumers towards 

more environmentally sustainable choices. Tensions that companies are perceiving in the notion of 

guiding consumers were defined as aspects and reasons which encourage or discourage companies to 

steer consumers. Under each of these categories, I had subcategories that specified the aspects of the 

categories. For example, the subcategories of nudging were defaults and changes in the physical 

environment.  

Thirdly, the coding frame and the categories need to revise to ensure it is structurally functional 

without any overlaps or loose ends. Lastly, all these steps for building a coding frame need to repeat  

from selecting on which topics the data will be breaking down to revising functionality of categories 

to all research material until the created coding frame covers all the findings from the data. (Schreier, 

2012.) I repeated all these steps to the material of each case. 

Step 4: Dividing your material into units of coding 

In this step material is divided into units to fit these into one category of the coding frame. According 

to Schreier (2012) this happens through the following phases: first marking the relevant parts of the 

data, and secondly deciding the criterion of segmentation and lastly marking the units of coding. This 

phase where data is divided to eliminate the irrelevant parts to the research is called reduction. All 

the expressions and simplified expressions that describe research questions are marked and then those 

that describe the same phenomenon are combined into the groups (Tuomi & Sarajärvi, 2018).  

To divide my data into units of coding, I read through all the research material that I had collected to 

be analyzed and selected relevant parts from the perspective of my research questions which were 

words, sentences and paragraphs. After that I scrutinized these selected parts of the data again and 

started coding these snippets of text.  
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Step 5: Trying out your coding frame 

Schreier (2012) remarks that the coding frame needs to be tested for checking the consistency and to 

make some adjustment to it if needed. I started the content analysis from the materials that concerned 

Valio. After sketching the coding frame that comprised analyzing the data of Valio, I tried to apply 

the coding frame to the material that concerned S Group for checking the consistency and making 

some adjustments to the coding frame. Hereafter I continued the analysis.  

Step 6: Evaluating and modifying your coding frame 

There are some requirements for the coding frame through which its unidimensionality, mutual 

exclusiveness, exhaustiveness, validity and reliability can be evaluated. Schreier (2012) states that 

the coding frame should be unidimensional so that each dimension engages only in one aspect. The 

subcategories within one dimension also need to be mutually exclusive, thus a unit of coding is 

designated to one subcategory strictly. When each unit of coding can be allocated to at least one 

subcategory, then the coding frame is exhaustive that is closely related to validity. (Schreier, 2012.)  

Schreier (2012) points out that the criterion of saturation is achieved when each subcategory is used 

at least once, and none is left empty. In data-driven analysis saturation is meaningless because 

subcategories arise during the process of analysis and each subcategory is used at least once. On the 

contrary, in concept-driven analysis some categories may remain empty but by the criterion of 

saturation it is not acceptable but Schreier (2012) further points out that in that case it can be 

noticeably finding if some categories remain empty.  

The quality of an instrument, such as a coding frame, is evaluated typically by the criterion of 

reliability. Stability is the underlying concept of reliability which means that the coding frame is 

considered reliable when the results of the analysis do not change over time and thus the consistency 

of coding is maintained by using a reliable coding frame, an instrument, errors do not occur. (Schreier, 

2012.) Instead validity indicates on how well an instrument measures what is supposed to measure. 

In a valid coding frame, the categories depict the studied conceptions. An inductive coding frame is 

considered valid when it captures what it is meant to capture, whereas a deductive coding frame is 

assumed to be valid when it encompasses all dimensions under study. (Schreier, 2012.) 
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Step 7: Main analysis 

The main analysis phase includes two steps. First, relevant parts of the material are searched and 

marked and secondly, those relevant parts are converted to the units of coding. During this analysis 

phase it is important to compare codes for identifying the differently coded units and make changes 

to them to avoid double-coding. Additionally, it helps with reporting of the quality of the coding 

frame.  (Schreier, 2012.) This phase where the marked sections of the material are scrutinized and 

concept describing the same phenomenon are classified and grouped is called clustering. It creates a 

base and the preliminary descriptions of the research phenomenon. Subcategories form upper 

categories that compose the main categories to depict a topic that emerges from the data material to 

describe the phenomenon under the study. (Tuomi & Sarajärvi, 2018.)  

After this, abstraction begins, where the concepts found are connected to theoretical concepts and 

conclusions. The aim is to construct a description of the research subject by using the concepts and 

comparing theories and conclusions to the research material. Due to the use of both data-driven and 

concept-driven analysis strategy some concepts were created in the process of analysis and some were 

introduced from the theoretical framework. (Tuomi & Sarajärvi, 2018.) 

Step 8: Interpreting and presenting your findings  

The last step of qualitative content analysis includes interpreting and presenting the findings. Schreier 

(2012) suggests that cresting case-related matrices can be useful for describing and illustrating the 

results of the cases. The results of abstraction develop a model, themes or concepts for the conceptual 

framework (Tuomi & Sarajärvi, 2018). Tuomi and Sarajärvi (2018) explain that additionally emerged 

categories and their content are described in the results and researcher aims to understand their 

meanings to the phenomenon under study in the conclusions.  

As a result of coding, categorizing concepts and creating themes I created coding trees. With the help 

of them I was able to answer my research questions. The coding trees can be found in Appendix 2. 

The results of this study are presented in section 4.       

3.5 Critique 

Due to the fact that the interview is about an interaction between interviewer and interviewee, the 

skills of the interviewer affect to the situation. Interviewees modify their speech depending on  the 

kind of impression they get of the researcher, e.g., clueless or well familiar with the subject. 

(Hyvärinen et al., 2017.) Therefore, Sarajärvi and Tuomi (2009, p. 72) emphasize the importance of 

decent preparation, training interviewers and generating experience to solve the challenges related to 
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the interview as a data collection method. Mikecz (2012) states that the researcher’s knowledgeability 

can be improved by preparing well for the materials and the interview in advance and hence reducing 

the status imbalance between interviewee and interviewer and enhance epistemic access. Thus, I 

prepared well for each interview by going through all the material concerning that company whose 

representative I was going to interview. I also took notes after each session so that I could improve 

my interview skills and make some adjustments for the next interview. However, not all challenges 

can be covered with preparation and hence I was probably not able to get the most out of each 

interview.  

Criticism can also be directed at the selected analysis methods. Content analysis has been criticized 

for only organizing material for the conclusion (Grönfors & Vilkka, 2011), hence resulting in the 

challenges of drawing conclusions highlighted by Tuomi and Sarajärvi (2018, p. 117).  Therefore, I 

have tried to be as transparent as possible about my interpretations. 

3.6 Reliability and validity 

Reliability and validity are important criteria for assessing the quality and trustworthiness of 

qualitative research. Reliability is related to the repeatability of research results and thus the 

importance of systematic analysis and reliability of interpretation is emphasized. The systemic 

analysis increases reliability by disclosing all choices and restrictions made as well as principles that 

leaded analysis since the reader should know what the research material consists of and where the 

main findings are built. (Ruusuvuori et al., 2010.) Ruusuvuori et al. (2010) emphasize also that 

equally important is to address the limitations of analysis as its strengths. Therefore, I tried to report 

my analysis process as precisely as possible to explain all the choices and principles which were made 

while conducting the analysis.  

Instead validity is a criterion that indicates the quality of qualitative research in two ways:  how well 

the study helps to examine what is intended to capture and the overall quality of the research 

(Schreier, 2012). In qualitative research, validity is evaluated through the material selection and 

interpretations. (Ruusuvuori et al., 2010.) Hence, I have tried to collect the research material so that 

I can answer my research questions. I have also systematically analyzed the material and reported the 

process for illustrating the analysis process and the context where concepts and interpretations 

emerged. In addition to this, Ruusuvuori et al. (2010) state that the use of analysis software, the 

aggregation of data, the visual presentation of data, informing of analytical criteria and the 

examination of exceptional cases are also validation measures. Therefore, I used the Atlas.ti software 

to facilitate analysis and keeping the process clear while repeating the steps of the analysis and 
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adjusting the coding frame. I also tried to keep out my own assumptions during the analysis process 

and thus disclose the steps of analysis to ensure transparency in the analytical criteria on which the 

interpretations are based.  

Ruusuvuori et al. (2010) also note that findings found in the qualitative analysis are possible to 

generalize in the sense that how people structure the world is always shared to some extent. Besides, 

the analytical findings and interpretation from the data can be generalized by quantifying 

interpretations on the distribution of observations in the relation to the whole research material, which 

also increases validity (Ruusuvuori et al., 2010). 

4 Results 

In this chapter I will present the results of the research. Valio, S Group and Fazer guide consumers 

by using various strategies for environmental sustainability which aim to affect the choices and 

consumers’ behavior. These strategies intend to encourage consumers to choose environmentally 

sustainable products and vegetarian meal options and recycle product packaging correctly and reduce 

food waste. Valio, S Group and Fazer also experienced encouraging factors that inspire them to use 

different guiding methods. These factors are related to corporate strategy, current trends, limiting 

risks and being a forerunner. All case companies also perceived different tensions regarding consumer 

guidance, which have impacts on the use of guiding methods as well as their acceptability. The 

tensions are related to the position in the industry, communication challenges and contemporary 

economic ideology. Some of the guiding strategies overlapped and were used simultaneously, which 

made categorization occasionally challenging. Therefore, I used the categorization that was created 

based on existing literature and my observations on consumer guidance. 

The findings are depicted in the following subsections where I first elaborate the results of the analysis 

by each case company. First, in section 4.1 I will introduce the guiding strategies used by Valio, S 

Group and Fazer. Secondly, in section 4.2 I will present the factors that encourage case companies to 

guide consumers and thirdly, in section 4.3 I will describe the perceived tensions in consumer 

guidance that emerged from the study. Lastly, in section 4.4 I disclose the findings by comparing the 

case companies. 

4.1 Strategies to guide consumers  

The case companies use various strategies for guiding consumers to environmentally sustainable 

choices and behavior. In this section I present the findings of guiding strategies used by Valio, S 

Group and Fazer. 
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Valio’s strategies to guide consumers 

Valio uses information provision to provide information on environmental sustainability, its 

responsibility work and food-related phenomena. Informational strategies aim to increase the 

knowledge of consumers and thus support them to make sustainable choices in everyday life. The 

information is provided through the consumer website, social media, campaigns, traditional media, 

labels as well as milk and yogurt cartons.  

The interviewed Valio’s representative H1 stated that their website is visited by a million visitors. On 

the other hand, social media such as Facebook, Instagram and Twitter allow Valio to raise topical 

sustainability issues to consumers and direct them to the website to read more detailed information 

about the topic. However, Valio’s representative H1 highlighted that the most effective channel to 

provide information is the milk and yogurt cartons, since it is on the dining table of many people 

every day. The sides of the carton are used for marketing purposes and for proving information for 

example for notifying consumers that the oil-based plastic in gable-top cartons is replaced by 

renewable, plant-based materials. The Arilyn virtual reality application also provided a chance to visit 

dairy farms through the side of the milk carton.  

In addition, product packaging includes information, such as labels which intend to inform consumer 

on proper recycling practices. Campaigns were also mentioned as an opportunity to focus on one 

specific topic and improve consumers’ knowledge about it. As an example, during the Food Loss 

Week Valio provides recipes and tips for consumers to prevent food waste.  

Valio and its entrepreneurs also communicate with consumers and take part in the societal discussion 

on sustainability issues via social media and traditional media as the topic is growing in importance 

all the time. Consumers not only receive information but also have the opportunity to ask questions 

regarding e.g. raw materials, product packaging materials and other concerning subjects concerning 

environmental sustainability. In particular, the environmental impacts of milk production were seen 

as a key focus in environmental communication. 

Valio uses choice editing for pre-selecting and sourcing raw materials in order to fulfill its 

responsibility criteria. The strictest form of choice editing Valio applies to palm oil and soy. All 

fodder for cows was already soy-free and for young cattle by February 2019 as noted in Valio’s 

sustainability report. Moreover, procurement regarding raw materials is extremely important for 

Valio since they use several raw materials in their products. Domestic sourcing is Valio’s priority and 

thus it pursues to buy domestic raw materials when they meet their criteria. However, harvest seasons 

sometimes affect Valio’s possibility to use local raw materials, but some bought raw materials are 
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100% Finnish in addition to milk: according to the 2017 sustainability report, rapeseed oil, beef, pork 

and chicken.  

Choice editing also includes selecting raw material by certain labels and certifications to ensure the 

desired quality and sustainability criteria regarding the materials. Valio uses sugar with the Hyvää 

Suomesta label4 to guarantee domestic with the label’s own criteria. Valio has also pledged to follow 

WWF’s seafood guide for sourcing sustainable fish species. Valio audits its suppliers to assure the 

responsibility and sustainability criteria of its raw material and products. Valio Supplier Code of 

Conduct as well as product and supplier surveys operate as a choice editing method as described on 

the Valio’s sustainability report. In addition, currently most of Valio’s gable-top cartons are also 

made from completely plant-based materials, except for some juices where this is not possible due to 

their C-vitamin content and the preservation of products for export. 

Table 7 depicts all the consumer guiding strategies that Valio uses for steering consumers towards 

environmentally sustainable choices and behavior. More quotes related to Valio’s guiding methods 

can be found in Appendix 3. 

  

 
4 “The Hyvää Suomesta label may be printed on the product package or package label of a food product that is 
manufactured and packaged in Finland and contains no less than 75 percent Finnish ingredients. All meat, fish, eggs 
and milk used in the products must be 100 percent Finnish, as most products made up of a single ingredient. The degree 
of Finnish origin of end products is calculated from the quantity of ingredients indicated by the production recipe; 
added water is not included as an ingredient.“ (https://www.hyvaasuomesta.fi/english, 22.5.2019) 

https://www.hyvaasuomesta.fi/english
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Table 7: Consumer guiding strategies of Valio. 

Consumers 
guiding 
instrument 

Description  Expected impact on Quotes from research materials 

Information provision 

Valio’s 
consumer 
website 

The website provides 
information from Valio’s 
responsibility work and 
food-related phenomena to 
everyday cooking. 

Increasing the 
knowledge of 
consumers on 
sustainability 

Providing ideas and 
tips for vegetarian 
dishes 

“Valio offers a broad range of products as 
well as a large number of recipes for 
everyday cooking and for special diets.” 
(Valio’s sustainability report 2017) 

Milk and 
yogurt cartons 

The sides of the carton 
include information about 
Valio’s responsibility 
work, e.g. the oil-based 
plastic is replaced in gable-
top cartons by renewable, 
plant-based materials. 

Increasing the 
knowledge of 
consumers on 
sustainability and 
Valio’s responsibility 
work 

"Now, for example, in September, we are 
launching Arilyn's augmented reality, which 
with the app brings to life the side of a milk 
carton and allows you to dive into the dairy 
farm --." (H1) 

Recycling 
labels 

Labels on packaging 
inform on proper recycling 
practices. 

Increasing the 
recycling rate 

“Valio products are packed in disposable 
consumer packaging.” (Valio’s 
sustainability report 2017) 

The Food Loss 
campaign 

The campaign offers 
information related to food 
waste and provides recipes 
and tips for consumers to 
prevent food waste. 

Increasing 
consumers’ 
awareness of food 
waste 

Reducing food waste 
in households 

“For example, the food waste week is about 
to begin, e.g. next week it will be reflected in 
our consumer communication and marketing 
emphases. Then we bring out waste food 
recipes by redirecting to our waste food 
database.” (H1) 

Valio and its 
entrepreneurs 
in social media 

Valio and its entrepreneurs 
take part in societal 
discussion and provide 
information about Valio’s 
responsibility work. 

Increasing the 
knowledge of 
consumers on 
sustainability and 
Valio’s responsibility 
work 

“We answer questions related to products 
and operations via the contact form on the 
Valio website, by telephone, Facebook and 
Twitter.” (Valio’s sustainability report 
2017) 

Choice editing 

Restricting the 
raw material 
use of palm oil 
and soy  

Valio does not source palm 
oil and soy. 

Sustainable sourcing “Valio’s own products that are made in 
Finland do not use any palm oil. Palm oil is 
currently used on some Valio Food Services 
products. Our goal is to discontinue the use 
of palm oil also in these products.” (Valio’s 
sustainability report 2017) 

Domestic 
sourcing of raw 
materials 

Valio pursue to buy 
domestic raw materials 
when they meet their 
criteria. 

Sustainable sourcing 

Increasing the 
consumption of 
Finnish raw materials 

“-- we buy local raw materials whenever 
their quality, competitiveness and 
availability meet our criteria.” (Valio’s 
sustainability report 2017)  
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Table 7 (continued). 

Using the 
Hyvää 
Suomesta 
labeled sugar 

The Hyvää Suomesta label 
guarantees domesticity as 
it contains at least 75% 
Finnish ingredients. 

Sustainable sourcing “Our sugar carries the Hyvää Suomesta 
label, which means it contains at least 75% 
Finnish ingredients.” (Valio’s sustainability 
report 2017) 

Following 
WWF’s 
seafood guide 

Valio follows WWF’s 
seafood guide to ensure 
sustainable sourcing. 

Sustainable sourcing “Valio’s product range in Finland does not 
include any species of fish classified as 
endangered by WWF.” (Valio’s 
sustainability report 2017) 

Using product 
and supplier 
surveys and 
following Valio 
Supplier Code 
of Conduct 

Valio audits its suppliers to 
assure responsibility and 
sustainability criteria of its 
raw material and products. 

Sustainable sourcing “We audit 20-30 suppliers annually.” 
(Valio’s sustainability report 2017) 

Using plant-
based materials 
for gable-top 
cartons 

The most of gable-top 
cartons are made from 
completely plant-based 
material, except juices 
containing C-vitamin and 
products for export. 

Increasing 
environmental 
sustainability of 
products 

“Valio is the world’s first food company to 
use cartons from entirely renewable, plant-
based material. Most of Valio’s gable-top 
cartons and their caps are already made 
from entirely renewable materials. By the 
end of 2018, all of Valio’s gable-top milk, 
buttermilk, cream and yogurt cartons will be 
completely plant-based (does not include 
e.g. export milks and juices.).” (Valio’s 
sustainability report 2017) 

Providing 
certificated 
organic 
products 

Valio offers certificated 
organic products. 

Sustainable sourcing “The organic product selection is now more 
extensive than ever and includes close to 40 
products, such as milks, yogurts, juices, 
cheeses and food preparation products.” 
(Valio’s sustainability report 2017) 

 

S Group’s strategies to guide consumers 

S Group’s grocery stores use actively information provision instruments such as campaigns for 

reducing food waste as well as increasing the use of vegetables and harvest season products by giving 

tips on how to use them. During the Food Loss Week S Group’s grocery stores provided information 

and practical examples of how consumers can reduce their own food waste. Also, S Group’s 

representative H4 emphasized that campaigns are an effective way to influence consumers’ behavior. 

Yhteishyvä magazine is G Group’s own publication that is published every other month as a print 

version alongside with Sesonki magazine that introduces seasonal recipes for daily cooking and 

festival occasions. Yhteishyvä has own websites where consumers can find, for example, more 
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seasonal recipes and recipes for various diets such as vegan, vegetarian or planetary diet5. Also, S 

Group’s recycling guide can be found there. 

S Group provides the My Purchase (Omat Ostot) service for the co-op members to track their own 

groceries and thus giving an opportunity to consumers to make changes to their purchase decisions 

from the perspective of the environment and sustainability. My Purchase service provides information 

among others the amount of purchased fruits and vegetables, the level of domesticity of the food 

basket, the amount of purchased plastic bags and the carbon footprint of groceries.  

S Group uses choice editing by sourcing raw materials or products to secure sustainability. For 

instance, S Group requires a third-party audit or certification from the raw materials that are produced 

in a risk country. From the certificate consumer can see that the product fulfills the requirement of 

environmental sustainability and also the social sustainability aspect that is tightly present in many 

certifications. The accepted certifications are Fairtrade, UTZ and Rainforest Alliance. In addition, S 

Group pursues to use only certified or verified coffee, tea and cocoa in its private label products.  

The grocery stores provide certificated organic products, such as meat, bananas, lemons, apples and 

eggs. Moreover, S Group claims that they use only certified palm oil by 2021 as its production is 

related to the deterioration of ecological sustainability as well as the risks of human rights violation. 

S Group has also made the policy for not offering unsustainable fish and seafood which is based on 

the recommendations, the species endangerment classification and the research data. Hence, MSC-

certified fish and seafood are selected to the product range. 

S Groups uses nudging for helping and pushing consumers to recycle, purchase vegetables and 

seasonal products and reduce the use of plastic bags. S Group offers consumers great recycling 

opportunities by facilitating recycling points at the grocery stores. The aim has been made recycling 

easy and convenient as consumers can bring waste for recycling while coming to a grocery store for 

shopping. The eye-catching display for vegetables and seasonal products has been an effective tool 

since it has increased the sales of vegetables as stated in the S Group’s sustainability report. The 

grocery stores also nudge to use the alternatives for small light-weight bags by placing biodegradable 

light-weight bags as well as reusable fruit and vegetable bags in a visible spot next to them. In 

addition, one alternative for using nudging is to adjust defaults. In the grocery stores, S Group has no 

longer offered the small light-weight bags for free-of-charge at checkouts.  

 
5 Planetary diet (planetaarinen ruokavalio) refers to a climate-friendly food recommendation that is a way to promote 
health and the mitigation of climate change trough daily food choices. (https://yhteishyva.fi/ruoka-ja-reseptit/tunnetko-
jo-planetaarisen-ruokavalion-3-syyta-miks/7eTYLx4P5TPRt9peNZTTaG, 28.8.2020) 

https://yhteishyva.fi/ruoka-ja-reseptit/tunnetko-jo-planetaarisen-ruokavalion-3-syyta-miks/7eTYLx4P5TPRt9peNZTTaG
https://yhteishyva.fi/ruoka-ja-reseptit/tunnetko-jo-planetaarisen-ruokavalion-3-syyta-miks/7eTYLx4P5TPRt9peNZTTaG
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S Group also steers consumers by using financial incentives. With these measures S Group has aimed 

to increase the purchase of vegetables, reduce food waste and reduce the use of plastic bags. S Group 

has lowered the prices of vegetables due to the increased efficiency of energy. The grocery stores 

also mark expiring products with the red discount labels that gives usually a 30% discount for 

consumers. This is an efficient way to reduce S Group’s grocery stores’ food waste. Also, consumers 

can purchase these marked discounted products with a 60% discount while buying groceries during 

the last store hours. S Group has also collaborated with the ResQ Club to tackle the food waste issue. 

Through the ResQ Club app consumers can buy products with a discount and collect the purchased 

products from the store. In addition, S Group charges for plastic bags. 

Table 8 depicts S Group’s grocery stores’ consumer guiding methods. More quotes related to S 

Group’s guiding methods can be found in Appendix 4. 

Table 8: Consumer guiding strategies of S Group's grocery stores. 

Consumer 
guiding 
instrument 

Description  Expected impact on Quotes from research materials 

Information provision 

Harvest season 
campaign 

Grocery stores highlight and 
provide information on seasonal 
products.  During the harvest 
seasons the growing conditions 
of the vegetables are at their best 
and thus the quality of the 
product is higher.  

Reducing food waste  

 

"-- we challenge Finns to increase 
the use of vegetables and offer new 
healthy alternatives in the form of 
harvest season tips, for example." 
(100 sustainable acts) 

The Food Loss 
Week  

The Food loss week increases 
consumers’ knowledge how to 
reduce wood waste by providing 
tips and recipes. 

As part of the Food Loss Week S 
Group has also participated in 
the Food Loss Battle were from 
the food loss of S Group eight- 
and ninth-graders prepared 
meals. 

Reducing food waste 

Improving children’s 
knowledge of food 
waste and raise the 
appreciation of food. 

“During the Food Loss Week, we 
are announcing a reduction in 
food waste, which can be seen in 
stores. -- our goal is to be able to 
guide consumers on how they can 
reduce food waste."  (H3) 

 

Yhteishyvä.fi and 
Sesonki magazine 

Published as a print version and 
it has its own website. 
Yhteishyvä provides a lot of 
information for consumers to 
improve their environmentally 
sustainable behavior. For 
example, offering a recycling 
guide and recipes. 

Promoting waste 
recycling 

Increasing the 
amount of 
environmentally 
sustainable food 
choices 
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Table 8 (continued).  

Recycling guide At 
www.yhteishyva.fi/kierratysopas 
consumers find instruction to 
recycling. 

Increasing recycling 
rate 

“We make it easier to recycle 
waste by making recycling 
instructions for our customers. 
Sorting waste enables it to be used 
as efficiently as possible. That is 
why we make sorting instructions 
for our customers.” (100 
sustainable acts) 

My purchase 
service 

My purchase service provides 
information about groceries 
which consumer can track. 

Increasing the use of 
vegetables and fruits 

Reducing the 
purchase of plastic 
bags 

”-- consumption monitoring, i.e. 
the customer is able to see what he 
has consumed and she may then be 
able to consider whether there is 
something she wants to change. In 
the case of vegetables, it is clear, 
as is the case with their plastic 
bags, but it also shows 
consumption data by product 
group. In this way, we give that 
freedom to the consumer to think 
about their own purchases.” (H4) 

Choice editing 

Third-party 
audits 

S Group requires third-party 
audits for raw materials that are 
produced in a risk country. 

Securing the 
sustainability of 
products. 

 

Fairtrade, UTZ 
and Rainforest 
Alliance 
certificates 

S Group purchases certificated 
products from high-risk 
countries to secure sustainability. 

Sustainable sourcing “We want to offer our customers 
an opportunity to make choices 
based on their own values by 
making available Finnish products 
and products with environmental 
or sustainability certifications.” (S 
Group’s year and sustainability 
2017) 

Providing 
certificated 
organic products 

S Group offers certificated 
organic products. 

Sustainable sourcing  

Certified palm oil S Group uses certificated palm 
oil. 

Sustainable sourcing “S Group is committed to using 
sustainably produced palm oil. S 
Group’s goal is that by 2021, only 
certified palm oil traceable to 
palm oil plantations (RSPO 
segregated) is used in private label 
products --.” (S Group’s year and 
sustainability 2017) 

 
  

http://www.yhteishyva.fi/kierratysopas
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Table 8 (continued). 

Following 
WWF’s seafood 
guide 

S Group follows WWF’s 
seafood guide to ensure 
products’ sustainability. 

Sustainable sourcing “Fish product procurement 
adheres to S Group’s fish policy 
based on the species 
endangerment classification, 
WWF’s seafood guide, the 
recommendations of the Marine 
Conservation Society, as well as 
research data from the Natural 
Resources Institute Finland. The 
policy applies to S Group’s 
centralised procurement and 
purchasing by the cooperatives in 
both grocery stores and 
restaurants in S Group.” (S 
Group’s year and sustainability 
2017) 

MSC-certified 
fish and seafood 
products 

S Group offers MSC-certificated 
products to fulfill sustainability 
criteria. 

Sustainable sourcing “--the product ranges of S 
Group’s grocery stores included 
86 MSC-certified products, of 
which 43 were private label 
products.” (S Group’s year and 
sustainability 2017) 

Nudging 

Facilitating 
recycling 

S Group facilitates recycling 
points at the grocery stores to 
make recycling easy and 
convenient for consumers as 
they can bring waste for 
recycling while coming to a 
grocery store for shopping. 

Increasing the 
recycling rate 

Saving virgin natural 
resources 

“Recycling is another, meaning 
that those solutions are brought to 
the yard of retail stores, or why 
not ABC’s yards. Let's make things 
easy.” (H4) 

 

Offering 
biodegradable 
light-weight bags 
and reusable 
fruit and 
vegetable bags as 
an option for 
small light-weight 
bags  

S Group are placing 
biodegradable light-weight bags 
and reusable fruit and vegetable 
bags to visible spots and next to 
light-weight bags to reduce the 
use of them. 

Reducing the use of 
small light-weight 
bags 

“In grocery stores, the use of 
small light-weight bags for 
packing fruit and vegetables 
decreased by a total of 20 per cent, 
or 52 million bags, from the 
previous year. At the same time, 
the use of biodegradable light-
weight bags for fruit and 
vegetables increased by 20 per 
cent.” (S Group’s year and 
sustainability 2017) 

Eye-catching 
display for 
vegetables and 
seasonal products 

S Group’s grocery stores make 
physical changes for the 
shopping environment to have an 
eye-catching display for 
vegetables and seasonal 
products. 

Increasing the 
consumption of 
vegetables and 
seasonal products 

“-- displaying seasonal vegetables 
more visibly in stores have 
increased the sales of vegetables 
by millions of kilograms:” (S 
Group’s year and responsibility 
2017) 

No free-of-charge 
light-weight bags 
at checkouts 

The grocery stores do not offer 
the small light-weight bags for 
free-of-charge at checkouts. 

Reducing the use of 
small light-weight 
bags 

“-- stop making free-of-charge 
light-weight bags available to 
customers at checkouts.” (S 
Group’s year and sustainability 
2017) 
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Table 8 (continued). 

Financial instrument 

Lowering prices S Group guides consumers to use 
more vegetables by lowering the 
prices of vegetables. 

Increasing the 
consumption of 
vegetables 

“Lowering process is possible 
thanks to increased efficiency in 
the use of energy.” (S Group’s 
year and responsibility 2017) 

Red discount 
labels 

The grocery stores mark expiring 
products with the red discount 
labels that gives usually a 30% 
discount for consumers. 

Reducing food waste “An effective way to reduce food 
loss is to sell expiring products at 
discounted prices. These products 
are marked with red discount 
labels, and the quantity of such 
products sold in S Group’s 
grocery stores annually is 
approximately 50 million.” (S 
Group’s year and responsibility 
2017) 

Evening discount During the last store hours, the 
grocery stores provide marked 
discounted products with a 60% 
discount. 

Reducing food waste “-- food loss was further reduced 
by the introduction of the evening 
discount in approximately 900 S 
Group grocery stores in 
September: during the last store 
hours, the discount on food items 
marked with red labels is 60 per 
cent. In some grocery stores, the 
evening discount has reduced food 
loss by up to 10 per cent.” (S 
Group’s year and responsibility 
2017) 

The ResQ Club Through the ResQ Club app 
consumers can buy products 
with a discount and collect the 
purchased products from the 
store. 

Reducing food waste “The ResQ Club service for 
keeping food from going to waste 
was used by seven regional 
cooperatives -- last year.” (S 
Group’s year and responsibility 
2017) 

Charging for 
plastic bags 

S Group charges for plastic bags. Reducing the use of 
plastic bags 

“Considerable reduction in the use 
of plastic bags due to charges --.” 
(S Group’s year and responsibility 
2017) 

 

Fazer’s strategies to guide consumers 

Fazer uses Information provision measures to encourage consumers to make environmentally 

sustainable dietary choices, recycle packaging and reduce food waste. The Food waste campaign 

challenged consumers to take only the amount of food you can eat. The other campaign #moregreens 

promotes the consumption of greens by switching focus from meat and fish meals to vegetarian and 

vegan meals. Part of the campaign Fazer trains chefs and develops delicious vegetarian and vegan 

recipes as well as uses nudging as a steering tool. Also, providing scientific information about food 
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and different dietaries Fazer supports consumers to make sustainable food choices. In addition, labels 

on product packaging provide recycling instructions. Although Fazer has supported consumers to 

make sustainable choices and provided information about their responsibility work via various 

information guiding measures, Fazer’s representative H5 concluded that their focus has not been as 

strong as it could have been regarding this information provision about sustainability.  

Fazer applies choice editing to control the environmental sustainability of raw materials and products. 

Forced choice restriction is implemented for certain raw materials, such as palm oil, cocoa and soy. 

These raw materials are procured only with a certification that secures their sustainable production. 

The used palm oil is RSPO certified. Instead, Fazer’s soy was not yet 100% responsible certified but 

the aim is to accomplish this goal by 2020. For meeting the responsible criteria Fazer purchases soy 

with the RTRS or ProTerra certificate. On the other hand, Fazer uses cocoa that is 100% responsible 

produced and certified with UTZ, Rainforest Alliance or Fairtrade. In addition to these certificates 

Fazer has its own direct program for responsible cocoa that has created discussion among the 

stakeholders. As the own certificate has not been seen to present the sustainability of the product in 

the best possible way to create reliability. Fazer explained in the report that the reasons for the own 

direct cocoa program are based on the needs of responsible chocolate producers and the demand to 

provide farmers with the opportunity to produce cocoa sustainably. In Fazer Food Service choice 

editing is also used for promoting the use of seasonal and second grade fruits and vegetables by using 

a seasonal calendar to guide raw material sourcing. Fazer also secures the sustainability of its fish 

products by following WWF’s seafood guide for sourcing fish.  

Fazer Food Services uses nudging to increase the consumption of greens and vegetarian food and 

reduce the consumption of meat. They have made changes in buffet design by shifting the order of 

meals and taking into account the presentation of dishes to make them more attractive. For example, 

greens and vegetarian dishes are first on the buffet line and meat options have been placed after them. 

The use of nudging is justified by its positive way to steer consumers to sustainable choices and non-

intrusive nature. Fazer Food Services also uses defaults as a form of nudging by arranging meal 

options on the menu so that vegetarian dishes are presented first and meat dishes at the end of the 

menu. In addition, meat is pre-dispensed in some restaurants and a separate plate for salad is not 

served. All defaults are aimed to increase the consumption of vegetables and vegetarian meals and 

also the reduction of food waste.  

Table 9 depicts consumer guiding methods that Fazer uses for steering consumers towards 

environmentally sustainable choices and behavior. More quotes related to Fazer’s guiding methods 

can be found in Appendix 5. 
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Table 9: Consumer guiding strategies of Fazer. 

Consumer guiding 
instruments  

Description Expected impact on Quotes from research materials 

Information provision 

The Food waste 
campaign 

Fazer encourages 
consumers to reduce 
food waste. 

Reducing food waste “We have challenged in the Food 
loss campaign to eat all the food 
you take or just take what you eat, 
which is the reduction of food 
waste.” (H5) 

#moregreens campaign Fazer Food Services 
promote the consumption 
of greens. 

Increasing 
consumption of 
vegetarian and vegan 
meals 

“Fazer Food Services’ successful 
#moregreens actions will 
continue in 2018, and nudging 
will continue as a key initiative. 
We will continue to train our 
chefs and develop vegetarian 
recipes.” (Fazer Group’s Annual 
Review 2017) 

Recycling instructions Labels on product 
packaging give 
consumers recycling 
instructions. 

Increasing the 
recycling rate of 
product packaging 

 

Providing scientifically 
valid information about 
dietary choices 

Fazer provides scientific 
information about food 
and different dietaries. 

Promoting sustainable 
food choices 

“We provide scientifically valid 
information to support people in 
making informed dietary 
choices.” (Fazer Group’s Annual 
Review 2017) 

Choice editing  

Using certificated palm 
oil and soy 

Fazer uses RSPO 
certificated palm oil and 
RTRS or ProTerra 
certificated soy. 

 

Sustainable sourcing “We use 100% RSPO certified 
palm oil, sourced through three 
supply chain options: segregated, 
mass balance and book and 
claim.” (Fazer Group’s Annual 
review 2017) 

UTZ, Rainforest 
Alliance and Fairtrade 
certificates 

Fazer uses cocoa that is 
100% responsible 
produced and certified 
with UTZ, Rainforest 
Alliance or Fairtrade. 

Sustainable sourcing “100% responsibly produced 
cocoa: 86% certified and 14% 
from direct programmes.” (Fazer 
Group’s Annual review 2017) 

Fazer’s own direct 
program for cocoa 

Fazer has its own 
program for sourcing 
sustainable cocoa. 

Sustainable sourcing ”Direct programmes are needed 
to complement certified cocoa.” 
(Fazer Group’s Annual review 
2017) 
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Table 9 (continued). 

Promoting seasonal and 
second grade fruits and 
vegetables 

Promoting the use of 
seasonal and second 
grade fruits and 
vegetables. 

Reducing food waste “We will continue to reduce 
food waste and apply 
seasonality to improve the 
efficiency and sustainability of 
our supply chain. For 2018 we 
have defined a common 
seasonal calendar for Fazer 
Food Services that will be taken 
into use in all countries.” 
(Fazer Group’s Annual review 
2017) 

Following WWF’s seafood 
guide 

Fazer follows 
WWF’s seafood 
guide to ensure 
products’ 
sustainability. 

Sustainable sourcing “We continue to use the WWF 
seafood guides as the basis of 
our fish sourcing and only use 
green or yellow listed fish.” 
(Fazer Group’s Annual review 
2017) 

Nudging  

Changing buffet design Greens and 
vegetarian dishes are 
first on the buffet 
line and meat option 
is placed after them. 
Also, the 
presentation of 
dishes is made more 
attractive. 

Increasing the 
consumption of greens 
and vegetarian dishes 

“We continued our work to 
increase the share of vegetables 
in meals. Nudging, in which 
restaurant guests are gently 
encouraged to choose more 
greens through buffet design 
and the presentation of dishes, 
was continued in Fazer Food 
Services’ restaurants.” (Fazer 
Group’s Annual review 2017) 

Restaurant menu Meal options are 
arranged so that 
vegetarian dishes are 
presented first and 
meat dishes on the 
end of the menu. 

Increasing the 
consumption of 
vegetables and 
vegetarian dishes 

“Vegetarian dishes are on the 
menu first and come first in the 
buffet.” (H5) 

4.2 Factors encouraging to guide consumers 

The findings of factors that encourage case companies to guide consumers are presented in this 

subsection in the following order: Valio, S Group and Fazer.  

Factors encouraging Valio to guide consumers  

Valio’s strategy is the basis for guiding consumers towards environmentally sustainable choices and 

behavior since the goal-oriented sustainability program is an essential part of the strategy. The 

mission also states that well-being and taste sensations are created in a responsible way. Valio 

recognizes the needs of certain product categories and sustainable sourcing of raw materials as they 

want to offer solutions for the changing needs of consumers, society and the environment.  
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Especially two trends encourage Valio to promote sustainability and hence guide consumers in their 

choices. The first trend is that consumers’ needs have changed and in these times, they want more 

plant-based options and variety in their food choices. This is a major reason why Valio developed the 

plant-based Valio Oddly product family. As stated in the Valio’s report: 

“At the end of the year Valio announced the market launch of the totally plant-based Valio Oddlygood 

product family. The new products are response to a major trend in consumer behavior: Finnish 

consumers want variety and inspiring options in their food choices.” (Valio’s sustainability report 

2017) 

Second trend is responsibility that has become a key purchase decision criterion for consumers as 

well as a necessity for the operation of companies. Taking care of responsibility and sustainability of 

supply chain and overall operations does not only secure Valio’s future but is also an important part 

of the competition as non-responsible performance become expensive in the long run. As Valio’s 

representative H1 explained the necessity of responsibility in the business:   

“-- if we do not operate responsibly, we cannot exist and then no one wants to buy our products. It is 

a no-brainer.” (H1) 

Being a forerunner as well as a big operator in the food industry increases Valio’s responsibility as 

an actor at the same time. This encourages Valio to provide information to consumers by utilizing all 

its channels towards consumers. As Valio’s representative H1 noted: 

“So, Valio is Finland's largest food company and if you think about how many people are at the 

dinner table every day, then size brings responsibility. In that sense, we have a great opportunity to 

make an impact. Since we have channels and voice in the direction of consumers, why not use it.” 

(H1) 

Motivation guides Valio to guide consumers. “Together we make life better,” Valio stated in the 

sustainability report. The possibility to have wider impacts on society motivates Valio to practice 

sustainable sourcing of raw materials. Valio considered it is also the ethically right thing to do since 

the operation is completely relied on nature, as concluded in the report:  

“Without nature and its ecosystem, our business operations would not exist.” (Valio’s sustainability 

report 2017) 

So, these acts of responsibility, including consumer guidance, would function as a competitive 

advantage since responsibility actions need to focus on matters relevant to the business otherwise it 

can be seen as greenwashing. Thus, Valio wants to tell about its sustainability work openly and 
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transparently. Only concrete sustainability actions increase consumers’ trust. Protecting brand image 

also encourages Valio to steer consumers and promote sustainability because consumers’ perception 

of the brand is slow to create but easy to lose. Hence, Valio is limiting risks.   

Table 10 depicts the factors that encourage Valio to guide consumers. 

Table 10: Factors encouraging Valio to guide consumers. 

Factors encouraging to guide 
consumers 

Description Effects on steering 

Strategy 

Sustainability program The sustainability program is an 
integral part of the company’s 
strategy which promotes 
sustainability and is goal-oriented. 

Encourages to use consumer guiding 
strategies, such as choice editing and 
information provision. 

Trend 

Increasing interest in 
sustainability 

Consumers wish to have more plant-
based options and variety in their 
food choices. Hence, company offers 
solutions for these demands. 

Encourages to use consumer guiding 
strategies, such as choice editing and 
information provision. 

Responsibility as a necessity Responsibility has become a key 
purchase criterion for consumers. It 
is also considered a necessity of 
business. 

Encourages to develop the 
responsibility and sustainability of 
the supply chain and thus guide 
consumers by choice editing. 

Forerunner 

Responsibility as a big operator As a big operator company has 
chance to reach consumers and 
provide information through its 
channels.  

Encourages to influence and share 
information with consumers and thus 
use consumer guiding methods. 

Being an example Company has a possibility to 
promote sustainability and lead by 
example other companies.  

Encourages to guide consumers and 
test different guiding methods. 

Competitive advantage Company can gain a competitive 
advantage in terms of sustainability. 

Encourages to guide consumers and 
test different guiding methods. 

Motivation 

Wider impacts on society Motives company to act responsibly 
and promote sustainability also to 
consumers. 

Encourages to use consumer guiding 
methods such as choice editing and 
information provision. 

Ethical aspect Company’s operation is depended on 
nature and it wants to secure its 
business opportunities in the long 
run. 

Encourage company to promote 
sustainability in every phase of 
supply chain and support consumers’ 
sustainable behavior and choices. 
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Table 10 (continued). 

Limiting risks 

Greenwashing Company needs to prove its 
responsible actions so that its 
performance would not see as 
greenwashing. 

Encourages to focus on 
responsibility measures that matter 
to the business and use consumer 
guiding methods. 

Protecting brand image Company needs to protect its brand 
image as a responsible actor for 
securing consumers’ trust. 

Encourages to promote sustainability 
and use consumer guiding methods. 

 

S Group: Factors encouraging to guide consumers 

Sustainability is part of the S Group’ strategy. Their responsibility program The Best Place to Live 

direct S Group also in consumer guidance. The program contains a list of one hundred acts that have 

an impact on the environment and society. Some of these acts also encourage S Group to use different 

consumer guiding strategies. Because sustainability is also strongly represented in S Group’s values 

it inevitably reflects in the grocery stores’ practices which promote consumers to choose 

environmentally sustainable products and change their behavior to reduce food waste. As S Group 

stated in the sustainability report: 

“We want to offer convenience that makes responsible and sustainable choices possible every day as 

well. Taking care of people and the environment is one of our most important values.” (S Group’s 

year and sustainability 2017) 

Sustainability has also been a growing trend among consumers and the food trade business. S Group 

has noted that consumers are more aware of sustainability issues and interested in where the products 

comes from. Also, the co-op stores want to actively work to make sustainability more visible to 

consumers, for example, through campaigns and other forms of information provision. So, the 

expectations of consumers, co-ops and society encourage S Group to steer consumers through various 

guiding strategies. As S Group’s presentative H4 noted: 

“Our cooperatives expect us to do things well, cooperatives own us. Our consumers expect that we 

do things well and then our society expects us to do the right thing --.” (H4) 

S Group admitted being a forerunner in sustainability issues as well as a big operator in the food 

sector gives reasons to promote sustainability to consumers. As a big operator S Group feels that it 

has a responsibility to provide consumers information related to sustainability to promote their 

responsible behavior. As a forerunner S Group have also possibility to be an example to others and 

have a wide impact on the industry.   
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S Group’s representative H3 explained the position as follows: 

"It is clear that we are a big player in this market and therefore, we have a huge responsibility. In 

some ways, we also have the right to speak, and it is also our duty as a big player to talk about things, 

to send a message to customers --." (H3) 

In addition, S Group has the motivation to develop sustainability practices that also support 

consumers to behave responsibly for limiting risks by protecting its brand image as a responsible 

actor. To ensure consumers’ trust S Group had done persistent sustainable work and the trust is not 

afforded to lose since it would harm the business. Thus, S Group needs to show concrete sustainability 

actions to maintain consumers’ trust which encourages it also to use some consumer guiding strategy 

to point out the credibility. As S Group noted the importance of trust in its brand: 

“Earning the customers’ trust requires persistent and sustainable work, which is what we have been 

doing for years.” (S Group’s year and sustainability 2017) 

Table 11 depicts the factors that encourage S Group grocery stores to guide consumers. 

Table 11: Factors encouraging S Group's grocery stores to guide consumers. 

Factors encouraging to guide 
consumers 

Description Effects on steering 

Strategy 

Sustainability program The sustainability program is an 
integral part of the company’s 
strategy which promotes 
sustainability and is goal-oriented.  

Encourages to use consumer guiding 
strategies, such as choice editing and 
information provision. 

Trend 

Increasing interest in 
sustainability 

Consumers wish to have more plant-
based options and variety in their 
food choices. They are also 
interested in where the product 
comes from. Hence, company offers 
solutions for these demands. 

Encourages to guide consumers by 
choice editing. 

Responsibility as a necessity Responsibility has become a key 
purchase criterion for consumers. It 
is also considered a necessity of 
business. 

Encourages to develop the 
responsibility and sustainability of 
the supply chain and thus guide 
consumers by choice editing. 
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Table 11 (continued). 

Forerunner 

Power to influence As a big operator company has 
chance to reach consumers and 
provide information through its 
channels.  

Encourages to influence and share 
information to consumers and thus 
use consumer guiding methods. 

Being an example Company has a possibility to 
promote sustainability and lead by 
example other companies.  

Encourages to guide consumers and 
test different guiding methods. 

Limiting risks 

Protecting brand image Company needs to protect its brand 
image as a responsible actor for 
securing consumers’ trust and its 
reputation. 

Encourages to promote sustainability 
and use consumer guiding methods. 

 

Fazer: Factors encouraging to guide consumers 

Fazer’s strategy and values are the basis for the sustainability work which reflects to the use of 

consumer guiding strategies. Defined goals to develop sustainability, the focus on consumers and the 

desire to create new food innovations to meet consumer expectations have encouraged Fazer for 

example to use nudging and choice editing for sustainable sourcing. Sustainability is also keeping its 

important role throughout Fazer’s operation, as stated in the annual review: 

“As we move forward with our new strategy to build the Fazer of the future, we will continue to 

ensure that sustainability has an important role in everything we do” (Fazer Group’s Annual Review 

2017) 

Trends related to increasing interest in sustainability, market development and pressure to act 

responsibly have played a role in encouraging Fazer to develop its sustainability. There has been tight 

competition in the market to meet the demand for sustainable products. Consumers have wished for 

sustainable alternatives to meat and dairy products which has been an enhancer for creating Fazer 

Lifestyle Foods that includes non-dairy products and plant-based meals. Besides, pressure to source 

sustainable raw materials has grown since often they are produced in the high-risk countries from the 

aspect of social and environmental sustainability. For example, this has encouraged Fazer to sources 

sustainable raw materials, such as cocoa and palm oil. Fazer also sees that CR is good for the business 

by securing profitability and growth as well as generating savings and new business opportunities.  
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Fazer explained the impacts of trends:  

“Consumer trends are changing and interest in sustainability has been increasing. We at Fazer need 

to take into account these evolving trends but, at the same time, understand other drivers behind 

sustainability as well as our impact on the environment and society. We want to maintain a focus on 

developing sustainable solutions.” (Fazer Group’s Annual Review 2017) 

Fazer also recognized its significant role as a forerunner in the society which increases its 

responsibility as an operator as well as its opportunity to have an impact on consumers’ behavior. 

Because Fazer is part of many consumers’ day through Fazer Food Service it has been encouraged to 

promote sustainable food choices to consumers, for example through nudging. 

Fazer wants also to limit risks by protecting its brand image and managing issues that potentially 

could affect its reputation. Consumer trust is so important that it cannot afford to lose it. Sustainability 

is an integral part of Fazer’s brand that must be protected which also encourages Fazer to work on its 

sustainability practices. 

Table 12 depicts the factors that encourage Fazer to guide consumers. 

Table 12: Factors encouraging Fazer to guide consumers. 

Factors encouraging to guide 
consumers 

Description Effects on steering 

Strategy 

Sustainability work The sustainability program is an 
integral part of the company’s strategy 
which promotes sustainability and is 
goal-oriented.  

Encourages to use consumer guiding 
strategies, such as choice editing and 
information provision. 

Trend 

Increasing interest in 
sustainability 

Consumers wish to have more plant-
based options and variety in their food 
choices. They are also interested in 
where the product comes from. Hence, 
company offers solutions for these 
demands. 

Encourages to guide consumers by 
choice editing. 

Responsibility as a necessity Responsibility has become a key 
purchase criterion for consumers. It is 
also considered a necessity of business. 

Encourages to develop the 
responsibility and sustainability of the 
supply chain and thus guide consumers 
by choice editing. 

Forerunner 

Power to influence As a big operator company has chance 
to reach consumers and provide 
information through its channels.  

Encourages to influence and share 
information with consumers and thus 
use consumer guiding methods. 
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Table 12 (continued). 

Limiting risks 

Protecting brand image Company needs to protect its brand 
image as a responsible actor for 
securing consumers’ trust and its 
reputation. 

Encourages to promote sustainability 
and use consumer guiding methods. 

4.3 Perceived tensions in consumer guidance 

The findings of tensions that case companies perceive in relation to consumer guidance are presented 

in this subsection in the following order: Valio, S Group and Fazer.  

Valio's perceived tensions in consumer guidance. 

The representatives of Valio identified various tensions that they perceive regarding consumer 

guidance and some of them are related to communication challenges. Consumers may not have 

correct information about the company and its sustainability work due to the lack of effective 

communication. In the current situation consumers get lots of information through various channels 

at a fast pace which may also have led to information overload. For providing the main information 

about the key sustainability actions to steer consumers, Valio’s representative H1 recognized their 

need to focus on the main themes and communicate with related issues on a long-term basis through 

various channels. Especially, the representative felt that consumers are not aware of the sustainability 

actions and the story of Valio (its co-operative nature). 

In addition, several perspectives related to sustainability issues cause viewpoint differences between 

consumers and Valio which is seen as tensions. For example, consumers send feedback to Valio about 

the sustainability of product packaging and Valio can only answer and explain their view to the issue. 

The fact that consumers can accept or refuse to accept the answer causes tensions to the use of 

information provision guiding method. Although consumers have the possibility to criticize Valio’s 

business by bringing up some (in Valio’s opinion) small details or narrow perspectives, Valio’s 

representative H1 consider that critical discussion is also desirable since there is not a right or a wrong 

solution. 

Company’s responsibility is to see sustainability throughout the life cycle of a product. Therefore, 

what is seen as sustainable can differ between a company and a consumer. For example, the 

discussion in social media can focus on some detail or a subject that has a small role for environmental 

impacts while concerning the whole supply chain. When a single thing is brought up as consumers 

lack the understanding of the big picture, it creates tensions for Valio’s responsibility work since it is 

challenging and requires hard work to bring their own views on the matter.  A good example is the 
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environmental impacts of product packaging that has caused discussion, especially concerning 

plastic. Valio’s representative H2 emphasized the need for packaging as the function of it is to protect 

the product and secure its self-life, and if it fails to do that all the environmental inputs are wasted.  

The development of innovations and new practices that would increase the sustainability of products 

include both economic risks and possibilities. This creates tension especially if future policy actions 

are hard or impossible to see. For example, there was a need to find future sustainable solutions to 

logistics by concerning different options for transporting milk and products, but the development of 

practices was concerned too hard and risky as the society was not supporting options that are more 

sustainable. Also, the need for a massive and expensive communication strategy was seen causing 

tensions. Especially if consumers think the product is not good and does not meet their needs.  

The main tension was that the idea of steering consumers towards environmentally sustainable 

choices is against the contemporary economic ideology in which consumers’ have to have freedom 

of choice. In economics, the consumption is seen as a core of markets that is molded based on 

consumer’s needs and thus the concept of steering consumers towards sustainable choices by a 

company is seen to be strongly at odds. Valio’s representative H2 did not see the possibility that Valio 

would deliberately guide consumers in their choices since the consumer is rather the one who directs 

the company’s work. Despite the strong view of the possibility of guiding consumers, Valio’s 

representative H2 commented that in some single cases they might steer consumers. Also, the 

potential risk is that consumers would sense that a company tries to steer them towards a particular 

choice or behavior created tension. 

Controversy over consumer guidance cause also tensions. The conception related to consumer 

guidance is that there is no need for official guidelines on how consumers should steer towards 

sustainable choice and behavior. One explanation is that markets and consumers would punish Valio 

if it does not act responsibly and offer sustainable products. Besides if there would be official 

guidelines for consumer guidance practices, they should give by an official body, such as the 

European Union or the Finnish government, Valio’s representative H2 noted.  

Valio also recognizes that the challenges regarding consumer guidance are related to its position to 

consumers. Due to fact that Valio interacts with consumers mainly through corporate communication, 

it has not as many possibilities to use various consumer guiding strategies as other companies. First 

the chains of Finnish grocery trade or food services need to select Valio’s products into their selection 

before consumers can purchase them. In addition, only the grocery stores can use financial incentives 

to guide consumers unlike Valio.  
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Table 13 depicts different tensions that Valio perceives in consumer guidance. More quotes related 

to Valio’s perceived tensions can be found in Appendix 6. 

Table 13: Valio's perceived tensions in consumer guidance. 

Perceived tension in 
consumer guidance 

Description Effects on steering Quotes from research 
materials 

Communication challenges 

Information overload Information provision has not 
been effective enough and 
consumers are not aware of all 
sustainability actions. 

Communication on 
sustainability does not 
reach consumers 
resulting in the failure 
of guidance 

“It can be and probably is 
that they get [information 
overload]. That’s why I think 
we should focus on a few 
important things that are 
those big things to do and talk 
about them in the long run 
through different channels.” 
(H1) 

Several perspectives 
on sustainability 

Consumers can criticize 
company’s sustainability work 
and discussion can focus on 
details. The company may not 
have resources to take part in 
the discussion in a 
constructive way.  

Disturbs the company’s 
communication on 
sustainability. The 
company may not have 
the opportunity to bring 
its own views on the 
matter.  

“Whether it was animal 
welfare or the climate or 
whatever we raised, there are 
a huge number of perspectives 
and opportunities to criticize 
our actions.” (H1) 

Viewpoint differences between consumers and companies 

Company’s 
responsibility is to see 
the big picture 

 

A single perspective can bring 
up in the media as consumers 
are lacking the understanding 
of the big picture of 
company’s sustainability work 
since the company needs to 
take into account the whole 
lifecycle of the product. 

Consumers do not 
consider some choices 
sustainable, and as a 
result, guidance fails.  

"Yes, I am referring to the 
problem of the consumer's 
view and what our view is 
when they do not always come 
together. The buzz that always 
goes on social media or 
somewhere else, it does not 
always fit into that big 
picture. We are always trying 
to look at the life cycle 
perspective, the big picture." 
(H2) 

Economic risks 

The development 
phase includes risks 

The development of new 
innovations and practices is 
risky since the solution may 
not function as expected. 
Also, society does not give 
clear clues and lack of support 
for new innovations.  

Financial losses due to 
the fail of 
development. Hesitates 
to develop 
sustainability work due 
to the lack of support 
from society. 

“There are always risks and 
opportunities associated with 
development work, and often 
there are more difficulties 
during the development 
phase.” (H2) 
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Table 13 (continued). 

The need of massive 
and expensive 
communication  

If a company tries to steer 
consumers to choose a certain 
product and consumers do not 
like it or they feel it does not 
meet their needs, the company 
would need a massive and 
expensive communication 
campaign to get the product 
on the market. 

Company does not 
want to decide what 
consumers need and 
thus does not steer 
proactively consumers 
towards sustainable 
choices. 

 

Contemporary economic ideology 

Consumer guidance is 
against business logic 

Consumers do not want to be 
steered. 

Consumers would 
sense if a company is 
steering them towards 
particular choice 
resulting in the failure 
of guidance. 

“That [the consumer] is 
unwilling to be guided. That is 
the biggest risk and that is 
also the logic of business. 
(H2) 

The principle of 
consumers’ freedom 
of choice 

Consumers are free to make 
their own purchase decisions 
and companies should not 
interfere. 

Companies cannot 
guide consumers 
deliberately. 

“This [consumer guidance] is 
an interesting point of view --. 
It has been ingrained to me 
that it is the consumer who 
decides. Consumers tend to 
guide us. We follow what 
consumers do.” (H2) 

Refuse the idea of 
consumer guidance 

Company does not see the 
possibility to guide consumers 
and does not recognize 
consumer guidance methods.  

Company is not aware 
of how consumers are 
steered although it may 
use some method. 

 

Controversy over consumer guidance 

No need for guidelines There is no need for official 
guidelines on how consumers 
should be steered towards 
sustainable choice and 
behavior since markets and 
consumers would punish if a 
company would not act 
responsibly. Hence, 
companies can regulate 
themselves.  

Company uses only 
limited methods to 
guide consumers. 

So far, I do not see the need 
for guidelines [on consumer 
guidance], at least at this 
point, because quite often the 
market or the consumers will 
punish [if a company do not 
act as responsibly as it 
pretends].” (H1) 

Valio’s position in 
relation to consumers 

Valio does not directly interact 
with consumers and thus 
cannot use various consumer 
guiding strategies. 

Valio cannot use all 
guiding methods or 
obligate its customers 
to guide consumers. 

“After all, the challenge [in 
guiding consumers] is that we 
are not dealing directly with 
consumers other than in this 
business communication. We 
have customers [the grocery 
trade groups] in between and 
the customer is the one who 
buys the product from us and 
sells it to the consumer. (H2) 
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S Group’s perceived tensions in consumer guidance 

The communication challenge that S Group perceives is related to the tone how they can communicate 

responsibility and sustainability issues to consumers without consumers noticing it as patronage. 

Although S Group feels its responsibility is to communicate to consumers and other stakeholders 

about responsibility and environmental issues it should be done in a neutral way. This tension is 

strongly related to the conception that consumers are free to make their own choices, and no one 

should interfere. As S Group’ representative H3 explained this perceived tension in relation to the 

challenges of informational guiding strategies:  

"There are certainly challenges associated with all activities, such as being able to talk about things 

in a neutral way without seeming to have such patronage or even direct direction." (H3) 

Contemporary economic ideology creates tensions as S Group feels that their role is rather to provide 

solutions, in other words products, for consumers’ needs rather than actually steer consumers to 

purchase particular products. Thus, S Group feels it is an enabler as it aims to respond to consumer 

needs by providing options in different categories, for example, an organic or vegan option alongside 

an ordinary product. As S Group’s representative H3 noted:  

“We see it as the fact that the consumer has certain needs depending on the situation or context where 

he or she buys. And we provide solutions to those needs. That is products. We have products for many 

different needs in the selections and as such we are not trying in the store to direct that the customer 

should buy this particular product rather when you have that particular need, then we consider that 

we have an organic product available in one of the categories alongside that normal product, or we 

have a gluten-free option or a lactose-free option, vegan. ” (H3) 

This probably explains why the concept of consumer guidance is rejected as S Group’s representative 

H3 stated: 

“Personally, I shun [the concept of] consumer guidance in a certain way.” (H3) 

Controversy over consumer guidance causes tensions which lead to a denial of consumer guidance 

as it is seen more as a possibility to tell and share information about sustainability than a guiding 

strategy. When it comes to the questions should consumer guidance be based on the official guidelines 

or voluntary actions the previous is considered to be a better way to proceed with the issue. S Group’s 

presentative H4 noted that through a voluntary action to promote sustainability and consumer 

guidance can better deliver results because then the solution is considered to be the most efficient 

way to operate from the perspective of the whole supply chain. The regulation was seen as a good 

option to have a common corporate responsibility law as it would ensure the same rules for all. 
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However, S Group’s presentative H4 saw a risk related to regulation due to the possibility that it 

might dismiss some aspects and enables unsustainable practices.  

Risks that cause tensions to S Group regarding consumer guidance are related to its position the in 

the food industry in Finland and decision-making process. S Group is a forerunner in sustainability 

matters. Because of it they do not have a guideline on how to proceed with new innovations or 

practices which results in learning by trial and error. Although there are risks associated with being a 

forerunner, S Group’s presentative H3 highlighted the benefit is that the company can get a great 

opportunity to be the first to share an achievement with others. Also, it is considered to be a significant 

risk and cause tensions if S Group would make decisions on behalf of consumers. S Group wants that 

consumers make their own choices and the grocery stores only enable options. Providing information 

is seen as the easiest and least risky way of guiding consumers.  

S Group is a big operator in the food industry. So, their actions have wide impacts on the whole 

industry and because of this S Group cannot make sudden changes without taking into consideration 

the possible effects on other operators in the food industry. Therefore, S Group needs to have a dialog 

with its stakeholders before applying new requirements or practices and balance between the aim of 

developing sustainability and concrete responsibility actions. As S Group’s presentative H4 

emphasized: 

"-- you have to balance with things and figure out quite a few things before you can make decisions, 

policy, or decisions." (H4) 

Table 14 depicts S Group’s grocery stores’ perceived tensions in consumer guidance. More quotes 

related to perceived tensions can be found in Appendix 7. 
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Table 14: S Group's grocery stores' perceived tensions in consumer guidance. 

Perceived tension in consumer 
guidance 

Description Effects on steering 

Communication challenge 

The tone of communication The tone of communication should 
be neutral, and consumers should not 
see it as patronage. 

Companies are not willing to guide 
consumers and hesitate it. 

Contemporary economic ideology 

The principle of consumers’ 
freedom of choice 

The mindset is that consumers are 
free to make their own purchase 
decisions and companies should not 
interfere. 

Companies cannot guide consumers 
deliberately. 

Consumers have needs Company feels that its role is rather 
to provide solutions than steer 
consumers to purchase particular 
products that promote sustainability. 

Company uses only limited methods 
to guide consumers, such as 
information provision and hesitate to 
use stronger guiding methods. 

Controversy over consumer guidance 

Guiding based on voluntary 
actions 

Company considers that consumer 
guidance should base on voluntary 
actions since it delivers better 
results. 

Company uses only limited methods 
to guide consumers. 

Refusing the idea of consumer 
guidance 

Company does not see the possibility 
to guide consumers and does not 
recognize consumer guidance 
methods. 

Company is not aware of how 
consumers are steered although it 
may use some methods. 

Making a decision on behalf of 
consumer 

Company feels that it is risky to 
make decisions on behalf of the 
consumers. 

Company uses only limited methods 
to guide consumers which are least 
risky, such as information provision. 

Risks 

Forerunner Promoting new innovations and 
practices as a forerunner, risks to fail 
are bigger than those who follow the 
lead. The learning is made by trial 
and error. 

If risks are higher than possibilities, 
company may not proactively 
develop its sustainability work in 
consumer guidance. 

Big operator Company’s actions have wide 
impacts on the whole industry and 
thus cannot make sudden changes. 

Implementation of consumer guiding 
strategies may prolong. 
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Fazer’s perceived tensions in consumer guidance 

Communication challenges are related to the lack of Fazer’s activity in information provision that has 

caused tensions. Fazer’s representative H5 noted that they have not communicated well about their 

work for sustainability instead the decisions to improve the sustainability of products have been made 

internally. Due to the lack of open and transparent communication between Fazer and its stakeholders 

about responsibility has created tensions as consumers are aware of sustainability issues. As the 

representative H5 stated: 

“It may be that there are many things that we take care of and not make them visible. Maybe we could 

do more. When we make quite a lot, typically internally, these decisions about responsible raw 

materials, for example, without telling so much.” (H5) 

The concept of consumer guidance causes tensions to Fazer as they want to respect the right to 

individual choices under the contemporary economic ideology. Although Fazer admits guiding 

consumers by nudging to increase the consumption of vegetables, it does not want to risk consumers’ 

freedom of choice. As Fazer noted in the report: 

“Our offering includes high-quality plant-based meals and we encourage our customers to increase 

their consumption of greens. However, we respect our customers’ right to make individual choices -

-.” (Fazer Group’s Annual Review 2017) 

Steering consumers to choose a vegetarian option and increase the consumption of vegetables cause 

tensions as someone among consumers can hurt her feelings. Due to this possibility Fazer aims to 

steer consumers through positive such as nudging. So, the risk that all consumers do not like to be 

guided to more sustainable choices creates tensions in the implementation of guiding strategies. As 

Fazer’s representative H5 stated: 

“Thinking of an example from the food service, a discussion of the share of plant-based [food] and 

meat in the selection. We do not want to stop offering meat dishes under any circumstances, but we 

want to bring it through positive by offering more attractive vegetarian dishes. But it may be that 

someone feels that I want to eat meat, offer it to me. So, if a big actor like us makes decisions in 

advance, then maybe it does not please everyone --.” (H5) 

Fazer’s representative H5 thought that they do not need official guidelines for the implementation of 

responsibility and consumer guidance since they believe they can regulate themselves. Due to the fact 

that Fazer cannot lose consumers’ trust, direct their work on responsibility issues.  
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As Fazer’s representative H5 explained: 

"At least in so many discussions like this, where Fazer has participated regarding regulation and 

guidance, we have a pretty clear view that responsible actors like us can regulate for themselves, we 

do not need guidance from elsewhere. It may be that there are smaller and wilder players always in 

a market for whom it might be good to have more regulation. We think that we have such a big 

responsibility for the trust of consumers that we cannot afford to lose it, and then there is no need for 

regulation." (H5) 

Table 15 depicts Fazer’s perceived tension in consumer guidance.  

Table 15: Fazer's perceived tensions in consumer guidance. 

Perceived tension in consumer 
guidance 

Description Effects on steering 

Communication challenge 

Ineffective communication on 
sustainability  

Company is not providing actively 
information on sustainability work. 
Communication lacks openness and 
transparency. 

Information provision strategy does 
not reach consumers. 

Contemporary economic ideology 

The principle of consumers’ 
freedom of choice 

The mindset is that consumers are 
free to make their own purchase 
decisions and companies should not 
interfere. 

Companies cannot guide consumers 
deliberately. 

Risks 

Consumers do not want to be 
guided 

The presumption is that consumers 
do not want to be guided and their 
can hurt their feelings if company 
tries to steer them. 

Company hesitates to implement 
consumer guiding methods. 

Controversy over consumer guidance 

No need for guidelines There is no need for official 
guidelines on how consumers should 
steer towards sustainable choice and 
behavior since markets and 
consumers will punish if the 
company does not act responsibly. 
Hence, companies are able to 
regulate themselves.  

Company uses only limited methods 
to guide consumers. 
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4.4. Comparison across companies 

In this subsection I compare the results of case companies. First, I examine the differences as well as 

the similarities regarding their consumer guiding strategies. Secondly, I go through the factors that 

encourage the companies to guide consumers. Lastly, I compare the tensions that case companies 

perceive. 

Comparing guiding strategies across companies 

All the case companies used various strategies for guiding consumers to environmentally sustainable 

choices and behavior. The most commonly used guiding strategies were information provision and 

choice editing, which Valio, S Group and Fazer used for steering consumers. Information provision 

was considered to be an easy and neutral way to influence consumers’ behavior as it does not clash 

with the principle of consumers’ freedom of choice. The idea of providing information about 

sustainable choices and practices is to give consumers the possibility to make their own decisions on 

the basis of the information provided. Therefore, e.g. the websites contained a lot of information and 

ideas for consumers to make more sustainable choices, such as recipes, menu ideas, articles related 

to the reduction of food waste and different diets. Also, products had recycling instructions on the 

packaging.  

However, through its My purchase service, S Group could provide more detailed information on 

consumers’ purchases than other case companies and that way encourage consumers to make 

sustainable choices. Also, companies used campaigns to raise the awareness of consumers, for 

example, understanding the reasons and ways to reduce food waste. Valio, S Group and Fazer 

participated in the Food Loss Week and organized their own campaigns during that week. In addition 

to the Food Loss campaign, S Group organized a harvest season campaign and Fazer has the More 

Greens campaign to promote the consumption of greens as well as vegetarian and vegan food.  

All companies used choice editing for sourcing sustainable raw materials. Especially soy, palm oil, 

cocoa, tea, coffee and fish had criteria related to their sourcing due to fact that they are mostly 

produced in high-risk countries where ensuring environmental and social sustainability is vital. Valio 

was strictest on the use of palm oil and soy. It did not use palm oil in its own products that were made 

in Finland. Valio also wanted to have a completely soy-free milk production chain, so the aim was 

also to get calves’ feed soy-free by February 2019 since cows were already getting soy-free feed. 

Whereas S Group and Fazer we satisfied to use certified palm-oil and soy. Companies mainly used 

well-known certificates, such as Rainforest Alliance, Fairtrade, MSC, and RSPO. Instead Fazer also 

had its own direct program for sustainable sourcing of cocoa that has created discussion among the 
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stakeholders for the reliability of the program and products’ sustainability. In addition, case 

companies used the criteria of “domestic” and “local” for sourcing raw materials. For example, Valio 

used the Hyvää Suomesta label to guarantee the Finnish origin. All companies followed the WWF’s 

seafood guide for sourcing species that are not endangered, but only S Group mentioned using MSC-

certification regarding fish and seafood.  

Fazer was the only company that highlighted the use of nudging for encouraging consumers to choose 

a vegetarian meal option and all kinds of greens on their plates. Besides, S Group also used nudging 

to promote the consumption of vegetables and seasonal products by placing them in an eye-catching 

manner in the stores as well as promoting recycling and the use of alternatives for small plastic bags. 

In addition, S Group was the only one who used financial incentives to guide consumers in which 

aim to reduce food waste, the use of plastic bags and increase the consumption of vegetables.  

So, the case companies were not in the same position to use all these different guiding strategies since 

their relationship to consumers was different. Valio was the only one who produced products and was 

not directly dealing with consumers and instead of there are grocery stores and food services in the 

middle of them. In contrast, S Group is directly in contact with consumers through grocery stores as 

well as Fazer in its Food Service, at the time of the study. As a result, S Group and Fazer had the 

potential to use financial incentives and nudging more widely, as well.  

In conclusion, all the case companies used various guiding methods to steer consumers to 

environmentally sustainable behavior and choices, but S Group and Fazer had more possibilities to 

use them because of the position of their relationship with consumers. Information provision and 

choice editing were the most used guiding strategies and S Group also offered individual data about 

consumers’ groceries if they had a co-op membership. Whereas choice editing was used for 

sustainable sourcing and offering sustainable alternatives to meat and dairy products.  

Table 16 presents the key consumer guidance strategies, examples of used instruments and their 

distribution among the case companies.  
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Table 16: Comparing consumer guiding strategies across case companies. 

Guiding strategies Examples Used for the target of 
environmental 
sustainability 

Valio S Group Fazer 

Information provision 

Campaign Food Loss Week, Harvest 
season 

Reducing food waste X X X 

Labels Recycling instruction, 
responsible cocoa label 

Increasing recycling rate X X X 

Providing 
information via 
website and social 
media 

Recipes, articles on food 
waste, information about 
different diets, My purchase 
service 

Increasing the 
consumption of 
vegetables and 
vegetarian meals 

X X X 

Choice editing 

Restriction of some 
raw materials, such 
as palm oil and soy 

Soy-free feed, no use of 
palm-oil 

Promoting more 
sustainable choices 

X   

Responsible sourcing Fairtrade and MSC 
certificated products, 
following WWF’s fish and 
seafood guide 

Offering sustainably 
sourced products 

X X X 

Nudging 

Changing the 
physical environment 

Eye-catching display of 
products, alternatives for 
small light-weight bags, 
vegetarian meals and salad 
situated first in the buffet 
line 

Promoting the 
consumption of 
vegetables and seasonal 
products, increasing the 
use of vegetarian meals 
and greens, reducing the 
purchase of plastic bags 

 X X 

Defaults No free-of-charge light 
weight bags at checkouts, no 
salad plates, vegetarian 
meals first on the menu 

Reducing the use of 
small plastic bags, 
promoting the 
consumption of 
vegetarian meals, 
reducing food waste 

 X X 

Financial incentives 

Discounts Red discount labels, evening 
discount 

Reducing food waste  X  
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Comparing factors encouraging to guide consumers across companies 

The sustainability program is an integral part of each case company’s strategy. The programs included 

targets to promote sustainability in different phases of their supply chain. In addition, all 

representatives of case companies emphasized the importance of sustainability being part of their 

strategies, visions and missions. The sustainability programs and companies’ overall strategy to 

promote sustainability and responsibility was seen as the basis for consumer guidance to support 

consumers’ sustainable behavior and choices.  

The case companies also stated that trends such as the increased interest in sustainability among 

consumers as well as responsibility in the business have encouraged them to create solutions for 

consumers’ needs and develop their sustainability throughout the supply chain. These trends 

encouraged companies to use consumer guiding through responsible sourcing, offering alternatives 

for meat and dairy products and changing buffet design. 

The status of the forerunner was also seen as an encouraging factor by all case companies. Especially, 

the power of influence as Valio, S Group and Fazer are all major operators in the food industry and 

thus have the possibility to reach consumers through their various channels. Being an example to 

others was also considered to inspire companies in their sustainability work. Particularly if the 

company has the opportunity to be the first one to share the information or practice. Additionally, 

Valio thought that being a forerunner in sustainability matters could potential provide a competitive 

advantage related to other companies in the field as sustainability has become a key purchase decision 

for consumers.  

Companies also indicated the importance of protecting the brand image as a responsibility, which can 

encourage companies to use consumer guiding methods. The case companies agreed that they cannot 

afford to lose the consumers’ trust, since it is slow to create but fast to lose. Fazer added that in the 

name of reputation, it is important to protect the brand image. 

In conclusion, when sustainability is tightly part of companies’ strategy, values and mission it 

encourages companies to guide consumers to make environmentally sustainable choices and 

decisions. The current trends increase interest in sustainable products and business performance 

forces companies to answer demands regarding sustainability and thus use consumer guiding 

methods. Also, proactive sustainability work can give companies a competitive advantage among 

other alternatives. Moreover, supporting consumers to make sustainable choices potentially protects 

companies’ brand image. The finding indicated that the same factors encourage the case companies 
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to guide consumers and no conflicting views on the inspiring factors were found among the 

companies.  

Table 17 depicts the factors that encourage the case companies to guide consumers 

Table 17: Factors encouraging to guide consumers across companies. 

Factors encouraging to guide 
consumer 

Description Effects on steering 

Sustainability program The sustainability program is an 
integral part of the company’s 
strategy which promotes 
sustainability and is goal-oriented.  

Encourages to use consumer guiding 
strategies, such as choice editing and 
information provision. 

Increasing interest in 
sustainability  

Consumers wish to have more plant-
based options and variety in their 
food choices. They are also 
interested in where the product 
comes from. Hence, company offers 
solutions for these demands. 

Encourages to guide consumers by 
choice editing. 

Responsibility as a necessity  Responsibility has become a key 
purchase criterion for consumers. It 
is also seen as a necessity for the 
business. 

Encourages to develop the 
responsibility and sustainability of 
the supply chain and thus guide 
consumers by choice editing. 

Power to influence as a forerunner As a big operator company has 
chance to reach consumers and 
provide information through its 
channels.  

Encourages to influence and share 
information with consumers and thus 
use consumer guiding methods. 

Being an example as a forerunner Company can promote sustainability 
and lead by example other 
companies.  

Encourages to guide consumers and 
test different guiding methods. 

Competitive advantage as a 
forerunner 

Company can gain a competitive 
advantage in terms of sustainability. 

Encourages to guide consumers and 
test different guiding methods. 

Protecting brand image Company needs to protect its brand 
image as a responsible actor for 
securing consumers’ trust and its 
reputation. 

Encourages to promote sustainability 
and use consumer guiding methods. 

 

Comparing perceived tensions in consumer guidance across companies 

All companies experienced tensions over consumer guidance and some tensions were shared across 

case companies. The biggest perceived tension was that consumer guiding is colliding with the strong 

notion of consumers’ freedom of choice. So, Valio, S Group and Fazer felt that a company should 

not intervene in consumers’ right to make their own decisions and should rather provide options to 

consumers to meet their needs although it was clear that they used some consumer guiding methods. 

The concept of consumers’ freedom of choice is so firmly embedded in the mindset of business that 
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the representatives could not admit guiding consumers although they mentioned some guiding 

methods at the same time. Besides, Valio’s presentative stated that consumer guidance is against their 

business logic. This perceived tension is in contradiction to the reality that all companies are guiding 

consumers to encourage them to make sustainable choices. 

Valio and S Group’s representative rejected that they are guiding consumers. They did not see the 

possibility to guide consumers and Fazer’ representative was the only one who did not claim to not 

guiding consumers. Hence, Valio and S Group were unable to recognize the activities they conduct 

as consumer guiding methods. All case companies also agreed that there is no need for official 

guidelines on how consumers should be steered to environmentally sustainable choices and behavior. 

Despite guiding should be based on voluntary actions since companies can regulate their guidance 

work, also the market and consumers would punish them if they do not act responsibly.  

Companies also described risks concerning consumer guidance. Valio was the only one who noted 

economic risks, which related to the need for a massive and expensive communication if the company 

tries to encourage consumers to purchase a product that does not meet consumers’ needs, and the fact 

that the development phase includes risks when the solutions do not function as expected. Instead, S 

Group saw that as a forerunner and a big operator in the industry, the risk of failing is bigger when 

the company is the first one promoting new practices or innovations, and at the same time they have 

a responsibility to take into consideration the impacts of the change on the whole industry, which can 

hinder their proactive action. Valio noted its responsibility as a big operator in the food industry as 

well. Valio also brought up that consumers and companies’ perspective of sustainability can differ 

which cause tensions between them. The company’s responsibility is to take care of the overall 

sustainability of the supply chain and consumers. This observation suggests that some companies are 

concerned that guidance will lead them into an argument with consumers, which they want to avoid.  

The risk experienced by Fazer concerned the presumption that consumers do not want to be guided, 

which can annoy consumers and also affect their trust in Fazer. This tension can prevent companies 

from using consumer guiding methods. Moreover, S Group brought up that the tone of information 

provision had to be neutral so that consumers do not see it as patronizing, which can also lead to 

hesitation concerning consumer guidance.  

In conclusion, the main perceived tensions in consumer guidance were related to the acceptance of 

steering. Companies did not consider that they have a right to influence consumers’ purchase 

decisions and thus violate the principle of consumers’ freedom of choice. Companies agreed that 

there is no need for official guidelines for consumer guidance and the best results for sustainability 

work are obtained through voluntary actions. Also, some risks were mentioned related to consumer 
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guidance. All in all, companies expressed the same kind of tensions and there was no disagreement 

on any subject. The impacts of these tensions are reflected in hesitation about the use of guiding 

methods and the failure of steering.  

Table 18 depicts the main perceived tension across case companies. 

Table 18: Perceived tensions in consumer guidance across companies. 

Perceived tension in consumer 
guidance 

Description Effects on steering 

The principle of consumers’ 
freedom of choice 

The mindset is that consumers are 
free to make their own purchase 
decisions and companies should not 
interfere. 

Companies cannot guide consumers 
deliberately. 

Refusing the idea of consumer 
guidance 

Company does not see the possibility 
to guide consumers and does not 
recognize consumer guidance 
methods. 

Company is not aware of how 
consumers are steered although it 
may use some methods. 

Consumers do not want to be 
guided 

The presumption is that consumers 
do not want to be guided and they 
can hurt their feelings if the 
company tries to steer them. 

Company hesitates to implement 
consumer guiding methods. 

No need for guidelines There is no need for official 
guidelines on how consumers should 
steer towards sustainable choice and 
behavior since markets and 
consumers will punish if the 
company does not act responsibly. 
Hence, companies can regulate 
themselves.  

Company uses only limited methods 
to guide consumers. 

Guiding based on voluntary 
actions 

Company consider that consumer 
guidance should base on voluntary 
actions since it delivers better 
results. 

Company uses only limited methods 
to guide consumers. 

Forerunner Promoting new innovations and 
practices as a forerunner, risk to fail 
is bigger than those who follow the 
lead. The learning is made by trial 
and error. 

If risks are higher than possibilities, 
company may not proactively 
develop its sustainability work in 
consumer guidance. 

Responsibility as a big operator Company’s actions have wide 
impacts on the whole industry and 
thus cannot make sudden changes. 

Implementation of consumer guiding 
strategies may prolong. 

The tone of communication The tone of communication should 
be neutral, and consumers should not 
see it as patronage. 

Companies are not willing to guide 
consumers and hesitate it. 
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Table 18 (continued). 

The development phase includes 
risks 

Development of new innovations 
and practices is risky since the 
solution may not function as 
expected. Also, society does not give 
clear clues and lacks the support of 
new innovations.  

Financial losses due to the fail of 
development.  

Hesitates to develop sustainability 
work due to the lack of support from 
the society. 

The need of massive and expensive 
communication  

If a company tries to steer consumers 
to choose a certain product and 
consumers do not like it or they feel 
it does not meet their needs, the 
company would need a massive and 
expensive communication campaign 
to get the product on the market. 

Company does not want to decide 
what consumers need and thus not 
steers proactively consumers 
towards sustainable choices. 

Company’s responsibility is to see 
the big picture 

 

A single perspective can bring up in 
the media while consumers are 
lacking the understanding of the big 
picture of the company’s 
sustainability work since the 
company needs to take into account 
the whole lifecycle of the product. 

Consumers do not consider some 
choices sustainable, and as a result, 
guidance fails.  

5  Discussion 

In this chapter, I will discuss on the findings and how they compare to the existing literature. At the 

end of this chapter, I will also consider the limitations of this study. 

The findings show that companies applied various guiding strategies but some of them were more 

used than others. As Stöckli et al. (2018) state the informational strategies are the most used methods 

for guiding consumers and this was consistent with my findings. S Group was the only one that 

seemed to use financial incentives for reducing food waste, although the tool was considered to be 

widely used by Bolderdijkand and Steg (2015). On the contrary, all the companies used choice editing 

for sourcing sustainable raw materials and products especially when the main raw materials came 

from high-risk countries, which could be assumed since it is commonly used among retailers as Gunn 

and Mont (2014) point out in their study, and it can also be seen as a way to manage risks. Nudging 

has been an emerging guiding tool and interest towards it has been increased. Because of that it was 

surprising that only Fazer frankly told about using nudging for promoting the consumption of greens 

and vegetarian food, even though S Group’s grocery stores clearly used the tool for encouraging 

consumers to purchase more vegetables and fruits as well as seasonal products. Perhaps this is related 

to the concept of consumers’ freedom of choice and thus S Group does not want to emphasize that 

the eye-catching display is trying to guide consumers. 
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The case companies were ranked as the most sustainable brands by consumers and they considered 

themselves as forerunners in the food sector so I argue that consumer guiding tools could have been 

more ambitions regarding these former expressions. The limitations of this study can explain that it 

is possible that all guiding tools could not be discovered but also the finding can illustrate the current 

situation of the link between CR practices and the promotion of sustainable consumption patterns. 

Thus, sustainability has a strong position in corporate strategies, but the consumer perspective is 

incomplete in the implementation of the strategy. Therefore, companies can be seen to follow the 

proposal of Moscardo and Hughes (2018) to start by applying easier and less expensive guiding tools 

first as the lack of resources might hinder the process of implementing the interventions. However, 

case companies were selected by the SBI ranking and hence, the findings can represent more the 

companies’ good skills to communicate and create a responsible brand image rather than outstanding 

sustainability measures. Also, the findings show that sustainability reports are not as transparent and 

detailed information about companies’ performance in meeting the objectives of sustainability as 

Spaargaren and van Koppen (2009) claim, since consumer guiding strategies were not disclosed 

clearly, but rather were described through the targets of the company and the demands of consumers.  

The study revealed that business reputation, sustainable brand image, competitive edge and “the right 

thing to do” mindset were the prime drivers for motivating case companies to sustainability practices. 

Previous findings by Gunn and Mont (2014) and Málovics et al. (2008) confirm these findings. The 

findings also show that sustainability was an integral part of each corporate strategy which illustrates 

the increasingly content-based development of CR, as Martínez et al. (2016) conclude from the 

evolution of CR. Hence, companies recognize their deeper non-economic role in society and the fact 

that their future success is based on how well they can establish sustainable consumption patterns. It 

is one of the drivers that encourages companies to develop their practices and innovations to promote 

consumers towards sustainable choices and behavior as Krantz (2010), Málovics et al. (2008) and 

Tideman et al. (2013) confirm. Sustainability is important to companies to secure their future as well 

as give competitive advantage regarding other operators as they have the opportunity to be the first 

one to communicate about new initiatives and thus affirm their responsible brand image. 

Previous studies have also examined different case companies’ business-led sustainable consumption 

initiatives and strategies to transform consumption patterns (Bocken, 2017) which indicates interest 

in the development of sustainable consumption but also tensions as significant changes in 

consumption patterns have not yet occurred. The findings show that companies experience tensions, 

some of which are harder for them to verbalize. The principle of consumers’ freedom of choice caused 

the most tensions regarding consumer guidance. At the same time as company representatives refused 
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the idea that they are consciously steering consumers, they illustrated different measures to influence 

consumers’ purchase decisions. Offering products that are not based on consumer preferences was 

also seen as a risk, as confirmed by Bocken and Allwood (2012). These findings show how 

contradictory views are related to consumer guidance and how strongly the idea of freedom of choice 

is embedded in the business. Gunn and Mont (2014) and Hobson (2004) maintain this finding of 

consumer sovereignty and the contested legitimacy of appropriate ways to influence consumers’ 

behavior.    

Companies considered that as big operators they also have more responsibility for their actions as 

their decisions have direct and indirect impacts in the whole food sector. This finding emphasizes the 

need for collaboration to develop long-term and effective impacts on sustainable consumption 

patterns as Alemanno (2016) and Mylan (2017) state. Therefore, companies cannot make as proactive 

initiatives as they would be willing to do. The findings also establish that a strong vision of the future 

is required alongside the motivation to promote sustainability as Foster et al. (2012) highlight. In 

order to support companies to develop their guiding methods and thus the society has an important 

role in this. However, this research illustrates the factors that preoccupy companies to promote 

sustainable consumption patterns and discloses how companies themselves understand the situation 

which has not yet been explored deeply in the previous studies. 

Viewpoint differences between companies and consumers on sustainable measures stood out as a 

tension: for example, while consumers tend to demand less use of plastic in packaging, the company’s 

view is that plastic packaging cannot be thinned endlessly without compromising the shelf life of the 

product. Due to the fact that people understand sustainability differently depending on their position 

in the supply chain, creates challenges for the transparency and openness of corporate 

communications in terms of the company’s performance and objectives of sustainability. Also, local 

and domestic products were considered as environmentally sustainable choices, although the GHG 

emissions from logistics and packaging account for a small share of the food’s carbon footprint and 

thus companies should highlight this fact more to consumers. In addition, companies prefer consumer 

guidance to be based on voluntary actions to ensure implementing the best practices for them. This 

finding is consistent with Van Marrewijk (2003) conclusion that there is not one definition of CR that 

suits all companies since companies expect they should apply measures in accordance with their 

awareness, ambition level and development. 
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Limitations of the study 

The findings are based on three Finnish companies and thus more extensive research could have 

disclosed other information about guiding methods, drivers and tensions related to consumer 

guidance. For example, small specialized businesses can have a different way of responding to the 

research subject (see Bocken, 2017). Therefore, the value of this research is to describe large and 

well-established companies that are also considered as pioneers.  

Some of the viewpoints present only the understanding of the individual interviewee on a particular 

issue. It is possible that companies do not want to share all the ideas behind their strategy, but I feel 

that I was able to get interviewees to talk quite honestly and also reveal perceived tensions related to 

consumer guidance. However, the findings are bound by time and space and they describe the current 

situation. Thus, they are valuable when observing the development of corporate responsibility. 

It was challenging to reach some interviewees and set a meeting for the interview. For instance, Fazer 

canceled the meeting just a couple of hours before it would have started and then refused to participate 

in the study. Fortunately, I was able to find one employee from Fazer, with the help of my supervisor 

and her network, who was gladly giving her time for the interview. The interview meeting with the 

other employee of the S group had also been canceled several times due to varying reasons but in the 

end, it was held successfully. There must be various reasons why reaching the interviewees were 

surprisingly challenging. Besides, interview is a time-consuming method were these kinds of 

challenges are commonly related to. As a novice researcher the interview situations were suspensive 

and thus I was not able or I did not dare to ask a follow-up question in some parts due to a fear of 

leading interviewees too much in a certain direction. This shows that the interview skills develop 

while gaining more experience as I already saw during this study. Also, expert interviews are own 

interview format that involves certain challenges that are more challenging for a novice researcher. 

In spite of these limitations, I feel that my study revealed that different guiding methods introduced 

by researchers seemed quite optimistic approaches for companies to guide their customers as 

corporations are prioritizing their focus on business. Corporations also perceive great tensions in 

consumer guidance practices that constitute risks for business operations and are against the idea of 

consumer’s freedom of choice. Hence, direct and strong steering methods do not seem to fit into the 

current business activities.  
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6 Conclusion 

In this final chapter, I present the conclusions of the research. This research aimed to examine three 

Finnish companies in the food sector that were ranked the most sustainable brands in Sustainability 

Brand Index 2018. The case companies were Valio, S Group and Fazer and the research pursue to 

answer to the following research questions: 1) How are companies guiding consumers?, 2) Are there 

any differences between pioneer companies in how they guide consumers?, 3) Which factors are 

likely to encourage companies to guide consumers? and 4) What tensions do companies perceive in 

the notion of guiding customers?  

The research was conducted as a qualitative multiple case study to enable to compare companies’ 

consumer guiding methods, encouraging factors as well as perceived tensions in consumer guidance. 

Interviews and companies’ sustainability reports were used as primary research data. The research 

was able to find answers to all research questions. However, the generalizability of the findings is 

limited.  

The findings highlighted that the concept of consumer guidance is challenging even for companies 

that can be considered pioneers in terms of corporate responsibility and proactive developer of 

sustainability. The study shows that various consumer guiding methods are used for supporting 

consumers to make environmentally sustainable choices. The guiding strategies are information 

provision, choice editing, nudging and financial incentives. However, the most used guiding 

instruments are the ones that leave consumers free to make their own purchase decision such as 

information provision and nudging. Hence, choice editing is a common tool to use for sustainable 

sourcing of raw materials.  

This research emphasizes that companies shun the idea of guiding consumers towards 

environmentally sustainable choices since companies feel they should not interfere in consumers’ 

purchase decision and violate consumers’ freedom of choice, but instead, offer alternatives for 

consumers to meet their needs. Thus, the findings establish that the concept of consumers’ freedom 

of choice is firmly embedded in the mindset of business. However, it is unrealistic to think consumers 

are free to make their own decisions since companies aim to influence consumers’ behavior in many 

ways, for instance through marketing (Thaler, 2018). The study also shows that companies did not 

recognize all their sustainability actions as consumer guiding methods.  

The case companies of this research represent pioneers in the Finnish food sector and thus this thesis 

and the sustainability work of the case companies could inspire other operators, such as grocery stores 

or restaurants, to try different consumer guiding methods and promote sustainable consumption. This 
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is emphasized by the fact that there is a national and global need to make changes in the food industry 

in terms of responsibility and sustainability. We should enhance sustainability in all phases of supply 

chains. There is an urgent need to improve the sustainability of food production and consumption and 

we all have a responsibility for this. All the pressure to change consumption behavior cannot put on 

consumers’ shoulders. On the contrary it is as much companies’ responsibility to support and enable 

sustainable consumption. Therefore, companies should utilize these different consumer guiding 

methods for promoting sustainable behavior and choices to consumers.  

The findings show that various tensions are perceived regarding the concept of guiding consumers 

towards sustainability. As sustainability can be considered as a legitimate subject as health, due to 

the fact of current climate change and sustainability crises, I hope this thesis serves to encourage 

discussion on different consumer guiding strategies and tools for promoting individuals towards 

sustainable consumption patterns. Moreover, it would be important to reflect on the tensions 

identified, and their underlying reasons and beliefs related to consumer guidance in order to have a 

constructive discussion on the topic. Also, it would be topical to discuss what is companies’ 

responsibility to guide consumers towards sustainability.  

This research illustrated factors that hinder and prevent companies from guiding consumers. 

Therefore, future research could examine how to bring these tensions and beliefs more strongly into 

the public discussion and how the underlying assumptions and contradictions could be better 

addressed in the discussion in order to find solutions for the promotion of stronger sustainability 

among companies as well as achieve a legitimate position to sustainability as health has, for instance 

in consumer guidance. In addition, future research could explore the ways how companies could be 

encouraged to eliminate potentially harmful and less benevolent guiding methods as this research 

focused on examine sustainability-enhancing guiding methods.  
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Appendices 

Appendix 1: Interview questions 

Background questions 

- Would you please tell me who you are and what is your job? 
- How long have you worked in the current position? 

Theme 1: Corporate responsibility from the environmental perspective 

- What does a sustainable/responsible brand mean to you?  
- What is the significance of a responsible brand for the company? 
- What is the meaning of that Valio ranked in the top three in the Sustainable Brand Index? 
- How responsible, especially from an environmental point of view, do you feel your 

company is when compared to other companies? 
- How far do the responsible operations in Valio /S Group / Fazer extend? 
- Valio: Is the environmental aspect deliberately raised first in the corporate responsibility 

report? 
- Valio: How was the 2017 sustainability theme implemented? 
- Fazer: How much does Fazer's family business background affect Fazer's perspective on 

sustainability? 

Theme 2: Consumer guidance and environmental communication 

- What channels do you use when you are approaching consumers? 
- How you are informing consumers about your responsibility work concretely? 
- How do you steer consumer choices and behavior? 
- How does the Valio /S Group / Fazer support the sustainable behavior of consumers? 
- Do you have other plans in place or plans to guide consumers to act more sustainably? 
- Valio: How much plant-based gable top cartons are currently used in products? 
- Fazer: In your annual review report, you say that you are encouraging consumers to 

consume more wisely. How do you encourage consumers to consume more wisely? 
- S Group: How did the Kotimaista - product line start? 
- S Group: What are you aiming to provide for consumers with the Kotimaista product line?  
- S Group: How does the Kotimaista product line supports people's sustainable consumption 

patterns? 
- S Group: How is the Finnish product line different from other product lines? 
- S Group: The list of 100 responsibility actions mentioned the goal of developing solutions 

that allow customers to monitor the environmental impact of their own consumption. How 
have you developed this? 

- S Group: In the list of 100 responsibilities is also mentioned the goal of developing 
consumer cleantech solutions. What kind of consumer cleantech is being developed? 
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Theme 3: Incentives for consumer guidance 

- Why is the responsibility part of the S Group's and Kotimaista - product line / Valio / Fazer's 
brand? 

- What is the primary reason why you act responsibly? 
- How do you try to differentiate yourself from other companies in terms of sustainability? 
- What kind of responsibility do you experience S Group/Valio/Fazer have in guiding 

consumers in their choices and behavior? 
- Do you think that consumer behavior should be regulated or giving guidelines (and if so, by 

whom?) Or is it better for companies to decide themselves? 
- How much pressure comes through consumers to the company to act responsibly and to 

provide sustainable alternatives to them? 
- What kind of feedback from the field/shops/elsewhere about the company has been received 

regarding responsibility measures? 
- Are there risks, challenges or obstacles in terms of consumer guidance? 
- Are there examples of measures that have not worked as expected? 
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Appendix 2: Coding trees 

Coding tree 1: Valio’s consumer guiding strategies 

 

 

 

 
  

Categories Subcategories Codes 
Information 
Provision 
 

Valio’s consumer website www.valio.fi 
responsibility website 
contact form 
online magazine 
recipes 
articles 
menu ideas 

Milk and yogurt carton Arilyn virtual reality 
virtual access to a dairy farm 
Valio application 
carton advertising 
in the grocery store 

Recycling instructions recycling labels 
disposable packaging 

Campaigns The food loss campaign 
Valio and its entrepreneurs Youtube 

Facebook 
Instagram 
Twitter 
societal discussion 
environmental impacts of milk production 
traditional media 
journalist 

Choice editing Policy Valio Supplier Code of Conduct 
auditing process 
identify supply chain risks 
supplier management 
Product and supplier survey 
WWF’s Seafood Guide 

Sourcing no palm oil 
soy-free 
local raw materials 
domestic 
local 
Finnish rapeseed 
Finnish meat 
carton and plastic packaging are purchased 
in Finland 
plant-based materials for gable-top cartons 

Certification Hyvää Suomesta 
Luomu 
organic sugar 
organic products 
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Coding tree 2: S Group’s consumer guiding strategies 
 

Categories  Subcategories Codes 
Information 
provision 
 

Campaigns 
 

harvest season  
information about what is this product 
information about how to use this product   
the Food Loss Week 
reduce food waste 
Food Loss Battle event 
improve children’s knowledge of food loss 
improve the appreciation of food 
Kekseliään ruokamaa event 
increasing the use of vegetables 

Publications 
 

Yhteishyvä magazine 
Yhteishyvä website  
Sesonki magazine 
recipes 
recycling guide 
print media 
other publication 
television 
social media 

My purchases service 
 

providing purchase data 
consumers can track their own groceries 
purchased vegetables in euros 
purchased vegetables in kilos 
purchased bags in euros 
the amount of purchased bag 
type of bag 

Taking part in societal 
discussion  
 

proactively 
active discussion  
inspire discussion 
dialogue with consumers 
consumer feedback 
food discussion 
the Food Manifesto 

Choice editing 
 

Certificated 
 

MSC-certificate 
RSPO 
Fairtrade 
Rainforest Alliance 
JTZ 
certificated tea  
certificated coffee 
certificated palm oil 
certificated chocolate 
certificated cocoa 
organic products 

Policy  
 

procurement and purchasing criteria 
third party audits 
verified by audits 
verified for responsibility  
WWF’s seafood guide 



  

 

84 

Research data of the Natural Resource Institute 
Finland 
Species endangerment classification 
the recommendations of the Marine 
Conservation Society 
International Seafood Sustainability Foundation 
(ISSF) 
ISSF’s Proactive Vessel Register 

Nudging Changing the physical 
environment 
 

alternatives for plastic bags 
biodegradable light-weight bag 
paper bags 
alternatives for small light-weight bags 
reusable fruit and vegetable bags 
offering recycling opportunities 
facilitate recycling 
eye-catching display; highlight the seasonal; 
making easy to consumers; displaying seasonal 
vegetables more visible 
seasonal produce 
seasonal produce tips 

Defaults no free-of-charge light-weight bags at 
checkouts 

Financial 
incentives 

Lowering prices thanks to increased energy efficiency 
long-term strategic change 
prices of vegetables 
domestic products 

The ResQ Club collaboration 
seven regional cooperatives 
cleantech 

Started to charge for plastic 
bags 

reduce the use of plastic bags 

Red discount labels reducing food loss 
a 30 percent discount 

Evening discount during the 
last store hours 

red labels with a 60 percent discount 
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Coding tree 3: Fazer’s consumer guiding strategies 
 

Categories  Subcategories Codes 
Information 
provision 
 

Information provision 
channels 

packaging 
surveys 
marketing 
ads 
retail 
bakery shops 
restaurants materials 
traditional media 
newsletter 
websites 
café materials 
social media 

Communicating with 
consumers 
 

dialog between consumers and Fazer 
responsibility communication  
customer service 
feedback system 
visits 
public discussion 

Scientifically valid 
information 
 

dietary choices 
knowledge 
research and development 

Campaign 
 

food waste campaign 
seasonality 
#moregreens 
develop vegetarian recipes 

Recycling instructions on the packaging 
Choice editing 
 

Certificated 
 

100% responsible cocoa  
responsible soy 
100% RSPO certificated palm oil 
book and claim 
segregated 
mass balance 
Rainforest Alliance 
UTZ 
organic 
Fair Trade  
Fazer’s own direct program for responsible cocoa 

Seasonality 
 

seasonal fruits and vegetables 
second grace fruits and vegetables 

Policy 
 

WWF’s seafood guide 
sustainable sourcing 
responsible sourcing 
sustainable farming 

Nudging 
 

Changing buffet design 
 

food line organized in a specific order 
vegetarian and vegan dishes after that meat dishes 
salad first on a buffet line 
presentation of dishes 

Defaults 
 

pre-dispensed 
portioning 
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no salad plates 
vegetarian meals first listed on the menu 

 
 
Coding tree 4: Factors encouraging Valio to guide consumers 
 

Categories  Subcategories Codes 
Strategy 
 

Valio’s sustainability 
program 
 

concrete responsibility actions 
sustainability target themes 
sustainable milk production 
a goal-oriented sustainability program 
combination of animal- and plant-based food 
sustainable food production 

Mission 
 

create a taste sensation in a responsible way 
create wellbeing in responsible way 
together 

Values 
 

listening to customers and consumers 
personal responsibility 
caring for people, animals and the environment 
succeeding together 

Trend 
 

Increasing interest in 
sustainability 
 

offering solutions for the changing needs  
plant-based options 
soy-free milk production 
global trend 

Responsibility as a 
necessity  
 

purchasing criteria 
foundation for operations 
self-evident 
secure the future 
fundamental building block 
cornerstone 
responsibility is the starting point for the business 
relationship between nature and business 
CR actions that are meaningful for the business 
CR actions that are meaningful for the 
stakeholders 
non-responsible performance affects on sales 
non-responsible performance is expensive 
non-responsibility is a suicide 

Forerunner 
 

Big operator 
 

extensive effects on the environment 
security of supply 
big actor, more responsibility 
a huge share of the market  

Being an example to others 
 

extend actions and policies 
the changed attitude in business 
going beyond regulation 
problem solver 
ambition 
pioneer 
be part of the solution to the problems 

Competitive advantage 
 

stand out from other companies in term of 
sustainable 
distinguishing feature  
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in competition need to work hard 
companies are challenging each other’s 
growth in sales 

Motivation to 
act responsibly 
 

Wider impacts on society 
 

together we make life better 
deeper role in society 
influencing beyond products 
possibility to influence 

Ethical aspect 
 

ethically right  
depended on nature 
environmental impacts of milk production are 
significant 

Limiting risks 
 

Greenwashing 
 

greenwashing is short-sighted 
smart companies do not take part in 
greenwashing 
responsibility actions need to be based on 
relevant matters 
if not providing information, people think that the 
company does nothing regarding sustainability 

Protecting brand image 
 

responsible actor 
consumers’ trust 

 
 
Coding tree 5: Factors encouraging S Group to guide consumers 
 

Categories  Subcategories Codes 
Strategy 
 

The Best Place to Live 
program 
 

future prediction 
changes in grocery stores 
more fact-based discussion on food 
more innovations in the food supply chain 
increased consumption of domestic products 
doing together 
open-mindedness 
tolerance 
products are securitized overall from a 
sustainability perspective 
strategy is based on sustainability 
sustainability in the core 
sustainability is part of all business activities 
coordinated sustainability work 
measurable goals 

Mission 
 

generate well-being 
a list of one hundred acts 
everyday improvements and acts 

Values 
 

sustainability as a value 
taking care of the environment 
want to offer sustainable choices 

Trend 
 

Increasing interest in 
sustainability 
 

sustainability is a growing theme 
topics have become more diverse around 
sustainability 
pressure from consumers and co-op stores 
consumers are aware of sustainability issues 
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consumers are interested in where the product 
comes from 
consumers have sustainability-minded behavior 
consumers are more conscious 
co-op stores’ expectation 
co-op stores are active in developing 
sustainability 
society’s expectations 

Responsibility as a 
necessity 
 

meet consumer needs 
providing solutions to consumers’ needs 
sustainability a key purchase criterion  
sustainability is a necessity of business 

Forerunner 
 

Power to influence 
 

big actor, more responsibility 
the right to speak 
possibility to talk about sustainability behind the 
products and our actions 
obligation to provide information 
big role in society 

Being an example to others constant development 

state of mind 
want to be bold and exposed to faster changes 

Limiting risks 
 

Protecting brand image 
 

trust needs to earn 
long-term strategic work around sustainability is 
needed 
reputation 
consumer can buy products in good conscience 
company’s responsibility to assure the 
sustainability of the product 
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Coding tree 6: Factors encouraging Fazer to guide consumers 
 

Categories  Subcategories Codes 
Strategy 
 

Sustainability work 
 

sustainability is everything 
sustainability is an essential part of Fazer’s brand 
sustainability is an integral part of the strategy 
part of everyday actions and decisions 
the well-being of people and the environment 
CR is part of all our operations 
responsibility is at the core of the business 
strategy 

Values 
 

values guide everything Fazer does 
customer focus 
do good for the people and the planer 

Mission 
 

food with a purpose 
ensure sustainable growth today and tomorrow 

Trend 
 

Increasing interest in 
sustainability 
 

pressure to act responsibly 
identify new business opportunities 
support sustainable development 
integration of new business 
market development 
strong demand for sustainable products 
contemporary and conscious consumers 
customer demand non-dairy and plant-based 
products 
development of sustainable food innovation 

Responsibility as a 
necessity 
 

understanding the global sustainability risks 
controlling responsibility risks related to the raw 
materials 
mitigating responsibility risks related to the raw 
materials 
increasing standards 
pressure to act responsibly comes from 
consumers 
savings via CR 
securing the long-term continuity of the business 

Forerunner Power to influence 
 

building own responsibility content 
big actor 
big role in society 
Fazer is part of everyday food moments 
market leader 

Limiting risks 
 

Protecting brand image 
 

reputation 
responsibility is part of the brand 
strong relationship is based on trust 
trust 
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Coding tree 7: Valio’s perceived tensions in consumer guidance 
 

Categories  Subcategories Codes 
Communication 
challenge 
 

Information overload 
 

inadequate communication  
consumers are not aware of sustainability actions 

Several perspectives 
 

possibility to criticize business 
some detail comes up into public discussion 
hustle in social media  
does not fit in the big picture 

Viewpoint 
differences 
between 
consumers and 
companies 
 

Company’s responsibility is 
to see the big picture 
 

life cycle thinking 
product shelf life 
food preservation 
environmental impacts of packaging 
requirements for product packaging  
understanding might differ from the consumers’ 
perspective 

Economical 
risks 
 

Development phase  
 

includes risks and possibilities 
developing innovations 
risky 
the lack of society’s support 

Massive and expensive 
communication  
 

consumers do not like if they are steered 
product does not meet consumer’s needs 

Contemporary 
economic 
ideology  
 

Against business logic  
 

consumers do not want to be steered  

the biggest risk 
Refuse the idea of consumer 
guidance 
 

we are not guiding consumers 
in individual cases the company may steer 
consumers 
consumer guidance is not intentionally presented 
consumers guide companies 

Consumer’s freedom of 
choice 
 

companies follow consumers behavior 
predict consumer behavior 
creating needs for consumers 
creating new products 

Controversy 
over consumer 
guidance 
 

No need for guidelines 
 

market and consumers will punish  
greenwashing is short-sighted 
official steering guidelines 

Position in relation to 
consumers 
 

Valio’s customers sell products to consumers 
Valio’s customers select what to sell consumer 
Valio’s customers use financial incentives 
Valio does not have a direct link to consumers 
products need to sell first to customers physically 
and mentally 
Valio’s customers may reject the idea of steering 
consumers 
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Coding tree 8: S Group’s perceived tensions in consumer guidance 
 

Categories  Subcategories Codes 
Communication 
challenge 
 

Tone of communication 
 

not patronizing 
neutral communication 
role to provide information to consumers 

Contemporary 
economic 
ideology 
 

Consumer’s freedom of 
choice 
 

reject the idea of steering consumers 
role to provide information to consumers 
my purchases service: consumers can track their 
own purchasing behavior 
want to offer consumers an opportunity to make 
choices 
choices based on consumers own values 

Consumers have needs 
 

providing solutions to needs in the form of 
products 
consumers need to have choices 
everything to everybody 
a wide variety of different products 
we want to offer choices 
we are enabler 
wide range of choices  

Controversy 
over consumer 
guidance 
 

Guiding based on voluntary 
actions 
 

better consideration of the whole supply chain 
the most efficient way to do 

CR law 
 

same rules of play 
regulation can miss some angle 

Refuse the idea of consumer 
guidance 
 

we are not guiding consumers 
obligation to provide information 
possibility to talk about sustainability behind the 
products and our actions 
we offer options and solutions for needs 

Making the decision on 
behalf of the consumer 
 

a risk to make decision behalf of the consumer 
everyone makes own purchase decision 

Risks 
 

Being a forerunner 
 

learning by try and error 
school of hard knocks 
being first to talk  

Big operator 
 

dialog with industry 
indirect effects 
taking into consideration the possible effects 
before decisions, policy or solutions 
need to balance between risks and possibilities 
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Coding tree 9: Fazer’s perceived tensions in consumer guidance 
 

Categories  Subcategories Codes 
Communication 
challenge 
 

Ineffective communication 
 

developing CR communication 
100% responsible cocoa label quite new 
not be communicated of responsibility actions 
rather internal decisions 

Contemporary 
economic 
ideology 
 

Consumer’s freedom of 
choice 
 

respecting customer’s right to make individual 
choices 
choices based on personal preferences 

Risks 
 

Consumers do not like to be 
guided 
 

someone can hurt her feelings 

everyone does not like 

Controversy 
over consumer 
guidance 
 

No need for guidelines 
 

can regulate itself 
the market and consumer will punish for 
unsustainable practices 
cannot lose consumers’ trust 
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Appendix 3: Valio quotes on guiding methods 

“Valio’s website is one of Finland’s most popular food pages. The Valio.fi site attracts more than 

one million visits per month.” (Valio’s sustainability report 2017) 

"-- second most reachable website, valio.fi.  It is one of the largest food sites in Finland, over a million 

visitors a month and it can also be used by the app." (H1) 

“On Facebook we reach hundreds of thousands of Finns every week. Valio and our owner 

entrepreneurs also have a strong presence on Twitter and Instagram. YouTube is Valio’s main 

channel for video communication.” (Valio’ sustainability report 2017) 

"I would say now that we are at the point where we need to be able to at least increase information. 

The fact that too many confuse Valio with, for example, a listed company or a state-owned company, 

means that we do have quite a much to do. Increase that understanding of our operations. And it is 

true that a certain goal of all this, such as the goal of raising awareness, is, of course, influencing 

consumer behavior.” (H1) 

" It is quite true and clear that the environmental impact of milk production is really significant, and 

it deserves a lot of emphasis on our communication and we will continue to do so. In addition, the 

climate actions and the carbon-neutral milk chain will continue to be our top priorities." (H1) 

" On the internet we do have responsibility site, but quite a few who are not just looking for some 

information, will go there. Therefore, current themes and topics are also tried to be highlighted on 

social media such as Facebook, Instagram and Twitter.” (H1) 

"I would like to find ways how to tell about these concrete actions in a way that is interesting, fun, 

easy for the consumer." (H1) 

“Traditional media and journalist contacts are also really important to us because through it we 

want to participate especially in the public discussion on these big topics, which seem to be growing 

all the time, climate issues or animal welfare.” (H1) 

“[Milk and yogurt cartons] are probably the most effective media, if you think about in how many 

breakfast tables one of our yogurt carton is. -- Milk and yogurt cartons advertising is being used 

more and more. Of course, more traditional implementations have been reported there, for example, 

about these plant-based packages.” (H1) 
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“—[cows] eat virtually no soy as a source of protein, instead of getting their nutrition from grass, 

rapeseed, canola and grains.” -- Our aim is to be completely soy-free by February 2019. Cows are 

getting soy-free feed already today, and calves will get soy-free feed after the year-long transition 

period.” (Valio’s sustainability report 2017) 

“The rapeseed oil used in Valio’s spreads is 100% Finnish.” (Valio’s sustainability report 2017) 

“The beef, pork and chicken products used by institutional kitchens are 100% Finnish.” (Valio’s 

sustainability report 2017) 

“Most of Valio’s carton and plastic packaging is purchased in Finland.” (Valio’s sustainability 

report 2017) 

“The reason it is almost 100% is due to the fact that there are some products such as juices with 

vitamin C or exported milk that need to be stored longer. They have a special film in which no 

material has yet been found to replace traditional plastic. They must still be used because that vitamin 

C must not oxidize in the carton and the milk must be preserved in Sweden -- “(H1) 

“We use product and supplier surveys and our Valio Supplier Code of Conduct to ensure that we 

source high-quality and safe raw materials and additives form reliable suppliers.” (Valio’s 

sustainability report 2017) 
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Appendix 4: S Group quotes on guiding methods 

"--visible campaigns: the harvest season and organic [campaigns] -- are clear indications that when 

we visible work on something, it also has an impact on consumer behavior." (H4) 

“During the Food loss Week, S Group participated in the Food Loss Battle organized by Motiva, in 

which approximately 2,000 eighth- and ninth-graders prepared meals from S Group’s food loss. The 

purpose of the project was to improve the appreciation of food and children’s knowledge of food 

loss.” (S Group’s year and sustainability 2017) 

“Of course, we have a lot of things behind us that are being done for responsibility. They may not all 

be visible to the final consumer, the customer who buys from us, when we think about the supply 

chain and the production chain and the things that are done at different stages.” (H3) 

"We aim for the store's private label teas -- to be 100 percent certified or verified as responsible by 

2020." (100 sustainable acts) 

"We aim to ensure that the store's private label coffees -- are 100% certified or verified as responsible 

by the end of 2019." (100 sustainable acts) 

"We aim to have 100% certified private label cocoa and chocolate by the end of 2020." (100 

sustainable acts) 

“Interest in [origin] was already increasing at a tremendous rate: Where is this product made? What 

has this eaten? And it was also known that it is really difficult to understand from many products that 

the product is certainly made, domestically, made in Finland and from Finnish raw materials. 

Affordability and then the fact that we have a product line that is very easy to understand that this is 

really of domestic origin and made in Finland. These two were now then put together in that product 

line.”  (H3) 

“The task of companies is to ensure that the product, for example, is produced responsibly. And you, 

as a consumer, can then, in good conscience, buy it, and you know that these [responsibility] corners 

have been knocked in this product and it has been ensured that this [product] has been produced 

responsibly.” (H3) 

“Our customers have also discovered the seasonal produce. Every month, we highlight the seasonal 

and most affordable vegetables by means of eye-catching displays in stores.” (S Group’s year and 

sustainability 2017) 
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“The declined popularity of light-weight plastic bags and plastic shopping bags is a result of 

committed work. At the end of 2016, S Group joined a commitment to reduce the generation of plastic 

waste and pollution of the oceans. Among other things, S Group pledged to start charging for all 

plastic bags, promote the sales of reusable bags, and stop making free-of-charge light-weight bags 

available to customers at checkouts.” (S Group’s year and sustainability 2017) 

“For example, the lowering of the prices of vegetables – have increased the sales of vegetables by 

millions of kilograms.” (S Group’s year and responsibility 2017) 
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Appendix 5: Fazer quotes on guiding methods 

"-- of course, our packaging is one of our media --." (H5) 

“This is perhaps exactly the area we haven’t worked on so enormously. It may be just growing. For 

example, now in these social media channels, there is some message of responsibility, but not terribly 

much. On the other hand, this is a whole new thing, that we have that message of responsible cocoa 

in chocolate packaging.” (H5)  

“We became a member of the Roundtable for Responsible Soy (RTRS) and published our commitment 

to 100% certified soy by 2020. All the soy used directly or indirectly in the value chain will meet the 

requirements set by the RTRS or ProTerra.” (Fazer Group’s Annual review 2017) 

“The relationship of certifications and direct programmes is one that has sparked lively discussion 

among our stakeholders. We see the combination of the two sourcing methods as the best option for 

several reasons. Only approximately 20% of the world’s cocoa farmers work in co-operation with 

certification organizations, which means that the supply of certified cocoa is insufficient to cover the 

needs of chocolate producers. Direct programmes are needed to complement certified cocoa. In 

addition, we need to ensure that all cocoa farmers have the possibility to produce cocoa sustainably.” 

(Fazer Group’s Annual review 2017) 

"Yes, we have campaigns to increase vegetable consumption that highlight the healthiness of plant-

based food as well as environmental-friendly options. We've invested a lot in recipes and developed 

a lot of vegetarian recipes and even vegan options --." (H5) 

“At Fazer Food Service, we are leading to much better choices that are healthier and more 

sustainable. Vegetarian dishes are on the menu first and come first in the buffet. The meat is the last 

and begins to be partially pre-dispensed and, in that way, can give a hint as to what is reasonable 

portion size. Salad plates will be eliminated or at least significantly reduced, meaning that we are 

encouraging to put those vegetables on the same plate first and the salads will always be first in the 

buffet --.” (H5)  

“-- I would say in the big picture or on a high agenda is that promise of [responsibility] from the 

Fazer brand, and as more responsibility will be part of [the brand] I see that in a way it binds 

responsibility and Fazer even more together in the future. And I think it guides that way. After all, 

Finns love the Fazer brand as we constantly win these brand appreciation competitions. It certainly 

increases the importance of what responsibility brings even more to it. I hope that it will continue to 

guide consumers to stay with Fazer or come there in the future.” (H5) 
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Appendix 6: Valio quotes on perceived tensions in consumer guidance 

“-- from a communicative point of view and the point of view of consumer guidance, it is a challenge 

that we should be able to tell better this story behind it. In other words, when you choose Valio’s 

product in a store, you can be sure that all those profits will go back to the 5,500 dairy farms.” (H1) 

“Whether it was animal welfare or the climate or whatever we raised, there are a huge number of 

perspectives and opportunities to criticize our actions. It’s the conversation where you have to be 

and nothing is black and white and if you do not go to the conversation then it is not an option. I think 

a critical discussion is desirable because we know it ourselves, that it is not that there is only one 

right and one wrong.” (H1) 

“There are always risks and opportunities associated with development work, and often there are 

more difficulties during the development phase. We clearly need to know how things will be handled 

in the future. These, for example, biogas-based mobility options have been studied for the first time 

a decade ago. We need to see from this surrounding society where it is going to evolve. It does not 

make sense for us to push for a solution that is not supported by the rest of society, for example, in 

terms of taxation. In our case, fuel taxation is liter-based and not energy-based, which means that 

fuel with a lower energy content than normal diesel suffers from it.” (H2) 

“Yes, that premise is precisely that consumer perspective. I do not remember that I would have come 

across any decision-making mechanism that would consciously guide the consumer. Instead, we have 

a very big body that finds out what consumers think and strive to predict, see those trends, and predict 

the patterns of consumer behavior for which we need to have products on offer. That it works with a 

slightly different mechanism.” (H2)   

"-- maybe in individual cases we attempt to guide the consumer." (H2) 

“That [the consumer] is unwilling to be guided. That is the biggest risk and that is also the logic of 

business. We will not be able to bring products to market and succeed with a product that the 

consumer does not feel they need. Or worse, if the consumer feels that he is now being guided." (H2) 

"The guiding factors have to come from a slightly more official direction, like Brussels or 

Arkadianmäki." (H2) 

“After all, the challenge [in guiding consumers] is that we are not dealing directly with consumers 

other than in this business communication. We have customers [grocery trade groups] in between 

and the customer is the one who buys the product from us and sells it to the consumer. So, the 

customer must first buy that product not only physically but also mentally that they believe they can 
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make money with it. If we go into this field with consumer guidance in mind, it may be that the 

customer may not see it as necessary, thus, it requires the common vision of the whole chain.” (H2) 

"The classic thing is these packaging, e.g. the environmental impact of packaging in the life cycle of 

the food is a few percentages, and if that packaging does not work, then the product will not be 

consumed, it does not end up as human consumption with all the environmental impacts, the 

environmental contributions that have been made to its production is wasted. This is the kind of 

classic thing. Of course, we pay attention to packaging, but its main task is to protect food as if 

throughout its life cycle and then there are different requirements for that packaging to make it work. 

For example, a butter box, it must take a certain number of openings and closings. We cannot be 

unavoidable make it thinner. Or milk fat, like all other food fats, gets off-taste from sunlight, that is 

why there must be layers in that box, one of which protects against the light. We cannot indefinitely 

thin it without sacrificing the quality of its product." (H2) 
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Appendix 7: S Group quotes on perceived tensions in consumer guidance 

“We are like an enabler; we produced those different [options]. Our selection is such that it serves 

everyone and that every type of consumer can find the right products there.” (H4) 

"-- we are not so much trying to guide the consumer, but perhaps more to offer those options, but we 

have the opportunity, in this position, to talk about sustainability issues there behind the products or 

as in our actions what they are." (H3) 

“-- when it is voluntary, based on the companies' own activities, I believe that way we will achieve 

more than if it goes through regulation. Sometimes regulation is good and one of the things we, for 

example, are very much in favor of is corporate responsibility law. Since we are currently working 

on it and we have certain rules of the game, it would be great if everyone had the same rules of the 

game. And then regulation is one solution to that, but in addition to that there are a lot of questions 

where volunteering is the better way to do things. There may be a risk in regulation that something 

will go unnoticed.” (H4) 

“-- we learn the hard way, that is for sure now. Any topic where you are moving in a new direction 

as a pioneer, and then there is not necessarily a structured way to do so, there are always risks, of 

course. On the other hand, there are a lot of opportunities to be the first to talk about something or 

to communicate.” (H3) 

“Making decisions on behalf of the consumer is a risk I see. We want everyone to choose by 

themselves but in a way that we still have the opportunity to influence by telling things. That is our 

role.” (H3) 

“It has to be understood that when we are a big operator, we have to look through all the angles 

before we set out to make some big change or if we are going to guide. Because it can even indirectly 

affect the Finnish industry. Things like that always need to be thought through and considered. One 

example of this is our egg policy. We could not start with egg policy in such a way that we would just 

say we do not want caged eggs anymore. It should also be discussed with the industry that there are 

prerequisites to move forward with such a policy.” (H4) 
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