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Abstract 
 

Title: Sustainable Marketing Communication – With a focus on sustainability and 

certified labels within the grocery store sector 

 

Level: Undergraduate 

 

Authors: Sofia Cederfeldt and Amanda Jassim 

 

Supervisor: Carina Lejonkamp 

 

Examinator: Kaisa Lund 

 

Aim: The aim of the study is to investigate how certified labels are being 

communicated through sustainable marketing within the grocery store sector. 

 

Research Question: How can the grocery store sector use sustainable marketing 

communication in order to contribute to a wider knowledge regarding sustainability 

and certified products?   

 

Method: The study is of qualitative character, with a combination of an inductive and 

deductive approach. The empirical data has been collected through five semi-structured 

interviews and one telephone interview. 

 

Result and conclusion: Sustainable marketing communication can contribute with an 

increased knowledge regarding sustainability when communicating and defining the 

term in an easy and clear way which makes it possible for anyone, no matter age or 

education, to understand what sustainability means. Regarding certified labels, 

sustainable marketing communication can contribute with an increased knowledge by 

creating an interest for the label in question.  This can be achieved by defining the 

certified labels brand image by clear and accurate associations. 

 

Recommendations: The grocery stores must communicate easy messages in order for 

the consumers to understand what sustainability is as well as using social media as a 

strategic marketing tool. The certified labels need to establish accurate associations 

while working with transparency.  

 

Keywords: Sustainable Marketing Communication, Sustainability, Brand Image, 

Sustainable Development, Grocery Store Sector, Certified Labels.  
 

Definitions 

 

Certified Labels: Third-party certifications can be compared with institutional 

arrangements which encourage retailers to operate sustainably in their entire value chain 

(Chkanikova & Lehner 2014). Third-party certifications represent a guarantee of 

environmental, social and ethical standards that have been taken into consideration 

during the product’s entire supply chain (Chkanikova & Lehner 2014).  

 

Sustainability: Economic development that meets the needs of the present generation 

without compromising the ability of future generations to meet their own needs 
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(Norman & MacDonald 2004). A way of doing business that creates profit while 

avoiding harm to people and the planet (Norman & MacDonald 2004). 

 

Development: Bonnedahl (2012) defines development as an additional dimension and 

according to Nordstedts Swedish dictionary development is a process where as 

something changes often and becomes more complicated or more valuable. 

 

Sustainable Development: A process of achieving human development in an inclusive,  

connected, equitable, prudent, and secure manner (Hart and Milstein 2003). At the 

United Nations’ top meeting in Johannesburg in 2002, the term sustainable development 

was acknowledge as a superior principle for all of the UNs’ work which underlines the 

spread of the use of the term as of today (Gamble, Gilmore, Mccartan-Quinn & Durkan 

2011).  

 

Sustainable Consumption: No person should be harmed in any sort of way during a 

production and consumption by the goods and services we buy (Konsumentverket 

2012). 

 

Sustainable Marketing Communication: Marketing communication that is within and 

supportive of sustainable economic development (Hunt 2011). Sustainable 

communication is a process which aims to encourage sustainable consumption 

(McDonagh 1998).  

 

Fairtrade International/Fairtrade: Fairtrade is the leading ethical certification in the 

world, as well as the most recognized and trusted ethical food label globally (Fairtrade 

2016). A product carrying the Fairtrade label symbolizes that the entire supply chain is 

certified in accordance with the relevant Fairtrade Standards (Fairtrade 2016a). When 

discussing the products and the general concept we will refer to Fairtrade.  

 

Fairtrade Label South Africa (FLSA): FLSA have been a member of Fairtrade 

International since 2009 (Fairtrade 2016). Their aim is to increase their inhabitant’s 

awareness regarding Fairtrade in South Africa and thereby encourage a development 

towards the local market for Fairtrade products while focusing on African and South 

African goods (Fairtrade 2016). When we are discussing the South African organization 

in particular we will refer to Fairtrade Label South Africa, or FLSA. 

 

Living Standard Measurements (LSM): The most frequently used marketing tool in 

South Africa is dividing the population into 10 LSM groups, where 10 is the highest and 

1 is the lowest (SAARF 2016). The marketing tool is ignoring race and instead it 

divides people in terms of living situations, referring to factors such as degree of 

urbanisation and ownership of cars and major appliances (SAARF 2016). The LSM 

scale is frequently referred to by our respondents as they are defining their target group 

based upon it.   
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1 Introduction 

The introduction chapter presents a background regarding the sustainable 

development, introducing the political consumer, sustainable marketing communication 

and how certified labels can communicate their brand image in order to increase the 

consumers’ knowledge about the brand. The presented background is what have come 

to motivate our study and this will result in a problem of discussion, leading on to the 

research problem, the purpose of our study and finally to our limitations. 

1.1 Background 

Over the last years, the awareness regarding sustainability has grown globally in general 

(Lunchs, Phipps & Hill 2015). This can be confirmed by the fact that responsible 

consumption and production is number twelve out of the seventeen development goals 

stated by the United Nations (United Nations 2016). Hunt (2011) discusses and 

emphasis how sustainable economic development is presenting challenges for 

sustainable marketing with reference to demands and wants. It has been argued that the 

growth of the sustainable development is automatically affecting the consumer demands 

and the companies in the society (McDonagh & Martin 2015; Popescu & Iosim 2015). 

McDonagh and Martin (2015) argue that people are more conscious of where 

the products they buy come from and under what conditions the products are being 

produced. Chkanikova and Lehner (2015) further argue that the sustainable 

development has more or less forced retailers to integrate a sustainable way of operating 

as a part of their business model as they are analyzing the role of eco-brands in the retail 

sector.  The authors explain how certified labels within the food sector lately have 

become more popular among conscious consumers. The leading ethical certification in 

the world, as well as the most recognized and trusted ethical food label globally is 

called Fairtrade (Emery 2012; Fairtrade 2016; Ottosson & Parment 2016).  

 

Solomon, Bamossy, Askegaard and Hogg (2013) argue that  many consumers are 

willing to pay a higher price for a product if this would contribute to a purchase that 

matches the consumer’s needs. However, in order to do this, the authors argue that the 

consumer must gain knowledge about the product and the organization behind it. 

Studies have shown that information in terms of knowledge can be gained by marketing 

communication (Carrigan & Attilla 2001; McDonagh & Martin 2015). Markley 
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Rountree and Koernig (2015) are describing how value-based learning can incorporate a 

sustainability focus in marketing. The authors express how sustainable marketing 

communication aims to focus on a sustainable economic development.  

Sustainable Marketing Communication is defined by McDonagh (1998) as a 

communicational process which is encouraging sustainable consumption. The author 

further explains how Sustainable Communication can be used within marketing as a 

way of educating consumers to preserve, rather than dominate nature. Sustainable 

Marketing Communication is further supposed to communicate ecological sustainability 

towards citizens in the 21
st
 century and beyond (McDonagh 1998). In order to 

communicate sustainability within marketing, Armstrong Soule and Reich (2015) 

discuss how retailers can use a sustainable marketing strategy called green 

debmarketing in order to encourage their consumers to shop environmental friendly 

products. Meanwhile Hunt (2011) stresses the fact that prosperous nations are more 

likely than poor nations to use these kinds of marketing tools and promote this kind of 

sustainable development. However a market research made by the Nielsen Company in 

2014, inviting participants with online access in 60 countries (Nielsen 2014), shows that 

63 percent of the targeted population in entire Africa is willing to support companies 

that have a positive social and environmental impact. The survey was targeting people 

within SAARF LSM (Living Standard Measure) group of 6-10 (Fairtrade 2016b).  

 

McDonagh and Martin (2015) underline in accordance with above mentioned authors 

that sustainable marketing has boomed within the last years. For this reason, the authors 

further explain how retailers also are expected to focus on the sustainable aspect within 

their marketing communication. Ottosson and Parment (2016) argue for how sustainable 

development needs to encounter for economic, environmental and social responsibility 

and how these three are difficult to separate when defining this term. According to 

Emery (2012), third-party certifications such as Fairtrade and the UN: s Eco Label, have 

certain criteria, combining all of the latter mentioned responsibilities, which they need 

to fulfil in order to become certified.  

Markley Rountree and Koernig (2015) underline that many retailers wish to 

communicate good-will towards their consumers, in order to create a certain image that 

matches the consumer’s demands and needs. For this reason, many companies are using 

branding as a marketing tool, aiming to achieve a higher level of product recognition as 

well as gaining loyal consumers and create brand image (Kotler 2016). Ottosson and 
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Parment (2016) argue that consumers hold the key to sustainable development. 

However it is the retailer’s assignment to use clear and engaging messages within 

sustainable marketing communication in order to reach out to the consumers (Delmas & 

Nairn-Birch 2013; Peatti & Charter 2003). Ottosson and Parment (2016) emphasis that 

the intention of using sustainable marketing communication in an educational way will 

not be successful unless the communicated message is in fact clear and simple. 

Chkanikova and Lehner (2015) argue for how retailers within the food sector have the 

possibility to support third-party sustainability certifications by the help of engaging 

sustainable marketing communication. 

Hunt (2011) implies that societies seeking economic growth should invest in innovative 

institutions which promote dynamic competition and economic freedom. For this 

reason, we wish to remind of how sustainable marketing communication can be used in 

an educational way (Carrigan & Attilla 2001; Markley Rountree & Koernig 2015; 

McDonagh & Martin 2015). Last we wish to emphasize how Lunchs, Phipps & Hill 

(2015) argue for how emotional and moral statements can be used in sustainable 

marketing communication in order to draw additional attention to certified products and 

organizations.   

 

1.2 Discussion of problem  

Schleenbecker and Hamm (2013) argue for how the awareness of certified products in 

general is low.  McDonagh (1998) further argue for how studies regarding sustainable 

development and consumption are well needed in order to operationalize new theories 

regarding sustainable communication. Schleenbecker and Hamm (2015) investigated 

the German Fairtrade coffee consumer’s pre-purchase information search as well as 

discussing the importance of the role of labelling and the provided ethical information. 

The result showed an alarming low awareness of the certified label as well as it was 

encouraging studies to take brand associations into consideration when discussing 

certified labels. Kapferer (2012) illustrates that it will be challenging to communicate an 

image without clear brand associations. A strong brand should have a rich and clear 

brand image, meaning a number of associations which the company is trying to create 

through marketing communication (Kapferer 2012; Kotler 2009). A number of 

challenges can be seen if the associations do not match the brand identity (Kapferer 

2012). Kotler (2009) further highlights the problematics of re-creating accurate brand 
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associations that are representative of the brand. Once a brand has profiled itself with 

certain associations, it will be difficult to change this brand image (Mårtensson 2013). 

Woo Jin and Winterich (2013) argue that the consumer’s knowledge about a brand is 

what defines the brand image. Therefore the authors express the importance of accurate 

brand associations which further are supposed to be representative of the brand or the 

label. 

 

Furthermore, Schleenbecker and Hamm (2015) discuss the problem regarding how a 

great number of consumers are unfamiliar with the look of the label as well as what it 

represents. Schleenbecker and Hamm (2015) encourage studies focusing on the 

confusion among consumers regarding the certified labels as well as the increase of 

consumer’s knowledge about certifications in general. According to Mårtensson (2013), 

marketing communication is supposed to affect the image of the brand and stimulate the 

attraction towards it. In order to fulfil this aim, Luchs, Phipps and Hill (2015) argue that 

the sustainable marketing communication must increase the customer’s experience of 

the brand. The key to this growth is awareness in terms of knowledge (McDonagh & 

Martin 2015). McDonagh (1998) state that this is what the sustainable marketing 

communication should aim to contribute with. Since Schleenbecker and Hamm (2013) 

argue for the low general awareness regarding certified labels, it can be understood that 

sustainability aspects have not been prioritized among retailers. Sustainable marketing 

has generally become an important question during the last decades (Lunchs, Phipps & 

Hill 2015; Markley Rountree & Koernig 2015; McDonagh & Martin 2015). McDonagh 

and Martin (2015) underline how the sustainability today is impossible to ignore, but 

also how many retailers do not understand the importance of communicating it.  

 

Arising problematics for certified labels is how to communicate their brand image in the 

best possible way in order to contribute with consumer support. This has leaded us to 

the discussion regarding how certified labels can benefit from sustainable marketing 

communication in order to increase the awareness of the brand image. By putting more 

effort into the sustainable marketing communication for certified products in general 

and making sure that the communicated information is accurate, clear and that it is 

reaching the majority of the population, it could hopefully lead to an increased support 

for certified labels. 
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1.3 Research Problem 

How can the grocery store sector use sustainable marketing communication in order to 

contribute to increasing knowledge regarding sustainability and certified labels?   

 

1.4 Purpose 

In order to be able to respond to our research question the purpose of our study is to 

investigate how sustainability and certified labels are being communicated through 

sustainable marketing communication within the grocery store sector. In order to 

accomplish this we need to discuss the following subsidiary aspects and explain:  

 

1. How the grocery store sector is working with sustainability. 

 

2. How consumer demands are affecting the grocery stores provides of 

sustainable and certified labels.  

 

3. How the brand image of the certified labels are being communicating by the 

grocery store sector.  

 

1.5 Delimitations & motivation for country of issue 

South Africa is listed as an under developed country on the OECD list of countries 

under development (Oecd 2015), which allowed us to choose this country of issue in 

accordance with Sida’s scholarship. The study is limited to the city of Cape Town in 

South Africa. The motivation for choosing South Africa in this field study is because 

the country differs from many other listed u-countries regarding cultural diversity, 

history, infra structure progress and general development. One of the key 

recommendations according to the organization OECD is for South Africa to invest in 

social and economic infrastructure in order to grow their economy and create a firm 

position on the global map (Oecd 2015). 

 

We have chosen to examine the city of Cape Town, with the motivation of this city 

being one of the largest ones in size of population in South Africa 

(Worldpopulationreview 2016). Cape Town is the second most populated city with 

about 3, 75 million inhabitants (Worldpopulationreview 2016). Another motivation is 
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that Fairtrade Label South Africa is being located in Cape Town. Last but not least the 

head offices of the investigated grocery stores are also located in Cape Town. We are 

aware of the fact that only examining one city will limit our study but due to the limited 

time we have, we consider this way to be the most viable way and are still positive 

towards collecting a wide spread of data. 

 

We have further limited our study to the grocery store sector in Cape Town, including 

the main grocery stores of South Africa. One of these companies has expressed their 

wish to remain anonymous through our study. Because of the size and importance of 

this particular company we have still decided to include their answers in our study. How 

this can affect the reliability will further be discussed in chapter 2.2.1. 

 

1.6 Fairtrade Label South Africa  

A product carrying the Fairtrade label symbolizes that the entire supply chain is 

certified in accordance with the relevant Fairtrade Standards (Fairtrade 2016a). 

Fairtrade focuses on how to improve the working and living conditions of the farmers, 

and on how farming can be done in a sustainable way, both for the farmers and for the 

environment (Fairtrade 2016). Fairtrade is promoting a recycling business approach 

where for every Fairtrade product sold, the farmers and workers receive a Fairtrade 

Development Premium to invest in education, health and community development 

(Fairtrade 2016). The Premiums are also used to increase their productivity and 

commercial viability (Fairtrade 2016). Fairtrade Label South Africa (FLSA) has been a 

member of Fairtrade International since 2009 (Fairtrade 2016). Their aim is to increase 

their inhabitant’s awareness regarding Fairtrade in South Africa and thereby encourage 

a development towards the local market for Fairtrade products. The first Fairtrade 

labeled products was launched in South Africa in 2010 (Fairtrade 2016).  

 

A survey made in 2013 by Fairtrade Label South Africa (Fairtrade 2016b) shows that 

one fourth of the South African population answered yes when questioned whether they 

have ethical product awareness. The survey was targeting people within SAARF LSM 

(Living Standard Measure) group of 6-10 (Fairtrade 2016b). During year 2014 a 

research conducted by the Nielsen Company (Nielsen 2016), showed that despite over 

stated facts, no more than 7% of the South Africans recognized the Fairtrade logo and 

only 11% of the South Africans were aware of the concept. Furthermore there is still 
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39% of the South African population whom associate Fairtrade labeled products with 

healthy products (Nielsen 2016), a somewhat incorrect image of the label. 
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2 Methodology 

In this chapter we will present and argue for our method of choice. The chapter will 

introduce our research strategy as well as account for what criteria to be fulfilled. 

Further it will present the collection of data, the following process as well as provide a 

short introduction of our chosen respondents. Last we will discuss method- and source 

criticism. 

 

2.1 Scientific Method 

A study can either be of quantitative or qualitative character (Christensen, Engdahl & 

Grääs Haglund 2010). The main difference between these methods is the way the 

information is being collected, processed and analysed (Christensen et al. 2010). Which 

method a study is being based upon depends on the research problem according to Patel 

and Davidsson (2011). A quantitative method generally means that a hypothesis is 

created from the chosen theory for the study (Bryman & Bell 2013). Furthermore, the 

authors explain that a quantitative method consists mostly of numbers, structure that is 

being analysed objectively and a generalization of a measurable data material. 

 

According to Christensen et al. (2010) a qualitative research means that the data that is 

being collected is focusing on words and on creating a contextual understanding. 

Furthermore, the authors explain that the data material consists mainly of text, symbols 

and actions that are analysed subjectively. Bryman and Bell (2013) explain that in a 

qualitative study, the data can be collected through observations or interviews with 

open-ended questions structured after "how" and "why". The information that the 

respondents share will be analysed in order to create an understanding of the 

investigated subject (Bryman & Bell 2013).  

 

Our study aims to investigate how the grocery sector in Cape Town, South Africa, is 

working with sustainability and certified labels and how this is being communicated by 

sustainable marketing towards the consumers. In order to investigate this, we have 

chosen to interview respondents with the right competence and knowledge within the 

five largest grocery retailers in the sector as well as holding one interview with two 

represents from the Fairtrade Label South Africa, contributing with their knowledge 
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about the subject. Since we collected our data through interviews, our study will fall 

under a qualitative method. We also want to emphasize that we are not doing a case 

study, meaning we are not studying the individual companies. Our study intends to 

study the grocery store sector in Cape Town. Since there only are a few people from the 

selected grocery retailers with the right competence and knowledge about the subject in 

question, we felt a qualitative study would contribute with a higher credibility regarding 

validity than a quantitative study would do.  

 

2.1.1 Scientific Approach 

Alvesson and Sköldberg (2008) explain that a study can adopt a deductive or inductive 

form. Bryman and Bell (2013) in accordance with Alvesson and Sköldberg (2008) argue 

that a deductive study contains previous research and studies that is controlling the 

study. Bryman and Bell (2013) mentions that the hypotheses is tested in the reality on 

the basis of relevant theories for the study and the results of a deductive research is 

based on observations made in the reality.  

 

An inductive study means that theory is being created based on a study´s results by 

researchers generalize their observations of reality to create and develop theories 

(Alvesson & Sköldberg 2008; Bryman & Bell 2013). Furthermore, the authors explain 

that a deductive approach is more suited for quantitative studies, while the inductive 

approach is best suited for a qualitative study. Our study has strived to apply an 

inductive approach since it has it´s basis in the social reality, where the research 

question and research field area´s problematic have been encountered (Bryman & Bell 

2013). Further we have collected relevant theories in order to strengthen the study’s 

research and to be able to define the terms. However, we acknowledged that despite the 

study’s inductive approach as a starting point there exist deductive elements in our 

study. During the study’s process we consistently strived to work inductively but certain 

deduction can been seen leading the work, which therefore means that the study has 

been controlled to a certain degree by the theory. With this as our intention, the 

approach of our study can be seen as an interaction between an inductive and deductive 

approach, which according to Bryman and Bell (2013) is called for abduction.  

 

2.2 Scientific Requirements and Criteria  
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2.2.1 Validity & Reliability 

The quality of a research is based on the terms of validity and reliability (Bryman & 

Bell 2013; Eriksson & Wiedersheim-Paul 2014). The authors explain that validity 

means how well researchers manage to measure what they claim to measure. Reliability 

means how credible a study is considered to be (Bryman & Bell 2013; Eriksson & 

Wiedersheim-Paul 2014). We wish to point out one factor that we believe may have 

affected our study in terms of credibility and reliability, which is the demand from one 

of the respondents to remain anonymous in our study. Despite this fact, we have chosen 

to include this respondent in our study. The reason for this and for the participants’ 

importance in our study will be further discussed in chapter 2.3.2.  

 

Patel and Davidson (2011) further discuss whether the terms validity and reliability are 

suitable in a qualitative study as in a quantitative one. Therefore, we decided to take 

other criteria that are more suitable for a qualitative study into consideration. These 

criteria are according to Guba and Lincoln (1994) and Lincoln and Guba (1985) called 

credibility and authenticity. Furthermore, the authors explain that these terms contain 

additional sub-criteria. The term credibility is divided into four sub-criteria, which are 

the following: Reliability, Transferability, Dependability and Confirmation. 

 

Guba and Lincoln (1994) explain how reliability can be achieved by researchers 

performing a study in accordance with the academic rules and requirements. The 

authors further explain that this can be shown by the interpretation of the respondents’ 

generated answers, that they are being reflected in a fair way. The reliability in our 

study has been achieved through what Guba and Lincoln (1994) refer to as respondent 

validation. We sent our transcribed data material to the involved respondents in our 

study, in order to verify that our interpretations were in consistent with the respondents’ 

answers and perception.  

 

Transferability is defined by Guba and Lincoln (1994) as being able to transfer a study 

and its’ results into a different context or environment. This is a requirement that we 

believe our study meets as we are of the opinion that we would most likely achieve 

similar results in another developing country. This requirement is achieved by what 

Guba and Lincoln (1994) describe as robust reports and frequent descriptions. In our 

empirical study and analysis, we have seeked to retell an as real picture as possible 
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through detailed descriptions of the environment and the subject that we are 

investigating. The dependability of a qualitative study means according to Guba and 

Lincoln (1994) that researchers have a critical way to investigative in order to ensure 

that each step in the research process has provided a complete description. In order to 

prove the dependability of our study, we have tried to be as transparent as possible by 

giving the involved respondents the ability to access the study material during it’s 

process. 

 

Last but not least, confirmation means to confirm the result of the study (Guba & 

Lincoln 1994). Further, the authors explain that we as researchers must prove that we 

acted out of good faith and tried not to deliberately mix our personal opinions which 

could have affected the study. However, Bryman and Bell (2013) point out that it is 

impossible to achieve a perfect impartiality because of potential previous pre-

knowledge of the subject in question. The authors explain that this is what makes it 

difficult for the researchers to remain completely objective towards a study. Since we 

had no prior knowledge about the grocery store sector in South Africa, we have been 

able to remain relatively impartial of the respondents expressed opinions. However, we 

did have some pre-knowledge provided from Fairtrade Label South Africa (FLSA) 

regarding their work within the country, which may have affected the study partly. 

Because of this reason we chose to interview FLSA last in order to avoid the potential 

of gaining pre-knowledge about their views and opinions about the different grocery 

stores and their work.  

 

As earlier mentioned, authenticity is also a term that is crucial for the quality of the 

study (Guba & Lincoln 1994; Lincoln & Guba 1985). The term includes five additional 

sub-criteria: Fair Image, Ontological Authenticity, Pedagogical Authenticity, Catalytic 

Authenticity and Tactical Authenticity. The first criterion, fair image, refers to how the 

study reflects the perceptions and thoughts within the existing group that is investigated 

(Guba & Lincoln 1994). To meet this criterion, we have been careful not to only show 

one side of the topic we have been investigating. Therefore we have chosen to examine 

the thoughts of five different respondents, from the five largest and differentiated 

grocery retailers in South Africa as well as taking account for the opinions of two 

people from the certificated label Fairtrade, namely FLSA. Our intention with this is 

being provided with an as broad insight into the research problem as possible. The 
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second criterion, Ontological Authenticity, is about how our study may contribute to an 

improvement for the participants' understanding of the environment and the situation 

they are in, (Guba & Lincoln 1994; Lincoln & Guba 1985). The third criterion, 

Pedagogical Authenticity according to the authors means if the respondents through our 

study has been given a better understanding of how other people in similar situations 

and environments are experiencing the investigated phenomenon. Catalytic authenticity, 

the fourth criterion means how our study has effected on the respondents ability to 

improve their, (Guba & Lincoln 1994). Our study has been sent to all respondents in 

order for them to take part of our study and have the possibility to gain knowledge and 

possibly make necessarily changes regarding the investigated subject. According to 

Guba and Lincoln (1994) tactical authenticity, the last criterion concerns to which 

extent the respondents can make the above changes to improve their situation. 

 

2.3 Collection of Data  

 

2.3.1 Primary and Secondary Data  

In our study, we have used both primary and secondary data. According to Christensen 

et al. (2010) the primary data means that is collected in connection with a specific 

purpose for a study. Merriam (2009) and Stukát (2011) explain that the primary data is 

collected through primary sources such as interviews and observations in a field study. 

In our study, we collected our primary data mainly through qualitative, semi-structured 

interviews with the five largest food retailers in Cape Town, South Africa.  

 

According to Alvehus (2013) secondary data means that information has been collected 

at an earlier occasion that can be reused afterwards for another purpose. Furthermore, 

Christensen et al. (2010) explain that this can be illustrated through the data that is 

processed and published by other researchers. In our study, we collected our secondary 

data from previous research and studies that helped us to compile our theoretical 

framework. In addition, we have received studies and market information from the 

Fairtrade South Africa, which also counts as secondary data in our study.  

 

2.3.2 Sample and Choice of Respondents 

Below is a short description of the selected respondents within the main five grocery 

retailers.   
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 Robert Brink – Purchasing Manager at Spar (2016-03-24).  

Their LSM target group is not limited to a certain number on the scale. 

 

 Brian Robberts – Grocery Buyer at Fruit & Veg City (2016-03-30).  

Their LSM target group is not confirmed. 

 

 Robert Pedegana – Senior Commercial Manager Smart Shopper (loyalty 

program) at Pick n Pay (2016-04-04). Their LSM focus is 5-10. 

 

 Anonymous – Brand Manager at Grocery Store X (2016-04-07).  

The LSM focus is 4-7, representing a low price marketing focus (SAARF, 

2016). However the company also operates a LSM 8-10 focus group which 

consists of about 7 million shoppers, which is a way smaller group than the 4-7 

group. 

 

 Kobus Pienaar – Sustainability Manager at Woolworths (2016-04-25).  

Their LSM target group is 9-10 but 30% of the turnover comes from lower LSM 

levels. 

 

 Arianna Baldo – Executive Director & Kurt Liebetrau – Market Development 

Manager at Fairtrade Label South Africa (2016-04-26) 

 

A desired spread in our study is being achieved by the retailers wide and diverse target 

groups. In our study, we have chosen to use a goal-oriented sample, which according to 

Bryman and Bell (2013) and Gray (2014) mean that individuals and organizations are 

selected based on their relevance to the field that our study intends to investigate. 

Merriam (1994) and Patton (2002) further argue that the chosen respondents should 

have the right knowledge and fulfil certain criteria in order to answer the research 

question of the study. Gray (2014) explain that the goal-oriented sample means a non-

random sample in which the researchers deliberately choses respondents who are 

considered suitable for the study's problems matter and purpose.  

 

We contacted the marketing and CSR departments of the five largest food retailers and 

Fairtrade in Cape Town, South Africa. To get in touch with the right people we used 

email and phone communication. We gave a short description of the purpose of our 

study, to thereby ensure that the person was right to respond to our questions within our 

chosen subject. This resulted into five personal interviews and a telephone interview. 

The interviews were held with one person from each specific company and the 

interview with Fairtrade South Africa was with two persons, in total six interviews got 
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booked. The reason for interviewing two respondents from Fairtrade Label South Africa 

was in order to strengthen Fairtrade’s voice against retailer’s voices.  

 

Further, we wish to point out that Anonymous is the one interview which was held over 

the phone, which can have contributed to the fact that we did not gain as much 

information from this interview as we did from the other personal interviews. Still we 

wish to acknowledge the importance of their contribution to our study since they are 

focusing on the poorest consumer group which unfortunately is the largest one as 54 

percent in South Africa are living below the national poverty lines (Worldbank 2016a). 

 

2.4 Interview method 

 

2.4.1 Semi-structured Interviews 

According to Lantz (2007), in a qualitative study interviews can differ in two ways. 

There is the unstructured interview and the semi-structured interview, which depends on 

the purpose of the study. The semi-structured interview means that the researcher uses a 

completed interview guide with specific themes to be discussed or predetermined 

discussion questions that should be asked (Bryman & Bell 2013). Patel and Davidsson 

(2011) argue that semi-structured interviews give the respondents a large space to 

express their selves. According to Bryman and Bell (2013) it is appropriate to let the 

interview to move in different directions, because it can reflect what the respondents in 

question consider to be important and central. Furthermore, the authors mention that the 

questions that is included in the interview guide does not need to be discussed in a 

certain order. In addition, follow-up questions can be asked in order to get a full 

understanding of the respondent's answers and opinions without affecting the validity of 

the interview (Kvale & Brinkman 1996). 

 

In our study, we have chosen to use qualitative semi-structured interviews. Gillham 

(2008) mentions that when developing a semi-structured interview guide some criteria 

must be fulfilled. The author further explains that the questions should be open and non-

controlling when developing the interview guide. Our mission was to let the 

respondents speak freely about their different experiences and knowledge about the 

subject in question. Bryman and Bell (2013) and Gillham (2008) argue that when a 

respondent gets too much space to freely express him or herself, it can complicate for 
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the researcher to interpret and analyze the wide data, which is why we were observant to 

not let the interviews to space out in different directions. During the interview sessions 

one of us held the interview and asked the questions while other one was observing and 

taking notes. The Interview guides were adapted for both the retailers and Fairtrade. The 

reason why we used similar interview guides was because we wanted to give retailers 

and Fairtrade a chance to reflect over similar questions, and then to compare the 

similarities and differences between their perceptions of the reality. 

 

2.4.2 Pilot Survey  

According to Bryman and Bell (2013) a pilot survey should happen before the 

interviews take place. Meaning that the researchers are testing the interview guide in 

order to prevent any misunderstanding and that the questions can be interpreted as 

planned (Bryman & Bell 2013). We therefore decided to implement a pilot survey and 

use this opportunity to ensure that no misunderstandings or misinterpretations would 

occur in future interviews. In addition we took the opportunity to send the interview 

guide to the respondents in order for them to be prepared in the best possible. 

 

2.4.3 Recording of Interview 

We have also chosen to record our interviews since we were not only interested in what 

the respondents have to say but also how they say it. The respondents were asked before 

the interview started if we got their approval to record the interviews. According to 

Bryman and Bell (2013) the ability to listen to the interviews more than once is a crucial 

factor in getting a complete report of what was discussed. 

 

2.4.4 Personal Interview 

Personal interview means that we got the opportunity to meet the respondents 

personally and keep the interview face to face. This type of interview according to 

Bryman and Bell (2013) provides a deeper perspective of the research problem and 

provides a deeper understanding of the study and the subject in question. Bryman and 

Bell (2013) argue about the importance of being able to interpret body language as 

grimaces and facial expressions in a qualitative interview in order to get a complete 

view of reality. The personal interviews we held took place in respondents' natural 

environment, where they could feel safe and relaxed in order to get reality-based results 
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as possible, which is of great importance in a qualitative study (Bryman & Bell 2013; 

Stukát 2011). 

 

2.4.5 Telephone Interview 

Stukát (2011) argues how telephone interviews are suitable for semi-structured 

interviews. The author further underlines the advantage with this method by being a 

cheaper option than a personal interview. Bryman and Bell (2013) further point out how 

telephone interviews do not provide the same opportunities to interpret body language 

and expressions like personal interviews does, which complicates the researcher's role 

to interpret the material. We are aware of how the telephone interviews we had haven’t 

been able to provide a wide knowledge as that the rest of the interviews have, since 

information is not always as transmittable over the phone. The personal interviews had 

designated time of 60 minutes and the telephone interviews had 20 minutes. Since we 

interviewed two people from Fairtrade the designated time was double (two hours), the 

schedule for the interviews were held within this given framework. 

 

2.5 Data Processing  

In a qualitative study the data is being processed subjectively, since the researches 

cannot reach full objectivity (Christensen et al. 2010). It is very important that we as 

researcher interpret the information right in order to retell a fair image of the study. By 

having our interviews recorded made it possible for us to ensure uncertainties in order 

to interpret the data accurately. In our analysis, we discuss the similarities and 

differences in order to provide at a general conclusion regarding the grocery sector in 

Cape Town, South Africa. 

 

2.5.1 Transcription  

To transcribe the obtained data material is of great importance for a qualitative study 

(Rennstam & Wästerfors 2015). Furthermore, the authors explain that researchers 

should transcribe the interviews in order to get a proper and systematic analysis. 

Bryman and Bell (2013) consider this to be of great importance to be able to report a 

complete data material for what has been mentioned during the interviews and to make 

it easier for the researchers to analyse it. 
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We have chosen to follow the criteria a researcher should follow during a qualitative 

study. After each held interview, we transcribed the data collection in order to facilitate 

the processing of our empirical data. In addition, we structured the empirical data after 

the theory chapter since we wished to search for a connection between the two chapters 

in order to provide well-presented structures. According Lofland and Lofland (1995), 

researchers should analyze the data before all interviews are completed to facilitate the 

work because it can be easy to underestimate the data material. Also, it can clarify for 

the researcher to overlook the themes that might need additional focus the next 

upcoming interviews. Although we did not start our analysis in parallel with the data 

collection, we could during our transcription process still discover new aspects that we 

have not discussed earlier, which gave us the opportunity to take into consideration 

during the remaining interviews. 

 

After we completed our transcription process, we performed a respondent validation. 

According to Bryman and Bell (2013) this means that we as researchers send the 

transcribed data collection to the respondents who participated in our study in order to 

validate our interpretations of the interviews and to avoid misunderstandings before we 

processed with the study. 

 

The next step in our study was the processing of the analysis, which according to 

Lofland and Lofland (1995) is called for coding. Bryman and Bell (2013) in accordance 

with Lofland and Lofland (1995) explain that the coding means that we as researchers 

place the information from the interviews in different themes. In connection with the 

interviews we coded the questions in our interview guides, which in their turn facilitated 

the work of theme-building. This was done by highlighting different themes in different 

colors in the interviews to discover patterns in order to categorize the data. 
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3 Theoretical framework 

This chapter will present the theoretical framework, relevant for our study and thereby 

aim to provide the reader with a greater knowledge regarding the discussed field of 

interest. Further we wish this chapter to provide the reader with a deeper insight in our 

analysis. The theories will be presented in the following order: Sustainable 

Consumption, Sustainable Marketing Communication and last Sustainable 

Development. 

 

3.1 Sustainable Consumption  

 

3.1.1 The Political Consumer 

Kanchanapibul, Lacka, Wang and Chan (2013) argue for how the environmental 

concern has grown and further affected consumers’ purchasing decisions. The increased 

awareness regarding sustainability has resulted in consumer demands for 

environmentally-friendly products (Chkanikova & Lehner 2014; Kanchanapibul et al. 

2013; Solomon et al. 2013). According to Solomon et al. (2013) aware and educated 

consumers turn down companies who are behaving in an unethical way. The authors 

further claim that consumers are prepared to pay a higher price for products from an 

ethical company.  

 

Solomon et al. (2013) argue how the closer a question lies within the consumer’s field 

of interest; the more this consumer will engage in order to find out where a company 

stands regarding this very question. Chkanikova and Lehner (2014) explain how this is 

has come to affect a sustainable growth in varied food subsectors. Consumers hold the 

key to sustainable development, meaning that they are the ones with the power to affect 

and demand that companies are taking sustainability into reflection (Ottosson & 

Parment 2016). However Smith (2008) argues for how the consumers’ demands in the 

food retail sector are not enough for the retailers to consider and justify the higher 

supply chain costs that the environmental friendly products would result in. For this 

reason the author further argues how the current range of certified products is enough to 

satisfy the existing but small group of consumers who demands the products. Smith 

(2008) underlines how retailers will aim to satisfy their consumers’ demands but not 



  
 

19 

further initiate an engagement with certified labels in order to create consumer demands 

for sustainable products.  

 

Ottosson and Parment (2016) further argue that consumers create demands, upon which 

the companies base their business models, production development and marketing 

channels on. The increasing awareness of the political and moral consequences of 

consumption choices can be seen among many consumers (Solomon et al. 2013). 

Mårtensson (2013) expresses that in order to segment your target group one must decide 

upon who to focus on. Commonly the target group should be the ones who are most 

profitable now and who holds the greatest potential. The author further underlines how 

this does not directly translates into the largest consumer group, but rather the one with 

most progress in terms of growth.  Matthes, Wonneberger and Scmuck (2013) explain 

that green advertisement can appeal to aware consumers by using a combination of 

functional and emotional appeal. The authors explain how functional appeal focuses on 

highlighting environmental friendly product attributes while as emotional ones rather 

focuses on visual representation and natural scenery. It is further argued for how 

consumers’ level of engagement plays an important role when designing these kinds of 

advertisements and how should aim to match what the consumer consider to be 

personally relevant for him or her.  

 

Popescu and Iosim (2015) further express that the group of green consumers is 

gradually being followed by, or turning into the group of political consumers. 

McDonagh and Martin (2015) in accordance with Popescu and Iosim (2015) explain 

that the society is faced with the rising phenomenon of the political consumer. This 

consumer expresses his or her political and ethical view points by selecting or avoiding 

products from companies which are behaving in an unethical way regarding how a 

company is working with the respect for human rights, animal protection, and 

environmental friendliness and further support various benevolent causes (Popescu & 

Iosim 2015). McDonagh and Martin (2015) express how the political consumer is using 

his or her buying pattern as a weapon against companies he or she do not like and 

further supports the companies that in fact reflect values similar to the consumers 

personal ones.    
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One of the fundamental premises of consumer behavior is that people often buy 

products not for what they do, but for what they mean, (McDonagh & Martin 2015; 

Solomon et al. 2013). The group of concerned consumers is constantly growing, 

questioning how to behave in order to take subjects such as climate change and the 

reduced natural resources into consideration (Smith 2008). The retail industry is 

increasingly coming to realize that ethical behavior is also good business in the long run 

(Popescu & Iosim 2015; Solomon et al. 2013).   

 

3.1.2 The Societal Impact on Sustainable Communication 

Popescu and Iosim (2015) explain that we live in a throwaway society, which creates 

problems for the environment. The society has the possibility to affect the company’s 

communication by contributing with consumer knowledge and society information 

(McDonagh & Martin 2015; Mårtensson 2013). Consumers will be reached by other 

consumers and by information from the society (Mårtensson 2013; Solomon et al. 

2013). It is further explained that 80 % of a consumer’s purchasing decisions regarding 

an unfamiliar product is heavily influenced by someone’s direct recommendations 

(Levy & Weitz 2009; Solomon et al. 2013). Information obtained from those we know 

or talk to directly tends to be more reliable and trustworthy than what is received 

through more formal channels and unlike advertising, this information is often backed 

up by social pressure confirming what recommendations to listen to (Woo Jin & 

Winterich 2013). 

 

Solomon et al. (2013) argues that to large degree consumers and companies are 

dependent upon their governments to regulate policy safety and environmental 

standards. Hunt (2011) further explains that the extent of supervision may depend on 

such factors as the national political and cultural climate. In addition, a country’s 

traditions and beliefs may affect how the companies in the country operates and further 

how the consumers behave, dependent on what is being communicated towards them 

(McDonagh & Martin 2015). Solomon et al. (2013) states that the business culture is 

being created based on the priorities made by the government within the actual country.  

 

According to Solomon et al. (2013) we live in a world that is significantly influenced by 

marketers. The author states that we are surrounded by marketing communication 

stimuli in the form of advertisements, shops and products competing for our attention 
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and cash. Much of what we learn about the world is filtered by marketers through 

sustainable marketing showing consumers how they ought to act with regard to 

sustainable matters (Popescu & Iosim 2015; Solomon et al. 2013). 

 

3.2 Sustainable Development 
 

3.2.1 Sustainable Business 

Sustainability work within companies is now a day mostly intergraded in the 

companies’ operation system, it is not a brief trend, it is rather a most accurate question 

for all organizations (Ottosson & Parment 2016). McDonagh and Martin (2015) explain 

further how companies are expected to continue towards a sustainable development, 

both in their operations and in the relationship with consumer offerings. Parallel to 

changing consumer attitudes towards environmentalism and sustainability attitudinal 

changes among companies and businesses can be identified as they recognize the 

changing nature of their consumers (Solomon et al. 2013). McDonagh (1998) explains 

the need for clear communication when highlighting environmental friendly issues of 

sustainable development and how to address these towards a wider audience than of 

today’s existing one.  

 

According to Ottosson and Parment (2016), sustainability cannot happen within an 

organization if the organization is not focusing on those questions and further basing 

their core production on them. The authors further state how an unsustainable business 

never can pretend to be sustainable through statements regarding sustainability or 

expressive commercials. Kanchanapibul et al. (2013) explains how many companies of 

today are establishing varied green initiatives in order to strive towards a sustainable 

business. The author further explain how the societal change regarding sustainability is 

encouraging and demanding companies to consider these kinds of initiatives  as the 

growth of awareness constantly is increasing.  McDonagh and Martin (2015) express 

how corporate social responsibility (CSR) has become increasingly prominent in 

companies provisions. CSR addresses two kinds of commercial responsibility, 

“commercial responsibilities”, that is running their business successfully and “social 

responsibilities”, that is their role in society and the community (Solomon et al. 2013). 

Kanchanipibul et al. (2013) states that the consumers’ demands must be taken into 

consideration as their expectations regarding companies’ sustainable initiatives are 

increasing alongside with the developing societal awareness.  However the author is 
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emphasizing how many will battle with complications and failure as the implementation 

of a sustainable way of thinking and acting further will be criticized and supervised by 

their consumers.   

  

Ottosson and Parment (2016) express how company’s transparency, honesty and 

authenticity are becoming a stronger demand and also an important part of the 

development towards sustainability. Transparency in our communicational society is 

contributing to the exposure of false promises and the spread of these, not at least by the 

help from social media (McDonagh & Martin 2015; Ottosson & Parment 2016). 

Transparency in organizations is necessary in order to satisfy their consumer needs 

(Ottosson & Parment 2016). It is further argued that more companies decide to 

announce their sustainability focused work that they do in order to gain the consumers’ 

attention and to gain market shares. 

 

Porter and Kramer (2011) discuss how sustainable business focus on balancing today’s 

consumer needs while working for a less negative impact on the environment, the 

society and economy, and thereby consider the consumer needs and interest in the long 

run. McDonagh and Martin (2015) together with Ottosson (2011) argue that companies 

who are facing higher demands and pressure from their stakeholders usually change 

their business towards a more sustainable way. Popescu and Iosim (2015) confirm this 

statement, arguing for the effect that consumers have on companies. Especially these 

types of changes happen when companies are being compared and when they are 

competing with other businesses within the similar field of interest (Ottosson & 

Parment 2016). Ottosson and Parment (2016) argue for how sustainable development 

contains of economic, environmental and social responsibility and how these three are 

difficult to separate when defining this term. McDonagh (1998) explain that many 

retailers still know very little of what sustainable development actually represents and 

means. Solomon et al. (2013) underlines how priorities and expectations differ from 

nation to nation. Ottosson and Parment (2016) state that the western world has way 

more consumption of sustainable goods and services than what underdeveloped 

countries, such as South Africa for example, has. In this unfair development marketing 

holds a great responsibility (Ottosson & Parment 2016).  
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One of the most referred studies from the 90’s is the strategy researcher Porter and van 

der Linde’s study where they turn the classic way of the economic perspective where 

environmental questions are all and only seen as costs for the companies (Ottosson & 

Parment, 2016). The researchers however mean that a green way is not only profitable 

in the short run, but it can also contribute to market shares in the long run.  

 

3.2.2 Certifications 

The sales of organic food in Europe grew by 70 percent between 2004 and 2009 (Soil 

Association 2013 p.18). Chkanikova and Lehner (2014) explain how third-party 

certifications are driven by consumer demands. The authors compare private eco-

branding and third-party certifications with institutional arrangements which encourage 

retailers to operate sustainable in their entire value chain.  It is further explained how 

third-party certifications have the ability to affect the implementation of sustainability 

within the food supply chain and how these certifications further can assist retailers with 

the help of reduced transaction costs and liability risks connected to the retailer in 

question. However the authors emphasize the important role that the retailers play 

regarding the encouragement of a developing market for sustainable products. 

Chkanikova and Lehner (2014) further explain how retailers sometimes prefer to work 

with private labels and eco-branding over third-party certifications. It is important to be 

aware of that there is a difference between third-party certifications and private eco-

branding (Chkanikova & Lehner 2014; Emery 2012). It is highlighted that third-party 

certifications represent a guarantee of environmental, social and ethical standards that 

have been taken into consideration during the products entire supply chain, which is not 

always the case with private labels.  

 

Private labels may hold own designs and certifications such as “for fair growing” or 

“our ecological products”, which may not have any or very little meaning since the 

company is the ones designing the agreements of their own certifications and labels, 

without any third party checking up on them (Emery 2012; Ottosson & Parment 2016). 

The authors are of the opinion that this may fool the less aware consumer by the look of 

a package design or statement. According to Emery (2012) there are three types of 

sustainable certifications of different characters following below. 
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1.   Third-party certifications such as the UN: s Eco label and Fairtrade. These have certain 

criteria they need to fulfil in order to become certified. 

 

2.   Private labels which are certifications who pretty much never have been verified by an 

independent organization. 

 

3.   Quantified information which is information about the product in question based on a 

life cycle analysis for example. 

 

Generally spoken and also according to Ottesson and Parment (2016), third-party 

certifications are without a doubt the most preferred ones in terms of trust. Chkanikova 

and Lehner (2014) claim third-party certifications to be trustworthy and efficient 

institutions which can help the development of a sustainable market. 

 

3.3 Sustainable Marketing Communication 

 

3.3.1 Towards Sustainable Communication 

The purpose of Sustainable Communication is to strive towards a situation where 

humankind are preserving rather than dominating nature (McDonagh 1998). It is further 

described as a communicative process which highlights the ecological change and 

importance of sustainable consumption. McDonagh (1998) explains how sustainable 

communication can be used by organizations in order to communicate and encourage 

ecological sustainability towards consumers and competitors on the market. Green or 

environmental friendly marketing communication is a way for organizations and 

companies to affect the consumers’ way of consumption in the society (McDonagh & 

Martin 2015). 

 

Sustainable marketing communication has generally become an important question 

during the last decades. The key to the growth is awareness in terms of knowledge, 

which is what sustainable marketing communication should contribute with (McDonagh 

& Martin 2015; Mårtensson 2013).  Climate, biological variety, the chemical society 

and child labor are arising subjects when discussing sustainable marketing 

communication regarding the retail sector (McDonagh & Martin 2015). Ottosson and 

Parment (2016) argue for how the sustainability aspects today are central enough to 
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affect companies, consumers and organizations within the private and public sector. 

Sustainable marketing is about relationships, not transactions, according to Ottosson 

and Parment (2016). The authors explain how we are shifting from traditional marketing 

to sustainable marketing, a statement which is being agreed upon by McDonagh and 

Martin (2015).   

 

How can marketing communication contribute to sustainability? Kotler, Armstrong and 

Parment (2015): Marketing communication is defined as the process through which 

companies creates values for customers and builds profitable long-term customer 

relationships. Sustainable marketing communication is focusing on how companies and 

organizations are working with social, environmental and economic aspects in an 

integrated way from strategic planning to implement it on different levels (McDonagh 

& Martin 2015; Ottosson & Parment 2016). McDonagh and Martin (2015) are 

discussing the term Green Demarketing which refers to a strategy where a brand 

encourages consumers to choose environmental friendly alternatives.  

 

According to Solomon et al. (2013), some marketers violate their bond of trust with 

consumers, as when a manufacturer deliberately mislabels the contents of a package or a 

retailer. Another issue the author mentions is when luring the consumers of misleading 

claims, for instance on food product labels, such as a label saying it is “100 percent fat-

free strawberry jam”. Grant (2007) is referring to the term called Greenwashing, which 

is used to best describe how companies use marketing communication and PR, 

commercials in order to claim that products are way more environmental friendly than 

what they actually are. Emery (2012) explains Greenwashing to be misused in a way to 

only make money and to create a good image.  

 

3.3.2 Brand Image & Identity  

The sustainable communication is supposed to affect the image of the brand and 

stimulate the attraction towards it (McDonagh & Martin 2015). The consumer’s 

knowledge about the brand is what defines the brand image (Kapferer 2012). A strong 

brand should have a rich and clear brand image, meaning a number of associations 

which the company is trying to create through marketing communication (McDonagh & 

Martin 2015; Mårtensson 2013). Mårtensson (2013) argues that consumers should have 

deep knowledge about the brand as she refers to back in the days where the brand 
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knowledge was seen as the prior driving power for success. However if the reputation is 

wider than the knowledge, consumers starts to interest themselves for the brand in order 

to find out more about it, which is a great competitive advantage many seeks to 

establish (Mårtensson 2013). In this way the brand stops being the ones pushing 

marketing on their consumers and the consumers starts becoming the ones seeking (or 

pulling out) the information from the company, the author explains. 

 

Kapferer (2012) is further talking about brand engagement: Toyota does not only want 

to create great cars, they want to create a cleaner world etc. He explains that strong 

brands are becoming more ideological. They have a vison for the world and they want 

to offer value to the consumers using their brand, they will benefit from it by 

contributing to societal problems. Furthermore, unique promises that the brand is 

offering should be communicated and strongly associated with the brand (Kapferer 

2012; Kotler 2009; Ottosson & Parent 2016). In order for this to happen it is of great 

importance that these promises are being held. Popescu and Iosim (2015) state that we 

do not hesitate to form associations about products we have never seen or used. It is 

important to understand how knowledge is represented in a consumer’s cognitive 

structure, which refers to a set of factual knowledge about products beliefs and the way 

these beliefs are organized in people’s minds (Solomon et al. 2013). Mårtensson (2013) 

further states that quality represents how you perceive the brand, while as popularity 

represent how you think that others view the brand. 

 

Kapferer (2012) expresses how the brand identity is the heart and soul for all 

communication. Aaker and Joachimsthaler (2000) underline how a brand must know 

what they wish to be associated with in order to build their brand strong. Mårtensson 

(2013) gives an example of the car company Volvo, who has associated themselves 

with safety. The author argues this can be the sales pitch for the customers, what they 

will represent if they associate themselves with the brand. Once the identity of the brand 

is clear, the brand can choose to position them using a few different core associations 

which they will communicate through marketing (Kapferer 2012; McDonagh & Martin 

2015; Mårtensson 2013). These associations should be seen as the reflection of the 

brand’s soul (Kotler 2009; Mårtensson 2013).  
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The brand’s soul is timeless and relevant independent on the market, however a tagline 

might have a limited expiration date and may need to vary depending on market 

(Mårtensson 2013). This is why it is important to have a clear, long term message such 

as the example with Volvo and safety which always will be a relevant factor when 

buying a car. What thoughts are being connected with a certain brand and what does this 

brand represent? Pringle and Thompson (1999) express that if a brand is successfully 

communicated it can manage to conquer an entire territory using the right associations 

connected with its identity. Mårtensson (2013) further states that a strong brand often 

represents certain values. The author gives the example of Nike and how it is associated 

with determination and happiness, which also is what is communicated through the 

marketing communication and the brand messages and identity, “Just do it” reads the 

motivating tagline.  

 

If only focusing on the products USP (Unique Selling Proposition) one usually receives 

commercial that is rationally focused. These rational arguments often lack the potential 

of emotional affection, even though they may be convincing and attracting (Mårtensson 

2013). However the author is of the opinion that it today has become more common that 

brands underline multi-dimensional advantages such as functional, emotional and self-

expressing advantages due to the increased competition. Functional advantages focuses 

mainly on price and quality while as emotional advantages focuses on our self-

expressed image, which will empower ourselves and make us feel confident through our 

chosen buying decision (Mårtensson 2013). Ottosson and Parment (2016) explain that 

brands often have clearly defined images or personalities. This can be created by 

product advertising, packaging, branding and other marketing strategies that focus on 

positioning a product in a certain way or by certain groups of consumers adopting the 

product. The authors further explain that people often choose a product because they 

like its image. 

 

3.3.3 AIDA Model 

Ottosson and Parment (2016) explain how it is important to communicate knowledge in 

a way that makes it interesting. Attention, interest, desire and action (AIDA) is a model 

designed to create a message (Ottosson & Parment 2016). It describes how a message 

should draw attention, create an interest, a desire to buy and last result in action. 

McDonagh and Martin (2015) explain how messages should wish to generate this 
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model chain of contents. Although the authors state that only few messages succeed 

with this.  Content, structure and formation are important according to Ottosson and 

Parment (2016). Mårtensson (2013) argues that one and the same message can be 

experienced differently depending upon how one chooses to communicate it. Even if it 

is the same exact content, the way you structure it can make it seem less or more 

attractive. The author gives an example of advertisement for meat where one must 

choose to advertise either “75% lean meat” or “25% fat”.   

 

Ottosson and Parment (2016) describe how the message context should further be of 

rational, emotional or moral statements. Rational could for example be time before 

expiration, Emotional could be referring to humor, love, joy or feelings of fear or guilt 

(sustainable waste, labor etc.). McDonagh and Martin (2015) explain that marketing 

communication has the ability to affect behaviors and attitudes towards sustainability. 

Ottosson and Parment (2016) give an example of the company Michelin which had an 

ad saying “because so much is riding on your tiers”, in the hope to scare mothers and 

fathers into buying the most expensive and safe tiers for their children. The authors 

explain that Moral statements would rather draw attention to social responsibility, a 

cleaner environment for example buy more ecological and certified products.  When 

deciding upon what statement to use it is time to find an appropriate format for the 

message, for example television commercials, papers, mails, social media etc.  

 

3.3.4 Social Media 

Ottosson and Parment (2016) reminds of how not to only question how can we reach 

the customers but how the customers can reach us, meaning to also focus on 

interactivity. Mårtensson (2013) states that online and social media has had an 

exploitive success over the last decade. Weber (2009) confirms that social media has 

grown to become a powerful platform for sustainable marketing communication. The 

three major forums on social media consist of Facebook, Twitter and YouTube 

(Mårtensson 2013; Weber 2009).  

 

Mårtensson (2013) express that these kinds of forums encourages word-of-mouth 

communication where as they enable consumers to review, criticism, communicate and 

discuss information. All organizations with sustainable focus should be open for this 

kind of feedback from customers, inviting them to a dialog (McDonagh & Martin 2015; 
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Ottosson & Parment 2016). Mårtensson (2013) and Weber (2009) state that social 

media has revolutionized companies’ ability to interact with their consumers in terms of 

listening, communicating and learning from them. Mårtensson (2013) explains that the 

volume of information generated by these forums can be a powerful tool in terms of 

improving all business operations such as product design, technical support and 

customer service. However, Weber (2009) underlines that social media also can be 

viewed as a fearsome task when it comes to understanding how to operate it correctly. 

McDonagh and Martin (2015) explain that because of the online transparency, actions 

such as greenwashing are easily exposed by the help of social media. Once a retailer 

starts sharing information on social media, people quickly start sharing and commenting 

this information (McDonagh & Martin 2015).  

 

Schivinski and Dabrowski (2016) are describing the positive impact of social media 

being a cost-free marketing communication tool. The authors explain that this is 

beneficial for smaller companies or organizations with a limited marketing budget. 

However Zarella (2009) underlines the importance of engagement when it comes to 

using the social media in a sustainable marketing communication context. This further 

results in the need for other kind of resources such as human ones (Zarella 2009). The 

author explains that this may risk forcing the companies back to where they started, 

discussing the matter of resources, as human resources as well are cost related. However 

Zarella (2009) argue that no matter the size of an organization, social media is providing 

all companies with the same opportunities, referring to social media as an equalizer. 

Zarella (2009) states that this equalizer is allowing smaller companies to compete with 

bigger ones which often hold a certain natural advantage due to their size. Schivinski 

and Dabrowski (2016) explain that due to this fact, companies holding a limited budget 

and capacity have the opportunity to benefit from social media as a marketing 

communication channel almost in the very same way as a company with a more 

generous budget. Nevertheless, social media must be used as a marketing 

communication channel in the right way, meaning that an existing strategy should be 

well thought through as it is not enough to only be present at online forums (Zarella 

2009). McDonagh and Martin (2015) argue for how companies have the ability to grow 

fast as well as increase their consumers’ knowledge about the brand by the use of social 

media forums. 
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4 Empirical study  

This chapter will present the collected information which we received from our 

interviews. We will start by presenting their thoughts regarding sustainable 

consumption, sustainable development and sustainable marketing communication 

within the grocery store sector. The chapter will aim to follow the structure of the 

Theoretical Framework. 

 

4.1 Sustainable Consumption  

 
4.1.1 The Unaware Consumer  

 

Arianna Baldo, Executive Director and Kurt Liebetrau, Market Development Manager 

at FLSA (personal interview, 2016-04-26) are of the opinion that the people in South 

Africa are not demanding sustainable products and a sustainable way of life. They mean 

that many consumers do not necessarily want to change the way they shop and live, 

unless somebody tell them to. Robert Brink, Purchasing Manager at Spar (personal 

interview, 2016-03-24) explains that there are too few consumers that are aware of the 

Fairtrade concept. He further explains that not enough consumers know what it 

represents. Robert Pedegana, Senior Commercial Manager Smart Shopper at Pick n Pay 

(personal interview, 2016-04-04) agree, explaining that the consumer awareness and 

demand for sustainable products within South Africa is extremely low. However Brian 

Robberts, Grocery Buyer at Fruit & Veg City (personal interview, 2016-03-30) also 

tells us that Fruit & Veg City have not done any market research regarding the 

consumer’s demand for Fairtrade or other sustainable products. Mr. Pedegana is under 

the same impression regarding consumer awareness, explaining that Fairtrade is not 

very well known, even in Cape Town, thus the consumer demand for the products are 

still rather low or equivalent to none. Mr. Brink concludes that the consumers in South 

Africa do not demand sustainable products, which is the reason for why Spar does not 

focus on marketing them.  

 

Mr. Brink mentions that we should remember that this is a third world country and the 

poverty is high. Mr. Pedegana further informs us that Pick n Pay do regular research on 

customer preferences to ensure that the company is providing the best products which 

meets their consumer’s needs. He explains that sustainable products are not driven by 
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consumers in South Africa, not yet at least but maybe it will change within a near 

future. He further explains that the environmental friendly work that Pick n Pay do, are 

not from consumer pressure but never the less the company holds a certain 

responsibility and he further explains that the market is much bigger than the small 

group of consumers who actually are aware and care. Mr. Pedegana explains that they at 

least need to inform their customers on what products that are locally sourced and 

produced as this information might in fact change the consumer’s shopping behavior. 

Kobus Pienaar, Sustainability Manager at Woolworths (personal interview, 2016-04-25) 

underlines that Woolworths is using a combination of company and consumer needs 

and pressure. Both parties are playing in the same food market, he says, explaining that 

sometimes the consumer must tell Woolworths what they want and sometimes 

Woolworths must tell the consumer what they should want.  

 

Ms. Baldo explains that the consumer awareness in South Africa is only 9 percent in 

target consumer segments, based on a study made in 2014 (Nielsen 2014). Mr. 

Liebetrau tells us how Fairtrade’s wish is to make it easier for the consumer to 

understand what Fairtrade Label South Africa (FLSA) is and why it is important. We 

are bringing it, no one is asking for it, Ms. Baldo says. The two colleagues agree on that 

it is not easy to answer the question regarding what Fairtrade is. They are further of the 

opinion that people in South Africa do not know what sustainability is and that if it gets 

too complicated, people tend to ignore the subject. 

 

The two colleagues initiate how the problem with a general lacking knowledge roots 

within a lack of implementing an interest with the South African population. They both 

agree on that this problem stretches far longer than Fairtrade’s’ capacity.  

 

4.1.2 The Political Consumer 

The respondents share separate views on whether to act on consumer pressure or not. 

Robert Brink, Purchasing Manager at Spar (personal interview, 2016-03-24) explains 

that Spar operates in a sustainable way because of their own values and because they 

understand the importance of doing it, not because their consumers demands it. 

 

Brian Robberts, Grocery Buyer at Fruit & Veg City (personal interview, 2016-03-30) 

explains that consumer needs have had a huge impact on their today ongoing company 
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collaboration with SASSI. Mr. Robberts gave an example from when the company was 

trashed talked about on social media regarding how they worked with their fish 

suppliers. Fruits & Veg City’s reputation was at stake so the company decided to listen 

to the voices of their consumers and established a partnership with SASSI. Today 

sustainable fish is the highest demanded sustainable product among our customers, Mr. 

Robberts explains. Anonymous express that they do consider consumer needs and 

further base a lot of decisions dependent on them.  Kobus Pienaar, Sustainability 

Manager at Woolworths (personal interview, 2016-04-25) states that Woolworths spend 

millions on consumer researches and that they have seen consumer pressure regarding 

Fairtrade products. He goes on to explain that high income consumers often show a 

higher demand for organic and Fairtrade products while as low income consumers are 

more demanding on price and range.  

 

Arianna Baldo, Executive Director at FLSA (personal interview, 2016-04-26) states that 

90 percent are in fact interested to learn more about the Fairtrade label. These numbers 

she is basing on previous mentioned market research with the SAARF LSM (Living 

Standards Measure) 6-10 which according to SAARF (2016) represents the middle 

class. Ms. Baldo explains that this group encounters for about 15 million people, which 

approximately is a quarter of the South African population.  

 

4.1.3 The Societal Impact on Sustainable Communication 

Pick n Pay are the largest Fairtrade holder, Kurt Liebetrau explains, Market 

Development Manager at Fairtrade Label South Africa (personal interview, 2016-04-

26). He tells us about how the two organizations recently were working on a project on 

how to avoid all the plastic bags and turning them into bags made out of sustainable 

material. The two organizations reached the idea of creating bags entirely made out of 

corn seeds, with a recycling period turning the bags into waste only 60 days after being 

presented to moisture. This would minimize the plastic consumption in extreme terms 

which would be a great way of contributing to a sustainable way of doing business and 

looking after the environment. However when Mr. Liebetrau in accordance with Pick n 

Pay called for permission of implementing the idea, the government said flat no and 

blocked the petition. Mr. Liebetrau explained to us that since the plastic bags are in fact 

made out of plastic, they come with a cost for the consumers and this cost includes a tax 

fee which goes to the government. Basically, the money that the consumers are paying 
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in order to carry home their groceries, are money that lands directly in the government’s 

pockets. Meaning, that if large retailers like Pick n Pay would switch to tax-free 

recycled bags instead of plastic ones with a tax fee, they would not only contribute to a 

pro sustainable society, but they would also contribute to the government losing money. 

Unfortunately, the later mentioned contribution is the one that is being prioritized here 

in South Africa, Mr. Liebetrau says. Arianna Baldo, Executive Director (personal 

interview, 2016-04-26) interjects saying that the government in South Africa does not 

drive the environmental questions. She further explains that they do not even recycle in 

Cape Town and even if they say they do, you can never be sure of where your waste 

eventually will end up.“Sustainability is not only about changing your light boll”.  

(Arianna Baldo, Executive Director at Fairtrade Label South Africa, personal interview- 

the 26
th

 of April, 2016) 

 

Mr. Liebetrau reminds us of the great varieties of the human life styles and the limited 

privileges that exist in this country and city blended bowl of people. He further 

mentions that one must not forget that despite Cape Town’s beautiful and slightly 

decisive illustrated picture of South Africa, the country is in fact a third world country 

with a big group of people still living under the bread line. Mr. Liebetrau explains the 

essence of differences from Fairtrade in one country, to another. He underlines that the 

successful marketing activities in for example Sweden do not necessarily translate into 

successful marketing activities in SA, and especially not the ones including a free hand 

out of food. Mr. Liebetrau indicates that while in Sweden people might be genuinely 

interested in reading about the product on its back, aiming to understand more about the 

label and possibly creating an interest for a future re-purchase. While as he fears that a 

lot of South Africans would probably ignore the provided information and thereby 

never consider or even recognize the labeled product again. Mr. Liebetrau further states 

that people in Europe are used to higher standards which is also why they learn to 

demand it from their retailers. 
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4.2 Sustainability Development 

 

4.2.1 Sustainable Business 

Brian Robberts, Grocery Buyer at Fruit & Veg City (personal interview, 2016-03-30) 

explain that all fresh products that Fruits & Veg City purchase, are supposed to be 

sustainable in accordance with the agreement with their suppliers which in their case are 

agents. He further explains that Fruit & Veg City are unaware of the agreement that the 

agents have with the farmers. However, they are constantly trying to ensure that the 

whole food policy is implemented in accordance with the agreements they have with 

their agents. The suppliers need to follow specific terms regarding sustainable products 

that Fruit & Veg City are trying to control and follow up as often as possible. If an agent 

turns out to be cheating, Fruit & Veg City will stop doing business with him or her and 

change agent supplier. Mr. Robberts further underlines the importance of long term 

relationships. If the farmers do not have the possibility to farm next year, it is not 

sustainable, he says, explaining that both parties need to make money out of their 

business. “Conscious capitalism is our vision”. (Brian Robberts, Grocery Buyer at Fruit 

& Veg City, personal interview- the 3rd of March, 2016) 

 

Robert Brink, Purchasing Manager at Spar (personal interview, 2016-03-24) explains to 

us that Spar is trying to ensure that they have a sustainable business by using an open 

cost model, within their supply chain. The open cost model takes all costs in the supply 

chain in consideration before deciding on a price. In this way they can make sure that 

the farmer is making enough money to be able to sustain his or her business and also 

ensure that everyone in the supply chain is making a profit. Finally this should also 

allow Spar to land on a competitive price on the market and thereby profit from the 

opportunity of a long term commitment with all the included parties. Mr. Brink refers to 

this as their own fair trade system however the Fairtrade products are seldom a part of 

the system. He expresses that it is a sustainable way of doing business. Another way of 

contributing to a sustainable way of doing business is by having 80 percent of their 

private labeled products being produced in South Africa, and trying to support local 

markets or neighbor countries when possible.  
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Pick n Pay also reason within similar thoughts as Robert Pedegana, Senior Commercial 

Manager Smart Shopper at Pick n Pay (personal interview, 2016-04-04) states that they 

focus on sustainability from an environmental and local supplier perspective as well as 

distribution and marketing. Their business model is illustrated by the following: “Doing 

good is good business”. For example Pick n Pay compost all of their products and food 

waste. They also work with a project called The School’s Club, where the company is 

sponsoring schools by supplying them with math books and similar. However this is 

usually not something their consumers are aware of, Mr. Pedegana explains. 

Anonymous, Brand Manager at Grocery Store X (telephone interview, 2016-04-07) 

expresses similar statements when telling us about how the retail chain supports 

community work such as supplying unprivileged children with soup, however this is 

nothing they wish to brag about towards their consumers. They further employ over 

150 000 people, making sure to create job opportunities for many unemployed South 

Africans. Anonymous explains that even though sustainability is indeed important, it is 

not a part of X’s business model.  Anonymous reminds us that the company is rather 

about value for money than sustainability as they have a value and price perception. 

There are more people looking to feed their families rather than searching for organic 

products, Anonymous says. Further on, Anonymous wish to point out that the company 

is not ignoring the subject of sustainability but rather focusing on feeding the hungry. 

Kobus Pienaar, Sustainability Manager at Woolworths (personal interview, 2016-04-25) 

expresses a different point of view, stating that Woolworths hold certain values that 

they would not be able to match if their ambition would be to be the cheapest. If you are 

the cheapest, then you cannot really care about the farmer, Mr. Pienaar says. This is one 

of the reasons why they wish to avoid all kinds of intermediates all together and rather 

have direct contact with their farmers, Mr. Pineaar explains. He underlines the 

importance of these values in terms of the company’s size.“With more power, comes 

greater responsibility. You can use your power but you need to be aware on what values 

you build your relationships on”. (Kobus Pienaar, Sustainability Manager at 

Woolworths, South Africa, personal interview- the 25
th

 of April, 2016)  

 

Arianna Baldo, Executive Director and Kurt Liebetrau, Market Development Manager 

at FLSA (personal interview, 2016-04-26) are of the opinion that companies wish to 

promote themselves in a more flattering way and that they wish to draw a romanticized 

picture for their consumers, about all the good that they claim to do. Ms. Baldo draws 
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an example of how Woolworths launched a campaign promoting their “free range 

eggs”, when it turned out that the entire production in fact happened with non-free range 

eggs. Further the colleagues states that a lot of companies provides “sustainable 

business models” which are in fact only focused on long-term commitments allowing 

them to benefit from the same farmer and pressing the prices down to the minimal. Mr. 

Liebetrau explains that these business models rarely operate sustainability in wider 

terms than this. Sustainability is often shown as sustainable business and not as a 

sustainable way of doing business in terms of health conditions, payments to the local 

farmer and environmental perspectives, Ms. Baldo interjects. 

 

4.2.2 Certified Labels & Local Sourcing 

Regarding certificated labels, all of the respondents mention the label SASSI. 

According to Brian Robberts, Grocery Buyer at Fruit & Veg City (personal interview, 

2016-03-30) SASSI is a WWF Southern African sustainable seafood initiative and it is a 

sustainable way of affecting the fishing business through their certificated label. Robert 

Pedegana, Senior Commercial Manager Smart Shopper at Pick n Pay (personal 

interview, 2016-04-04) explains further that the SASSI label has three different colors 

representing different information, making it easy for the consumers when deciding on 

what to buy. Mr. Pedegana explains that the SASSI certification is very well known in 

Cape Town and in South Africa in general. Robert Brink, Purchasing Manager at Spar 

(personal interview, 2016-03-24) states that SASSI and Fairtrade are two of the seven 

sustainable certificated labels that they have in their product range. However he 

explains that SASSI probably is the most popular one. Mr. Pedegana talks about how 

Pick n Pay is providing both Fairtrade products and SASSI labeled fish as well as 

discussing a potential future corporation with the certification United Trade Zone 

(UTZ). On the meantime Anonymous, Brand Manager at Grocery Store X (telephone 

interview, 2016-04-07) express that X is not providing a wide range of any certificated 

products, as in fact sustainability is not a part of their business model. Kobus Pienaar, 

Sustainability Manager at Woolworths (personal interview, 2016-04-25) however 

explains that even though Woolworths provide sustainable products, they do not search 

for a certain certification or label. They also work with Fairtrade, SASSI and UTZ to 

mention a few. Mr. Pienaar further explains that their focus is not to search for the 

specific brands but to search for the right behavior. We do not chase any brand, we 

chase the philosophy behind the brand, Mr. Pienaar says. He explains that Woolworths 
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will choose to engage with the farmer who can measure up to the Woolworths 

standards.  

 

All of the respondents express that they aim to prioritize locally sourced products. 

However the reasons for it vary. I must be smoking something to import, our rand is 

worth nothing, Mr. Pienaar says. He explains that because of the current currency 

situation, they do not have many options regarding not to source locally. However he 

points out that no matter the situation, Woolworths always try to source locally as they 

prefer to support local farmers if optional. Mr. Brink expresses similar thoughts, 

explaining that Spar even have a project that is focusing on educational farming, where 

local farmers learn how to grow and farm in a sustainable way with the promises of 

Spar continuing to purchase their products and thereby creating a sustainable chain. 

Mr. Pedegana further explains that Pick n Pay also aim to buy from local farmers in 

order to sustain the local market and that they even have employees only working with 

how to support local businesses. Anonymous and Mr. Robberts are of the same opinion 

as the other respondents regarding the preferences of South African and locally sourced 

products. However Anonymous expresses that grocery store X is also providing their 

customers with a small range of products produced from organic local farms, however 

this is not something that they are communicating to their consumers. 

 

Arianna Baldo, Executive Director at FLSA (personal interview, 2016-04-26) states that 

a lot of attention has been drawn to environmental matters because of the huge droughts 

in South Africa, causing farmers the risk of running out of land. If this would happen, it 

would mean that the retailers would be forced to import goods from other countries 

which further would result in higher costs that the retailers want to avoid. This is, 

according to the colleagues at FLSA, why a lot of retailers create their own 

sustainability programs, to avoid the outer costs but still escaping the problem of being 

checked up on by a third party.  

 

4.2.3 The Grocery Sector´s Collaboration with Fairtrade  

Fairtrade is a part of our values, Kobus Pienaar says, Sustainability Manager at 

Woolworths (personal interview, 2016-04-25). We view long term relationships in 

similar ways, in terms on how to take care of the farmers and on what conditions you 

built your relationships on, Mr. Pienaar explains. Robert Pedegana, Senior Commercial 
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Manager Smart Shopper at Pick n Pay (personal interview, 2016-04-04) further 

expresses a similar view of the label while he explains that Pick n Pay have made a 

commitment to stock Fairtrade products as they become available. This is all driven and 

developed by Fairtrade Label South Africa. Brian Robberts, Grocery Buyer at Fruit & 

Veg City (personal interview, 2016-03-30) explains that Fruits & Veg City have a too 

small line of products to stock Fairtrade labeled products on a regular basis. He says 

that they have it occasionally, but not through structured agreements. He also explains 

that Fruits & Veg City do not actively look for Fairtrade products. Mr. Pienaar explains 

that FLSA is community based while as Woolworths is farmer based. This means that 

sometimes the flavors that Woolworths are searching for, might not always be available 

in the Fairtrade community. Mr. Pienaar goes on expressing that he thinks that Fairtrade 

is one of the most fantastic concept there is, providing a small farmer with all the 

possibilities. Yet our respondents all express a similar, small range of Fairtrade 

products, which does not stretches out further than to rice, wine, chocolate, coffee and 

tea. Robert Brink, Purchasing Manager at Spar (personal interview, 2016-03-24) also 

talks about how there would be a possibility for Spar to stock Fairtrade eggs but that the 

added cost unfortunately would be too heavy for the products to carry.  

 

As we explained to the two colleagues at FLSA that the price issue has been the most 

arising one when discussing the Fairtrade label with the grocery store sector in Cape 

Town, Arianna Baldo, Executive Director at FLSA (personal interview, 2016-04-26) 

informed us that Fairtrade labeled products in South Africa is in fact not more 

expensive than the other premium products within their price group in the country. 

 

Anonymous, Brand Manager at Grocery Store X (telephone interview, 2016-04-07) 

expresses that Grocery Store X does not have any agreements with FLSA what so ever, 

as certificated labels is not something the grocery store prioritizes. For this reason 

Anonymous explains that X does not wish to receive anything from FLSA since they do 

not focus on these kinds of products or aim to focus on them in the nearest future. When 

we asked Mr. Pienaar what Woolworths wish to receive from FLSA in order to extend 

their collaboration and allow the organization to grow, he said that Fairtrade need to be 

more transparent. He explains that if you are going to charge a coffee with 50 cents 

more than what the others cost, the consumers need to know what exactly is happening 

to this 50 cent. Who’s pockets will these money land in, how much of it will land in the 
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farmer’s pockets, and why. – These are the questions Mr. Pienaar wishes that Fairtrade 

could communicate to their consumers by transparency, and this is what Woolworths 

wish to work on with them. Neither Fruits & Veg City nor Spar could express their 

thoughts regarding what they would wish to receive from Fairtrade in order to 

collaborate with the organization.  

 

We try to make it easy for the costumer, supplier, manufacture and the entire retail 

chain, Ms. Baldo says. She explains that certifications and the Fairtrade label are rather 

new for South Africa. This is something that only happened in the last few years, she 

says. Ms. Baldo explains further that this is why it is up to Fairtrade to provide the 

necessary tools needed to the retail chains and thereby make it easy for them to further 

communicate the organization’s work to the consumers. Kurt Liebetrau, Market 

Development Manager at FLSA (personal interview, 2016-04-26) positively informs us 

that 113 farms are Fairtrade certificated in South Africa and that Fairtrade currently is 

the fastest growing certification in South Africa.  

 

4.3 Sustainable Marketing Communication 

 

4.3.1 The Lack of Sustainable Communication  

In regard to marketing communication with a focus on Fairtrade and sustainability, the 

respondents shared both similar and differed views concerning the topic. Some were of 

the opinion that the grocery stores should in fact try to communicate it towards their 

consumers while as the majority did not see the point of it. Robert Brink, Purchasing 

Manager at Spar (personal interview, 2016-03-24) explained that the sustainability work 

that Spar do, they perceive as important and put a lot of effort behind it. He tells us 

about how they recycle cardboard plastics and used oil and that 10 percent of their 

vehicles in fact runs on used oil. However none of it is communicated towards their 

consumers. They simply do not put much effort into marketing their certificated 

products or the environmental friendly work that they do. Mr. Brink reminds us again 

about how Spar acts on their own values and how they are not using this to create a 

positive image or to gain more market shares. He is of the opinion that many South 

African consumers base their opinion mainly on the price and not on certifications. He 

further explains that they are not using any of their sustainability work as a marketing 

pitch simply because of the high poverty that exists in South Africa.  
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Anonymous, Brand Manager at Grocery Store X (telephone interview, 2016-04-07) is in 

accordance with Mr. Brink’s opinions, expressing that even though the grocery store 

does environmental friendly work they do not wish to scream and shout about it. 

Anonymous goes on explaining that even if the consumers would care, which is 

doubtful, the environmental friendly work is not representative of the entire company 

and they fear that people would be quick to judge them if they in fact would start 

marketing their green activities. For example the grocery store recently adapted to 100 

percent recycled bags within all of their 2000 stores, however this is not something that 

they have tried to draw any certain attention to what so ever. Anonymous explains to us 

that the company does not wish to sit on a pedestal saying that they are green, risking 

attracting questions and bad press in the media. Brian Robberts, Grocery Buyer at Fruit 

& Veg City (personal interview, 2016-03-30) is of a similar opinion as Anonymous, 

saying that Fruit & Veg City does not particularly market sustainable products or 

promote them in a certain way. Mr. Robberts explain that they fear that if they would 

market products as sustainable and it later would turn out to be incorrect information, it 

would risk the reputation of Fruit & Veg City. He explains that it could harm their 

recently rebuilt image as a reliable grocery store and that the cost of that would be too 

high.  

 

Kobus Pienaar, Sustainability Manager at Woolworths (personal interview, 2016-04-25) 

expresses a different concern when it comes to promoting certain products and 

environmental friendly work. He states that Woolworths focus on marketing their 

private labeled products as the Woolworths logo in fact is supposed to represent the 

right thing. He expresses that they are of the opinion that all of their products are 

sustainable and fairly produced no matter certification, which is why they would not lift 

up a certain product, saying that this is better than the rest. The Fairtrade logo does of 

course appear in their marketing sometimes and Mr. Pienaar further tells us on how they 

occasionally work in collaboration with Fairtrade regarding campaigns if requested. Mr. 

Pienaar explains that Woolworths wish to market all of their products in the same way 

as they all represent the company. Robert Pedegana, Senior Commercial Manager Smart 

Shopper at Pick n Pay (personal interview, 2016-04-04) however explains that Pick n 

Pay gladly promote Fairtrade products and that they in fact are using their loyalty card 

program in order to  support Fairtrade during campaign periods where customers earn 
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double points on every purchased Fairtrade product. Mr. Pedegana mentions that they 

usually use product and price focused advertisements while they try to imbed a story 

about a local supplier, using sustainability as a marketing strategy. Sustainability is 

present in one way or another in every sort of advertisement, Mr. Pedegana says. Pick n 

Pay have worked with differed goodness types of campaigns which they do market to 

their consumers in stores as well as on social media. These included fair trade type of 

activities but not necessarily in connection to the Fairtrade label. Even though the retail 

chain is shouting about their sustainability work, Mr. Pedegana states that the company 

does not market all the work that they do loud enough. 

 

Fairtrade Label South Africa is putting their soul into turning every marketing 

opportunity into a possibility but with limited resources, surviving mainly on financial 

aid, the money is not always sufficient to brag loud enough about the sustainable 

friendly concept. Kurt Liebetrau, Market Development Manager at FLSA (personal 

interview, 2016-04-26) explains how they sometimes can be lucky with finding 

organizations willing to market them for free, since they after all, as he expresses it have 

a beautiful story to tell. He argues that people tend to help the ones wanting to do well. 

The organization has also made some friends among big companies, where the 

corporate in question agrees on only selling Fairtrade coffee in their cafeteria for 

example. These kinds of collaborations allow the label to reach out among employees 

and consumers, turning them into indirect supporters of the label, with the hope of an 

increasing awareness and interest for the organization. 

 

Mr. Liebetrau expresses that they have a lot of different ideas of on how to implement a 

positive consumer attitude to Fairtrade products through the grocery stores’ sustainable 

marketing communication. Arianna Baldo, Executive Director at FLSA (personal 

interview, 2016-04-26) explains that FLSA is using a push strategy, wishing the brands 

should do the pull strategy since she means that the brands have the marketing budget 

big enough for this matter. Ms. Baldo further explains that they do try to help the brands 

to market their own products by educational efforts where they for example bring them 

along to the Fairtrade farms in order for them to see it with their own eyes, and learn 

how and why to appreciate it. FLSA also pays for food market stands on local held 

markets, letting the brands themselves come to the market stand and sell and promote 
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the product. Unfortunately this is not something that FLSA are able to do every week 

because of their limited resources (mainly human ones).   

 

4.3.2 Brand Image & Identity 

Arianna Baldo, Executive Director at FLSA (personal interview, 2016-04-26) 

explains that quality and health are the main two associations to Fairtrade and not the 

fact that the organization is all about paying back to the small farmers which is 

Fairtrade’s main objective, which very few people are aware of. This is why they want 

to educate the South African consumer and retailer about returning investments, which 

is what corresponds the label´s image. Ms. Baldo underlines that how you create a 

message is of great importance and that after putting efforts into this matter FLSA have 

experienced success over the last years. The colleagues at FLSA wish to communicate 

added value to the consumers in South Africa, referring to messages including 

statements such as: Your coffee already tastes good, but with Fairtrade it tastes better. 

These kinds of messages are supposed communicate their desired image.   

Robert Pedegana, Senior Commercial Manager Smart Shopper at Pick n Pay (personal 

interview, 2016-04-04) explained that even though he thinks that retailers and suppliers 

could help to push through the marketing for Fairtrade, the organization should have 

their own campaign as well. He explains that the label today is viewed as more 

expensive which is why the organization need to market why that is. 

 

Ms. Baldo fears that the consumers sometimes are being easy frightened by the look of 

a premium packaging in association with the Fairtrade logo, without actually 

considering the marked price. She illustrates an example from when Woolworths 

decided to turn their Fairtrade labeled coffee into a bit more of a premium product 

which additionally made it a more expensive product, not because of the logo but 

because of the premium packaging costs that followed. She further explains that the 

Fairtrade logo does not necessary turn the product into a more expensive product 

(within their premium product price group) but when retailers aim to make the labeled 

products look more appealing to the consumers by adding costs to their packaging this 

affects the price. This may not always be beneficial for Fairtrade’s image since the 

products are already carrying somewhat pressed costs. These mis-associations are 

unfortunate and something that Fairtrade wish to change.  
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4.3.3 Social Media 

FLSA focuses on reaching out to their potential followers in a more limited context 

where they will find people who they actually stand a chance to affect. An example of 

how to do this is by the help of social media. FLSA are present and active on Facebook 

where they see a constant growth of interest for the organization. Besides their own 

personal accounts on social media they have discovered a new way to reach out to 

people through others. Arianna Baldo, Executive Director and Kurt Liebetrau, Market 

Development Manager at FLSA (personal interview, 2016-04-26) tell us about their 

new online marketing activity which is using strong characters as spokesmen for the 

organization. Among others, Muslim women cooking on Instagram have become a great 

success and a platform for Fairtrade where they in collaboration with these women can 

promote the label by the women using Fairtrade products in the recipes. Mr. Liebetrau 

further tells us that Fairtrade themselves are currently working on their own online 

Fairtrade Label platform which will be connected to their website and how it will be 

launched later this year. 

 

When it comes to the use of marketing channels all the remaining respondents seem to 

agree on Facebook being the biggest and best forum on social media. However both 

Fruit & Veg City, Pick n Pay, Woolworths and X are also communicating through 

Instagram, Twitter and YouTube. Robert Brink, Purchasing Manager at Spar (personal 

interview, 2016-03-24) explains Spar have chosen to focus on Facebook as it probably 

is the biggest social media in South Africa. The company even hired an agency to 

manage their Facebook account. He states that Facebook is being used in a way where 

the consumers easily can come in contact with the company if they have complaints or 

questions but that they also use Facebook to help communicate marketing campaigns 

and special offers. Brian Robberts, Grocery Buyer at Fruit & Veg City (personal 

interview, 2016-03-30) explain that Fruit & Veg City spend a lot of their resources on 

social media and TV commercials but that they, in comparison with the other grocery 

stores, are smaller and less powerful when it comes to making an impact on the market. 

Kobus Pienaar, Sustainability Manager at Woolworths (personal interview, 2016-04-25) 

explains that even though Woolworths are present on social media, this is not their 

preferable forum for marketing communication. Mr. Pienaar is clear to express that 

Woolworths do not ignore the social media but that they do try to stay away from it if 

possible as there are no applied rules on these kinds of forums. This is why they are 
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very cautious of how to handle social media. He explains that anyone can write and 

comment whatever they want to. He questions why Woolworths should bother engaging 

with this wide online target group. He also underlines that Woolworths try to stay away 

from mixing themselves with noise and that if the company do something wrong they 

want to be alerted by a secure resource (social media not included).  
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5 Analysis  

This chapter will analyse the collected data from the empirical study in combination 

with the presented theoretical framework in chapter 3. The chapter will aim to follow 

the structure of the Empirical Study.  

 

5.1 Sustainable Consumption 

5.1.1 The Unaware Consumer 

Arianna Baldo, Executive Director and Kurt Liebetrau, Market Development Manager 

at FLSA (personal interview, 2016-04-26) discuss how the subject of sustainability 

might be perceived as somewhat complicated and that this might be a reason for why 

many South Africans decide on ignoring the topic all together. This is why we are of the 

opinion that the communication must be clear and easy in order for the consumers to 

understand. For this reason we wish to highlight Mårtensson’s (2013) example of how 

the exact same message can be experienced differently depending upon the expressions 

that are being used. Therefore, we want to illustrate this with a self-taught example, 

comparing the Mp3 player with the IPod, or in fact comparing the communicated 

messages. While as the Mp3 promised to provide the consumer with a storage capacity 

of 200 MB, Apple said they would provide the consumer with 2000 songs in the pocket. 

It does not take a genius to figure out what message that was most attractive as well as 

the easiest communicated one. Mårtensson (2013) claims that even if a content is the 

same, the way it is expressed is what determines if it seems less or more attractive. 

 

5.1.2 The Political Consumer 

Robert Brink, Purchasing Manager at Spar (personal interview, 2016-03-24) 

explains that Spar operates in a sustainable way because of their own values and 

because they understand the importance of doing it, not because their consumers ask for 

it. Robert Pedegana, Senior Commercial Manager Smart Shopper at Pick n Pay 

(personal interview, 2016-04-04) agrees, saying that the environmental friendly work 

that Pick n Pay do, is not from consumer pressure. We can here identify how the 

companies are excluding their consumers from the participation in the sustainable 

development as they do not communicate their sustainability work towards their 

consumers. We agree with Kanchanapibul et al. (2013) and McDonagh and Martin 

(2015) as well as with Ottosson and Parment (2016) that the sustainable development is 

affecting companies both in their operational system as well as in their consumer 
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relationships and offerings. Solomon et al. (2013) underlines the power of the consumer 

needs as well as Popescu and Iosim (2015) are referring to how companies need to take 

the political consumer into awareness. Something that is clear to see how the grocery 

stores are robbing the South African consumers on their potential power and influence 

within the sector. While on the other hand the authors claim the consumers to be the 

ones with the power, the South African consumers seem to have had this privilege taken 

away from them as they in fact are barely accounted for when discussing sustainability 

work within the grocery store sector with the respondents. However, we are of the 

opinion that it can be seen the other way around as well, as Solomon et al. (2013) argue 

how the closer a question lies within the consumer’s field of interest; the more this 

consumer will engage in order to find out where a company stands regarding this very 

question. Chkanikova and Lehner (2014) explain how this is has come to affect a 

sustainable growth in varied food subsectors.  

 

Brian Robberts, Grocery Buyer at Fruit & Veg City (personal interview, 2016-03-30) 

explained how the pressure of Fruit & Veg City’s consumers made the company change 

its business regarding the fish industry in order to save the brand’s reputation as well as 

regain their consumer support. It more or less forced the company to establish their 

today long-term collaboration with SASSI. We have recognized in accordance with 

Chkanikova and Lehner (2014), Kanchanapibul (2013) and Solomon et al. (2013) that 

aware and educated consumers turn down companies who are behaving in an unethical 

way. 

 

Further, we can underline what Ottosson (2011) argue for that companies who are 

facing higher demands and pressure from their parties of interests usually change their 

business towards a more sustainable way. This especially happens when they are being 

compared with other companies and, or competing with other businesses within the 

same sector, the author states. Considering provided information it is to be understood 

that it in fact exists consumers in South Africa that are engaged in sustainable fishing. 

Based upon this knowledge, we can here identify that there probably are consumers 

engaged in the sustainable Fairtrade concept as well. Nevertheless, we are of the 

opinion that there is a difference within the clarity of the communicated concepts. For 

this reason we can once again underline how important it is to communicate evident and 

plain messages, which will contribute to deeper knowledge.  
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Kobus Pienaar, Sustainability Manager at Woolworths (personal interview, 2016-04-25) 

explains that high-income consumers often show a higher demand for organic and 

Fairtrade products while as low-income consumers are more demanding on price and 

range. Woolworths is the South African proof of that there is in fact a target group with 

demands for the Fairtrade label. We agree with Kanchanapibul et al. (2013) and 

Solomon et al. (2013), that this group of consumers should be willing to pay a higher 

price for sustainable products. However we have acknowledged that the majority of the 

retailers rather focus on the bigger consumer group who is more price and quality 

focused. This can be argued by Smith (2008) for how the consumers’ demands in the 

food retail sector are not enough for the retailers to consider and justify the higher 

supply chain costs that the environmental friendly products would result in. For this 

reason the author further argues how the current range of certified products is enough to 

satisfy the existing but small group of consumers who demands the products. 

Considering recent discussed statements about the growth of the sustainable 

development, it can be argued for the fact that the aware consumer in South Africa 

needs to be taken into consideration. 

 

5.1.3 Societal Impact on Sustainable Communication 

Arianna Baldo, Executive Director and Kurt Liebetrau, Market Development Manager 

at FLSA (personal interview, 2016-04-26) are as ealier mentioned of the opinion that 

the people in South Africa are not demanding sustainable products and a sustainable 

way of life, unless somebody tells them to. According to Solomon et al. (2013) we live 

in a world that is significantly influenced by marketers. Therefore, we are of the opinion 

that is why it can be argued for the importance of communicating sustainable issues and 

educating the consumers in how to and why they should change their way of 

consumption. 

 

Not enough consumers know what it represents Robert Brink says, Purchasing Manager 

at Spar (personal interview, 2016-03-24). Brian Robberts, Grocery Buyer at Fruit & 

Veg City (personal interview, 2016-03-30) and Robert Pedegana, Senior Commercial 

Manager Smart Shopper at Pick n Pay (personal interview, 2016-04-04) agree, 

explaining that the consumer awareness and demand for sustainable products within 

South Africa is extremely low. On the other hand Solomon et al. (2013) express how 

consumers and companies to a large degree are dependent upon their governments to 



  
 

49 

regulate policy safety and environmental standards. This makes us question how big 

part the country’s government play within this matter. Could the leaders of the country 

have anything to do with this situation, or is it rather a matter of the fact that South 

Africa is a country under development, with other main priorities besides sustainable 

development? We believe that this will further result in the fact that that the society has 

the possibility to affect the company’s sustainable marketing communication by 

contributing with consumer knowledge and society information (McDonagh & Martin 

2015; Popescu & Iosim 2015; Solomon et al. 2013). However it can be questioned what 

kind of information and consumer knowledge one wishes to spread depending upon 

what priorities the country holds. 

 

Mårtensson (2013) states that the society has the possibility to affect companies, and 

them further to affect consumers, we are starting to see a behavioral complication in the 

aim for an information trading chain in South Africa. No matter how much effort, 

money and time FLSA is spending on their sustainable marketing communication, we 

understand that they do need to be provided by attention from other parties outside of 

the organization, such as partners within the grocery store sector. Here is unfortunately 

where we have realized that South Africa’s government plays a shady part. When Mr. 

Liebetrau first told us about Fairtrade and Pick n Pay’s idea about 100 percent recycled 

shopping bags and how the government rejected the implementation of the idea, we 

were chocked. The idea would have contributed to a great minimization of plastic 

consumption as well as encouraging to sustainable business and competitors within the 

sector to follow the example. That the question of money played a more important role 

within this matter, and not from the grocery store but from the country’s government, is 

what we would like to refer to as neglect. By this we are referring to how the 

government is neglecting parties of interest, wishing to invest in the country by 

contributing to sustainable development and growth. This kind of investment is one of 

the recommendations that United Nations has to South Africa (United Nations 2015).  

 

Solomon et al. (2013) argues for how consumers and companies are dependent upon 

their governments to regulate policy safety and environmental standards and how this 

will affect how the companies in the country operate and further how the consumers 

behave. This is to be seen as a good but unfortunate example of how theory is directly 

translated into practice. The government of South Africa is in fact preventing the 
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sustainable development within the country and namely in the retail sector by showing 

example of how they argue regarding these kind of questions. Solomon et al. (2013) 

highlight that the business culture within a country is being created based on what 

priorities the government within the actual country value. Judging by the example of the 

government blocking the petition for recyclable shopping bags, due to the loss of 

money, it is clear to be seen that FLSA probably cannot lean safely on the help and 

support from the society in all situations. Unfortunately, we wish to argue that this kind 

of resistance is hard to fight no matter what any author says, which is why the 

organization need to find their way of getting through to a loophole. FLSA has many 

opportunities of using their beautiful story in a competitive advantage way. The 

organization could in fact benefit from using the kinds of messages that Ottosson and 

Parment (2016) are referring to, focusing on moral and emotional statements in order to 

win people over. 

 

5.2 Sustainable Development 

 

5.2.1 Sustainable Business 

Ottosson and Parment (2016) claim that an unsustainable business never can pretend to 

be sustainable through statements regarding sustainability or expressive commercials. 

The authors explain that sustainable businesses are questioning everything from a 

sustainable point of view. It is all to be discussed with regards to the sustainable aspect 

(McDonagh & Martin 2015; Ottosson & Parment 2016). Brian Robberts, Grocery Buyer 

at Fruit & Veg City (personal interview, 2016-03-30) explains that all fresh products 

that Fruits & Veg City purchase, are supposed to be sustainable in accordance with their 

supplier and agent agreements. He further explains that Fruit & Veg City are unaware of 

the agreement that the agents have with the farmers but that they are constantly trying to 

ensure that the whole food policy is correctly implemented. Previous mentioned 

statements from authors claiming that many companies are in fact greenwashing their 

image in order to present themselves in a flattering light, brings us thoughts regarding 

how it is easy for a company to set this policy in print however it might not be as easy 

to operate in accordance with it. Since Mr. Robberts explains that the retailers in fact are 

unaware of the intermediaries agreements it can be questioned how the retailers can 

express themselves regarding their providence of sustainable products and a fair 

implemented food policy. We agree with Kanchanipibul et al. (2013) who is 
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emphasizing how many retailers will battle with complications and failure as the 

implementation of a sustainable way of thinking and acting further will be criticized and 

supervised by their consumers. 

 

Mr. Robberts further underlines the importance of long-term relationships. If the 

farmers do not have the possibility to farm next year, it is not sustainable, he says, 

explaining that both parties need to make money out of their business. McDonagh and 

Martin (2015) in accordance with Ottosson and Parment (2016) express that many view 

sustainable business mainly as a long-term perspective, without encountering for the 

other factors that need to follow in order to refer to something as a sustainable business. 

For this reason we are of the opinion whether the problem might root in the fact that the 

concept of sustainability seem to be misinterpreted or at least have differed definitions 

depending upon whom you ask. As Mr. Robberts states that Fruit & Veg City does not 

engage in a relationship if it is not profitable for both parties, we are wondering on what 

grounds the farmer is making a profit. Is Mr. Robberts in fact referring to that profitable 

for the farmer is for him to have the ability to farm for the retailers the following year? 

Is it in fact all about long-term relationships, and not about sustainable business? 

 

Robert Brink, Purchasing Manager at Spar (personal interview, 2016-03-24) is referring 

to Spar’s open cost model as a part of their sustainable business, we acknowledged that 

he only discusses the costs. He does not mention what other aspects besides the price 

transparency that are affecting the model and turning it into a sustainable way of doing 

business. The fact that they are communicating that their suppliers and farmers are 

making a financial profit out of their collaboration does not tell us anything about the 

above mentioned sustainable factors such as work and health conditions. As we have 

learnt, these factors need to be included and encountered for in order to claim that a 

business is sustainable. Ottosson and Parment (2016) are referring to the study by Porter 

and van der Linde which focused on the turn of the classic way of the economic 

perspective where environmental-questions are all and only seen as costs for the 

companies. The researchers claim that a green way is not only profitable in the short 

run, but it can also contribute to market shares in the long run, which is why companies 

should consider it. We can identify that there is a connection to be seen between this 

state of mind and the minds of a few of our respondents.  
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Anonymous, Brand Manager at Grocery Store X (telephone interview, 2016-04-07) 

 explained how X is supporting varied kinds of local community work as well as 

working for the ability to employ up to 150.000 South Africans. According to Solomon 

et al. (2013) corporate social responsibility (CSR) has become increasingly prominent 

in companies. CSR addresses two kinds of responsibilities, commercial responsibility 

which is about running a business successfully, and social responsibility, focusing on 

the company role in the society and the community. Therefore, we are of the opinion 

that while X is focusing on both of these responsibilities, they further hold a social 

responsibility towards their suppliers and farmers. Anonymous explains that 

sustainability indeed is important, but it is not a part of the retailer’s business model as 

they are focused on value for money. This statement makes it clear to understand that 

while as the retailers are doing good in one direction, focusing on community work etc., 

they might not do as well in other sustainability aspects.  Kobus Pienaar, Sustainability 

Manager at Woolworths (personal interview, 2016-04-25) who is the Sustainable 

Manager at Woolworths, expresses that if you are the cheapest, then you cannot really 

care about the farmer. He has a different point of view than Anonymous, stating that 

Woolworths hold certain values that they would not be able to match if their ambition 

would be to be the cheapest. He also expresses that with certain power in terms of size, 

there comes a certain responsibility. 

 

As earlier mentioned, 54 percent of the South African population are living under the 

bread line. When taking into consideration that Grocery Store X is the biggest retailer in 

Africa, catering for two thirds of the entire African population, it is to be understood 

that they indeed need to take this group of majority into account as Anonymous 

expressed how their goal is to cater for the masses. However, we are of the opinion that 

huge responsibility the retailers have in reference to their size. For this reason it can 

further be understood how they if any, could contribute with the kind of knowledge and 

awareness using marketing communication in the educational way that Mårtensson 

(2013) is referring to. The fact that the biggest retailer in entire Africa does not operate 

in a strategic way regarding sustainability says a lot about the reasons for the low 

consumer awareness about FLSA in South Africa. 

 

Arianna Baldo, Executive Director and Kurt Liebetrau, Market Development Manager 

at FLSA (personal interview, 2016-04-26) are of the opinion that many companies are 
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promoting themselves in a flattering way in order to attract consumers and market 

shares. The example of Woolworths’ campaign promoting free-range eggs, which in 

fact never were anything similar to free range, put the company in a bad light. Solomon 

et al. (2013) is referring to these kinds of incidents as violation of the consumers’ trust. 

Grant (2007) further indicates that when a company is using sustainable marketing 

communication, claiming that their products are more environmental friendly than what 

they actually are, they are using Greenwashing. Can this have been a reason for the 

company’s today’s cautiousness around sustainable marketing communication and 

social media? Mr. Liebetrau also refers to how many companies are operating 

sustainable business models as a way to highlight that they are pro-sustainability. 

However he explains that these models mainly aim for long-term relationships, allowing 

companies to benefit from the same farmer for as long as possible. We interpret Mr. 

Liebetrau’s words as saying that these long-term relationships are beneficial mainly for 

the companies which have the ability to press down the prices to the minimum, over a 

long time. Even though this may be a long-term economical business opportunity for 

the farmer, it is usually not sustainable in terms of health conditions and environmental 

perspectives. Ottosson and Parment (2016) are highlighting how sustainable 

development contains of economic, environmental and social responsibility, and how 

one cannot stand alone separated from another. For this reason Mr. Liebetrau is most 

accurate in his statements regarding how sustainability cannot be viewed from an 

economical perspective alone. 

 

5.2.2 Certified Labels & Local Sourcing 

All of the respondents mention the certification SASSI and how easy their 

communicated message is. Robert Pedegana, Senior Commercial Manager Smart 

Shopper at Pick n Pay (personal interview, 2016-04-04) explains that the SASSI 

certification is very well known in Cape Town and in South Africa in general. This kind 

of easy communication is highlighted by Mårtensson (2013) to be beneficial as well as 

McDonagh and Martin (2015) confirm that green demarketing can encourage 

consumers to shop environmental friendly products. We can here identify how the 

consumers have learned to understand what to buy and what not to buy, with the help 

from SASSI’s easy marketing communication, enabling South African consumers to 

make the right choice for the environment. We are of the opinion that the certification 
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have managed to not only communicate a clear message but also been successful in 

terms of the encouragement of sustainable consumption. 

 

Porter and Kramer (2011) underline how sustainable business focuses on balancing 

today’s consumer needs while working for a less negative impact on the environment, 

the society and economy. The profitable long-term perspective is also being confirmed 

by McDonagh and Martin (2015) and Ottosson and Parment (2016) to be sustainable. 

We wish to argue that SASSI’s contribution to the sustainable development and 

consumer awareness regarding the certification is a receipt on how if a concept is clear 

and easy to understand, it gains supporters. For this reason we believe that FLSA needs 

to communicate their products in an easy way, in order for the consumers to engage in a 

long-term and lasting relationship with the organization and their certified 

products.                     

 

According to Robert Brink, Purchasing Manager at Spar (personal interview, 2016-03-

24) Spar has a project that is focusing on educational farming, where local farmers learn 

how to grow and farm in a sustainable way with the promises of Spar continuing to 

purchase their products and thereby creating a sustainable chain of business for both 

parties. We have understood that this is not being communicated to their consumers, 

which we consider to be unfortunate as the end consumer in this sustainable chain have 

been pointed out by Ottosson and Parment (2016) in accordance with McDonagh and 

Martin (2015) to be the one with the power to contribute to the growth of a sustainable 

society. The authors argue for how the sustainability aspects today are central enough to 

affect companies as well as consumers. We are of the opinion that this kind of 

debmarketing could affect the consumers in a positive way which we further think could 

lead to an increased awareness regard sustainable consumption.  

 

Arianna Baldo, Executive Director and Kurt Liebetrau, Market Development Manager 

at FLSA (personal interview, 2016-04-26) are discussing how and why many retailers 

within South Africa are creating their own sustainability programs with local farmers. 

The colleagues are of the opinion that many retailers wish to avoid the outer costs but 

still escape the part of being checked up on by a third party. Ottosson and Parment 

(2016) underline how sustainable development contains of economic, environmental 

and social responsibility and that these three aspects are difficult to separate when 
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defining this term. The authors further explains that the three aspects need to be 

integrated and implemented on different levels within an organization in order for the 

organization to refer to themselves as a sustainable business. Here we can clearly 

identify how the kind of sustainability programs that the colleagues at FLSA are 

referring to might be perceived by some as sustainable business while as it is clear to 

understand that these programs probably mainly exists in order for the retailers to look 

after themselves. Even though they support and create job opportunities for the local 

farmers, their sustainability programs are created by themselves for them to benefit 

from. Another aspect within our field of interest is how many of our respondents refer 

to third-party certifications such as Fairtrade, as expensive. Yet they argue for how they 

themselves have no problem assuring that their farmers are being fairly paid by the help 

of private sustainable supply chains. For this reason we wish to draw attention to how 

Chkanikova and Lehner (2014) state that while as third-party certifications are 

guaranteed to take environmental, ethical and social aspects into consideration, private 

labels are not.  

 

We are questioning if Woolworths private label in fact holds the same agreement as a 

certificated label and if so, why is it then not a certificated label? Ottosson and Parment 

(2016) claim the private certifications to fool the consumers into thinking the product is 

better then what it might actually be. Meanwhile Kobus Pienaar, Sustainability Manager 

at Woolworths (personal interview, 2016-04-25) expresses that there should not be a 

difference between Woolworth’s labeled products and Fairtrade labeled ones. For this 

reason wish to underline that even though the retailing chain might as well follow 

certain criteria and standards, fact remains that their private label is not a third-party 

certification and therefore cannot be equalized as the same when compared.  

While Emery (2012) underlines how private labels’ eco-branding may not have any or 

very little meaning it is clear to understand that the respondents arguing for how their 

products are equivalent with the third-party certified products, have very little 

knowledge within this field of area. As the author further argues for how private labels’ 

certifications basically never have been verified by an independent organization it can 

be understood how they are not comparable with third-party certifications. Furthermore 

Ottesson and Parment (2016) argue that third-party certifications are without a doubt the 

most preferred ones in terms of trust. As our respondents express how Fairtrade 

products equals costs which are too expensive for them to carry, we ask ourselves how 
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much their farmers profit from their own kind of private sustainability programs. It 

further brings us to question how these kinds of programs which are supposed to aim to 

provide the farmer with factors such as improved salary, working conditions, health care 

etc. are able to do all of this while the company is making money out of it and still lands 

on a lower market price than the certified products?  

 

It is clear to understand that Mr. Brink is of the opinion that one way of doing 

sustainable business is by having 80 percent of their private labeled products being 

produced in South Africa. However we must interject by reminding of the fact that most 

of our respondents have expressed that they never could afford to import big portions of 

products because of their weak currency. Therefore we are of the opinion that this way 

of doing sustainable business is similar to what Grant (2007) expresses as 

Greenwashing and it does not hold up in court. To locally source products is rather 

described by our other respondents as common sense and not a contribution of 

sustainable growth which is why we are of the opinion that their way of reasoning 

regarding sustainable business has very little to do with what how the authors describe 

the same term.  

 

5.2.3 The Grocery Sector´s Collaboration with Fairtrade 

Brian Robberts, Grocery Buyer at Fruit & Veg City (personal interview, 2016-03-30) 

mentioned that Fruits & Veg City do not actively look for Fairtrade or certified 

products, nor does Grocery Store X. Meanwhile Anonymous, Brand Manager at 

Grocery Store X (telephone interview, 2016-04-07) expresses that Grocery Store X do 

not have any agreements with Fairtrade what so ever, as certified labels is not 

something the grocery store prioritizes. McDonagh and Martin (2015) argue how 

consumers hold the key to sustainable development while as Ottosson and Parment 

(2016) confirm that consumers create demands, upon which the companies adapt after. 

Meanwhile Smith (2008) states that consumers’ demand will not be sufficient to affect 

how companies choose to operate. After realizing in what limited context the two above 

mentioned retailers are operating regarding certified products, we believe that it is clear 

to understand that they are not encouraging their consumer’s sustainable awareness. 

 

McDonagh and Martin (2015) together with Ottosson and Parment (2016) argue for 

how transparency in organizations has become more usual and necessary in order to 
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satisfy consumers’ needs. The authors further argue that the demand for a company’s 

transparency, honesty and authenticity is an important part of the development towards 

sustainability. We have identified how Kobus Pienaar, Sustainability Manager at 

Woolworths (personal interview, 2016-04-25) is in accordance with the authors 

regarding these statements. He explains that Woolworths wishes for Fairtrade to 

become more transparent in order for the retail chain to extend their collaboration with 

the organization. We understand how it is underlined that people want to know what 

happens to those additionally charged 50 cents and who’s pockets they will end up in.  

 

5.3 Sustainable Marketing Communication 

 

5.3.1 The Lack of Sustainable Communication 

Neither Brian Robberts, Grocery Buyer at Fruit & Veg City (personal interview, 2016-

03-30) or Robert Brink, Purchasing Manager at Spar (personal interview, 2016-03-24) 

or Anonymous, Brand Manager at Grocery Store X (telephone interview, 2016-04-07) 

are of the opinion that they would gain something if focusing on sustainable marketing 

communication, including both sustainable products and work. That is the statement 

from three out of five of the main grocery stores in Cape Town and South Africa. It is 

clear to understand how the respondents are of the strong opinion that most of their 

consumers simply do not, and would not care about these kinds of environmental 

friendly statements. Even though there might be a somewhat smaller consumer group 

who would appreciate this kind of sustainable marketing communication and gained 

knowledge about their grocery store, we identify how the respondents seem to reason 

that this group is representing a minority and therefor does not matter. Mr. Brink 

explains that Spar is not using their sustainability work as a marketing pitch, refereeing 

to the fact that many South African consumers do not even have an education, never the 

less the ability to write or read. Interestingly enough, the demand for company 

transparency is a strong growing development for sustainable marketing communication 

(McDonagh & Martin 2015; Popescu & Iosim 2015; Ottosson & Parment 2016). 

Mårtensson (2013) claims that sustainable marketing communication should contribute 

with a growth in awareness and knowledge, which is what the consumers need in order 

to be willing to pay a higher price for a specific brand.  
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It is further discussed by Kotler, Armstrong and Parment (2015) how sustainable 

marketing can contribute with sustainability. An aspect within our interest is that if the 

researchers are right, it would indicate in the fact that Mr. Brink is wrong. Mr. Brink is 

not the only one expressing these kinds of statement. Both Anonymous and Mr. 

Robberts are sharing the views on how the South African population is poor, 

uneducated and price range focused. It is clear to identify that because of these matters, 

the retailers do not find a reason for communicating the sustainability work that they do. 

However Ottosson and Parment (2016) are expressing that company transparency is a 

reaction of sustainable growth and that the sustainable trend is in fact, not a trend, but 

rather a long-term commitment.  

 

Based on the information provided by Arianna Baldo, Executive Director at FLSA 

(personal interview, 2016-04-26) there is a LSM 6-10 group where as so many as 90 

percent are interested in learning more about Fairtrade. This leads us to the fact that this 

number encounters for approximately 15 million people, a quarter of the South African 

population who are interested in sustainable marketing communication regarding FLSA. 

We wish to put this in context to Ottosson and Parment’s (2016) research informing us 

that sustainable communication can be used in an educational purpose. It can be 

understood that a huge impact on the consumers in South Africa can be made by the 

help of retailers. If 15 million people in South Africa would be educated about FLSA 

through sustainable communication, we would be able to identify an increased Fairtrade 

awareness, which would grow from 9 to 25 percent, a rather big difference. This further 

brings us to speculations regarding how this growth of awareness could affect the 

impacts of living conditions for farmers and workers all over the country, as well as the 

consumer needs. 

 

Anonymous expresses the concern for if X would start communicating their green 

activities, it would not be representative of the entire retail chain which is why 

Anonymous fears that consumers and parties within the sector would be quick to judge. 

McDonagh and Martin (2015) express how Green Demarketing can be used to 

encourage consumers towards environmental friendly alternatives. McDonagh and 

Martin (2015) and Ottosson and Parment (2016) state that the transparency in our 

communicational society frequently is contributing to exposures of companies’ false 

promises and statements. Meanwhile Kanchanapibul et al. (2013) express how many 
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companies of today are establishing varied green initiatives in order to keep up with the 

consumers’ demands of sustainable business, meanwhile expressing how many 

encounter failure during the process. We believe that this can be one of the reasons for 

the respondents to argue for not communicating the fair trade and sustainable work that 

they claim to be doing. The term Greenwashing is further being brought up by Grant 

(2007), expressing that many companies claim to be better than what they may be. We 

agree with the author since a few of our respondents confirm examples of when the 

companies have ended up in bad press because of false promises and incorrect 

communicated information. We believe this to be one of the reasons for why the 

majority of our respondents express their cautiousness around communication of 

sustainability. What other reason could there possibly be for Grocery Store X not 

wanting to inform all of their consumers (and their competitors) that they have adapted 

to 100% recycled bags, for example? 

 

It is clear to understand that Fruit & Veg City does not wish to market their products in 

a sustainable flattering way. An aspect within our interest is how Mr. Robberts fears 

that the bad press that would spread in case of any problematic uncertainties would arise 

would put the company reputation on the line. We wish to question how sustainable the 

products and the grocery store actually are if this concern even is a problem. Ottosson 

and Parment (2016) state that all organization with a focus on sustainability should aim 

to be as transparent as possible as well as open for customer’s feedback. We are of the 

opinion that Kobus Pienaar, Sustainability Manager at Woolworths (personal interview, 

2016-04-25) and Robert Pedegana, Senior Commercial Manager Smart Shopper at Pick 

n Pay (personal interview, 2016-04-04) seem to be following this example as they both 

express how the grocery stores are communicating sustainability towards their 

consumers, especially Pick n Pay.  

 

It is clear to identify how Mr. Pedegana is the one among our respondents that expresses 

how the grocery store mainly is focusing on sustainable marketing communication. He 

explains how Pick n Pay has worked with different goodness campaigns. Mårtensson 

(2013) in accordance with Popescu and Iosim (2015) express how a brand should 

communicate strong associations and unique promises that the brand is offering. 

Mårtensson (2013) underlines how it is the sustainable communication’s responsibility 

to make sure that it is affecting the image of the brand as well as the attraction towards 
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it. Based on all of the respondents’ comments regarding sustainable marketing 

communication, it is clear to be seen that the opinions that Mr. Pedegana is expressing, 

differs from the remaining respondents as he is constantly confirming their work with 

Fairtrade as well as their sustainable marketing communication, lifting the brand in 

various ways. 

 

It has come to our attention that the majority of our respondents never had heard of the 

Fairtrade certification. Meanwhile Mårtensson (2013) explains that consumer’s 

knowledge about a brand is what defines the brand. Mårtensson’s (2013) arguments 

regarding push and pull strategies are what we believe to see that FLSA is aiming to do 

in South Africa, not the least by reaching out among employers and consumers with the 

hope of turning them into supporters of the brand. We believe this way of operating to 

be beneficial for resource limited organizations such as FLSA. 

 

5.3.2 Brand Image & Identity 

When the respondents reason for how Fairtrade labeled products are more expensive, it 

is clear to identify how little knowledge about the brand they actually possess. As we 

have understood that the Fairtrade brand unfortunately seems to be mistakenly 

associated with a higher price, we can clearly identify how the lack of knowledge is 

affecting the brand image in a negative aspect. However Solomon et al. (2013) argues 

that aware and educated consumers are prepared to pay a higher price for products from 

an ethical company. For this reason Robert Pedegana, Senior Commercial Manager 

Smart Shopper at Pick n Pay (personal interview, 2016-04-04) who agreed upon the fact 

that Fairtrade products are viewed as more expensive, explained why it is important that 

FLSA communicates why that is. We wish to argue for how FLSA must communicate 

knowledge regarding the brand and create a desired brand image with appropriate 

associations that the brand wants to be associated with.  In order for the customers to be 

willing to pay a higher price, they need to understand what Fairtrade is and what 

Fairtrade does. According to Popescu and Iosim (2015) consumers’ reactions to a 

product are influenced by their evaluations of its advertisement, which is why we do not 

hesitate to form attitudes about products that we have never seen or used. According to 

Mårtensson (2013) this translates into the need for knowledge about what is important 

and motivating for the consumer in order for the organization to communicate the 

message in a way that makes it interesting for its audience. 
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According to McDonagh and Martin (2015) and Mårtensson (2013), once the soul of a 

brand is determined, the associations to be highlighted within the communication will 

follow naturally. For this reason we are of the opinion that FLSA needs to position them 

first in order to be able to provide a profitable marketing tool for the retail chains. Aaker 

and Joachimsthaler (2000) underline that desired brand associations need to be taken 

within consideration when basing rational aspects within a statement concerning the 

product. Fairtrade in Sweden have successfully associated themselves and the logo with 

an end quote saying “Goodbye poverty” which they are using when they tell a farmer’s 

story. This is what we wish to identify as an example of how simple one can explain the 

concept, what Fairtrade is and does, with the help from only a few words.  

 

Ottosson and Parment (2016) describe a model called AIDA, which describes how a 

message should draw attention, create an interest, a desire to buy and last result in 

action. The message context could for example consist of an emotional statement. By 

using this kind of communicated message, we believe that FLSA might have the 

possibility to affect attitudinal changes among some consumers. In accordance with the 

authors’ beliefs regarding emotional messages we wish to argue for how FLSA have 

varied possibilities of using these kinds of messages within their sustainable marketing 

communication, referring to how they are supporting local farmers as well as taking 

care of the environment and contributing with sustainable development within the 

country. We wish to question if FLSA do not in fact have all the potentials to create a 

message that will hit the consumers’ hearts so hard that they will never be able to forget 

about the brand and what it represents.   

 

Arianna Baldo, Executive Director at FLSA (personal interview, 2016-04-26) 

mentioned that quality and health are the main two links to Fairtrade and not the fact 

that the organization is all about paying back to the small farmers, which is Fairtrade’s 

main objective. According to Mårtensson (2013) as well as Ottosson and Parment 

(2016) unique promises that the brand is offering should be communicated and strongly 

associated with the brand. Further Kapferer (2012) explains that strong brands are 

becoming more ideological, they have a vision for the world and they want to offer 

value to the consumers using their brand, they will benefit from it by contributing to 

societal problems. It is clear to see how these statements are very similar to how FLSA 

operates, which is why we are of the opinion that FLSA should strive to communicate 
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their ideology further towards their audience a long with their promises and 

associations. 

 

Kapferer (2012) in accordance with Mårtensson (2013) explain how a brand’s identity is 

the heart and soul for all communication and how the brand associations should match 

the identity. For this reason we wish to underline that FLSA must focus on expressing 

their brand identity, what the organization is all about (giving back to the farmer), and 

further communicate this by the help of sustainable marketing and appropriate 

associations. We agree with how Kapferer (2012) expresses that the brand associations 

should be seen as the reflection of the brand’s soul. 

 

5.3.3 Social Media 

Arianna Baldo, Executive Director and Kurt Liebetrau, Market Development Manager 

at FLSA (personal interview, 2016-04-26) express their new focus on reaching out to 

consumers by the help of spokesmen and women through social media forum such as 

Instagram. McDonagh and Martin (2015), Mårtensson (2013) and Weber (2009) state 

that online platforms have been a growing marketing tool for over the last decade. We 

agree with how the authors express that by communicating products and brand through 

social media are inviting consumers to react and interact with companies.  

 

Another aspect that has come to our attention is how Ms. Baldo is referring to FLSA’s 

tight marketing budget as an explanation for the low awareness of the label. We wish to 

highlight how Zarella refers to Social Media as an equalizer allowing smaller 

organizations to compete on the same market as organizations with bigger muscles. For 

this reason we are of the opinion that a cost-free marketing communication tool such as 

social media would be ideal for the FLSA to operate and by this time, dominate. The 

author further states that although social media is a beneficial marketing communication 

tool for companies with a limited budget, the need for engagement is important. For this 

reason we question Brian Robberts, Grocery Buyer at Fruit & Veg City (personal 

interview, 2016-03-30) statement regarding how Fruit & Veg City do not have the same 

ability to affect the market by the use of social media, since Zarella (2009) is arguing 

that company size in fact should not matter at these types of forum. We also wish to 

argue for how FLSA could benefit further from their engagements on social media by 

committing to and expanding their marketing activities online. It is clear to identify how 

the organization not only can use social media for direct sustainable marketing 
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communication, but also for creating a chain reaction of communication among their 

followers, and followers friends. 

 

McDonagh and Martin (2015) in accordance with Ottosson and Parment (2016) express 

how transparency has become of greater importance for companies of today’s 

communicational society. The authors further underline how social media can be of 

great help when aiming to expose this transparency towards consumers. In this matter 

we are of the opinion that FLSA could prosecute further when it comes to their exposal 

of transparency online, especially in relation to their personal accounts on social media. 

Mr. Liebetrau states that the organization will in fact launch an online platform later this 

year, which we believe can be seen as a great opportunity for the organization to further 

express and communicate the type of transparency that Ottosson and Parment (2016) are 

referring to, towards their audience. Mårtensson (2013) argues that once a retailer starts 

sharing information online it is of great importance that they also re-connect to their 

consumer’s comments and opinions, no matter if they are positive or negative. In 

accordance with Mårtensson (2013) we agree upon the fact that communication must be 

seen as a two-way-street. This is why it is significant that FLSA is prepared for this kind 

of online availability once they enter this market. As Ms. Baldo expresses that they are 

present on social media, we are considering how Zarella (2009) underlines the emphasis 

of that being present, is not enough. 

 

The other respondents express their social media marketing communication to be spread 

out over different forums, which might be positive in the terms of online visibility, a 

factor that Mårtensson (2013) highlights. However we fear that this spread might 

negatively be affecting the possibility of active interaction and communication with the 

consumers, which is likewise important according to the last mentioned author. 

 

McDonagh and Martin’s (2015) thoughts regarding how social media are enabling 

consumers to participate in a proactive dialogue seems to be in similarity with how 

Robert Brink, Purchasing Manager at Spar (personal interview, 2016-03-24) 

views the online forum. This is in contrary to how Kobus Pienaar, Sustainability 

Manager at Woolworths (personal interview, 2016-04-25) perceives social media as he 

expresses that Woolworths wish to stay away from noise and further are acting cautious 

around forums which are enabling consumers to share and express their opinions. We 
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are questioning if the company is being cautious or just scared. Both Mårtensson (2013) 

and Weber (2009) mirror the social media as a powerful marketing tool, which should 

be used in consideration with careful thought through strategies. However several of the 

mentioned authors underlines the possibilities that social media brings, not at least in 

the regard of consumers being able to express, share and openly discuss their opinions 

and actually affect a company in question. For this reason we are wondering if there are 

consumer opinions that Woolworth’s wish to suppress in the media and if so, why that 

is.  
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6 Conclusion 

Our conclusion is based upon the material presented in the Theoretical Framework, the 

Empirical Study as well as our Analysis, upon which we have grounded our 

recommendations upon. The recommendations are aiming to contribute with newfound 

knowledge for how to use sustainable marketing communication for the purpose of 

increasing the awareness of sustainability and certified labels. Last we will present a 

short chapter of source and study criticism.  

 

6.1 Results  

 

6.1.1 Tendencies 

When investigating the grocery store sector in Cape Town, we have encountered a few 

similar thoughts among our respondents that we will highlight in our conclusion. It has 

come to our knowledge that our respondents view and interpret the term sustainability 

in different ways. While as one retailer views sustainability as a long-term relationship 

with a farmer in order to provide the poor consumer with the cheapest product, another 

might consider sustainability to be to take plastic consumption into consideration. For 

this reason it is clear to understand how the sustainable development is a new arising 

subject within the retail sector in South Africa. During the study’s process it has come 

to our attention how the government in the country has an indirect effect on how 

sustainability is being prioritized. It has to do with more than just the support of 

environmental friendly questions, it has to do with politics. This is further affecting how 

the companies within the retail sector choose how to work with the subject, which 

additionally is affecting the end consumer and the demands he or she will have.  

 

6.1.2 Research Problem and Purpose 

As the awareness regarding sustainability has grown globally in general and certified 

labels within the food sector lately have become more popular among the conscious 

consumer, it is a fact that grocery retailers must take these matters into consideration. 

They need to understand the importance of how to work with sustainability since this 

will become an important part of the future business. However this arising subject is 

creating challenges for marketers and for them to involve their consumers and create 

attention towards sustainability. The seek of a sustainable chain can be fulfilled by 
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sustainable marketing communication. This will further create the needs and demands 

among consumers. 

 

The purpose of our study is to investigate how sustainability and certified labels can be 

communicated through sustainable marketing. This will be answered through our three 

subsidiary aims which will explain further how: 

 

The grocery store sector is working with sustainability on a developing level, 

meaning that they are not basing their business models on core values regarding 

sustainability. Since the importance of working in a sustainable way is growing and is 

no longer seen as a trend that will pass, the retailers have started to take it into 

consideration but with limited resources. This is shown by how they reason when 

discussing this subject. Many of our respondents are working on companies which do 

not even have sustainability departments. When asked whether they work with 

sustainability, some refer to how the providers of soups and math books are falling 

under sustainable business, which indirectly informs us that they have a somewhat 

limited view on the subject. Further, this affects their priorities regarding sustainable 

marketing communication, meaning that it is not being communicated. Unfortunately, 

the long-term perspective that many of our respondents are referring to as important, is 

in fact not being taken into consideration as they explain that they do not market the 

sustainable work that they do. However, we have acknowledged that the retailers seem 

to act on their own initiative as a few of them express how they have a certain 

responsibility they need to take into consideration in regardless of what their consumers 

demand.  

 

The consumer demands are affecting the grocery stores provide of sustainable and 

certified labels partly. It exist a smaller group of political consumers which are 

demanding certified labels, but unfortunately this group is not prioritized over the 

majority, which is not sharing the same demands. The respondents explain how they are 

conducting consumers’ researches as well as tracking their shopping behavior through 

their loyalty cards in order to provide what their consumers need and demand. However, 

we are under the impression that many of the respondents are satisfied with only 

focusing on the consumer group that are price and quality focused. They seem to 

consider that this group does not have a sustainable interest regarding their food 

consumption. Therefore, the retailers do not see the purpose of developing a sustainable 
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communication and educating the consumers in this matter. This indirectly informs us 

that the respondents do not understand how sustainability can be beneficial in a long-

term financial way. We have come to realize that the consumers do not have the 

opportunity to affect the grocery store sector´s provides of certified labels, since their 

sustainable demands are not are encouraged by sustainable marketing communication, 

which is what is supposed to create consumers’ needs and demands.  

 

The brand image of certified labels is being communicating by the grocery store 

sector based upon how they view the different labels. During the study’s process we 

have realized that certified labels are finding it challenging to know how to 

communicate their image and their brand associations in a way which makes it easy for 

the consumers to understand. We have understood that the certification SASSI has a 

clear brand image with easy identified associations which is why this label has reached 

success within the grocery store sector. The consumers find it easy to understand what 

the certification represents as well as they views the label as an easy way of contributing 

to sustainable consumption. Meanwhile, Fairtrade’s brand image is somewhat more 

diffuse which is why the label is being mis-understood and thereby also mis-

communicated. The respondents from FLSA themselves express how they find it 

difficult to define what the label is all about, using only one sentence. It has come to our 

knowledge that this may be one of the reasons for why the label still is rather unknown 

and why the collaborations with the different retailers is not further developed. Fairtrade 

has a slogan saying “with Fairtrade it tastes better”, which is an example of how we 

fear that the label’s concept is not being clearly communicated. A slogan such as this 

one can indicate that the label represents high quality products and not sustainability, 

which is supposed to be what the brand identity is all about. Further one of the most 

common associations linked with high quality products is price. As certified labels 

already are viewed as premium products, this kind of marketing communication 

empower the already mis-communicated associations of the label. It has further been 

highlighted that company transparency is beneficial when you wish to communicate a 

clear brand image.  
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6.1.3 How can the grocery store sector use sustainable marketing communication 

in order to contribute to increasing knowledge regarding sustainability and 

certified labels?   

 

Sustainable marketing communication can contribute with an increased knowledge 

regarding sustainability when communicating and defining the term in an easy and clear 

way which makes it possible for anyone, no matter age or education, to understand what 

sustainability means. Regarding certified labels, sustainable marketing communication 

can contribute with an increased knowledge by creating an interest for the label in 

question.  This can be achieved by defining the certified labels brand image by clear and 

accurate associations. Further, how to accomplish this will be stated in our 

recommendations.  

 

6.2 Recommendations 

For the grocery stores: 

 We believe that if the grocery store sector can communicate a message that does 

not sound complicated, they can reach their consumers. A message that explains 

how and what a customer can do in order to support the environment and 

sustainable business can be stimulating and innovative, not only informative. 

This can be illustrated by the example of how the company Apple translated the 

IPod’s 200 MB into 2000 songs in the customer’s pocket. The grocery stores 

need to create messages explaining what does sustainability mean and 

communicate it in an easy way. 

 Since the sustainable question is a growing subject, it will be more of a cost to 

ignore the subject than to start investing in it in a long-term perspective. It is a 

question whether the retailers have the courage to invest in this matter and 

involve it in their business model. We wish to point out and remind how the 

political consumer is growing; which is shown through the interest of the 

sustainable fish industry with the label SASSI. We wish to encourage the 

grocery stores to see sustainable business as an opportunity of a growing market 

within other sustainable fields such as farming, and how this can create a 

competitive advantage in the long run. This can further contribute to a developed 

sustainable society.  
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 Using social media in a strategic way by creating a personality of the retailer by 

showing “behind the scenes” footage where standards and values can be shown 

through transparency. This is an effective way to reach out to a wider group of 

consumers and inviting them to take part of the sustainable work. In order to do 

this the retailers must have the courage to be questioned by the consumers and to 

engage in a dialogue, without fear of being criticized. We encourage them to 

dare to make long-term investments by prioritizing to put effort and resources 

into their sustainable communication on social media.   

 

For the certified labels: 

 It is of great importance that certified labels know what they wish to 

communicate and how to communicate it in order to reach out to their 

consumers’ minds and hearts. We are of the opinion that certified labels could 

benefit from constructing emotional and moral statements within their brand 

messages. For example emotional statements can refer to feelings of fear and 

guilt. This could easily be used in the context to certified labels, referring to how 

the brand is supporting local farmers. Another example we wish to refer to is 

how Fairtrade in Sweden managed to create an emotional and moral statement in 

the same message, “Goodbye, poverty”, which indicates what label represents.  

 

 To have a clear and an easy brand image for consumers to understand is of big 

importance. Certified labels must define what associations they wish to 

communicate and to be connected with in order to rely on the retailers to 

communicate the same brand image and associations. This is crucial in order to 

present a united image independent of who is communicating the label. This 

creates a reliable label and a strong brand image.  

 

 Through transparency certified labels can gain trust and an interest from retailers 

who further can use their concept as sales pitch. The certified labels need to find 

out how the retailers can benefit from their collaboration. Questions they need to 

be able to answer are how and why should the retailers invest in your label?  

 

 We wish to emphasize that communication must be seen as a two-way-street. 

This is why it is significant that one is prepared for this kind of online 
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availability once they enter this market. It is not enough to only be present but 

also to be active. For this reason, we encourage an extension of similar 

collaborations such as the one with the cooking accounts on Instagram. These 

online marketing activities can help certified labels to reach out to a wider 

audience. 

 

 

6.3 Source and study criticism 

The secondary studies we have been provided with from Fairtrade Label South Africa 

regarding their consumer research are from 2014 which we are aware of how that can 

affect our results and the validity and reliability since changes might have happen since 

then.  

 

No consumer research has been made in our study, which we would believe could give 

the study a better validity and reliability. Since our field study is limited we did not have 

the resources to investigate in the consumer perspective as well. 

 

Since we only studied the grocery store sector in Cape Town of South Africa, we are 

well aware that the study is limited to Cape Town and therefore we cannot draw a 

general conclusion from our study about the whole country.  
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VI 

 

Interview Guide 
 

Fairtrade Label South Africa 

 What is your goal with Fairtrade Label South Africa? 

 Can you explain a little bit about the differences between Fairtrade in South 

Africa and Fairtrade in different countries? 

 How do you work with consumer focused marketing research? 

 How do you work to follow these up? 

 How do you work with the grocery store sector in South Africa, namely Cape 

Town? 

 How do you view the sustainable marketing communication? Is it only 

Fairtrade’s responsibility or also the grocery store’s responsibility? 

 What kind of marketing activites do you do? 

 What challenges do you experience in Cape Town and South Africa? 

 How do you work to minimize the knowledge/information gap between the 

consumers and Fairtrade? 

 What kind of support do you wish to receive from the grocery store sector in 

South Africa, namely Cape Town? 

 
Grocery Store Sector 

 How do you work with Fairtrade labeled products and do you have any standard 

agreement with Fairtrade?  

 How big range of Fairtrade products do you have, and is there a big demand 

regarding Fairtrade products? 

 If you do have Fairtrade labeled products, which are they? 

 What other certificated labels such as Fairtrade do you work with and how do 

you experience the differences in terms of  popularity within the different 

certificated lables? 

 How do you work with consumer focused research in order to find out if your 

consumers have an interest in sustainable and organic products as well as 

Fairtrade labeled ones? 

 How do you operate in terms of acting on consumer pressure or on the 

company´s core values regarding Fairtrade products and sustainability work? 

 What are your opinions regarding prioritizing locally sourced products? 

 What marketing channels do you use? 

 How does the marketing regarding Fairtrade products work? Social media, 

advertisements, sustainable communication, etc.  

 What kind of support do you wish to recieve from Fairtrade Label South Africa 

in order to work further with the label and the sustainable marketing 

communication? 

 


