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Abstract 
 
This research comprises a qualitative study with a deductive approach where two semi-
structured interviews and one focus group were held to provide a better understanding 
of how international grocery retailers adjust their product lines of the product 
assortment to generate customer loyalty a the domestic market. In this study it regards 
the Swedish market on a local level. The focus group included ages in a range between 
22-53 with two males and three females. Age in this study has an important 
signification since the demands, perceptions, experiences, expectations and values 
reflects the loyalty and varies depending of age. It emerges that the international grocery 
retailers need to have a fully adjusted product assortment to gain customer loyalty on 
the domestic market. However, there is a lack of knowledge of the international grocery 
stores product assortment that does not provide the customers with any trust or 
credibility which affect the loyalty. Also, the domestic grocery stores have already 
gained the loyalty from the customers that creates an unwillingness of trying new 
grocery stores, this because the knowledge of the product quality is more prioritized 
than the unknown quality of international brands.  
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1 Introduction 
1.1 Background 
 
An internationalization of a grocery store occurs from an international strategy with the 
objective of replicate the business abroad (Salmon and Tordjman (2002). However, this 
requires that grocery retailers who operates on an international level adjust the business 
strategy according to the specific market and its customers to generate competitive 
advantages (Juhl, Kristensen & Østergaard, 2002; Frasquet, Dawson & Mollá, 2013). 
When deciding to operate in a new market the international environment entails the 
assimilation of knowledge within the operations and strategies which adjust the grocery 
retailer’s routines and structures. This in order to adjust how they manage the business 
on the new market that they enter (Frasquet, Dawson & Mollá, 2013; Salmon & 
Tordjman, 2002; Wind, Douglas & Perlmutter, 1973). The intention of adjusting the 
business strategy when entering a new market is to attract the customers by fulfilling 
their expectations and to be better adjusted to the local market conditions (Salmon & 
Tordjman, 2002; Juhl, Kristensen & Østergaard, 2002).   
 
Maggioni (2016) identifies a gap where retailers need to adjust their strategies when it 
regards the relationship between the grocery retailer and customer. Although, that 
indicates a requirement of new ways to adjust in order to succeed in the challenging 
environment where the grocery retailer need to create a deeper connection with existing 
and potential customers (Maggioni, 2016). Moreover, Brouthers and Hennart (2007) 
points out the importance when remaking a strategy that the grocery retailer needs to 
understand the different business environments, like products, assortment and how 
competitors work on the domestic market and how that influence the choice of strategy 
when expanding the business internationally (Brouthers & Hennart, 2007). Manzur, 
Olavarrieta, Hidalgo, Farìas & Uribe (2011) claim that when entering a new market the 
strategy should be focused on how to obtain customer loyalty through its products and 
brands because customers’ loyalty towards unknown brands decreases whereas the 
attitude towards domestic brands increases positively which indicates in a hard 
competition when breaking through on the new market. 
 
There has been several studies regarding the extent of how much an organization should 
adjust their product assortment when entering an international market (White and 
Absher, 2007; Maggioni, 2016; Martinelli and Balboni, 2012). The reason of why 
organizations choose to adjust their product assortment is founded in the desire of 
achieving buyer acceptance from the customers, claims Root (1994). The buyer 
acceptance creates by adjusting the product assortment to the local target group (White 
& Absher, 2007). That entails in grocery stores becoming more secure which generates 
in recoming customers that result in customer loyalty. This is vital since customers from 
different countries have various demands and different preferences (White & Absher, 
2007). Finally, Martinelli and Balboni (2012) indicate that offering the product 
assortment that customer’s request can be the definitive strategy to gain customer 
loyalty. 
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1.2 Problem discussion 
  
Rao-Nicholson and Khan (2017) claim that there are specific fields of the organization 
that needs to be adjusted, this to fit the prevailing target group and to counteract 
misinterpretations. McAuley (2001) and Czinkota & Ronkainen (2007) claim that, 
grocery retailers that sell products that are culturally grounded and sensitive, such as 
food, need to adjust the approach to match the market condition and the buying habits 
that exists in the current market. 
 
Grocery retailers who establish their product assortment in international markets may 
introduce new products adjusted to the specific market but the retailer can also retain 
their original products to remain the core of the business (Czinkota & Ronkainen, 
2007). It is a strategy to retain the core concept but at the same time adjust the business 
to the particular market. The aspect that affects the decision when adjusting the business 
and its product assortment is grounded in the amount of available resources for the 
company and therefore the organization need to decide whether it is worth the effort or 
not (Czinkota & Ronkainen, 2007). Although, organizations who internationalize their 
business adjusts the majority of their products regarding the packaging, labels, language 
and brand names. This to conform to the prevailing environmental conditions (Czinkota 
& Ronkainen, 2007; Manzur et al, 2011).   
 
When operating solely in a domestic market it facilitates to sell products and gain 
customer loyalty but when entering an international market selling products becomes 
more complex since the grocery retailer need to ensure that the potential customers 
becomes loyal to the store (McAuley, 2001). By building customer loyalty towards both 
the store and the products the grocery retailer assures its business a long-term 
relationship with the customers (Gilbert, 2003). Although, Hougaard and Bjerre (2002) 
argues that loyalty is a complex, yet highly important, concept whereas it contains of 
two aspects. The first aspect regards the customer’s first impression that establishes the 
foundation of the belonging, preferences and decision-making to the retailer and the 
store (Hougaard & Bjerre, 2002). Secondly, McAuley (2001) claims that customers tend 
to choose one retailer that they regularly buy products from. Therefore, it is hard to 
make them switch and when customers experience good service and obtains high 
quality they preserve the loyalty to the grocery retailer (McAuley, 2001). It has been 
found that international retailers tend to choose a market to enter where there are 
cultural similarities but also where there is a gap to fill, says Gilbert (2003). The gap 
regards demands that are requested but not met by the market (Gilbert, 2003). However, 
it is not to the advantage to assume that customers will give immediate loyalty to the 
international retailer, even though they adjust their business to the market (Gilbert, 
2003). 
 
There has been several discussions of how much a grocery retailer need to adjust the 
product assortment to gain loyalty on the international market, White & Absher (2007); 
Maggioni (2016). This is something that Czinkota and Ronkainen (2007) support but 
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points out that some organizations’ have the desire of wanting the customers to adjust to 
the organization's’ products to be able to maintain their original product assortment. 
This desire can be based in the insecurity of how much the products need to be adjusted 
to the international market and therefore the organization may keep their original 
product assortment (Czinkota & Ronkainen, 2007). 
 
For further research Martinelli and Balboni (2011) recommends that a focused approach 
of the topic should be utilized since the subject remains partly unexplored. Although, 
the adjustment of international grocery retailers has been researched in several countries 
before, previous researches differentiate from each other because the strategies are 
developed in specific ways to match each country. However, strategies that have been 
researched before may not necessarily work in other markets or in other countries 
(Martinelli & Balboni, 2011). Therefore, the field of topic is based on a practical 
recognition where a gap has been found regarding the knowledge of which areas 
international grocery retailers need to adjust within the product assortment to increase 
customer loyalty in international markets. However, previous studies has shown a more 
quantitative approach (Juhl, Kristensen & Østergaard, 2002; Maggioni, 2016; 
Macintosh & Lockshin, 1997), therefore this research applies a qualitative research 
method to increase the knowledge of the founded gap. Thus, it is from the practical 
recognition where the academic interest has grown stronger since the discussion of the 
current topic demands further research. Therefore, this study focus on how much 
international retailers adjust their product assortment when entering the Swedish 
market. 
 
1.3 Research question  
 
What product lines of the assortment does international grocery retailers need to adjust 
to generate customer loyalty at a local level? 
 
1.4 Purpose  
 
Create understanding of the generation of customer loyalty when adjusting an 
international product assortment to a domestic market from a managerial and customer 
perspective. 
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2 Theoretical Framework  
In the theoretical chapter below, the concept “retailer” aims to explain how overall 
retailers practise loyalty and trust. In this study the theoretical framework regarding 
retailers seeks to include grocery retailers. 

 
2.1 Loyalty to the store brand  
2.1.1 Associations to the store brand  
 
The store brand of a grocery store can be described as the overall picture of a retailer 
which comprises the stores value, the associations with the store brand and what the 
customer expect when visiting or purchase from the store (MacMillan, Money, 
Downing and Hillenbrand, 2005). Moreover, Gilbert (2003) points out the importance 
of promoting the store, its brand and products to receive positive associations. This 
because both a store and its brands have a symbolic meaning that provides status and 
social significance. Additionally, Grönroos (2015) describes the store brand as the 
image of the service and the products that the customers associate with the store. A 
customer who buys a product once is not enough when building loyalty to the retailer, it 
demands several purchases in the same store to gain customer loyalty. When customers 
feel satisfied the loyalty to the store increase and this can be based in the store’s 
location, the breadth and depth of merchandise selection, atmosphere or high quality of 
standard products (Grönroos, 2015).  
 
2.1.2 Perceptions of the store brand  
 
It is hard as a retailer to understand the customer's’ own perceptions and feelings about 
certain products (Grönroos, 2015). This because customers have different demands of 
products and groceries whereas some customers require domestic products and some 
customers prefer international products (Grönroos, 2015). Some product lines involves 
more risk than others and therefore retailers need to understand the complexity of how 
customers perceive various products (Gilbert, 2003). Also, it is important that the 
retailer maintains a fair image that retains the status, otherwise the customers choose 
another store to be loyal to (Gilbert, 2003). However, if customers have been buying 
from a grocery store for a longer time they do not mind trying a new store with a closer 
location (Sinha and Banerjee, 2004). Moreover, if the shopping experience is good in 
the store there will likely be a next visit from the customer and therefore, the customer 
are willing to trade-of the extra travel effort for having the good shopping experience 
that they perceived before (Sinha & Banerjee, 2004).  
 
2.1.3 Creating long-term commitment to the store brand  
 
Loyalty to the store brand is also founded in the effectiveness of how retailers promote 
their products (Gilbert, 2003). Customers associate feelings to various products and 
therefore it is vital that the retailer use a specific strategy to enhance the trustworthiness 
of the products so that the customers build a positive attitude towards the store and its 
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brand (Gilbert, 2003). Thus, Duffy (1998) explains that a loyalty strategy aims to 
maximize share of customers and to boost the loyalty the grocery retailers should link 
the strategy to the products. That means that a customer cannot receive any experience 
without the experience of the grocery stores loyalty strategy. One example of a loyalty 
strategy is called Very Important Customer- VIC, that strategy is founded in giving 
discounts on the products through a VIC-card. That loyalty strategy gives the customer 
a reluctance towards other brands and a better commitment to the store’s own brands. 
This strategy is a way of gaining a long-term commitment with the customers and 
customers who feel satisfied with previous purchases tend to return to the same store 
because of the experience they received while purchasing (Gilbert, 2003). Furthermore, 
Sinha and Banerjee (2004) states that there are two different decisions that the 
customers does before choosing a store. The first decision regards the problem of 
choosing the store based on its location and the second is the timing of the trip. 
Depending on how much time the customer have the decisions will be different. For 
example, customers may choose to purchase in a local store based near their location 
during stressed times and for short visits while they purchase a small number of items 
(Sinha & Banerjee, 2004).  
 
2.2 Reasons that affect the choice of retailer  
2.2.1 Assortment  
 
The availability of a product assortment in store influences the customer's’ perception of 
the retailer (Thomas, 2013) which affects the store choice and satisfaction, according to 
Hoch, Bradlow & Wansink (1999). Furthermore, customers prioritize product variety 
when selecting a store before price and location whereas the assortment plays an 
important role for the grocery retailer to maintain a competitive advantage on the 
grocery market (Arnold, Oum & Tigert, 1983; Manzur, Olavarrieta, Hidalgo, Farías & 
Uribe, 2011). To understand customers the retailers has to know that the culture, values, 
behaviors and attitudes often change greatly internationally. Therefore, international 
retailers need to understand the difference and learn to adjust their operation 
accordingly (Armstrong, Kotler, Harker & Brennan, 2012). Armstrong, Kotler, Harker 
& Brennan (2012) and McAuley (2001) state that by using and offering the customers 
an assortment of domestic brands the international retailer increase both customer 
loyalty and store loyalty. However, a mixed assortment of both domestic and 
international brands attract different segments of customers (McAuley, 2001). Some 
products are to greater extent required to have a wide assortment than others and 
therefore, Hamilton and Richards (2009) claim that retailers are required to know their 
markets and customers to gain customer loyalty. Finally, Armstrong, Kotler, Harker and 
Brennan (2012) indicate that every new international market need to be worked with 
and managed in different ways in return to gain customer loyalty.  
 
Customers who are store loyal tend to develop long-term relationship with the store and 
its assortment which cause a curiosity towards the product assortment the customers 
normally would disregard (Manzur et al. 2011). Moreover, the loyalty to the product 
assortment creates a better willingness to try unexplored products (Manzur et al. 2011). 
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According to Nesset, Narvik & Helgesen (2011), the grocery store need to have a 
various assortment that is adjusted to the customers’ demands since it increase the 
assortment loyalty. Moreover, a varied assortment increase the possibility of reaching 
out to a larger number of customers because the assortment covers multiple needs, 
requirements and expectations (Nesset, Narvik & Helgesen, 2011).  

2.2.1 Price level  
 
Setting the right price is important since customers are well aware of other alternatives 
on the market but it is also vital because the retailer can gain both customer and store 
loyalty when deciding a price that is reasonable and convincing (Nesset, Nervik & 
Helgesen, 2011). According to Shankar and Bolton (2004) different retailers may adjust 
their price level in accordance to the location of the physical store and the environment 
to set the right price that generates customer loyalty. Nevertheless, the price level is an 
important factor when the customers compare retailers on the market when considering 
a purchase (Shankar & Bolton, 2004). Furthermore, pricing is not only how to set a 
price on a product, it is also a tool to build customer loyalty and relationships 
(McAuley, 2001).  
 
When entering an international market the pricing is a fundamental aspect to have in 
consideration since it has to be in line with the domestic market’s price level (Czinkota 
& Ronkainen, 2007; McAuley, 2001). Additionally, by showing consideration to the 
local price level the competitors reactions would not be as big and the company that 
enters an international market can create a better stability (Czinkota & Ronkainen, 
2007). The pricing should comprise the company’s philosophy, goals, objectives, the 
cost of developing the products and what it cost to modify the products to the domestic 
market but it is also important to consider the customer’s ability to pay for an 
international product (Czinkota & Ronkainen, 2007; McAuley, 2001; Gilbert, 2003).  
 
If the price is too high and the product does not deliver that value the customer may 
choose a substitute if they believe that the price is unacceptable (Gilbert, 2003; 
McAuley, 2001). A high price indicates that the products are superior and if the price is 
too low then the products may be interpreted as inadequate. Therefore, it is crucial that 
the retailer match the price with the products so it reflects the store in a trustworthy 
way. This because the customer is able to judge the material, the brand name and its 
reputation and therefore takes a decision of whether the product is worth its price or not. 
However, if the retailer once gained loyalty from the customers they are more likely to 
try products in different price ranges (Gilbert, 2003; Czinkota & Ronkainen, 2007).   
 
Having a considerably low price level than other grocery stores may indicate that 
customers question the value of the merchandise and the retailer would gain a 
perception of being greedy (Gilbert, 2003). On the contrary, if the grocery store only 
have a narrow assortment of products that are low-priced then it would not make any 
bigger difference for the retailer and the customers would not notice the low-price 
products (Gilbert, 2003). Sinha and Banerjee (2004) state that customers are positive 
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towards discounts and good prices but that a concern can occur regarding the quality of 
the products.  
 
2.2.3 Price image  
 
Arnold et al. (1983) indicate that is has been of interest that price image affect the 
customers choice of a retailer. However, Sirohi (1998) argues that the price image does 
not play the most important role when it comes to the customers perceptions of a 
grocery store. Although, it is the price that represents the indications of how expensive 
the grocery store is, states Ailawadi and Keller (2004). A retailer’s price should be 
influenced by the average level in the store, moreover the price image should reflect the 
breadth and depth of the product assortment. Also, Shin (2005) means that a retailer’s 
price image inform customers about the store’s overall pricing. This has an impact on 
the price image and it is relevant to the customers in their choice of retailer. In the 
stance of a grocery store the customers have different perceptions from other stores and 
their price image which results in a comparison of various grocery stores. It is the 
grocery store with the best price image that gain a customer’s trust and loyalty 
(Ailawadi & Keller, 2004).  
 
Furthermore, Hamilton and Chernev (2010) indicate that there are two different retailer 
categories regarding the price image. Either the retailer have an upscale extension which 
generate an increasing price image or the retailer have a downscale extension that 
generate in a decreasing price image. An upscale extension means that the retailer offer 
the customer a more expensive product assortment than a downscale retailer does. The 
more expensive product assortment is the better price image the retailer have (Hamilton 
& Chernev, 2010; Ailawadi & Keller, 2004). However, price image is important to 
retailers because it influence customers to make their decision about where to purchase. 
It has been shown that the price image has an impact on the customers regarding the 
price and what they have to pay when visiting a retailer. Customers expect the price to 
be higher when visiting a retailer with a high price image as they also expect the price to 
be lower when visiting a retailer with a low price image. Additionally, customers 
choose a grocery store after lifestyle. For example, customers who seek to save money 
choose retailers with lower price image where they also expect lower service and 
quality because of the price image (Hamilton & Chernev, 2010; Shin, 2005).  
 
2.3 Loyalty to the retailer 
2.3.1 Repeat of a purchase at a specific grocery store  
 
International retailers value customer loyalty because it generates in customer 
advantages on the international market. These advantages result through a positive word 
of mouth and a constant repeat of a purchase (Thomas, 2013). Furthermore, Ibrahim and 
Najjar (2008) claim that customer loyalty generates in a re-buying behaviour and 
revisited customers which each retailer should strive towards. According to Maggioni 
(2016) customers patronize different stores when deciding regular shopping activities as 
grocery shopping. Also, Meyer-Waarden and Benavent (2006) claim that customers 
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who remain loyal to the retailer often is light shoppers, which Maggioni (2016) describe 
as customers who purchase in the same store every day or week without buying more 
than five items. Brown (2004) mean that if a retailer can have repeated purchases from 
the customer it automatically results in loyalty. Even if a customer is loyal to the store it 
is not necessary that the customer is loyal to the brand, which is an important aspect of 
the measurement of loyalty, according to Maggioni and Brown (2016; 2004). Therefore, 
the retailer need to prioritize their relationship with their customers so that they remain 
loyal to the specific store and retailer. However, Sinha & Banerjee (2004) argue that the 
store choice and the loyalty depends on the customer’s intention. If the customer need to 
make an urgent purchase, purchase large quantities or have regular purchases the loyalty 
gets influenced by the time pressure (Sinha & Banerjee, 2004).  
 
Customers who search for information before selecting a store tend to be more loyal to 
the retailer but customers who does not search for information are more open to try new 
stores (Brown, 2004). The reason of why customers choose a specific grocery retailer to 
be loyal to is founded in the self-confidence that the customer has towards the retailer’s 
quality on the product and to the service that is expected. It is in the customer’s nature 
to avoid risks that can occur if choosing a grocery store that the customer is not familiar 
with (Sinha & Banerjee, 2004). Moreover, the loyalty to the retailer can be influenced 
by the background of each customer whereas the personality and past purchase 
experiences has an impact of the customer’s choice. Nevertheless, age affects the 
customer’s loyalty. Older does not get as affected by the price as the younger customers 
does. Also, going grocery shopping is more of an interest to older customers than to 
younger customers (Sinha & Banerjee, 2004). 
 
2.3.2 Cognitive associations to the grocery store  
 
Cognitive associations has a prominent role when the retailer build a relationship with 
the customers (Meyer-Waarden and Benavent, 2006; Maggioni, 2016). Emotional 
attachment, word of mouth and own experiences are three of the most valuable keys in 
order to understand the customers associations to the retailer to develop a long-term 
loyalty and relationship (Maggioni, 2016). Customers expect retailers to build 
relationships that benefits them with good service, prices and sales and in return the 
customers will more than likely be loyal to the specific store (Gilbert, 2003). It should 
also be easy and comfortable during the grocery process and that the customers feel 
satisfied about making the right choice of products (Sinha & Banerjee, 2004).  
 
Furthermore, Armstrong et al (2012) consider the greatness of making a good 
relationship with the customers that also creates customer satisfaction. In return the 
retailer gain loyal customers that will recommend the retailer and its products. Worth 
mentioning is that one loyal customer is worth more than ten customers, because the 
retailer earn more money on one specific satisfied customer than they do on ten 
dissatisfied customers (Armstrong et al. 2012). This mean that the retailer need to aim 
high on the loyal customers and retain a good relationship with them (Armstrong et al. 
2012). According to Söderlund (2000), dissatisfied customers tend to spread out their 
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bad experiences to other customers through word of mouth, which can result in bad 
consequences for the retailer. The fact that customers often talk with other customers 
about their shopping experience could ruin the relationship bonding to the retailer as 
much as it can strengthen it (Söderlund, 2000).  
 
2.4 Trust in the retailer  
2.4.1 Trust  
 
Trust is highly valued in a relationship between the retailer and the customer, according 
to Ibrahim and Najjar (2008) who also claim that customers who purchase in a store 
more than once have trust in the store, which generates in customer loyalty. However, 
Ibrahim and Najjar (2008) points out that gaining trust from the customers is vital 
because when the customers leave the grocery store it is important that they feel 
satisfied since this create trust between a retailer and customer. Hence, trust exist 
between a customer and a retailer when one partner has confidence in the other’s 
credibility and integrity. Therefore, trust is a part that needs to exist while building a 
relationship with the customer and are because of this a very central part regarding the 
retention of customers to a specific store. According to Doney and Cannon (1997) trust 
is shown from two ways to the customer, from the physical salesperson in store and 
from the store it self. Regarding of how the physical salesperson and how this person 
generates trust derives from being service minded, to meet each customer with a good 
behavior and making it easy for the customer to chose the particular product through the 
behavior the customers requirements. Furthermore, the store provides trust through its 
employees and through word of mouth. It is the employees that set the customers 
experience of the store (Doney and Cannon, 1997).         
 
2.4.2 The financial, social and structural bonding tacitcs  
 
When using financial bonding tactics the retailer empower its customer through price 
settings which will encourage the customers to think that they save money while 
purchasing products in the store. According to Klayh (1998) and Ibrahim and Najjar 
(2008) retailers remain loyal to their customers through offering them coupons and 
membership cards that give the customers the opportunity to provide discounts in the 
store. Furthermore, this will generate in customer loyalty because the customer feel that 
the retailers get personal and invite to a relationship (Klayh, 1998). By offering the 
customer benefits like coupons and membership cards at the retailer's store it is more 
than likely that the customer will come back and use the coupons and the card more 
than once, according to Ibrahim and Najjar (2008). This means that retailers can analyze 
their customers purchases through price levels and price settings that will collect 
customer data that will result in getting to know each customer and their specific 
purchases. Through the financial perspective the retailer make the customer believe that 
the price settings are made for the specific customer through the data that they have 
collected. Therefore, the customer feels noticed and experience trust to the retailer. 
(Ibrahim & Najjar, 2008; Parasuraman, Berry & Zeithaml, 1991).  
 



  
 

10 

Through the social bonding tactics (Parasuraman, Berry & Zeithaml, 1991), or the 
emotional and physical attachment as Ibrahim and Najjar (2008) describes it, the retailer 
focus on the interaction with the customer in the store. This bonding strategy 
illuminates the importance of getting to know each customer and their particular needs 
in order to follow up when the customer are in store and after (Parasuraman, Berry & 
Zeithaml, 1991). Furthermore, the social bonding tactics focus on the influence that the 
store contribute with and this have an impact on the customers emotional feelings. 
Retailers that use customer services in the store focuses on making the visit personal for 
the customers (Parasuraman, Berry & Zeithaml, 1991). The social bonding tactic is the 
most powerful tactic when creating customer loyalty since it generates trust in the 
retailer, according to Thomas (2013) and this because it tend to carry on the 
relationship. The social bonding tactic seek to bring all the customers together to build a 
long-term advantage, according to Ibrahim and Najjar (2008), which mean that the 
retailer focuses on getting to know each customer and to segment them into different 
categories based on how often they make a purchase. By using different customer 
categories it makes it easier for the retailer to segment which customers who purchased 
more often than others and what they purchased (Ibrahim & Najjar, 2008). For a retailer 
it is vital to maintain a good approach to each customer since that will reflect in a 
trustworthiness (Parasuraman, Berry & Zeithaml, 1991).  
 
Furthermore, Parasuraman, Berry & Zeithaml (1991) explain that retailers who work to 
keep their customers satisfied and positively emotionally attached to the store use the 
structural bonding tactic or as Ibrahim and Najjar (2008) call it, psychological 
attachment bonding tactics. This tactic indicates on how well the retailer affect the five 
senses that the customer has. According to Ibrahim and Najjar (2008), the retailer can 
offer their customers different opportunities in the store that affect their psychological 
mind. For example, the retailer can offer a sample of cooked food in the store that the 
customer can taste, having music in the store or having a good merchandise decoration. 
All these things to encourage the customer to visit once again and to affect the feelings 
about the physical store and the offerings (Ibrahim & Najjar, 2008).  
 
It has been shown that retailers that work with bonding tactics improves customer 
loyalty and trust (Kotler & Armstrong, 2010). By working with the different bonding 
tactics that Ibrahim and Najjar (2008) and Parasuraman, Berry & Zeithaml (1991) 
recommend, the trust in the retailer can increase from a customer perspective. Finally, 
the retailer gets evaluated by the customers and it is the retailer that offers the most 
emotional value and the highest quality in the products that have the best influence in 
the customers attitude towards the store (Ruiz- Molina & Gil-Saura, 2008).  
 
2.4.3 Credibility  
 
Trust is a perceived credibility that occurs during personal selling (Gilbert, 2003). 
Credibility can be developed through the salesperson, the products, the company, the 
loyalty intention and in the loyalty behaviour. It is a fundamental outcome to be able to 
gain customer loyalty and a commitment to the store and the retailer. In grocery stores 
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where low-price products are offered the credibility develops when the employees helps 
the customers with the transaction and other minor enquiries (Gilbert, 2003). Sweeny 
and Swait (2008) argues that credibility emerge when a company is trustworthy of its 
products and deliver on claims about them. Also, there are two key factors that 
comprises credibility, trustworthiness and expertise. The trustworthiness aims to have a 
willingness of deliver on its promises and expertise regards the capability of deliver on 
its promises (Sweeny & Swait, 2008). 
Credibility also aim to involve reflection before acting and engaging with others as well 
as it works a competitiveness for grocery retailers since the concept involves business 
growth if the retailer is honest of its products (Thompson, 2009; Sweeny & Swait, 
2008). By being honest means that the food retailer takes responsibility of the product’s 
attributes and benefits by communicating in a trustworthy way to the customers 
(Thompson, 2009). 
 
2.5 Summary of theoretical framework  
 
The theories that has been chosen to this study aims to give the research a better 
understanding of why customers are loyal to a certain store but also how international 
retailers should adjust their business in accordance to the domestic market to generate 
customer loyalty. From the headlines there are sub concepts that through different 
angles affect the customer loyalty and therefore the whole theoretical framework has a 
common intention to provide the reader with better understanding of how loyalty affect 
the managerial and customer perspective. Moreover, the theory clarifies the aim and 
purpose of this study that in a profound way answers the research question.  
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3 Method  
3.1 Research design  
 
A research design is conducted to provide a framework for the collection and analysis 
of the data (Bryman & Bell, 2015). The framework should include aspects that are of 
importance for the research and argue for those research processes that has been chosen 
to the specific topic. Bryman & Bell (2015) also state that the research design should 
provide the research with multiple dimensions that handle and understand different 
behaviors. The research design should constitute with structure that gives guidelines for 
the chosen method (Bryman & Bell, 2015). The researcher should decide of using either 
a quantitative approach or a qualitative. Depending on what approach the researcher 
decides on entails in further decisions of what kind of research method that is going to 
be used to collect data. If using a qualitative approach the researcher need to form 
questions that are suitable for the chosen method (Bryman & Bell, 2015). The approach 
for this study has taken stand in a qualitative research design. However, since this paper 
was conducted upon a lack of knowledge within the chosen topic the qualitative 
research design had a deductive approach with an iterative strategy to ensure that the 
research enhanced the trustworthiness of the study. The trustworthiness enhances due to 
the deductive approach that aims to provide knowledge of the chosen topic that gets 
researched.  
 
3.1.1 Exploratory research  
 
An exploratory research is suitable to use if a problem in a preliminary stage has not 
been completed (Bryman & Bell, 2015). The chosen topic of the research was based on 
a founded gap from previous papers and therefore the study was appropriate to further 
explore. Bryman and Bell (2015) continues, the exploratory research can be used if an 
issue occurs but there is a lacking of data. In that case the exploratory research can be 
appropriate since it aims to gather complementary data to receive more profound 
knowledge within the subject. By that, the researcher can provide useful insights of the 
topic since the technique contributes to added data (Bryman & Bell, 2015). Therefore, 
Bryman and Bell (2015) state that an exploratory research is more suitable to use 
together with interviews and focus groups to collect empirical data. The exploratory 
research contributed with added knowledge when using interviews and focus groups as 
a strategy. Since interviews and focus groups was the foundation when gathering data, 
the exploratory research was the most suitable strategy for this study. Hence, the study 
derives its research from Sweden where the empirical investigation also takes its stand 
from.  
 
3.2 Research approach  
3.2.1 Deductive approach  
 
A deductive approach can be explained as a research method where the researcher starts 
by creating a theoretical framework, when the theory is complete an observation is 
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made to obtain a result of the study. Thus, a deductive approach often gets associated 
with a quantitative research as well as an inductive approach generally adopts a 
qualitative approach (Hyde, 2000). However, if a study is based on findings from a 
qualitative research a  deductive approach can have an important role to ensure the 
collected qualitative data, argues Hyde (2000). This research has a deductive approach 
with a qualitative research approach to gather unfamiliar data. This to provide new 
angles to the chosen topic and to create a deeper understanding of the study. Hyde 
(2000) states that this kind of approach can convince and enhance the trustworthiness of 
the gathered data to see if the theory is comparable to the answers, if not, new theory 
can be added. This study is based on a theoretical framework where aspects like 
commitment, demands, perceptions, price, experiences and values has incurred as 
fundamental within the topic loyalty. Therefore, since the research aims to create an 
understanding of how the customers’ act loyal towards a grocery store the age of the 
chosen people is important to highlight since the customer expectations perceives 
differently due to various life situations. Also, since the loyalty remains through a 
relationship with the customers it is to advantage to understand the demands from 
customers of different ages.  
 
This approach was the most appropriate strategy since the study needed to be adjusted 
during the research. Some theory was found as inadequate and some qualitative data 
that was gathered needed more depth of theory to provide the study with a more 
profound knowledge. Hyde (2000) claims that if adding theory to the original 
theoretical framework, the deductive approach becomes iterative. That means that the 
researcher have an open mindset of adding theory during the collection of qualitative 
data (Hyde, 2000). Bryman & Bell (2015) agree but points out that an iterative approach 
involves weaving theory and data forth and back during the research.The theory can 
also lose its relevance after the data has been collected which entails that the researcher 
need to change the theoretical framework to fit the gathered data (Bryman & Bell, 
2015).  
 
3.2.2 Qualitative approach  
 
A qualitative approach is a research strategy which means a general orientation to 
conduct business research (Bryman & Bell, 2015). The qualitative approach is also a 
strategy that emphasizes words before data and takes a view of the social reality by 
listening to each individual's perceptions and interpretations of a certain question. This 
research needed to fill a gap that has been found, therefore new knowledge of the 
purpose was vital to this study. Previous reseaches have been based on quantitative 
approaches and therefore it was of interest to study the topic with a qualitative 
approach. A qualitative approach entailed in different approaches from both a 
managerial and customer perspective that resulted in answers that gave a better insight 
of each individual´s social reality and their perceptions. Bryman & Bell (2015) state that 
a qualitative approach have an epistemological orientation with an interpretive strategy. 
Also, it contains an ontological orientation with a constructional point of view (Bryman 
& Bell, 2015). 
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3.3 Empirical investigation  
The semi-structured interviews with the managers of the domestic and international 
grocery stores and the focus group with the participants was held in Swedish. However, 
in the empirical investigation chapter the participants answers has been translated from 
Swedish to English.  
 
3.3.1 Semi-structured interviews  
 
A semi-structured interview is a method to collect empirical data for the chosen 
research, where the researcher before have made a plan over the sample, the topic to be 
covered and which questions to be asked during the interview. Furthermore, a semi-
structured interview refers to a context where the interviewer has multiple questions that 
are general, it therefore entails a wide range of answers from the interviewees but the 
interviewer are backed up with a wide range of questions in an interview guide to assure 
that the interview stays active (Bryman & Bell, 2015). To ensure the quality of the study 
the researcher has to know the interviewees and make sure to know their backgrounds to 
be able to bring the research forward to ensure the quality of the chosen study (Bryman 
& Bell, 2015). Semi-structured interviews was chosen to this study to be able to gather 
data from the managerial level of the grocery store’s retailer. The managers’ of different 
grocery stores derived from both domestic grocery stores and international grocery 
stores. However, the study aims to gather an understanding of how international grocery 
retailers’ adjust their product assortment on the domestic market. Therefore, the reason 
of interviewing a domestic manager were based in the interest of gathering different 
perspectives of customer loyalty to see the difference between a domestic assortment 
versus an international assortment. This to provide a more fundamental data collection 
but also to ensure that the significance and perceptions of customer loyalty were 
obtained. 
       
Using the method as a semi-structured interview generates a more easier way for the 
researcher to interview the interviewee. The semi-structured interview is based on a 
interview guide that the researcher use to be able to bring the interview forward. During 
the interview there is also room for specific follow-up questions, which is a good 
method while doing a research with open questions. Open questions mean that the 
researcher ask questions that cannot be answered by only yes or no. Instead these 
questions give the opportunity to create longer and more involved answers which later 
in the process will help when analysing the data that has been found (Bryman & Bell, 
2005). During the interview the researcher follow the interview guide but are also 
allowed to include new questions that are not included from the beginning. 
Nevertheless, this method gives the opportunity to pick up answers that seems valuable 
for the research according to the old and new questions that have been asked (Bryman 
& Bell, 2015). The interviews to this study ensured that all needed data was gathered 
from the grocery retailers but it was also a suitable interview method since new 
questions could occur during the interview. That lead to even deeper insight of the topic 
whereas the interviewee got the possibility to answer more profoundly. Also, to ensure 
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that the interview stuck to the actual topic the interview guide was a necessary tool to be 
able to bring the interview forward.  
 
The interview with the manager of the domestic and international grocery store was 
held in their separate conference rooms. The reason was to provide them with a 
comfortable and safe environment to generate deep answers on the questions. The 
managers’ were both comfortable and appreciated to be in their familiar office. Before 
the interview they needed to accept of being recorded which both agreed on. During the 
interview the questions came natural and the managers’ did not have any problem with 
understanding the purpose of the questions. The estimated time for the interview was 
approximately 30 minutes each. To facilitate for the interviewee there was only one who 
asked the questions whereas the other one took notes and assured that all questions were 
asked.  
 
3.3.2 Focus groups  
 
A focus group includes multiple participants and the interviewer emphasize a certain 
theme or topic that the participants discuss about (Bryman & Bell, 2015). However, in a 
focus group the interviewer is called a moderator and aims to guide the focus group 
without any intrusion (Bryman & Bell, 2015). Moreover, a focus group should contain 
at least four participants but the most ultimate number of a focus group are between six 
to ten people  (Bryman & Bell, 2015; Greenbaum, 1998). The group should have a 
certain knowledge of experience of the topic to be able to have a participation of the 
discussion. The reason of using focus group as a strategy to collect data is founded in an 
interest where the moderator wants to see how the participants discuss a certain issue as 
a group (Bryman & Bell, 2015).  
 
Additionally, a focus group is a technique to see why people feel the way they do and 
that gives the moderator a better understanding of the topic (Bryman & Bell, 2015). In a 
focus group the moderator gives the group the opportunity to probe each other’s reasons 
of a specific situation. Moreover, a focus group entails that the group can add or modify 
their original feelings about a certain topic and sometimes a focus group can give the 
participants a new point of view of the discussed topic (Bryman & Bell, 2015). 
However, Greenbaum (1998) argues that a focus group is not the most essential 
qualitative research technique if the researcher is to explored within the subject. It is 
vital that the researcher gain new knowledge from the chosen technique (Greenbaum, 
1998).  
 
Certain issues that participants in the focus group deem to be important can be brought 
to the surface since the moderator does not lead the interview in the same way as in an 
individual interview (Bryman & Bell, 2015).When having a focus group it is crucial that 
the moderator gives the participants space for discussion but reacts on and intervene on 
comments that can be of interest to the research (Bryman & Bell, 2015). That leads to 
more specific answers where the moderator get detailed and realistic thoughts of what 
people think (Bryman & Bell, 2015). Focus groups can be used to get detailed 
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information of the participants feelings and attitudes towards certain product selections, 
store designs or services which enables the moderator to evaluate the customers 
attitudes towards a specific retailer (Greenbaum, 1998). 
 
3.3.2.1 Test focus group  
 
Before having the actual focus group a test-focus group was held. This to ensure that the 
knowledge of the topic was adequate and to guarantee that the moderator acted 
according to the recommended guidelines. The test- focus group contained a group of 
five with three females and two males. Also, the participants were all students with their 
own household and therefore relevant for the topic.  
 

When having a test-focus group the moderators of the study got a perception of how the 
participants reacted on the questions and themes that lead to improvements of the ones 
that was inexplicit and then implemented to the actual focus group. Having a test- focus 
group also ensured focus group as the choice of strategy when collecting data since it 
revealed that the moderators received new knowledge of the subject. During the test-
focus group there was one moderator and the other one made sure to take notes, that the 
correct questions were ask in the same time as the discussions were recorded. This was 
made to ensure that the one that acted moderator was comfortable in the role for the 
future focus group. This resulted in changing the moderator due to insecurity but also 
that the other one felt more motivated of being a moderator instead of taking notes.  
 
3.3.2.2 Conduction the actual focus group  
 
The focus group was chosen for the research to gather data from a grocery store’s 
customers. Through the operationalization that have been used during the focus group 
themes and questions were useful to make sure that the purpose got fulfilled and that the 
research received a customer perspective from both Swedish and international grocery 
stores. Bryman & Bell (2015) argues that when the focus group starts it is valuable to 
notice who gives expressions for certain opinions. If it is only one or two participants 
that lead the discussion it is important to observe that pattern. It is also important to 
observe whether the whole group agrees on certain opinions or if one of a few people in 
silence opposites the opinions. The moderator is also interested of what people say and 
how they say it since the parlance reflects the honest opinion. When the moderator feels 
that the focus group repeats the opinions and starts to attain a saturation of the topic the 
focus group can be ended (Bryman & Bell, 2015). By asking questions, showing 
pictures, giving examples and involving the participants in different scenarios the 
participants were easier set into the right mode to understand what a domestic versus an 
international retailer was and how their product assortment differentiates. When having 
a focus group it is important to have a recorder because it would be inappropriate to 
interrupt an ongoing discussion to take notes (Greenbaum, 1998). Therefore, a recorder 
would be a useful tool to make sure that everything that is being said gets noted 
(Bryman & Bell, 2015). The participants for this focus group did not know each other 
from the beginning. However, the climate during the focus group invited the 
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participants to be open minded and to say what they thought straight out. Before the 
focus group started the moderator asked the participants if they accepted being 
recorded, all gave their permission. Also, the moderator told the participants what the 
purpose of the study was and that it was important that they tried to be open to discuss 
and share thoughts. During the focus group the participants were given pictures with 
illustrations of domestic products and international products to gain a better 
understanding of how to think when comparing different brands of the same products 
and then reflect of how that affect their choice (see appendix 3). It was a successful 
strategic move that expanded the participants view of brands, products and grocery 
stores which resulted in profound answers. The focus group took approximately 1 ½ 
hour and to keep the participants alert the moderators provided the participants with 
coffee, water and biscuits. Moreover, since the test- focus group revealed that it would 
be better to change moderator the positions were switched. Look at the course of action 
in appendix 2. 
 
3.3.3 Sampling  
 
When conducting qualitative interviews a sample of how the interviewees was chosen 
and how the process was structured are of interest for the research (Bryman & Bell, 
2015). By limiting the geographic area to a more concentrated location makes it easier 
for the interviewees to have the possibility of attending the interviews. Finally, by 
limiting the amount of people who works in the same industry ensures that the research 
does not receive an unevenly sampling (Bryman & Bell, 2015).  
 
3.3.3.1 Convenience sampling – Snowball sampling  
 
A convenience sampling comprises a strategy where the people that are relevant for the 
study gets chosen from availability (Bryman & Bell, 2015). The point of departure of 
the paper was to choose leaders from a managerial level, from both domestic and 
international grocery stores, and therefore the geographical area was narrowed down to 
a local position. This to have the possibility of being flexible and to facilitate for the 
managers but also because it was the purpose of this study. Moreover, to have specific 
ages when conducting semi-structured interviews was not of interest since the 
fundamental requirement was to find a manager that could give the research another 
point of view to the topic. Bryman & Bell (2015) mean that the researcher chose the 
interviewees/participants that are close to hand and easily accessible for the researcher. 
However, a type of convenience sampling can also be called as a snowball sampling or 
a chain sampling. The researcher then gets in contact with a smaller amount of 
participants that can generate further contact with other people that are of interest for the 
study and the themes. Therefore, the research method of a snowball sampling is an 
appropriate strategy when doing a qualitative research. However, it is to advantage to 
mention that a snowball sampling can only be generalized by the population where the 
empirical data collection has been collected from.  
 
To prevent that a sample to a research becomes skew the researchers need to assure that 
the participants have different point of views and perspectives to reflect the population 
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in the most fair way. Thus, it is important to be cautious when doing assumptions and to 
be clear when it regards the participants age, professional title and gender to assure that 
the research receives a trustworthy result (Bryman & Bell, 2015). The sample of the 
focus group was chosen from three demands: gender, age and lifestyle. Moreover, the 
participants were chosen from a local position and that was an important requirement to 
prevent an uneven sampling. During the focus group the researchers involved following 
participant’s: (Woman, age 22, student), (Man, age 27, newly graduated and manager at 
a accounting company), (Woman, age 45, vice president bank), (Man, age 46, 
entrepreneur and owner of businesses) and (Woman, age 53, publisher). The sample 
helped the research to obtain perspectives from different point of views where factors 
such as, salary, lifestyle, age, gender, industries and work positions had an impact. Also, 
for this research it was crucial that every participant had their own home and economy 
because of the ability to purchase daily or weekly to an household. Therefore, the age 
limitation was not of interest since the fundamental requirement was that the 
participants should have their own household.  
 
3.3.4 Operationalization  
 
An operationalization is used to describe a certain approach when researching a specific 
topic (Bryman & Bell, 2015). When designing an operationalization the researcher 
divide the theory in different topics, this to create a measurement to a specific concept. 
These measurements becomes indicators that makes it easier to understand the data 
collection (Bryman & Bell, 2015). When conducting the semi-structured interview and 
the focus group an operationalization of the theoretical framework facilitated when 
forming questions. The operationalization is formed with main topic, sub concept, 
theory and questions. This ensured that the formed questions derived from the theory.  
See appendix 1.  
 
3.3.4.1 Form questions  
 
When forming questions to a semi-structured interview or a focus group it is vital to ask 
questions that can generate in detailed answers and where the interviewees/participants 
can answer with its own words (Bryman & Bell, 2015). These questions is called open 
questions and aims to obtain answers that can lead to unusual or unpredicted answers 
that the interviewer could not imagine before. Open questions is also suitable for an 
unexplored topic where the knowledge is inadequate for the researcher. However, open 
questions are also more time consuming and demands more from the participants but 
generates in more insights which enriches the research (Bryman & Bell, 2015). It was 
important that the questions was formed in an open way since this research aimed to 
gain a better understanding of the chosen topic, therefore other alternatives of formation 
of questions was deselected. See appendix 1.  
 
There are different ways to form questions and it could start with introductory 
questions, such as “ How did you come to visit…?” or “ Have you ever…?. 
Furthermore, the introductory question can lead to a follow-up question where the 
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researcher asks the interviewee/participant to deepen its answer with questions like, 
“Can you tell me a little bit more about that?” or “What do you mean with…?”. Also, 
the researcher can ask the interviewee/participant to give more precise answers by 
asking questions in terms of, “What did you do then?” or “How did X react when you 
said that?”. To receive more indirect answers the researcher can approach the 
interviewee/participant with an indirect question, for example, “ What kind of opinions 
you you have at your work regarding…?” and the follow up with, “ Do you share this 
perception?”. When the researcher feels that the interviewee/participant has been given 
detailed answers he/she can change the topic by saying, “ I would like to change the 
topic to…” (Bryman & Bell, 2015, p.490).  See appendix 1.  
 
3.3.4.2 Conductiong an interview guide  
 
An interview guide is a short memory list that the researcher use to assure that all the 
fields of the topics gets covered during the interview (Bryman & Bell, 2015). The 
interview guide also gives the researcher the possibility to gain information about the 
interviewees/participants perceptions of the world and their life. Also, to gain 
trustworthiness the researcher can submit the interview guide for those who are 
interested. Moreover, the interview guide gives the researcher an insight of how the 
interviewees/participants interpret their social reality and how they comment or take a 
stand to the question (Bryman & Bell, 2015). The interview guide was useful both 
during the focus group and the semi-structured interview. It ensured that the same kind 
of questions were held during the semi-structured interviews that also guaranteed that 
both managers had the possibility of answering on the exact same questions.   
 
Also, when creating an interview guide it is important to have the themes in order, that 
entails that the questions follows in a more natural sequence (Bryman & Bell, 2015). 
However, the interview might take another order than the interview guide is conducted. 
In that case, the interview guide should be prepared for those kind of turns. The 
interview guide should also be conducted in a way that makes the answers to the 
questions easy to understand but the questions should not be prepared in a way that 
leads the interviewee/participant to a specific answer (Bryman & Bell, 2015). When 
forming questions to the operationalization and the interview guide it was important to 
ensure that the questions had a qualitative approach that resulted in open and profound 
answers from the interviewees in the semi-structured interview and the participants of 
the focus group. The research was divided in themes, this to guarantee that everything 
got answered but also to make the future work of analysis more understandable. Also, 
the questions in the operationalization was founded in the questions that were asked to 
the managers of the domestic and international grocery stores. See appendix 2.  
 
Furthermore, taking notes about the participants age, gender and name makes it easier to 
put the questions into a better context since that reflects how the interviewee/participant 
answers (Bryman & Bell, 2015). Taking notes of the participants age in the focus group 
was highly important to this study since their perceptions of different grocery stores 
could affect the answers and the result.The age could also affect the outcome of the 
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study which made it crucial to notice what each participant of a certain age stated during 
the focus group. To receive an even better understanding of the participant’s 
background the moderator could get acquaint with the participant’s environment. For 
example, the participants working place or where he/she lives and engages in different 
activities. That would entail in a better understanding of the participants answers and it 
would also result in a better interpretation from the moderator (Bryman & Bell, 2015).  
 
3.3.5 Ethical aspects  
 
When working with a research it is important to have the ethical aspects in 
consideration during a research which mean that everyone involved in the study should 
be treated with respect according to Bryman and Bell (2015). By adapting to the ethical 
rules such as the usage requirement, the information requirement, the confidentiality 
requirement, the consent requirement and the false speculation the researchers can make 
sure that they have been used all ethical aspects that are necessary during a research 
(Bryman & Bell, 2015) 
 
The usage requirement is based on the material that have been collected for the research 
and will be used for the purpose of the research. The information requirement is based 
on that every participant involved are well aware of the purpose of the research which 
the participants have been participated in. Furthermore, the confidentiality requirement 
claim that everything said during the collection of data will remain confidential and that 
the participants are free to be anonymous during the research. Next ethical aspect are 
the consent requirement that indicates on each of the participants are granted and have 
the right to discontinue the participation if desired while also having the right to consent 
their participation of the research. Finally, the false speculation state that there in no 
way are allowed to counterfield information to the participants about the research 
(Bryman & Bell, 2015).  
 
According to Bryman and Bell (2015) it is the researcher's responsibility to act ethical 
to all the involved participants during the research. Furthermore, it is ethical right to 
have the acceptance from each participant when taking notes and record the interviews. 
The researchers are also ethical forced to offer anonymously to each participants and to 
specifically explain the purpose of the studie before starting the empirical investigation 
(Bryman & Bell, 2015). Before the focus group was started the participants were 
notified that they got recorded. If they did not want to get recorded the recording would 
stop but everyone gave their approval. Additionally, before the focus group started the 
participants was assured of their animosity and that they would become anonymous 
during the whole research. The same rules and principals were given to the interviewees 
when the semi-structured interviews was held.  
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3.4 Research quality  
3.4.1 Trustworthyness  
 
Trustworthiness is a measurement to establish and assessing the quality of the 
qualitative research and includes of four criterias; credibility, transferability, 
dependability and confirmability (Bryman & Bell, 2015).  
 
Credibility: The credibility aims to analyse how the participants/interviewees have 
answered in accordance to the social reality and how their answers either agrees or 
contradicts to each other (Bryman & Bell, 2015). Each participant/interviewee have 
their own point of view of what the social reality looks like and how it gets perceived 
but it is the researcher's responsibility to analyze to what extent the social reality is 
credible or not (Bryman & Bell, 2015). To assure that the research’s result includes a 
credibility entails that the researcher has done the research in line with those criterias 
and rules that follows. The results of the research should for example be reported for 
those who are participants/interviewees of the social reality (Bryman & Bell, 2015). 
 
Transferability: In a qualitative research the researcher aims to find a depth in the 
selected subject which includes a smaller group that represents the social reality. 
However, if the results of the study does not match future situations of the social reality 
the research does not achieve any transferability (Bryman & Bell, 2015).  
 
Dependability: This concept is equivalent to reliability and seek to have a more 
exploratory approach. Moreover, dependability ensures that the research includes all the 
phases of the research process that creates a complete account. Additionally, colleagues 
can act as examiners to ensure that the theoretical conclusions are eligible (Bryman & 
Bell, 2015).  
 
Confirmability: To be able to strengthen and confirm the research means that the 
researcher understands that the results cannot reflect the social research with a complete 
objectivity but that the researcher has been acting in good faith during the research. 
Furthermore, the research should not contain any personal reflections that can have an 
impact on the study. (Bryman & Bell, 2015).  
 
3.4.2 Analysis of collected data  
 
Data reduction comprises the raw collected data and is especially important to prioritize 
when having a qualitative approach since the data of the empirical investigation often 
becomes redundant. Therefore, it is crucial to gather the relevant data that has the 
highest value to the study (Gillham, 2005). When gathering data to this research the 
empirical investigation became over-whelming with a lot of information from both the 
semi-structured interviews as well as from the participants of the focus group. Since the 
study has a deductive approach the theoretical framework contains: loyalty to the store 
brand, reasons that affect the choice of retailer, loyalty to the retailer and trust in the 
retailer. From the theoretical framework the collected empirical data that were related to 
the theory was chosen to the research. As Gillham (2005) states, the raw data that has 
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value to the study should be placed into the different concepts. This is what this 
research based its collected data upon and were placed in the sub concepts that derives 
from the headlines of the theory. The sub concepts of the theoretical framework are: 
associations to the store brand, perceptions of the store brand, creating long-term 
commitment to the store brand, assortment, price level, price image, repeat of a 
purchase at a specific grocery store, cognitive associations to the grocery store, trust, 
financial-social- and structural bonding tactics and credibility. All of these sub concepts 
were analyzed with the empirical data collection that had valuable information to the 
study.  
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4 Empirical investigation 
To facilitate further reading the age of the participants in the focus group are 
mentioned accordingly; (22), (27), (45), (46), (53). Also, to ensure that the anonymity of 
the participants maintains secret, names has been removed and placed with; female and 
male. This because made up names could represent the participants in a wrongfully 
way, therefore, only gender and age are mentioned.    
  
4.1 Loyalty to the store brand  
4.1.1 Associations to the store brand  
 
Managerial perspective  
 
The manager of the domestic grocery store claims that they want their customers to 
expect a product assortment that is appealing with fresh products and helpful employees 
that facilitates for the customers in store so they find the products that they are looking 
for. Furthermore, the manager of the international grocery store indicates that the 
customers who are visiting the store will experience a clean and fresh store where they 
can find the products that they are looking for. Unfortunately the international grocery 
store have a restricted product assortment which discerns from well known domestic 
grocery stores. 
 
Customer perspective  
 
The expectations when visiting a grocery store is that the store maintain a high service 
and good quality on the products whereas there should be a wide range of products, 
argues male (46). Female (22) says that, by having a grocery store that is easy 
accessible with a thoughtful layout where the products are well organized with a lot of 
thought behind the whole structure is desirable. Female (53) expects that all familiar 
brands that she is used of buying and that the grocery store should be clean and contain 
fresh products. However, when visiting a grocery store that is internationally adjusted 
the perceptions varies as male (27) expect an international grocery store to have 
different products of special brands. Female (45) has perceptions of an international 
grocery store to be cheaper. 
 
4.1.2 Preceptions of the store brand  
 
Managerial perspective  
 
The manager of the international grocery store explains that the store cannot adjust its’ 
product assortment without an acceptance from the headquarter, which means that all 
the international grocery stores have the same assortment on the domestic market. 
However, the customers can request products that they want to purchase and if many 
customers asks for the same type of products it is possible that the grocery store can 
change the assortment. Regarding the customer loyalty to the store both the manager of 
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the domestic and international grocery stores claim that constantly update the product 
assortment after what the customers requires is important for the loyalty. The manager 
of the international grocery store means that they win loyalty through a clean and fresh 
store, helpful employees and short check out queues because they cannot offer a larger 
domestic product assortment.  
 
Customer perspective  
 
The loyalty to an international grocery store is hard to maintain since female (53) states 
that she only do her grocery shopping in one domestic grocery store because it is easier 
to find and therefore she becomes loyal to that store. If she wants to find specific 
products from a certain origin then it is possible to go to an international grocery store, 
otherwise no. Female (45) argues that it is possible to go to an international grocery 
store if she should buy products from a specific country. If there is not any requirement 
of buying products of a different origin then she will go to a domestic grocery store. 
Male (46) points out that it is hard to define loyalty to an international grocery store and 
that loyalty in general is hard to comment on. However, the experience, how he gets 
treated and met affects the loyalty in a grocery store. Therefore, it is not the store that 
obtains the loyalty, it is the experience that the customer receive from it. Male (27) 
defines loyalty as something that is inherited because he tend to do the grocery 
shopping in the same store as his parents. Thus, the loyalty is not connected to an 
international grocery store because it did not exist when he was young. Grocery stores 
gets chosen due to routine and location that leads to a revisiting, in that extent, loyalty 
can be built. 
 
4.1.3 Creating long-term commitment to the store brand  
 
Managerial perspective  
 
Customers who revisit a store are satisfied when leaving because they were noticed and 
well-treated by the employees, states the manager of the domestic grocery store. 
Furthermore, the manager of the international grocery store explains that they put a lot 
of effort in advertisements and to remain a high quality of each product. Also, the 
international grocery store have panels that test each product that very often wins 
awards for the best product and price in many competitions which the international 
grocery store hope will result in re-coming customers. The manager of the international 
grocery store indicates that the store is more adjusted to the domestic market which 
hopefully will generate in increased customer loyalty.  
 
Regarding the customer loyalty to the domestic retailers the manager of the domestic 
grocery store states that the customers still chose the domestic store before an 
international store and that the domestic store stands stronger than the international 
store. For the international grocery store the manager claims that it is a fight to maintain 
the same loyalty as the customers have to the domestic grocery store. Therefore, the 
international grocery store want the customers to purchase once in the store, that 
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hopefully will change the customers mind about the store. If a customer experiences a 
good visit they will likely talk about it with other potential customers which will 
generate in new customers for the international store, according to the international 
manager. Moreover, the manager of the international grocery store means that their 
brand and store are growing bigger on the domestic market for each year and that they 
are growing bigger than other domestic stores. This also mean that the customers would 
be more positive about trying the international grocery store, according to the 
international manager.  
 
Customer perspective  
 
The location and that the grocery store should be near is something that females (22, 45) 
and male (27) agree on because it takes time to do grocery shopping. If going to a new 
grocery store it takes more time to find all the products and therefore the advantage of 
finding in a store results in a revisit. Male (46) revisit a store due to the store’s pattern 
that means that he is registered in the grocery store’s system where they know what he 
purchases and receives offers from a product that he purchase a lot of. Loyalty to a 
specific store makes he revisit because he prefer that store above others since he receive 
offers that he saves money on. It is a good strategy to build customer loyalty. The habit 
of always returning to a specific grocery store makes them choose that store, says 
females (45, 53, 22) and male (46). Male (27) have a more open mind of changing 
grocery stores and believes that it is fun and exciting to visit new ones. Female (45) and 
female (53) revisit a grocery store if they know that it offers required products. They do 
not return to a specific grocery store to maintain any kind of status but it could be from 
inherited reasoning. Male (27) argues that he, in this current state, could return to a store 
if the price is lower than other stores and that the price is more important than the social 
status.  
 
4.2 Reasons that affect the choice of retailer  
4.2.1 Assortment  
 
Managerial perspective  
 
The manager of the domestic grocery store indicates that they have a product assortment 
that satisfies their customers demands. It is known because their customers often gives 
positive feedback about their wide range of products. Furthermore, the manager of the 
domestic grocery store explains that they order products that is controlled by the 
headquarter but that they also can order products by themselves and that they focuses on 
buying domestic products before international. Even if they offer a narrow assortment 
of international products they do not feel that customers buy more of these products 
than they do with the domestic ones. From the beginning the international grocery store 
offered a narrow range of domestic products but after getting to know the domestic 
market better they now offer both domestic and international products in their 
assortment. Customers have different demands in different countries and therefore, the 
store need to adjust their product assortment so it fit the customers requirements. In the 
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beginning of their expansion they only offered 12 items of domestic meat and now they 
offer 70 items.  
 
Furthermore, the manager of the international grocery store states that their international 
grocery store have adjusted their business to fit the domestic market and to the domestic 
requirements. Moreover, the international grocery store have stores internationally and 
therefore they in general have a strong brand and trustworthy products that sells all over 
the world. Another factor according to the manager of the international grocery store is 
that their own products generates a good quality that last, even if it cost less than other 
stores products. Also, the international grocery store indicates that they sell a narrow 
range of each product, one or two well known brand and their own brand, were all of 
them cost less than they do in other grocery stores and still remain the same quality. 
 
Customer perspective  
 
The expectations of a product assortment should contain a wide spread of products with 
a variation of brands, states female (53). It should not only be domestic products 
because a wide product assortment of only domestic products only confuses more than 
it facilitates the grocery shopping. Male (27) argues that a product assortment should 
have a local connection that means a lot and gives a good feeling of the store in general. 
The conviction of choosing an international product before a domestic product depends 
on the product category and its origin, female (45). It is easier to buy international 
products from the country that it originally derives from. As a customer she has 
expectations of buying products that has been produced from the specific country that 
made it originally, female (45).  
 
The reasons that do not convinces to buy an international product before a domestic 
product depend on the knowledge of the domestic country, states male (27). He believes 
that he know that a domestic product is produced in a right way and that the process has 
followed the laws and restrictions that the domestic country is built upon, male (27). 
That knowledge is not as big when buying international products and therefore he 
choose a domestic product before an international one. Although, it does not mean that 
international products are bad or are produced from bad conditions, they can be as good 
as domestic products, but the reason of why domestic products are preferred can be 
based on a feeling that you grew up with and inherited, males (27, 46). Female (53) 
means that domestic products does not have to be better than international products but 
that the domestic products has a quality label that it more trustworthy. Unknown brands 
do not have that quality label in the same way. Male (46) argues that when comparing a 
domestic product with an international product he choose the one that he has tried 
before, which is the domestic one. Also female (22) and female (53) agree on that 
rumors and history affects, especially if some countries have a bad reputation of how 
they handle the meat production. That entails that they as customers choose the 
domestic product since they have a better knowledge of how the conditions are. 
The decision when choosing the same product but from an international brand is not an 
option for female (45). She would have bought a product from a domestic brand 
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because she believes that international brands look cheaper, the name could affect as 
well as the quality of the product. Moreover, products of international brands tend to 
look mass produced which is not any indication of quality. Products of domestic brands 
look cleaner and have a more thoughtful design, which enhance the quality approach. 
Female (22) does not really care about the brands but if she were going to consume 
something to fulfill her needs then she would take the cheapest product but if she is 
going to purchase something to eat/drink with pleasure then she would choose the 
domestic product. Male (46) would choose the product of a domestic brand because it 
has been tested before and therefore he knows what he can expect from the product. 
Female (45) also states that it depends on the economy that each individual has and that 
it could affect the choice of product. Another aspect that is important is that the label 
should have the domestic country’s language if there should be any possibility of 
choosing a product of an international brand before a product of a domestic brand. The 
local aspect also has an impact when choosing products. A product that has not been 
transported as far is preferable, female (45).  
 
4.2.2 Price level  
 
Managerial perspective  
 
The manager of the domestic grocery store thinks that when setting a higher price on the 
same product as other stores sell for a lower price affects customers because they have 
different price perceptions about products. Many customers think about the price and 
chose store after price or product assortment, as they also analyze about how the 
employees in the store treat them, according to the manager of the domestic grocery 
store. Furthermore, the domestic manager means that there are three important aspects 
that matters; price, product assortment and customer treatment. Additionally, the 
manager of the international grocery store sell products for lower prices than other 
competitors does, which also can affect how the customers perceive a store. This is their 
core concept, to be cheap but deliver products of high quality. The manager means that 
customers are more than enlightened about price levels and how to purchase to earn 
money.  
 
Customer perspective  
 
When the price on the same product has different price levels in different grocery stores 
the choice of grocery store does not affects as much, according male (46), female (45) 
and female (53). This because the time is an obstacle and they do not have the time to 
search for the cheapest product in different grocery stores. Females (22, 45, 53) and 
males (27, 46) choose the product of the higher price because they believe that they 
receive better quality and a better taste. Female (45), male (46) and male (27) argue that 
products of low price make them believe that those are commodities and when doing 
grocery shopping they want to obtain a personal feeling of quality which makes them 
willing to buy more. Male (27) also points out that quality is different from person to 
person, therefore it is to advantage that there are a variation of products in different 
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price levels. Female (22) points out that she would react if an international grocery store 
with low prices suddenly sells a product of a higher price than a domestic grocery store 
with generally higher prices. Hence, if she is loyal to a domestic grocery store she 
would choose that although that international grocery stores have a lower price level on 
its products, female (53). Also, male (46) believes that he easier can accept failures that 
a domestic grocery store causes than if an international grocery store would make any 
failures. This is based on the loyalty that is higher towards the domestic grocery stores 
and that entails that it is more tolerable to pay a higher price for a special product, male 
(46), females (45, 53). Male (27) also states that is it not a remarkable way of thinking 
since the market and society has taught him to think that high-priced products delivers 
better quality than low-priced products.  
 
4.2.3 Price Image  
 
Managerial perspective  
 
The manager of the domestic grocery store states that there is a problem when 
customers compare the price level and price image of different grocery stores. 
Customers tend to believe and judge that the bigger a grocery store is the cheaper it 
perceives but that is not always the truth since a small grocery store also can have low 
prices. On the contrary, the manager of the international grocery store argues that their 
customers know that they have low priced products and that customers notice the 
difference in price when paying a lot less for the amount of items. Many of their 
customers compare the price between different grocery stores and are more than 
satisfied when purchasing in the international grocery store because it is cheaper. 
However, the manager of the international grocery store states that they do not offer 
everything in their product assortment but the products that they offer are cheaper than 
other grocery stores.  
 
Furthermore, the products that have a good volume and are profitable are the products 
that they want the customers to buy, says the manager of the domestic grocery store. 
The domestic grocery store do not earn as much money as they do on high priced 
products and therefore, it is vital to expose those products so the customer chose to buy 
those before the low priced products. The manager of the international grocery store 
focuses on exposing the products that are in the weekly advertisements so it can be easy 
for the customer to find it. When always having the weekly offers in stock and exposed 
the manager of the international store believes that customers will see this as an attempt 
of gaining customer loyalty. Finally, with the strategy that the manager of the 
international grocery store have will hopefully give an expression of being reliable and 
honest.  
 
Customer perspective  
 
Male (27) means that the price image of a grocery store affects the choice and that the 
grocery store with the lowest prices is the one that he choose. This depends on the 
economy that is limited due to being a student, however when the economy gets better 
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the quality will be more prioritized than the price. Also, the general price image of a 
large grocery store indicates that he expects lower prices. Females (45, 22) could visit a 
new store with a low price image if they knew that the all products required is available 
in the store but that they cannot expect that the grocery stores with low prices to have all 
products in store. Male (46) states that small grocery stores have more products that are 
half priced and then he save money when choosing that store. Though, it is more likely 
that he buys more that he intended to so maybe he does not save money after all.  
 
Grocery stores with high prices gets related in a different way than a grocery store with 
low prices whereas female (53) states that the grocery stores with low prices have 
products with less quality than grocery stores with high prices. Females (45, 53, 22) 
mean that international grocery stores with low prices becomes more skeptical since 
they have products in multipacks and have more of an inventory feeling. Grocery stores 
with high prices have less products but with better quality and that the products are 
more locally produced. Males (27, 46) and females (53, 45) does not expect that a 
grocery store with low prices have a delicacy counter while female (22) feels that 
grocery stores with low prices are colder and more bare but that grocery stores of high 
prices have a more thoughtful layout. Grocery stores with high prices tend to offer a 
better service and that is what they expect when entering that kind of store, argues male 
(46), females (53, 45). That is not something that they expect from a grocery store with 
low prices, male (46). 
 
4.3 Loyalty to the retailer  
4.3.1 Repeat of the purchase at a specific grocery store  
 
Managerial perspective 
 
The manager of the domestic grocery store argues that the customers does light 
shopping in their store whereas the manager of the international grocery store consider 
the customers to purchase weekly. Furthermore, the manager of the domestic grocery 
store means that the purpose of their store is to have all those products that contains 
light shopping. Although, customers who purchase in the domestic grocery store also do 
weekly purchases but that the intention of the store is to obtain all products that are 
requested from the customers and that it entails both light shopping and weekly 
shopping. The international grocery store the manager states that customers tend to 
purchase in large volumes in the store and therefore the perception of the customers 
intention when arriving to the store are to purchase in large scales rather than light 
shopping.  
 
Both the domestic and the international grocery store prioritize to create emotional 
bonds to their customers. The manager of the domestic grocery store states that they 
work with a register that gathers all the customers, which means that the customers who 
purchase in the store have benefits that others do not have, a so called membership. 
Benefits that customers could receive are samples/products for free, coupons, or 
discounts through the membership. The international store also work with the 
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relationships in store through their employees but they do not offer any memberships. 
According to the manager of the international grocery store they offer a clean and fresh 
store, good customer treatment, short check out queues, low prices and high quality as 
they also see as the most important factors when convincing a customer to be a 
recoming customer.  
 
Customer perspective 
 
Male (46) and female (53) state that the location has an impact when doing light 
shopping or weekly shopping. It should be easy to do light shopping and that it affects 
the choice of store. When doing light shopping both the male (46) and the female (53) 
choose a small store since that makes it faster to do all the purchases because of the size 
of the store. However, female (22) and male (46) argues that it is possible to travel 
further since the weekly shopping is a more planned process when it regards the time 
but when doing light shopping there is not any appointed time that is planned in the 
daily schedule. 
 
Female (53) means that it is hard to change from the grocery retailer that she is used to 
do the purchases in, although, she have tried. She has always returned to the original 
grocery retailer due to the familiarity and the knowledge of the store. It depends on the 
lack of conviction from others that has recommended another grocery retailer to 
purchase in. It is the comfort that the original grocery store provides that enhance the 
loyalty towards that store. Although, she is eager to try a grocery retailer that has a 
concept with a new angle that totally differ from other grocery stores and that can also 
be a reason to change from the original grocery store. However, when grocery stores 
have similar concepts it is not convincing enough to break the loyalty that she has 
towards a specific grocery retailer. Moreover, male (27) states that it could be fun and 
exciting to try a new grocery retailer since he cannot find the products in the original 
grocery store that he usually does grocery shopping in. Therefore, he does not mind to 
take some extra time to try an unknown grocery retailer.  
 
Female (45) has changed from a original grocery retailer once due to better parking lots, 
that there are less people in the grocery store, it is more clean and better structured. She 
changed store because she heard from others that another store is better than the one she 
usually did grocery shopping in. However, it is easy to be irritated when the familiar 
brands does not exist in the new store and that can be a reason of returning to the old 
grocery retailer because of the knowledge that those brands exists in that store. 
Moreover, products that surpass the expectations can increase the loyalty considerably 
to the new store. 
 
Finally, all participants agreed on choosing a domestic grocery store before an 
international grocery store even though the international grocery store is closer located 
than the domestic one. It is the quality of the products that has an impact and if there is 
not any knowledge of the international grocery store’s brands then the experience, 
loyalty and trust are hard to gain.  
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4.3.2 Cognitive associations to the grocery store  
 
Managerial perspective 
 
The domestic and international managers both claim that they want to satisfy their 
customers in store so that they will come back because of their good experience from 
the store. Also, the manager of the international grocery store states that they have an 
organic and environmental thinking which the grocery retailer hope that the customers 
will have in mind when visiting. At the same time the store won the title as “the most 
organic and greenest store in Europe” which the manager hope that the customers 
associate to the store and its’ brand.  
 
Customer perspective 
 
To gain specific associations to the grocery store the males (46, 27) require that the 
grocery store should have employees who responds the customers with a good attitude, 
that sees the customers needs and make the customers feel important. The female (53) 
means that it could be hard for a big grocery store to maintain emotional associations 
that has an impact on the customer but if it is doable then it makes the customers to feel 
seen and unique. However, she states that might only be possible in small grocery 
stores. 
 
Males (46, 27) and females (22, 45) agree on the importance of the professionalism of 
the employees and that it creates an emotional association to the grocery store. The 
females (45, 53) also point out that word-of-mouth can affect the feelings and the 
emotional associations to a grocery store because if one person that is familiar and 
trusted recommends a store it entails in emotional associations. However, it is vital that 
the feeling that has been experienced from the one that recommended the grocery store 
gets perceived in the same way to the customer who tries it, otherwise they would not 
return to the store. Male (27) agrees on the females’ statements but adds that if there has 
been rumors of a grocery store in a negative sense it could generate that he does not 
even give the store a chance of gaining own perceptions. Female (22) agrees and adds 
that she has more preconceptions of international grocery stores than to domestic 
grocery stores. The reactions and actions when disliking a grocery store can entail that 
you deliberately refrains the grocery store and that could lead to bad gossip about the 
store, says female (53). If the hygiene, the employees or the food is bad it could be 
reasons of creating a disliking which leads to a disappointment of the grocery store, 
states female (53), female (45) and male (27).  
 
4.4 Trust in the retailer  
4.4.1 Trust  
 
Managerial perspective 
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Regarding of how the stores work to gain trustworthiness from the customers the 
manager of the domestic grocery store means that it is all about listening to the 
customer and their requirements as well as being accessible and accommodating to the 
customers. To generate trust and trustworthiness from the customers the manager of the 
international grocery store claims that price tags are important because all the prices in 
store should be the same while paying. Also, it should be easy for the customers to find 
each product that they are looking for, otherwise the employees will be there to help and 
find a solution that makes the customer satisfied. Another important part is to never 
promise a customer that products will arrive to the store if not being certain about the 
arrival date. Therefore, the international grocery store never promises something that 
they are unsure about keeping. 
 
For the international grocery store it is also important to gain trust from their customers 
to survive at the domestic market. Without trust the customers will not come back for 
purchasing, according to the manager of the international grocery store. On the other 
hand, the domestic grocery store needs to remain the trust from the customers because 
they already have it, according to the manager of the domestic grocery store.  
 
Customer perspective 
 
A grocery store that provides trust to the customer has a professional and clean 
approach in the grocery store with a product assortment where they can find traditional 
products and reliable brands, females (53, 45). In total should the grocery store be 
founded on a stability since that generates trust, says male (46). Male (27), female (53), 
female (45) and female (22) state that it is hard to leave a domestic grocery store even 
though they make mistakes. This does not count for the international grocery stores, if 
they make a mistake the trust gets lost directly. It is the comfort that plays an important 
role and that domestic grocery stores provides that to the customers which entails in 
trust, male (46).  
 
4.4.2 Financial, social and structural bonding tacitcs  
 
Managerial perspective 
 
The manager of the domestic grocery store believes that their weekly offers and how the 
employees in store affect the customers creates a value for the customers that makes 
them feel that the prices in store are worth the visit. When the employees creates a 
relationship with the customers they prefer to come back before visiting another store 
according to the domestic manager. Therefore, the domestic manager means that the 
customers believe that they have saved money by visiting their store. Furthermore, the 
manager of the international grocery store believes that their customers know by 
themselves that they have saved money while purchasing in the store. This is because 
the customers are well aware of the prices and then compare the prices while purchasing 
in the international grocery store.  
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The employees affects the customers in store and the manager of the domestic grocery 
store claims that the employees treat the customers well in store. Furthermore, the 
manager have not recieved any complains about the employees and their behavior to the 
customers. However, the manager of the domestic grocery store trusts that all of the 
employees act friendly and professional to the customers. They are also controlled by 
mystery-shoppers that help the store by analyzing the employees level of customer 
treatment.  
 
The domestic and international grocery stores affect the customers five senses in 
various ways. The manager of the domestic grocery store indicates that they could be 
better in affecting all of the customers five senses. However, he claims that they have 
freshly baked bread in store, barbeques chicken, provides the customers with music and 
have a clean and fresh store with a good lightening. The manager of the international 
grocery store also explains that they have freshly baked bread in store which the 
manager believes in a positive reaction from the customers. They offer a clean and fresh 
store where the customers find the products that they are looking for, can hear in the 
speakerphone when a new check out will open and the employees provides a personal 
contact with the customers. Sometimes the customers also have the opportunity to taste 
food when the store offers food tasting which happens around three times a year. During 
these events the customers can taste both dairy products, meat and coffee. 
 
Customer perspective 
 
When choosing a specific grocery store to purchase in they might believe that they have 
saved money because the grocery store provides them with bonus checks or offers 
package deals that shows they that they have saved money by buying more products 
than one, female (53) and male (46). Male (46) argues that he sometimes feel fooled by 
the grocery store because they succeed by making him believe in their different 
strategies. However, female (45) becomes more satisfied when doing multiple deals. 
Female (53) agrees but points out that she wants to feel satisfied with herself and that 
she is content when buying a special deal. Male (46) also states that he believes that he 
save money from a specific grocery store when he receive discounts, gets registered and 
provides deals from those products that he buy the most of. Female (45) believes that 
she also save money when the employees make an effort by helping her since the 
service is worth a lot.  
 
Furthermore, the employees can affect her in a positive way when they greet, are polite 
and pay attention to her, female (45). Moreover, by being well dressed, have a genuine 
care for the grocery store and always have a nice attitude affects him as a customer, 
male (27). The employees should also be alert, show that they are working and provide 
that level of service that he expects, male (27). If he does not get satisfied with the 
employees he does not return to that grocery store again, male (46). Female (53) also 
states that instead of giving her guidelines of where a product can be found the 
employees should follow her to the specific product that she asks for.   
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The grocery store can affect their five senses in a way of having freshly baked bread in 
the store, however this is something that many grocery stores can be better at having, 
female (53), female (22), female (45), male (46) and male (27). Grocery stores are often 
neutral in scents so it could be to advantage to cook more food which make them more 
inclined of buying more, female (22) and male (46). The sight gets affected by having a 
clean grocery store, the products are well placed and a proper layout, female (45) and 
female (53). It is not tempting to visit a grocery store where they experience a feeling of 
being at an inventory because they want to perceive a feeling of entering a grocery store 
with a warm and welcoming feeling, male (27), female (53) and female (45).  Finally, 
by touching the fruit they want to feel the quality, therefore it is substantially that the 
employees always have fresh and nice fruit in the grocery store, female (45) and female 
(22).  
 
4.4.3 Credibility  
 
Managerial Perspective 
 
To remain credibility the manager of the domestic grocery store states that they work 
with how to make the customers satisfied and happy every day. Furthermore, they have 
different directions that the hearquarter want each store to work with and therefore they 
have directions of how to maintain credible. This by treating the customer well, have a 
fresh store with a fresh product assortment. The manager of the international grocery 
store explains that they remain credible from the customers by always have the weekly 
offers in stock. They offer a fresh and clean store where the check outs queues are short 
and where the employees are kind and friendly to each customer.  
 
Furthermore, the manager of the international grocery store means that they have 
worked a lot to retain their credibility through marketing and advertising. For example, 
since the establishment on the domestic market the store and hearquarter worked with 
different campaigns to show the customers that their food and vision are trustworthy. 
Somehow the customers have negative preconceptions about the store and therefore it is 
important to work with each customer to make sure that they have a positive attitude to 
the store and its’ brand, according to the manager of the international grocery store. 
However, the manager believes that they could be even better by spreading the word 
about their vision and that they have a product assortment from both the domestic and 
international market to increase the credibility and trust from the customers. 
 
Customer perspective 
 
Male (27) and female (53) argue that domestic grocery stores maintain their credibility 
by having product lines in the product assortment of various qualities. Also, by having 
organic products that are locally produced also enhance the credibility. When looking at 
international grocery stores they feel that they try to persuade them in believing that 
they maintain the same credibility as the domestic grocery stores, males (46, 27). 
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However, to generate credibility they want it to be built through trustworthiness. That 
means that the international grocery store have more to prove before they gets perceived 
as credible, male (46), females (53, 45, 22). Even though international grocery stores 
promote their store by having a delicacy counter, organic and locally produced products 
they do not as a customer find their statements as credible, female (53) and female (45). 
It could be based on a lack of knowledge but it affects the credibility because of the 
range of the product assortment, female (22). Domestic grocery stores also advertise 
their assortment with confidence that entails in higher credibility, female (45) female 
(22) and male (27). 
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5 Analysis  
5.1 Loyalty to the store brand  
 
Associations to the store brand  
 
Values, associations and expectations are factors that has an impact on the loyalty to the 
store brand as well as the customers also associate the store brand’s image with the 
service and the products that the grocery store provides (MacMillan, Money, Downing 
and Hillenbrand, 2005; Gilbert, 2003; Grönroos, 2015). It emerges that the domestic 
and the international grocery stores together with male (46) and female (22) fulfills each 
other's demands and wishes of having and expecting a grocery store with a thoughtful 
layout that provides a wide range of products with good quality and a high service from 
the employees. However, woman (53) points out that she requires a grocery store that is 
nearby and that provide products of familiar brands. However, the international grocery 
stores’ are restricted when it comes to the product assortment which entails that the 
product range is not as wide or adjusted in line with the customers requirements. This is 
something that Gilbert (2003) believes affects the customer loyalty to the store brand 
since the loyalty increase when the merchandise is wide, the location and the 
atmosphere is appealing but also that the quality of products maintains high. When a 
satisfaction of the experience fulfills it entails in further purchases (Gilbert, 2003).  
 
Perceptions of the store brand  
 
Female (53), male (46), and female (45) argue that is hard to explain loyalty to a 
grocery store but that they choose the domestic grocery store above the international 
grocery store due to the knowledge of the store and its products. According to Grönroos 
(2015) the grocery retailer need to understand the customers perception and feelings 
about the product assortment for a better understanding about customers demands. Both 
the domestic manager and the international manager state that they have adjusted the 
product assortment due to different demands and that the customers interest to the 
domestic grocery store has increased. Furthermore, Grönroos (2015) and Gilbert (2003) 
state that grocery stores need to offer the customers both international and domestic 
products to remain the customer loyalty. However, male (46) claims that loyalty is more 
oriented towards the experience he receive rather than to the specific grocery store and 
products. Moreover, Gilbert (2003) explains that the grocery store need to listen to the 
customers perspective in a fair way, otherwise the loyalty gets lost. It can also be 
difficult to understand the customers perceptions and feelings whereas the demands 
differ (Gilbert, 2003). Additionally, the reason of why the interest has increased to the 
domestic grocery store is based on the restrictions regarding the adjustment of 
assortment that the international grocery store has, however, it can be adjusted if the 
customers require certain products. The manager of the international grocery store 
claims that they instead win loyalty through a clean and fresh store with a helpful 
employees. According to female (53) it is hard to build loyalty to a international grocery 
store because she already have loyalty towards her domestic store that she always 
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purchase in. Male (27) defines loyalty as something that is inherited because he tend to 
do the grocery shopping in the same store as his parents. Thus, the loyalty is not 
connected to an international grocery store because it did not exist when he was young, 
instead his loyalty belongs at a domestic grocery store. Grocery stores gets chosen due 
to routine and location that leads to a revisiting, in that extent loyalty can be built (male, 
27).  
 
Creating long-term commitment to the store brand  
 
According to Sinha and Banerjee (2004) the location, customer patterns and customer 
characteristics has an impact when choosing grocery store. Females (45, 53) mean that 
not being loyal to an international grocery store could be based on inherited reasoning. 
However, female (45) claims that the location of the grocery store is important and 
because it should not be too time consuming when going grocery shopping, this is 
something that female (22) agrees on. Depending on how much time the customer have 
the decisions will be different. For example, customers may choose to purchase in a 
local store based near their location during stressed times (Sinha & Banerjee, 2004) 
 
As Gilbert (2003) points out, the retailers need to use a specific strategy to enhance the 
trustworthiness to the store, its brand and products to receive positive feelings and 
associations towards the store from the customers. The international grocery store tries 
to enhance the trustworthiness of its store by testing the products that often wins quality 
awards but also by adjusting the store more domestically that also is an effort to gain re-
coming customers. However, the domestic grocery store tries to obtain the loyalty by 
being responsive to the customers in store so that they feel satisfied when leaving. 
Hence, Duffy (1998) claims that loyalty also can enhance through strategies by linking 
the loyalty to the products. That means that the experience that the customer receives 
from the grocery store’s products cannot be experienced without the loyalty strategy.  
 
By using VIC as a strategy gives the customer a better commitment to the store’s own 
brands (Duffy, 1998). Male (46) and female (45) believe that they return to a grocery 
store that they are registered in that provides them with discounts and offers on products 
that they usually buy. Moreover, loyalty to a specific grocery store increase when he 
receive offers that he save money on, male (46). As Duffy (1998) and Gilbert (2003) 
points out, a membership makes a customer reluctant to other stores and brands which 
instead provide positive associations and increase the loyalty to one specific grocery 
store. However, it is also the habit and comfort that makes male (46) revisit a domestic 
and this is something that the manager of the domestic grocery store agrees and 
underlines the strong loyalty that they have from the customers. On the other hand, the 
manager of the international grocery store understands that their loyalty has not been 
gained from the domestic customers yet but if they visit the store once they will make a 
revisit. Male (27) is curious about trying out new grocery stores and can easily shift if 
the price is lower than others. Female (45) and female (53) are also positive of changing 
as long as they know that the familiar brands are there. The females (45, 53) state that it 
could be by habits that they revisit the same store and are more reluctant toward others 
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whereas male (27) gives loyalty to a grocery store with the lowest of prices. The 
manager of the international grocery store claims that they are growing bigger for every 
year and that customers are more eager to try international grocery stores. 
 
5.2 Reasons that affect the choice of retailer  
 
Assortment  
 
When choosing a grocery store the availability, price and variety of the product 
assortment affect the store choice (Thomas, 2013; Hoch, Bradlow & Wansink, 1999). 
Both the domestic and international grocery store have a main product assortment that 
the headquarter decides and beyond that the managers give all the customers the 
opportunity to request products. Hamilton and Richard (2009) claim that a domestic and 
international product assortment attracts different segments of customers and that 
retailers are required to know what type of assortment the customers require to gain 
customer loyalty. Female (53) states that a product assortment should contain a wide 
spread of products with a variation of brands with not only domestic products. 
Moreover, male (27) indicates that the product assortment should have a local 
connection which in general gives a good feeling about the product. Furthermore, male 
(46) points out that how and where a product have been produced does matter. 
Moreover, a varied assortment increase the possibility to reach out to a larger number of 
customers that fits different segments of customers (Nesset, Narvik & Helgesen, 2011).  
 
The domestic store have a product assortment based on domestic products with a touch 
of international products, but have noticed that customers prefer to purchase from the 
domestic assortment. Male (46) purchase domestic products before international 
because he knows the brand and therefore he knows what he is purchasing which both 
female (22) and female (53) agree on. Also, they believe that rumors and history about 
scandals affects the purchase of international products, especially the meat production, 
females (22, 53). The manager of the domestic store states that they know that their 
customers appreciate their product assortment because they get positive feedback from 
the customers. Furthermore, Manzur et al. (2011) claim that customers who are store 
loyal tend to have a greater attitude about the store and its assortment, which could 
generate in curiosity about trying new products. Female (45) states that it depends on 
the product category and its origin when choosing an international product before a 
domestic. Furthermore, it is easier to buy a international product if it originally derives 
from a specific country that are famous for producing it and made it originally, says 
female (53).  
 
Nevertheless, Armstrong et al. (2012) mean that international retailers need to adjust 
their core concept in order to offer the customers both domestic and international 
products, which will generate in customer loyalty. The international grocery store have 
adjusted their product assortment with offering the customers a wider range of domestic 
products because they have noticed that the domestic products are requested. Before the 
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international grocery store did only offer 12 items of an domestic background and 
nowdays they offer 70. The reasons that do not convinces to buy an international 
product before a domestic product depend on the lack of knowledge, states male (27). 
However, retailers need to offer customers an adjustable variety of products to increase 
the assortment loyalty (Nesset, Narvik & Helgesen, 2011). The knowledge is not as well 
known when it comes to how the international products have been produced compared 
to the domestic products, says male (27). Furthermore, female (53) indicates that it is 
not necessarily that a domestic product is better than an international, but that 
purchasing a domestic product feels more trustworthy and have more quality. Moreover, 
unknown brands do not have that quality label in the same way as domestic products 
have.  
 
Furthermore, the manager of the international grocery store claims that they offer the 
customers a narrow product assortment, in comparison with the domestic grocery store, 
with both an domestic and international background but with a high level of quality 
which Armstrong et al. (2012) mean will increase both customer loyalty and store 
loyalty. However, according to Arnold, Oum & Tigert (1983) does customers prioritize 
a product variety when selecting a store before price and location. Also, the manager of 
the international grocery store consider themselves as a trustworthy grocery store since 
they operate internationally and are therefore able to sell products with quality that cost 
less. However, Hamilton and Richards (2009) and Armstrong et al. (2012) claim that 
retailers are required to know the market and the demands that the customers have to be 
able to gain customer loyalty. Female (45) states that she will always purchase a 
domestic product before an international because she believes that international brands 
look cheaper and the quality are less than a domestic product. Also, the international 
products tend to look mass produced and have labels written on other languages which 
indicates bad quality, according to female (45). Moreover, female (22) means that she 
does not care about the brand or nationality when purchasing, only when she really want 
to enjoy something to drink or eat, then she choose a domestic product. Male (46) 
expects the best from the domestic products and therefore he purchase it. Also, female 
(45) thinks that the personal economy decides where a person purchase, which she 
compares to domestic and international products where the domestic are expensive and 
the international cost less. 
 
Price Level 
 
In accordance to Nesset, Nervik and Helgesen (2011) does the price level affect the 
grocery retailer in a way that the customers are well aware of other alternatives on the 
market. If setting the price that is reasonable and convincing the customer loyalty can 
also be enhanced (Nesset, Nervik and Helgesen, 2011). However, the manager of the 
domestic grocery store states that the price level varies since the perceptions are 
different from each customer; therefore it is vital to have different price levels. 
Moreover, it is not only the price of the product that has an impact. It is important to 
consider the product assortment, the store and the employees since that affect the price 
level in a grocery store. MacAuley (2001) points out that pricing is a tool of building 



  
 

40 

customer loyalty and relationships. Czinkota and Ronkainen (2007) state that when 
entering a new market it is to advantage to have a price level that is acceptable on the 
market that becomes a strategic move that provide better competition. If a grocery store 
have a considerably low price level the reactions flourish but when setting a price level 
in accordance to other grocery stores on the market the reactions becomes less 
(Czinkota and Ronkainen, 2007). On the contrary, the manager of the international 
grocery store price the products lower than other grocery stores does due to the policy 
that needs to be followed. It also generates that the customers save money and the 
grocery store becomes a stronger competitor on the domestic market. In line with the 
manager, Czinkota and Ronkainen (2007) agree that the pricing should comprise the 
company’s philosophy, goals and objectives but that the retailer also needs to have the 
customers’ ability to pay in consideration. 
 
Females (45, 53) and male (46) does not care about the price since the most important 
factor regards the time that can become an obstacle if they need to drive further but 
female (53) would not choose to buy cheaper products because the quality is more 
essential. As Gilbert (2003) states superior products perceives with better quality than 
products of a low price, they can then perceive as inadequate and those expectations of 
products can cause the customer to choose a substitute that satisfies. Male (27) states 
that is it not a remarkable way of thinking since the market and society has taught him 
to think that high-priced products delivers better quality than low-priced products. 
Female (45) and males (46, 27) perceive products of low price as commodities and 
when they go grocery shopping they want to fulfill a personal feeling of quality that 
makes them choose products of a higher price. Hence, male (27) argues that it is good 
with products in different price levels since quality varies from person to person. 
Female (22) would react if a low-priced grocery store would sell products of a higher 
price than a grocery store that is perceived as a more high-priced store. Therefore, it is 
crucial that the retailer match the price in a trustworthy way so it reflects the store in the 
right way, that can also generate in customer loyalty where the customers are more 
likely to try products of different price levels (Gilbert, 2003). However, it emerges that 
a grocery store of considerably low prices makes the customers question the quality and 
value of the products even though customers are positive towards discounts and offers 
(Gilbert, 2003; Sinha & Banerjee, 2004). Female (53) and male (46) would choose a 
domestic grocery store of a higher price level than international grocery stores of low 
prices since they have gained more loyalty that makes them more tolerable to choose 
products of higher price.  
 
Price image 
 
Sirohi (1998) and Arnold et al. (1983) agree that the price image has an impact on the 
customers’ choice but that it does not have the most prominent role when it comes to 
the customers’ perceptions. However, Ailawadi and Keller (2004) state that it is the 
price image that represents the level of how expensive the store is. The manager of the 
domestic grocery store believes that customers tend to judge the store’s beyond the size 
and that the bigger the store is the cheaper it perceives. On the contrary, small grocery 
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stores perceives as expensive. This is not something that the manager of the domestic 
grocery store agrees on since small grocery stores can have the same price level as the 
big ones. As male (27) points out, big grocery stores indicates a lower price image 
whereas male (46) believes that small grocery stores obtain more products that are half-
priced which lower the price image of the store. However, it is easier to buy more of 
products that are on discount and that can result that he did not save any money if going 
to a small grocery store instead of a big grocery store. When it comes to the 
international grocery stores the manager believes that the customers know that their 
store is the cheapest choice and that gets confirmed when paying. The manager of the 
international grocery store states that their customers are more than satisfied when 
leaving but that the store does not obtain all the products that are requested which can 
have an impact on the customers associations to the store. As Shin (2005) states does 
the store have to contain a price image that reflect the grocery store’s average level of 
depth and breadth of merchandise. Male (27) could visit a grocery store of a low price 
image since the price is the most vital aspect due to his economy. Females (45, 22) are 
also able to visit a grocery store of a low price image if they know that all products 
required are available in the store. 
 
Hamilton and Chernew (2010) and Ailawadi and Keller (2004) discuss the upscale 
extension and downscale extension of a price image and claim that an upscale extension 
offers a more expensive product assortment with higher service which lead to a better 
price image. On the contrary, a downscale extension of a price image contains a cheaper 
product assortment where the service and quality is not as profound. The domestic 
grocery store exposes their high-priced products in store since low-priced products are 
not as profitable. On the other hand, the international grocery store exposes their low-
priced products and daily offers in the beginning of the store to obtain a low-priced 
feeling. However, the strategy of the international grocery store will hopefully give an 
impression of being reliable and honest. Female (53) argues that a grocery store of low 
prices indicates low quality of products. Additionally, females (45, 22) interpret a 
grocery store with low prices to have a cold and bare feeling with an inventory layout.  
 
However, a grocery store of higher prices perceives to have fewer products that are 
locally produced and sustains a better quality, females (45, 22). Yet, female (45) also 
states that she cannot expect grocery store of a low price image to have all products in 
store and that makes her more skeptical. Hence, female (45) points out that a grocery 
store of a high price image makes her expect high service whereas that is not any 
expectation of a grocery store of a low price image, male (46) and female (53) agree. 
Hamilton and Chernev (2010) and Shin (2005) state that choosing a store after its price 
image depends on the customers’ lifestyle whereas some choose a grocery store of a 
low price image to save money and some choose a grocery store of a high price image 
to expect high-priced products and high quality.  
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5.3 Loyalty to the retailer  
 
Repeat of a purchase at a specific grocery store 
 
To gain re-coming customers the manager of the domestic grocery store have the 
intention to offer all the products that a customer requires when doing both weekly- and 
light shopping. As for the international grocery store the customers tend to only 
purchase for a weekly consumption which entails that the customers visit the store more 
seldomly. According to Brown (2004) customer loyalty is when a grocery store have 
recoming customers that purchase repeatedly. Also, customer loyalty generates a 
customer advantage that is followed by a positive word of mouth and a constant repeat 
of a purchase, which means that customers have a re-buying behavior and are loyal to 
the store (Thomas, 2013; Ibrahim & Najjar, 2008). However, Sinha & Banerjee (2004) 
mean that the time perspective affect the customers loyalty when choosing a grocery 
store. Male (46) and female (53) says that location has an impact when doing light- 
versus weekly shopping. Therefore, both male (46) and female (53) chose a small 
grocery store with a closer location because the visit will be faster. Furthermore, when 
doing weekly shopping it demands a more planned schedule that makes the travelling 
time more acceptable, according to male (46) and female (53). Additionally, Maggioni 
(2016) and Sinha & Banerjee (2004) mean that customers patronize different stores 
depending on the purpose of purchase and therefore the relationship between the 
grocery store and its customers is important to retain the loyalty.  
 
The manager of the domestic grocery store prefers to create emotional bonds with the 
customers through memberships that provide the customers with benefits that others 
does not have access to. The benefits that the customers can receive could be 
samples/products for free, discounts or coupons. Something that the international 
grocery store does not offer their customers. According to Sinha and Banerjee (2004) 
the customers choose a specific grocery store because they offer the quality and service 
that the customers expect to receive during the visit. Female (53) means that she cannot 
change grocery store because she is used to the store that she purchase in. Its layout, 
assortment, service and her knowledge about the store makes her revisit and being loyal. 
However, male (27) feels more eager to try a new grocery store because he does not feel 
particular loyal to any grocery store. This because he cannot find the products in the 
original grocery store that he usually does grocery shopping in. Therefore, he does not 
mind to taking some extra time by trying an unknown grocery store. Moreover, 
customers that search for information before selecting a store tend to be more loyal to 
the retailer, as customers that do not search for information are more open to try new 
stores (Sinha & Banerjee, 2004; Brown, 2004).  
 
Nevertheless, the loyalty to the retailer can be influenced by the background of each 
customer whereas the personality and past purchase experiences has an impact of the 
customer’s choice (Sinha & Banerjee, 2004; Ibrahim & Najjar, 2008). All of the 
participants agreed on choosing a domestic grocery store before an international, even if 
the international grocery store were closer located. The lack of knowledge of the 
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international grocery store and its products result in that all the participants agree that it 
affects the loyalty and trust negatively towards the international grocery store. Sinha & 
Banerjee (2004) state that, customers that are older does not get as affected by the price 
as the younger customers does. Worth mentioning, going grocery shopping is more of 
an interest to older customers than to younger customers (Sinha & Banerjee, 2004).  
 
It is in the customer’s nature to avoid risks that can occur if choosing a grocery store 
that the customer is not familiar with (Sinha & Banerjee, 2004). Females (45, 53) means 
that it is easy to be irritated when the familiar brands does not exist in the new store and 
that can be a reason of returning to the old grocery store because of better knowledge of 
the assortment. Sinha & Banerjee (2004) explain it as the reason of why customers 
choose a specific grocery store to be loyal to and that it is founded in the self-
confidence that the customer has towards the retailer’s quality of the products and the 
service that is expected. The manager of the international grocery store means that they 
try to create long-term relationships with the customers as in treating them well, offer 
good service, short check out queues and sell low-priced products with high quality.  
 
Cognitive associations to the grocery store 
 
Building emotional associations to a grocery store have a prominent role when having a 
solid relationship with the customers where word of mouth, own experiences and 
emotional attachment influence the emotional feelings and long-term loyalty (Meyer-
Waarden and Benavent, 2006; Maggioni, 2016). Females (45, 53) claim that word of 
mouth has a big impact on the emotional associations to a store. This because a 
recommended store is more likely to try, however, it requires that they experience the 
same positive feelings as the recommendations to be able to make a revisit. At the same 
time, if someone talks badly about a grocery store it is less likely that they visit that 
store to gain own perceptions, male (27), females (45, 53). However, it emerges that 
males (46, 27) also require a good attitude from the employees, that they gets 
recognized as customers where their needs are seen and that they experience a feeling of 
importance. Gilbert (2003) means that customers expect the retailers to build a long-
term relationship with them that are based on offering the customer benefits, good 
services, sales and prices. In return the customer will be loyal to the store (Gilbert, 
2003). Though, woman (53) does not think that a big grocery store can fulfill any 
emotional feelings towards customers. According to Armstrong et al. (2012) it is up to 
the grocery retailer to make sure that each customer feel satisfied when leaving the 
store. Moreover, both managers from the domestic grocery store and the international 
grocery store state that they try to maintain emotional associations by having satisfied 
customers when leaving the store. The manager of the international grocery store also 
argues that their environmental contributions should provide the customers with 
positive associations to the store.  
 
A retailer need to maintain the relationship with its customers since dissatisfied 
customers can ruin the relationship by spreading the word to others, therefore a retailer 
constantly need to work to enhance the customer satisfaction since it affects the 
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customer loyalty (Armstrong et al. 2012; Söderlund, 2000). It is noted that female (22) 
have more preconceptions of international grocery stores than to domestic grocery 
stores whereas female (53) believes that disliking to a grocery store can entail that she 
deliberately refrains and that could lead to bad gossip about the store. Factors that 
makes her as a customer disappointed is if the hygiene is bad, the employees are 
unfriendly or that the food has bad quality.  
 
5.4 Trust in the retailer  
 
Trust  
 
To gain trust from the customers there are several aspects that needs to be fulfilled to 
ensure that the customers will do a revisit to the store (Ibrahim & Najjar, 2008). It is 
vital that the customers feel satisfied in store and feels that the employees meet the 
customers with trustworthiness, are service minded and makes it easy for the customers 
to choose particular products (Ibrahim & Najjar, 2008; Doney & Cannon, 1997). It 
emerges that the domestic grocery store work to remain their already gained trust 
whereas the international grocery store work to build trust since there are several 
prejudices towards their store. It is shown that females (45, 53, 22) and male (27) 
accepts if the domestic grocery store makes mistakes but that the trust still remains 
intact. On the other hand, if the international grocery store would make mistakes the 
trust would get lost directly because trust is founded on stability, females (45, 53, 22), 
males (46, 27). Moreover, according to Doney and Cannon (1997) grocery retailers can 
build trust through both the grocery store itself and the employees that works in the 
store. The manager of the domestic grocery store believes that they try to be accessible 
and accommodating towards the customers. These factors are important to the 
international grocery store as well but add that price tags that are correct gain trust. The 
trust in general is the most crucial factor to build to be able to survive on the domestic 
market; otherwise customers would not make a revisit. Trust gains when the grocery 
store have a professional and clean layout with traditional and reliable brands, argues 
females (53, 45). Something that Doney and Cannon (1997) describe is vital when 
building a long-term trust to the grocery stores customers because of the impact that the 
employees have on the customers.  
 
The financial, social and structural bonding tactics  
 
The retailer use financial bonding tactics to empower the customers through price 
settings that will generate in an imagination of customers believing that they have saved 
money during a purchase, according to Klayh (1998). The domestic grocery store 
believes that their weekly offers and employees affect the customers perception of the 
store and that should generate in a price acceptance. Furthermore, the international 
grocery store states that their customers know by themselves that they have saved 
money when purchasing in their store instead of a domestic grocery store. This because 
the manager of the international grocery store thinks that customers are well aware of 
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general price settings and how much a product should cost. Nevertheless, Klayh (1998), 
Ibrahim & Najjar (2008) and Parasuraman, Berry & Zeithaml (1991), state that retailers 
make the customers think that they have saved money by offering them membership, 
benefits, coupons and deals that includes discounts. Through the membership the 
customers feel more cared about and that will generate in customer loyalty. Also, 
Ibrahim and Najjar (2008) mean that by using membership the retailer can collect data 
by each customer and that is an opportunity to get to know each customer and the 
purchases that they do. Male (46) and females (53, 45) think that they have saved 
money by using the membership at the specific grocery store. Furthermore, male (46) 
states that he sometimes feels fooled by letting the grocery stores make the customers 
believe in all the deals. However, female (45) becomes more satisfied when purchasing 
multiple deals in store whereas male (46) believes that receiving coupons from the 
grocery store indicates in believing that he have saved money. Finally, female (45) also 
believes that she have save money by helpful employees that help her in store because 
the service is worth a lot.  
 
When a grocery retailer work with social bonding tactics the grocery retailer focus on 
how to interact with each customer and to find their particular needs (Ibrahim & Najjar, 
2008; Parasuraman, Berry & Zeithaml, 1991). The manager of the domestic grocery 
store means that they treat the customers well and have not received any complaints 
about their customer treatment. Furthermore, they also have mystery-shoppers that 
grade their ability on customer treatment. The social bondings focus on how retailers 
affect the customers emotional feelings about the store which affect the trust and loyalty 
to the retailer, according to Thomas (2013). The international grocery store means that 
the behavior of the employees are the key to recieve satisfied customers. Female (45) 
means that the employees in store can affect her in a positive way by being helpful, 
greet, polite and pay her attention. However, male (27) also thinks that the employees 
should be well dressed and have a genuine care about the customers. The manager of 
the international grocery store agrees. However, male (46) states that he will not return 
to a store if the employees does not provide the service that he expects. According to 
Parasuraman, Berry & Zeithaml (1991) the acting from the employees and their attitude 
toward customers influence the customers choice of revist the grocery store or not. 
Female (53) means that she prefers if the employees follow her to the specific product 
which the manager of the international grocery store points out as important. Ibrahim 
and Najjar (2008) and Parasuraman, Berry & Zeithaml (1991) state that by using a 
social bonding tactic the retailer easily can create a long-term relationship with each 
customer as they also can put each customer in different segments to know which 
customer who purchases what types of products.  
 
The structural bonding tactic refers to how grocery retailers get the customers positively 
attached to the store by affecting their five senses (Parasuraman, Berry & Zeithaml, 
1991; Ibrahim & Najjar, 2008). According to Ibrahim and Najjar (2008) retailers offer 
the customers different approaches that affect their psychological mind. The domestic 
grocery store offer the customers with freshly baked bread, barbequed chicken, music 
while purchasing and a fresh and clean store with good lightening. However, the 
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manager of the domestic grocery store thinks that the grocery store could affect the 
customers five senses even more. The international grocery store also offers fresh baked 
bread and a clean and fresh store. Moreover, they also offers samples of free food to the 
customers which the manager sees as a good event while affecting the five senses as it 
also affect the relationship with the customers. Something that Ibrahim and Najjar 
(2008) explain as something that will encourage each customer to revisit the store. 
When reflecting the five senses all of the participants demand that grocery stores could 
be better at affecting the customers but it is not something that they expect when 
purchasing. Furthermore, female (22) and male (46) agree about the fact that grocery 
retailers could cook more food and offer free sampling which will generate in further 
purchases. Male (27) and females (45, 53) also think that the music in store is important 
and that the layout in store should be fresh and clean, the products should be well placed 
and have a proper layout. Also, it is tempting to visit a grocery store that have good 
lightening which does not highlight an inventory feeling. All the fresh products should 
look and feel fresh when touching it (females, 45, 53). It has been proven that retailers 
who work with affecting the customers five senses improve the loyalty and trust to the 
retailer (Kotler & Armstrong, 2010; Ibrahim & Najjar, 2008, Parasuraman, Berry & 
Zeithaml, 1991; Ruiz-Molina & Gil-Saura, 2008).  
 
Credibility 
 
A credible grocery store should be clean with a fresh product assortment and always 
ensure that the customers are satisfied, according to the manager of the domestic 
grocery store. Credibility according to the manager of the international grocery store is 
by having weekly offers in stock, the checkout queues should always be short and that 
the store should be clean. In line with the theory does Gilbert (2003) & Sweeny and 
Swait (2008) agree by pointing out that credibility develops when a company is 
trustworthy of its products and delivers on claims about them. Yet, it is also through the 
salesperson’s loyalty intention and loyalty behaviour when it regards personal selling. 
However, credibility within personal selling perceives differently in low-priced grocery 
stores where the customers only expect to be helped with minor enquiries and the 
transaction of payment (Gilbert, 2003; Sweeny & Swait, 2008).  
 
Male (46) and females (45, 53, 22) believe that credibility gets built from trust and that 
international grocery stores have a lot to prove before they can perceive as credible. 
Female (22) also states that the international grocery stores can lack credibility due to 
lacking knowledge. Nevertheless, even though international grocery stores promote 
their store to have delicacy products, organic food or locally produced products the 
customers does not trust that the store deliver what they are marketing, female (53, 45). 
Sweeny and Swait (2008) argues that a grocery store need to have the willingness and 
the capability of being credible whereas trustworthiness and expertise are factors that 
build the credibility. The manager of the international grocery store claims that they 
need to prove the domestic customers preconceptions wrong through marketing and 
advertisements that strengthen the trustworthiness towards the products and the store 
brand. Additionally, the manager of the international grocery store believes that they 
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could be better at spreading the word regarding their product assortment that has been 
adjusted to provide the customers with a wider range of domestic products. 
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6 Conclusion  
 
It comes to a conclusion that all product lines of a product assortment within an 
international grocery store need to be fully adjusted to match the prevailing market to 
generate an interest of curiosity from the customers. The interest of curiosity starts by 
having a basic knowledge of international grocery stores different concept. However, it 
emerges that there is a lack of knowledge when comparing the customers perceptions 
with the international grocery stores’ actual purpose. This because the requirements that 
the customers demand does the international grocery retailer fulfill but that the 
information has not reached the customers. The lacking knowledge of international 
grocery stores is based in an already inherited loyalty towards the domestic grocery 
stores since their product assortment is more well-known. Customers regardless the age 
choose recognized domestic products before international unknown products to 
counteract absent quality. The quality claims to be the most prioritized factor when 
choosing a grocery store to purchase in. However, international grocery stores state to 
have quality-tested products of a lower price than domestic grocery stores but because 
of lacking knowledge the customers does not have enough trust or credibility towards 
international grocery stores to try it. Moreover, the customers does not think that a low-
priced product indicates good quality nor do they feel that price is an obstacle to obtain 
products of high quality. Therefore, the international grocery store’s concept of being a 
low-priced grocery store is not the right approach to gain customer loyalty on the 
domestic market.   
 
Also, customers require a grocery store that contains all products requested whereas the 
international grocery stores are conscious of their insufficient product assortment. 
Furthermore, customers believe that loyalty can be built through the experience that gets 
perceived during a purchase but if their expectations does not get fulfilled there will not 
be a revisit. To clarify, if the product lines in the product assortment does not exceed the 
customers demands at the first experience the loyalty becomes non-existent. It has been 
shown that the personal experience when entering a grocery store has a big impact when 
building loyalty since the employees attitude affects as well as the layout, the overall 
cleanliness and customer service. However, this is what the international grocery stores 
offer the customers but because of the unfamiliar perceptions they do not give the 
possibility of disproving the predjudices. Though, the customers personal experience 
from a domestic grocery store also gets fulfilled as well as the grocery store have full- 
scaled product lines in the product assortment which result in an even stronger customer 
loyalty. Therefore, on account of inadequate product lines of the product assortment in 
the international grocery stores the customers’ loyalty is hard to gain since the domestic 
grocery stores have already won it.  
 
Upon the obtained loyalty the domestic grocery store have the ability of making several 
mistakes that does not affect the loyalty which makes it hard for the international 
grocery stores to even have the possibility of building customer loyalty on a domestic 
market. Also, a domestic product assortment has been learned from inherited habits that 
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derives from previous knowledge which entails that the international product assortment 
does not get connected with either trust or credibility. Customers also perceive 
international grocery stores with a low-price image with lower quality on the products, 
poor layout and less service from the employees when comparing it to a domestic 
grocery store. Due to this, it has been shown that those preconceived thoughts affect the 
customers’ choice of grocery store and that the location does not matter, the domestic 
grocery store will be prioritized even if the distance is longer than to an international 
grocery store.  
 
The generation of loyalty aims to be easily gained from the younger generation of 
customers since it reveals that there is a higher interest of trying unknown grocery 
stores with various product lines of a product assortment. Yet, important to emphasize, 
quality is still the most prioritized factor regardless of age but that price is highly 
significant for the younger generation which indicates that international grocery stores 
that purports of being a low-priced grocery store have a better possibility of creating 
loyalty with the younger clientele. Even if the younger generation is more willing to try 
an international grocery store the older generation’s skeptical attitude could strengthen 
the preconceptions that the younger generations have which entails that the international 
grocery stores cannot disprove the attitudes.  
 
The final statement is founded in the recognition of how much the financial, social and 
structural bonding tactics affect customer loyalty. Regarding the financial bonding 
tactics, when being a member of a certain grocery store it results in multiple revisits due 
to the registration that gives the customer several offers and deals that has an impact on 
the economy. The domestic grocery stores bind their customers through memberships 
whereas the international grocery stores does not. Customers appreciate to feel 
important, being special and to have a personal relationship to the grocery store. Also, it 
has been known that domestic grocery stores use memberships as an entrance of giving 
an experience of the product assortment which makes the customers persuaded into 
signing up to a specific grocery store and that leads to customer loyalty. Moreover, 
using the social bonding tactics  as a strategy to gain trust the grocery store can focus on 
having employees that treat the customers well while purchasing to create a good 
relationship that generates in re-coming customers. Finally, it emerges that the domestic 
grocery store and the international grocery store does not have certain approaches to 
fulfill the five senses since they do not consciously work with structural bonding tactics. 
Although, it is an underlying factor that has a prominent role when building customer 
loyalty because it has been proven that customer react on their five senses when grocery 
shopping.  
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7 Implications  
7.1 Theoretical implications  
 
The result of this research have proved that different generations and habits are two 
factors that affect the customer loyalty to a specific grocery store. According to the 
conclusion it is preferable to study more in depth about the two factors and therefore 
add these in the theoretical framework for a future research.  
 
7.2 Managerial implications  
 
It is important that the managers of both domestic and international grocery stores 
consider the result as a helpful tool to provide future development of gaining customer 
loyalty. As for the domestic grocery store this result can give extensive information and 
a better understanding of how to retain the customer loyalty. Regarding the future 
development of the international grocery store this result can facilitate their 
development of receiving customer loyalty on the domestic market by the generated 
information of what the customers require from a product assortment.  
 
7.3 Future research  
 
The study aimed to fill a recognized gap of how international grocery retailers adjust 
their product assortment to generate customer loyalty on the domestic market. During 
the research a new gap has been found that this study did not fill. Firstly, when studying 
customer loyalty towards grocery retailers it emerged that loyalty could be inherited 
from previous generations. Therefore the unexplored gap in future research should be 
filled with further research regarding of how previous generations affect the younger 
generation’s customer loyalty toward international grocery stores.  
 
Secondly, the conclusion states that the choice of grocery stores is based on habits that 
has an impact on customer loyalty. Since the theoretical framework did not process nor 
found connections with habits and loyalty a future research could be to explore if there 
is an essential meaning since this conclusion indicates in a connection. Therefore, future 
research could explore the connection between habits and loyalty through an qualitative 
research with an inductive approach. 
 
Moreover, this research took its stand in having a qualitative approach since previous 
studies based the research on a quantitative approach. However, it could be interesting 
to make a further qualitative study but to add more focus groups to generate a wider 
customer perspective. Also, it could be of interest to research the Swedish market on a 
more national level instead of a local level that this study fulfills.  
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Appendix 2 – Interview guides  
Focus Group questions 
This focus group was made by talking swedish during the process. Kindly see the questions in 
both swedish and english below. Introduction is translated into english.  
 
To start with:  
1. Explain the purpose for the research and why the respondents are here 
2. Explain that during the focus group there will be concepts as international versus 
national products and brands and that there will be differences between these two. 
While explaining the differences show the respondents one picture of swedish groceries 
(Appendix 3) that they will likely recognize and then show another picture of 
international groceries (Appendix 3) that they will likely not recognize.  
3. Request all of the respondents to think “outside-the-box” during the focus group and 
explain that it is important that they not only refer to the one grocery store that they 
purchase in but also think about all of the grocery stores that there is in Växjö. An all 
perspective thinking.  
4. Involve the post-it paper and the pen they have in front of them. Explain that this is a 
praxis for the respondent to come in the right mode of the research.  
First, ask them to think about the first swedish grocery store that pops up and ask them 
to write it down on the paper. Also, ask the respondents to write down the first word 
that they think of when they think about this specific swedish grocery store.  
Second, ask them to think about the first international based grocery store that pops up 
and ask them to write it down on the paper. Also, ask the respondents to write down the 
first word that they think of when they think about this specific international grocery 
store.  
 
Associations to the store brand 
 
1. Vad har du för förväntningar när du besöker en matbutik? 
1. What kind of expectations do you have when visiting a grocery store?  
  
Perceptions of the store brand  
 
2. Vilka uppfattningar får du när du besöker en butik som är mer internationellt anpassad än 
svenskt? 

- Hur påverkar det din lojalitet (att återkomma) till butiken? 
2. What kind of perceptions do you get when visiting a store that offers a concept that is more 
international adjusted?  

- How does this affect your loyalty to the store? (re-coming) 
 
Creating long-term commitment to the store brand  
 
3. Utifrån dina upplevelser vid handling, varför väljer du att återvända till en specifik matbutik? 

- Vad är det som gör att du föredrar en viss butik framför en annan?  
Exempelvis: Status, pris, service, anställda, lätt att hitta, lokal plats 
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3. From previous experiences during grocery shopping, why do you choose to return to a 
specific grocery store? 
Example: status, price, service, employees, accessible, localization  
  
Assortment 
  
1. Vad förväntar du dig av ett produktsortiment?   
Exempel: Nationella/internationella märken 
1. What do you expect in a product assortment? 
Example: Domestic/international brands 
 
2. Hur känner du för att köpa samma produkt fast av ett internationellt märke?  
Exempel: Loka och Saskia och kött från Sverige samt kött från Irland 
2.When you buy a domestic product, how do you feel about buying the same product but that 
derives from a different country? 
Example: Loka vs. Saskia and meat from Sweden vs. meat från Ireland 
 
3. Vad övertygar dig till att köpa en utländsk produkt framför en svensk? 
    Vad övertygar dig till att INTE köpa en utländsk produkt framför en svensk? 
3. What convince/does not convince you to buy an unknown international product before a 
domestic product? 
 
Price level 
 
4. Om priset på samma produkt är olika högt i olika matbutiker, hur påverkar det ditt val av 
butik? Exempel: Parmaskinka från ICA, Sverige och Parmaskinka från Sol & Mar, Spanien 
      – varför påverkar det inte butiken? 
4. If the price is too high and the product does not maintain that value, how does that affect your 
feeling about the store? 

- Why does it not affect the store?  
Example: Parma from Ica, Sweden and Parma from Sol & Mar, Spain 
  
5. Vad förväntar du dig av en lågt prissatt produkt v.s. en högt prissatt produkt?  
Exempel: kvalitet och price 
5. What do you expect from a low-priced product versus a high-priced product? 
Example: Quality and price   
  
Price image 
 
6. Hur påverkas ditt val av matbutik när du jämför butikernas generella prisbild?  
6. How does the price image affect you when choosing a grocery store? 
 
7. Vad relaterar du till en matbutik med höga priser v.s. en butik med låga priser? 
Exempel: Hur ser det ut i butiken 
7. What do you relate to a grocery store with high-prices versus a grocery store with low-priced 
products? 
Example: the grocery store’s image  
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Repeat of the purchase to a specific grocery store 
 
1.Vad är det som gör att du vänder du dig till en viss butik när du ska småhandla v.s. 
storhandla? 
Exempel: småhandla- mindre än fem varor, Storhandla- mer än fem 
1. What separates when you are doing light shopping versus a weekly grocery shopping in store, 
and why? 
Example: Light shopping = Less than five items 
Weekly Grocery shopping = More than five items 
 
2. Känner du att du kan byta butik från den du är van vid att handla i? 
2. Do you feel that you can shift grocery store to a new one? 
 
Cognitive associations to the grocery store 
 
3. Hur vill du att en matbutik ska arbeta för du ska få ett emotionellt band till butiken? 
Exempel: egna upplevelser i butiken och hur andra talar om butiken 
3. How do you want a grocery store to work to obtain an emotional attachment to the store? 
Example: own experiences and word of mouth 
   
4. Vilka känslor vill du känna för att återkomma till en butik? 
4. What feeling would you like to have to revisit a store? 
  
5. Hur agerar du när du inte tycker om en butik? 
5. How do you act if you dislike a grocery store?  
  
Trust 
  
1. Vad får dig att lita och ha förtroende för en matbutik? 
1. What makes you trust in a grocery store?  
 
Financial bonding tactics 
  
2. Vad är det som får dig att uppleva att du har sparat pengar genom att välja en specifik 
matbutik? 
Exempel: kuponger, rabatter, medlemskap, medlemskort 
2. What encourage you to think that you have saved money by selecting a certain store?   
Example: coupons, discounts, membership card.  
 
Social bonding tactics 
  
3. På vilket sätt påverkar de anställda dig när du handlar i en matbutik?  
Exempel: Attityd mot kund, inställning överlag, positivitet 
3. In what way does the employees affect you while purchasing in a grocery store? 
Example: Attitude to customers 
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Structural bonding tactics 
  
4. På vilket sätt tror du att en matbutik påverkar dina fem sinnen?  
Exempel: smak, doft, ljud, syn och känsel 
4. In what way do you think that a grocery store affect your five senses? 
Example: Taste, smell, sound, sight, touch  
 
Credibility 
  
5. På vilket sätt tycker du att matbutiker kvarhåller sin trovärdighet?  
Exempel: Ica och Lidl’s värderingar  
5. In what way do you think grocery retailers remain credible? 
Example: Values of Ica and Lidl   
 
1. Ask about how many of the respondents that have purchased items at a Ica, Lidl and Netto 
store. Also, explain that each respondent can only answer on the stores that they have been 
purchasing at. 
2. Start reading each values and ask the respondents to write down which one that belongs to 
each grocery store.  
3. Ask if each grocery store live up to their values, why and why not? Does they seem 
trustworthy?  
 
Lidl:s vision:  Lidl är butiken för den smarta kunden som vill handla mat med hög kvalitet till 
bästa möjliga pris. Vi erbjuder våra kunder ett noga utvalt sortiment där svenska och 
ekologiska produkter, samt utländska delikatesser, är givna inslag. 
  
Ica:s vision: Vi förenklar vardagen för miljontals människor, i stort och smått, vecka för vecka.  
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Semi-structured questions for the domestic grocery 
store  
Before the interview:  
Explain the purpose of the research and what the study is based on. Furthermore, explain why 
ICA is an important part of this research and how their participation can simplify this study. 
Before the interview the moderator also mentioned that the spokesperson for ICA will be 
anonymous and will likely be called “Head of ICA store” in text.  
  
Associations to the store brand  
 
1. Vad har du för förväntningar när kunden besöker din matbutik? 
1. What expectations do you have when customers’ visiting your store?  
 
Perceptions of the store brand  
 
2. Anpassar du din butik så den blir mer internationellt lagd?  

- Hur tror du att det påverkar kundernas lojalitet till din butik? 
2. Do you adjust your store to be more international adapted?  

- How do you think this affect the customer loyalty to the store?  
 
Creating long-term commitment to the store brand  
 
3. Vad gör du/ni som gör att kunder vill återkomma till er butik? 
3. How do you work to make customers re-coming to the grocery store?  
  
Assortment: 
  
1. Vad tror du att kunder förväntar sig av ert produktsortiment? 
1. What do you think customer expect from your product assortment?  
 
2. Föredrar du att köpa in internationella/nationella märken eller varor, isåfall, varför? 

- Märker du att de går åt lika mycket som svenska/internationella märken?  
2. Do you prefer to offer international brand in the store and why?  

- Do you notice that these international items are more popular to buy than national 
products? 

 
Price level 
 
3. Om din butik har högre pris på en likadan vara än en annan butik, hur tror du då att detta 
påverkar kunderna?  
3. If you offer a higher price on a product than another store does, how do think that this affect 
the customer towards your grocery store?  
  
Price image 
  
4.  Hur tror du att prissättningen av er butik påverkar kundens prisbild av er butik? 
4. How do you think the pricing affects the customers price image of your store?  
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5. På vilket sätt skiljer det sig något åt hur ni exponerar era lågpris vs högpris varor?  
5. In what way does it differ in how you expose your low price product versus your high price 
products?  
  
Repeat of the purchase to a specific grocery store 
 
1.Anser du att kunder småhandlar eller storhandlar i din butik? 
1. Do you consider customers’ doing light versus weekly shopping purchases in your store?  
 
2. Vad är det som gör att kunder kan gå ifrån sin vanliga matbutik och istället handla hos er? 
2. What is it that make the customer change store and instead purchase groceries at your store?  
 
3. Hur arbetar ni för att skapa emotionella band till era kunder? 
3. How do you work to create an emotional attachment from the customer to the store?  
  
Cognitive associations to the grocery store 
 
4. Vilka känslor vill du att dina kunder ska uppleva för att återkomma till din butik? 
4. What feeling do you want the customer to experience in store to be a re-coming customer? 
  
Trust 
 
1. Hur arbetar ni för att få kunderna att lita på er och få ett förtroende för er?  
1. How does the store work to make the customers trust in the store? 
 
Financial bonding tactics 
  
2. Hur gör ni för att få kunderna att tro att de har sparat pengar genom att gå till er butik?  
2. How do you work the make the customers believe that they have been saving money by 
purchase at your grocery store?  
  
Social bonding tactics 
 
3. Hur tror du att dina anställda påverkar kunderna i butiken?  
3. How do you feel that your employees affect the customers in store?  
  
Structural bonding tactics 
 
4. Hur arbetar ni för att påverka kunderna via de fem sinnena?  
4. How do you work to affect the customers with the five senses?  
 
Credibility 
 
5. Hur arbetar ni för att kvarhålla er trovärdighet?  
5. How do you work to sustain your credibility? 
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Semi-structured questions for the international 
grocery store   
 
Before the interview:  
Explain the purpose of the research and what the study is based on. Furthermore, explain why 
Lidl is an important part of this research and how their participation can simplify this study. 
Before the interview the moderator also mentioned that the spokesperson for Ica will be 
anonymous and will likely be called “Head of Lidl store” in text.  
 
Associations to the store brand  
 
1. Vad har du för förväntningar när kunder besöker din matbutik? 
1. What expectations do you have when customers’ visiting your store?  
  
Perceptions of the store brand  
 
2. Anpassar du din butik så den blir mer nationellt lagd?  

- Hur tror du att det påverkar kundernas lojalitet till din butik? 
2. Do you adjust your store to be more national adapted?  
How do you think this affect the customer loyalty to the store?  
 
Creating long-term commitment to the store brand  
 
3. Vad gör du/ni som gör att kunder vill återkomma till er butik? 
3. How do you work to make customers re-coming to the grocery store?  
 
4. Hur upplever ni att ni kan arbeta för att upprätthålla samma lojalitet som Ica, Coop och 
Willys idag får från de svenska kunderna/konsumenterna?  
4. How do you experience that you can work to maintain the same loyalty that Ica, Coop och 
Willys today receive from Swedish customers / consumers? 
  
Assortment: 
  
1. Vad tror du att kunder förväntar sig av ert produktsortiment? 
1. What do you think customer expect from your product assortment?  
  
2. Föredrar du att köpa in internationella/nationella märken eller varor, isåfall, varför? 

- Märker du att de går åt lika mycket som svenska/internationella märken?  
2. Do you prefer to offer international brand in the store and why?  

- Do you notice that these international items are more popular to buy than national 
products? 

 
3. Vad i ert produktsortiment har ni ändrat för att anpassa er mer till den svenska marknaden?  
3. What in your product assortment have to changed to adjust it more to the swedish market?  
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Price level 
 
4. Om din butik har högre pris på en likadan vara än en annan butik, hur tror du då att detta 
påverkar kunderna?  
4. If you offer a higher price on a product than another store does, how do think that this affect 
the customer towards your grocery store?  
  
Price image 
  
5.  Hur tror du att prissättningen av er butik påverkar kundens prisbild av er butik? 
5. How do you think the pricing affects the customers price image of your store?  
 
6. På vilket sätt skiljer det sig något åt hur ni exponerar era lågpris vs högpris varor? 
6. In what way does it differ in how you expose your low price product versus your high price 
products?   
  
Repeat of the purchase to a specific grocery store 
 
1. Anser du att kunder småhandlar eller storhandlar i din butik? 
1.  Do you consider customers’ doing light versus weekly shopping purchases in your store?  
 
2. Vad är det som gör att kunder kan gå ifrån sin vanliga matbutik och istället handla hos er? 
2. What is it that make the customer change store and instead purchase groceries at your store?  
 
3. Hur arbetar ni för att skapa emotionella band till era kunder? 
3. How do you work to create an emotional attachment from the customer to the store?  
  
Cognitive associations to the grocery store 
 
4. Vilka känslor vill du att dina kunder ska uppleva för att återkomma till din butik?  
4. What feeling do you want the customer to experience in store to be a re-coming customer? 
 
5. Hur bemöter ni missnöjda kunder? 
5. How do you handle miss-satisfied customers?  
  
Trust 
 
1. Hur arbetar ni för att få kunderna att lita på er och få ett förtroende för er?  
1. How does the store work to make the customers trust in the store? 
  
Financial bonding tactics 
 
2. Hur gör ni för att få kunderna att tro att de har sparat pengar genom att gå till er butik? 
2. How do you work the make the customers believe that they have been saving money by 
purchase at your grocery store?   
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Social bonding tactics 
 
3. Hur tror du att dina anställda påverkar kunderna i butiken?  
3. How do you feel that your employees affect the customers in store?  
  
Structural bonding tactics 
 
4. Hur arbetar ni för att påverka kunderna via de fem sinnena?  
4. How do you work to affect the customers with the five senses?  
 
Credibility 
  
5. Hur arbetar ni för att kvarhålla er trovärdighet?  
5. How do you work to sustain your credibility?  
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Appendix 3 – Pictures  
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