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Abstract

Internettet har åbnet op for handlen med dagligvarer over nettet, der trods sti-

gende interesse blandt forbrugere, ikke har haft markant gennemslagskraft i 

Danmark endnu (Passport 2). Hvorimod en overvældende mængde litteratur har 

undersøgt fysiske butiksmiljøers indflydelse på forbrugeradfærd, er der begræn-

set forskning indenfor online detail. Dette betyder, at der stadig hersker mange 

ubesvarede spørgsmål i forhold til hvorvidt hjemmesider besidder evnen til at 

påvirke forbrugeres humør, emotionelle og analytiske processuering af stimu-

li og brand-valg. Denne kandidatafhandling udspringer af ønsket om at opnå 

brugbar viden indenfor disse henseender, og medvirke til en oplysning af hvor-

dan man strategisk kan udvikle hjemmesidedesigns for online supermarkeder. 

Specialets primære fokus er, at udforske hvorvidt hjemmesidedesign for et on-

line supermarked kan influere forbrugeres brand-valg. Tre demo-hjemmesider 

for et fiktivt e-supermarked med varierende stimuli var udviklet til undersø-

gelsen. Hjemmeside #1 var baseret på high task-relevant stimuli (der relaterer sig 

stærkt til forbrugerens indkøbsopgave) med en effektiv navigation i højsædet. 

Hjemmeside #3 bestod primært af low task-relevant stimuli (der er forholdsvist 

betydningsløse for selve forbrugerens indkøbsopgave) i form af hjemmesidede-

sign og e-sikkerhed. Hjemmeside #2 involverede en blanding af både high og low 

task-relevant stimuli med navigation, hjemmesidedesign og e-sikkerhed priorit-

eret relativt ens. Opgaven tager metodisk afsæt i en kvalitativ dataindsamling 

bestående af både semi-strukturerede interviews og indkøbs-observationer på 

de tre hjemmesider. Empirien indikerer, at en hjemmeside der primært benyt-

ter high task-relevant stimuli, mestendels engagerer forbrugerens analytiske pro-

cessuering, udløser praktiske og rutineprægede brand-valg, og som konsekvens 

heraf, opfattes som en utilitaristisk købsoplevelse. En hjemmeside med en høj 

prioritering af low task-relevant stimuli, besidder derimod evnen til at ændre for-

brugerens humør til det positive, udløse en højere mængde emotionel respons, 

hvilket resulterer i en fremherskende eksperientiel processuering af hjemme-

sideindtryk. Desuden involverer dette reaktionsmønster muligheden for at ig-

angsætte en affekt heuristik, der influerer forbrugernes brand-valg til at være 

mindre rigide, mere inspirerede og emotionelle. Denne indkøbsoplevelse er 

ligeledes betragtet mere hedonistisk. 
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Introduction

The rise of the Internet has brought along a rapid and continuous integration of 

technology into human life. This has significantly altered many peoples’ everyday 

practices – one of them being the way in which consumers carry out an activity such 

as grocery shopping. Danish internet retailing performed better than physical re-

tailing in terms of growth in 2016 (Passport 1), and the emerging business model 

is also gaining share within the grocery industry. A growing number of consumers 

are starting to realise the timesaving and convenience benefits of online shopping, 

although the majority of Danish shoppers still prefer to buy their groceries in phys-

ical supermarkets (Passport 2). A prominent source of the reluctance to adopt in-

ternet-based grocery shopping among consumers is associated with the sensory re-

duction experienced on a website. When consumers purchase fresh produce such 

as vegetables, meat and fish in a brick-and-mortar store, they greatly depend upon 

sensory examinations (e.g. touching and smelling) in their selection process. Uncer-

tainty about product quality constitutes a main inhibitor for consumers to convert 

to online shopping (Raijas, 2002). As a consequence, online grocery retailers face 

obstacles with slow adaptation rates. One group of supermarket products that does, 

however, entail the potential of circumventing this pitfall is FMCG – Fast Moving Con-

sumer Goods. Edible FMCG are often processed to enhance a longer shelf life, and 

are as a result substantially more homogenous than fresh produce. Consequently, 

supermarket FMCG necessitate less sensory examination of the individual product’s 

attributes from the consumer and imposes less pressure on the retailer’s distribu-

tion side. As the physical product characteristics of FMCG are hidden beneath the 

package design, the need for differentiation through branding increases. FMCG are 

thus heavily reliant on their brands in communicating with the consumer. FMCG 

brands will constitute the object of analysis in this thesis based on the above assump-

tion of consumers’ higher acceptance of purchasing FMCG in an online supermar-

ket than fresh groceries, along with the retailer-associated advantages linked to this 

group of products. 

The next pressing issue for the e-grocery industry is the fact that only a very limited 

amount of literature exists on online consumer behaviour – and even less on in-

ternet supermarkets. Whereas an abundance of scholars has provided insights into 

consumer decision-making within traditional stores, theories on online shopping 

are still in their infancy. More specifically, there appears to be a gap in the research 

on how an online environment’s stimuli influence consumers’ moods, processing 
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system and response behaviour. Accordingly, the extent to which the design of an 

online supermarket encompasses the ability to influence consumer brand choices 

is somewhat unidentified. It is thus the aim of this thesis to illuminate whether the 

online medium, despite its reduced sensory modalities, possess the capacity to stim-

ulate and influence consumer behaviour. 

Purpose of Study
As touched upon in the introduction, few Danish consumers have started appre-

ciating the online medium as a channel for grocery shopping. In order for e-gro-

cers to become profitable and capture market share, more insights are needed on 

how to influence consumers’ shopping experiences positively. Existing literature 

on consumer behaviour in brick-and-mortar stores has illuminated the many ways 

in which a store’s atmospheric cues play a prominent role in influencing consum-

er choice (e.g. Baker, 1986 & Mathwick et al., 2001). This can account for the way in 

which consumers sometimes end up purchasing products they never planned to in 

the grocery store, or varying brands depending on the store visited. A broad range 

of stimuli (e.g. sensory triggers, product placement, discounting, architecture, etc.) 

are, more or less intentionally, employed by traditional stores to impact consumer 

purchase intentions. It is thus widely accepted in academia, that the store environ-

ment can be employed strategically in influencing consumer behaviour. 

Although an online shopping experience shares a number of properties with that of 

a physical store, the extent to which the cues from a traditional store can be trans-

lated virtually remains poorly understood. The online medium entices our brains in 

new ways – it increases cognitive demands and interaction compared to more pas-

sive media, but it also entails an intangibility and distance when it comes to e-com-

merce. Eroglu et al. (2003) have investigated the impact of online atmospheric cues 

on consumer behaviour and have established one of the most protuberant stimulus 

taxonomy applicable to the field so far.

There appears to be a lack of literature, however, addressing the specific task of stra-

tegically designing online grocery stores, employing Eroglu et al.’s stimulus taxon-

omy. As a consequence, the current study has identified three online website envi-

ronmental cues as stimuli: navigation and website design, according to Eroglu et al.’s 

(2001) online atmospheric cues, along with the third cue of e-trust. Although, the 

aforementioned authors focus on recommendations as the third stimulus in their on-

line taxonomy, this study has chosen to include e-trust instead. This choice is based 
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on the substantial field of literature underpinning the assertion that consumers’ at-

titudes and willingness to purchase is strongly linked to their perception of a web-

site’s security (e.g. Ha & Stoel, 2008; Tsang et al., 2010). Furthermore, it is my person-

al assumption that the perceived security of a website exceeds recommendations 

in importance to consumer response behaviour. By investigating this combination 

of online atmospheric cues, the intention is to obtain deeper knowledge on how 

to improve the consumer experience in an internet-based supermarket within the 

Danish market.

Finally, the motivation of the study at hand is rooted in a great personal interest in 

the cognitive processes involved in consumer brand choice, and the online medium 

as a channel for commerce. 

Research Question
Based on this introduction of the challenges facing e-grocers and the purpose of the 

current study, the following research question has taken form:

Can the application of specific stimuli in website design of an online grocery store influence the 

processing system involved in the consumer’s decision-making and as a consequence impact 

brand choice?

Definition of Actors and Market

The Consumer
The most central actor studied in this thesis is the consumer shopping for groceries 

online. Grocery shopping is a high-volume retail activity that most individuals car-

ry out several times per week. Although most of us are very familiar with the task, 

grocery shopping is in fact neurologically complex, particularly with regards to the 

number of choices the consumer is forced to make amongst the overload of infor-

mation to which he or she is exposed. The average UK supermarket carries approx-

imately 45,000 SKUs – Stock-Keeping Unit (Leighton & Bird, 2012), an estimate likely 

to be similar to the Danish. In addition to this, consumers are presented with around 

900 items each minute in a traditional grocery store (Ibid.). While the amount of in-

formation consumers receive here is overwhelming, their level of processing capac-

ity is limited (Plassmann et al., 2012). In fact, consumers are exposed to an estimated 

11 million bits of information each second, but the human brain is incapable of pro-

cessing more than 40 bits consciously (Wilson, 2002). In addition, consumers rarely 
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have the time, interest, nor capacity to conduct a thorough evaluation of the prod-

ucts they are faced with. The consumer’s attention is therefore a scarce resource for 

the supermarket brands.

The Retailer 
The retailer’s raison d’être is to provide consumers with the shopping facility that 

stores the suppliers’ products. Throughout the years, the grocery retailer’s role has 

gradually been reduced from being a merchant to merely providing shelf space in a 

traditional self-service supermarket. E-retailing is the newest development for gro-

cery vendors, where a website constitutes the environment for displaying its prod-

ucts and services. On one hand, this virtual retail outlet represents the opportunity 

of reaching new consumers, increase sales, and reduction of personnel wages and 

store rental costs. An online grocery store may equally obtain valuable insights from 

the tracking of consumer’s shopping behaviour and spending habits the digital plat-

form enables. On the other hand, it imposes the need of a business model restruc-

turing, which might involve increased expenses from website maintenance, infra-

structure, warehousing products, etc. Higher barriers to sales may equally occur as 

consumers can be more reluctant to pay in an online store, depending on their level 

of e-trust. 

The Supplier 
The supplier of FMCG bases its existence on selling products to consumers. Since 

the supplier is not present in the actual purchase situation, the means of communi-

cating and influencing the consumer’s choice primarily goes through branding and 

package design. Obviously, most suppliers also spend a lot of money on advertising 

and other marketing communication to influence the consumer outside the store 

environment, but the visual and name-value of their products are crucial determi-

nants in the ultimate situation of consumer brand choice. In other words, the sup-

pliers are relying on their brands, the display and the environment as surrogates at 

the point of sale (Sorensen, 2016). In an online store this corresponds to listing of 

products, features on front pages, recipes, etc. FMCG generally constitute low-in-

volvement purchases, which is reflected in the term fast moving consumer goods, as 

these typically are high-frequency goods aiming at soothing the basic needs of con-

sumers, and hence moving fast in and out of consumers’ lives.
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The Market
The Danish grocery retail market accounted for roughly DKK 136,600 million in val-

ue sales in 2016 (Passport 2) with a value growth of 2% during the last five years (Pass-

port 1). The competitive landscape is characterised as an oligopoly, in the way that 

few large players dominate large amounts of market share – i.e. Coop amba (37%), 

Dansk Supermarked A/S (32.4%), Dagrofa Aps (12.8%) and Reitangruppen AS (11.1%) 

(Appendix 1). Only 8% of Danes shop for groceries online (Appendix 2), so the mar-

ket exhibits great potential for online expansion.

Definitions
The experiential system

Experiential processing, System 1 and emotional processing are all terms used 
interchangeably in referring to the experiential system. 

The analytical system 

The analytical system refers to the consumer’s deliberate cognitive processing of 
stimuli. System 2 is equated with the concept. 

Offline supermarket

Several words are applied in referring to a traditional supermarket, such as physical, 
offline and traditional store. 

Online supermarket

This thesis adopts the words e-grocer, online and internet-based supermarket 
interchangeably to describe a virtual grocery store. 

Atmospheric cues

Several words such as stimuli, environmental cues, contextual factors and 
atmospherics are used to refer to both online and offline stores’ atmospheric cues. 

Navigation

The word navigation is primarily applied as a reference to the ease of use, 
organisation and hierarchical structure of a website, and most often within the 
context of an online store. 

Website design

Website design denotes the intentional designing of a website’s visual and aesthetic 
appearance, visuals, graphics, animations, colours, fonts, music, video and general 
layout. 

E-trust

E-trust is defined as consumers’ willingness to accept vulnerability associated with 
payment and personal data transactions in an online store. 

Utilitarian 

Practical and effective are words used similarly to utilitarian. 

Hedonic 

Experiential and emotional are applied interchangeably to denote hedonic. 

Mood 

Mood is also referred to as affective states and background emotions.
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Delineation 
The following section will briefly present this thesis’s delineation of scope.

■	While the processes preceding and succeeding the actual in-store brand 

choices admittedly play a central role in consumer behaviour, this thesis 

confines its study to the decisions taken within an online grocery store.

■	The focus is limited to supermarket FMCG brands – more specifically 

packaged consumer goods characterised by being branded.

■	Although private-label brands – a retailer’s own brand – have gained 

significant terrain and imposed great competition to conventional brands, 

these are not included in the study. 

■	There are many factors involved in consumer’s decision-making in an 

online grocery store – e.g. time available, health and lifestyle preferences, 

familiarity with online shopping, etc. In fact, there are way too many 

aspects to brand decisions than this thesis could ever realistically cover. 

Therefore, the focus is delineated to primarily include the consumer’s 

processing systems, mood and affect as the intermediary processes of 

interest between website stimuli and response. 

Thesis Structure 
Introduction

Literature Review

Methodology

Analysis

Conclusion

Discussion & 
Limitations

Managerial 
Implications
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Literature Review

The following literature review is divided into three chapters. The first chapter pres-

ents literature on the consumer; the second will elaborate on brand choice theories, 

and the final third chapter deals with store environments.

PART 1 - THE CONSUMER

Setting the Scene 
The neoclassical economic paradigm has for many years dominated theoretical as-

sumptions in behavioural sciences, including in the fields of marketing and con-

sumer behaviour. The fundamental premise for rational choice theory (RCT) is that 

the aggregate of social behaviour derives from individual self-interested behaviour 

(Levin & Milgrom, 2004). Operating within an economic paradigm, the theory hing-

es on the concept of homo economicus, the economic man who is a consistently ratio-

nal, self-interest maximising agent (Sen, 1977). In the course of being an economic 

agent, the consumer’s rationality is to be understood as decisions leading to an op-

timisation of consumption within the given budget constraints (Levin & Milgrom, 

2004). The rational consumer’s choice preferences are stable, based on consistent 

criteria and are only up for revision if he or she is presented with new information 

that alters the cost-benefit outcomes of the decisions (Ibid.). The consumer’s infor-

mation processing is consequently perceived as being somewhat similar to that of a 

computer – the consumer is able to retrieve information from memory and conduct 

accurate self-reporting on choice reasoning. These assumptions are thus based on 

an invariance criterion, meaning that the environment in which the decision-mak-

er is situated theoretically should not impact the consumer’s choice. Herbert Simon 

(1955, 1956, 1979) later introduced the idea of bounded rationality, in which the dimen-

sions of situational and cognitive constraints to decision-making were taken into 

consideration. Simon equally made an appeal for further examination of the signif-

icance of emotions in decision-making and thus presaging the emphasis neuromar-

keting now is giving emotions and the environment in decision-making research. 

Neuromarketing 
Neuromarketing is a hybrid discipline integrating insights from the fields of med-

icine, psychology and business – more specifically neuroscience, social psychology 
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and behavioural economics. As the name implies, neuromarketing entails the aim 

of merging neuroscience with marketing by adapting methods and theories from 

cognitive neuroscience in combination with behavioural theories from consumer 

psychology (Plassmann et al., 2012). In this manner, neuromarketing promotes the 

value of looking at consumer behaviour from a neuroscientific perspective with the 

aim of understanding the way in which marketing stimuli affect consumers’ brains 

and decision-making. While conventional methods for testing and predicting con-

sumer behaviour have increasingly fallen short in terms of effectiveness and reliabil-

ity, neuromarketing offers more realistic, scientific methods for directly accessing 

the minds of consumers with and without their conscious participation. By applying 

different methods, neuromarketing has correspondingly ushered in fundamental 

changes to understanding the consumer. This thesis takes its theoretical stance in 

neuromarketing, and the following section will provide an account of selected con-

sumer insights obtained by the discipline. 

The Irrational Consumer 
Neuromarketing research is painting a picture of consumer decision-making that 

is in stark contrast to the RCT. First of all, neuromarketing discards the idea of the 

consumer as a rational agent. Recent decades have seen groundbreaking advances 

in neuroscientific work and hence given rise to an entirely new vehicle for under-

standing consumers and their decision-making. Neuroscientific methods and tools 

such as neuroimaging machines, eye scanners, etc. now provide insights into which 

areas of an individual’s brain are being activated by a given marketing stimuli. This 

allows marketers to uncover how consumers react neurologically to the marketing 

communication they are producing, and thus obtain important information that 

is not accessible through conventional consumer research methods. Neuromarket-

ing gives little attention to consumers’ self-reporting on behaviour, based on the 

assumptions that consumers are inept at adequately articulating their preferenc-

es and purchase motivations. Instead, the brain is assumed to store information 

on the underlying depths of decision-making (Berns & Ariely, 2010). Furthermore, 

consumer decision-making is, according to neuromarketing, heavily controlled by 

nonconscious drivers that consumers cannot account for themselves, which makes 

them incapable of undertaking self-reporting (Ibid.). This does not mean, howev-

er, that it is imperative for marketers to have access to neuroscientific tools to con-

duct consumer research. Neuromarketing, in its essence, presents a general need 

for understanding consumer decision-making from more than just the spoken 
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word of self-reporting, but equally the untold, nonconscious and emotional factors 

hidden beneath the surface. One of three theoretical branches of neuromarketing, 

behavioural economics, provides an alternative route to understanding consumer 

behaviour – one in which the dual process theory plays a significant role in under-

standing cognitive activity. 

Dual Process Theory
Having discounted RCT as an area of investigation, this literature review now fo-

cuses on dual process theory (DPT), a theory promulgated by the absolute legends in 

prospect theory Daniel Kahneman and Amos Tversky. The review will commence with 

Kahneman’s modern concept of dual processing (2003; 2011), and following move 

on to a more affect-based variation of DPT – the experiential versus analytical system 

theory. DPT has for many years figured in psychology as a catalyst for understand-

ing thinking. During recent decades, psychologists have applied DPT to distinguish 

between two systems of thinking with inherently different capacities and processes 

(e.g. Evans, 2003, 2008; Kahneman, 2011; Kahneman & Frederick, 2002; Metcalfe & 

Mischel, 1999; Sloman, 1996; Smith & DeCoster, 2000; Strack & Deutsch, 2004). The 

central concept of DPT is the idea that human decision-making and judgment are 

divided into two generic modes of cognitive function – an intuitive mode, where de-

cisions and judgments are made automatically and rapidly; and a reasoning mode, 

where decisions and judgments are created deliberately and with effort (Kahneman, 

2003). These two different modes are typically referred to as System 1 and System 2 

(Stanovich & West, 2000), but numerous other terms have been applied by various 

researchers. 

The cognitive processes involved in System 1 are effortlessly invoked, and they hap-

pen without any prompting. They are fast, nonconscious, associative and implicit, 

in the way that they are not available for introspection (Kahneman, 2003). System 

1’s perceptual system and automatic operations serve in generating impressions of 

objects, perception and thought and these are never voluntary or verbally accessible 

(Ibid.). Concrete System 1 processes include the natural assessment of objects and 

physical properties such as distance, size, or more abstract properties such as simi-

larity, causal propensity, affective valence and mood (Ibid.). System 2, on the other 

hand, allocates attention to more demanding cognitive activities that are slower and 

more complex (Ibid.). The operations of System 2 are often associated with a percep-

tion of subjective agency, choice and concentration (Kahneman, 2012). 
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According to Kahneman (2012), both systems are active whenever we are awake. 

They interact in the way in which System 1 continuously and automatically generates 

impressions, desires, intuitions and feelings for System 2. System 2 then works as the 

“controller” of System 1’s intuitions and impressions, determining which shall be 

endorsed as conscious beliefs and what impulses shall be turned into voluntary ac-

tions (Ibid.). In this way, Kahneman’s contribution to DPT brings forward the point 

that the majority of the decision-maker’s deliberate beliefs and choices originates 

from the impressions and desires produced by System 1. System 1 is, in other words, 

said to drive our behaviour in a much stronger manner than System 2.

Experiential-Analytical Dual Process Theory 
An extension to the preceding foundation for DPT comes with a more affect-ori-

ented perspective – a dual-process concept separating the analytical/experiential in-

formation processing systems (e.g. Epstein, 1994; Shiv & Fedorikhin, 1999; Sloman, 

1996; Zajonc, 1980). The analytical-experiential dual process theory shares many 

properties with that conceptualised by Kahneman & Tversky, but with the affect di-

mension more fully articulated by distinguishing between analytical and emotional 

processing. The experiential-analytical DPT is thus applied in this thesis as building 

on top of the Kahneman and Tversky’s more classical DPT axiom, offering more nu-

ances around emotions. 

Epstein (1994) similarly argues that individuals apprehend the world using two in-

teractive systems. Similar to System 2, the analytical system is the deliberative, ra-

tional system that undertakes analyses based on rules of logic and evidence (Ibid.). 

This system is relatively slow, conscious and mentally taxing (Plassmann et al., 2005). 

The experiential (emotional) system is understood on an affective basis (Slovic et 

al., 2005). It encodes the world in images, narratives and symbols to which affect 

has been attached (Ibid.). Reliance on emotions is simpler, more rapid and efficient 

when navigating in a complex and uncertain environment (Ibid.). Many theorists 

designate affect to be the primary motivator in decision-making and behaviour, and 

a broad range of consumer decision-making research suggest that the majority of 

information processing – especially that of affective character – is nonconscious and 

hence easier to process (for reviews see: Bargh, 2002; Fitzsimons et al., 2002; Wood-

side, 2004). Zaltman argues that “ninety-five percent of thinking takes place in our uncon-

scious minds – that […] stew of memories, emotions, thoughts and other cognitive processes we 

are not aware of or what we can’t articulate” (2003: 9). 
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 Based on the above-presented theoretical assumptions, the following question 

emerges for further study: 

■	In which way do the consumer’s processing systems interact during the task 

of making decisions in an online supermarket?

Accessibility and Attribute Substitution
One of the implications of considering human thinking from a DPT perspective is that 

decision-making is dependent on accessibility – the ease with which thoughts come to 

mind (Kahneman, 2003). Within the operation of System 1, Kahneman treats acces-

sibility as an important driver for decision-making. Tversky and Kahneman (1983) 

argued that accessibility is jointly determined by the cognitive mechanisms that pro-

duce it and the nature of the stimuli that elicit it, such as situational factors or object 

attributes. According to Kahneman (2003), the most accessible impressions pro-

duced by System 1 guide preferences and judgments in decision-making, unless Sys-

tem 2 deliberately intervenes to modify or correct these. Hence, one needs to factor 

in the determinants of high accessibility to understand judgments, decision-making 

and the conditions under which System 2 overrides System 1 as the exception to the 

rule (Ibid.). Closely tied to this understanding of the accessibility of thoughts is the 

concept of attribute substitution. Attribute substitution occurs when an inaccessible 

target attribute is substituted by a highly accessible and related heuristic (Ibid.). In 

this way, the mind conducts a System 1 information-processing shortcut, which re-

quires less effort in contrast to the complex System 2 processing, and the judge is 

usually unaware of the substitution. Attribute substitution is one of the underlying 

processes behind judgment heuristics in decision-making. 

 

“Perception is a choice of which  

people are not aware, and people perceive  

what has been chosen.” 
Kahneman,  2003:  701 .

Judgment Heuristics
Kahneman and Tversky coined the term judgment heuristics to describe a number of 

heuristic principles on which people rely to “reduce the complex task of assessing proba-

bilities and predicting value to simpler judgmental operations” (1974: 1124). Although the list 
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of judgment heuristics is long and continuously increasing, only the affect heuristic, 

which will be discussed in greater detail later on, is included in the scope of this the-

sis. As mentioned earlier, the human brain has a limited processing capacity, and it 

is thus wired to attempt economisation of processing-heavy tasks. Kahneman (2012) 

argues that the brain acts according to the law of least effort – a law suggesting that 

laziness is built deep into our nature by stating that the brain consistently choos-

es the least demanding route whenever faced with different ways of achieving the 

same goal. Judgment heuristics work as evaluative shortcuts in decision-making and 

are for the most part helpful in the way that they operate on a nonconscious level 

without recruiting deliberate processing (Ibid.). This allows the brain to preserve 

the more demanding System 2 attention for what it supposes to be salient matters. 

Judgment heuristics are thus helpful in a world with constant bombardment of in-

formation, if they remain tacit, as they allow us to perform countless tasks and judg-

ments without engaging our conscious deliberation. What is intriguing about judg-

ment heuristics, however, is that they lead people to have inconsistent preferences 

when the same choice is presented in different ways (Tversky & Kahneman, 1979) 

and these deviations even entail predictable value. This is obviously a crucial insight 

for marketers as a modification of a consumer’s environment or the simple way in 

which choice is presented can influence decision-making. 

Conclusion to this Section
■	Consumers are assumed to perform decision-making through a dual 

process concept of thinking, where System 1/the experiential system is the 

most predominant in the way that it automatically generates impressions, 

desires, intuitions and feelings for System 2/the analytical system. System 2 

then works as the “controller” as to which System 1 inputs shall be endorsed 

as conscious beliefs and voluntary actions. The majority of the decision-

maker’s deliberate beliefs and choices originates from the nonconscious 

impressions and desires produced by System 1. 

■	The human brain has a limited processing capacity and is wired to attempt 

economisation of processing-heavy tasks. Judgment heuristics work as 

evaluative shortcuts in decision-making and are for the most part helpful 

in the way that they operate on a nonconscious level without recruiting 

deliberate processing. Judgment heuristics provide evidence that consumer 

preferences and decision-making are inconsistent and highly context-

sensitive. 

■	Choice is considered something fragile that can be influenced or reversed 
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by the context in which the choice alternatives are presented or by other 

externalities outside of the choice itself.

So far, it has been established that the vast majority of consumer decision-making 

is originating from System 1’s nonconscious and emotional processes and judgment 

heuristics that may or may not become subject to analytical processing. It now ap-

pears essential to take a deeper look at one of System 1’s strongest drivers – emotions. 

Therefore, the following section will seek to provide an account of emotions, feel-

ings and affect and their impact on decision-making.

Emotions

Definition of Emotions, Feelings and Affect
In recent decades, neuroscientific research in particular has produced great evi-

dence for the critical role of emotions in decision-making. Scientists such as Damasio 

(1994), Goldman (1993), McGaugh (2003), Gazzaniga (1998) and LeDoux (1998) have 

shed light on the evolution of emotions in the brain and their crucial impact on hu-

man functioning, survival, and decision-making. The terms emotions, feelings and 

affect have, however, been subject to different definitions and lack clear distinction, 

probably due to their intangible nature and the lack of consensus across the various 

academic fields. This thesis adopts the terminology from neuropsychology, given the 

detailed account that neurological research provides of what happens in the human 

brain as the individual deals with decision-making. Hansen & Christensen define 

emotions as “inner guiding unconscious processing” that are “aroused to a varying degree by 

all external stimuli such as pictures, sounds, and all kinds of perceptions as well as by many in-

ternal bodily and cognitive processes.” (2007: 100). In alignment with this terminology, 

emotions are physiological changes induced by specific brain systems that respond 

to the content of one’s impression – actual or recalled – relative to a certain object or 

event. Feelings are, according to Damasio, “the private mental experience of an emotion” 

(1999: 42). It is thus only when a given emotion is internalised into the individual’s 

consciousness that it becomes a feeling. Affect is furthermore applied as the generic 

term for both emotions and feelings in accordance with Plassmann et al. (2005). 

Emotions in the Brain
To understand emotions from a neuroscientific perspective, one must turn to the 

evolutionary development of the brain. The human brain has evolved over millions 
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of years, and emotions are neurological processes occurring in the central and most 

ancient part of the brain (Hansen & Christensen, 2007). The overarching structural 

organisation of the brain can be considered as three evolutionary “layers” (figure 1): 

The inner “layer” – the brainstem – is the central and most ancient part of the brain, 

also referred to as the pre-reptilian brain. The second part – the limbic system – is a brain 

structure humans share with reptiles and other animals with more developed brains. 

The limbic system serves as the brain’s controlling system – it is home to the most 

fundamental processes to our survival, works extremely rapidly, nonconsciously 

and can generate bodily responses before there is even consciousness. The areas of 

the brain with significant importance to emotions are the cingulate cortex, insu-

la, hypothalamus, thalamus and the brainstem nuclei (Damasio, 2003). It is within 

the interplay of these that emotions, memory and other nonconscious processes are 

generated. These emotional processes lay down memories in the brain and hence 

become rudimental to our future interpretations of and reactions to the environ-

ment. In contrast to the learning developed later with the evolution of the neocortex, 

the learning formation in the limbic system is merely emotional and involuntary, 

often based on fear or reward. This serves as an explanation of the way in which hu-

mans tend to have an approach-avoidance-categorised reaction to stimuli. Finally, 

the human brain is distinguished from animals by the evolutionarily more recent 

development of a larger frontal lobe – the neocortex – which underpins cognition. 

This part of the brain is responsible for analytical reasoning, planning and deliber-

ate decision-making. In line with Damasio (1994) and LeDoux (1998), emotions shall 

be seen in the light of the development of the brain, with the experiential system 

being the first in evolutionary terms. Along the same lines, general analogies have 

been made between System 1 thinking and the old part of the brain (reptilian brain) 

and System 2 with the new brain (neocortex) (Renvoise & Morin, 2005; Satpute & Li-

eberman, 2006; Lieberman, 2007; Kahneman, 2012). Although such associations can 

be argued to be reductionist, the neuroscience-DPT linkage might serve in explain-

ing System 1’s innate properties that humans share with primitive animals such as 

reptiles, whereas System 2’s operations have been developed through the very same 

evolution of the brain that distinguishes us from animals. Experiential-analytical 

processing shall, however, not be considered a mutually exclusive battle between 

rationality and emotions – both systems contain strong elements of rationality.
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FIGURE 1: The Structure of the Human Brain (Hansen & Christensen, 2007: 102)

Emotions Ease Decision-Making and Cause Rationality
One of the central insights from neuromarketing is that emotions serve as major 

inputs to decision-making. While it was concluded that neuromarketing rejects the 

notion of the consumer being a rational actor, in the sense of the RCT axiom, brain 

science has in recent years contributed to a new view of emotions as prominent con-

tributors to what most people would refer to as rational decision-making. The be-

havioural neurologist António Damasio has been at the forefront of developing a 

paradigm shift that illuminates the importance of emotions in decision-making (Du 

Plessis, 2011). Since René Descartes’ famous statement cogito ergo sum (I think, there-

fore I am) in which he separated emotions from rationality there has been a long tra-

dition for considering emotions as being in opposition to rationality. Damasio (1994), 

however, has confronted almost 300 years of philosophical thinking by presenting 

rationality and emotions as intrinsically interlinked in human decision-making due 

to the way our brains are wired. Damasio proved the indispensability of emotions as 

contributors to decision-making with studies of neurological patients with trauma 

in the emotional centres of the brain (Ibid.). What he found was that the absence, or 

the significant reduction, of affect resulted in a profound diminution of the capacity 

to reason and make decisions (Ibid.). Instead the patients were stuck in an incon-

clusive and painfully long cost-benefit analysis of options and their consequences. 

Evidence suggests that the brain region, the ventromedial prefrontal cortex, is part 

of a system that stores information about the emotions evoked in past experiences 

(Bechara et al., 1997; Bechara et al., 1999; Bechara et al., 2000). This indicates that so-

matic and emotion-based biasing signals are integrated in the higher brain areas to 

ease decision-making in complex situations, which furthermore provides evidence 

that emotions are biologically indispensable to decision-making. 
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The Affect Heuristic 
In extension to Damasio’s findings, the affect heuristic postulates that individuals 

use affect as a judgment heuristic in guiding their decisions and problem-solving. 

Kahneman has acknowledged the affect heuristic as “probably the most important de-

velopment in the study of judgment heuristics in the past few decades” (2003: 710). Studies 

have investigated the role of affect in information-processing and decision-making 

(Loewenstein & Lerner, 2003; Loewenstein et al., 2001; Slovic et al., 2002 & 2005) 

and obtained compelling evidence for the proposition that individuals use affect 

in demarcating a positive or negative quality of a stimulus as a proxy for analyti-

cal reasoning. Applying a readily accessible affective impression is less demanding 

than engaging in deliberate decision-making strategies (Slovic et al., 2004). Slovic 

et al. (2005) argue that it is primarily nonconscious emotions that constitute the af-

fect heuristic and influence decision-making, and that the associated feelings are 

being used as information in the decision process. When an individual applies the 

affect heuristic, judgment is influenced by the positive or negative somatic state or 

emotional associations evoked by a specific stimulus. What follows is that judgment 

happens not only on the basis of what the individual thinks about a stimulus, but also 

on the basis of how he or she feels about it (Slovic et al., 2005). If the individual holds 

positive affect towards a stimulus, risks are usually perceived to be lower and bene-

fits higher and vice versa (Slovic et al., 2000). 

Based on the above-presented theoretical assumptions, the following question 

emerges for further study: 

■	Does the affect heuristic have the capacity to produce affect-confirming 

decision-making in an online supermarket?

The Somatic Markers Hypothesis 
Not only the affect heuristic theory assumes emotions as being strong components 

in decision-making. Damasio (1996) lends further evidence to this claim with his 

somatic marker hypothesis. The author formulated this hypothesis as an attempt to 

capture how emotions impact human perceptions, memory, evaluations and deci-

sion-making. Somatic markers can be described as the instant gut feeling received 

in response to a stimulus – a feeling that precedes any cost/benefit analysis or logical 

reasoning. Soma is Greek for body, and Damasio (1999) uses the term somatic to refer 

to how the body feels. Decision-making is influenced by marker signals that manifest 

in somatic, neurobiological processes in response to an internal or external stimu-
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lus (Plassmann et al., 2006). Such stimuli may be internal (recalled or experienced 

in the body) or external (induced by the environment). In other words, a somatic 

marker can be described as the memory of past experiences or the bodily response 

associated with an emotion. When individuals form memories in the brain, these 

include not only the event but also the feeling associated. Somatic markers are con-

tinuously created and updated through individual experiences in life. Whenever a 

person is confronted with a novel situation, the somatic markers are rapidly and 

often nonconsciously accessed and thus provide the individual with an efficient in-

stinctual shortcut to decision-making. The more a stimulus has acquired the ability 

to arouse emotions, the stronger the activation of the somatic marker will be. Most 

frequently, the stimulus is grouped into a positive or negative evaluation category – 

associated with an approach or avoidance strategy. 

Consumer Decision-Making in a Supermarket 
Consumers constantly have to navigate in complex environments and make choic-

es between an abundance of different options. A supermarket is no exception – in 

fact, it is the epitome of an everyday situation where consumers have to take in a 

wealth of information and perform many complex decisions. As mentioned earlier, 

the human five senses are consuming more than 11 million bits of information each 

second. This estimate has been determined by scientists through a calculation of the 

receptor cells in each sense organ and the neural links from these to the brain (Wil-

son, 2002). A person’s eyes alone receive and send more than 10 million signals to 

the brain each second (Ibid.) The liberal guess of scientists is that only 40 bits can be 

processed consciously by the human brain per second. One could raise the question: 

would it not be tremendously wasteful to design a system with such great sensory 

perception, but yet such a limited capacity to process the incoming information? 

Wilson’s answer to this is that humans do make great use of this information non-

consciously (Ibid.). In a supermarket environment, the previously presented affect 

theory would suggest that the consumer will rely on the experiential system in pro-

cessing a large amount of sensory information in order to make a decision. Men-

tal resources are limited, and analytical processing is consuming. Hence, somatic 

markers and the affect heuristic equally provide rapid and efficient intuitive guides 

in processing the overwhelming amount of information required to reach a deci-

sion. 
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Conclusion to this Section 
■	Emotions are central to consumer responses in the way they serve as major 

inputs to decision-making. 

■	Damasio’s studies with brain trauma patients proved that rational decision-

making is interlinked with emotions. 

■	The affect heuristic is a judgment shortcut the human brain can employ to 

reduce the complexity of a decision-making task. The theory suggests that 

individuals use affect in demarcating whether the quality of a stimulus 

evokes positive or negative associations, which in turn gets used as a proxy 

for complex and more cognitively demanding processing. If the individual 

holds positive affect towards a stimulus, risks are usually perceived as being 

lower and benefits higher.

■	Human perceptions, memory, evaluations and decision-making are 

furthermore affected by somatic markers. A somatic marker can be 

described as the bodily memory of past experiences or the bodily response 

associated with an emotion. Decision-making is influenced by these 

“marker signals” that manifest in somatic, neurobiological processes in 

response to an internal or external stimulus. The memory of a somatic 

marker induced by a stimulus is grouped into a positive or negative 

evaluation category – associated with an approach or avoidance strategy.

■	Experiential and analytical thinking is unceasingly active, parallel and 

interactive in decision-making and emotions serve as input to both systems. 
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PART 2 - BRANDS 
The consumer choice studied in this thesis is for FMCG brands found in an online 

supermarket. On a general level, the function of brands is to attract attention and 

facilitate recognition and memory retrieval of the given product. Furthermore, 

branding is a crucial marketing stimulus for assisting consumers in perceiving eq-

uity and differentiation amongst different products and companies (O’Cass & Lim, 

2002; Jevons, 2005). On a deeper level, some brands possess the ability to trigger 

affective responses – something this chapter will elaborate on further. 

Decision-Making Processing of Low Involvement FMCG 
Due to the frequency with which most consumers purchase FMCG brands, their low 

cost and the relatively low risk perceived to be associated with the purchase, most 

FMCG are considered low-involvement products. The level of involvement related 

to a purchase typically reflects the salience and interest associated with the product, 

and the level of information needed for decision-making (Gbadamosi et al., 2013). 

Gbadamosi furthermore defines low-involvement products as “products which are 

bought with little or no planning as the purchase costs, the risks of making a wrong choice, and 

the associated benefits are low to the consumer” (2009: 1079). It has long been assumed that 

high and low involvement products encompass different decision-making processes, 

with high involvement products requiring more analytical cognitive processing than 

low-involvement products. Equally, the strength of emotional response tendencies 

will vary with the consumer’s involvement in the given product category or brand. 

Brand Choice Situations 
According to Hansen and Christensen (Ibid.), all decisions have emotions as the 

common denominator, and one can consequently distinguish between straight emo-

tional choices and extended emotional choices (Appendix 3). The authors furthermore 

distinguish between three different kinds of choice situations where the emotions 

involved in a decision-making process have an inverse correlation with the complex-

ity of the choice presented (Ibid.). These choice situations will from now on serve in 

defining the complexity of brand choice and the magnitude of emotions involved. 

1.  Routinised choices with emotions without consciousness

2.  Semi complex choices with emotions giving rise to nonconscious or conscious feelings 

3.  Complex choices with emotions giving rise to conscious feelings 

 (Hansen and Christensen, 2007: 120). 
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The so-called complexity of a choice situation refers to the situation the consumer 

is faced with and the brands, product alternatives and information presented (Ibid). 

As mentioned earlier, a supermarket does not constitute a simple choice situation 

for the consumer – the consumer is, on the contrary, often exposed to a major choice 

overload. The frequency with which most consumers carry out grocery shopping, 

and the routinised behaviour formed through the numerous prior exposures to a su-

permarket environment, does, nevertheless, contribute to a reduction of the choice 

complexity. In fact, Esch et al. (2004) argue that 60% of consumers’ total purchases 

in a supermarket are made with routinised choice. In this line of reasoning, one can 

argue for and against the level of complexity involved in performing brand choices 

in an online supermarket. In the following section, Hansen and Christensen’s (2007) 

three choice situations are presented and integrated with dual process theory in the 

pursuit of establishing a framework for understanding consumer brand choice in a 

supermarket. 

Choice Situation 1: The Routinised Choice 
As previously mentioned, routinised product selection by consumers is the first 

choice situation presented by Hansen and Christensen (2007), where nonconscious 

emotions rule the brand decision. This type of choice situation is also commonly re-

ferred to as habitual buying and is judged to dominate a large proportion of consumer 

choices made in a supermarket due to their low involvement status and the frequen-

cy with which most consumers carry out grocery shopping. Habit formation devel-

ops when individuals frequently have performed a response in a particular context, 

which as a consequence come to trigger the response directly, in the sense that it does 

not require supporting goals and intentions (Neal et al., 2006; Wood & Neal, 2007). 

Evidence from social cognitive and neuroscientific research congregate around the 

assumption that habits are direct environmental-response associations in memory 

that are cultivated through repetition (Wood & Neal, 2009). Once formed, habits are 

a rigid force that encourages repetition of past behaviour in decision-making, and 

the routinised choice is accompanied by a reduction of the accessibility of alternative 

responses (Ibid.). Given the effortful task of deciding, overriding responses in mem-

ory, and seeking new information, individuals are likely to act habitually when they 

experience everyday time pressure, distraction, or self-regulatory depletion that re-

duce deliberative resources (Ibid.). It can thus be argued that consumers carrying out 

routinised brand choices are economising on analytical processing and are instead 

relying on the experiential system’s automatic, habitual responses. 



22

Choice Situation 2: The Semi-Complex Choice
The second decision-making situation presented by Hansen and Christensen (2007), 

the semi-complex choice, accounts for instances where a little more conflict is in-

volved and the choice may be explained as emotional responses giving rise to some 

cognitive activity in combination with both nonconscious and conscious feelings. 

In semi-complex choice situations consumers might engage in analytical process-

ing outside the boundaries of consciousness, such as retrieving stored information 

of brand preferences or cognitive associations made from previous exposures to 

marketing stimuli (Ibid.). Concrete examples of this choice scenario in an online su-

permarket could include cases of having to choose between less familiar products, 

a broad variety of brands the consumer has little information about or ambiguous 

preferences for, or impulse buying. The experiential system is hence still the dom-

inant operator of processing, where the analytical system might assist in activities, 

such as brand recall. Returning to the impact of the affect heuristic, impulse and oth-

er inspired purchases are often the result of emotional processes playing a decisive 

role for choice. Within the hedonic stream of literature on emotions in decision-mak-

ing, Rook (1987) found that impulse purchasing is associated with positive emotion-

al states and feelings, such as optimistic, enthusiastic, self-indulgent, etc. The same 

applies for novelty-seeking behaviour (Raju, 1980) and variety-seeking (Kahn & Isen, 

1993). The consumer who, by impulse or inspiration, chooses the premium alterna-

tive amongst a list of brand options is likely to do so as the result of a positive emo-

tional stimulus which gives rise to the conscious feeling of self-indulgence. This is 

consistent with Plassman et al.’s (2005) findings that brands possessing an emotional 

significance modulate the consumer’s information processing according to the affect 

heuristic, whereas brands that fail to do so lead to a more analytical decision-making 

process. The first-choice brand was found to be significantly influenced by positive 

emotions (Ibid.). In accordance with Ambler et al. (2004) and Plassman et al. (2005), 

it is assumed that brands have the ability to induce the affect heuristic in the consum-

er’s mind, and that a brand choice performed with the affect heuristic is rapid and 

involves low analytical information processing. If a brand triggers the affect heuris-

tic, it can based on prior experiences that have formed positive associations direct-

ly or indirectly linked to somatic states (Ibid.) – a somatic marker. Brands become 

somatic markers when the consumer, through consumption experiences, comes to 

associate positive or negative evaluations – approach-avoidance strategies – with the 

brand stimulus (Hansen & Christensen, 2007). Decision-making gets influenced by 

the marker signals arising from internal or external stimuli, such as thinking or re-

membering something about a brand or seeing a brand on the supermarket shelf. 
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Choice Situation 3: The Complex Choice
The third choice situation is characterised by analytical evaluations controlling con-

sumer behaviour (Hansen & Christensen, 2007). Emotions will always be triggered as 

an initial response to stimuli, but the analytical system will run this decision-making 

process with cognitive deliberation. Emotional responses can occasionally constitute 

secondary input to cognition by generating a “knowing feeling” of “I like” or “I dislike” 

(Ibid.). This choice situation is supposedly the rarest in a supermarket context, since 

most consumers seldom ascribe high involvement to grocery brands and products. 

The complexity of FMCG brand choice might increase, however, in instances where 

the consumer has high criteria for a brand choice, has to perform a decision within 

an unfamiliar product category or in a foreign shopping environment. 

Based on the above-presented theoretical assumptions, the following question 

emerges for further study: 

■	Which of the three choice situations listed by Hansen and Christensen 

(2007) corresponds to the most prevalent brand choice carried out in an 

online supermarket?

Integration of Emotional Responses into Consumer Based Brand Equity
Brand equity has for several decades been an extensively researched and constantly 

developed concept within the field of marketing and has received widespread defi-

nitions. A prominent perception of brand equity has been proposed by Keller, who 

denotes brand equity “as a tool to interpret the potential effects of various brand strategies” 

(2013: 57). Alternatively, it can be described as the importance of a brand to a prod-

uct. Various scholars have sought to establish models for building and managing 

brands strategically, often with the objective of building strong relationships be-

tween consumers and brands. This aim, however, relates to two different principal 

paradigms: a financial and a consumer-oriented perspective (Elliott et al., 2011). Of 

the two, this thesis limits its concept of brand equity to the latter – consumer based 

brand equity (CBBE). Keller is the founding father of this framework that seeks to pro-

vide insight into the enigma of what leads consumers to develop preferences for 

certain products and services at the expense of others. Within the CBBE framework, 

Keller (2013) presents the brand resonance model as an attempt to capture how brands 

can build strong and loyal relationships with consumers by following six successive 

steps up the branding ladder (Appendix 4). The model, shaped as a pyramid, con-

tains six building blocks, all of which are contingent on successfully satisfying the 

objectives of the previous one (Ibid.). The top of the pyramid represents the ultimate 
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goal of branding efforts – the development of a strong, lasting relationship with the 

consumer. Although, Keller uses a terminology that puts feelings and emotions in 

opposition to cognitive processing, emotions and feelings are still considered strong 

drivers in the attachment of a consumer to a brand (Ibid.). The positive emotional 

response tendency that is attached to Keller’s idea of brand equity can be argued to 

correspond to the approach tendency associated with previously presented emo-

tional processes. It is therefore assumed that it is possible to integrate Keller’s notion 

of brand equity with the theory on affect, and that the higher equity a brand has 

with a consumer, the stronger emotional responses are elicited. According to Han-

sen and Christensen (2007), net emotional response strength (NERS) may be considered 

an appropriate measure for estimating this intangible part of brand equity that is 

inherent in the brand name and does not relate to generic product factors. Although 

emotions and somatic markers, are nonconscious processes, feeling words are argued 

to have the ability to derive the nonconscious emotional response tendency to the 

specific brand in question (Hansen, 2005). This hypothesis is illustrated in Appendix 

5 and shows the way in which a particular brand elicits an emotional response which, 

in turn, may or may not give rise to conscious feelings. Consumers’ self-reports on 

feelings associated with a brand, enables the researcher to identify the positive and 

negative emotional response to the particular brand (Ibid.). Several scholars have 

argued that it is thus possible to uncover the underlying, nonconscious emotion-

al responses that give rise to feelings solely through interview-based measures (e.g. 

Hansen & Christensen 2007; Percy et al., 2004). Hansen (2005) furthermore states 

that these feeling words correspond to approach and avoidance behaviour, since 

they vary both along both a positive and a negative emotional dimension.

Based on the above-presented theoretical assumptions, the following question 

emerges for further study: 

■	Do brands possess the ability to create an emotional response tendency and 

become a somatic marker in the mind of the consumer?

Conclusion to this Section 
■	 Consumers performing habitual purchases make choices without analytical pro-

cessing and solely based on emotions through the experiential system. Routin-

ised brand choices thus correspond to straight emotional choices.

■	 The semi-complex choice accounts for instances where a little more conflict is 

involved and the choice may be explained as emotional responses giving rise to 

some analytical processing in combination with both nonconscious and con-
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scious feelings. Impulse and inspired choices are associated with this choice sit-

uation and are linked with positive emotional states and feelings. 

■	 The complex choice is conducted by the analytical system with deliberate evalua-

tions controlling consumer behaviour. 

■	 Brands possessing an emotional significance to the consumer have the ability to 

modulate information processing according to the affect heuristic. 

■	 Brands become somatic markers when the consumer, through consumption ex-

periences, comes to associate positive or negative evaluations – approach-avoid-

ance strategies – with the brand stimulus. A positive somatic marker is thus 

equated with brand equity.
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PART 3 - THE STORE
In the former two parts of the literature review – regarding the consumer and brands 

– the theoretical foundation for understanding consumers and their brand choices 

have been laid out. So far, the theory has assessed the way in which internally and 

externally evoked emotions influence the consumer’s information processing and 

decision-making. This would allow for the analysis of a consumer’s brand choice in 

a perfectly sterile shopping environment with no environmental distraction or cues. 

This is of course far from the real-life situation of grocery shopping. Hence, the fol-

lowing part will seek to add the environmental dimension to the understanding of 

consumer decision-making around brands. The review will be structured according 

to the S-O-R model, and lay out findings from both an offline and online store in 

order to identify where these converge and diverge in resemblance. 

The S-O-R Model 
It is widely accepted across various disciplines that an environment can influence 

behaviour. The S-O-R (Stimulus-Organism-Response) framework was developed 

based on this principle, and will provide a theoretical direction for further un-

derstanding an offline and online store’s influence on consumer decision-mak-

ing. Grounded in environmental psychology, the theory postulates that a stimulus 

(S) influences consumers’ emotional states and internal affective evaluations (O), 

which in turn leads to approach or avoidance responses (R) (Donovan & Rossiter, 

1982. Appendix 6). In other words, the affective states induced by a given environ-

ment influence an individual’s response behaviours. Although initially developed 

by Mehrabian and Russel (1974), Donovan and Rossiter (1982) were the first to apply 

the model in a retail setting, which has served as a theoretical basis for understand-

ing the purported effects of both offline and online store atmosphere on consumer 

behaviour throughout the years (Floh & Madlberger, 2013). The following section 

will provide an account of the three different dimensions of the model, stimulus, 

organism and response – applied on an offline and an online store setting – with the 

ultimate goal of providing a conceptual model for understanding the influence of 

online atmospheric cues on brand choice. By adhering to the S-O-R paradigm, this 

section attempts to make the taxonomy of the stimulus, intervening and response 

variables conceptually clear in order to facilitate these being operationally measur-

able for the further study.
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S - STIMULUS

Stimulus - Offline
When entering a physical store, the consumer is confronted with a myriad of stimu-

li, most of which a retailer can manipulate. Atmospherics have been defined as “the 

conscious designing of space to create certain buyer effects, specifically, the designing of buying 

environments to produce specific emotional effects in the buyer that enhance purchase probabil-

ity” (Kotler, 1973: 50). Atmospherics are thus all intentionally engaged environmental 

stimuli from the store layout design and atmosphere. One of the most central chal-

lenges in relation to the S-O-R model has been to settle on an adequate stimuli taxon-

omy – particularly, one that allows for measuring its effects on shopping behaviour. 

Borrowing from information theory, Mehrabian and Russell (1974) suggested a gen-

eral measure of environmental stimulation that, due to its nonspecific nature, can be 

applied across various environmental settings: the load of the environment. The load 

of an environment refers to its level of novelty and complexity (Donovan & Rossit-

er, 1982). Novelty includes the unexpected, surprising, new and unfamiliar stimuli, 

whereas complexity entails the number of elements or features, and the extent of 

motion or change in the environment (Ibid.). According to Mehrabian and Russell 

(1974), there is a direct relationship between the environmental load and the degree 

of arousal induced in the organism (Ibid.). Since the formulation of this rather gen-

eral stimulus taxonomy, subsequent evidence related to specific atmospheric cues, 

such as music (Hui et al., 1997; Yalch & Spangenberg, 1990; Wu et al., 2010), scent 

(Bone & Jamtrania, 1992; Spangenberg et al., 1996; Gefen & Straub, 2004), lighting 

(Golden & Zimmerman, 1986; Ryu & Jang, 2007), and colour (Belizzi et al., 1983; Lee & 

Rao, 2010; Cyr et al., 2010), has accumulated throughout the years. Common to all of 

these studies on specified sensory and physical stimuli is the interesting fact that they 

all have effects on consumers’ affective states to a varying extent. 

Stimulus – Online
Several academics have sought to define the extent to which the demonstrated ef-

fects of physical store environments on shopping behaviours can be applied in the 

online context. Clearly, the online environment lacks three of the five sensory ap-

peals (particularly the tactile and olfactory) and lacks the social dimension of other 

shoppers and employees in a store. On the other hand, the online medium possess-

es some other advantages, such as flexibility across time and space. Effectively, the 

store is reduced to a computer screen; so what is the role of atmospherics in a virtual 

store environment, if any? To answer these emerging questions, Eroglu et al. (2001) 
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proposed a conceptual model as a counterpart to the S-O-R framework, to exam-

ine the influence of online atmospheric cues on consumer responses (Appendix 7). 

Based on the underlying premise that an online store equally impacts shopper be-

haviour, Eroglu et al. defined online stimulus as “the sum total of all the cues that are 

visible and audible to the online shopper” (2001: 179). The authors furthermore developed 

a new stimulus taxonomy, dividing a website’s environmental cues into high task-rel-

evant and low task-relevant (Eroglu et al., 2001). A high task-relevant environment is 

defined as all the site descriptors (verbal or pictorial) that appear on a website to fa-

cilitate and enable the consumer’s goal attainment (Ibid.). Concrete high task-rele-

vant cues consist of content relating to the shopper’s goals, such as product descrip-

tions, price, terms of sale, pictorial content relating to the products, and availability 

of navigation aids, such as site bars or guides on the top or bottom of the page (Ibid.). 

A low task-relevant environment on the other hand, denotes site information that 

is relatively inconsequential to the completion of the consumer’s shopping goals 

(Ibid.). Examples of low task-relevant cues include content unrelated to products 

per se (e.g. pop-up boxes with information such as “did you know that…” or “check 

this out”), colours, graphics, borders, background, typestyles and fonts, animation, 

music and sounds, entertainment, icons, images, indicators of secure transaction 

processing, site awards and testimonials (Ibid.). Whereas high task-relevant cues 

help facilitate the consumer’s utilitarian motives of shopping, low task-relevant cues 

can increase the hedonic value of shopping (Eroglu et al., 2003) and help mediate a 

mood or an image of the online store. The current study will focus on the following 

of Eroglu et al.’s (2001) stimuli taxonomy: navigation (high task-relevant cue) and web-

site design (low-task relevant cue), but instead of focusing on recommendations as the 

aforementioned authors, the impact of e-trust (low task-relevant cue) will be investi-

gated. This choice is based on a personal assumption, that the perceived security of a 

website exceeds recommendations in importance to consumer response behaviour. 

Website Design
Website design refers to all visuals and audible applications of an online store, such 

as colours, images and graphics, layout, animations, sounds, and music (Collier & 

Bienstock, 2009). A website design serves as multimedia stimuli to the online visitor 

by strengthening the aesthetic perception and atmosphere of the store (Kim et al., 

2007; Ranganathan & Ganapathy, 2002). Although a website’s design is defined as a 

low task-relevant cue, several studies have proved the impact of visual effects, such 

as colours, graphics and image interactivity’s influence on both the emotional states 
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(Ha & Lennon, 2010; Kotler, 1973) and purchase intentions of consumers (Kim et al., 

2009). Conversely, a visually inaccessible or complicated website design has been 

found to elicit negative consumer responses (Ibid.). A website design is, however, 

not only important for visitor’s aesthetic and emotional pleasure; Lee and Lin (2005) 

have found a user-friendly design important in to facilitating and easing consumer 

processing of website information.

Navigation
Just as it is the case with the architectural layout of a brick-and-mortar store, on-

line navigation has a crucial impact on consumer behaviour and purchase intention 

(Vrechopoulos et al., 2004). An online store’s navigation refers to the website’s or-

ganisation of content, hierarchical structure, and ease of use (Montoya-Weiss et al., 

2003). The timesaving benefit of online grocery shopping is one of the key drivers for 

increasing the consumer adaptation rate, which further stresses the strategic impli-

cations, for particularly e-grocers to develop fast and intuitive navigation systems. 

Websites that are organised in a logical manner, and allow visitors to search and 

find the desired products in an easy and fast way, also require less cognitive effort 

(Quester, 2011). Navigation has also been found pivotal to the consumer’s perception 

of processing fluency during online shopping (Sohn, 2017). Processing fluency is de-

fined as the ease with which “externally presented stimuli are processed” (Novemsky et 

al., 2007). Sohn’s findings (2017) suggest a direct link between the processing fluency 

of an online store and consumers’ satisfaction with both the store and their choic-

es. In contrast, visual and navigational complexity reduces consumers’ fluency per-

ceptions and leads to dissatisfaction (Ibid.). An optimal website navigation should 

therefore balance the act of providing the consumer with adequate information to 

allow him or her to perform a decision, without appearing too complex. It is further 

noted that an effective navigation influences consumers’ emotional responses posi-

tively, evokes positive moods and results in the shopping process being perceived as 

more pleasant (Floh & Madlberger, 2013). Along the same lines, such an effect pos-

sesses the ability to trigger the consumer’s affect heuristic and lead to positive af-

fect-confirming brand choices and purchase intentions (Ibid.). In other words, the 

less cognitive effort a navigation recruits from its site visitor, the bigger chances are 

that the consumer perceives the shopping as a hedonic experience. 

E-trust
E-trust can be defined as a consumer’s “willingness to accept vulnerability in an online 

transaction based on their positive expectations regarding an e-retailer’s future behaviours” 
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(Kimery & McCord, 2002: 65). Several studies have provided empirical evidence 

to the assertion that consumers’ attitudes and willingness to purchase are strongly 

linked to their perception of a website’s security (Ha & Stoel, 2008; Tsang et al., 2010). 

Deficient payment security and a lack of trust in the website are severe deterrents 

for favourable consumer responses towards the online store (Yoh et. al., 2003). Lack 

of website trust has equally been linked to consumers’ perceived ease of use (Pavlou, 

2003) and usefulness (Gefen et al., 2004) – two parameters that are crucial to the 

consumer’s shopping-goal attainment. In other words, it can be stated that web-

sites that fail in mediating e-trust and security, equally will fail in eliciting positive 

response behaviour. Although e-trust indicators are regarded as a low task-relevant 

cue in the way that they do not directly affect the completion of the shopping task, 

they serve as strong drivers in instilling consumer confidence. Websites with low or 

no displays of e-trust are expected to require unnecessary cognitive effort, and cre-

ate a trickle-down effect on the consumer’s perception of other important website 

factors, and ultimately create avoidance response behaviour. 

Based on the above-presented theoretical assumptions, the following question 

emerges for further study: 

■	Are high or low task-relevant website cues more effective in influencing the 

consumer’s processing and response behaviour in an online supermarket?

O - ORGANISM
Whereas the stimulus (S) and response (R) are readily observable input and output, the 

organism (O) is the intervening psychological variable. This part of the S-O-R equa-

tion is thus one of the most intriguing yet also most intangible variables to study. In 

relation to the dual process concept of analytical and experiential thinking, Donovan 

and Rossiter (1982) limit the organism’s intervening psychological processes to include 

emotional processing of stimuli within a solely affect-based terminology. The authors 

postulate that it is not the cognitive, but the emotional responses induced by the en-

vironment that serve as primary determinants of the consumers’ purchase intentions 

(Ibid.). It was not until Eroglu et al.’s (2001) later development of the model that the 

analytical dimension of processing was incorporated into the organism part. The 

authors thus present affect and cognition as the organism’s two routes for processing 

(Ibid.), which corresponds closely to the dual process concept of the experiential and 

analytical system. The next section treating the organism in an offline setting is thus 

confined to Donovan & Rossiter’s (1982) single focus on the affect dimension, whereas 
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the following part considering the organism in an online setting will include both the 

experiential and analytical processing systems, in line with Eroglu et al. (2001).

Organism – Offline 
Mehrabian and Russell (1974) conceptualised three numerical dimensions: Pleasure, 

Arousal and Dominance (PAD) to capture all emotions. The authors’ central asser-

tion was that all environments will elicit emotional states that are scalable according 

to the PAD dimensions (Ibid.). Nevertheless, Donovan & Rossiter (1982) found that 

whereas pleasure and arousal both had a significant effect on approach-avoidance 

measures (e.g. amount of time spent, purchase intentions and attitudes towards the 

store), the dominance measure had no effect on such measures and cannot be con-

sidered relevant for in-store behaviour (Ibid.). Alternatively, Hansen & Christensen 

(2007) argue that in order to estimate the magnitude of the organism’s emotional 

responses, questions about feelings derived from emotions can help make infer-

ences of some of the underlying affect associated with stimuli (Ibid.). The reasoning 

is that since conscious feelings are initiated by nonconscious emotional responses, 

having consumers consciously scale “feeling words” will, in turn, probe the underly-

ing emotional responses that gave rise to the feelings. This corresponds to the inter-

view-technique presented in Appendix 5. Apart from contributing with information 

of the detailed nature of the feelings aroused by a stimulus, the answers might sim-

ilarly reveal information about the more general strengths of the consumers’ posi-

tive/negative emotional response tendencies (Ibid.). 

Organism – Online
Several scholars have addressed the limitations of the original S-O-R framework’s 

exclusive focus on emotional processes influencing response behaviour. Eroglu et 

al. include cognitive states as all deliberate analyses of stimuli concerning “the ac-

quisition, processing, retention, and retrieval of information” (2001: 181). Furthermore, the 

authors argue that it is the interaction of both affective and cognitive internal states 

that mediates the relation between the perceived store environment and the ap-

proach/avoidance behaviours related to shopping outcomes (Ibid.). This assumption 

corresponds to previously presented literature on the consumer and brand choices. 

The brand chapter described three choice situations where the emotions involved 

in a decision-making process have an inverse correlation with the complexity of the 

choice presented (Hansen & Christensen, 2007). As a result, it was specified that an 

environment influences the consumer’s emotional responses, which in turn will af-
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fect the processing system engaged in performing a brand choice. Similarly, Eroglu 

et al. (2001) consider a website’s stimuli to have effects on the consumer’s affective 

and cognitive states. Based on this assumption, the following section will elaborate 

on consumers’ dual processing of website stimuli.

The Organism’s Online Experiential Processing 
In 2003, Eroglu et al. empirically tested their proposed S-O-R model from 2001 and 

found that online environmental cues (high and low task-relevant) had significant 

effects on consumers’ affective states, such as pleasure and arousal. Furthermore, 

the authors discovered that the affective states induced in the organism by online 

cues turned out to be superior in influencing the consumer’s attitudes and response 

behaviours towards the store than the cognitive states (Ibid.). These results indicate 

that stimuli that possess the ability to appeal to and engage the consumer’s experi-

ential system, in turn, encompasses the ability to yield stronger affective and attitu-

dinal response behaviours. 

 Similarly, Gardner and Hill (1988) have found a relationship between mood and 

choice strategies, presenting how consumers in positive moods are more likely to 

engage in an experiential processing of stimuli than those in negative moods. Con-

sumers in negative moods are more likely to use what the authors refer to as an 

informational strategy (corresponding closely to analytical processing) (Ibid.). A 

mood, or a background emotion as Damasio (1999) would refer to it, is certain emotion-

al states experienced by an individual over an extended period and can be induced 

by internal or contextual factors (Hansen & Christensen, 2007). Gardner and Hill 

(1988) argue that store environments can function as strong mood operators and in-

fluence consumers’ mood states to have important effects on cognition, affect and 

behaviour. The intriguing aspect about moods is that they have the ability to render 

specific emotions more salient to the environment (Hansen & Christensen, 2007). 

Returning to the affect heuristic principle, it appears plausible to point to the poten-

tial impact of strategically designing stores to evoke positive moods in consumers. 

Whereas Eroglu et al.’s (2001) low task cues do not facilitate the consumer’s direct 

goal attainment, they serve in creating a mood. If a website’s low task cues succeed 

in giving rise to a positive mood in the consumer, it is assumed to lead to an expe-

riential processing of stimuli and render other positive emotions more salient (e.g. 

self-indulgence, comfort, enthusiasm, etc.). This in turn might trigger the affect 

heuristic and influence the outcome of brand choice to be of an affect-confirming 

character. 
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The Organism’s Online Analytical Processing 
The organism’s analytical processing of stimuli in an online retail setting includes 

the consumer’s tasks of acquisition, processing, retention, and retrieval of informa-

tion from the website (Eroglu et al., 2001). This is a cognitive state in which the con-

sumer must allocate attention, retrieve memory and apply existing knowledge to 

interpret website information. High task-relevant cues (i.e. product or task-related 

information) represent information that appeals to the consumer’s analytical pro-

cessing system (Ibid.). It is high task-relevant cues in particularly that facilitate the 

consumer to form attitudes towards the online shopping process through address-

ing questions such as whether it is a good/bad shopping alternative for them, wheth-

er they like/dislike this process, etc. (Ibid.). It is, however, not only contextual factors 

that determine if a consumer engages in analytical processing. Internal factors, such 

as the consumers’ shopping goal, criteria for selection or self-induced mood, also 

have an impact in this regard (Ibid.). Consumers in a positive mood are likely to 

perform behaviours that extend their good moods and they will therefore be more 

likely to engage in an experiential processing strategy (Gardner & Hill, 1988). Con-

sumers in a negative mood, however, will often seek to disrupt their own affective 

state by switching to analytical processing of stimuli, and the consumer’s pre-pro-

cessing mood will thus influence the strategy employed for brand selection (Ibid.). 

Based on the above-presented theoretical assumptions, the following question 

emerges for further study: 

■	Can the design of an online store influence a consumer’s moods, and 

consequentially influence the processing system he or she employs in 

decision-making?

Involvement and Atmospheric Responsiveness 
In extension to suggesting an inclusion of both the organism’s affective and cognitive 

processing, Eroglu et al. (2001) advocate for the moderating role of two individual char-

acteristics – involvement and atmospheric responsiveness – on the relationship between the 

perceived online store environment and the shopper’s response behaviour. More spe-

cifically, a website’s atmospheric cues in combination with these two individual traits 

will define the organismic states and the associated response behaviour (Ibid.). The 

way in which the moderating factors influence the organismic states again relates to 

dual process theory. Eroglu et al. (2001) employ Petty et al.’s (1983) dual process theory 

of a central versus a peripheral route of information processing, where the central route 

shares many properties with analytical processing, as the peripheral route does with 
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experiential. Eroglu et al. (2001) argue that the two moderators influence the route, or 

system, a consumer engages in the processing of website stimuli. 

Involvement, refers to the degree of personal relevance – the extent to which the con-

sumer perceives the online shopping activity to help achieve his or her goals (Ibid.). 

Eroglu et al. (2003) found that a highly involved shopper is likely to pursue analytical 

processing of incoming stimuli in order to generate product attitudes and purchase 

decisions. Highly involved consumers will, as a consequence, be more attracted to 

high task-relevant cues related to the products. Vice versa, low involved consumers 

will be more pleased with peripheral, low task-relevant cues that might serve in in-

creasing the pleasure and hedonic value of shopping (Eroglu et al., 2003; Richard & 

Chandra, 2005). Determining a consumer’s level of involvement is therefore central 

to the appropriate design of a website’s atmospheric cues. 

Atmospheric responsiveness can be defined as the extent to which consumers base their 

purchase decisions on a store’s atmospheric quality (Grossbart et al., 1990). This per-

sonal difference in consumers reflects the degree to which environmental cues in-

fluence their affective and cognitive responses toward website stimuli, and hence 

their purchase behaviour (Eroglu et al., 2001). Empirical evidence has suggested that 

the online store environment influences pleasure (affective response) for shoppers 

with a high level of atmospheric responsiveness, but not for those low in atmospher-

ic responsiveness (Ibid., 2003). Consumers who derive value from the environmen-

tal quality of an online grocery store, will therefore experience a positive influence 

on their affective states, whereas those who do not have heightened sensitivity to 

their surroundings will experience a limited effect of the site design on their emo-

tional reactions.

Based on the above-presented theoretical assumptions, the following question 

emerges for further study: 

■	Does the consumer’s level of involvement and atmospheric responsiveness 

have an effect on the way in which website stimuli are processed? 

R - RESPONSE

Response - Offline
The final part of the S-O-R framework represents the consumer’s response to the 

environment measured as approach or avoidance behaviour (Donovan & Rossiter, 
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1982). In a physical store, these approach-avoidance behaviours are considered to 

have four aspects:

1 “A desire physically to stay in (approach) or to get out of (avoid) the 

environment. 

2 A desire or willingness to look around and to explore the environment 

(approach) versus a tendency to avoid moving through or interacting with 

the environment or a tendency to remain inanimate in the environment 

(avoidance).

3 A desire or willingness to communicate with others in the environment 

(approach) as opposed to a tendency to avoid interacting with others or to 

ignore communication attempts from others (avoidance). 

4 The degree of enhancement (approach) or hindrance (avoidance) of 

performance and satisfaction with task performances.” 

  (Donovan & Rossiter, 1982: 37)

Consequently, the retail environment’s cues are producing emotional states in the 

consumer; in turn; these will mediate his or her approach-avoidance behaviours. 

Approach behaviours include all positive actions directed towards the store, espe-

cially in relation to time and money spent, but also store exploration and the like-

lihood of returning to the store. Avoidance behaviours relate to the opposite of the 

above: deteriorated performance and dissatisfaction with the environment, nega-

tive feelings, and a desire to leave the environment and not return. 

Response - Online
The store layout design and atmosphere of an online website equally elicit positive 

or negative emotions that will impact consumers’ subsequent attitudes, purchase 

intentions, and behaviours.

 Response to an online store is similarly characterised in terms of approach-avoid-

ance behaviour (Eroglu et al., 2001). Eroglu et al.’s (2001) proposed model includes 

somewhat identical approach/avoidance behaviours to Donovan and Rossiter (1982), 

only applied on an online setting – i.e. store patronage, amount of money and time 

spent in the online store, and browsing of the online store’s offerings. 

In extension to the approach-avoidance taxonomy, several studies have proved the 

inconsistency in consumer decision-making – namely brand choices – depending on 

the information processing strategy employed (Ares et al., 2014; Biswas, 2009; Plass-
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mann et al., 2006). It can thus be argued that an online store not only elicits con-

sumer response behaviour confined to Donovan and Rossiter’s (1982) four aspects of 

approach-avoidance strategies, but that brand choices equally relate to the consum-

er’s response to an environment. This proposition is at the core of this thesis, and the 

literature review has attempted to provide a foundation for further investigation of 

this matter. 

 Figure 2 below illustrates the applied S-O-R model in this thesis, given the theo-

retical insights obtained by the third part of the literature review. 

FIGURE 2: The applied S-O-R model in the thesis.

Conclusion to this Section
■	The third part of the literature review presents the S-O-R framework 

for understanding an offline and online store’s influence on consumer 

behaviour. Figure 2 illustrates the Stimulus, Organism, and Response 

taxonomy that has been selected to constitute the stepping-stone for this 

thesis’s further study of an online store environment. 

■	Online Stimuli: The current study employs Eroglu et al.’s (2001) general 

online stimuli taxonomy consisting of high and low task-relevant cues. 

More specifically, the further study will focus on the following chosen cues:

1 Navigation (high task-relevant cue) 

2 Website design (low task-relevant cue)

3 E-trust (low task-relevant cue) 

■	Online Organism: Whereas the initial Mehrabian and Russell (1974) S-O-R 

model solely focused on the organism’s emotional processes, Eroglu et 

al. (2001) added cognitive states to the framework, which is considered 

equivalent to analytical processing. It is thus assumed that the consumer 

processes stimuli through both the experiential and/or analytical system, 

which in turn will result in response behaviour. 
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■	Two factors– involvement and atmospheric responsiveness – are 

additionally moderating the organism’s internal states, processing system 

and the associated response behaviour. 

■	It is suggested that stores can function as mood operators and influence 

consumers’ mood states to have important effects on cognition, affect and 

behaviour. 

■	Online Response: The response taxonomy applied in this thesis is 

characterised in terms of approach-avoidance behaviour in accordance 

with Eroglu et al. (2001). Inconsistencies in brand choice will also be 

included as associated with the consumer’s response behaviour, assuming 

that different environments potentially can elicit different brand choices.

Theoretical Framework
The previous three chapters of the literature review have presented existing theo-

ries on consumer decision-making, brand choice and store environments. As a re-

sult, the following model has emerged as the theoretical framework for the current 

study. 
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Questions for Further Study
The following questions have emerged from the literature presented, and will pro-

vide a future direction in the data collection, thereby aiming to help answer the pri-

mary research question of this thesis.

■	In which way do the consumer’s processing systems interact during the task 

of making decisions in an online supermarket?

■	Does the affect heuristic have the capacity to produce affect-confirming 

decision-making in an online supermarket?

■	Which of the three choice situations listed by Hansen and Christensen 

(2007) corresponds to the most prevalent brand choice carried out in an 

online supermarket?

■	Do brands possess the ability to create an emotional response tendency and 

become a somatic marker in the mind of the consumer?

■	Are high or low task-relevant website cues more effective in influencing the 

consumer’s processing and response behaviour in an online supermarket?

■	Can the design of an online store influence a consumer’s moods, and 

consequentially influence the processing system he or she employs in 

decision-making?

■	Does the consumer’s level of involvement and atmospheric responsiveness 

have an effect on the way in which website stimuli are processed?
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Methodology 
Methodological Considerations
The following chapter will illuminate the considerations regarding the applied 

methodology of this thesis. Rooted in neuromarketing’s theoretical assumptions on 

the inadequacy of consumer ability to conduct reliable self-reports on behaviour, 

the core of the discipline can be argued to be its neuroscientific methodology. While 

this thesis takes its theoretical stance in neuromarketing and some of the numerous 

insights obtained by the field, the applied methodology will be based on qualitative 

research. This might appear somewhat arbitrary at first glance, given the predomi-

nant positivistic philosophy and the quantitative approaches of neuromarketing re-

search, so some justification is warranted. 

Common to neuromarketing and much qualitative research is the interest in under-

standing the underlying mental processes of human behaviour – the part of the ice-

berg hidden beneath the surface of the ocean. It is the assumption that the mind can 

hold motivations, beliefs and emotions shaping decisions on a nonconscious level 

that drives the demand for identifying methods to uncover these enigmatic aspects 

of human behaviour. I will posit that a qualitative approach can complement neu-

romarketing’s quantitative approaches, in the way that an integration of what con-

sumers say (explicit) with how they physically feel (implicit) can lead to more nuanc-

es on the nonconscious side of behaviour. Particularly when it comes to emotions, 

it is assumed that the insights presented in the literature review can be enriched by 

qualitative research. The methodology of this thesis is thus based on qualitative re-

search, as will be accounted for in the following section. 

Research Philosophy
“A research philosophy is a belief about the way in which data about a phenomenon should be gath-

ered, analyzed and used” (Lehaney & Vinten, 1994: 6) and relates to the development and 

nature of knowledge (Saunders et al., 2009). Before embarking on a research strategy, 

it is a foundation step for the researcher to decide on a research philosophy that un-

derpins important assumptions about the way in which he or she perceives the world. 

A researcher who is concerned with facts is prone to have a different opinion on the 

way research should be conducted from the researcher concerned with feelings and 

attitudes of consumers (Ibid.). Research philosophy is, in other words, confronting the 

need for a researcher to be able to reflect upon his or her philosophical choices and 

defend them in relation to alternatives that could have been adopted (Ibid.). 
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The research philosophy of this thesis is social constructionism deriving from inter-

pretivism, as it reflects my own personal worldview. Social constructionism operates 

within a subjectivist view that regards reality as being socially constructed (Saunders 

et al., 2009). It is thus central to explore the subjective meanings motivating the be-

haviour of social actors in order for the researcher to understand these actions (Ibid.). 

Social actors, such as consumers, perceive different situations in varying ways as a con-

sequence of their personal worldview and interpret and ascribe different meaning to 

interactions with their environment (Ibid.). Since the focus of this thesis is on the rath-

er subjective and intangible parts of a consumer’s interaction with an online grocery 

store (e.g. processing, affect and mood), I believe an appropriate research philosophy 

must be grounded in a subjectivist view. The motives and behaviour of the consumers 

and participants included in the empirical study of this thesis must thus be considered 

to reflect each their own subjective reality. Correspondingly, the methods and em-

pirical data produced in order to answer the research question will be of qualitative 

nature, as quantitative data does not have the ability to grasp the reality and emotions 

of the subject. Admittedly, this will result in a subjective conclusion that could possibly 

differ from what other researchers could infer from the same data. 

Research Approach 
The research approach of a project is traditionally attached to the chosen research 

philosophy, where deduction owes more to positivism and induction to interpretiv-

ism (Saunders et al., 2009). It is, however, misleading and reductionist to adhere to 

such a rigid division, as a combination of both research approaches also can be ap-

plicable and advantageous (Ibid.). The deductive approach involves the development 

of a theory and/or a hypothesis, and the designing of a research strategy to test these 

assumptions appropriately, whereas the inductive approach encompasses the devel-

opment of theory as a result of collecting and analysing data. 

 This thesis adopts a combination of deductive and inductive approaches. The de-

ductive approach is applied in the way that the literature review’s theoretical as-

sumptions have identified the relevant actors and topics for the further study: the 

consumer, brand choice and store environment. This theory has contributed in 

shaping my assumptions of the study units and expectations to the outcome of the 

data analysis. Given the relative infancy and lack of literature on the research topic 

of brand choice in an online grocery store, I have, however, also decided to work 

inductively by generating and reflecting openly upon what theoretical themes the 

data entails. It is believed that the data gathered in the pursuit of uncovering con-

sumers’ emotions and nonconscious processing of website stimuli encompasses a 
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need for an “open” research approach as it might contain unexpected, but import-

ant, insights. 

Research Design
The following chapter will present the research design and the thesis’s methodology. 

There exists a variety of methods of conducting research. In the current study, it is 

the aim to investigate the more intangible and nonconscious drivers of consumer 

behaviour. The research design is guided by the research question and its objectives, 

and will accordingly aim to produce qualitative empirical data. Qualitative research 

is “intended to approach the world “out there” (not in specialized settings such as laboratories) 

and to understand, describe and sometimes explain social phenomena “from the inside” in a 

number of ways” (Kvale, 2008: intro). The qualitative methods considered appropri-

ate for this study include semi-structured interviews and ethnographic observation 

techniques, upon which the following section will elaborate. 

Research Procedure
The research procedure will consist of a one-to-one session with the participant and 

the researcher present. The length of the session is completely dependent on the 

time required to complete the shopping task (observation) and the pre- and post-ob-

servation interviews. The session will take the following form, with a more compre-

hensive description of how each will be conducted in the coming three sections:

Pre-Shopping Interview: A short interview prior to the online shopping task will 

seek to clarify the following conditions of the participant: 

1 Mood

2 Involvement

3 Atmospheric responsiveness

Online Shopping Task Observation: The primary data used for further analysis will 

consist of an observation of the participants’ shopping in three different online gro-

cery stores. The participants are requested to choose brands from eight different 

product categories and orally account for their choice throughout. 

Post-Shopping Interview: Following the shopping task in each separate website en-

vironment, participants are asked to elaborate on different factors of their shopping 

experience. 
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1 Post-shopping mood

2 Response behaviour categorised into approach-avoidance tendencies

3 Brand choices and overall shopping experience of each website

Pre-Shopping Interview
One short interview will be carried out prior to the online shopping tasks in or-

der to clarify the participant’s mood, involvement and atmospheric responsiveness 

(Appendix 8). The participant’s mood is considered an important measure prior, 

during and subsequent to the online shopping. It is of great interest whether the 

participants experience mood changes induced by the websites, since consumers’ 

mood are assumed to have important effects on cognition, affect and behaviour. 

It is therefore important to establish mood as a critical correlate to the affect heu-

ristic and the engaged processing system. Involvement is another parameter likely 

to influence the participant’s processing and response behaviour to website stim-

uli. Accordingly, Eroglu et al.’s (2001) assumptions on involvement as a moderator 

on response behaviour will be tested. Participants with high involvement are ex-

pected to be attracted to high task-relevant cues related to the products, where-

as less involved consumers are expected to be more pleased with peripheral, low 

task-relevant cues. Finally, attempt will be made to ascertain the participants’ gen-

eral atmospheric responsiveness in order to conclude whether consumers with high 

atmospheric responsiveness experience more pleasure and positively influenced 

affective states derived from an online store environment, in contrast to those low 

in atmospheric responsiveness.

The interview format will be semi-structured, meaning that a pre-determined set of 

open questions is produced while still maintaining the opportunity for the inter-

viewer to explore specific themes or responses further. The pre-determined guide 

of questions will include those concerning mood, involvement and atmospheric re-

sponsiveness that need to be covered during the conversation. As the interviewer, I 

will follow this guide, but I will also remain open to pursuing other topical trajecto-

ries arising from the conversation whenever relevant. The benefit of this qualitative 

method is that the interviewer is in control of the process of obtaining information, 

but is also free to follow new leads (Bernard, 1988). Furthermore, this method af-

fords respondents the freedom to express their views in their own terms and bring 

to light new topics at the same time.
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Online Shopping Task Observation
The primary data collection consists of observations of the participants conducting 

shopping tasks on three different demo websites created for the purpose. Each of the 

participants will be tasked with shopping for the eight-itemed shopping list identified 

through the screening test on the three different websites (Appendix 9). Observation 

as a method is rooted in the ethnographic field, in the way that it involves the natu-

ralistic principle of witnessing the research phenomena in its natural environment 

(Saunders et al., 2009). The purpose of the ethnographic researcher is to explain the 

social world the subject inhabits in the way he or she experiences it (Ibid.). This meth-

od is appropriate in cases where a researcher wishes to gain insights about a particu-

lar context (i.e. an online grocery store), and better understand and interpret it from 

the perspectives of those involved (i.e. consumers). The researcher role adopted in 

this study is, as per Gold’s (1958) classic typology, the observer-as-participant role. Here, 

the researcher has minimal involvement in and is not usually a part of the setting 

being studied, but is conducting observation with “informed consent” (Angrosino, 

2007). Consequently, creating trust and a relaxed relationship with the research 

participants is imperative so as not to let my presence constitute bias to their brand 

choices. Furthermore, attempts will be made to meet the consumer in his or her usu-

al environment of online grocery shopping, meaning that the observations will take 

place in a participant’s home or workplace, depending on their regularly preferred 

e-shopping settings. This, however, increases the likelihood of unplanned interrup-

tions from, for example, family members or a phone ringing, but these events will be 

accepted as natural occurrences in the participant’s environment.

More specifically, the observation will happen according to a think-aloud protocol. 

The think-aloud method is frequently used for data gathering in usability testing of 

product or interface designs and involves having participants using a system while 

continuously “thinking out loud” when performing a set of specified tasks (Nielsen, 

2012). Participants are requested to verbally express whatever comes to mind as they 

use the websites, such as what he or she is looking at, thinking, considering, feeling 

and doing (Ibid.). Not only does this give the researcher a chance to gain insight into 

the usability of each website, but it also provides insight into the cognitive processes 

engaged during the task performance. In this case, the participants are asked to per-

form the shopping task in the three different online supermarkets while thinking 

out loud, which, in turn, hopefully can help uncover their reaction to the website 

stimuli. According to Donovan and Rossiter (1982), a store’s environmental effect on 

the consumer is emotional states that are difficult to verbalise, transient and thus 
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not always readily recallable. The authors therefore argue that consumer respons-

es are difficult to document unless they are measured “as close as possible in time and 

place to the shopping behaviour and preferably within the store” (Ibid: 35-36). This claim 

has contributed to the methodological choice of conducting the real-time shopping 

observation as the underlying emotional processes are at the centre of this thesis. 

Post-Shopping Interview
Subsequent to each shopping task, the participant will be subject to a short interview 

that will primarily serve as clarification of their response behaviour to the website en-

vironment (Appendix 10). The post-shopping interview is equally semi-structured with 

a pre-determined set of open questions that allow for exploring specific themes or re-

sponses further, if relevant. It is important to articulate that the shopping observation 

itself is expected to provide insight into the participant’s organismic states (O) and the 

associated response behaviour (R), but that the post-shopping interview is intended 

as a final chance for the researcher to shift from observing to asking questions relat-

ing to the topics: mood, response behaviour, brand choices and general perception 

of the shopping experience. Firstly, a couple of questions will seek to identify whether 

the consumer’s mood has changed as a result of being exposed to the website’s stim-

uli. Secondly, the participant’s response behaviour will be sought clarified through a 

number of questions adhering to Eroglu et al. (2001) and Donovan & Rossiter’s (1982) 

approach-avoidance dimensions. Finally, the respondents will have the chance of elab-

orating on their brand choices and their overall shopping experience of each website.

Procedure of the Shopping Observation and Pre- and Post-Shopping Interview

Before embarking on the data collection process, an attempt will be made to create a 

pleasant atmosphere for the respondents. To ensure that all respondents are confi-

dent with the task at hand, the researcher will recap the research schedule, describe 

the structure of the interviews and the observation, and explain the think-aloud 

method again. Additionally, participants will be requested to imagine themselves 

in the situation of needing a list of groceries that they have to buy from an online 

supermarket. Each of the participants has been shopping for groceries online before 

and will be asked to carry out their shopping in a completely similar fashion to as 

they would usually. 

The exact purpose of the study (e.g. whether brand choice can be influenced by web-

site design) is intentionally withheld from participants. Instead, the participants 
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will be informed that the research is centred round the usability of website designs. 

Occasionally, misleading participants is necessary to obtain unbiased information 

(Tai, 2012). This deception measure is taken with the hope of obtaining more ac-

curate data and not influencing the participants’ behaviour by drawing their con-

scious attention to their own brand selections. Naturally, this imposes some ethical 

obligations, and therefore it is important that the respondents are debriefed after 

the completion of the research task. Another precaution taken is the way in which 

participants have agreed to pay for the shopping themselves, in order to make their 

brand choices be as realistic as possible. 

Collection and Transcription of Data
Both the pre- and post-shopping interviews are recorded with the iPhone “Voice 

Memos” application and then transcribed. The screen activities of the online shop-

ping task observation are recorded on the screen with QuickTime Player’s screen 

recorder function, and the iPhone “Voice Memos” is again used for recording the 

respondent’s think-aloud monologue and then transcribed. Since the principal in-

terest is to uncover the participants’ underlying emotional responses, attempts will 

be made to emphasise not just what is being said but also the way in which it is said. 

To this effect, it is planned to video tape participants with the computer’s built-in 

camera to include their non-verbal reactions to the websites.

Reliability and Validity of the Online Shopping Observation
Although reliability and validity as concepts originate from quantitative research, 

the ideas are relevant to almost all kinds of research (Golafshani, 2003). Reliabili-

ty pertains to the trustworthiness and reproducibility of research findings (Kvale, 

2007). This concerns whether the research participants will change their opinions 

or give different responses to different researchers. The issue of reliability also arises 

in relation to transcription, recording and analysis of data, as different research-

ers might have varying ways of performing these activities (Ibid.). Validity refers to 

the strength, truth and correctness of research, and relates to the degree to which a 

study investigates its stated research question (Ibid.). 

The number of participants engaged in this research is limited to five. It could be ar-

gued that having such a limited number of participants might render the data unreli-

able, but since this study relies exclusively on qualitative research, I will posit that it is 

the quality and not the quantity of empirical data that determines the optimal sample 



46

size. Saunders et al. (2009) address the issue of settling on an appropriate sample size 

in qualitative research as by gathering data until data saturation is reached. It will 

therefore be the aim of reaching data saturation and not a specific quantity that will 

define the number of participants needed to render the study reliable. 

 Although observation has been argued to be the most objective of ethnographic 

skills, in the way that it requires little or no interaction between the researcher and 

those he or she is studying (Angrosino, 2007), objectivity is almost impossible. Every-

one perceives the world differently and through different theoretical or analytical 

frameworks, not to mention an individual’s preconceptions coming from social and 

cultural backgrounds. Consequently, a good observational ethnographer strives to 

be conscious of – and therefore to set aside – his or her own preconceptions of how 

to think about and do things (Ibid.). This observer bias is difficult, if not impossible, 

to circumvent, and constitutes an important issue with regards to reliability as a re-

production of this study might yield different results when conducted by other re-

searchers. In the moment I enter the field setting as a researcher, I will therefore 

endeavour to push my ethnocentrism aside and take nothing for granted, although 

it is acknowledged that my subjectivity will affect the interpretation of data. 

Another threat to this study’s reliability is the observer effect – i.e. when the presence 

of the observer alters the participant’s behaviour, because the subject is conscious of 

being observed (Saunders, 2009). When it comes to grocery shopping, the product 

and brand choices consumers make when unobserved might vary from those made 

under observation. Consumer choice is assumed to be context-sensitive, and since 

it is the aim of this thesis to study brand choices (and potential choice variances), it 

is attempted to minimise all other potential influential factors apart from the varia-

tions in the websites. Ideally, the websites would be isolated such that the contained 

variables constitute the only potential influence on participants’ brand choice, al-

though this is next to impossible to achieve in practise. Robson (2002) suggests min-

imal interaction as a way for overcoming the observer effect, hence a fly-on-the-wall 

approach to the observation is attempted. 

Finally, one can discuss the extent to which the observational validly reflects the 

phenomena of interest – brand choice. Some might argue that a quantitative study 

might be more effective in identifying variance in brand choice across website de-

signs. The contention of this thesis is that qualitative observation is justified in this 

case, owing to the stipulated theoretical foundations laid for investigating brand 

choice. The emphasis on emotions, the affect heuristic and dual process theory par-
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ticularly impose a need for a more in-depth examination of the underlying process-

es of brand choice and the influence of environmental stimuli. 

Reliability and Validity of the Pre- and Post-Shopping Interviews
The reliability of the interviews can be difficult to defend as it has already been es-

tablished that a researcher’s subjectivity unavoidably is going to play a role in both 

conducting and interpreting the interview responses. This has repercussions for the 

reproducibility of the data collection techniques applied in the interviews, but con-

duct of these will nonetheless be attempted with as much consistency as possible. 

Although both interviews are semi-structured, which naturally allows for unexpect-

ed responses, the list of pre-determined questions will provide a consistent guide in 

asking participants the same questions in a relatively similar manner. The interviews 

are furthermore intended to back up the observational data’s validity by providing 

participants with a chance to elaborate on the shopping task carried out, and the 

researcher to ensure that responses are correctly or more precisely understood. 

The Participants
Five participants were recruited for the data collection. Data from Statistics Denmark 

shows that the two largest age groups shopping for groceries online in Denmark in 

2017 are consumers aged 20-39 years (25%) and consumers aged 40-59 years (26%) (Ap-

pendix 11). The selection of participants attempted to cover all parts of this age spec-

trum (20-59 years), with one participant in her twenties, one in his thirties, two in 

their forties and one in her fifties. No considerable differences are to be noted in rela-

tion to sex, with 24% of Danish women and 21% of Danish men shopping for groceries 

online (Appendix 12). Three women and two men were thus selected in order to rep-

resent both genders. Consumers from the capital region Copenhagen are dominant 

in representing 30% of the Danish online grocery retail sector, followed by the region 

of Middle Jutland with 20% (Appendix 13). A combination of time constraints and geo-

graphical distance, however, led to a participant group solely based in the capital re-

gion. Finally, consumers with an income of DKK 300,000 or above constitute the larg-

est group of online grocery consumers (28%), followed by three equally large income 

groups (DKK 50,000-99,999, DKK 100,000-199,999, and DKK 200,000-299,999), each 

corresponding to 17% (Appendix 14). Two of the chosen participants had an income 

above DKK 300,000, one had an income in the span of DKK 50,000-99,999, one had 

an income in the span of DKK 100,000-199,999, and one had an income in the span 

of DKK 200,000-299,999. Although this study is not quantitative and therefore shall 
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not be considered in terms of being representative or statistically significant, the de-

cision was made to select participants such that they represented as best as possible all 

segments of the Danish online grocery shopping market and in accordance with the 

prominence. This choice was also made with the hope of obtaining a participant group 

that was not too homogeneous and not too similar in their brand-choice patterns. Re-

spondents were primarily recruited by e-mail and Facebook with a short introduction 

to the study (Appendix 15). A follow-up e-mail with more detailed information about 

the study and the research process was subsequently sent to those who agreed to par-

ticipate (Appendix 16). Finally, the respondents were unknown to the researcher to 

avoid personal relationships interfering with the responses. 

The Websites
Three different website designs, with variations in high and low task-relevant stimu-

li, were made for the same fictitious e-grocer, In-køb.dk, using the free website build-

er Wix Editor. Figure 3 illustrates the stimuli of the three different websites. 

FIGURE 3: Website stimuli for Website #1, #2 and #3.

Website #1 Stimuli Website #2 Stimuli Website #3 Stimuli

- Cues: Predominantly high 

task-relevant cues

- Website Design (low 

task-relevant): A static 

and simple website 

design with few non-

product related colours 

and images, a non-

intrusive layout, no music 

or animation

- Navigation (high task-

relevant): A fast and 

intuitive navigation 

with high impact on 

processing fluency and 

an easy search-and-find 

function 

- E-trust (low task-

relevant): No indicators 

of secure payment 

transaction, or data 

privacy

- Cues: A combination 

of high and low task-

relevant cues

- Website Design (low 

task-relevant): A website 

design with a moderate 

level of colours, images 

and graphics. The layout 

is more colourful and 

inspiring than website 

#1’s, but it does not 

include any animations 

or music

- Navigation (high task-

relevant): A navigation 

function facilitating both 

fast and easy access to 

information, but also 

browsing and inspiration

- E-trust (low task-

relevant): One indicator 

of e-trust, E-mærket

- Cues: Predominantly low 

task-relevant cues

- Website Design (low 

task-relevant): A 

dynamic and stimulating 

website design with 

colours, images and 

graphics, layout, 

animations, video and 

music.

- Navigation (high task-

relevant): A sparse 

navigation with no 

search-function, and 

reduced accessibility 

to high task-relevant 

information.

- E-trust (low task-

relevant): E-trust 

indicators including 

E-mærket and Trustpilot 
to mediate secure 

payment transaction and 

data privacy
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As annotated in Figure 3, the majority of Website #1’s atmospheric cues are high 

task-relevant that facilitate the consumer’s goal attainment in a fast and efficient 

manner. Website #2 contains a combination of both high and low task-relevant 

cues, and Website #3 predominantly has low task-relevant cues. Website design and 

e-trust, as a consequence of being low task-relevant cues, are thus playing a more 

prominent role in Website #3, whereas Website #1 has a more pronounced emphasis 

on the high task-relevant cue, navigation. Appendix 17 contains an overview of the 

specific website functions, features and design measures taken in producing each of 

the three websites. Appendix 18 provides a link to the three websites.

The E-Grocer
In order to eliminate the effects of prior experience with a retailer, a fictitious e-re-

tailer was developed – In-køb.dk. In-køb.dk was designed to be representative of a 

Danish mid-scale online supermarket with products appealing to different consum-

er segments, such as cost-, quality-, or organic-oriented consumers. 

Product categories
Participants were tasked with shopping for products across eight different prod-

uct categories. This number was deemed appropriate since eight products are con-

sidered a fairly regular sum of items to purchase in a supermarket. More products 

would, furthermore, potentially lead participants to experience fatigue, especial-

ly since they had to repeat the shopping three times. The eight product categories 

were selected through a screening test, where participants were requested to list the 

ten most common FMCG they went shopping for most frequently in a supermarket 

(Appendix 9). The products identified were milk, butter, toilet paper, tooth paste, 

breakfast cereal, sweets, yoghurt/skyr and rye bread. For consistency, the brand op-

tions, listings and prices within the different product categories were completely 

identical across all three websites. 

The Prices
Supermarkets operate in a highly competitive landscape where product prices play 

a considerable role in the consumer’s choice of retail store, products and brands 

(Passport 2). The fictitious e-grocer is aiming to represent a mid-scale Danish su-

permarket with offerings on both sides of the price spectrum. Coop.dk Mad offers 

products from their various supermarkets (e.g. both more up-scale stores such as 

Irma and Kvickly, mid-scale stores such as Super Brugsen, as well as the discount 
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store, Fakta). Coop also has a large number of private-label products, but it was de-

cided not to include these so that respondents would not link the products to prior 

exposures in Coop’s supermarkets. Additional products were added from Nemlig.

com – another Danish e-grocer with broad product offerings. Using both Coop.dk 

Mad and Nemlig.com’s pricing as a guide for the fictitious grocer, the product pric-

es on In-køb.dk represent real-world prices from actual e-grocers. In order to en-

sure that the participants’ brand choices were as realistic as possible, everyone was 

told they had to pay for the shopping with their own money, against a 10% discount 

and free home delivery. Since participants had to complete the shopping task three 

times, they were told to wait for plugging in their payment details until the end of all 

three website exposures. Participants were informed that they would then have the 

option of choosing which website they wanted to place their order with. None of the 

participants ended up paying since the websites were not linked to a payment back-

end, but everyone was nonetheless given the option of receiving their orders from 

Coop.dk Mad and being compensated for the home delivery. A final measure taken 

in relation to price was the decision not to include any product discounts on the 

websites. FMCG are often considered highly substitutable, and discounts can have 

a major effect on brand choice. As a consequence, the discount aspect was omitted 

from the study as the objective here was to isolate the effect of the environment (the 

websites).
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Analysis 
The following chapter will seek to answer the questions that emerged from the liter-

ature review, and ultimately approach a conclusion to the research question, based 

on an analysis of the qualitative research conducted. The structure of the analysis 

will be based on the process illustrated in the literature review’s conceptual model 

presented on page 37. Adhering to the S-O-R structure of the conceptual framework, 

the analysis chapter will thus present the empirical data on consumers’ intervening 

processes (O) and associated responses (R) produced by the three websites. 

STIMULI 
As presented in Appendix 17, the core of this study’s research on consumer responses 

is the manipulation of the stimuli across the three websites. To summarise, Website 

#1 represents a high-task relevant site with main emphasis on navigation. The low 

task-relevant cues: website design and e-trust have been employed at a minimum 

level. Website #3 is composed of the complete opposite stimuli: all navigation ele-

ments apart from the menu header have been eliminated and prices are not visible 

unless entering the product page for an individual product. The website design con-

sists of colours, animation, music, video, pop-ups, etc., and the site has been en-

dowed with four different indicators of e-trust. The website is, in other words, high-

ly low task-relevant in the way that very few elements are product-related. Website 

#2 is a combined high and low task-relevant environment where navigation, website 

design and e-trust all have been prioritised at a relatively equal level. 

Website #1 front page.
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Website #1 product page.

Website #2 front page.
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Website #3 front page video.

Website #3 product page.

ORGANISM 

WEBSITE #1 

High Task-Relevant Cues’ Influence on Consumer Processing
Website #1’s primary emphasis on navigation is appreciated by all participants to 

the extent that the majority of these express the ease, speed and simplicity of the 

shopping process. Anna describes her experience on the site in the following way: 

“(…) I think it was easy to use. I think you got a clear overview. (…) I thought it was pretty fast – 

there were no problems in any way.” (POI 1: 6 A). Lisbeth thought the website was “neutral 

and… not complicated.” (POI 1: 12 L). The sparseness of Website #1 – meaning its nearly 
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exclusive consistency of cues highly relevant to the task of shopping for groceries 

– was considered effective and non-intrusive, but did not create positive response 

behaviour. Chairat expresses this effectiveness as helpful in the way that “it keeps me 

focused on what I need and have to buy. (…) It doesn’t waste my time, nor inspire me. Like it 

allows me to get the things I want to have delivered home without interrupting.” (POI 1: 26 C). 

When asked if he experiences a satisfaction associated with this effectiveness, he de-

scribes it as a “rather passive satisfaction” (Ibid: 30 C). 

In relation to the participants’ brand-choice behaviour, the data reveals the way in 

which Website #1’s high task-relevant cues seem to elicit two recurring and polarised 

choice situations and processing routes: 

1. The complex choice where respondents engage in effortful analytical 

evaluation of the site’s high task-relevant information

2. The routinised choice where the respondent’s experiential system reduces 

the accessibility of alternative responses by activating a habit response by 

context 

The Complex Brand Choices and Analytical Processing
The data collection reveals a substantial amount of analytical processing amongst 

participants in performing what Hansen and Christensen refer to as extended emo-

tional choices (2007). These choices include the semi-complex and complex choice, 

and appear to occur in response to Website #1’s lack of inspirational or distracting 

low task-relevant cues, and its vast amount of product-relevant information. More 

specifically, this is manifested in a high recurrence of price and product information 

comparison, retrieval of stored brand information and preferences (e.g. organic, 

quality, environmentally friendly, etc.), and associations made with previous con-

sumption experiences and marketing stimuli. Lisbeth conveys the cognitive task of 

performing the complex choice of selecting a toilet paper brand during the shop-

ping observation: “Yes, we have lots here (referring to the toilet paper options), and 

I usually pick the ‘Lotus Royal’ toilet paper but it is a bit expensive. Ehm, I think those cheap 

ones aren’t just quite as nice. Moist toilet paper… Really weird. ‘Lambi’ toilet paper – that’s cute 

with a little lamb on it and it looks like there are more rolls in it actually… But I can’t be sure 

about it. Yes, nah, no. Well. Can one care about it? I don’t know. I take the cheapest one.” (SO 

1: 30 L). The above verbalisation of Lisbeth’s decision-making process contains sev-

eral different processing aspects. First of all, Lisbeth consults her memory of brand 

recall, preferences, prior exposures, and retrieves the information that Lotus Royal 
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is her brand preferences. It is possible that she has created a somatic marker and 

brand equity in her mind of Lotus Royal, and this analytical processing happens out-

side the boundaries of her consciousness. Lisbeth’s limited involvement within the 

product category, or an insufficient strength of brand equity created for Lotus Royal, 

does, however, lead her to engage in a more deliberate analytical evaluation of the 

presented products’ prices, quantity, and quality. At the same time of attempting 

to reach a conclusion in this complex assessment, she experiences emotional re-

sponses to the product packaging of Lambi toilet paper, and the novel moist toilet 

paper. After this process that has involved emotional responses and both conscious 

and nonconscious analytical processing, she adds the Lambi toilet paper to her shop-

ping cart. Lisbeth is not the only participant who engages the analytical system in 

performing brand choices on Website #1 – in fact, the majority of the observation 

think-aloud data revolves around prices and product information. Another exam-

ple is Anna choosing a skyr brand: “Here I would just like a plain… It costs DKK 19 and the 

big one… ‘Cheasy skyr’ costs… Oh, is it organic? There is a plain ‘Cheasy skyr’ that I have to find 

out whether is organic. It says that… it is not. And then there is another one next to it, which is 

the ‘Naturmælk skyr’ that is organic, but it costs DKK 2 more than the ‘Cheasy skyr’, so it is going 

to be that one I want. There is 0.2% fat in it. There is skimmed milk, lactic acid culture, rennet 

(giggles) and flash pasteuri… So, it is flash pasteurised. Yes, but it is organic! So, I’ll take it.” 

(SO 1: 37 A). As it appears here, Anna’s decision-making process is characterised by 

a comprehensive analytical evaluation of different alternatives of price, quantity, 

nutritional value and organic production. 

In the subsequent interview, Anna states that one of the perceived advantages of on-

line grocery shopping on Website #1 relates to the navigational ease allowing for more 

effective product comparisons than in a physical supermarket: “I thought it was quite 

funny to look at toilet paper for example, and the different brands there were, ehm… in relation 

to what was the cheapest. It is something I generally think is difficult to find in some supermarkets 

(referring to physical stores), and just such so hard to form an overview of – so, it is definitely 

a thing I think is… could be good to purchase on the website.” (POI 1: 28 A). The positive aspect 

of Website #1 therefore appears to be the way in which it enables a cost-sensitive and 

busy consumer to attain a utilitarian shopping goal more effectively.

The Routinised Brand Choices and Experiential Processing
The second most frequent decision-making process on Website #1 is the routinised 

choice. All of the respondents point out the way in which Website #1 does not inspire 

them, and in some instances their reaction is to resort to routinised behaviour. This 
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conclusion is inferred from the significant amount of data containing expressions 

such as “I always use (…)” (Anna, SO 1: 29 A), “I usually take this” (Lisbeth, SO 1: 30 L) or “I 

like to buy something I know the taste of. (…) When it comes to this, I think I am a bit slave of rou-

tine. I buy what I know. I never really look at the price of this, I just buy it because it is… (cannot 

find words)” and “here I pick something I know that I think is good” (Claus, SO 1: 17 C & 27 C). 

This habitual buying behaviour seems to be amplified in Website #1’s high task-relevant 

environment with few cues to inspire or distract participants. Anna reported that “you 

know the products from the supermarkets (physical), so you don’t have to think too much about 

it” and that the site would be appropriate for “people who know what they want already” 

since she believed that as a consumer “you would pick the things that you were used to” (POI 

1: 59 A, 22 A & 24 A). Chairat equally summarised Website #1 as a “fast homepage that 

would be the place to go to if you needed some fast groceries that you already know of” (POI 1: 20 

C). Performing a routinised choice is largely processed through the experiential sys-

tem and can be described as direct environmental-response associations happening 

nonconsciously. Although none of the respondents were familiar with the context, the 

neutrality and product-centred nature of Website #1 seem to trigger routinised buying 

in the respondents. As it appears in Claus’ self-report, he is incapable of accounting for 

his choice of toothpaste brand – he is stuck with “I just buy it because it is… (cannot find 

words)” (SO 1: 17 C). It can be assumed that Claus has created a somatic marker and 

brand equity for Colgate toothpaste, but since nonconscious emotions are considered 

the strongest drivers in the attachment of a consumer to a brand (Keller, 2013), it is a 

difficult task for Claus to provide a logical explanation for his choice. 

Finally, it should be noted that both choice situations – the complex and the routin-

ised choice – are occurring in response to a highly task-oriented context that does 

not seem to elicit many emotional responses caused by the environment per se, but 

rather its products. Variances in brand choices (i.e. the few instances where respon-

dents went with an alternative to a brand for which they indicated to have created a 

somatic marker) were in most cases the result of an analytical processing of Website 

#1’s product-related stimuli with criteria such as price and quantity being determi-

nants for decision-making – and not caused by a triggered affect heuristic or other 

environmentally-induced affective states.

Mood and its Influence on Processing
None of the respondents experienced an influence on their mood from Website #1 

(Appendix 19). This data supports the findings of Eroglu et al. (2003) on the way in 

which high task-relevant cues contribute in facilitating the consumer’s utilitarian 
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motives of shopping, but does not increase the hedonic or emotional value of shop-

ping. Lisbeth described her reaction to the site as “I became very practical” (POI 1: 6 

L), which underpins the functional perception of the site. Although the processing 

fluency of an effective navigation has been suggested to entail the ability to influence 

consumers’ moods positively and trigger the affect heuristic (Floh & Madlberger, 

2013), this effect was not found on Website #1. As presented earlier, Chairat referred 

to the navigational ease as a “rather passive satisfaction” (POI 1: 30 C), and it is assumed 

that Website #1’s navigation does lead to some nonconscious positive emotional re-

sponses in the way that it does not recruit superfluous analytical processing in find-

ing one’s way around on the site. The navigation was, however, subject to certain 

criticism – two respondents pointed out their frustration over not being able to add 

products directly from the site’s product page overview to their cart, but had to en-

ter the product page for the specific product instead in order to press “add to cart” 

(Katrine, POI 1: 18 K & Chairat, SO 1: 5 C). During the design phase of the website, 

this function was intended to be created, but the website software unfortunately did 

not allow for it. To summarise, it can be stated that Website #1 did not have the ability 

to influence the respondents’ mood positively, and that the majority of the brand 

choices carried out in the online supermarket, as a consequence, were routinised or 

processed analytically and perceived a utilitarian task. 

WEBSITE #2 

Sensory Language and the Website Design
An immediate striking find from the data for Website #2 relates to the shift in respon-

dents’ language. Whereas Website #1 elicited a great amount of remarks on price, 

product quantity and quality, the data from Website #2 contains a higher degree of 

sensory language. In verbalising their experience on Website #2, all respondents ap-

plied more descriptive words relating to the five senses. A connection between an 

increase in low task-relevant cues and sensory activation is thus noted. A couple of 

examples are Claus’ reaction to the site’s tuna mousse recipe: “Orh, there was also quite 

an avocado sandwich here – Oh, it looks delicious… with some tuna mousse underneath. Wow, 

it looks good. I could imagine myself making this.” (SO 2: 12 C), or Lisbeth’s sudden reaction 

to the site’s background picture: “And then I need… That juice in the background – that looks 

really delicious, too.” (SO 2: 20 L). Although emotional responses are nonconscious 

processes and impossible to adequately account for, the sensory feeling words asso-

ciated with Website #2’s stimuli are, in accordance with Hansen (2005: Appendix 5), 

taken as a derivative from stronger emotional responses. The author hypothesises 

that feeling words have the ability to probe the nonconscious emotional response 
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tendency associated with a brand or an environment. Respondents’ substantially 

larger employment of positive sensory feeling words regarding Website #2 is thus 

considered the result of an intensification in net emotional response strength. 

Navigation as a High Task-Relevant Cue
None of the respondents commented on the slight reductions in Website #2’s nav-

igation – i.e. the enlargement of product pictures that minimises the overview of 

products faintly, and the removal of the quick view function that forces the visitor to 

choose between the overview of the product category or the specific product. The 

addition of the recipes page was, however, visited by all respondents, and several of 

them made use of the product buttons leading the visitor directly from the recipes 

page to the product page for the brand listed as ingredient. Chairat appreciated this 

function: “It is pretty smart that you can click your way in on the product that you need. That’s 

pretty pleasant.” (SO 2: 3 C). The relative high prioritisation of navigation on Website 

#2 appeared to produce some satisfaction in respondents – Anna commented “I don’t 

think it’s hard to navigate in this site. It is pretty fast and it is easy. One can also go and look at 

recipes apparently.” (SO 2: 10 A). Although she thought that the site had a good over-

view (SO 2: 12 K), Katrine did, however, raise some of the same points of criticism as 

previously with Website #1, relating to the way in which the product categories were 

not listed alphabetically, and that one cannot add products from the overview of 

products straight to the cart (Ibid.: 8 K). 

The combination of the site’s high task-relevant navigation and the low task-relevant 

cue of a more stimulating website design had repercussions on the respondents’ 

processing strategies for brand choice. These can be grouped into three principal 

categories:

1. The semi-complex choice where respondents experience emotional 

responses and engages in nonconscious and/or conscious analytical 

processing

2. The routinised choice where the respondent’s experiential system reduces 

the accessibility of alternative responses by activating a habit response by 

context

3. A third kind of choice, which this thesis will refer to as the inspired choice. 

The inspired choice is characterised by emotional responses giving rise to an 

experientially dominated processing of stimuli, which in turn renders the 

respondent more open to inspiration
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The Semi-Complex Brand Choices and the Combination  
of Experiential and Analytical Processing
The most frequent choice situation on Website #2 is concluded to be the semi-com-

plex brand choice. As stated earlier, the slightly more invigorating website design 

is estimated to induce a higher amount of emotional responses. In the case of the 

semi-complex choice, these emotional responses are, according to Hansen and 

Christensen (2007), giving rise to both conscious and nonconscious feelings and an-

alytical processing of information. The following brand decision process carried out 

by Lisbeth in Website #2 exemplifies a semi-complex brand choice, entailing slightly 

more conscious feelings as to what was the case for Website #1: On entering the site, 

Lisbeth exclaims “Wuhuu, this makes me feel like buying a lot here!” Lisbeth decides to 

check out the recipes-page right away, as the front page’s gallery sliders suggests. “Oh, 

and tuna mousse! Wow, so delicious. And it lists everything you need for it, too. How delicious 

– I might as well also just buy this.” So far, Lisbeth has experienced a sensory activation 

and positive emotional responses to the website stimuli. Her experiential system is 

reacting with approach-impulses and has modulated her information processing 

according to an affective basis, such that she engages in the shopping for the expe-

riential value. “Then I could buy some… Oh, okay, I can access it from here.” Lisbeth enters 

the product page for the rye bread brand mentioned in the recipe. “I can buy some… 

I needed some rye bread, so that would be suitable to access and buy… through the recipe.” 

Presented with the rye bread brand from the recipe, she switches to analytical pro-

cessing: “But then it’s not organic. But I need to know if there is straw shortening agent in it. It 

doesn’t say that there is not, so then it’s not for me, so I need to go back and find some other rye 

bread.” (SO 2: 2 L, 6 L & 7 L). Lisbeth’s initial emotional responses reached conscious-

ness in the shape of feelings that can serve as informational input to her further 

deliberate processing of the presented brand options. Website #2 represents several 

similar instances of semi-complex choice processing.

The Routinised Brand Choices and Experiential Processing
Again, a frequent choice situation on Website #2 is the routinised brand choice. As 

Katrine puts it: “Here I choose a product again that I already know, and that I like. So, it’s not 

like I’ve been inspired to buy it.” (SO 2: 27 K). Similarly, Anna has chosen the brand of but-

ter she wants before even having been presented with the choice options: “And then I 

would like some butter, and I already know what kind (…) I want some… ‘Kærgården’!” (smiles 

meekly) (SO 2: 26 A & 27 A). This repetition of past behaviour in decision-making 

operates within the experiential system and is way less taxing on cognitive effort. 

As Anna is likely to have formed a positive association – an approach strategy – di-
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rectly or indirectly linked to her somatic states with the brand Kærgården, she has 

created a somatic marker. According to Keller (2013), this positive emotional re-

sponse tendency that Anna experiences, would mean that Kærgården has succeeded 

in attaching Anna to the brand – i.e. created brand equity. When having to choose 

between different butter brands, Anna can rely solely on her experiential system’s 

rapid and nonconscious processing, which eases her decision-making, because the 

brand choice Kærgården has become a routine and as she puts it herself: “I didn’t really 

consider that much what I had to buy.” (POI 2: 32 A). 

Website Design’s Unexpected Properties
Website #2’s higher prioritisation of the low task-relevant cue, web design, was in-

duced to have an effect on several unanticipated matters: 

■	resulting in the inspired choice situation

■	creating a perception of new brands

■	mediating identity and e-trust

The Inspired Choice and Website Design’s Influence on Mood
The more colourful layout of Website #2’s design created positive emotional respons-

es in Claus: “What a lot of colours this site here has. That’s very positive.” (SO 2: 1 C). The 

front page of the site also contains two gallery sliders, with the first one exhibiting 

pictures of some buns linking to the bread category page, when clicked on. During 

the shopping process, Claus enters the bread category page to find some rye bread, 

but before getting to the decision of picking rye bread, he reports: “I just needed some 

rye bread, but when I’m here, I actually also feel like buying some breakfast and some breakfast 

buns… Also… It wasn’t really my plan to start out with, but when I saw the product (referring 

to the bag of Kohberg rugbrødsboller he is adding to his cart) I actually thought it was 

fine.” (SO 2: 7 C). The post-shopping interview tried to identify what had motivated 

Claus to purchase the breakfast buns in addition to rye bread, to which he respond-

ed: “Well, I think it had to do with the fact that I was a bit in a snacky mood, and I also thought 

that maybe I didn’t have to eat the same each morning.” (Interviewer: Now… ehm – on the front 

page of the website, there is a picture of some buns, as the first thing you see, and some butter… 

Do you think that could have influenced you in any way?”) “Yes, I believe so, because if I stum-

ble across something that I think is difficult to get a hold of (refers to good quality breakfast 

buns) then if I found some really good buns that had a lot of grains and were relatively healthy 

(…) then I would definitely buy them if I saw them.” (POI 2: 20 C, 23 J & 24 C). Whether it 

was Website #2’s picture on the front page that specifically influenced Claus’s deci-



61

sion to add a second brand of bread to his cart is hard to answer. It can, nonetheless, 

be stated that Website #2 produced more inspirational input to Claus’s brand choic-

es. He later elaborated on the inspiration he had felt as “It did something that one gets… 

(…) that the homepage shows some different options that one can use. So… I hadn’t expected 

that but it… it actually influenced me.” (POI 2: 10 C). The inspired choice can be juxta-

posed with impulse buying to the extent that the brand choice is unplanned and 

not necessarily associated with any familiarity with the product or the brand. The 

inspired choice situation, however, diverges slightly from impulse buying in the way 

that the consumer already has planned to purchase a product within a given prod-

uct category where he or she might have brand equity or preferences for a certain 

brand yet chooses a different one caused by the context. It is therefore low task-rele-

vant inspiration from the environment influencing consumer brand choice to entail 

a larger degree of novelty-seeking behaviour. Similarly, it should be mentioned that 

although Website #2 only employs, what is considered to be a moderate amount of, 

low task-relevant cues, these have resulted in an increase in the respondents’ expe-

riential and inspirational value of shopping. 

The inspired choice is assumed to closely tied to mood and the experiential system. 

Both Lisbeth and Chairat performed a novel brand choice within the butter category 

– Thise smør med sydesalt. Returning to Gardner and Hill’s (1988) theoretical concept 

of stores as mood operators and Eroglu et al.’s (2001) proposition of low task-relevant 

cues’ ability to evoke a mood in consumers, Website #2’s website design succeeded 

in giving rise to an immediate positive mood in Lisbeth. On the initial exposure to 

Website #2, she exclaimed “Wuhuu, this makes me feel like buying a lot here!” (SO 2: 2 L). 

Lisbeth’s positive emotional responses to Website #2’s contextual factors are likely 

to give rise to an experiential processing of stimuli and render other positive emo-

tions more salient – e.g. enthusiasm, self-indulgence or novelty-seeking behaviour – 

happening according to the affect heuristic. When Lisbeth employs her experiential 

system in performing a brand choice, she is nonconsciously encoding website infor-

mation in images, narratives, senses and symbols to which affect has been attached. 

The analytical system’s focus on product prices, quantities, etc. is pushed away in 

the background, and Lisbeth performs an inspired brand choice corresponding to 

the affect heuristic. Chairat’s think-aloud account of his butter brand choice corre-

sponds to this, as well: “I need to buy some butter. Here I actually think I’ll try ‘Thise’s’ luxury 

butter.”. “One gets tempted a little more here, because it kind of says how… (…) the products, or 

at least this product is produced and how the curing of the salt takes around 20 hours, so you 

kind of feel like there is more attention to detail here (referring to the website design) (SO 
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2: 22 C & 23 C). This quotation could indicate that the website design leads Chairat’s 

shopping experience to entail a larger amount of experiential value, and he gets 

“tempted” according to the affect heuristic to purchase, what he perceives to be, a 

“luxury” butter. 

The Perception of New Products
Another thing to note about Chairat’s comment above is the way in which he per-

ceives the butter product page to entail more information than Website #1, although 

this is not the case. It was moreover remarked with great curiosity that Website #2 

altered Chairat’s perception of the product offerings. Not only did he have a per-

ception of the site containing new products: “There are also new products added to this 

one (referring to the website).” (SO 2: 7 C), his overall perception of the products had 

also changed: “The website exhibited a lot – like they were very high-quality and seemed like 

it was more hand-picked products than the first supermarket, so one felt like… Like, because it 

was so tastefully designed, you also felt like spending a little more money there because there 

was produced more information, and more, kind of, graphics for the website.” (POI 2: 53 C). 

This was an unexpected finding induced from the data, as the products and brands, 

on the contrary, were presented identically across all three websites to feature as a 

constant. Finally, clarification was sought as to whether Chairat’s perception of the 

e-grocer’s having a more high-quality positioning had an effect on his brand choice: 

(Interviewer: So that means that you consider the environment in itself more… high-quality 

than the first one and that this is reflected in your brand choice?) “Yes.” (Ibid: 56 J & 57 C).

Website Design as a Mediator of Corporate Identity and E-Trust
The only respondent who verbally noted the e-trust badges on the payment site was 

Lisbeth: “Oh, it says something here. It says ‘secure shopping’ and… there’s that ‘E-mærket’ 

– I know that’s good. So, what is it called… I feel completely comfortable pulling out my credit 

card.” (SO 2: 39 L). Despite the remaining respondents’ failure to notice e-trust, data 

from Website #2 revealed that consumers’ perception of e-trust is not only confined 

to a company’s badge certifications. Through the post-observation interview with 

Chairat, it was discovered how website design also encompasses the ability to medi-

ate a company’s identity and create a feeling of e-trust in the consumer. Chairat de-

scribes this phenomenon in the following way: “(…) There was this slideshow with differ-

ent… how the groceries are delivered and stuff like that… So, you felt quote unquote that it was 

a little more exciting to shop there… Ehm, and how this supermarket that you’re not physically 

present in sort of operates. (…) One gets an insight into how this company sort of works, which 
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makes it more interesting. Like, you feel like exploring the site more, because they (referring to 

the e-grocer) are more open than the first site.” (Interviewer: So, do I hear you say that this su-

permarket manages to communicate their identity a little better than…) (Chairat interrupts 

the sentence) “Yes, certainly!” (POI 2: 6 C, 8 C, 9 J & 10 C). The low task-relevant cue 

of website design can thus be argued to play a central role in mediating corporate 

identity. This statement corresponds to the stream of literature on corporate com-

munication and integrated marketing communication (IMC) positing that corporations 

that succeed in creating consonance – one unified message – across all touch points 

and communication channels of the organisation, solidifies corporate identity and 

differentiation (Ang, 2014), and encourages trust and brand acceptance (Hoyer et 

al., 2012). Through Website #2’s stronger visual communication of identity, Chairat 

gets to put a ‘face’ on the otherwise faceless retailer. Despite there being only a few 

images in the gallery slider visualise the business operations, Chairat felt more com-

fortable and secure shopping on Website #2: “(…) Like, it’s things like this that I feel like you 

encode.” (Interviewer: Encode – what do you… What do you mean by that?) “Well, I mean that 

you’re like ‘okay, this is appealing’. It gets packed, let us say in a proper manner, and gets send 

out in a nice van and stuff like that. Then you kind of think that there is more pleasure in it than 

if you’re shopping on a website where you have no insight into anything else than the products 

you buy. (Interviewer: Do you feel like it gives you a feeling of more security when you shop?) 

“Definitely!” (..) “Yes, because they (referring to the e-grocer) know about their products, 

and like… I get an impression of the way the want to be perceived, and how… I get an impression 

that they want to deliver a high quality, too.” (Interviewer: And what are the concrete things you 

think are most important… that communicates this most clearly to you?) “Well, that’s the entire 

layout of the website”. (POI 2: 12 C, 15 J, 16 C, 17 J, 18 C, 20 C, 21 J & 22 C). Interestingly, 

the few alterations in Website #2’s website design leads Chairat to perceive In-køb.

dk as knowing more about their products and being positioned as an e-grocer with 

a high-quality value proposition. Moreover, Chairat’s statement speaks in favour of 

establishing a positive correlation between a website design that communicates the 

retailer’s identity and consumers’ e-trust. The low task-relevant design of Website 

#2 is thus concluded to create a trickle-down effect on respondents’ perception of 

e-trust, which in turn is expected to recruit less analytical processing and create 

positive response behaviour.

WEBSITE #3 
Website #3’s predominantly low task-relevant stimuli is found to elicit fewer analyti-

cally processed choices and more sensory-oriented experiential processing. When it 
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comes to performing brand choices for FMCG, consumers appear to have criteria for 

selecting products within some categories that always encompass the need for con-

sulting the analytical system. Accordingly, semi-complex choices, somewhat similar 

to those occurring on Website #2, were identified. Routinised choices were equally 

carried out, although some of these were challenged by a third kind of choice, which 

will be referred to as the sensory-inspired choice. The following three choice sce-

narios characterise consumer behaviour on Website #3. Since the (semi) complex 

and routinised choice have already been accounted for in previous parts, the main 

emphasis is laid on the sensory-inspired choice. 

1. The semi-complex choice where respondents experience emotional 

responses giving rise to both nonconscious and conscious analytical 

processing

2. The routinised choice where the respondent’s experiential system reduces 

the accessibility of alternative responses by activating a habit response by 

context 

3. The sensory-inspired choice, where stimuli give rise to a sensory activation 

and positive affective states, which in turn leads to experiential processing 

and trigger brand choices to be made according to the affect heuristic

Low Task-Relevant Cues and the Sensory-Inspired Brand Choice
The empirical evidence identifies a slightly novel and relatively frequent-occurring 

brand choice situation – the sensory-inspired choice. The process of this choice takes its 

starting point in a sensory activation producing positive emotional responses and 

affective states. This in turn, triggers the affect heuristic and leads to an inspired 

choice. The following section will elaborate on this phenomenon. The inspired 

choice was presented in the analysis of Website #2, and the sensory-inspired choice 

shares many properties with the aforementioned. However, is distinguished by a 

stronger link between sensory activation and the affect heuristic.

Data from Website #3 reveal a substantially higher sensory activation from the new 

low task-relevant stimuli, music, video and animations. All respondents were curi-

ously taking the time to watch the introduction movie, and the music seemed to have 

a calming and captivating effect on everyone. The movie’s breakfast food moving in 

slow motion elicited responses, such as Lisbeth’s “Ohh, it makes me feel like pancakes and 

cakes and brunch! Wow! (laughs impressed)” (SO 3: 2 L). Katrine expressed her meeting 

with the site as: “Ayyy, now we are going to this new website here, and there is comfortable mu-
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sic, and it is almost like there is scented effect – scented… And orange, and ayy, how it moves! How 

it jumps and moves! How beautiful this is!” (SO 3: 1 K). Many report on building up an ap-

petite – e.g. “Ayy, I feel like eating those American pancakes” (Lisbeth, SO 3: 5 L), or feeling 

pleased by the music – e.g. “It’s pretty cosy that music playing”, “It’s like being at yoga class” 

(Anna, SO 3: 24 A & Lisbeth, SO 3: 31 L), and the language is generally dominated by 

a larger amount of exclamations expressing appetite, enthusiasm, impressions, etc. 

– e.g. “Mmm!” (Katrine, SO 3: 17 K), “Oorrh” (Lisbeth: SO 3: 2 L), “Wow” (Ibid.). Website 

#3’s low task-relevant stimuli are thus found to impact the respondents’ senses and 

give rise to a positive mood. There are several mentions of positive affective states 

and strong indicators of an activation of the affect heuristic in respondents’ accounts 

of Website #3: “The first thing that comes up are some chocolates – they look really good. ‘An-

thon Berg’ – we like that. I’m kind of in that mood, where I feel like treating myself today, so, eh… 

In here (refers to the website) you are enabled to do so. Yes, I would like that. (Anna adds 

the product page’s second-most expensive chocolates to her cart).” (SO 3: 17 A). Claus 

equally rationalises his deviation from, what appears to be an otherwise static, brand 

preference for Cheasy skyr in the following way: “It is because I was on vacation, and there 

I tasted some ‘Thise’, I think – I can’t remember what it was called, but I can see when it comes… 

Yes! It’s just so delicious and I have a little extra money – it’s early in the month, so I actually like 

to indulge a little, so I can shop in a little more delicious way. Sometimes you need to be a little 

good to yourself. I like this one.” (SO 3: 20 C). What is intriguing about the previous two 

quotations is that Anna did not appear to be in a self-indulgent mood during the oth-

er observations, and that Claus has been in the same economic situation throughout 

all website exposures. Several other purchases on Website #3 correspond to these two 

examples of an inspired sensory choice. Based on the literature review’s assumptions 

on consumer brand choice, this process is understood as Website #3’s stimuli giving 

rise to a sensory activation and an increase in net emotional response strength, which 

in turn evoke a positive affective state (mood), trigger the respondents’ affect heuris-

tic and leads to a sensory-inspired choice.
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FIGURE 4: The process of the sensory-inspired choice.

As a consequence of its affective basis, the sensory-inspired brand choices were 

equally observed to differ slightly from the respondents’ regular selection criteria. 
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The risks associated with the purchase of these products appeared to be perceived 

lower and benefits higher than on the previous sites. The brand choices were also 

of a higher caloric content (e.g. Katrine, SO 3: 16 K & Anna, SO 3: 17 A), higher price 

(e.g. Anna, SO 3: 17 A & Chairat, SO 3: 19 C), more environmental or organic (e.g. Lis-

beth, SO 3: 35 L & Anna, SO 3: 7 A), etc. – all positive affect-confirming brand choices 

linked to feelings of indulgence or treating oneself. 

Navigation 
Founded in the literature review’s theoretical assumptions, the radical reduction of 

Website #3’s navigation was expected to influence respondents’ response behaviour 

negatively. More specifically, the site’s search function and navigation panel were 

removed, as were product names and prices on product pages such that only prod-

uct images remained. Only when clicking on the desired product would the indi-

vidual product page display price and a reduced amount of product information. 

This means that respondents lacked the ability to form an overview and compare 

product prices and properties. Surprisingly enough, no one pointed out the remov-

al of the search function. Anna noticed the absence of prices on the product pages, 

to which she, however, did not react particularly negatively. “Here, there are no prices 

as there were on the previous two (referring to Website #1 and #2).” “I think it’s nice that it 

doesn’t display prices because you think a little more about what products it is that you buy. You 

consider the products more.” (SO 3: 5 A & 14 A). Puzzled about Anna’s reaction, the issue 

was pursued in the post-shopping interview: “I was more inspired because… the intro-

duction movie first of all… ehm, it made me hungry (laughs), and I think it was nice that it (re-

ferring to Website #3) wasn’t as price-focused as the two others. (Interviewer: Okay. Why do 

you think it was nice?) “Because I noticed the products more.” (Interviewer: So, it made you look 

more at the products than the price?) “Yes” (Interviewer: But is one not usually quite price-ori-

ented when one goes shopping (i.e. for groceries)) “Yes, and that you can obviously choose to 

be, because you can click your way in (referring to the fact that the price can be accessed 

when clicking on the individual product), but I also think that there is something good in 

the thing about not thinking too much about the price, but instead think about what products 

you feel like buying – whether it shall be organic… and I think the pictures showed that in a good 

way.”. Chairat was the only other respondent mentioning the price issue. When re-

quested to elaborate on his response to the matter, he explained: “I don’t mind paying 

a few extra kroner in a good store, like, but… you need to not be on a budget at least… if you’re 

shopping (i.e. on Website #3).” (POI 3: 37 C). The data collection fails in offering any 

more specific explanation to the conundrum, as price usually is a strong deterrent 

for brand choice and especially for FMCG. It is, however, considered that the pre-
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dominant low task-relevant environment prompts an experiential processing of 

stimuli, which in turn influences what sort of information the consumer is focused 

on. The weakened emphasis on price might also lead to a more high-quality per-

ception of the corporate concept, as Chairat’s comment could indicate. The further 

reduction in navigation was not commented on at all. Claus applied the three words: 

“A comfort, high quality and… easy overview.” to describe the website (SO 3: 8 C). It can be 

argued that although many of the high task-relevant aspects of the navigation were 

abandoned, the simplicity of the site might have increased its processing fluency, 

which can serve as an explanation to the positive responses. 

Low Task-Relevant Web Design Increases the  
Experiential Value of Shopping
Similarly, it is observed how the hedonic value of shopping increased on Website #3 

in the way that respondents explored and interacted with the site to a larger extent 

than previously noted. An artefact underpinning this assertion is the simple way 

in which respondents linguistically expressed the need for purchasing a product. 

Whereas Website #1 elicited various expressions such as “need” (e.g. Lisbeth, SO1: 11 

L) or “have to buy” (e.g. Anna, SO1: 4 A), reports from Website #3 involve more af-

fect-laden language – e.g. “I feel like” (Katrine, SO 3: 10 K), “I would like this one. I think 

it sounds delicious and… I really like organic things” (Anna, SO 3: 7 A). Katrine further ex-

hibits signs of deriving hedonic value from the shopping by describing the site as 

“there was all this wonderful music and nice images, and as I said during the experience, it was 

a very feminine universe – it was very much… like reading a women’s magazine.” (POI 3: 4 K). 

Furthermore, all respondents checked out the site’s recipes and interacted with the 

pop-up boxes on the various product pages by reading them out loud or clicking 

on their links. The site’s pop-up boxes were deployed as a web design stimulus with 

the specific aim of testing respondents’ desire to interact with the online environ-

ment. Some of the pop-up boxes contained buttons linking to recipes; others came 

up with information and suggestions. This feature yielded an unexpected number 

of responses and caused several brand choices to be made according to the present-

ed suggestions. In fact, Lisbeth, Katrine, Chairat and Claus purchased Serla toilet pa-

per, Anna and Katrine Thise jersey minimælk, and Lisbeth and Anna Arla laktosefri smør 

– all in response to the pop-up boxes’ implied suggestions. When Anna was faced 

with the different butter options and the page’s pop-up box, she interacted with the 

pop-up box the following way: “There is also this ‘did you know’ thing that pops up. ‘That 

5-10% of Danes are lactose intolerant and that over 50% experience discontent and stomach 

ache… Fortunately, Arla now offers a range of lactose free products that guarantees you a good 
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stomach feeling’. That’s actually quite funny. I didn’t know that. I have sometimes experienced 

myself that I get a little stomach ache from butter. So that could potentially be why. It could be 

that I should try something new? And it is the same taste as regular salted butter, just without 

lactose. Yes. Smart.” (SO 3: 27 A). As it appears from the quotation, Anna was recep-

tive to the suggestion made by the pop-up box and decided to go with an unknown 

product. Claus has similarly created a somatic marker for Lambi toilet paper, which 

he through habit has purchased on the two other websites. On the toilet paper prod-

uct page another pop-up box informed him about the environmentally friendly al-

ternative, Serla, which elicited the following reaction: “Here, I can see that there is some-

thing more environmentally friendly – I actually think I would like to try. ‘Serla’ times two – I 

think I’ll have two of these. Like this. It’s going to be interesting to see how it works. That was 

clearly, eh, a thing that I bought differently than what I usually do, because… (appears to be 

referring to the pop-up box)” (SO 3: 26 C).

It is assumed that the pop-up boxes serve in reducing the choice complexity if the 

respondent is open to variety-seeking, which would then result in a less taxing cog-

nitive process. On the other hand, the boxes might impose on the consumer’s atten-

tion and challenge his or her routinised brand choices, which would then lead to an 

increase in analytical processing. The data provided evidence for both cases. In the 

first case, it can be argued that consumers in a good mood and open to inspiration 

might appreciate the information as input to an experientially dominated choice. In 

the second case, the employment of pop-up boxes may produce avoidance response 

behaviour, because it confronts a routinised choice and therefore demands analyti-

cal processing if the consumer engages in a brand revaluation. Anna appreciated the 

pop-up boxes by commenting “I also want to say that if you were uninspired or you didn’t 

know what you should… There were these recipes and… there popped up some small facts that I 

believe are good to know when you’re shopping” (POI 3: 24 A). Lisbeth, on the other hand, 

found that processing the pop-up boxes required some effort: “I like to investigate and 

explore and look and read. I like that, but it is clear that it requires more resources than if you 

have eight products that you just need to buy in a hurry – then it (referring to Website #3) 

requires more from you.” (POI 3: 42 L). Although, Lisbeth reported on her atmospheric 

responsiveness as being low, the data suggests the opposite. It appears that the com-

bination of the concentrated low task-relevant web design and the pop-up informa-

tion became stressful, and she describes her somatic response to the site as “full (in 

the meaning of having a full stomach) of experiences” (Ibid: 4 L). Furthermore, Lisbeth 

has a high involvement in FMCG with elevated criteria for the nutritional value and 

the quality and politics of the produce, which theoretically is assumed to entail a 
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higher degree of analytical processing. When presented with the pop-up boxes on 

the different product pages, she receives even more information to process, which 

might be what she describes as “requiring more resources”. 

Website Design as a Mediator of Corporate Identity and E-Trust
Finally, the observed effect of how a website design affects the respondents’ percep-

tion of corporate identity from Website #2 was similarly found on Website #3. The 

predominant low task-relevant environment serves not only in mediating the iden-

tity and positioning of a company, but also in instilling consumer confidence in re-

lation to e-trust. The word “high-quality” was repeated in the respondents’ descrip-

tion of the e-grocer, and the site produced more mentioning of its e-trust indicators. 

Katrine, Lisbeth, Claus and Anna all pointed out the site’s badge certifications with 

positive responses. Katrine for example said “Ay, there are also that ‘E-mærket’ and ‘Trust 

Pilot’. That weren’t there on the others – I completely forgot to look after it. That’s good. And it 

says ‘secure shopping’ and we like that.” (SO 3: 26 K). 

RESPONSE 

Response Behaviour and Brand Choices Situations on the Three 
Websites 
The following table will seek to summarise the response behaviour and brand-

choice situations identified across the three websites. A list with respondents’ ex-

act brand choices is appended digitally (document A) and Appendix 19 provides an 

overview of respondents’ moderating factors, time and money spent, mood change 

and response behaviour across the three websites. The summary should not be un-

derstood as an attempt to quantify the data. The outline does, however, provide an 

indication of the influence on response behaviour and brand-choice processing of 

three different website stimuli.
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Website #1 Website #2 Website #3

- The two brand choice 

situations identified on 

Website #1 were the 

complex and routinised 

choice. Across all 

websites, Website #1 

entails the highest 

degree of analytical 

processing. 

- The overall response 

behaviour was measured 

as avoidance across 

all five respondents 

(Appendix 19), 

meaning that none 

of the respondents 

felt like exploring the 

site, staying longer, or 

returning to the store. 

- None of the respondents 

reported on mood 

change during or 

subsequent to the 

shopping experience 

(Ibid.).

- Of all websites, none of 

the respondents spent 

most time or money on 

this site (Ibid.).

- Of all websites, none 

of the respondents 

preferred shopping on 

this website (Ibid.).

- The three brand choice 

situations observed on 

Website #2 were the 

semi-complex, routinised 

and inspired choice. 

Across all websites, 

Website #2 entails 

the most moderate 

distribution of analytical 

and experiential 

processing. Low task-

relevant cues lead to 

a higher degree of 

inspiration and novelty 

seeking in brand choices. 

- Three respondents 

expressed approach 

response behaviour, and 

two respondents were 

neutral tending towards 

avoidance behaviour 

(Appendix 19). 

- Three respondents 

reported on mood 

change (positive) (Ibid.), 

which further underpins 

the basis for the inspired 

choice. 

- Of all websites, two of 

the respondents spent 

most time and money on 

this site (Ibid.).

- Of all websites, one 

of the respondents 

preferred shopping on 

this website (Ibid.).

- Website #3 elicited semi 

complex, routinised 

and sensory-inspired 

choices. The sensory-

inspired choice 

happened in response 

to positively influenced 

affective states, which 

in some cases triggered 

respondents’ affect 

heuristic. Across all 

websites, Website #3 

entails the highest 

amount of experiential 

processing of stimuli. 

- Four participants 

responded to the site 

with approach behaviour, 

whereas the last 

remained neutral tending 

towards approach 

(Appendix 19).

- Four respondents 

reported on mood 

change (positive) (Ibid.).

- Of all websites, three of 

the respondents spent 

most time and money on 

this site (Ibid.).

- Of all websites, three 

of the respondents 

preferred shopping on 

this website (Ibid.). The 

remaining respondent 

would return to any 

of the three websites 

depending on mood 

(Ibid.).

Website Design as a Mediator of the Retailer Brand
Finally, the data collection provided the intriguing insight that the general percep-

tion of the e-grocer and its product offerings among the majority of respondents 

changed drastically depending on the applied website stimuli. There seemed to be 

consensus amongst participants that Website #1 shared properties with a physical 
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discount supermarket, and Website #3 with a high-end one. Chairat explained this 

effect in the post-shopping interview of Website #1, “It was very much like if you just 

needed… going to ‘Fakta’ (referring to the Danish discount supermarket) and buying the 

things that you need quickly. (…) ‘Fakta’ is a pretty fast supermarket where you just walk in and 

fetch the things you need. You don’t get inspired or anything, you know, there is no inspiration 

or anything like that.” (6 C & 8 C). Website #3 on the other hand, produced descriptions 

such as “gourmet” (Chairat, POI 3: 16 C), and “high quality” (Claus, POI 3: 8 C). Lisbeth 

describes the difference between shopping on Website #1 and #3 as, “It is (referring to 

Website #1) sort of like going in… in a discount supermarket – a small one – where you quickly 

can grab the products, and then going into a big one (referring to Website #3) – where you sort 

of walk around and get inspired and… have more time. Then this one (referring to Website 

#3) was maybe the… luxury version of a supermarket – that’s how I perceived it.” (POI 3: 42 L). 

This distinction in perceived positioning contains several important insights. First 

of all, a connection between a predominantly use of high task-relevant cues and the 

perception of an online store being utilitarian or discount can be made. Vice versa, 

the applied low task-relevant cues in this study led respondents to perceive the store 

as being high quality and positioned up-scale. Returning to the previous remark on 

high task-relevant cues appealing to the analytical system, and low task-relevant 

cues to the experiential, it can be argued that stores primarily appealing to consum-

ers’ analytical system, as a consequence, are perceived practical. Conversely, stores 

employing stimuli that enable experiential processing will lead consumers to attach 

more hedonic and emotional value to the retailer brand and shopping experience. 

Finally, the environment and perception of the retailer brand is found to not only 

encompass the ability of guiding the consumer’s processing system, but also the na-

ture of brand choices performed – Website #1’s brand choices were cheaper, more 

routinised and practical, whereas Website #3’s brand choices were more expensive 

and associated with higher quality and positive affective value.
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Conclusion 

Online shopping in Denmark continues to be the most rapidly growing retail chan-

nel and constitutes an increasingly attractive proposition for both industry actors 

and consumers (Passport 1). Whereas an abundant amount of literature has provid-

ed insights into the strategic designing of brick-and-mortar stores, research inves-

tigating online store’s effect on consumer decision-making is still in its infancy. This 

thesis is founded on the hope of contributing with knowledge to this matter. More 

specifically the study sets out to explore the potential effects of website stimuli on 

consumer brand choice, which led to the following research question: 

Can the application of specific stimuli in website design of an online grocery store influence the 

processing system involved in the consumer’s decision-making and as a consequence impact 

brand choice?

Based on the empirical data, this thesis has concluded that website stimuli do indeed 

have an effect on consumer’s processing system and brand choices. Amongst the 

three website stimuli applied in the study – navigation, website design and e-trust 

– the low task-relevant cue, website design, was found to possess the most promi-

nent ability to influence both the consumer’s processing system and brand choice. 

The data collection did, however, reveal that both high and low task-relevant stimuli 

have an impact on processing and brand choice, of which the following section will 

provide a brief account. 

High and Low Task-Relevant Stimuli’s Influence on Processing
For the testing of website stimuli, three demo websites for a fictitious e-grocer, In-

køb.dk, were produced. Website #1 predominantly contained high task-relevant cues, 

whereas Website #3 contained a majority of low task-relevant cues. Both the analyti-

cal and experiential system were engaged in consumers’ decision-making across the 

three websites, but the most prevalent processing of Website #1’s stimuli was analyti-

cal, whereas Website #3 primarily gave rise to an increase in experiential processing. 

The Applied Processing System’s Influence on Brand Choice
The study implies that an online grocery store with a decidedly high task-relevant 

environment will give rise to complex choices with analytical evaluations of product 

factors such as price and quantity. The lack of inspiration from the environment also 
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elicits routinised choices, where the consumer’s experiential system reduces the ac-

cessibility of alternative responses by activating a habit response by context. Routin-

ised choices are often based on a positive somatic marker created in the mind of the 

consumer through prior consumption or exposure to a brand. 

An effective navigation is not found to possess the ability to substantially influence 

consumers’ experiential or affective value of shopping, but rather constitute a pas-

sive satisfaction. The task of shopping in a high task-relevant designed online grocery 

store is perceived as a utilitarian experience by consumers, and brand choices are 

characterised by practical motives. A website combining high and low task-relevant 

stimuli was found to slightly increase experiential processing and positive affective 

states and render consumers more open to inspiration. Brand choices, as a conse-

quence, were composed of a faint reduction of routinised behaviour. The data col-

lection suggested that a website primarily employing low task-relevant stimuli gives 

rise to sensory activation and positive affective states in the consumer, which leads 

some brand choices to be processed experientially and made according to the affect 

heuristic. This decision-making process means that brand choices carried out in this 

e-grocer were less rigid and chosen less based on utilitarian factors, but instead on 

the experiential value of shopping. The low task-relevant environment equally cre-

ated most approach response behaviour. Online stores that succeed in giving rise to 

a positive mood in consumers can thus influence the processing of stimuli and the 

outcome of brand choices to become more emotional and open to inspiration. 

Furthermore, the data suggests that the low task-relevant stimuli, e-trust, not only is 

mediated through badges and certifications, but is also highly associated with con-

sumers’ perception of website design. This effect is created due to the website’s de-

sign’s capacity to communicate corporate identity and positioning, which is consid-

ered crucial for the online commercial field’s otherwise ‘faceless’ retailers. Finally, 

the study did not succeed in proving an effect of the two moderating factors – at-

mospheric responsiveness and involvement – on consumers’ processing of brand 

choice. 
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Discussion and Limitations

Although this thesis represents an empirical verification of the influence of website 

design on brand choice and brings insight into the area of online grocery shopping, 

the study has a number of limitations. These will be elaborated upon in the follow-

ing chapter, along with suggestions for further research.

The three websites were developed with a foundation in Eroglu et al.’s online low 

and high task-relevant stimuli taxonomy. Nevertheless, isolating the stimuli in total-

ity proved difficult – particularly Website #3 was challenging to design as solely low 

task-relevant, since an online store, at a minimum, needs to possess a menu panel 

with products. It was equally challenging to establish a clear link between the spe-

cific website design features within high and low task-relevant stimuli and the effect 

on brand choice. This could be investigated by isolating the specific cues, such as 

info pop-up boxes, music, video, etc., in website design combinations. The simple 

listing of products could have been manipulated, too, in order to clarify whether the 

order of options impact brand choices. Another evident limitation to the current 

research was that Eroglu et al.’s (2001) moderating factors, atmospheric responsive-

ness and involvement, did not capture much effect on brand choices in the current 

study. Instead, other individual consumer characteristics, such as risk aversion or 

self-regulatory depletion, could have been tested for a moderating effect. 

Another considerable limitation to the research was the speed of the websites. Ev-

idently, the download time of a website increases as a function of the amount of 

graphics, media, etc. applied in the website design. The speed of all three websites 

during the observation studies was, however, primarily slow due to the amount of 

recording software running on the computer simultaneously – i.e. the screen re-

corder and the built-in camera. The more multimedia-heavy Website #3 in particu-

lar had slow download times, which produced some negative responses in respon-

dents. It is believed that the download time of a website is a major determinant for 

response behaviour, and the recording should consequently have been conducted 

differently. 

Quotations from the data collection presented in the thesis were furthermore trans-

lated from Danish to English, which always involves the risk of losing cultural and 

linguistic nuances in the process. Although attempts were made to stay as true to 

respondents’ original accounts as possible, the translation of each single word, ad-
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mittedly, risks being subject to misinterpretation and misunderstanding of conno-

tative meaning. 

Similarly, there are limitations related to the applied methodological approach. First 

of all, a quantitative approach would have served better in comprehensively mea-

suring brand choice variances across the three sites. It is believed that the qualitative 

approach was appropriate in terms of attempting to probe the underlying emotion-

al and cognitive processes of brand choice – it is, however, not an adequate measure 

to reach a concrete quantification of the impact of website design on brand-choice 

deviations. It can also be argued that the sample size of five people is insufficient. 

The think-aloud observational data would potentially have been rendered more re-

liable, obtained higher data saturation and increased its generalisation value with a 

larger number of participants. The observation effect was not entirely circumvented 

either as the respondents occasionally forgot to ignore the researcher’s presence in 

the room by asking questions or seeking eye contact. The hypothetical shopping sit-

uation also threatens the validity of the brand choice as respondents knew that they 

did not have to pay for the shopping on all three sites and might also have been open 

to more variety-seeking due to the fact that they had to repeat the task three times. 

Alternatively, the researcher could have conducted the observation of each website 

as counterbalanced separate sessions or with a time interval in between. The order 

of website exposures could have been randomised as well in order to control for 

order effects and avoid biasing brand choices by the simple order of exposures. The 

think-aloud method also has its limitations since it is questionable whether it has the 

ability to reveal cognitive processing in an entirely valid way. Consumers’ processing 

happens at a much faster pace than their verbalisation of these, not to mention, the 

inadequacy of self-reporting. A further obstacle to the think-aloud protocol, is the 

multitasking of shopping online, while simultaneously having to explain this pro-

cess. This is assumed to have the potential of affecting the value of both processes 

– i.e. the task of performing a brand choice in the online store increases in difficulty, 

as does the task of structuring one’s own thoughts in order to give a report. 
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Managerial Implications and Recommendations

This thesis has produced knowledge containing practical relevance and implications 

for the Danish online grocery industry. The following chapter will seek to elaborate 

on key findings and provide recommendations to e-grocery stakeholders – particu-

larly retailers and suppliers.

Although it has been concluded that low task-relevant online environments create 

more positive response behaviour in consumers and render brand choices slight-

ly more emotional, it should be stated that there is no exclusive correct or incor-

rect way when it comes to designing the website for an online grocer. Instead, the 

settlement on appropriate website stimuli should be aligned with the company’s 

identity, value proposition and desired positioning. The findings of this thesis on 

the perceived comparison between a physical discount store and a predominant 

high task-relevant e-grocer, along with a physical up-scale supermarket and a low 

task-relevant online store, underpin this statement. Similar to a physical supermar-

ket, the e-grocer accordingly needs to identify the target consumer and clarify his 

or her shopping goal in order to adapt the website design to correspond to these 

parameters. The consumer’s time, willingness to spend and need for inspiration are 

key motives to be taken into consideration

E-grocers with the aim of pursuing cost- and time-sensitive consumers are recom-

mended to opt for somewhat modest and non-distracting low task-relevant cues, 

and place the main emphasis on ease-of-use and navigation. Online supermarkets 

striving to capture more share-of-wallet and time spent on their websites must at-

tempt to create a pleasant low task-relevant atmosphere that allows for exploration. 

A supermarket that wishes to inspire the consumers’ brand choices and increase the 

experiential value of shopping is recommended to include features such as pop-up 

boxes or recipes pages. Since the consumer experiences a drastic reduction of sen-

sory stimulation in an online grocery store, website design is a crucial strategic re-

source in compensating for this loss. The current study found that the employment 

of images, music, video and animations has important effects on both sensory acti-

vation and mood. It should be stated, however, that it is recommended that auditory 

and in-motion visual stimuli be equipped with a switch-off function, as these low 

task-relevant stimuli can also potentially be perceived as distracting to the shopping 

process and, as a consequence, produce avoidance behaviour. Along the same lines, 

the application of pop-up boxes featuring on product pages must be kept at a mod-
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erate level such that site visitors do not experience fatigue from information over-

load. 

Generally, it is advised to prioritise both the high-task relevant goal of an effective 

and intuitive navigation, along with the low task-relevant cues website design and 

e-trust. Website design as a low task-relevant cue has nonetheless been found to en-

compass the highest ability to influence consumers’ mood and processing system 

and inspire brand choice. Although the prioritisation of each specific website stim-

ulus must be adapted to the e-grocer’s business strategy, the general strategic ad-

vice is to engage website design as a mediator of corporate identity. A considerable 

challenge for online retailing is the faceless and intangible nature of commerce. The 

findings of this thesis suggest that website design contributes in communicating a 

company’s identity, value proposition and positioning. If a website design succeeds 

in strengthening the consumers’ perception of the retailer’s identity, a trickle-down 

effect on e-trust is observed. It can thus be argued that e-grocers shall rely not only 

on e-trust certifications per se, but also invest in a website design mediating the re-

tailer brand, in order to instil confidence in consumers. 

Finally, the current study entails managerial implications on how website stimuli 

can influence the online customer experience and brand choices. E-grocers that 

wish to solicit routinised and analytical brand choices must opt for a high prioriti-

sation of navigation and product-relevant cues, such as price, product descriptions, 

etc. These measures taken, will furthermore lead the shopping experience to be 

perceived as more practical by the consumer. Online supermarkets targeting con-

sumers with a larger need for novelty-seeking and inspiration are advised to include 

low task-relevant features, such as recipes pages, pop-up boxes, video and music, in 

the website design. This will evoke more emotional responses, sensory activation 

and involves the probability of triggering consumers’ affect heuristic. This design 

encourages a customer experience involving more exploration and interaction with 

the site, which, in turn, will be perceived more hedonic.

Brand choice will likewise be carried out on an increased affective basis and be more 

open to inspiration from the retailer.
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Appendices

Appendix 1
Market share of selected grocery retailers in Denmark in 2016.

Source: Statista with data from Nielsen; HUI Research; DLF; Delfi

Retrieved from: https://www.statista.com/statistics/565747/market-share-of-select-

ed-grocery-retailers-in-denmark/ 
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Appendix 2
Top product categories among Nordic online shoppers. Groceries account for 8 % amongst 

Danes.

Source: E-commerce in the Nordics 2017 report from Postnord

Retrieved from: https://www.statista.com/statistics/565747/market-share-of-select-

ed-grocery-retailers-in-denmark/http://www.postnord.com/globalassets/global/

english/document/publications/2017/e-commerce-in-the-nordics-2017.pdf
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Appendix 3
Straight Emotional Choices and Extended Emotional Choices (Hansen & Christensen, 2007: 

121).
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Appendix 4
Brand Resonance Model (Keller, 2013: 107).
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Appendix 5
From Emotions to Brand Feeling to Brand Evaluation (Hansen, 2005 presented in Hansen et 

al., 2007: 131).
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Appendix 6
The S-O-R Model (Donovan & Rossiter, 1982, adopted from Mehrabian & Russell, 1974).
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Appendix 7
The S-O-R Model of Consumer Response to Online Shopping (Eroglu et al., 2001: 179).
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Appendix 8
Pre-shopping interview. List of pre-determined questions. 

Mood

■	Hvilket humør er du i lige nu?

■	Which mood are you in at the moment?

■	Prøv at beskriv hvad du føler i dette øjeblik.

■	Try to describe how you feel at the moment.

■	Oplever du nogen gange at indkøb i en butik kan ændre dit humør? Hvis ja, 

hvordan?

■	Do you ever experience that shopping can change your mood? If yes, how?

Involvement 

■	Hvor meget tid om ugen bruger du på at købe ind?

■	How much time pr. week do you spend on grocery shopping?

■	Hvilken grad af involvering vil du sige, at du har i dine dagligvareindkøb? 

Hvor meget betyder det du køber for dig i et supermarked?

■	To what degree are you involved in your grocery shopping? How much does 

your grocery shopping mean to you?

■	Nyder du, eller synes du, at det kan være en behagelig ting at købe ind?

■	Do you usually enjoy or take pleasure from doing your grocery shopping?

■	I forhold til andre varer, hvilken grad af involvering har du så i dine 

dagligvareindkøb?

■	In contrast to other products, what degree of involvement do you have for FMCG? 

■	Har du nogle udvælgelseskriterier for de varer, du vælger at købe i et 

supermarked?

■	Do you have any selection criteria for the products you choose to buy in a 

supermarket?

■	Kan du huske om, du har nogle særlige tanke- eller adfærdsmønstre, der er 

specielle for eller især kommer til udtryk når du er ude at købe ind? (Både 

fysisk og online).

■	Can you recall whether you have any specific thought or behavioural 

patterns that manifest themselves when you are shopping in a 

supermarket? (Both online and offline).

■	I hvilken grad kunne du forestille dig, at du har lyst til ”browse” rundt og 

udforske en hjemmeside for et online supermarked, ift. blot at søge og finde 

de varer du har brug for?
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■	To what extent can you imagine yourself browsing around and exploring 

the website for an online grocery store, in comparison to solely searching 

and finding the products you need?

Atmospheric Responsiveness

■	I hvilken grad baserer du generelt dine køb (ikke blot i et supermarked) på 

selve butiksmiljøet/ butikkens atmosfære? 

■	To what extent do you generally base your purchases on a store’s 

environment/atmosphere?

■	I hvilken grad baserer du normalt dine valg om hvor og hvordan du køber 

ind på selve butiksmiljøet?

■	To what extent do you usually base your choice on where and how to shop 

on environmental characteristics of the store?

■	I hvilken grad vil du generelt sige at dine omgivelser har indflydelse på din 

indre tilstand?

■	To what extent would you say that your surroundings influence your inner 

states?
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Appendix 9
Product Category Screening.

Lisbeth: 

1. Skyr

2. Tandpasta

3. Mælk

4. Mysli

5. Toiletpapir

6. Rugbrød

7. Kødpålæg

8. Chokolade

9. Smør

10. Vaskemiddel

Anna:

1. Slik

2. Smør

3. Ost

4. Pesto

5. Havregryn

6. Skyr

7. Kaffe

8. Yoghurt

9. Rugbrød

10. Tandpasta

Claus:

1. Øl

2. Rugbrød

3. Kødpålæg

4. Tandpasta

5. Rengøringsmidler

6. Vaskemiddel

7. Mysli

8. Toiletpapir

9. Mælk

10. Smør

Katrine: 

1. Smør

2. Brød

3. Mælk

4. Slik

5. Toiletpapir

6. Pasta

7. Ost

8. Vin

9. Tomatsovs

10. Cornflakes

Chairat: 

1. Is

2. Mælk

3. Ost

4. Toiletpapir

5. Æg

6. Skyr

7. Pasta 

8. Morgenmadsprodukter 

9. Tandpasta

10. Sodavand
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Most frequently appearing: 

Produkt: Frekvens:

Mælk 4

Smør 4

Toiletpapir 4

Tandpasta 4

Morgenmadsprodukter 4

Slik og chokolade 3

Yoghurt og skyr 3

Rugbrød 3
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Appendix 10
Semi-structured Post-Shopping Interview. Predetermined questions: 

1 Mood

■	Hvilket humør er du i efter din indkøbsoplevelse på hjemmesiden? 

	 Which mood are you in after shopping on the website? 

■	Føler du at hjemmesiden ændrede dit humør?

	 Do you feel that the website changed your mood?

■	Hvis du skal bruge tre ord til at beskrive hvordan hjemmesiden fik dig til at 

føle, hvad ville det så være?

	 Please describe with three words the way in which the website made you 

feel.

2 Approach-avoidance behaviour. 

■	Om noget, havde du så mest lyst til at blive lidt længere på hjemmesiden, 

eller komme væk fra den?

	 Did you mostly feel a desire to stay on or get out of the website?

■	Var det en hjemmeside, som gav dig lyst til at kigge rundt og udforske 

indholdet eller snarere en hjemmeside, der gav dig lyst til at undgå 

interaktion eller forholde dig passivt til dens omgivelser?

	 Was it a website that gave you a desire to look around and explore the 

website content, or rather a website that made you feel like avoiding or 

behaving passively to the environment?

■	Hvilke ord ville du bruge til at beskrive det online supermarked til en ven 

eller kollega, som overvejede det til at købe ind?

	 What words would you use to describe the online grocery store to a friend 

or a colleague contemplating this store for doing their shopping? 

■	I hvilken grad synes du, at hjemmesiden hjalp dig eller hindrede dig i at 

fuldføre din indkøbsopgave? Hvor tilfreds/utilfreds med hjemmesiden er 

du?

	 To what extent did you feel that the website enhanced or hindered your 

performance and satisfaction with the shopping task? 

■	Var det en hjemmeside du kunne overveje at bruge igen til at handle ind 

over nettet?

	 Was it a website you could consider using again for shopping groceries 

online?
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3 Brand Choice 

  This question is asked in case the respondents changed their brand choices 

across the websites.

■	Jeg kan se at du har valgt nogle andre varemærker denne gang. Hvad 

skyldes det, tror du?

	 I notice that you have chosen other brands this time. Why do you think that 

is?

4 Overall shopping experience of each website. Finally, the respondents will 

have the chance to add final comments on their satisfaction and general 

experience of the three online stores.

  Last Post-Shopping Interview: 

■	Hvis du skulle bruge en af de tre hjemmesider til at købe ind online igen, 

hvilket et ville du så foretrække at benytte?

	 If you were to do your grocery shopping on one of the three websites again, 

which one would it be?
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Appendix 11
Online grocery shopping in Denmark from 2014-2017 across different age groups in percentage.

Source: Danmarks Statistik, accessed through http://www.statistikbanken.dk/BEB-

RIT08. 

(”Internetkøb inden for sidste år efter produkt, type og tid” chosen → All age co-

horts chosen → Daglivarer/madvarer chosen → 2014, 2015, 2016 and 2017 chosen) = 

Result. 
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Appendix 12
Online grocery shopping in Denmark from 2014-2017 across sexes.

Source: Danmarks Statistik, accessed through http://www.statistikbanken.dk/

BEBRIT08. (”Internetkøb inden for sidste år efter produkt, type og tid” chosen → 

”Mænd, Kvinder” chosen → ”Daglivarer/madvarer” chosen → 2014, 2015, 2016 and 

2017 chosen) = Result. 
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Appendix 13
Online grocery shopping in Denmark from 2014-2017 across geography.

Source: Danmarks Statistik, accessed through http://www.statistikbanken.dk/

BEBRIT08. (”Internetkøb inden for sidste år efter produkt, type og tid” chosen → 

”Region Hovedstaden, Midtjylland, Nordjylland, Sjælland, Syddanmark” chosen → 

”Daglivarer/madvarer” chosen → 2014, 2015, 2016 and 2017 chosen) = Result. 
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Appendix 14
Online grocery shopping in Denmark from 2014-2017 across income.

Source: Danmarks Statistik, accessed through http://www.statistikbanken.dk/BEB-

RIT08. (”Internetkøb inden for sidste år efter produkt, type og tid” chosen → ”Ind-

komst: 0-49.999 kr., Indkomst: 50.000-99.999 kr., Indkomst: 100.000-199.999 kr., 

Indkomst: 200.000-299.999 kr., Indkomst: 300.000 og derover” chosen → ”Dagli-

varer/madvarer” chosen → 2014, 2015, 2016 and 2017 chosen) = Result. 
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Appendix 15
Invitation e-mail.

Kære X

Mit navn er Josefine Ørsted Hjortsø, og jeg er Cand. Merc. (kom.)-studerende på 
CBS. 
Jeg er i gang med at skrive speciale omhandlende hjemmesidedesign for et on-
line supermarked, og leder efter deltagere til min undersøgelse. Jeg har fået din 
e-mail af X, og tillader mig at skrive til dig, for at høre om du eventuelt kunne være 
interesseret i at deltage i min undersøgelse. 

Har du nogensinde undret dig over hvordan fysiske butikker kan oversættes til 
internethandel? Har du gjort dig tanker om, hvad der er udgør en inspirerende 
og stimulerende hjemmeside for internethandel? Disse spørgsmål er centrale for 
min kandidatafhandling, og jeg har brug for din hjælp for at kunne besvare dem. 

Jeg beder dig derfor overveje, om du har lyst til at deltage i en interview- og ob-
servationssession med en varighed på omkring 2 timer. Undersøgelsen vil finde 
sted i dine vante omgivelser – gerne det sted hvor du sædvanligt opholder dig, 
når du køber ting på nettet, så som dit hjem eller arbejdsplads. Selve undersø-
gelsen er ligeledes relativt simpel – du skal blot være dig selv og købe ind på 
nøjagtig samme måde, som du ville i din dagligdag. 

Jeg håber inderligt på din deltagelse, og følger gerne op med en mere detaljeret 
beskrivelse af undersøgelsesprocessen, såfremt du er interesseret. 

Bedste hilsner
Josefine Ørsted Hjortsø 
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Appendix 16
Follow-up e-mail for participants.

Kære X

Du skal have mange tak for din interesse. 

Hermed kommer en mere detaljeret beskrivelse af undersøgelsen.

Sessionen består af tre dele: 

■	 en observation af internet-indkøb over tre forskellige online supermarkeder

■	 et kort interview før indkøbet 

■	 et kort interview efter indkøbet

Processen vil forløbe således at vi mødes et sted der er belejligt for dig, men som også udgør din ”vante” placering for når du 

køber ind på nettet. Dette kunne f.eks. være dit hjem, din arbejdsplads, etc. Herfra gennemgås undersøgelsen igen, så du føler 

dig tryg og forberedt på, hvad der skal ske. Når du er klar, vil jeg stille dig et par spørgsmål inden vi går i gang med indkøbet 

(interview 1), og høre om du har andre indskydelser. Selve indkøbet er en observation, hvilket vil sige, at vi ikke interagerer, 

men at jeg blot sidder ved siden af dig og følger med i dit indkøb. Under observationen benyttes en ”Think Aloud”-metode, 

hvilket betyder, at jeg vil bede dig om at ”tænke højt”, mens du køber ind. Dette kan måske virke lidt anderledes, når man ikke 

er vant til det, men det er vigtigt at huske at der ikke er noget rigtigt eller forkert her – du skal blot tale højt om det du oplever på 

hjemmesiden. Dette kunne både være i forhold til din indre tilstand (hvad du føler, mærker, oplever, etc.) eller det du oplever 

på hjemmesiden (hvor let/svært det er at finde det du søger, hvordan du generelt oplever hjemmesiden, dine overvejelser ift. 

udvælgelse af produkter, etc.). Afslutningsvist, har vi et kort interview (interview 2), hvor jeg igen vil stille dig et par spørgsmål 

om indkøbsprocessen, og hvor du er velkommen til at delagtiggøre mig andre elementer af din købsoplevelse. Hele denne 

proces repeteres så for de to efterfølgende hjemmesider. 

Formået med din deltagelse i undersøgelsen er at opnå en forståelse af de tre forskellige e-supermarkeders stimulansers ind-

flydelse på din forbrugerrespons. Det vil med andre ord sige, at du blot skal være dig selv, og agere på præcis samme måde som 

du ville i enhver anden købssituation. Du skal vælge de samme produkter, som du normalt ville gøre og forsøge ikke at lade 

min tilstedeværelse ændre på din adfærd. 

Jeg vedhæfter i denne mail et dokument med en bekræftelse på din deltagelse, som jeg vil bede dig underskrive når vi mødes. 

Derudover vil jeg venligst bede dig skrive en liste med de ti mest almindelige indkøb, som du oftest handler ind i et super-

marked. Det er vigtigt at pointere at disse vare ikke skal være friske råvarer, så som kød, grøntsager eller frugt, men være 

indpakkede ”hyldeprodukter”. 

For at være sikker på at du passer deltagelseskriterierne, er det vigtigt, at du har: 

■	 Købt ind over et online supermarked før.

■	 Har en indkomst på over 50.000 kr. pr. år.

Du skal være indforstået med at:

■	 Sessionen bliver optaget på både film og diktafon. 

■	 Du skal selv betale for dit endelige indkøb, mod en 10% rabat og gratis hjemmelevering som tak for din deltagelse. 

■	 Du skal være indforstået med, at data fra din medvirken indgår i mit speciale, der er offentligt tilgængeligt på CBS’ data-

base, men at du fremstår anonym. 

■	 Din deltagelse er fuldstændig frivillig, og du har ret til at udgå fra undersøgelsen på ethvert tidspunkt.

■	 Din deltagelse er udelukkende brugt i forskningssammenhæng, og vil ikke blive brugt i nogen anden kontekst.

Det skal understreges, at din medvirken er en kæmpe hjælp i forbindelsen med min kandidatafhandling, og at jeg virkelig er 

taknemmelig for din hjælp! 

Tusind tak for din tid! 

Bedste hilsner

Josefine Ørsted Hjortsø 
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Appendix 17
Concrete website functions, features and design measures taken in producing each of the three 

websites.

Website #1
Website Design

Website 1 primarily contains the colours black, white and orange apart from the 

product images. 

It has no background colour, animation, recipes, non-product related pictures, or 

any other features that distracts the visitor from finding and obtaining information, 

and buying the website’s products. 

Navigation

The site is provided with a menu header facilitating an easy navigation through the 

store’s pages. The product pages contain thumbnails of all the products displaying 

product name, price. A quick view function is furthermore available for the con-

sumer that wishes a quick detailed view of a product. When clicking on a product, 

a so-called navigation panel appears, which assists the visitor in navigating back to 

the product category page. The product page furthermore presents product name, 

price, product info, ingredients, and nutritional value. A search function panel is 

placed centrally on the site to allow for the visitor to search and find the desired 

product in short time.

E-Trust

The site contains no e-trust indicators apart from a single standard and non-shop-

ping specific badge – The “SSL Secure Shopping”, which does not serve in securing 

online payment transactions.

Website #2
Website Design

Website 2’s background is an image of a physical supermarket retail setting, seeking 

to replicate the atmosphere of a well-known retail setting to the online medium. 

It has colours and objects, and animations in the shape of two gallery sliders on the 

welcome page. The first slider displays inspirational images of recipes and ways to 

prepare and present the store’s offerings. The slider is furthermore provided with 

interactive buttons that link to other store pages, when being clicked on. The second 
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gallery slider presents the process of shopping online on in-køb.dk, so as to explain 

the consumer the customer journey and shopping procedure. An entire page has 

been dedicated to recipes, featuring inspiring images and direct links to the product 

pages of the recipe’s ingredients. 

Navigation

The site is still equipped with a menu header, search function, and navigation panel as 

Website 1 

The product pictures have been enlarged from 16:9 to 3:4, which minimises the 

overview of products, and thus the speed of navigation slightly. Product name and 

price is still displayed on the product pages. The quick view function has been delet-

ed, hence forcing the visitor to choose between the overview of the product category 

or a specific product. 

E-Trust

Website 2 has been enhanced with two e-trust badges – “100% Money Back Guaran-

teed” and “E-mærket” (a Danish e-trust certification). 

Website #3
Website Design

Website 3 home page background consists of a video fully spread across the screen. 

The video has different colours and audio/background music, the visitor will be ex-

posed to in the moment he or she enters the site. The rest of the site’s pages have fur-

thermore been designed with a colourful, animated background showing changing 

still pictures of the introduction video’s food. The entire site has plenty of colours, 

images and animated objects, and the logo has changed to being the colour pink. 

A recipe section has equally been added with more recipes, images and interactive 

buttons that link to other product pages, when being clicked on. 

The product pages have been endorsed with animated boxes with different messag-

es to the visitor, such as “Did you know that…”, “Try our new recipe featuring this 

product…”, etc. These boxes provides the visitor with buttons that links directly to the 

recipe or product being “promoted”. 

Navigation

The site is still equipped with a menu header with drop-down options as the other 

websites. The search function and navigation panel have been deleted, resulting in a 
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drastic reduction of high task-relevant cues. Product names, prices, and quick view 

have been removed from the thumbnail images of products on product pages, com-

plicating the speed and ease of selecting products, and inviting the visitor to click on 

the product images to obtain more information. The individual product pages no 

longer display information such as nutritional value or ingredients, leaving only a 

short product description, image and price.

E-Trust

Website 3 is endorsed with three e-trust badges – “100% Money Back Guaranteed”, 

“E-mærket” (a Danish e-trust certification), and an “Excellent”-rating of customer 

reviews with “Trust Pilot”. 



110

Appendix 18
Links to the three demo websites.

Website #1
https://josefinegabriel.wixsite.com/grocere 

Website #2

https://josefinegabriel.wixsite.com/grocere-2 

Website #3

https://josefinegabriel.wixsite.com/grocere-3 
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Appendix 19
Respondents’ moderating  factors, time and money spent, mood change and response behaviour 

across the three websites. 

Participant /
Moderating 
factors/Time & 
Money spent/
Mood/Response 
behaviour

Lisbeth Claus Anna Chairat Katrine

Mood prior to 
website exposure

Positive Neutral – 
tired.

Slightly 
negative – 
tired.

Neutral Positive.

Involvement High Low Medium - 
Low

Low High

Atmospheric 
Responsiveness

Low- 
Medium

Medium High Medium High

Time spent on 
Website #1

11:26 min. 08:33 min. 13:39 min. 5:26 min. 7:13 min.

Time spent on 
Website #2

11:27 min. 07:41 min. 9:41 min. 10:33 min.* 8:50 min.*

Time spent on 
Website #3

13:05 min.* 11:02 min. * 15:00 min.* 8.36 min. 8:24 min.

Money spent on 
Website #1

184.05 DKK. 223.7 DKK. 218.45 DKK. 218.45 DKK. 220.2 DKK.

Money spent on 
Website #2

194.55 DKK. 263.75 
DKK.*

176 DKK. 221.55 DKK.* 204.25 DKK.

Money spent on 
Website #3

209.6 DKK.* 222.15 DKK. 316.5 DKK.* 209,6 DKK. 220.8 DKK.*

Mood change on 
Website #1

None. None. None. None. None.

Mood change on 
Website #2

Positive. Positive. None. Positive. None.

Mood change on 
Website #3

Positive. None. Positive. Positive. Positive.

Response behaviour 
on Website #1

Avoidance. Avoidance. Avoidance. Avoidance. Avoidance.

Response behaviour 
on Website #2

Approach. Approach. Neutral – 
avoidance

Approach. Neutral – 
avoidance.

Response behaviour 
on Website #3

Neutral – 
approach. 

Approach. Approach. Approach. Approach.

Preferred Website to 
return to

Depending 
on her 
mood.

Website #3 Website #3 Website #2 Website #3

* Highest value

The scaling of respondents’ mood, involvement and atmospheric responsiveness is 

based on their self-reports. This list is appended digitally as document B. 


