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Abstract:  
Food Innovation is viewed in this thesis from a consumer perspective on what it means 
to consumers. The competitive environment and turbulent times require ways to 
innovate for a business to survive specially when consumers and stakeholders plays a 
key role in product development. The amount of information available and competitive 
landscape becomes overwhelming for consumers where sensory brand experience can 
be seen as a shortcut to evaluate new product alternatives. However, this is under 
researched on how sensory perception can bring brand value and thus the aim of this 
study. One way to measure this is with the attitudes of consumers that is more closely 
connected to purchase intent.  
 
Past research has seen innovation from a technological point of view and the acceptance 
of novel food trends. Also, the perception levels of both the product itself e.g., texture, 
and external factors e.g., brand signals. Therefore, an exploratory study is conducted to 
understand a holistic view of how the sensory perception of a brand influence consumer 
attitudes towards new food products, for example, meat replacements and products for 
health and well-being. 
 
The study applied a qualitative research approach where individual in-depth interviews 
were conducted with eight consumers with different food lifestyles from meat lovers to 
veganism diet. The interviews involved pre-tasks and product evaluation of alternatives 
chosen by the author as examples to participants. The data collected was then analyzed 
following a qualitative analysis. 
 
The results show a conceptual model based on the findings and previous models in 
theory where a holistic view of brand associations is described in detail. First, to 
understand what “new” meant to consumers. Then, looking at the brand associations 
and the differing attitudes by group segments towards new food products to answer the 
research questions. The main findings revealed different attitudes between the two 
groups. Also, the perceptual fit between a core brand and products offered. The 
perceived sustainability, health, and taste perceptions associated with a brand were 
interpreted mainly from the visual communication, product packaging and ingredients, 
and preference to local and familiar brands in the product evaluation stage.  
 
 
Keywords: consumer perception, new food products, sensory perception, consumer 
attitudes, brand associations, novel food trends. 
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1 INTRODUCTION 

In the last few decades, three major food trends stand out in food innovations 

such as sustainability, health, and convenience (Horvart, et al. 2019). In 

developed countries, specially, the growing interest in organic foods have been 

driven by new food technology, growing health awareness, busier lifestyle, and 

global environmental issues (Lobo, Mascitelli & Chen ,2014). Consumer’s 

involvement in innovation processes is an important strategy in the food sector 

for consumer acceptance and successful market introduction (Busse & Siebert, 

2018). “Successful innovations improve brand perceptions, attitude and usage” 

(Paswan, Guzmán & Pei, 2020). Therefore, the role of brands in innovation is 

important for the overall experience people have of something new or unexpected 

once introduced by a firm in their product development and thus on how they 

brand their innovations. 

Brands have an impact on the perceptions of consumers towards products itself 

either consciously or subconsciously. Furthermore, brands efforts can shape how 

the innovations are seen in the market once launched. Swaminathan et al. (2020) 

describes how the interconnected environment has resulted in a blurring and 

broadening of the branding space. Brand meaning is more cocreated rather than 

controlled by the firm as information availability across multiple channels and 

technology advances (Swaminathan et al. 2020). For example, online channels 

were consumers get informed about products through other sources not 

controlled by the firm such as reputation of a brand in media. Also, visual 

elements such as certifications or local labels on packaging e.g Pirkka well-known 

brand in grocery stores in Finland. All these elements are external influences that 

a consumer perceives in food innovations where the meaning of the product itself 

related to a brand comes internally from consumer´s minds. 

The role of branding is the process of associating attributes with the product to 

add value to consumers. Thus, brands are intangible assets, for example, a brand 

can be recognized with personal experiences. Brand preference depends on what 

the brand means for a customer and how emotionally attached they are to it. It 

has been argued that there can be a symbolic and emotional attachment between 
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a brand and a consumer (Hakala, Lätti & Sandberg, 2011). Therefore, the 

important role of sensory perception of how consumers evaluate new food 

products from a branding perspective. It remains in the literature an area to 

explore on how the sensations perceived by consumers forms an attitude towards 

new food products in relation to a brand.  

The symbolic cues that brands may have unconsciously, can have automatic 

effects on behavior towards a product (Grunert, Shepherd, Traill & Wold, 2012). 

There are broad range of motivations on purchase decisions as pointed out by De 

Bakker & Dagevos (2012) such as values, routines, and perceptions which need 

to be addressed to participate in multiple ways. In other words, there is a need to 

understand better how the sensory stimuli by an individual experience with a 

brand influences their buying behavior when it comes to new food products.  Also, 

how these sensations create a strong brand value to people. 

 

1.1 Research problem 

For a firm in the current competitive environment, sustaining and improving a 

brand´s position in the market is not a simple process (Nadanyiova, Kliestikova 

& Kolencik, 2018). It is no longer only in their control space, but the voice of 

consumers and stakeholders plays a leading role. The widely available 

information both online and offline channels can become overwhelming for 

consumers. Thus, consumers might follow mental shortcuts such as simply 

following sensations experienced with a product and their perception with a 

brand influenced from both internal and external factors. There are several 

studies on the implicit perception of a product such as taste and texture, however, 

the environment of the consumer is not limited to the implicit product attributes, 

but also external factors influence their food choices. For example, Helmefalk 

(2019) points out how the impact of multi-sensory cues can facilitate consumer 

behaviour when browsing for products inside a retail store to gather information 

on what to buy. 
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More importantly, from a consumer perspective, brands are signals and mental 

knowledge cues (Swaminathan et al. 2020). This is because consumers process 

information consciously and subconsciously from the effects of explicit and 

implicit sensory perception. In which, marketing managers need to ensure that 

both perception levels perform well as it can affect the brand-related performance 

indicators. Therefore, a positive perception can enhance the chances of success 

for a firm in the market and appealing to the right target group (Haase, 

Wiedmann & Labenz, 2018).  

Consumer perception of food quality and acceptability is complex where 

expectations can come from cues such as packaging, labeling, product 

information and stereotypes, thus consumer food choice is determined by many 

factors (Imram, 1999).  Although there are several opportunities in the food 

industry, there is a need to understand the purchase behaviour of consumers 

when it comes to the brand associations and awareness of products new to 

consumers. Swaminathan et al. (2020) explained that “As marketers are losing 

some control over the meaning consumers associate with brands, more brand-

related stakeholders are involved in shaping brand associations” (p. 27). For 

example, own local retailer brands such as Pirkka, Rainbow in Finland can 

influence buying behavior of consumers by creating shortcuts for them to choose 

products for the perception of quality of all their products and affordability. 

A firm communicates their product offerings in connection to a brand that can be 

categorized to reflect e.g., healthy lifestyle, sustainable image in their product 

offerings or also convenient packaging for a busy lifestyle. The way for the firm to 

communicate this is through marketing tools, online and offline different 

channels. Especially, for new food products in-store, consumers may form their 

first impression from what they see on packaging. Thus, the role of packaging in 

forming consumer perceptions can be an extrinsic element related to the product, 

including price and brand, which these are the most important extrinsic values 

when consumers decide what food products to buy (Ampuero & Vila, 2006). 

Visual communication in product packaging has become the fastest growing 

marketing tool due to its importance to get attention of consumers in their 

purchase decisions for consumption (Shirai, 2020). In habitual situations many 
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food products, like vegetables, people can tend to make decisions on repeated 

actions. It has been shown that extrinsic product quality attributes during food 

shopping contribute to consumer decision making, for example, the 

sustainability labels on consumer evaluation of meat products (Stranieri, Ricci & 

Banterle, 2017). However, the research problem pointed out is that little is known 

on how the sensory marketing lead to build strong brand value for costumer 

(Nadanyiova et al. 2018). 

Haase et al. (2018) gives new insights on the relationship between implicit and 

explicit sensory perception of five senses on brand experience concluding that 

implicit (subconscious) perception acts through explicit (conscious) perception. 

However, both implicit and explicit sensory perception remains under-

researched in the marketing literature that offers many opportunities for further 

research in consumer goods. Therefore, the research context for this study 

focuses on the sensory perception on brand experience with new food products. 

The qualitative study tries to contribute to the marketing literature and to provide 

insights for marketers, e.g., brand managers.  In a general view, to understand 

how the sensory experiences with new food products of a brand are perceived and 

thus their attitudes on their behavior. Also, to evaluate the brand fit with 

consumer perception to facilitate the buying behavior with costumer needs and 

thus fulfilling all senses of the brand experience for a stronger brand value to a 

consumer. 

 

1.2 Aim and research questions 

The purpose of the study is to create a conceptual model of how the perception of 

a brand experience influences consumers´ buying behavior towards new food 

products. The research conducted is exploratory which according to Saunders, 

Lewis & Thornhill (2015) in this type of research the finalized research question 

may emerge during the process of data collection and analysis when finding the 

exact focus of the research. 
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The study aims to explore and answer the main research question: how does the 

sensory perception of a brand influence the consumer attitudes towards new food 

products?  

 

This can be answered with the following sub-questions, 

1. How does consumer sensory perceptions with a brand influence their 

experience when evaluating new food products? 

2. What brand associations impact what a consumer perceives in their 

experiences with a new food product?  

3. How does the consumer attitudes differ in their purchase intent from those 

who accept or avoid new food products?   

 

1.3 Delimitations 

The study focuses on new consumer goods in supermarkets in Finland. The 

context is the attitude-behavior when doing grocery shopping, more specifically, 

for new food products. This excludes other stakeholders as it emphasizes the 

consumer perspective. There are four delimitations for this study. 

Firstly, the geographical delimitations are limited to Helsinki area which could 

differ from other views in non-urban areas and out of Finland. Mainly, students 

at Hanken School of Economics that represent young consumers in Helsinki 

campus and could be more open towards food innovation. 

Secondly, the cultural background is not emphasized for the research on the 

cultural differences on the international background of a local consumer that 

might influence shopping buying behavior. Even though an important area of 

research, the scope of research needed to be narrow down based on the aim and 

research questions in the time allocated. 

 

Thirdly, from a sensory perspective on food innovation, not a technological aspect 

of the innovations in the market and not looking at the macro level rather the 

individual and their environment. Also, not going deeply into the psychology field 

but from a branding perspective in the marketing literature. Lastly, there are 
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different stages in the customer experience in pre-purchase, during purchase, 

and post-purchase. However, this study focuses on product evaluation and 

purchase intent. 

 

1.4 Key concepts 

The key concepts defined for the research scope are in table 1. The relationship 

between these concepts is that consumer perceptions of a brand are formed from 

the associations in their minds. Furthermore, an attitude is formed through 

actions or intentions towards new food products. Brand associations can be 

related to sustainability, healthy lifestyle, among others. When it comes to new 

product development it relates to a specific function in an organization when 

launching a new product to the market in which consumers may respond 

positively or negatively. Therefore, food innovation involves both companies and 

consumers. However, this study emphasizes the consumer perspective. 

Table 1  Key concepts for the research scope 

Attitude an individual internal evaluation of an object as a set of beliefs where 

generally is believed attitudes are stable and can be used to predict 

consumer behavior towards a product or service (Kalra, 2019).  Similarly, 

Solomon (2018) defines that “an attitude is a lasting, general evaluation of 

people (including oneself), objects, advertisements, or issues” (p. 285). 

Attitudes can have both cognitive and affective components (Schoormans & 

Magnier, 2015). 

Brand “a category in memory with associations related to product attributes, brand 

image, and overall attitudes” (Sood & Keller, 2012, p.374). Branding is a set 

of activities and allocation of resources to create the desired image in 

consumers´ minds (Paswan et al. 2020). 

Brand 

associations  

are anything that consumers can perceive connection with a brand by 

experiences with all their senses on how they interpret what they see, hear, 

smell, taste, or touch (Ampuero & Vila, 2006). 

Brand 

experience 

Ebrahim, Ghoneim, Irani & Fan (2016) points out that “is defined as 

consumers´ internal subjective and behavioural responses induced at 

different levels of interaction, both direct and indirect, with brand-related 

stimuli” (p. 1233). 
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Consumer 

experience 

“is holistic and distinguishes between basic cognitive, affective and sensorial 

systems. It starts before the actual purchase, continues during the purchase 

or live experience and lasts as a memorable experience” (Ebrahim et al., 

2016, p. 1233).                                                                     

Innovation “the development of ideas, processes, products or services that are perceived 

as new by either the firm or the end customers” (Paswan,Guzmán & Pei, 

2020). Solomon (2018) defines innovation as “any product or service that 

consumers perceive to be new” (p. 537). 

New product 

development 

a process that consists of a number of stages from an identified market 

opportunity which then become products that can be introduced on the 

market. NPD is necessary when customer needs and wants changes which 

can contribute to customer satisfaction and loyalty (Grunert et al., 2011). 

Perception is the process by which people select, organize, and interpret sensations e.g. 

to give meaning to what we see, hear, smell, taste, touch (Solomon, 2018, p. 

98). 

Sensory 

marketing 

the impact of sensations on product experiences (Solomon, 2018, p. 99). 

Sustainability described in the triple bottom-line concept referring to business strategies 

not only on the environmental impact, but also the financial impact to 

stakeholders and social impact to the communities where the organization 

operates (Solomon, 2018, p.74) 

 

1.5 Structure of the thesis  

First, the literaure review in relation to the key concepts are introduced in chapter 

2. Thereafter, the empirical design in chapter 3 is described on the research 

approach selected for this study. This chapter includes the research design, 

sampling strategies, methodology summary, data collection process and ethics 

and quality of the research. Chapter 4 presents the empirical findings that are 

divided in sections according to the research questions. First starting with the 

topic of Food Innovation from a consumer view, following by sensory perceptions 

with a brand, sensory experience and then finalizing the chapter with perceptions 

and attitudes. Chapter 5 discusses the empirical findings and reflects upon this 

based on past research and literature. To finalize, the chapter discusses the 

academic and managerial implications, followed by the limitations and 

suggestions for further research and ends with concluding remarks for the thesis. 
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2 LITERATURE REVIEW 

Perception is a complex process of the senses and the brain influenced by many 

variables such as observations of an individual and product variables such as 

package, appearance, taste, and smell but other aspects as well such as 

experiences, atmosphere like environmental-friendliness and production 

methods (Sijtsema et al., 2002). The internal influences such as perception plays 

an important role in understanding how people perceive the way we consume and 

the choices available that could be improved in the marketing field on how 

marketers influence consumers.  

 

Recent studies show how consumers are often misled by labels that may lead 

overconsumption of these products (Lowe, Fraser & Souza‐Monteiro, 2015). 

Green products are growing from small niche markets to mass markets. Based on 

the value-belief-norm theory, hedonic and utilitarian shopping values are linked 

with consumer scepticism toward green advertising and eco-friendly 

consumption behavior (Cheng, Chang & Lee, 2020). On the other hand, it 

depends on what is on consumer´s mind as the study of Luomala et al. (2015) 

describes how consumers perceived health and taste going hand in hand while to 

others it does not relate to each other; It can be seen both ways as healthy or 

unhealthy. The findings of Luomala et al. (2015) showed that there are multiple 

source of consumers health and taste perceptions such as the product type, 

ingredients, level of processing, and marketing cues. 

 

2.1 Food Innovation 

Past technological advancements, such as ready-to-eat meals, meat alternatives, 

advances in packaging methods, and more nutritious food have led to multiple 

innovations that changed consumers´ preferences (Horvat et al. 2019). The study 

on innovation-related perception by Albertsen et al. (2020) describes one key 

driver which is the consumer perception of food innovations, especially, the first 

perception of products completely new to the consumers as they don´t have 

previous knowledge or experience to evaluate the new product. Riefler (2020) 
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shows that authenticity perceptions are associated with local brands because of 

their linkage to place and heritage. Brand communication has turned into a 

differentiation strategy emphasizing origin of the local movement.  

 

Identity shapes the innovation strategy such as the view of corporate identity 

being central to what is labeled as innovation. Thus, the fine line between 

innovation and product extension is influenced by how the identity is constructed 

and to whom the innovation is new.  For example, Yoplait product portfolio or 

the idea of a new jelly product in connection to Fjordland firm´s identity where 

internally employees can have different views on a strategic approach to the 

firm´s identity but also the consumer brand associations might be different on 

how consumers´ view a company and the relation with their offered products 

(Hoholm & Strønen, 2011). 

 

2.1.1 Novel food trends  

Tuorila & Hartmann (2020) looked at the acceptance of novel food that 

emphasizes two novel food trends such as meat alternatives and products for 

health and well-being e.g., vegetarian, vegan, organic, among others. The study 

found that consumers process novelty in many ways such as familiarity which can 

influence avoidance of foods called “food neophobia”, also suspicion, disgust 

response and perceived sensory quality. Other attribute that consumers seek is 

the perceived naturalness of food based on type of farming, production method 

or ingredients. Besides neophobia there´s also the openness and willingness to 

take risks from food preferences that limits consumers food choices. They 

concluded that to successfully launch novel foods, there needs to be a deeper 

understanding of product perception and the consumer traits that determines 

their rejection or acceptance.  

Contemporary consumers in the current food consumption in welfare societies 

on one hand have a need for variety, and on the other hand a search for tradition 

and stability (De Bakker & Dagevos, 2012).  Also, Tuorila & Hartmann (2020) 

describes how the demand of sustainable foods and increasing consciousness of 
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health and well-being, as well as changes in society, create opportunities to 

develop novel foods. Especially with the changing consumer demand and the 

increasingly conscious consumer behavior (Busse & Siebert, 2018). However, 

many novel foods remain niche products that consumers reject. Thus, it is needed 

to identify consumer expectations and factors leading to consumer rejection at an 

early stage in product development (Tuorila & Hartmann, 2020). On the other 

hand, Srivastava et al. (2020) shows the impact of brand credibility on purchase 

intentions giving some key insights on consumer evaluation, for example, emerge 

of domestic brands allowing them to choose between global or local products 

which suggests further research to understand what shapes consumer 

perceptions. Tuorila & Hartmann (2020) points out an important 

communication strategy by providing positive information. For example, 

emphasizing similarities with familiar products and focusing on the benefits to 

increase the acceptance of novel protein sources. 

 

2.1.2 Types of Innovation 

Simola (2020) points out four types of innovation by the disruptive innovation 

theory of Christensen such as radical, sustaining, incremental and disruptive 

innovation. Early adopters are usually the one´s looking at what solutions are 

already out there. In sustaining innovation, a product already exists but only 

improves it, something new but not completely. Most innovations are 

incremental as it is nothing new while radical innovation completely disrupts, 

something big and new which only a small portion of innovations gets here e.g., 

Salesforce applications.  

According to Satell (2017) there are many ways to innovate depending on how 

well the problem is defined and the domain needed to solve it. Radical innovation, 

also called breakthrough innovation has a well-defined problem but requires 

exploration of the domain such as skills needed. On the other hand, 

Christensen´s work explains that disruptive technological innovations eventually 

grow to dominate the market which is a process that might take time to work their 

way through an industry (Markides, 2006). Disruptive innovation tends to look 
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at changes in their business model rather than only the product itself 

(Christensen, Raynor & McDonald, 2015). Also, can disrupt the value network in 

a new way (Simola, 2020). In disruptive innovations, a new market can be created 

that didn’t exist before (Christensen, et al. 2015). For example, “Beyond meat” 

brand as an alternative t0 meat, based on plant-based solutions. 

 

 

 

 

 

 

 

Christensen (1997, as cited in Liu et al. 2020) describes the concept of disruptive 

innovation as a type of technology, product, business model that significantly 

affects how a market or industry functions. From the product dimension, 

disruptive innovative products are a process of customer satisfaction realization 

that continually meets the requirements of the common market. In comparison 

with sustaining innovation, disruptive new products can adapt to new 

customer´s value standards and attract potential consumers to new market 

networks (Liu et al. 2020). For example, startups in Finland such as Solar Foods 

with their product solution called “Solein” with edible protein without intensive 

farming and produced from air (Frank, 2019). Another example is the meat 

supply chain disruption with Beyond meat company that develops plant-based 

branded products. Ethan´s story founded it on 2009 and it is more than just 

making healthy food that it´s tasty but also positive environmental impact and 

animal welfare targeting meat-loving consumers as strategic approach to not stay 

in a niche market (Taulli, 2019). 
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Radical 
Innovation 

Incremental 
Innovation 

Sustaining 
Innovation 

Disruptive 
Innovation 

DOMAIN DEFINITION 

P
R

O
B

LE
M

 D
EF

IN
IT

IO
N

 

Not well defined  well defined  

w
el

l d
e

fi
n

ed
 

N
o

t 
w

el
l d

ef
in

ed
 



 12 

Most sustaining innovation seeks to get better by improving their existing 

capabilities in existing markets, so they well know both the problem to be solved 

and the domain such as resources needed to solve those problems either being 

acquisitions, R&D labs, or other strategies (Satell, 2017). Sustaining innovation 

can have some growth potential, lower risk, high margins and reach a large 

market. However, disruptive innovation can be the opposite with low margins 

taking huge risks but reach a small market and if everything goes well can have 

huge growth potential based on Christensen´s innovators dilemma (Simola, 

2020). 

Incremental innovation focus on improvement of a pre-existing product, 

process, or service to create value for the organization. For example, an additional 

new feature to an existing product or service. Usually, build on existing 

knowledge and technologies (Trotter & Vaughan, 2012). Based on innovation 

theory, incremental innovation is a conservative strategy that requires a low 

degree of novelty (Abhilash, Sreejesh & Balaji, 2015). For example, Procter& 

Gamble renovating their existing products to match consumers ‘needs such as 

continuously developing Pampers´ diapers.  

On the other hand, radical innovation can be major changes of products, 

services, or processes, typically built on new knowledge and disrupt existing 

technologies or create new ones (Trotter & Vaughan, 2012). An example of radical 

innovation is the use of biomaterials for packaging in the food industry using 

sustainable sources. This is the case of Jospak fiber-based tray which uses 

sustainable food packaging with up to 85% less plastic made easy to recycle 

separately. Also, suitable for any food products such as convenience foods, 

vegetables, meat, poultry, and fish (“ePressi,”2019). 

Design thinking can contribute to innovation in the food industry in which 

including the voice of the consumer into the development process has become 

more and more important within food science and technology. A better 

understanding of the market and what a product means to consumers by using 

design thinking process may lead to radical innovations. Some initiatives fail, but 
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through experimentation and failing fast as early as possible, minimize the cost 

of failure and negative surprises close to launch (Olsen, 2015). 

 

2.2 Consumer perceptions  

To improve the success of new food products, it is recommended to have a 

customer-oriented approach to product development with the aim of an optimal 

fit between customer needs and the new product. Consumers´ response about 

product acceptance have been conducted in the food industry and there are other 

types of data that can be used to determine the degree of fit. This can be current 

food trends and environmental factors that affects consumer needs and 

preferences e.g., demographic, economic, socio-cultural, or technological 

(Horvat, et al., 2019).  

 

Prior to consumption people form an impression of a product from different 

sources that can be classified as product extrinsic and intrinsic cues. Extrinsic 

sources of information are those related to the product e.g., product´s labeling, 

packaging, location, and any other sources, for example, marketing 

communications. Prior studies have looked at extrinsic cues such as price, brand 

name, advertising frequency, country of origin and store name. On the other 

hand, product intrinsic sources of information are those that physically belong to 

the product itself e.g., colour or aroma of a food. Expectations can come from 

various kinds of information such as consumer´s memories of past experiences 

with a given product, the online perception of the product and anything that 

comes to mind from other similar products. Thus, the more familiar with a 

product, the more certain expectations are likely to be (Piqueras-Fiszman & 

Spence, 2015; Shirai, 2020).  

 

Consumer perceptions and attitudes can be essential to successfully adopt novel 

food products. Consumers concerns, risks-and-benefit perceptions and 

acceptance of food technologies have received attention in the literature. 

Consumer attitudes towards novel food products can be better understood 
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through the information of overall value that consumers can expect from novel 

products. In this manner, it can be looked at how novel product´s value can lead 

to a better evaluation from consumers (Perrea et al., 2017). 

 

According to Ampuero & Vila (2006), the marketing mix elements (product, 

price, distribution, and advertising) contribute to determining the desired 

product positioning in the minds of consumers. The positioning of a product is 

transmitted through seven stages such as: (1) point of sale (2) transporting the 

product home (3) home storage (4) opening (5) serving the product for 

consumption (6) putting away; and (7) disposal. 

 

2.3 Theory of Planned Behaviour (TPB)  

Ajzen´s TPB (1991) has been used often in different contexts related to intention 

to perform a behavior such as food acceptance. Consumer acceptance of 

innovative products is widely studied, for example, the acceptance of green 

products where the TPB is extended highlighting that attitude and perceived 

behavioral control have a positive influence for green products acceptance (Chen 

& Hung, 2016). The model of food acceptance by Pilgrim in 1957 sees perception 

as the main aspect influencing food acceptance such as the physiology of the 

person, sensations from food and attitudes of individuals which leads to the 

development of preferences and behavior towards food (Sijtsema et al., 2002). 

Schoormans & Magnier (2015) views purchase intention as often influenced by 

the consumer attitudes towards the packaged product. Imram (1999) emphasizes 

how appearance such as visual sensory properties e.g., colour, texture, perceived 

flavour influences consumer perception and thus acceptance of a food product 

where many individual factors such as taste, attitudes, previous experiences, 

familiarity, brand loyalty, among other factors affects the perception process. 

Basically, it is about how the consumer interprets their own reality and view of 

the world that surrounds an individual.  
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Figure 2 Theory of planned behavior (Ajzen, 1991 p.182). 

The theory of planned behaviour in figure 2, which is an extension of the theory 

of reasoned action, looks at the behavior-specific factors to explain human 

behavior in specific contexts (Ajzen, 1991). The reasoned and rational behaviour 

assumes that human beings are goal-oriented e.g goals on desirable or 

undesirable outcomes from the alternative behaviours. On the other hand, rather 

than behaviours with much conscious reasoning, people may act automatically 

either from habits or in response to their external stimuli (Grunert, Shepherd, 

Traill & Wold, 2012). This research looks at the perceptions and attitudes of 

consumers that may influence their buying behaviour when doing grocery 

shopping. Based on Ajzen´s theory which has a general model, the research 

context fits better to explore other external variables such as branding 

associations people form when evaluating new food products. Based on Grunert 

et al. (2012) behaviour can be experimental, like buying food to see how it tastes, 

where some forms of automatic behaviours are simply in response to 

environmental stimuli. Thus, this research extends the model to focus on the 

sensory stimuli from a brand which is an external factor that may influence 

consumers even when not aware. Also, the relationship between perceptions and 

attitudes towards that behaviour. 

 

The theory of planned behaviour by Ajzen (1991) emphasize the individual´s 

intentions to capture the motivational factors that influence the attitudes towards 

a given behaviour. This model looks at three independent variables of intention, 

 

Perceived behavioral 
control 

Subjective norm Intention Behavior 

Attitude toward 
the behavior 
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firstly the attitude toward the behavior that refers to the degree which a person 

has a favourable or unfavourable evaluation of the behaviour. Another variable, 

subjective norm which refers to the perceived social pressure to perform or not 

the behaviour. And lastly, the perceived behavioral control which refers to 

people´s perceptions of the extent of difficulty to perform the behavior of interest 

where it can vary depending on situation and actions. People´s behaviour is 

strongly influenced on how much in control they perceive to be or able to achieve 

an action. For example, the situation of choosing among available alternatives. 

However, in Ajzen´s TPB (1991) it seems to emphasize more the internal 

perception of an individual in a general framework, in which this study looks 

more into how the external perception of a brand influences their internal 

perception. In addition, it could be a different behaviour when the research focus 

on new food products that may not be familiar to consumers. People could tend 

to rely on their sensory experience with a new food product and grasp any 

symbolic cues that might give them meaning to the product such as brand 

associations to it. 

 

One study by Nystrand & Olsen (2020) conducted with TPB framework in 

Norway, regarding functional foods, provides some empirical evidence this can 

be applied in prior consumption. The findings showed that attitude is more 

strongly associated with consumers utilitarian values rather than hedonic eating 

values e.g., taste with explanatory power on intention. Based on TPB, the author 

looks at other variables to expand views from a branding perspective of new 

products introduced to the market in relation to three food trends that stand out 

in food innovation. This can be found in the next chapter by developing a 

conceptual model with the variables that could influence the consumer 

perception, from attitudes on consumer behaviour. The assumptions are that 

external factors such as extrinsic perceptions of new products such as a brand can 

influence what they buy or intend to buy e.g., reputation of a brand or firm to the 

product. 
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2.4 Conceptual model 

The following conceptual model in figure 3 visualizes the research scope to gather 

consumer insight on food innovation, some examples of food trends were given 

by Horvart et al. (2019) such as sustainability, convenience, and health. The 

model highlights how attitudes and the sensory perceptions of a brand 

experienced by consumers may influence how they associate a new food product 

in relation to a brand. 

 

Based on Grunert, et al. (2011), in the past years there has been a rise of new 

product launches of processed meat products in Europe with specific claims, 

especially concerning naturalness and ethical or environmental aspects. In 

addition, a rise of claims regarding convenience. The intention of consumers to 

buy new products in the market depend on a large extent whether consumers 

perceive four major dimensions of quality such as taste, convenience, health, and 

production processes. Schoormans & Magnier (2015) describes that 

“consumers´perceptions and behaviors are generally influenced by their prior 

attitudes and beliefs” (p. 54).  

Generally, quality perception happens based on product information, knowledge, 

previous experience and implicit comparisons with other brands or categories 

thus the perception process uses a broader view of information (Shirai, 2020). 

Consumer product perceptions reflect and inspire the company´s strategy for its 

products as product positioning is in the minds of consumers (Ampuero & Vila, 

2006).  

Figure 3 Conceptual model: consumer buying behaviour scope by the author.  

Sensory perceptions 
of brand 
 

Attitude towards 
new food products  
 

Brand 
associations 
e.g. 
- Sustainability 
- Convenience 
- Health 
 

Behavior 
 

Consumer Experience 
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2.4.1 Attitudes towards new food products 

Attitude has the strongest association with purchase intention e.g., to buy 

functional foods for healthy eating attitude (Nystrand & Olsen, 2020). According 

to Horvat et al. (2019), socio-cultural factors shape consumers´ attitudes such as 

changes in lifestyles, education, and buying patterns that comes from 

globalization and urbanization by affecting their evaluation over time. These 

consumer changes over time and the need of companies to innovate for growth 

leads them to do new product developments in which they might use strategic 

brand extensions. Kalra (2019) describes two types of brand extensions, on one 

hand is the line extension that applies to a product in existing categories and in 

the other hand, the category extension applies to a new product category. 

 

Studies from 1978 to 2001 points out on consumer attitude towards brand 

extensions where consumer perception fit is an important factor for purchase 

intention as it is influenced by the brand associations and product connection 

(Wu & Lo, 2009). The higher the perceived fit, the higher the impact of parent 

brand equity to attitude towards brand extension (Kalra, 2019). Research 

suggests a mismatch in the literature when examines the role of the complex 

product category of brand extension from consumer evaluation in terms of brand 

quality, attitude and perceived fit between parent brand and extensions such as 

new product brands (Bao et al., 2010). 

 

Gabrielli & Baghi (2016, p. 777) explains that “Depending on business needs, the 

individual brands in the brand portfolio may be added, deleted or extended to 

new categories.” Kalra (2019) points out that the key success factor is that the 

brand extension has the concept called “perceptual fit” with the parent brand. 

Perceptual fit refers to the consistency factor between the extended brand and 

core brand which are the similarities of the product attributes, brand concept and 

image. It is important to understand what the knowledge consumers may have of 

the original brand as it can create both positive and negative indications to the 

new product. Research shows that perception of fit influences the attitude 

towards the extension, for example, when consumers are familiarized with an 
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existing core brand name, consumers would generally accept the new extended 

product when associated with an original core brand or company name. 

 

Consumers can form attitudes towards new food products through the sensations 

experienced and thus perceive some signals associated with a brand. This could 

be either green signals, health related or any other signals that are interpreted by 

consumer experiences. Schoormans & Magnier (2015) gives an example to this 

such as the attitudes of consumers towards sustainability more specifically the 

environmental concern. 

Further examples of research contributed to the literature are summarized in 

table 2 from different countries and research contexts. The research is 

summarized based on the food trends by Horvart et al. (2019) in food innovation 

to gather an overview of what consumer might evaluate and what influences their 

attitudes. Several studies have tested the theory of planned behavior of Ajzen 

(1991) for different contexts such as in Norway on consumer attitudes towards 

functional foods regarding healthy lifestyle (Nystrand & Olsen, 2020). Also, 

consumer responses either acceptance or avoidance of new food products where 

mental associations such as multi-sensory stimuli, perceptions of naturalness 

and other product attributes plays a role in understanding better their buying 

behavior in relation to a brand.
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Table 2 Summary of attitudes towards food products research 

Journal 
topics/context 

Attitudes towards products Types of food 
products 

Theories/context Methods Findings/ future views 

Consumers´ 

purchase behaviour 
of organic food 

products in Australia 

Lobo, Mascitelli & 
Chen (2014) 

- Pro-organic consumers: 
positive attitudes towards 
nutrition and health values of 
organic foods.  

- Reluctant consumers: moderate 
perceptions to health attributes 
of organic products. 

- Organic sceptics: somewhat 
negative attitudes towards 
organic food. 

Organic food 

products: 

- Fruit & 
veggies 

- Meat 
- Tea/coffee 
- Grains 
- Milk 
- Dairy 

The purchase evaluation of organic 

products depends on four main 
elements which influence 

consumers´ attitudes such as:  

product (appearance, sensory 
appeal, perceived benefits & price), 

Government regulations and 

certification, Lifestyle (self-

indulgent and variety seeking), and 
Ethnocentrism (domestic vs 

imported products). 

839 usable responses in a survey Consumers perceive organic foods in several attributes 

categorized into 3 major segments: 

- Pro-organic consumers (32%) willing to pay higher 

prices, believe good for health, perceive tastes better 

than conventionally grown food despite looks, support 

local farmers and concept of certification. 

- Reluctant consumers (39%) price sensitive, would 

buy more organic if convenient in food stores, main 

reason to purchase is locally produced, perceive 

certification labels confusing.  

- Organic sceptics (29%) organic too expensive, don´t 

believe organic tastes better, don´t believe in 

environmental protection attributes, however, more 

likely to buy imported organic foods if cheaper. 

Consumers´ 

attitudes and 

intentions toward 
consuming 

functional foods in 

Norway 

Nystrand & Olsen 

(2020) 

- Utilitarian (functions by 
products) and hedonic eating 
values (sensations from 
experiencing products e.g. 
pleasure) towards eating 
functional foods 

- Influenced by health concerns 
either positively or negatively 

Functional Foods 

(Health), 

Examples: 

Dairy products, 

Prepared foods, 

Products 

enriched with 

omega-3 

 Theory of Planned behaviour(TPB) 810 consumers in Norway 

- Extended TPB to explain intention to consume 
functional foods. 

- Attitude more strongly associated with 
consumers´ utilitarian values as opposed to 
hedonic eating values showed power on intention. 

Convenience food 

with 

environmentally-
sustainable 

attributes: A 

consumer 

perspective 

Stranieri, Ricci & 

Banterle (2017) 

- Consumers with time-
constraints seek convenience 
food, but can also be concerned 
with environmental issues, 
even tough not as a primary 
guide in everyday food choices. 

- Organic food consumers tend 
to have a strong environmental 
behaviour and health 
protection consciousness. 

Convenience 

foods, for 

example, fresh 
pre-packed 

vegetables 

Theory of Planned behaviour(TPB) 

 

 

 

 

Face-to-face interviews with 550 

consumers grocery shopping in 

the metropolitan area of Milan. 

- Study reveals convenience consumers tend to use 
product information, such as product shelf life 
date, nutrition information, origin  and other 
quality labels, in order to carry out their purchase 
intention and food preferences. 

- Confirms the construct of Ajzen´s theory and 
finds that also other variables can support a 
better understanding of consumer intention and 
behaviour towards healthy convenience food with 
environmentally-friendly attributes. 
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Consumer responses 

to novel and 

unfamiliar foods 

 

Tuorila & Hartmann 

(2020) 

 

 

 

 

 

 

 

Acceptance or rejection based on 

mental traits such as:  

- Increased availability 
- Naturalness 
- Health, nutrition, and well-

being 
- Unfamiliar (weird) 
- Food neophobia 
- Sensory properties 
- Price 
- Variety seeking 
- Meat avoidance 
- Source of protein 
- Curiosity 
- Quality defects 

Novel products, 

for example: 

- Functional 
- Free from 
- Vegetarian 

and vegan 
- Organic 
- Plant-based 

meat 
replacers 

- Insect 
- Artificial 

meat 
- GMO 
- 3D-printed 
- Nutritionally 

modified 
- Ethnic 

Paper focus on the consumer 

characteristics and discussed two 

novel food trends such as meat 

alternatives and products for health 

and well-being. 

- Studies on VARSEEK-scale 
to measure tendency to 
explore food options.  

-  Scales of correlations 
between Food Neophobia 
and Food Technology 
Neophobia in Australia, 
Finland, Belgium, Hungary 
& Chile. 

- Reference to a qualitative 
study that involved more 
than 8,000 respondents 
across 14 countries. 

- Deep knowledge of human behaviour is needed to 
understand food selection processes.  

- Developers of novel food products must identify 
consumer expectations and factors leading to 
consumer rejection at an early stage of product 
development. 

 

User involvement in 
radical innovation: 

are consumers 

conservative? 

Heiskanen et al. 
(2007) 

Many of the negative evaluations of 
personalized diets, health & 

convenience-oriented innovation, 

are based on personal and societal 

implications of radical product 
innovations. 

Novel products Rogers´ 1995 Diffusion of 
Innovations  

One study on personalized diets 

with focus group discussions at 

the National Consumer Research 

Centre in Finland in 1999-2004.  

Research suggests that Rogers´ 1995, other features of 

innovation should be considered in a more multi-

dimensional way in the context of radical innovations 

that are new to the consumer. 

Motivations and 

Constraints of Meat 

Avoidance Schenk, 
Rössel & Scholz 

(2018) 

Intention to avoid meat by plant-

based and vegetarian diets 

Plant-based & 

vegetarian 

Rational choice theory Random sample of students at 

the University of Zurich, 827 

responses, data collected in 2016 

 

Suggest that a vegetarian self-identity motivates food 

choice in a holistic way. Also, convenience has a high 

impact on the intention to avoid meat. 

Customer value and 

its impact on 

consumer-product 

relationship 

 

Perrea et al. (2017) 

Functional value: consumer 

perception of overall quality. 

Social value: perceived products 

image e.g. health-oriented. 

Hedonic value: experiences for own 

pleasure of consumers. 

Altruistic value: perceived 

association of product purchase or 

use with ethical practices. 

Novel food 

products 

Papista and Krystallis´ customer 

value model from the brand context 

Questionnaire 200 responses of 

consumers 

Hedonic and functional values were the strongest 

contributors to value dimensions for novel products 

(yoghurt and milk). 
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2.4.2 Brand associations with new food products 

There is a relationship between product images and brand image, product image 

relates to the consumers´ perception of a certain product in terms of tangible 

product performance e.g appearance, functionality, and abstract imagery e.g., 

user imagery, usage situation or origin. On the other hand, brand image relates 

to the consumers´ perception of what product categories the brand is in, how the 

product images of the brand compare to competitors, or what non-product 

related, firm issues are associated with the brand e.g., social responsibility 

(Aspara, 2020). 

Perceptions of the corporate brand influence the product image, which is why 

many big companies e.g., P&G, Unilever shifted to making the corporate brand 

more visible by exposing together with different single product brands. In this 

way, a transition to a new brand portfolio emerges (Gabrielli & Baghi, 2016). 

Based on Kalra (2019), brand extensions allow companies to reduce the risk and 

costs involved with launching a new product by the consumers awareness and 

perception of the parent brand. This strategy can be associated with the 

established brand into a new related or unrelated product category which 

enhances and facilitates a brand awareness.  

Sub-branding influences how consumers process information during brand 

extension evaluations, in which new products are introduced by combining the 

main brand name with an individual brand name e.g., Quencher by Tropicana 

cola (Sood & Keller, 2012). Sinapuelas, Wang & Bohlmann (2015) found that the 

success on new innovative line extensions of consumer-packaged goods can be on 

the parent brand strength. There can be new benefits and features, however, also 

risky for the business depending on how it is communicated as it can have 

negative appeal. Similarly, specific advertising and retail promotion activities can 

take the attention of consumers. Gabrielli & Baghi (2016) emphasized a branded 

house strategy in which the company names all their products using the corporate 

brand. In this way, it facilitates the introduction of new products in the market 

and simplifies the brand communication management. 
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According to Sood & Keller (2012), consumers use available information as a 

signal to interpret product attributes such as brand names that help to position 

the product in the minds of consumers. Piqueras-Fiszman & Spence (2015) 

looked at the expectancy effects from extrinsic cues where the focus of attention 

has been on: names and sensory descriptions that modifies people´s sensory 

related judgements about a food product e.g., M&Ms tasting more chocolatey 

when labelled as “dark” rather than “milk” chocolate. Also, information about 

growing processes or novel food technologies e.g., labels such as “organic” or 

“natural” on people´s taste or flavour perception. However, this depends on the 

product being evaluated and the interest of the consumer in sustainability. Health 

or nutritional information e.g., “with olive oil” or “low in saturated fat” where the 

health-related information creates expectations and affects consumer´s sensory 

perception of liking the product which depends on consumer´s attitudes and if 

providing consumer with information about the product´s origin.  

 

Attention plays a crucial role to determine what consumers perceive in a food 

product as we are aware of small part of the information that our senses pick up 

at a given time. In this case selective attention is used for our brain to prioritize 

for processing more relevant information to less relevant (Piqueras-Fiszman & 

Spence, 2015).  For example, when marketers create advertisements of products 

in a controversial way to grab attention from the audience through controversy, 

however, sometimes controversy can lead to negative reputation of the 

organization if found offensive by the audience (Madni, Hamid & Rashid, 2016). 

 
Next, three food trends in food innovation as mentioned earlier such as 

sustainability, health and convenience are described. These food trends may help 

to better understand the brand associations that people may perceive from new 

food products. Furthermore, their attitudes regarding these food trends during 

their consumer experience. 
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Healthy food lifestyles refer to e.g., superfood, functional foods, “free from” trend, 

clean label, reduced sugar or calories, natural and less processed foods. 

Convenience food helps consumers minimize time and effort e.g., food in small 

package units, ready-to-eat and ready-to-cook food. Sustainable products are 

those in relation to economic, environmental, and social aspects in the food chain 

e.g., vegetarian, vegan, ethical, local products, or claim of special origin (Horvart, 

et al. 2019). Companies are developing more sustainable packaging where 

consumers use packaging to evaluate products and brands with more interest 

about sustainability issues (Schoormans & Magnier, 2015). Grunert et al. (2011) 

illustrates an analysis of new processed meat products in Europe that shows the 

rising number of new product launches with specific claims, especially 

concerning naturalness and ethical or environmental characteristics. Also, the 

analysis shows the rising number of products with a convenience claim of new 

processed meat products in Europe. 

 

2.5 Summary of literature review 

There is a need to understand how the consumer sensory perception in food 

innovation influence their attitudes towards new food products thus consumer 

behavior. Therefore, a conceptual model tries to explore different food trends 

from previous theory in a branding perspective. The literature review looked at 

previous research on Food Innovation, different types of innovations of 

Christensen, consumer perception and attitudes, Ajzen´s TPB framework (1991) 

and brand associations.  

 

Previous research has focused on the theory of planned behavior of Ajzen (1991) 

and other innovation theories in specific contexts. For example, food acceptance, 

green products, and other changes in behavior to find motivational factors that 

influence attitudes towards a behavior. However, it is under researched in the 

literature on how the sensory perception adds brand value. Hence, this study 

explores external variables to expand views from a branding perspective of new 

food products introduced to the market in relation to three food trends that stand 

out in food innovation. 
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3 EMPIRICAL DESIGN  
 
3.1 Research design 

An exploratory research can start with a broad focus, but this will narrow down 

as the research progresses (Saunders et al. 2015). The method selected for this 

research is qualitative to familiarize with the setting to deeply understand a 

phenomenon by the perspective of individuals (Silverman, 2011). It is an 

exploratory study on the consumer perceptions and attitudes in which the 

conceptual model is explored in more detail on how the brand associations can 

be sensory signals when evaluating new food products. The primary data was 

collected through in-depth individual interviews with semi-structured questions. 

Also, an interview guide was used for the interviewer to focus on the key concepts 

based on the aim and research questions (see appendix 4).  

 

There has been research in the literature regarding Food Innovation and 

branding. For example, the acceptance of novel food trends by Tuorila & 

Hartmann (2020), consumer evaluation of meat products by Stranieri, Ricci & 

Banterle (2017), and several studies that extended the model of Ajzen´s TPB 

(1991) as shown in table 2 regarding attitudes towards food products. It seemed 

as there was not much research on how the effect of sensory marketing has on 

building brand value for costumer (Nadanyiova et al. 2018). A qualitative method 

seemed appropriate to understand an in-depth sensory perception of consumers 

on how people sense new food products with a brand. Interviews allowed to open 

follow-up questions that might bring broader insights into their individual 

lifestyle in Finland. Patton (2015) describes the purpose of interviewing that “We 

interview to find out what is in and on someone else´s mind to gather their 

stories” (p. 426). When reviewing the literature in branding, perception, and 

attitudes of consumers on food innovation, the key variables for research were on 

any of the food trends perceived as brand associations. The assumption explored 

within the conceptual model was how the consumer perception is influenced by 

external factors such as a brand. Therefore, an attitude is formed towards new 

food products in the market on what a consumer evaluates as “new” when grocery 
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shopping E.g., no meat or healthy eating. Depending on the experience, routine, 

or habits, the consumer may intend to buy again or avoid.  

 

3.2 Sample 

Sampling helps to define the target population of interest for a study. The main 

sampling criteria used to collect the data were consumers grocery shopping in 

Finland, more specifically, Helsinki area. Two groups were considered to find 

common areas and differences between them such as consumers who are open to 

new food products or try them and those who might avoid new products. They 

are not necessarily brand oriented but might have some interest in common 

brands. Also, participants may have different diets such as flexitarian, vegans, 

vegetarians, or no specific diet. One way to start was with students from Hanken. 

Due to the COVID-19 situation, most interviews were conducted via online video 

for safety measures. This allowed to observe visual expressions during the 

interview of non-verbal body language besides actively listening. A summary of 

the participants of the interviews can be found in table 3.  

 
Table 3 Participants of the interviews 

Interviewee 
Code 

Food 
lifestyle 

Age Nationality, 
background 

Date & Time Location 

C1 No specific 
diet 

34 Finland 1.12.2020, 40 min 
 

Face-to-face 
interview 

C2 Vegetarian 27 Vietnam 4.12.2020, 1 hour 
 

Online interview 

C3 No specific 
diet 

26 China 4.12.2020, 50 min 
 

Online interview 

C4 No specific 
diet 

28 Finland 4.12.2020, 50 min 
 

Online interview 

C5 No specific 
diet 

31 Germany 18.12.2020, 30 min 
 

Online interview 

C6 Vegetarian 34 Finland 10.1.2021, 40 min 
 

Face-to-face 
interview 

C7 Vegan 
almost  
5 years  

28 Finland 12.1.2021, 30 min 
 

Online interview 

C8 Vegan for 3 

years 

30 Finland 15.1.2021, 30 min Videocall 
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An overview of the sampling strategies and unit of analysis of Patton (2015) that 

were selected based on the aim of the study are illustrated in table 4. 

Furthermore, the collected data involved four Hanken students, but also four 

non-students which are consumers open to food innovations. All participants had 

some awareness regarding sustainability topics. The study focused on individuals 

which the consumer behavior was analyzed when doing grocery shopping in 

supermarkets in Finland.  

The sampling strategies of Patton (2015) that were chosen for the study were 

criterion sampling, analytical focused sampling, snowball, and concept sampling. 

For example, a criteria of food products whether consumers have tried or not new 

products in their consideration set. Analytical focused when doing semi-

structured interviews, observations, and use of documents such as field notes, 

probes, and photos. In addition, secondary data such as images, advertisements, 

or company website material. In this way the attitude-behavior patterns of 

consumers and external brand influences were looked at. Snowball sampling was 

used before or after an interview to recommend a friend or acquaintance for next 

interview. For example, one participant recommended two friends when looking 

for consumers with a vegan lifestyle. Concept sampling was selected to focus on 

the concepts based on theoretical ideas of interest. For example, food innovation 

and sustainability were sensitizing concepts depending on the context analyzed 

during the individual interview based on the theory (Patton, 2015). In next 

subchapter, the method approach used for the qualitative research is discussed. 

Table 4 Sampling strategies and unit of analysis based on Patton (2015) 

Unit of Analysis Sample  Sampling strategy 

People based Consumers living in Helsinki, student, 
working or both.  

Criterion sampling 
 

Analysis focused -Semi-structured interview questions 
based on the food trends: 
sustainability, health, and convenience 
-Field work with observations in 
supermarkets 

Concept sampling such as 
sensitizing concept 
exemplars sampling  
 

 

Documents Photos of newly food products of 
interest based on four types of 
innovations, field notes, company 
websites, online news. 

Analytically focused 
sampling 
 
 

Place-based Supermarkets in Helsinki area  Snowball sampling 
Concept sampling 
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3.3 Methodology summary 

The following table 5 describes a summary of the methods selected for the 

exploratory study on how the data was collected for the qualitative research 

approach.  

Table 5 Methodology summary based on Saunders et al. (2015) 

Philosophy Data collection methods 

Interpretivism- 
Phenomenologists 

Semi-structured individual interviews by author 
(Interpretations of participants’ experiences) 
 

Interpretivism-  
Symbolic interactionists 

Textual documents of secondary sources such as 
companies´ websites, media sources 
 

Interpretivism- Hermeneuticists Field work observations 
(Artefacts e.g., symbols, stories, images) 
 

 

The interviews tried to capture consumer experiences of a phenomenon such as 

Food Innovation in a particular situation or event (Patton, 2015). For example, 

when trying new food products either from past or present experiences. Thus, 

food trends regarding sustainability, health and convenience were interpreted 

from the encounters with what is considered new to consumers.   

 

3.4 Data collection process 

The data used for this study was collected during December 2020 and January 

2021 with four participants being students from Hanken School of Economics 

and four non-students in Finland. The period time once the data was collected 

took place during the COVID-19 situation that may have some influence in the 

responses. The study was a qualitative research based on individual interviews. 

Semi-structured interviews as described by Saunders et al. (2015) uses a list of 

themes and some key questions to be covered, although it may vary from the 

different interviews depending on the discussion that might need to omit or add 

some questions.  

The interviewees were asked if voluntarily participates in the research and no 

contact information such as names were mentioned from interviewees. 

Interviewees were contacted if willing to participate by e-mail or phone messages 
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through acquaintances at Hanken such as classmates. Also, snowball sampling 

was used before or after an interview if they could recommend someone else. An 

informed consent form for confidentiality at Hanken was given before starting 

the interview signed by both interviewer and interviewee with a copy for each 

participant (appendix 1). The consent form allowed the interviewee to withdraw 

at any given time without any reason and to delete and exclude any information 

given. Only the information discussed during the interview was used for the thesis 

if interviewee voluntarily accepted to participate in the research. General 

instructions were given on what the study is about such as to explore their 

shopping behavior in relation to food products with the purpose of collecting 

information for a public master thesis at Hanken. 

During fieldwork, the author visited two supermarkets such as K-city market and 

S-market in Helsinki city center to guide and understand the scene during 

November 2020 before the interviews took place. For the setting, the author 

emphasized the sensitizing concepts of interest as an approach that guides the 

fieldwork with initial observations in the context studied. Table 6 illustrates some 

examples from direct observations of what was observed taking photographs 

during the supermarket visits (Patton, 2015). Some examples of the photographs 

can be seen in appendix 2. The photos involved products that convey 

sustainability, health, or convenience attributes. Anything that would appear as 

being new food products based on the theory and aim of study.  

Table 6 Sensitizing concepts in fieldwork observations based on Patton (2015) 

Sensitizing concepts  Context or theme (*written in Finnish) 

Food Innovation  
Food trends e.g., 
sustainability, health, 
and convenience  
 

- Product packaging, in-store marketing materials e.g., Easy 
Vegan 

- Labeling or claims of products e.g. VEGE, NEW 
(*Uusi!/UUTUUS!), Oat snack, Organic (*Luomu), 100% 
Finnish meat, Vegan food, healthy snacks, gluten-free, 100% 
oats, no added sugar, soya free (*soija-vapaa), lactose free, 
natural 

- Certifications, logos 
- Brands e.g. Yosa, Oddlygood, Beanit, Pirkka, Elovena 

 

Furthermore, back-up images (appendix 2) were taken as visual support during 

the interview in question 10 where they had to imagine entering the supermarket. 
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Also, for support for the interviews, some tools were used such as field notes, 

interview guide and follow-up questions to deepen the responses. Beforehand the 

interview, the interviewees were asked for three pictures of their food inside the 

fridge, a picture from grocery shopping, and a picture from a food they enjoy (see 

examples in appendix 7-11). The photographs of interviewees helped to open 

discussion for questions 16, 17 and 18 of the interview guide. In addition, 

supported observations of what people said earlier during the interviews about 

specific brands. Patton (2015) points out that there is no checklist when it comes 

to guide everything in fieldwork that is why creativity can help to experience and 

understand what is happening of what the observer focused on.  

In addition, the interviewer made use of visuals such as examples of new food 

products from secondary sources from company websites and online website of 

supermarkets in relation to the food trends (appendix 3). The food product 

examples supported the evaluation of participants from the alternatives given 

during the interviews of sensations in their first impression. This was given lastly 

as an exercise where participants were asked to select one or more products of 

interest. Thus, what got their attention and how they perceived the chosen 

products over the other ones. Observations were important in this exercise to 

observe their interaction with the food products, verbal and nonverbal 

expressions that might tell things that they didn´t say such as disgust feeling, 

among other nonverbal expressions.  

Visuals were great support for the interviews as it helped to open the discussion 

and more relaxed atmosphere. The order of questions helped to go from general 

to more detailed questions where the interviewee expressed more in-depth the 

topics of perceptions and attitudes when it comes to new food products. Some 

questions had to be asked earlier when the interviewee already pointed out the 

topic or answered in previous questions. For a better analysis and interpretation 

of the raw data collected, the interviews were recorded with the permission of the 

interviewee and deleted once the thesis finalized and submitted. Also, the 

interviewee could check what was written before submission. As well as to keep a 

relaxed environment and active listening during the interview while taking only 

notes.  
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An opening introduction for the interview is described below: 

I´m a master student at Hanken in my last year of studies working on my master thesis. 

The interview is about understanding your shopping behavior and experiences when it 

comes to food products in the market.  

The answers are anonymous, which no names or personal details are mentioned. All 

answers will be used for my thesis. Only what we discuss during the interview is included 

and you can check what has been written to approve before the thesis is submitted. Feel 

free to ask any questions or stop me at any point. Basically, just want to get your insights 

about the topic and there´s no right or wrong answers. If you allow me, I will record the 

interview and will delete once I have used the information in the thesis. 

Any questions before we start?  

 

3.4.1 Interview guide  

An interview guide seemed the most adequate approach for the exploratory study 

because requires a semi-structured interview with focus on subject areas on 

perceptions and attitudes of consumers while keeping an open environment (see 

appendix 4). The interviewer was free to explore, probe, and ask questions with 

the focus on relevant topics as a checklist for the interview (Patton,2015). The 

open questions were divided in themes to better answer to the research questions 

and supporting sub-questions. The themes were based on Patton (2015) on what 

types of questions to use for the individual interviews. Due to the topic on 

perceptions and behavior, the type of questions was based on sensory questions 

on what has been seen, tasted, more into the sensory experiences. Also, 

experience and behavior questions to find out how they described their buying 

behavior in a specific event, actions or experiences they already had. 

Furthermore, opinion and values questions to find out what the person thinks 

about these food trends when it comes to food innovation. Lastly, knowledge 

questions on their awareness and familiarity associations to products or brands 

(Patton, 2015). 
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A pre-test was conducted on week 47 for the initial interview guide in which was 

noticed that questions were generic and not in line with the aim and research 

questions. The pre-test took 15 minutes, and it was difficult for the tester to grasp 

something in mind from general questions and open conversation. However, new 

questions arose from the pre-test and gave an overview on what was missing. 

Thus, appendix 4 shows a new interview guide that was created to give a deeper 

emphasis for the aim of the research based on the conceptual model. In addition, 

some probes e.g., images supported specific questions into some examples of new 

food products. The order of questions was selected from general to specific 

context questions to try to keep it open while focused on the aim. Also, the order 

was selected to not influence the responses about certain brands, for example, the 

exercise where participants had to select from the examples given was used as the 

final question of the interview. 

Furthermore, participants had one task during the interview to buy online 

grocery shopping either in “Foodie” or “K-market” website. The task involved one 

of their pre-task picture taken by participants on a food they enjoy and in the 

interview to search for the food needed.  The emphasis was on personal 

experiences not with the website but rather visual imagery that got their 

attention. Thus, to observe how they evaluated products, what they searched, 

look at and what they thought out loud while doing it. One example of an 

interview can be found in appendix 5. Even though most participants did not shop 

online groceries, the exercise gave some signals in their behavior and their 

decision-making process. Participant observations in supermarkets were not 

used for this research for safety measures. However, the online grocery shopping 

helped to simulate the setting for what alternatives they see from the food options 

at a particular time. For example, one of the participants looked for beans and got 

attention from “GoGreen” brand as a signal even though not sure about why but 

would have considered the brand. 

3.5 Data analysis process  

The data collected was analyzed based on the stages of analysis of Spiggle (1994) 

such as categorization, abstraction, comparison, dimensionalization, integration, 
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iteration, and refutation. A storytelling and analytical approach were used to 

organize and report the qualitative data (Patton, 2015). Storytelling helped to 

look at the consumer journey when they do grocery shopping in their own time 

and in this way to find common bottlenecks and values on what the consumer is 

trying to get done. For the analytical approach, the use of sensitizing concepts 

helped to categorize and organize the data collected. The analysis process started 

once the first interviews were conducted, however, the analysis continued also 

after all the data was collected and transcribed. Continuous iterations were done 

during the process for the quality of the empirical findings. Furthermore, the 

research was validated with trustworthiness dimensions of Wallendorf and Belk 

(1989) which were based on five criteria such as credibility, transferability, 

dependability, confirmability, and integrity. Next, the analysis process of the 

research is explained in more detail. 

3.5.1 Categorization 

The themes based on Patton (2015) helped to categorize all the transcripts of 44 

pages of word document with Georgia theme font, 12 font size, 1,5 line and 

paragraph spacing. Each main theme was sorted regarding the topic of 

perceptions and behavior for further coding and categorization of the raw data. 

The categorization of the chunk of data was coded by labeling the transcriptions 

to find a general phenomenon in which can be classified in different categories of 

interest (Spiggle, 1994). The more specific sub-categories found in the 

transcriptions were labeled in an excel file and several iterations for the quality 

of the coding process.  

Once all the transcriptions were categorized in each themes in a word document, 

the data collected was coded more in detail by labels and sub-categories in an 

excel file (see appendix 6). As shown in table 7, participants showed common 

interpretations of their experiences based on the product packaging, 

communication, overall experience, location and how they perceive food 

products. The labels were coded from the chunks of data in the excel file that 

resulted from each theme that showed a pattern within all the transcriptions. The 

coding process is iterative looking at both the theory and data repeatedly (DeCuir-
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Gunby et al. 2011). Next, the main categories were named to describe these labels 

in general. Iteration was needed to go back and forth between each stage of 

analysis when needed until saturation was achieved with no further new insights 

(Silverman, 2011). For example, this involved looking at the raw data in word 

document to check specific details that might have been overlooked. 

Table 7 Data categorized and sorted in a coding process 

Labels Categories  

visual look 

transporting food/convenience 

eco-friendly, ethical & responsibility 

nutritious value/protein source 

labels of product attributes 
 

packaging 
 

 

 

word-of-mouth 

marketing efforts 
 

communication 
 

 

sales personnel  

recipes 

freshness of food 

temperature in-store 

tastiness 

time 

association of past experience 
 

experience 
 

 

product placement 

grocery store 

local brands affordability & quality 

separate sections for specific diet 

preparation at home 
 

location 
 

 

taste of meat 

product/food preference 

new products  

price range 

healthiness 

Finnish quality 

gluten-free product  

plant-based products 

vegan products 

sustainability 

variety 

naturalness 

familiar brands  
 

perception 
 

 

In next subchapter, abstraction and comparison of the data is described in more detail. 
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3.5.2 Abstraction and comparison 

Next, general conceptual constructs beyond patterns in the data were integrated 

in the abstraction stage building from the categorized data (Spiggle, 1994). Also, 

a coding process labeling concepts was used to give meaning to the chunks of data 

(DeCuir-Gunby et al. 2011). During the analysis, several product attributes were 

found such as (1) sustainability aspects, (2) the familiarity and novelty of the food 

product, (3) healthiness aspect and (4) convenience aspect, as well as (5) the 

sensory appeal of the product. The coded data was compared with the conceptual 

model in figure 3 that showed several labels were related to main conceptual 

constructs regarding product attributes that are described in more detail below. 

(1) Sustainability was one of the food trends mentioned by Horvart et al. (2019) 

that had several brand associations that were perceived, and attitudes 

participants had towards new food products. For example, brand associations 

that consumers had in mind to plant-based products were Härkkis, Oatis, 

Alpro, Oatly, Gold&Green, Beanit, Nyhtökaura, Pulled Oats, Tofuline, 

Jalotofu, Hälsans Kök, and Oumph. Also, organic brands were associated to 

Valio´s luomu milk, organic fruits, and vegetables, and Pirkka organic but not 

as many brands in mind as plant-based products. Local brands were perceived 

sustainable as ingredients are locally produced or nearby, and a way to 

support local businesses. Also, the image of Finnish quality perceived as a 

product characteristic. Even though there were several plant-based or vegan 

innovations there was some skepticism to what is communicated in the 

product packaging. Environmental aspects were more of a concern such as the 

packaging material, some examples below. 

"I think is more sustainable at home to just buy big package of oats instead of this 
separately packed oats."(c7) 

"I don’t think it’s worth paying much money to buy organic..."(c2) 

 

(2) The level of familiarity and novelty of the products were perceived from 

several influencing factors such as habits, diet, awareness, and past 

experiences related to individuals as well as the context of the external 

environment. From the findings, the product packaging gave visual signals to 
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consumers such as retailer brands perceived as affordable and fair quality e.g., 

Rainbow, Pirkka, K-Citymarket. The attitudes of participants differed on how 

familiar they are with the products evaluated, some familiar brands were e.g., 

Elovena, Gogreen, Plantis. All participants were familiar with oat products 

and associated with brands such as Pulled Oats, Paulig, Valio, Oatly. For a 

veganism or vegetarian attitude many ingredients are avoided, and nutrition 

value observed in packaging with more conscious choices. 

"I trust the Finns somehow with products from Finland."(c5)  

“I try to buy Finnish brands"(c7) 

“Yes that’s the chickpeas powder I mix with gluten with powder to make - Seitan…like 
another kind of protein substitute for vegetarian instead of just sticking to tofu or 
different kind of beans…I think I like the packaging because is quite eco-friendly…” (c2) 

 

(3) Healthiness was commonly of concern but not compromising the other 

product attributes such as tastiness. The meaning of healthy differ in their 

attitudes and how they perceive a product to be healthy and tasty.  

"...Elovena, it´s cookies…I think its healthier than other cookies because its less sugar and 
also I think it’s made of oats…the first thing that comes to my mind is nutritious value 
and is healthy…"(c2) 

"I think it’s okay for crisps to be unhealthy..."(c7) 

“..then the mysli delight when I see stuff like that I think about a lot of sugar because 
usually those are kind of sugar bombs”. (c5) 
 

(4) Convenience was less frequently mentioned by participants. However, it was 

pointed out how the more availability of protein replacements and diets in 

Finland allows consumers to be pickier among alternatives. Thus, 

convenience may be a differentiator in product packaging. For example, the 

packaging besides being recyclable, also practical to use in fridge or for use. 

“I like to plan ahead what I’m going to eat for the week so I’m trying to come up with new 
things that’s why I’m interested in the innovations as well.” (c8) 

(5) The sensory appeal of the product can be perceived from the expectations 

from the labels such as the food image, delicious feeling, or ingredients. Visual 

cues such as an organic sign, Finnish flag, or sustainable logo. Overall, the 

sensory experiences of participants when evaluating the alternatives. 
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"...Nyhtökaura not big fan of that...I rather eat some beans or something, doesn’t really 
give the meat feeling."(c6) 

"I’m pretty curious how this would taste with oats, oats in yogurt."(c3) 

 

Therefore, the product attributes in table 8 illustrates the perception and 

attitudes of participants for the aim of this research based on the conceptual 

model in figure 3 regarding Food Innovation. 

 

Table 8 Perception and attitudes of product attributes  

Product 
Attributes 

Perception Attitudes 

 
Sustainability 

 
FSC certified, biodegradable or recycled 
paper, 100% recyclable 
Plant-based ecological 
Organic/vegan products check added 
ingredients e.g., sugar, palm oil 
Produced/grown in Finland or nearby 
Food waste 
Local brands, Finnish resource 
Organic expensive more than normal 
products 
 

 
Eco-friendly, ethical & 
responsible packaging  
To support local businesses 
Good for the environment 
Interest to try new products  
Plant-based/ vegan 
product alternatives  
Skepticism 
 
 

 
Familiarity 
and novelty 

 
Habits e.g., lactose-free, coffee with milk 
New for consumer e.g., crickets with 
chocolate  
Own research 
New products on discount 
Familiar brand/product quality 
Past experience association e.g., sick 
Packaging 
Need of product e.g., functional foods 
Ingredients e.g., fruits in yogurt, oats, 
sugar 
Responsible innovations, brand image  
Awareness by word-of-mouth, 
marketing efforts e.g., magazine 
Terveys, K-market, friend, updates in 
app, TV show of new products 
 

 
Vegan diet e.g., "no eggs" 
Trust in familiar products 
Vegetarian diet e.g., "protein-
based" 
Favourite brands 
Look for local brands 
Not interesting innovations, 
similar product 
 
 

 
Healthiness 

 
Variety of food, brands 
Vegetarian, Vegan diet 
Naturalness, unprocessed food 
Unhealthy e.g., sugar, canned food, 
added conservatives 
Oats healthy, fiber 
Young, Vegan, unconcern with 
cholesterol, low cholesterol 
 
 

 
Less sugar, no added sugar 
Interest of oat-based 
products 
Protein-substitute 
products e.g., Seitan, Vöner 
Freshness of food 
Gluten-free, celiac, lactose 
intolerant 
No attention to cholesterol-
lowering products 
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Sensory 
appeal 

 
Packaging look e.g. unfamiliar, 
colours, artificial, material, flavours 
Brand association e.g. Sunnuntai with 
pancakes, Beyond Meat hype to replace 
meat product, Oatly with oats 
Product visibility, quality of new food 
product 
Appealing message e.g. “Nyhtiä 
elämään”, communication style 
Tastiness e.g. Oats, taste of meat 
Informative e.g. place produced 
Awareness of vegan products  
Experience in-store  
Now vegan selection bigger than before 
Past experience e.g. positive association 
with new product 
Certain level of quality of brand e.g. 
Finnish quality 
 

 
Local brands preference 
Look what product contains 
Try one or more free samples 
Product image 
Think more of what food to 
buy 
Check recipes  
Find specific product  
Yogurt area starts freezing if 
stay longer 
Feels like having a yogurt  
Vegan 
Spend less time in-store 
during pandemic  
Food preference 
 
 

 
Convenience 

 
Packaging e.g., more space in fridge, 
transporting food, opening product 
Usage situation 
Location e.g., specific sections in-store, 
product placement, marketing signals 
Protein replacement ready-made or 
cook yourself, vegan kebab replacement 
“Vöner" 
Easy to find vegan options in Finland 
than abroad 
 

 
Follow list of food planned 
Plan ahead for the week 
Interest in Innovations, 
try for fun 
Remember product placement 
Pickier to choose  

 

The pre-tasks of participants in appendix 7-11 showed different food lifestyle and 

observations of brands that were discussed during the interview.  For the 

interviewer it allowed to observe what was being said and to understand the food 

choices behind answers with their actual food at home. It was clear the differences 

between a vegan, vegetarian food lifestyle to one that does not have specific diet 

e.g., the use of “seitan” as ingredient. Also, different brands that were observed 

such as Valio, Pirkka, Oattis, Fazer, Gold&Green. Few examples described below. 

“…like the packaging more than older version as don’t know why there was a bear there 
before and now they have instead a food that you could do as image, also likes the 
messages they change that are catchy such as- Nyhtiä elämään. Real ruis bread of Fazer 
likes, any with oats, 100% better as has more full corn ruis or Vaasan isopahto. Healthy, 
don’t have specific brand…Valio veggie slices because tastes good and likes with 
“piirakka”.” (c4- see appendix 10) 

"...I want to stick with Aito because of the opening of the product. It´s easier for me to 
pour and use the products when I use a box from Aito than Plantis…yes that’s kind of 
smoothie I got from Fazer I didn’t buy and haven´t try it until now…I think I like the 
packaging because is quite eco-friendly.” (c2- see appendix 8) 
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Furthermore, these categories were further compared mainly in their differences 

and similarities between those participants who accept or avoid new food 

products to answer to one of the research questions. As described by Spiggle 

(1994), once exploring the data and the analysis proceeds categorizing, 

comparisons are conducted to compare data where similarities and differences 

are observed in outcomes of interest. Table 9 illustrates the main differences in 

their attitudes of those who avoid and accept new food products which differ in 

their consumer behavior. Familiarity and novelty appeared to be product 

attributes that participants look at. 

Table 9 Comparison between attitudes  

General attitude differences Behavior  

Avoidance of new food products 

Diet e.g., Vegan, Vegetarian, Celiac, Lactose 
intolerant, no soy 
Usage situation e.g., not to cook for friends 
Unknown quality 
Picky when selection bigger 
Food list, planning 
Less time for experience in-store e.g., COVID 
Product placement 
Health & taste 
Own research 
Skepticism 
Sustainable aspect 
Responsible innovations 
 

 

Automatic avoidance 
Buy same brands 
Check ingredients 
Buy vegan, vegetarian/plant-based products 
Not buy often organic products 
Avoid artificial products 
Change of diet 
Buy certified gluten-free brands e.g., some 
Oatly products 
Avoidance of functional food 
Disgust 

Acceptance of new food products 

Local brands, Finnish quality 
Packaging 
Ingredients 
Curious 
Source of inspiration 
Responsible practices 
Awareness 
Product connected to food preference, diet 
Search of alternatives e.g., oat-based, protein 
substitute 
Discount, promotions 
Expectations 
New shop or bigger store 
Can´t find usual brand 
Try new things 
Trust the brand, Brand image 
Familiarity 

 
 
Might consider buying 
Try new or substitute products e.g., Oats, non-
meat products, sausages made of tofu or 
beans, meatballs but are beanballs  
Buy a lot of vegan fake meats, tofu 
Buy products from retailer brands 
Try specific products  
End up actually buying or feel oblige to buy 
Spontaneous choose product based on feeling 
 
Brand preference e.g. for sausages, Pouttu & 
Linda McCartney´s. Finnish Porlammin, 
Valio or Oltermanni cheese, Oivariini butter,  
Oatly vegan crème fraiche, Aito coffee milk, 
Fazer chocolates 
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3.5.3 Dimensionalization and integration 

Dimensionalization was used to identify categories and constructs to explore the 

extent of dimensions and to define their relationships (Spiggle, 1994). Examples 

of the similarities and differences in perceptions are presented in figure 4. 

 

 

 

Packaging 
Sustainable…………………………………………………...Not sustainable 
Visual look…………………………………………………....Ingredients 
Convenient…………………………………………………...Not convenient 
Naturalness…………………………………………………...Artificial 
Local brands………………………………………………….Other 
Honest………………………………………………………….Dishonest 
Catchy message……………………………………………...Plain 
 
Healthiness 
Meat…………………………………………………………….Protein-Substitute 
Variety………………………………………………………….Habitual 
Dairy…………………………………………………………….Non-dairy 
Processed……………………………………………………...Freshness 
Specific ingredients……………………………………….Nutrition value 
 
Food preference 
Meat lover…………………………………………………….Vegan 
Recipes…………………………………………………………Ready-made 
 
Innovations 
Familiarity…………………………………………………….Novelty 
Positive experience…………………………………………Disappointing 
Diet……………………………………………………………….No diet 
 
Sensory appeal 
Tasty……………………………………………………………...Tasteless 
Planned………………………………………………………...Spontaneous 
In-store experience…………………………………………On-the-go 
Product availability…………………………………………Product replacement 
Source of inspiration……………………………………....Boredom 
 
Brand image 
Positive association…………………………………………Negative association 
Finnish quality……………………………………………….Expected quality 
Trust……………………………………………………………...No trust 
 
Level of awareness 
Hype………………………………………………………………Product communication 
Informed…………………………………………………………Unaware 
 
 

 
Packaging 
Sustainable…………………………………………………...Not sustainable 
Visual look…………………………………………………....Ingredients 
Convenient…………………………………………………...Not convenient 
Naturalness…………………………………………………..Artificial 
Local brands………………………………………………….Other 
Honest………………………………………………………….Dishonest 
Catchy message……………………………………………..Plain 
 
Healthiness 
Meat……………………………………………………………..Protein-Substitute 
Variety………………………………………………………….Habitual 
Dairy…………………………………………………………….Non-dairy 
Processed……………………………………………………...Freshness 

Figure 4 Dimensionalization across constructs. 
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The use of semiotics which Silverman (2011) describes as signs, were used for 

concepts such as sustainability in which visual signs can be part of what people 

may focus on their sensory experience. Thus, these signs could be similar or 

different between participants on how they interpret meaning and how they 

perceive new food products. Phrases, words, and expressions were also 

emphasized from the participants view. Furthermore, categories were integrated 

to find out the relationships across constructs of packaging, healthiness, food 

preference, innovations, brand image, level of awareness, and sensory appeal 

based on Spiggle (1994). 

 

3.5.4 Iteration and refutation 

Once the data has been integrated in previous steps, iteration and refutation have 

been applied by looking at the conceptual model in figure 3 and compared with 

the collected data and analysis methods used. This iterative process helped to 

refine the concepts and what it implies to the conceptual framework for the 

development of constructs and to have a deeper analysis. Refutation was applied 

by modifying the conceptual model with the data collected so that each story of 

participants fit with the context in a general overview (Spiggle, 1994). 

 

3.6 Ethics and quality of the research 

In this study a consent form (appendix 1) was given to participants to what they 

gave consent to protect their identity and avoid ethical pitfalls when doing 

qualitative research. The confidentiality and voluntary participation were taken 

into account by asking for their consent both in written and before starting the 

interview as well as the research being anonymous. All the consumers are 

addressed in codes such as C1, C2, etc. Furthermore, after the research was 

completed the respondent’s validation was taken into account before being 

published (Silverman, 2011). The quality of the study was based on five criteria 

such as credibility, transferability, dependability, confirmability, and integrity of 

Wallendorf and Belk (1989) as shown in table 10.  
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Following Silverman (2011), the credibility of the research was made through 

detail description of the research process and as transparent possible when 

describing the methods used in the data analysis process. 

Table 10 Trustworthiness dimensions based on Wallendorf and Belk (1989) 

Trustworthiness 
dimension 

Assessment 

Credibility looking at 

the data collected 

▪ Prolong engagement with enough time and discussion during 

interviews. 

▪ Triangulation across sources by use of detailed transcriptions, 

video-recordings, field notes, and pictures from participants. 

▪ Participant observation could have been also used if done during 

fieldwork in supermarkets. 

 

Transferability on how 

findings can apply to 

other contexts 

▪ Findings can apply on new product development from a 

consumer view in a specific topic on Food Innovation that an 

organization research further e.g., new launch, brand image, 

product packaging, plant-based products, other brands, etc. 

Dependability 

meaning if findings 

replicated would 

results be the same 

▪ The interview guide supports a guideline of themes that can be 

used in other interviews in a different situation or time change. 

▪ A pre-test interview helped to modify the interview guide for the 

reliability of the study. 

Confirmability if 

findings are unbiased 

based on the 

perspectives of 

informants 

▪ Triangulation of data collected through photographs, field notes, 

detailed transcripts and video-recordings were verbal and non-

verbal body language of researcher could be observed. 

▪ The interview questions focused on open-ended questions and the 

order was considered to not influence the findings with a neutral 

view and actively listening with follow-up questions. 

Integrity if any 

conflicts between 

researcher and 

informants 

▪ Informal discussion with relax atmosphere and showing interest 

during interviews to show trust and prolonged engagement. 

▪ The pre-test interview helped for interviewing skills before the 

actual interviews and possibility to make changes, for example, 

the use of visuals to open discussion.  

▪ Identity of participants kept anonymous, and consent agreed 

before data collected. 
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4 EMPIRICAL FINDINGS 

In this chapter, the findings are presented according to the aim and research 

questions. Firstly, the results about the concept of Food Innovation from the 

opinion of consumers are presented. This supports the idea of what is new for 

consumers as it can vary by individuals. Next, the first question related to sensory 

perception with a brand on how influences the consumer experience is 

introduced. Following the second question by the brand associations that impact 

most consumers which relates to the previous question. Lastly, consumer 

attitudes are introduced by those who avoid and accept new food products. For 

this reason, both perception and attitudes are looked at to understand better 

consumer behavior. 

4.1 Food Innovation from a consumer view 

The aim of the study was to create a conceptual model of how the perception of a 

brand experience influences consumers´ buying behavior towards new food 

products. The Food Innovation meaning to consumers seemed important to 

understand as it can vary by individuals. For the participants, it was clear the 

need for improvements regarding health and sustainability to have more 

alternatives and a keen interest in disruptive innovation. Christensen et al. (2015) 

sees disruptive innovation as something that didn´t exist before creating a new 

market. The empirical results showed a common example by the participant´s 

experience and attention to new food products were Beyond Meat brand is 

described below. 

“Well, the only one comes to mind now is the Beyond Meat was quite nice, something 
positive… yes, that was really good also considering that my expectations were pretty high 
I guess, I was imagining to be worse than meat but still matched the expectations maybe 
slightly even topped them…I’m usually a bit skeptical to this vegetarian like foods that try 
to mimic meat like sausages, like fish that they look like fish or sausages but then they 
taste fairly differently so I think this was the actual taste. It looked quite the same as meat 
but that’s a lot of products also look like meat but then they taste fairly different, here was 
the fat somehow well reproduced, no idea how that works but better than some actual 
meat burgers.” (c6) 

“And also interested I get if something is hype of course, like for example, Beyond Meat 
was hype like hell so there was huge marketing effort towards that in order to replace 
meat product, I just want to taste it and try it if it’s really similar to meat for example."(c5) 
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One novel food trend that Tuorila & Hartmann (2020) emphasized is meat 

alternatives where participants showed interest on the product with other similar 

options such as retailer brands. The emerge of local brands in consumer 

evaluation as Srivastava et al. (2020) pointed out allows them to choose between 

global or local products. 

“Well, a really good experience with aah…like a meat sort of which again is not meat but 
tastes like meat for which we made hamburgers so the taste was very close and 
consistency very very close to real meat I would say like 90%...but the only thing I didn’t 
like was the cost of it, it was as expensive or more expensive than meat.” (c1) 
 
“I can talk about a current experience when I made Bolognese pasta with my friends, so I 
stick with one brand like the vegan meat from K-citymarket and stick with that brand 
because of the product quality…I don’t remember but k-group manufactures that product 
so whenever you go to k-citymarket you will see that box of minced meat for vegan not 
vegetarian in the vegan section.” (c2) 
 

Consumer opinions about Food Innovation found the meaning of “New” in 

different ways including aspects of (1) sustainability and vegan products, (2) 

health, (3) variety, (4) main ingredients that are described below. The 

innovations were seen from incremental innovation which Trotter & Vaughan 

(2012) described that builds on existing knowledge and technologies to disruptive 

innovations as described by Christensen et al. (2015) where a new market can be 

created that didn’t exist before.  

(1) Sustainability referring to how the food is made, origin, supply chain involved 

of the business practices of the product. Vegan products were of interest to all 

even tough not following necessarily a specific diet but varied by level of 

interest, also vegan products were mainly associated to food innovations. 

Busse & Siebert (2018) emphasized the changing consumer demand and the 

increasingly conscious consumer behavior. 

“I would connect innovation to new ways of producing more sustainable food, like for 
example, eh this non-meat tasting products that actually taste like meat.” (c1) 
 
I became vegan because I wanted to do something that’s like sustainable, or try to eat 
more sustainable so I think innovations in food can be either that it’s something that’s 
more sustainable than for example meat production or mass production like really big 
quantities or then something that’s easy to grow so that in developing countries is 
something that can become widely accessible to people who maybe don’t have sources to 
get as much food so it depends I guess on the situation. For me personally, innovations 
are replacement for more sustainable ways of eating.” (c7) 
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(2) Health aspects but at the same time not compromising taste. Tastiness was 

found to be important to participants no matter what food lifestyle they 

followed. However, at the same time concern about the healthiness e.g., sugar. 

 
“Maybe something that I have never tried or seen before, something sounds new to me or 
maybe something super healthy, but it has the same taste as the unhealthy one that we 
usually like.” (c3) 
 
“It means that a brand tries to either come up with new meat kind of products, something 
that tastes like real meat that hasn’t been innovated already or then it could even be just 
like a new flavor for an old product to make it more useful” (c8). 
 

(3) Variety was needed for participants to get out of routine such as spontaneous 

decisions, try something new, more options to choose from the alternatives. 

De Bakker & Dagevos (2012) described contemporary consumers in the 

current food consumption with a need for variety. 

 
“in terms of a vegetarian for about innovation, it means I have more options to choose for 
food products, that can diverse my nutritious consumption because compared with many 
years ago when I first started a vegetarian, it was really difficult to find vegetarian 
products which are nutritious and affordable but nowadays I have more choice so I could 
consider the innovation in perspective that I have more choice and good price.”(c2) 

 
Not just a new yogurt or flavor but something completely new. There’s been innovations 
of vegan products like “Beyond meat” - which thinks they did really good. (c4)  
 
 

(4) Main ingredients were found to be of concern for most participants, especially 

those with a veganism and vegetarianism food lifestyle. In which, they need 

to follow what they eat such as avoid eggs or find protein-replacements in a 

stricter manner than others. The reason for the importance of ingredients 

relies on not only healthiness but also sustainability or ethical aspect. Tuorila 

& Hartmann (2020) points out the perceived naturalness of food based on 

type of farming, production method or ingredients. 

 
“At least now that would be some form of how the food is made, I guess the ecological and 
ethical aspect of it, and some form of sustainability thing that comes and then some form 
of replacing plant-based with meat-based food, that kind of innovation I guess mostly I 
would think, not necessarily new dishes in that sense, like recipes and stuff but more like 
main ingredients.” (c6) 
 

In addition, improvements not only on the product but the firm itself. The 

company identity is central point as an innovation strategy and to know whom 

the innovation is seen as new as can influence the balance between the company 

and products offered (Hoholm & Strønen, 2011).  
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“It means that a product is made better in a way that it is serving the needs that are 
expected on a product and that depends always on the product let’s say innovation for a 
milk or a cheese company like Valio, I expect they get more sustainable, make the product 
more healthy, that treat their animals right…so overall the product should improve and 
this can mean a lot of things, it can become more healthy, less fat, less sugar, healthier 
for the consumer…and if me as a consumer, as I know it, that they are getting better all 
the time can improve my trust to the brand, so let’s say Valio certified as the most 
sustainable cheese producer in the world or in Finland so that’s also that they have 
innovation within the company where they can improve. For example, innovation like 
meat, not meat product necessarily, basically a steak that’s not from a cow so like “Beyond 
meat”- I expect innovation that it tastes better just an overall more similar product to for 
example meat in that kind of area of product, it really depends on the product I would 
say…just trying new things out that overall not only improves the life of the costumer, the 
product, the environment so getting better on what they’re doing.” (c5) 

 
 

Furthermore, by understanding what is meant new for a consumer, different 

group segments are presented by their food preferences to understand their 

similarities and differences in their attitudes towards new food products. For 

example, different food trends such as vegetarian, vegan, flexitarian, meat lover 

or not necessarily following a specific diet. According to Horvat et al. (2019) the 

advance in technology leads to multiple innovations that changed consumers´ 

preferences. The findings showed several influencing factors related to the 

individual and those not related to the individual. The individual factors are 

described below. 

Firstly, the level of awareness and how familiar an individual is with products and 

brands that influence their behavior. For example, one participant follows a K-

market app to update of products and to check how much local products 

consumes when prefers to buy Finnish local products to support local businesses. 

Some local brands mentioned were Fazer, Valio, Vaasan, Yosa, Plantis and Pirkka 

as there are any kind of product and the quality is good. Other participants with 

vegan diet follow specific Instagram pages to find vegan products and thus one 

way to get informed of new products. Some illustrative examples below. 

“I would say the Elovena package because I know it and I know is good and I know is a 
certain quality…I don’t know because I like oats and I use it for breakfast, and I know the 
brand I guess” (c5) 

 
“I follow different pages on Instagram that are like specifically about vegan products, so 
for example vegaanituotteet- just vegan products is the name but in Finnish, and they 
post people sending tips, hey I found this new product in-store…I don’t buy it home 
because I think is more sustainable at home to just buy big package of oats instead of this 
separately packed oats…for me like vegan cheeses, a lot of them are in my opinion not so 
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nice so I try a lot of brands before I find one that I actually like and think is that good to 
eat… (c7) 
 
“I follow other brands on Instagram, for example, and then I walk around the store trying 
to look for inspiration…Jalotofu- is one, helsancheck- another one Swedish brand… 
there’s a lot of like vegan groups that posts new vegan products like mainly try to get those 
new products out…vegaanituoteet- few famous in the vegan community, some page 
sponsor and some not, for example, vegeeat- and chocochilli...I don’t use only the same 
brands I like to variate because a lot of them contains different vitamins or different levels 
of protein that’s why I like to variate.” (c8) 

 

Secondly, food preferences or specific diet that an individual may follow such as 

lactose-free, gluten-free, veganism or vegetarianism, among others. Thus, an 

individual might avoid products that contain specific ingredients. Some 

illustrative examples of these food preferences are provided below. 

“Vegan food is my preference…I try to buy Finnish brands and I used to buy a lot of Oatly 
but my boyfriend is celiac so now I try to buy more brands that are certified gluten free, 
some of Oatly products are, not all of them, but yeah I buy a lot of vegan fake meats, I also 
buy tofu but some people aren’t that into new substitute products but I really like to try 
them, some are good some are not… so like sausages made out of tofu or beans or 
something like that, or like meatballs but they are beanballs.” (c7) 
 
“Overall, I prefer healthy, quality, unprocessed food. For me is important that the meat is 
high quality, so I pay more for the meat…I look brands that I know the quality on a certain 
level like Estrella…I look more the price, perceived quality of the product, on other things 
I would say than the brand. Oh, sorry except cheese, for cheese is Valio…”(c5) 

 

Furthermore, the habits of individuals can influence their behavior. Automatic 

behaviors influenced by planning a food list, buying familiar brands, among 

others. An example describes this influencing factor of habits as follow. 

“I prefer firstly vegetarian food and also organic products if I’m able to afford that kind 
of products…For example, with tofu I always stick with one brand from Lidl…then with a 
coffee also…and granola so those 3 things I stick into one brand because I have tried quite 
many...I always have a list of products that I would like to buy from the market so 
whenever I go to the market I just go straight to the sections… during the pandemic 
nowadays when I don’t want to stay longer at the market, just try to stick with the list.” 
(c2)  

Lastly, cultural background and past experiences are individual factors that 

influenced how a new food product is perceived. The findings showed several 

examples were recipes or ingredients from a culture, or past experiences of 

individuals can influence what they shop in-store. The recall of those experiences 

either positive or negative seemed to associate with a perceived product quality. 
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“…Well, I see something then it creates a positive association in my brain because I 
already like it from before, so I know what I get.” (c1) 
 
“I remember tasting Plantis- yogurt liking so it was positive experience. It was like little 
stand where you get to try two different flavors.” (c8)  

"I have this Chinese application, so when I feel like eating something I go to check the 
recipe."(c3) 

"...for example, I found a vegan fish sauce that is a big ingredient in Asian food that I’ve 
been wanting to try that’s why I bought it, just based on the name I didn’t really check 
anything else just what the product was."(c7) 

 

In addition, other influencing factors that are not related to the individual were 

found that are described below and illustrated with some examples. 

▪ Time in which the behavior occurs. This can mean spontaneous shopping, 

occasions to whom a person is cooking, lifestyle changes (changing a diet) and 

the situation of the external environment (COVID-19, time of shopping in-

store, etc.). 

“I think I just wonder around with a list usually and then some random spontaneous.” 
(c6)  

 
“Now don’t think you can try in-store in pandemic…” (c4) "…during the pandemic 
nowadays when I don’t want to stay longer at the market, just try to stick with the list.” 
(c2) 

“I think because I’ve been vegetarian almost my whole life and vegan for 3 years and we 
vegans don’t eat red meat at all so anything that tries to resemble or remind of meat I 
usually don’t like, brings negative thoughts for me just because of my relationship with 
red meat. An eggs I don’t eat so it´s like an automatic cross on the picture not for me…” 
(c8) 

▪ Location is referred in the findings to the place where consumers go usually 

shopping but also in relation to origin of the products with some signals of 

locality e.g., products that have local ingredients, local brands, Finnish flag 

signals on product packaging, etc.  

“Ah…it´s more if I find a product that I really like. I try to go to the same store so that I 
remember where things are located…otherwise I just read the signs or walk around the 
store.” (c1)  
 
“If I have a brand that is local, for example this Finnish oat brands, - “Elo”- I can´t 
remember is this blue package, I just remember by looking at the package, so it was a 
blond woman that is on a blue package and have cookies then I prefer this because is 
local, I trust the Finns somehow with products from Finland.” (c5) 
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▪ Assortment in the findings refers to the way products are distributed in-store 

for consumers. This involves the in-store experience including product 

placement and other marketing efforts to grab the attention of people when 

doing grocery shopping. In the product evaluation stage, the findings showed 

that participants perceived sensory experiences from the visual 

communication of the product packaging. 

“Only vegan food. I tend to buy Finnish options, if no Finnish options I take whatever the 
store has but I also try new things. Some stores has vegan stuff in one shelve and another 
one try to put them with the meat, for let´s say ham, or something to put on the toast like 
cheese, some stores have cheese next to the normal cheeses and some stores have their 
own shelf for vegan options.” (c8)  

“If I would be buying eggs oh it has this luomu sign, I would pretty easy be fool 
there…there probably has a big impact the people on how they are selling it affects the 
most because someone is watching when you’re eating or drinking, depending on how 
that person is, it has pretty big impact on how you perceive it or how you say that you 
perceive it…” (c6) 

▪ Situation is an influencing factor not related to the individual referring to the 

context a particular situation an individual undergoes related to the external 

environment e.g., discounts of products. The findings showed that for some 

participants such advertisements offering new food products are perceived as 

being in discount and thus might be of interest. 

"...then I will like to try it because I know there’s a discount and I think it’s a good reason 
to try a new product..."(c2) "...UUTTA! red sign, first I will think ah its new and maybe is 
on discount…" (c3) 

Vegan products are extended to a larger group in Finland than the diets 

mentioned above that influence the attitude towards vegan products as one of the 

participants described as follow. 

“Finland is the promise land of special diets because we have a lot of like lactose intolerant, 
and celiac disease, and then because we have a lot of people who are lactose intolerant or 
like milk allergic, that I think that’s also because vegan products have become so popular 
because there are a lot of people who can’t actually eat meat, like milk, so it’s been 
something that’s a bigger group than just vegans that are interested in.” (c7) 

 

4.2 Sensory perceptions with a brand 

Previously, it was identified what is meant new for consumers and looked at the 

different segment groups of participants coded as G1 and G2. Following the first 
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research sub-question, the findings showed how several extrinsic elements 

influence the perceptions and experience with a brand. These extrinsic elements 

are presented in two main categories such as packaging and communication to 

summarize the similarities and differences between the groups in table 11.  

Table 11 Sensory perceptions between the groups 

Meat lover, flexitarian, no diet (G1) 
  

Vegetarian, vegan (G2) 

*words in bold refer to differences, while words underlined refer to similarities. 
Category: Packaging  

“…this Tervens…it’s that a snack or what is 
that?…okay iuw…I don’t know why I would 
not avoid it... "(c1) 
 
"...if their package is FSC certified...made 
from biodegradable or recycled paper so it’s 
good for the environment."(c3) 
 
Ingredients if they have palm oil or what oils 
mainly for health concerns and 
responsible practices look in a new 
product package. (c4) 
 
“Elovena package…I know is a certain quality 
and I like the colors, and it looks just 
appealing to me I don’t know because I 
like oats and I use it for breakfast, and I know 
the brand I guess.” (c5) 
 
Likes the messages they change that are 
catchy such as- “Nyhtiä elämään”-and that 
has oats (c4) 
 

"...how the picture picks the food, first of all how it 
looks when you open it and also it seems that the 
picture on top isn´t the same as what you get 
inside..."(c6) 
 
“…I think I like the packaging because is quite eco-
friendly.” (c2) 
 
“I usually check what ingredients it contains just to 
make sure is vegan."(c7) 
 
“Mainly the protein source and the amount of 
added conservatives.” (c8) 
 
"Mostly what’s actually in it, like that there aren’t 
too many preservatives or added something 
weird...and I guess sugar, palm oil and stuff like 
that."(c6) 
 
"Usually, I don’t think about the packaging so 
much more as what it contains. Also, as my 
boyfriend is celiac, that’s something that I think 
about more now..."(c7) 

Category: Communication 

"...if someone is telling me hey that taste so 
amazing you have to try it, that is very 
effective…social media and like 
recommendations from closer friends or 
family.” (c5) 
 
Magazine like Terveys or K-market 
magazines but notice updates in app not all 
the time but maybe weekly (c4) 

"...I don’t look too much for new things, usually 
comes as secondhand information from somebody I 
know...I would prefer that it doesn’t have that 
connotation that "you have to buy this 
product"...eggs oh it has this luomu sign, I would 
pretty easy be fool there."(c6) 
 
“I follow different pages on Instagram that are like 
specifically about vegan products, so for 
example “vegaanituotteet”(c7) 
 
“I follow other brands on Instagram, for 
example, and then I walk around the store trying 
to look for inspiration… “Jalotofu”- is one, 
“helsancheck”- another one Swedish brand."(c8) 
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Even though there are many similarities, both groups showed slightly some 

differences on how the perceived brand influences their experience. The 

differences between both segment groups were mainly because of their food 

preference. For example, vegans only trying vegan products as tend to follow a 

stricter criteria in the ingredients that can consume e.g., eggs. Group one showed 

some traits of food neophobia when mentioned the crickets as ingredients in 

Tervens that was an unfamiliar brand to all participants. For vegans, this is an 

automatic avoidance not as an option among products evaluated when 

considering the animal welfare and veganism itself. 

Taste perception plays an important role for consumers which the results showed 

how it varies by individuals on what is perceived as tasty. However, extrinsic cues 

also found such as the perception of healthiness and tastiness when evaluating 

new food products. For example, how the visual appearance and claims on 

packaging such as perceived naturalness, delicious feeling, images expectations 

and ingredients are evaluated. The perceived naturalness of food based on 

Tuorila & Hartmann (2020) refers to the type of farming, production method or 

ingredients. Other more abstract imagery elements were the appealing message, 

and sustainability attributes perceived. Also, other influencing external factors 

communicated such as word-of-mouth and the consumer´s view of marketing 

efforts on how they perceive the product or brand. 

 

4.3 Sensory experience 

Following the seven stages by Ampuero & Vila (2006), the results showed how 

the positioning of a product is in the consumer minds with a brand described 

below. In addition, the results showed more in detail the in-store experience 

when evaluating the options once entering a supermarket in Finland. Also, the 

pre-evaluation stage added as an important influencing stage in the consumer 

experience that also showed level of awareness. 

 

1. Pre-evaluation stage 

TV show of innovative products bought “karjalapiirakka” and try it out which 
expectations were as good as they said in the show. (c4) 
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"...for example, I found a vegan fish sauce that is a big ingredient in Asian food that I’ve 
been wanting to try that’s why I bought it, just based on the name I didn’t really check 
anything else just what the product was…now the selection is so big so now you can be 
more picky and be like oh no I don’t like, this is made from “seitan” for example, like I 
can’t bring it home because my boyfriend can’t eat it or stuff like that. I guess now I think 
more than I did before...” (c7) 
 
I like to plan ahead what I’m going to eat for the week so I’m trying to come up with 
new things that’s why I’m interested in the innovations as well…"(c8) 
 
"...sometimes if something new comes out then I try it but usually I just stick to what 
I’ve done research on…"(c7) 
 

2. point of sale/ product evaluation 

"People are quite nice, they are in a good mood and they tell you about the product and 
then you try and then you almost feel oblige to buy…I usually try one or...more of them 
then I probably end up actually buying…probably it needs to be connected with 
something that I would like to cook or taste that I really like or then it could be that if 
there’s, for example, free promotions…"(c1) 
 
“...depending on how that person is, it has pretty big impact on how you perceive it or 
how you say that you perceive it...” (c6) 
 
“...then I will like to try it because I know there’s a discount and I think it’s a good 
reason to try a new product... I would rather buy fresh fruits instead of seeking from a 
yogurt…"(c2) 

 
"...Yosa I would choose because I would like a yogurt at the moment…” (c8) 
 
“I haven’t tried free samples in-store during COVID…I have this Chinese application, so 
when I feel like eating something I go to check the recipe...I love walking around the 
shop…I love oats and it tastes good…we buy our ingredients according to the food 
plan...UUTTA! red sign, first I will think ah its new and maybe is on discount…I’m 
pretty curious how this would taste with oats, oats in yogurt." (c3) 

 
"...so, if for example a new cheese on the market then I get interested...if I buy bread I 
would probably buy fresh from the supermarket...hey what about trying this new 
product because I had good experiences already."(c5) 
 
"...I would probably buy them more often, but I just always pass the yogurt quite fast 
when we are at the store because I start freezing there so I have to go fast…well, I see 
something then it creates a positive association in my brain because I already like it 
from before, so I know what I get...” (c1) 
 
“I would buy the “Beanit Härkis härkäpapusuikale” - coz I know it’s really good...usually 
also I buy more new products when I go to a new shop or like a bigger store like Prisma 
or City market where you have lots of weird products that I have heard of before 
then I’ll try for fun but if I go to the shop next door I´ll usually get just...like basics.” 
(c7) 
 
“When you go to the shop there’s so many things that aren’t vegan, so you just don’t walk 
down that aisle because you don’t need to see that, basically it gives you a narrow 
opportunity, the options are fewer.” (c8) 

 
3. transporting the product home/availability  

“… there was a time I couldn’t find Plantis at smaller markets, for example, S-market so 
I switch to Aito and stick with that brand until nowadays…"(c2) 
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4. home storage and opening  

"...I want to stick with Aito because of the opening of the product…the opening from 
Plantis can be open easily like if you didn’t close it firmly it will come out.” (c2) 
 

5. serving the product for consumption 

“For example, beginning of this week I cooked vegetarian Pad Thai, so I have the protein 
source from gluten with powder like “seitan” and then I use cabbage and carrot as 
vegetable to add on it with rice noodles… if...I need to cook for my friends then I better 
not use the new products because I don´t know about its quality...” (c2) 
 
“Yes, Seitan is gluten-protein. It´s quite commonly used in vegan food like for example 
the vegan kebab replacement “Vöner”...It’s like protein replacement that you can also 
make yourself it’s like gluten flour you buy but a lot of people just buy it ready.”(c7) 
 
“I bought jalotofu, like pulled tofu, and... I was a bit disappointed...the consistence was 
like regular tofu for me, just they reinvented their own product, and I didn’t find it 
interesting at all.  I’ve seen a lot of advertisement they tried to sell it as a huge 
innovation but for me it was really boring…” (c8) 
 

6. putting away and disposal 

"...I think is more sustainable at home to just buy big package of oats instead of this 
separately packed oats."(c7) 
 
"...I would still go to cheaper supermarket brands or just other brands not organic ones 
but more sustainable packaging. Usually in the bottom would say 100% recyclable or 
FSC certified, it would show on the packaging.” (c3) 

 

4.4 Perceptions and attitudes 

In table 12 the findings illustrate on how the perceptions and attitudes influences 

the consumer experience when grocery shopping in Finland. Also, their 

similarities and differences between groups. The perceived health and taste can 

be seen both ways as healthy or unhealthy from the product type, ingredients, 

level of processing, and marketing cues (Luomala et al. 2015). The results 

indicated specially how the ingredients influences the consumer perception and 

thus their attitude towards a product or brand. 

The consumer attitude had a strong association with intention to buy (Nystrand 

& Olsen, 2020) e.g., to buy sustainable foods for sustainable way of eating attitude 

and even more for vegans. Healthy eating attitude showed main concern for most, 

however, perception of healthiness varies among groups such as variety, nutrition 

value, naturalness, protein-substitute, Finnish quality. The product evaluation 

for group two had more selective criteria based on vegetarianism or veganism.  
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For example, protein source, nutrition and checking vegan products of interest as 

selection is bigger than it was before with new innovations and food trends. The 

results showed a need for balance between healthiness, taste, and sustainability 

as not all vegan products appeared to be healthy and tasty. The attitude to try new 

things depends on the context such as food preferences and how the product 

evaluated is perceived with alternatives. Openness towards new food products 

was clearly visible and a larger group other than vegans interested in food trends. 

Table 12 Perceptions and attitudes in the consumer experience between groups 

Attitude from perceived healthiness & taste 
*words in bold refer to differences, while words underlined refer to similarities. 
 
Group 1 
"…because typically the ones with meat are 
the ones that taste the best.” (c1) 
 
"I think burgers are supposed to taste 
like meat…I would usually see that if its 
lactose free and this is the habit I form when 
I’m living in Finland…This tofu, umh I think 
it’s quite good for health, its tasteless but it 
goes well with everything…"(c3)  
 
"...it looks very natural to me and looks like 
healthy chips…usually this canned food is 
very unhealthy...those are kind of sugar 
bombs this kind of muesli on top like sweet 
crackers..."(c5) 
 
Likes oats how it tastes, for health, fiber (c4) 
 
“I have this habit of keeping buying the 
same thing or similar thing with different 
taste, maybe I would get tired or fed up so I 
can just try new things." (c3) 
 
Perception of cholesterol-lowering products 
"…well, I don’t know if I have high cholesterol 
levels, not thought about it, it’s not 
something I really think about maybe I 
should, but I don’t."(c1) 
“I´m young don’t have high cholesterol.” (c4) 

 

 
Group 2 
“The Elovena gotten somehow tired…” (c6) 
 
"...I think it’s okay for crisps to be 
unhealthy..."(c7) 
 
"...this one from Elovena, it´s cookies…I 
think its healthier than other cookies because 
it´s less sugar and also I think it’s made of 
oats…the first thing that comes to my mind is 
nutritious value and is healthy… " (c2) 
 
“I don’t use only the same brands I like 
to variate because a lot of them contains 
different vitamins or different levels of 
protein that’s why I like to variate. I get easily 
bored."(c8) 
 
“I tried crickets with only one product 
with chocolate…. it’s kind of a new thing 
for me...is just a snack, I don’t think about 
more nutritious value, I would rather cook a 
complete meal for myself."(c2) 
 
Perception of cholesterol-lowering products 
"...I don’t have any problem with cholesterol, 
or I don’t pay much attention on that…"(c2)  
“...I don’t pay attention if a product is 
cholesterol-lowering or not because I have 
low cholesterol so is not something I need to 
think about.” (c7)  
"shouldn’t be a problem if its vegan, 
cholesterol come from animal products, so it 
has never been a concern.” (c8) 
 

Attitude from perceived sustainability 
Group 1 
"...I can see also the Finnish flag so I would 
seriously consider buying that…"(c5) 
…next page continues… 

Group 2 
"...we vegans don’t eat red meat at all so 
anything that tries to resemble or remind of 
meat I usually don’t like, brings negative 
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"...because in Finland people really care 
about sustainability and specially some 
brands they are pretty big brands, they 
should have awareness of sustainability…it’s 
not like in China, we don’t care as 
much...maybe 80% time I can’t find 
sustainable or recyclable logo on it "(c3) 
 
The “karjalanpiirakka” experience with 
oats tasted good…Vegan products but not 
necessarily needs to be vegan as some 
products might contain something else (c4) 
 
Perception of oats 
"...I’m actually lactose intolerant...we didn’t 
have that much choice back in China but here 
if I can choose, of course I would go either 
lactose free milk product or just oat milk and 
I really like the taste of oat, it smells so 
good, and it’s not heavy, it makes the taste 
less heavy, it goes well with everything 
especially coffee and chocolate I would 
say..."(c3) 
 
Perception of organic 
"...organic product I don’t buy that 
much…usually is more expensive than the 
normal products."(c3) 
 
"Well then I think of vegetables, salad, nuts, 
banana, that’s what I’m thinking about.” (c5) 
 
Perception of plant-based 
“I just thought of the new chocolate Fazer 
made with oats, I tried it, I really liked it 
the oat chocolate it doesn’t have any milk 
product inside. And I also like oat drink, I 
think it has a very special taste, it goes super 
well with coffee.” (c3) 
 
 
 

thoughts for me just because of my 
relationship with red meat."(c8) 
"...luomu products I still check them because 
from experience could be some huge amount 
of sugars thus looks really healthy but 
then...I’ve been like how this can be so 
good...and then, Jesus Christ there´s a lot of 
sugar.” (c6) 
 
"I really like to eat sausages and some of 
them have been really disgusting and some of 
them really nice so now just buy the same 
brands, for example, because I´ve been 
vegan for like 4 almost 5 years so now I 
know which brands I like."(c7) 
 
"...eggs I don’t eat so it´s like an automatic 
cross on the picture not for me”. (c8) 
 
"I personally enjoy oats...I also think 
it’s good because they can be grown in 
Finland and Sweden and in the area we live 
in, so they don’t need to be transported such 
far away so it’s quite sustainable to 
produce them here."(c7) 
 
“Yeah I do consume them not that much, but 
I think it’s great to use a Finnish 
resource."(c8) 
 
"...I don’t really like vegan yogurts…"(c7) 
 
Perception of organic 
“Organic means to me that they use less or 
nearly no chemical involvement into the 
manufacturing process, everything is 
controlled…"(c2) 
 
"...some vegetables I don’t think it’s worth 
paying much money to buy organic I can just 
go with normal option..."(c2) 
 
Perception of plant-based 
"That they don’t use any more products in it, 
mostly they use 100% like vegetables and 
additional ingredients that makes the 
product not only tasty but also nutritious.” 
(c2) 
 
"There also the Benecol or whatever has 
actually...back in the days, that somehow you 
got it imprinted in your head that it’s really 
bad to eat normal butter, that it should be 
more like plant-based and not actual butter. 
Sometimes I use Keiju because of that, that it 
was plant-based and also would be 
healthier and more ecologically but I do 
use also Oivariini so I would say its fifty-
fifty.” (c6) 
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For example, group one even though they did not consider themselves as vegan 

they were still interested to consume non-meat products, less meat, vegetarian 

diets or open to try something new depending on the food product and in 

different occasions. It is clearly that external factors influence their buying 

behavior such as advertising, friend recommendations, TV shows, recipes, store 

magazines, mobile apps from food stores among other experiences. When 

participants were asked to choose one or more products from the alternatives 

given, they all selected very different food products. One common food trend that 

all pointed out was about health more than sustainability and convenience. Even 

though important to them, health was a main concern. Also, some changing 

patterns were seen on their buying behavior with the current COVID-19 situation. 

For example, avoiding spending long time in the supermarket due to social 

distance which this could limit the amount of time they have for their consumer 

experience in-store with a brand environment. Thus, clear signals, organized and 

sections such as vegan or vegetarian seemed to be shortcuts in their shopping 

habits. For others, planning something in advance and a food plan. However, 

indirect environmental factors can influence in their grocery shopping 

experience. 

Brand associations refers to how the consumers perceive connection with a brand 

by experiences with all their senses (Ampuero & Vila, 2006). The empirical 

results showed several associations of brands especially local brands preference 

expressed by the participants which can be seen in table 13. Furthermore, the 

recall of familiar brands was noticed during the consumer evaluation of selected 

product alternatives related to food trends. It is important to note that the 

selection could be affected by the alternatives given to participants. However, the 

findings showed that people associate different things from the visual 

communication of products and recall of brands. The buying decision of 

consumers get the attention by the visual communication in the product 

packaging (Shirai, 2020). 
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Table 13 Brand associations based on participants. 

Brand association Citations of participants 

Local brands  

 

"When it comes to Rainbow brand, it associates me with ah the 
products of S-group with low price range but food quality still good. 
When it comes to fresh vegetables I would say yes mostly buy from 
Rainbow because is affordable for me..."(c2) 
 
"...Pirkka has its own product which is similar to some other brand 
products then it’s cheaper." (c3) 
 
"...I stick with one brand like the vegan meat from K-citymarket 
and stick with that brand because of the product quality…k-group 
manufactures that product "(c2) 

Products evaluated in 

food trends 

(selected products 

shown to participants) 

 

 

“Well, there’s only one thing but that’s the Benecol, and those I have 
tried, and I really liked them…I think I was having them when I was 
a bit sick, I couldn’t eat food so it kind of save me...” (c1)  
 
"The Benecol...so everything that is wrapped up like this in small 
packages I connect to Actimel and I don’t think I need that…"(c5)  
 
“I’m familiar with the Elovena, I like them..."(c8) 
 
“Maybe the Oatly and Benecol maybe because of the branding 
and maybe also the only drinkable products.” (c6) 
 
"If I want to pick, I would like to pick Tervens, the black box, 
because in there it mentions the nutritious value 24% protein 
source and is from Finland so I can give believe in its quality…but 
one thing I associate with, the price range for this product might be 
more expensive because is gluten-free product so it’s expensive 
but it´s something new to me and I might cook something new with 
this ingredient...Yosa tried it once but I don’t like the taste, same 
with Oatly as well…" (c2) 
 
“I like the Muesli delight…I eat every day for my breakfast, and 
this looks pretty delicious and also I like Oatly but I tried this 
chocolate. I think I prefer the original one.” (c3) 
 
First Valio veggie slices because tastes good and likes with 
piirakka…then Yosa but different flavour that likes, at first might 
take time to get use to taste but just buys sometimes not every month, 
then Oatly because has oats and good taste, buy even bigger 
package (c4)  
 
“Yes, I would say the Oatly chocolate drink and then the other ones 
aren’t products that I have tried…I’m not a big fan of Valio 
Oddlygood cheese…the only one I would try from this otherwise 
would be the bread mix to make bread but the only one I would buy 
spontaneously myself would be the Oatly chocolate milk because 
I know I like that a lot…I’m not super big on this healthy pastas 
that is made of chickpeas or bean or something like that.”(c7) 
 
"I would choose the Elovena because the oats look delicious, so I 
use it for breakfast ...and the second product would be the 
Oddlygood veggie slices probably…because I like cheese and it 
looks interesting to me…it even says veggie slices but  it looks like 
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cheese, did they nail the cheese taste that I would be curious 
about to find that out, the Oddlygood would be more like trying out 
in a way and the Elovena I have used it a lot of times and I’m sure 
that I like it so I would choose that product because I know." (c5) 
 
" I would take the Yosa and then the apple porridge…coz I eat 
quite a lot of porridge, but I haven’t actually try that one so it will be 
a new product for me and don’t like the Oddly-vegan cheese, 
taste of it...it didn’t taste like cheese, because of the flavor it was bit 
like plastic."(c8) 
 
"Well, I was considering Elovena as well because I like how the 
product packaging actually looks like, but I don’t eat porridge..."(c1) 
 
 "...Oatly, they have funny packages, but they have so many 
packages…so I cannot recognize the product that I once bought 
because all of the packages look similar...plus Lidl has also a brand 
that is similar to Oatly, I think is Oatis "(c5) 

Sustainability "Here with the beans I would go immediately to this GoGreen- I 
don’t know why..."(c6) 
 
"I’ll probably notice the section with the green packages that’s 
fake meat just because it’s the same brand that produce my 
favorite sausages."(c7)  
 
“I remember tasting Planti´s yogurt liking so it was positive 
experience...I liked the fact that yogurt had small pieces in it.…” (c8) 
 
"Yes, for sausages I really like “Pouttu” is a Finnish brand, and 
then I like “Linda McCartney´s” it’s in the frozen aisle if you make 
this like rosemary sausages which are really good. And then for 
cheese I like the Finnish Porlammin, they make really nice cubes 
that tastes like good cheese that put-on bread and also melt quite 
nicely. Basically, those are my favorite brands."(c7) 
 
Pulled Oats, thinks maybe is Paulig product not sure. Something 
that is not Nestle as have heard about it, well they have a lot of 
products, do not have anything against the brand but likes more 
innovations that are more responsible. (c4) 
 
Association to plant-based products 
"…Härkkis and this kind of things that they nowadays make 
marketing instead of meat…"(c1) 
"milk alternatives like almond milk, Oatis for example, 
Alpro."(c5) 
“Oatly at least...I guess all other brands they have both plant-based 
and maybe traditionally they haven’t been plant-based."(c6) 
“...first probably like this Gold&Green and Beanit and this that 
have made this Nyhtökaura, pulled oats and this kind of oat 
products coz they were super innovative when they came out, they 
were a big deal, and everyone talk about it so that’s maybe the one I 
think first. And then probably Oatly coz it’s one of the biggest, also 
for the oat products were also big kind of revolution for people who 
couldn’t eat soy…"(c7) 
“Tofuline, Jalotofu, Hälsans Kök, Oumph" (c8) 
 
Association to organic products 
"…doesn´t every brand has their organic options.. well maybe 
Valio´s luomu milk is what I might think about."(c1)  
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"well then I think of vegetables, salad, nuts, banana, that’s what I’m 
thinking about.” (c5) 
"...I don’t really think about any specific brand that would be organic 
in Finland. So, I think it’s mostly just like the vegetable section has 
the organic section.” (c7)  
"I usually buy just the main brands like Pirkka organic then fruits 
and vegetables organic, but they usually don’t have a brand.”(c8) 
 

Product brand 

preference 

"…that’s the milk I always buy, Oltermanni my favourtie cheese 
and Oivariini my favourite butter…"(c1) 
 
"From Oatly, I really like the crème fraiche but the vegan version 
and their Turkish yogurt but the oat yogurt…coz I don’t really like 
oat yogurt if it’s supposed to be very slimy, then I prefer soy yogurt 
because it´s more creamy."(c7) 
 
"…I don’t like the Oatly oat milk…yeah I prefer to put milk into my 
coffee...but maybe is because sometimes I had it in my coffee and it 
ruined my coffee…"(c1)  
 
"...the coffee milk I nowadays stick with Aito from Fazer because I 
have tried quite many, I think I nearly tried all but I stick with Aito 
because of quality and the price range as well, previously when I 
didn’t try Aito I stick to Planti..."(c2) 
 
"...maybe I’m not a big fan of like oat meat necessarily, the 
Nyhtökaura not big fan of that, it’s okay but that kind of fall into 
the products that I rather eat some beans or something, doesn’t 
really give the meat feeling."(c6) 
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5 DISCUSSION 

In this chapter, the main findings are discussed in connection to previous 

research. This study was motivated by the research questions that structure this 

discussion. The following subsections answers this by firstly looking at what Food 

Innovation means to consumers which is illustrated with a new modified model. 

Furthermore, subsections 5.2 and 5.3 answers to how the sensory perception of 

consumers with a brand influence their attitudes towards new food products. 

Thereafter, subsections 5.4 and 5.5 discuss the implications and limitations for 

future research directions. The last subsection 5.6 concludes the research of this 

study from the findings and contribution to past research. 

5.1 Food Innovation from a consumer view 

The aim of the study was to create a conceptual model of how the perception of a 

brand experience influences the buying behavior of consumers towards new food 

products. The modified conceptual model illustrated in figure 5 was revisited 

from previous one in figure 3 and thus modified with the main findings that apply 

to a general context of individuals who participated in this research.  

  

Influencing factors related to 
individual 
-Food preference/diet 
-Level of awareness 
-Past experience 
-Habits 
-Cultural background 
Not related to individual 
Location, assortment, time,  
situation e.g., discounts 
 

 
Brand association 
 
 
 
 
 
 
 
 
 
 
 
 

Positive/negative attitude towards 
new food products 
“Sustainable way of eating” 
“Protein-replacement” 
 

Perceived 
Sustainability 
 

Perceived 
healthiness & taste 
 

Straight to sections in-
store 
 

Evaluate product 
alternatives 
 

Consumer experience 
 

Avoid/accept new food 
product 
 

Product Package 
Local & familiar brands 
Product ingredients 
Communication 
 

Figure 5 Modified conceptual model based on findings. 
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The main research question was how does the sensory perception of a brand 

influence the consumer attitudes towards new food products that is answered in 

detail in following subsections. However, firstly it is important to point out the 

view of consumers as Luomala et al. (2015) and Hoholm & Strønen (2011) points 

out that it depends on what is on consumer´s mind and in this study on what – 

New - meant for food products in supermarkets in Finland. The two novel food 

trends emphasized by Tuorila & Hartmann (2020) which are meat alternatives 

and products for health and well-being were clearly expressed in the research 

findings. In addition, there were other common areas such as sustainability and 

ethical concerns when it comes to the identity of a company and their offered new 

products (Hoholm & Strønen, 2011; Horvart et al., 2019; Tuorila & Hartmann, 

2020). The vast range of food choices seemed to influence the acceptance or 

avoidance of new food products in where consumers can choose what fits their 

food lifestyle and preferences. The novel food trends go beyond the product itself 

and a brand but also trust in the firm practices.  

The search for variety and familiarity were hand in hand depending on situation 

where consumers had the curiosity to try something new (De Bakker & Dagevos, 

2012). On one hand, to get out of routine and try to variate or spontaneous 

feelings to replace food products. For example, a vegetarian lifestyle when 

balancing health and sustainability trying to find protein replacement. On the 

other hand, consumers seemed to look signals of familiarity to what they have 

experienced such as familiar brands that might create trust towards a new food 

product than an unknown brand. For example, perception of not all vegan food 

being tasty and healthy in which familiarity to what a consumer had done 

research or heard from may give signals in their evaluation of food choices. 

Therefore, a brand also seemed to be signals for consumers when it comes to Food 

Innovation. For example, the brand association to –Beyond Meat and meat 

alternatives by most participants as being innovative food products. 
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5.2 Consumer perception in their sensory experience with a brand 

The conceptual model in figure 3 which was based from the theory of planned 

behaviour by Ajzen (1991) was modified according to the findings and now 

illustrated in figure 5. The results showed that consumers use information 

available as a signal to interpret product attributes such as a brand name (Sood 

& Keller, 2012). For example, Elovena brand was associated with healthiness 

compared to other options and marketing efforts that recall the brand thus the 

possible selection of a local brand. The consumer experience differs on the food 

lifestyle of people e.g., vegan, vegetarian, or no specific diet. For example, for 

vegans and vegetarians’ where specific sections in supermarkets are shortcuts to 

the food choices that they look for. A change in behaviour was noticed in 

participants from the environmental stimuli such as the COVID-19 situation that 

influence the time spent in supermarkets thus brand signals seemed of shortcuts 

in their evaluation process. 

The first sub-question was to explore how consumer sensory perceptions with a 

brand influences their experience when evaluating new food products. The 

results showed that the main brand associations were based on the product 

packaging, product ingredients, communication and whether familiar or local 

brands. Some visual sensory properties that Imram (1999) described were 

noticed when participants had to evaluate the alternatives given in this research 

such as colour, perceived flavour that influenced the consumer perception. Many 

individual factors affected how a brand is perceived and thus if choosing a new 

food product. For example, a food image on a product package can influence the 

perceived taste that fits expectations and thus their experience. According to Sood 

& Keller (2012), brand names help to position the product in consumers´ mind 

to find meaning on the product attributes. Nyhtiä elämään- was one example of 

taglines that also create a connection to consumers and thus might recall - 

Gold&Green brand but more commonly known by “Pulled Oats”. Oats seemed a 

popular ingredient that most consumer groups seek either for health, 

sustainability, or taste. The word “oats” communicated in a product package 

seemed like a signal to consumers. The main brand association to oats was 

associated to the popular brand – Oatly. The brand itself was associated to plant-
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based products. Those who had positive experience with Oatly chose one of their 

familiar flavour and those that had negative experience with oats in general would 

not consider it. Especially, vegan consumers tend to know their preferred brands 

when they have already tried different options. Local brands were commonly 

preferred for different purposes such as sustainably, support economy and the 

perception of Finnish quality being good and responsible. Pirkka- brand was 

commonly mentioned and seen as a signal to consumers when looking for 

affordable and fair quality. In this way, a shortcut on time spent doing groceries 

when choosing among the options. Piqueras-Fiszman & Spence (2015) focus 

attention on these extrinsic cues such as sensory descriptions about a food 

product. Food products labelled  “natural” or green color to describe a product 

being ecological, organic, or other sensory judgments. For those seeking protein-

replacement, the percentage of protein in product package seemed of interest.  

 

There were several influencing factors found such as food preference, diet 

lifestyle, time, level of awareness, past experience, location, habits, assortment, 

cultural background and situation e.g., discounts. Vegetarian and vegan 

consumers seemed to have higher level of awareness on the ingredients and 

specific products they look for in specific sections in-store. For example, “seitan” 

as an ingredient they might look for protein replacement. However, a celiac diet 

or no soy diet can affect if a new food product is avoided. Brands that are 

recognized strongly for their ingredients showed an influence on consumer 

choice. Elovena- brand is one example recognized for their Finnish oats and as a 

healthy option. Some participants could recall the colors of the package and 

visuals. Marketing efforts could have an influence on this as recently Elovena- has 

rebranded their product packaging. For some, a way to try new food products was 

perceived as in discount if trying something new where the word “New” associates 

to discount. Time was an important influencing factor in the consumer 

experience as changes in consumer behavior such as avoiding long time in 

supermarkets due to COVID-19 gives less time to experience in-store e.g., to try 

free samples. It could be argued if consumers might tend to form a habit to buy 

familiar brands or products as a shortcut to spend less time in-store. 
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The second sub-question was what brand associations impact what a consumer 

perceives in their experiences with a new food product. This can be answered by 

the perceived sustainability, healthiness, and taste in relation to new food 

products in the subsections below. 

 

Perceived sustainability 

The brand associations to the food trends such as plant-based and organic 

products showed how strong brands are perceived in consumer´s minds. 

However, plant-based products seemed relatable to specific brands. On the other 

hand, for organic products, most participants couldn´t recall a brand. This was 

mainly associated with a local brand like -Pirkka or vegetables in general. It can 

be argued whether awareness of the meaning of organic is needed in marketing 

efforts towards new food products. Thus, whether a consumer view a product 

labeled organic with more value than the original version. Some participants 

would associate organic products with an expensive price that influenced their 

buying decision.  

 

Plant-based products were more associated to non-meat alternatives for every 

type of segment groups, not necessarily only vegans. Opennes towards this kind 

of disruptive innovations seemed of interest mainly on the perceived taste 

whether similar or alike taste to meat options. The perceived sustainability was 

not only associated to the new food product but also the image of the firm. Aspara 

(2020) pointed out how non-product related, firm issues are associated with the 

brand e.g., social responsibility. The perceptions of the corporate brand influence 

the product image more visible with different single product brands (Gabrielli & 

Baghi, 2016). For example, Gold&Green seen as innovative with their Pulled Oats 

brand. In addition, the ingredient of oats seemed widely accepted. On one hand, 

perceived as healthy and as alternative to soy or milk. On the other hand, 

sustainably when locally or nearby produced. Besides the association to the firm, 

the product attributes of a brand gave signals of the perceived sustainability when 

evaluting the product package. For example, green color as natural feeling, 

locality or an image of a tasty recipe that match expectations of the product 

package. This was addressed how the visual sensory perceptions can impact the 
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behavior towards a new food product. Thus, marketing efforts of the brand 

aligned with consumer processes on what they try to get done seemed a key aspect 

in the consumer experience. For example, convenient ways to have a sustainable 

lifestyle such as a bigger package perceived sustainable. 

Perceived healthiness and taste 

Horvart et al. (2019) referred to healthy food lifestyles as a trend of “free from”, 

reduced sugar, natural and less processed foods which was pointed out in the 

findings of this research. There seemed to be that people looked for a balance 

between healthy and tasty in food products. For example, a product package 

looking tasty perceived with high amounts of sugar. Luomala et al. (2015) 

describes how consumers perceived health and taste going hand in hand while to 

others it does not relate to each other. For vegans, the perception is that not every 

vegan food is tasty or healthy, however, seek healthiness and tastiness in the food 

alternatives. Trial and error by trying out new food products of interest seemed 

for vegans a way to find the right choice at first. However, once found a specific 

brand of interest would tend to buy the same brands thus be open to new food 

products from that specific brand as can recall the experienced quality. The 

perceived taste was the main differentiator among trying new food products, 

especially from the brand signals that a product package conveys and food 

experiences from others. For non-meat alternatives, familiarity with the taste of 

meat was seen positively. On the other hand, for vegans the resemble of meat can 

give negative association to meat feeling with disgust. 

The perceived healthiness in functional food e.g Benecol- seemed associated with 

the perception of being young and not the main concern especially if consumers 

follow a veganism diet where cholesterol is viewed to come from animal products. 

Also, other beliefs whether functional foods are considered part of a healthy 

lifestyle and associations to other brands e.g., Actimel. The findings showed an 

automatic avoidance in this example, however, those who did consider in the 

product evaluation had already experiences with the food product e.g., as a life-

saver when feeling sick that may have influenced to consider what is familiar from 

the alternatives chosen. 
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5.3 Consumer attitudes towards new food products 

The third sub-question of the research was how the consumer attitudes differ in 

their purchase intent from those who accept or avoid new food products.  For 

vegetarianism and veganism, two main attitudes influence their purchase intent 

to new food products. One of them is following a sustainable lifestyle and on the 

other hand looking for protein replacement in a healthy lifestyle. The way their 

attitudes differ from other groups is the degree to which follow a specific diet. For 

example, animal-produced products are an automatic avoidance for a vegan diet. 

Also, for a vegetarian diet the need for protein replacement looking for more 

variety and nutrition. However, other groups were also interested in plant-based 

products but with a more flexible attitude to accept or avoid new food products 

but not compromising meat taste. Familiarity to the original taste brings a 

positive association. Kalra (2019) points out how the higher the perceived fit, the 

higher the impact of parent brand equity to attitude towards brand extension. 

Also, the concept called “perceptual fit” in which how similar is branded to the 

original brand. For example, Oatly to oats. On the other hand, the findings 

showed how strong brands e.g., Valio had a positive association in their plant-

based products even tough recognized as a well-known locally milk producer. 

Innovations of local plant-based alternatives of the firm and trust to the core 

brand seemed to give acceptance to try their new product brands. However, the 

product itself, for example, Oddlygood veggie slices differ in their purchase intent 

whether tasty or not for consumers. In which, the attitude may change of the 

perceptual fit of perceived taste of cheese. 

 

Nystrand & Olsen (2020) finds that attitude can be associated to buy functional 

foods for healthy eating attitude. However, one common attitude among groups 

in this research was the avoidance of functional foods in a healthy lifestyle. There 

were several reasons on how functional foods are perceived that influence the 

purchase intention. For example, Benecol brand was used as an example in this 

research as a cholesterol-lowering product. The main reason of avoidance was the 

brand association of the product package and perception of cholesterol-lowering 
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need. This could be also the age group which are younger group of people than 

what the target customers may be of Benecol brand.  

 

A positive attitude towards new food products differed in how familiar and novel 

the product seemed to the consumer. The abstract imagery of the product 

attributes with the brand signals seemed what consumers look for. For those 

consumers seeking a sustainable lifestyle, buying sustainable products follows a 

sustainable lifestyle. However, not necessarily compromising other aspects such 

as perceived healthiness and taste. For example, vegan products even though 

considered sustainable may have added ingredients not healthy or artificial taste. 

For vegans, a shortcut seemed to follow social groups specifically for vegan 

products that are recommended by other´s experiences as some products can be 

good and some not. Also, attitudes towards specific diets such as buying only 

gluten-free products exclude those new food products with gluten and thus 

avoidance. Tervens brand was a clear example in the product evaluation during 

interviews where most participants avoided crickets as ingredients, and some 

showed disgusting feelings. However, it seemed of interest to consider the new 

product when looking at the protein source percentage for a vegetarian 

participant that seeks protein source in product packages. 

 

Brand communication has turned into a differentiation strategy emphasizing 

origin of the local movement (Riefler, 2020). Brands are signals and mental 

knowledge cues (Swaminathan et al. 2020). One key finding from the results was 

the influence of local brands from global brands in-store. For example, an attitude 

to prefer local products if an alternative from the product evaluation to show 

responsibility, support local business, sustainability, freshness, and perception of 

Finnish quality. Thus, brand signals and marketing cues such as a Finnish flag, 

certifications, locality signals in the labels seemed appealing to participants. 

Local store brands seemed a shortcut in the consumer experience e.g., Pirkka as 

perceived affordable and good quality in comparison to other brands. However, 

this does not mean consumers wouldn´t choose a global brand but rather their 

attitude how influences their food choices. 
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5.4 Academic and managerial implications 

The following subchapetrs explains how this research contributes to academic 

theory and managerial implications for companies in the food industry. As well 

as own learnings from the research process. 

Academic contribution 

This contribute to literature on understanding how the sensory perception of a 

brand influence the consumer attitudes towards new food products. Haase et al. 

(2018) emphasized how sensory perception is under researched in the marketing 

literature and contribute to Nadanyiova et al. (2018) that is little known about 

sensory marketing leading to build strong brand value for costumer. Previous 

studies (e.g., Tuorila & Hartmann, 2020; Heiskanen et al., 2007; Perrea et al., 

2017) conducted quantitative and qualitative methods on the acceptance of novel 

products and sensory properties. However, these studies have been narrowed to 

specific theories and thus limited to specific contexts.  

 

A different model is created in this thesis with other external factors which was 

build from previous models such as TPB framework in the context of a branding 

perspective. The results of this research gave a wider and deeper overview in 

which Heiskanen et al. (2007) found that other features of innovation should be 

considered in a more multi-dimensional way in the context of radical innovations 

that are new to the consumer. In this study, the new model adds the brand 

associations from perceived sustainability, health and taste that were found in 

consumer goods from a holistic view. The exploratory findings explore the 

influences of brand signals in product packaging in the sensory product 

evaluation of consumers. Furthermore, different types of innovation are reviewed 

from the disruptive innovation theory of Christensen that showed how disruptive 

and radical innovation are needed in the product development of a firm processes 

with more responsible practices. The learnings from this experience with theory 

is that there needs to be a balance between the different product attributes  

starting from the consumer lifestyle in their product evaluation to understand the 

position of a brand in their minds. Furthermore, to align the product offering of 

a firm towards these customer processess. Thus, Olsen (2015) described how 
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design thinking process may lead to radical innovations by involving the voice of 

consumers in the development process. 

Multiple innovations have changed consumers´ preferences  (Horvat et al. 2019). 

In this study, consumers seemed to have a wide selection to evaluate products 

and get informed choices which shed light on the need to align the perceptual fit 

between the core brand and new products offered (Kalra, 2019). During the 

product evaluation, sensory perception of a brand had a strong influence in the 

product packaging such as the visual communication and experiences of 

consumption. In which, Shirai (2020) points out that visual communication in 

product packaging gets the attention of consumers in their purchase decisions for 

consumption. Especially, the first perception of products completely new to the 

consumers as they don´t have previous knowledge or experience to evaluate the 

new product (Albertsen et al., 2020). 

Managerial implications 

The results of this study provide insights for stakeholders about the consumer 

behavior on Food Innovation in Finland. First, several brand associations were 

pointed in this study by participants that show a holistic view of the consumer 

experience with new food products and their perception of Innovation in the food 

industry. Furthermore, the findings give consumer insights into how sensory 

experiences add brand value. For example, this study can be used in product 

development and marketing in a firm to understand consumer attitudes and in 

some way measure the branding and marketing efforts. Kalra (2019) describes 

that attitudes can be used to predict consumer behavior towards a product or 

service. 

 

Secondly, the study reveals the interest in more radical and disruptive 

innovations towards more responsible practices for transparency in the brand 

and product packaging. This could be considered in the different types of 

innovations such as radical, sustaining, incremental and disruptive innovation in 

an organization that Simola (2020) explained about the disruptive innovation 

theory of Christensen. The perceived sustainability, healthiness, and taste 
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seemed interconnected to each other to balance these elements. For example, 

vegan products that are tasty and do not compromise with health aspect.  

 

Third, there are several occasions where a consumer will try something new that 

can be used as a strategy to introduce products depending on the category. For 

example, it appeared in the results that consumers may tend to look for different 

options if their preferred brand is not available in smaller supermarkets or when 

going to a new store. The alternative options in the consumer experience may 

influence their purchase intent in this situation. 

 

Fourthly, a transition between different diet lifestyles may occur, for example, 

from flexitarian to vegetarian or from vegetarian to vegan. This points out the 

support needed in the jobs customers try to get done in their food lifestyle 

attitudes. Not only once in the food store but also in the pre-evaluation stage. For 

example, how it is communicated in the marketing efforts by the firm. However, 

also where customers are that are not necessarily controlled by the firm whether 

a retail app, magazine, or TV show these all creates sensory experiences about the 

brand. 

 

Lastly, product packaging seemed an important marketing tool specially with 

new food products where a core brand name can give trust in a new product e.g. 

Gold&Green. Visual cues in the package such as ecological signals, transparency, 

production source, and nutrition value besides appealing message of labels and 

visual look seemed what people look for. However, one commonly product 

attribute mentioned by all participants was the ingredients a product package 

contains for responsible practices, specific diet, protein source and health 

concerns. Riefler (2020) mentions the authenticity perceptions associated with 

local brands in which the local movement seemed of interest in this study that 

can be a differentiator in a product package e.g., ingredients locally or ”seitan” as 

an ingredient. Also, Finnish quality was perceived as having responsible practices 

in the food industry in general.  
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5.5 Limitations and suggestions for further research 

There are four limitations to this study. First, the study was limited to a 20–38 

years old group of people with a vegetarian diet, vegan diet, flexitarian, meat-

lover, or no specific diet which excludes other diets not discussed. Therefore, 

other group segments could further be explored in their different diet lifestyle 

with much deeper insights depending on the target group focused and product 

offered. 

Secondly, the context of the study is on perceptions and attitudes in branding in 

product evaluation as only one part of consumer behavior. For this matter, other 

stages in the consumer experience can be further explored with a specific product 

brand as in this study the focus was generally on new food products in the 

supermarkets in Finland. Also, brand associations of a specific product or in 

development are suggested for further studies on how the consumer perception 

is seen towards a specific new product and brand itself. 

Third, due to the time, the thesis took place in the COVID-19 pandemic the 

findings may differ from the post-COVID-19 situation in consumer behavior. For 

example, spending less time in-store for social distancing purposes may change 

the experience with brands and instead of automatic behavior. Also, the study 

was limited in the observations such as visits to the stores with participants. 

However, participants were able to express their shopping experiences e.g. free 

samples in-store and pre-task pictures provided by them. In addition, the online 

shopping experience was excluded in the scope of this research that can be further 

studied if attitudes changed to a more digital experience. 

Fourth, the findings are limited to a holistic view of Food Innovation. Thus, more 

specific areas can be further researched such as the brand attitude in product 

packaging when the results showed that brand associations from the packaging 

grab attention in new food products. More specifically the communication of 

ingredients in a specific product package in comparison to the products 

evaluated. Also, more specific product attributes e.g., sustainability signals. 
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5.6 Concluding remarks 

Silverman (2011) points out that when writing conclusions, the findings must 

relate to other studies. This research aimed to create a conceptual model of how 

the perception of a brand experience influences consumers´ buying behavior 

towards new food products. To address the aim of the study, a qualitative 

research method was conducted with in-depth interviews with consumers in 

Finland. Two main groups were found, one group such as meat lovers, flexitarians 

and with no specific diet, and another group with vegetarians and vegans that had 

a stricter diet than the first group. In conclusion, individual brand perceptions 

can vary from one person to another, but some common traits were seen from 

both groups. The key findings are explained below. 

Previous research has focused on the intent to follow behavior, for example, 

reducing meat consumption and TPB theory has been used in several contexts. 

However, from a branding perspective, several elements are integrated into the 

conceptual model in this thesis to visualize the consumer experience with a 

brand. It was found that brand associations are related to sustainability, health, 

and taste perceptions that can be interpreted from the product package, local and 

familiar brands, product ingredients, and communication. Thus, these brand 

associations can be either positive or negative attitudes towards new food 

products in their food choices.  

The sensory response of consumers from brands was based on past experiences, 

sources of information, and other influencing factors that vary by individuals. In 

the product evaluation phase, the perception of a brand quality influenced the 

attitude towards a product. The novel food trends described by Tuorila & 

Hartmann (2020) such as meat alternatives were favorable by participants 

however their attitudes differ in the level of consumption. For a veganism diet, it 

was found that a sustainable way of eating is an attitude to consume sustainable 

products with informed decisions rather than how the package looks like and tend 

to follow specific brands. For a vegetarian diet, even though sustainability is an 

important aspect, a stronger emphasis was on protein sources and nutrition in 

vegan products. Both diets would tend to look more for brand signals when 
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options are limited compared to traditional products if a product meets their diet 

lifestyle. Thus, product placement such as vegan or vegetarian sections in-store 

is a mental shortcut to their behavior. For other groups such as meat lovers, 

flexitarians, and those with no specific diet showed interest in new food products 

that were familiar to their food choices. For example, vegan products were of 

interest but not if compromising the meat taste. The visual look of the product 

package gave brand signals from all the options available thus sensory perception 

may be influenced in the product evaluation. Schoormans & Magnier´s (2015) 

study points out how visual and verbal package elements signal sustainability e.g., 

images, appearance, claims, and descriptions that influence consumer responses. 

For the food industry, the findings showed awareness that consumers seek 

innovations and are open for radical and disruptive innovations but there is a 

need for support in different diet lifestyle choices especially with products 

completely new or transition to a different diet. Innovations with local 

ingredients for sustainability and health concerns were of interest. Even though 

a product seemed new to a consumer, the most familiar option from alternatives 

was chosen. This tells that a communication strategy as highlighted by Tuorila & 

Hartmann (2020) to what is familiar to consumers may introduce new food 

products more engagingly by providing positive information. For example, 

emphasizing similarities with familiar products. Several studies of Piqueras-

Fiszman & Spence (2015) and Shirai (2020) point out that the more familiar with 

a product, the more certain expectations are likely to be. However, there was 

some level of skepticism between sustainability, health, and taste perceptions in 

both groups. In which there needs to be a balance between sustainability, health 

and taste perception that is interconnected.  Some convenience elements were 

linked to sustainability. For example, the size of the packaging of products is 

perceived sustainably or not. Grunert et al. (2011) emphasized how consumer 

insight in a new product development process can help to avoid product launches 

that fail, and the resources spent on it. In the food sector, there is a tendency to 

generate consumer insights until the later phases to be tested, however, insights 

in an early identification stage can raise the likelihood of product success and 

strength the development process. 
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APPENDIX 1 CONSENT FORM  

 

Consent form for interviews 

The data will be analyzed for the Master’s thesis by Alejandra Espinoza Valenzuela, 

master student at Hanken School of Economics, major in Marketing.  

 

1. I understand what the study is about, and I have had the 

opportunity to ask questions.  

(Check the box if you agree) 

 

2. I understand that my participation is voluntary and that 

I can withdraw from the interview at any time without 

any reasons.  

 

3. I agree to take part in this study.  

 

4. I agree that my interview will be recorded.  

 

5. I agree that the interview responses I have provided can 

be used as anonymized statements in the publication  

 

 

 

              Yes                 No 

 

 

 

Date: ______________________ 

Respondent’s name _______________Signature ____________________ 

Researcher’s name ________________Signature ____________________ 

Researcher’s contact information: 

alejandra.espinozavalenzuela@student.hanken.fi 
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 I hereby give my consent to processing my personal data, as obtained from the interview 

I am about to respond to, for the purpose of scientific research.  

My personal data will be processed securely according to the data protection policy and 

ethical guidelines of Hanken School of Economics. The legal ground for processing my 

data is my consent and the Finnish Data Protection Act.  

Moreover, I understand and consent to that 

1. data that directly identifies me personally will not be visible in any results or 
publications based on the data;  

2. such part of the data that directly identifies me personally (e.g., name or contact 
information) will be erased within four weeks  of my response, before any 

analysis of the data is conducted; 
3. data that do not directly identify me personally (e.g., answers to interview 

questions without identifying information) will be stored for 8 months for the 
purpose of conducting scientific research analyses; 

4. up until four weeks after my response, I can withdraw my consent and have the 
research team erase my personal data, or request the research team to show, 
disclose, or correct my data; 

5. after the period of four weeks after my response, I will not be able to ask the 
research team to show, correct, or erase my personal data, or withdraw my 
consent to participate in the research. This is because after the research team has 

erased the data variables that directly identify me personally,  they cannot 
identify and extract my data from the overall dataset anymore; 

6. as an exception to 2) above, such verbal/textual descriptions which I give as 
responses in this study (e.g., by typing in, or speaking on audio recording) and 
in which I may myself express my name or other information that may directly 
identify myself, will not be erased from the collected data after the period of 
four weeks after my response. You may therefore want to avoid expressing your 
own name or identity in your responses;  
 

Your contact information was received/sampled for this study from the author’s personal 

contacts or acquaintances such as students. 

Please contact alejandra.espinozavalenzuela@student.hanken.fi if you have further 

questions regarding the research or if you want that your personal data are to be erased 

or corrected, or want a description record of the data processing activities of the research. 

If you have complaints or other questions related to the processing of your personal data 

for this purpose, contact the data processing officer of Hanken School of Economics, 

dpo@hanken.fi 

 
 

mailto:alejandra.espinozavalenzuela@student.hanken.fi
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APPENDIX 2 FIELDWORK OBSERVATIONS  
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APPENDIX 3 FOOD PRODUCT EXAMPLES (FOODIE, 2021). 
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APPENDIX 4 INTERVIEW GUIDE BASED ON PATTON (2015).  

 

 
 
 
 
 
 
 

Question types Context 

Knowledge/General 

questions 

1. What types of food preferences you have? 

2. What common brands you often buy? Why? 

3. How do you find what you need from store? 

a. E.g., for a pasta, what would you normally buy? 

4. What does innovation mean to you when it comes to food? 

Sensory questions 5. How do you become aware of new food products? 

6. When do you pay attention to new food products? 

Experience & behavior 

questions 

7. Could you tell a bad or good experience with any new 

food product? Why? 

8. What kind of information, if any, you look in a new 

product package? 

9. In what occasions, would you try a new food product in-

store? 

Sensory questions 10. Imagine entering the supermarket, what catches your 

attention the most?  

11. What kind of free samples have you tried in-store, if any? 

How was your experience? 

Opinion & values 

questions 

12. What kind of snacks you buy when studying/working? 

Why? Which brands can you recall? 

13. What brand comes to your mind when thinking of plant-

based products? What about organic products? 

14. What do you think about products that have ingredients 

such as oats? What about cholesterol-lowering products? 

15. What does *vegetarian products mean to you? (*adjust 

depending if person has any diet) 

Sensory questions 16. How would you describe this image? (pre-task before 

interview: image of what interviewee has bought sent to 

me) follow-up questions based on answers 

17. Task: You´re buying groceries online (e.g., foodie or 

where they shop), you need (image of food they enjoy).  

Guide me to your online purchase process… 

18. How do you perceive (image of their fridge food 

products)?  

19. How do you perceive (food product examples by 

interviewer)? 

20. Would you eat a *vegan or vegetarian burger? Why? 

(*only will ask if doesn’t´ follow specific diet or 

flexitarian) Follow-up question if needed 
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APPENDIX 5 ONLINE GROCERY SHOPPING TASK 
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APPENDIX 6 CATEGORIZATION OF DATA COLLECTED 

 

 

categories labels Sensory Experience & Behavior opinion & values Behavior

packaging visual look

“Let´s see I can’t remember the name, I remember how the package 

looks l ike…and then the Sunnuntai makes me think about 

pancakes…this Tervens…it’s that a snack or what is that?…ah fussil i! 

ok now I get it…okay iuw…I don’t know why I would not avoid it, why I 

would want to buy that. "(c1) "I think they all  look the same to me if 

it’s l ike flour…"(c3)"...I l ike the colors…so much plastic and it looks 

very artificial to me to be honest...I’m used to packages that show the 

pasta as a package and not in the carton so I didn’t recognize it. "(c5)

"...how the picture picks the food, first of all  how it looks when you 

open it and also it seems that the picture on top isn´t the same as what 

you get inside...the taste wasn’t actually bad, but it looked really nasty, 

and the picture looked really delicious..."(c6)

"…if I have a brand that is local, for example this Finnish oat brands, -“Elo”- I 

can´t remember is this blue package, I just remember by looking at the package 

so it was a blond woman that is on a blue package, and have cookies then I 

prefer this because is local..."(c5)“Ruma pasta, maybe how the package 

looks.”(c6)

transporting food/convenience

"…there’s jauheliha there which I buy because I l ike the packaging 

because its smaller than the other packaging...Well, the other 

packaging there’s a lot more air in there and the package takes more 

space in the fridge and in your bag when you´re transporting your 

food.” (c1)

"...I want to stick with Aito because of the opening of the product. It´s easier 

for me to pour and use the products when I use a box from Aito than 

Plantis…the opening from Plantis can be open easily l ike if you didn’t close 

it firmly it will  come out.”(c2) "…usually I´l l  just go to Lidl because it’s the 

cheapest and they sell  this hummus package that they have this bread 

pieces with them like this crackers, so you don’t have to buy separately.”(c7)

"...really handy coz they come in this like little bags so you don’t have to 

rush in it so that I buy sometimes but only for work…"(c7)

eco-friendly,ethical & responsibility

“yes that’s kind of smoothie I got from Fazer I didn’t buy and haven´t 

try it until  now…I think I l ike the packaging because is quite eco-

friendly.”(c2) 

"...if their package is FSC certified...made from biodegradable or 

recycled paper so it’s good for the environment."(c3) Ingredients if they 

have palm oil or what oils mainly for health concerns and responsible 

practices look in a new product package. (c4) "...I expect to be honest 

so that is one point that it just tells me the truth how it is..."(c5)

nutritious value/protein source
“I would like to pick Tervens, the black box, because in there it 

mentions the nutritious value 24% protein source…"(c2) 

“...I would check right away its nutritious value where it is 

manufactured and ingredients…for example, I’m a vegetarian, I will  

look into what kind of protein sources they have in the products…so I 

will know how I can supplement with other products to cook a 

complete meal."(c2)“I usually check what ingredients it contains just to 

make sure is vegan."(c7)“Mainly the protein source and the amount of 

added conservatives.”(c8)

labels of product attributes

"...if what’s written on the packaging is appealing to me then I might 

consider buying." (c3) l ikes the messages they change that are catchy 

such as- “Nyhtiä elämään”-and that has oats (c4)

“well in every product package I would probably be looking for flavors, 

but it depends on the product…"(c1)“Where is it produced, how much 

calories, is it healthy or not, what does it contain e.g. does it contain 

protein or a lot of sugar so this is what I expect..."(c5) "Mostly what’s 

actually in it, l ike that there aren’t too many preservatives or added 

something weird things that I don’t know what they are...and I guess 

sugar, palm oil and stuff l ike that."(c6) "Usually, I don’t think about the 

packaging so much more as what it contains. Also, as my boyfriend is 

celiac, that’s something that I think about more now..."(c7)

communication word-of-mouth

"...if someone is tell ing me hey that taste so amazing you have to try 

it, that is very effective…"(c5)"...I don’t look too much for new things, 

usually comes as secondhand information from somebody I 

know…"(c6)“I see them in the markets or then a friend ahh tells me 

about it."(c1) "...when I know about new food products in the market 

and my friend recommend me to take it..."(c2)

marketing efforts

Magazine like Terveys or K-market magazines but notice updates in 

app not all  the time but maybe weekly (c4)"...I would prefer that it 

doesn’t have that connotation that "you have to buy this product"...If I 

would be buying eggs oh it has this luomu sign, I would pretty easy be 

fool there."(c6)“I follow different pages on Instagram that are l ike 

specifically about vegan products, so for example 

“vegaanituotteet”(c7)“I follow other brands on Instagram, for 

example, and then I walk around the store trying to look for 

inspiration… “Jalotofu”- is one, “helsancheck”- another one Swedish 

brand."(c8)

experience in-store free samples

"I rarely make decisions after the first time I try a product from store 

when it comes to snacks or yogurt I taste at the market.”(c2) “I haven’t 

tried free samples in-store during COVID…" (c3) "...so if for example a 

new cheese on the market then I get interested…everything is clean 

then I’m eager to try it..." (c5)“...my favorite one is when they have 

cheeses those are usually really good or then some tapas type of 

thing…but usually they have a lot of yogurts or juices...often they have 

l ike oh different variations of the same product so then they have 

different flavors and then...I usually try one or sometimes more than 

two or three maximum if I´m really into it and then usually if I try 

more of them then I probably end up actually buying."(c1)

"…probably it needs to be connected with something that I would like to 

cook or taste that I really l ike or then it could be that if there’s, for 

example, free promotions…"(c1)

sales personnel 

"People are quite nice, they are in a good mood and they tell  you 

about the product and then you try and then you almost feel oblige to 

buy.”(c1) "...depending on how that person is, it has pretty big impact 

on how you perceive it or how you say that you perceive it."(c6)

Themes
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APPENDIX 7 INTERVIEW 1: PRE-TASK PICTURES 
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APPENDIX 8 INTERVIEW 2: PRE-TASK PICTURES 

 

 

 

 

 

 



 88 

APPENDIX 9 INTERVIEW 3: PRE-TASK PICTURES 
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APPENDIX 10 INTERVIEW 4: PRE-TASK PICTURES 
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APPENDIX 11 INTERVIEW 8: PRE-TASK PICTURES 

 

 
 

 


