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Abstract 

Objective. The present thesis has investigated if a pre-touchpoint could influence the consumer 

behaviour towards choosing healthier products within the breakfast cereal category.   

Design. Before the experiment, the participants were randomly assigned to one of the two 

groups, controlled (26 individuals) or manipulated (27), with the manipulated ones interacting 

with a fitness poster. An eye-tracking device was used to record the visual attention of the 

participants when choosing among 25 different products. The respondents have also completed 

a follow up questionnaire.  

Setting. SenseLab1 at Copenhagen Business School, Copenhagen, Denmark. 

Participants. Videos and questionnaires from 53 participants (29 females, 24 males, mean age 

of 25.03) were analysed. 

Analysis. The participants’ behaviour was analysed in connection with the proposed 

hypotheses, searching for significant evidence regarding the duration of the experiment, the 

number of picked up products, the duration of nutritional information reading and the final 

product choice. 

Results. The results of the two experiment groups (controlled and manipulated) were first 

analysed by comparing them to each other. After no significant result has been found, the two 

groups acting almost the same, a number of six interest groups has been further analysed. The 

mentioned groups are based on the results from the follow-up questionnaire and they are as 

follows: a) pre-touch point interaction; b) physical activity; c) gender; d) frequency of label 

reading; e) health awareness; f) reasoning of product choice. Out of these six groups, within 

three of them significant statistic results or very important trends were observed: gender, 

frequency of label reading and reasoning of product choice.  

Conclusion. Merely from the conducted analysis, it seems that the manipulation used was not 

sufficient for influencing the consumer behaviour. Therefore, more in-depth analysis should be 

performed in order to discover possible influencers and eliminate current non-influencers. 

However, following the tendencies and the several significant results observed it can be 

mentioned that the female participants had stronger results than male across the four main 

variables, similar to the participants who usually read the label in contrast to those who do not 

and to the participants that chose a healthy product in contrast with those who chose one based 

on experience or taste.  
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1. Introduction 

 

1.1. Eye tracking as a tool to analyse consumer behaviour 

 

Consumer behaviour is a research discipline in marketing, which is commonly defined as “the 

dynamic interaction of affect and cognition, behaviour and the environment by which human 

beings conduct the exchange aspects of their lives” (American Marketing Association cited in 

Ekström, 2010). Most of the consumer behaviour research in the past has emphasised on 

purchase and consumption (usage of goods), while nowadays the attention has shifted to the 

preceding and following behaviour (Ekström, 2010).  Human decision-making is one of the 

basic cognitive processes of human behaviours by which a preferred option or a course of 

actions is chosen from among a set of alternatives based on certain criteria. In the last years 

many researchers such as Glaholt & Reingold (2011) argued that the research on human 

decision making has shifted from a purely behaviourist approach with focus on decision 

outcome to more cognitive approach that prioritise on the decision processes that happens prior 

to the response.   

 

Since consumer behaviour is a complex and dynamic cognitive and affective process, which 

can be very subjective, eye tracking technology can diminish the effect of it (iMotions, 2018). 

The technique captures the shoppers’ habitual and subconscious viewing behaviour naturally 

and without any biases, which gives the researchers a deeper understanding of the actions of 

the consumers. Russo and Leclerc (1994) suggested that with the eye tracking the consumers’ 

attention and final responses to the marketing messages cannot only be captured, but also 

further analysed with more valid identification of the stages in the decision process.  
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1.2. Increasing focus on healthy consumption in Denmark 

 

The present thesis discusses the decision making behaviour of consumer (20 to 33 years old) 

currently living in Denmark. By studying their intentional versus actual consumer behaviour 

this research attempt to show to what extent a pre-touchpoint can affect their behaviour towards 

healthier product options within breakfast cereals. According to the Nordic food survey from 

EY (2015), Danish consumers are known for focusing on healthy lifestyle and food 

consumption. The healthy food consumption trend has been evolving in the last decade and 

nowadays the big FMCG companies are having huge focus on producing more healthy products 

in order to meet the increased demand. Ecologically grown products and no additives are the 

main topics considered by the Danish consumers, especially among the female segment (EY, 

2015). Analysts such as Euromonitor in their latest country lifestyle reports (2017) emphasises 

that Danish consumers are not only focusing on healthy and higher quality food in general, but 

are also willing to pay higher amount for these products.  The last figures from national 

statistics keeper Danmarks Statistik (cph post, 2016) show that Denmark is still the nation in 

the world that has the highest share of sold organic food products.  

 

1.3. Aim and contributions 

The aim of the thesis is to identify any inconsistencies between the intentional and actual 

consumer behaviour when it comes to purchasing breakfast cereals. Eye-tracking technology 

is used to record the visual decision-making of the selected participants, who are split into two 

groups - controlled and manipulated. The manipulated group is introduced to a pre-purchase 

stage touchpoint (a fitness centre poster), with the purpose of investigating if there will be any 

impact towards purchasing healthier options. The main focus of the thesis is to find any 



3 
 

similarities and differences between the two study groups and to investigate the degree to which 

this supraliminal presentation of a stimulus affects sensory responses and behaviour. Another 

possible contribution is to understand the consumer choice process and factors that can affect 

it, even when it is below the level of consciousness. 

 

1.4. Paper outline 

The paper is divided into four sections: theoretical background, research method and design, 

analysis of findings and discussion. The following sections present the main themes in the 

current literature about eye tracking research used for consumer behaviour analysis and the 

path towards healthier consumption.  
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2. Literature review 

This chapter provides a theoretical backdrop to the key concepts of the research - eye tracking 

technology, decision-making process, increasing healthier consumption and customer pre-

touchpoints. 

 

2.1. Eye tracking technology and visual identity 

 

2.1.1. Eye tracking research 

 

The cognitive neuroscience uses a variety of methods to show the conscious and nonconscious 

processes of individuals and in the recent years eye tracking has gained more and more 

popularity within this research (iMotions, 2018). Eye tracking is a technique measuring the eye 

activities - more specifically, it describes the recording of eye positions and movement in an 

environment based on the optical tracking of corneal reflections to assess visual attention 

(iMotions, 2018). This method can investigate different processes involved in the decision-

making and is very effective when it comes to diagnose the immediate emotional reactions of 

the consumers towards different products. The eye tracking observations tend to be more 

objective in comparison with other type of research as it shows what happens exactly when a 

consumer choose a certain product. 

 

According to Stevens (2010) the eye tracking method is extremely useful and introduces the 

researchers into the world of subconscious mind by allowing the precise record of the human 

behaviour through eye tracking. Further on, the method is easy to use and accessibly allows 

objective measurement of eye movement in real time (iMotions, 2018). It can be applied in 

order to test the brand effect on visual attention and perception of products in different decision 
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choice situations. The eye movements can be a valuable technique to identify the sequence of 

information selection and preference. The results from the eye tracking research are more 

trustworthy and authentic in comparison to other research approaches as they capture the true 

action of the eyes of the participants rather than their verbal declarations. Glaholt and Reingolt 

(2011) further claim that the eye movement recordings are able to capture broader range of 

information, which are executed with or without conscious awareness. However, while the eye 

movement recordings can be useful in revealing the set of decision alternatives, other sources 

of information such as quantitative and qualitative methods might be required to identify the 

actual (cognitive) steps in decision making. The optimal suggestion here is that eye tracking 

research combined with further quantitative and/or qualitative research can lead to greater 

success as it includes both the conscious and unconscious participants’ behaviour. 

 

2.1.2. Eye tracking glasses 

 

The mobile eye tracking glasses are ideal for studying human behaviour in real world situations 

such as browsing in the supermarkets, human interactions, consumption habits etc. In the past 

the use of eye tracking glasses has not been as common due to the higher costs of the equipment 

and the relatively low fidelity of the data gathered (Glaholt, Reingold, 2011). Nowadays the 

device is further developed in order to carry out experiments and test participants also in real 

life situations instead of only in laboratories as done before. The glasses have a widescreen 

camera in the front to measure eye fixation and also eye tracking sensors, which track the eye 

movements of the participants through infrared reflective glasses and illuminators. The system 

work in a similar way as the earlier stationary model - the participants wear the eye tracking 

glasses and a calibration is performed to ensure quality of the data recordings. The main 
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difference between the stationary and the mobile eye tracking systems is that there is less 

control involved in the second, as the participants can keep their natural movements and are 

unobtrusive. As an advantage is that the results appear in more natural way and can be 

interpreted according to the situations (TobiiPro, 2018). The technology has advanced that 

much that they can generate high fidelity process tracing data with minimal instruction upon 

the natural behaviour of the decision makers (Glaholt & Reingold, 2011). 

 

2.1.3. Visual Attention 

 

According to Hamaekers and Depoortere (2011) the visual attention is measured and analysed 

by successive fixations, as when the eye is relatively stable and their durations in the case that 

the individuals subjected to visual stimuli. One of the most direct and non-biased ways to 

measure the visual attention is the eye tracking tool (iMotions, 2018). The eye tracking 

technique is a useful tool as it shows how participants process visual information - for instance 

in the daily life people might look at some objects without focusing their attention on it. 

However, when making decisions or product evaluation, many researchers have proven that 

consumers’ eyes are where the attention is. This allows researchers to observe the gap between 

the intentional and actual behaviour - what consumers look at and what they finally choose.  

 

2.1.4. Stimuli  

 

Stimuli can be described as something in the visual scene that draws down people’s attention - 

any incentive within the shopping environment, which has the power to influence both the 

conscious and emotional world of the consumers. Consumers tend to focus more on certain 
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objects that are visually more attractive such as bright colours, contrasts or moving objects 

(Divett, Crittenden, Henderson, 2003). In the study of Chandon et al. (2009) point of purchase 

proves that products not visually attended are also not considered for purchase. 

 

2.1.5. Area of Interest (AOI) 

 

Eye tracking gives researchers the opportunity to investigate participants’ visual attention 

during the decision process (Russo & Leclerc, 1994). As explained from Rayner (1998) 

decision makers sample information from the multiple alternatives by directing their gaze to 

them. People make rapid eye movements, called cascades, three to four times per second. The 

period between cascades where the eye is still and the visual information is extracted is called 

fixation. For the researchers is important to sum up the fixations of a participant into the amount 

of time of fixation and re-fixation on the area of interest (AOI). Meanwhile, dwells are 

representing the total time spent by an individual watching a certain AOI (Vansteenkiste et al., 

2014). The area of interest is usually the spot, where the consumers’ visual attention is focused 

- for instance a certain product or price tag.  According to Chandon et al. (2006) these areas of 

interest can be used as an indicator if a product has been considered. Re-fixation towards AOI 

can also indicate if a product has been considered (Russo & Leclerc, 1994). The eye tracking 

study of Chandon et al. (2006) identified that the most visual attention towards a product during 

a decision making process is influenced from external factors such as brand awareness and 

recognition. By better knowing certain brands, the consumers will allocate more of their visual 

attention towards them and reduce both product comparison and time of the decision.  
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2.2. Decision-making process 

 

Human decision making is often described as the process, where a person chooses a preferred 

option or a course of actions from among a set of alternatives on the basis of given criteria or 

strategies (Wang & Ruhe, 2007). To obtain a better understanding of what drives people in this 

complicated process, especially prior to the final decision it is necessary to investigate the 

existing academic work within the topic. The view on the human decision making has gone 

through many transformations within the decades. 

 

2.2.1. Hedonistic vs. Utilitarian needs 

 

Tauber already in 1972 published a research, where he claimed that shopping is more than just 

a simple need to purchase a product. Since then there has been a huge interest to examine the 

shopping motivations regarding hedonic and utilitarian values, which consumers receive 

during the shopping process. Therefore, it is important to make a distinction between utilitarian 

and hedonic motives, related to the consumption decision making process. As Ahtola (1985) 

argues, the utilitarian aspects towards consumer behaviour are related to usefulness, value and 

wisdom, while the hedonic aspects are related to more pleasured experience.  

 

       2.2.1.1. Rational and irrational decision-making processes 

One of the first and most widely used approach to explain the individual consumer decision-

making process is the Expected Utility Decision Theory, which is also known as the Normative 

Theory (Richarme, 2005).  This theory claims that all consumers are rational, and the main 

influencer of their decision-making process is their willingness to make the most optimal 
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decisions. However, the theory has missed to evaluate the possible factors, which can influence 

the decision-making process. Many scholars have questioned the Normative theory as it 

describes the decision-making process in more idealised way, instead of showing the real 

authentic consumer behaviour.  On the basis of this, Tversky and Kahneman (1986) introduced 

another theory based on the findings that consumers often violate the rational behaviour and 

make irrational decisions, when are influenced by external factors. This theory, called Prospect 

Theory of Decision Making, is more complex and emphasizes to understand consumers 

perception and judgement on how to make choices and preferences. As a result of this, Tversky 

and Kahneman (1986) recommended that when consumers make purchase decisions, they take 

into considerations external factors such as habits and expectations. These external factors can 

be specified as stimuli -  incentives throughout the shopping environment, which can influence 

the conscious and emotional mind of the consumers. The theory further suggests that 

consumers not only search to rationalise each decision, but rather to maximise the gains and 

minimise the losses in the process of decision making (Tversky & Kahneman , 1992).  This 

way consumers rely on a variety of unconscious heuristic factors that can alter their decision. 

As an example, the packaging design or any point-of-sales materials can affect which product 

the consumer will end up purchasing. These factors can influence the consumers to make fast 

and simple decisions to what otherwise can be exhausting and a lengthy process. Not as last, 

the importance of past experiences is crucial as the consumers can rather rely on their positive 

emotions than the information they can gather at the moment of decision making. In relation 

to this Ekström (2010) claims that the main driver for consumer choice is the desire of 

satisfaction. 

 

 In addition to already mentioned approaches, Hansen (2005) argues that consumers use a 

combination of different decision-making process strategies and the main factors of influence 
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(customer touchpoints) are the consumers involvement, time pressure, importance of the 

decision, emotional response, purchase intention, attitude, price and perceived quality. 

According to Asp (1999) individuals use a combination of rational and irrational decisions 

depending of the occasion in regard to their food purchases. Other factors such as brand 

awareness and product knowledge should not be ignored as can lead to consumers ignore 

product comparisons. Further on, the information needed to complete the decision making can 

differ among different consumers due to their different preferences and goals - for instance one 

information can be relevant and interesting to one, but not at all to others (Gidlöf, 2013). 

 

2.2.2. Consumer Decision Process Model 

 

The Consumer Decision Process Model is a cognitive process by which consumers choose 

among facts and different information in order to make logical and consistent decision, 

independent of emotional disturbance (Blackwell, Miniard, Engel 2006). According to the 

authors the process includes seven stages: need recognition, search for information, pre-

purchase evaluation, purchase, consumption, post-consumption evaluation, and divestment. 

 

Nowadays consumers are more discerning and informed and therefore they easily understand 

valid and relevant information of the products before making a purchase. As the traditional 

Consumer Decision Process fails to capture the influence of any external buying factors and 

touchpoints, Court et al. (2009) enhanced the model by focusing on the actual Consumer 

Decision Journey and narrowed down the stages to four - initial consideration, active 

evaluation, closure and post purchase.  During each of these stages products can be added to 

the consideration of the consumers. Some of the factors that can affect the consumers 

considerations as described from Blackwell, Miniard, and Engel (2006) are the consumer’s 
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mood, the amount of time dedicated for decision and the amount of product alternatives. As 

Gottlieb et al. (2014) claims the decision making is a process guided by the values of alternative 

options and involves the accumulation of evidence to an internal bound.  It can be also seen as 

a process using many different parts of cognition and external stimuli. As further argued is that 

the more the product alternatives are, consumers have higher involvement within the decision-

making process.  

 

2.2.3. Process tracing in decision-making 

 

This field of research has been of interest for the researcher already in the seventies of the past 

century, however only recently the eye-tracking technology has been involved (Payne, 

Benttman, Johnson 1993).  The early research in decision making focused on explaining and 

predicting decision outcomes such as choices and judgements. This approach is referred to as 

the structural approach and produces mainly statistical models. However, the main weakness 

of the approach is that it cannot identify the different stages of the decision-making process 

that occur prior to the final response. Therefore, researchers have been looking to find a direct 

way to observe the cognitive processes that occur prior to the final consumer behaviour 

response and that is how process tracing approach has been developed (Glaholt & Reingold, 

2011). 

  

In its early stage, the research of process tracing involved mainly verbal protocols or 

information search display paradigms in order to observe the cognitive processes that occurred 

during decision making (Glaholt & Reingold, 2011).  Within these verbal protocols, the 

decision makers are supposed to describe verbally their thoughts and doings while making 

decisions. However, this method has been described as quite poor due to verbalisation being 



12 
 

of second priority while the decision maker is conducting the task in parallel (Russo, Johnson, 

Stephens, 1989). The main weakness of this method is that the verbal protocols are dependent 

on the accurate memory of the decision makers. One of the other traditional ways to monitor 

information search is by using information search displays, where decision makers are 

presented with a matrix of stimulus information and have to make a decision about the 

alternatives by following a certain decision rule (Glaholt & Reingold, 2011). According to 

these authors both techniques can measure the decision-making strategies, and even detect the 

transition between different stages to some extent. 

 

As Gidlof et al. (2013) claims that all decisions, that the consumers make, involve acquisition 

of visual information, it is crucial to identify the phases of consumer visual attention. The study 

of Russo and Leclerc (1994) had its main focus on investigating the different stages of the 

consumer decision - to find out when consumers start actually to screen, compare and finally 

choose a product. For the purpose of this study the stages described from them can be also 

applied - screening, evaluation and verification.  

 

 

 

Screening stage - The participants attain an overview of the product options available on the 

shelf by series of multiple fixations on single option. The first stage is ending in the moment 

of the first refixation, but it does not include it.  

 

Screening Verification Evaluation 
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Evaluation stage - This stage is characterised by actual comparisons of the possible options - 

participants take the products in their hands to read the product labels and nutritional 

information, again followed by re-fixations. In order to find the end of this stage, the first 

refixation method, from the orientation stage, needs to be used, by going backwards from the 

announcement fixation. 

 

Verification stage - The final stage of the decision process for the study ends with the fixation 

that announces the chosen product. Russo and Leclerc (1994) also recognize the existence of 

an unforeseen final sub-stage, noted with 3b, which is comprised by all the fixations following 

the announcement fixation.  

 

However, researches such as Rayner et al. (2009) have argued that this model poses some 

weaknesses - it is uncertain if these stages are unique to the decision process or just reflect 

search in general. Further on, the two authors suggest that the visual search process is divided 

into stages, which separate initiation, scanning and verification time. Similarly, the stages can 

be described as search, comparison and confirmation. Another downside of the research 

conducted from Russo and Leclerc (1994) is that was done in controlled environment and 

included limited product categories - three different categories with 16 products. From the 

study they concluded that the participants used most of their time within the evaluation stage, 

where they focused on more products and the most cognitive effort is spent.  

 

Further on, it needs to be acknowledged the existence of a similar, but different model of visual 

attention. Developed by Gidlöf et al. (2013), the Natural Decision Segmentation Model 
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(NDSM) has different criteria for delimiting the three stages, especially the boundary between 

the first two stages. The differences between the two models can be observed in the figure 1.  

 

 

 

 

 

 
       Fig. 1 - the comparison between the 2 models (Gidlöf et al., 2013) 

 

2.2.4. Decision making in controlled environment 

 

Most of the eye-tracking studies on decision making have been conducted in controlled 

environments such as laboratory - a test room with participants sitting in front of computer 

screen or mock-up shelf with products. Among the biggest advantages of doing research in 

such an environment is that it is easier to control the external factors that influence the decision. 

In addition, as the product range is limited and isolated only for the purpose of the study, the 

participants do not lose focus as they do not have any irrelevant objects such as noise, music, 

other customers to affect them. During the experiments in the controlled lab setting it is also 

common that all information is relatively equal between options. Glaholt and Reingold (2011) 

have observed that there is a strong tendency for the chosen alternative to be the last one viewed 

before the response. The downside of this research setting is that even though participants are 

required to behave naturally, they might disregard this since the environment is artificial. 
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2.3.Healthy food consumption  

 

A healthy diet is the one that helps to maintain or improve the overall health conditions of 

individuals and it also provides the body with essential nutrients and adequate amount of 

calories. Currently one of the major trends in the food market is the increasing focus on organic 

and less processed products. According to the World Health Organization (2018) in order to 

maintain a healthy diet, the individuals should follow these recommendations: 

 To maintain their body weight by consuming the amount of calories their body needs 

 To reduce to amount of fats - no more than 30% of the total amount of calories should 

come from fats 

 To eat enough fruits and vegetables, as whole grains (where breakfast cereals fit as a 

category) and nuts. 

 Limit the sugar intake 

 Limit the salt and sodium intake 

 

Nowadays consumers have so much information regarding the benefits of healthy eating and 

recommendations on healthy diet, that making good food decisions is getting more complicated 

than simply making a number of independent decisions.  

 

The aim of this thesis is to discover the healthy eating behaviour of consumers living in 

Denmark in regard to their breakfast cereal consumption. The cereals to be considered as 

healthy are the ones having higher content of nutrients such as vitamins, fibres, minerals, whole 

wheat, less fat and less sugar.  Denmark has leading position in organic food consumption and 

consumers are known to be aware of their product choices. The sales of organic products in 

Denmark have been continuously growing - for instance only from 2015 to 2016 the organic 
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consumption increased with 14%, which corresponds to the fact that Danes spent 1 billion 

DKK more on organic products. The most popular organic product in Denmark for 2016 was 

oatmeals (breakfast cereals) with 44%, followed by natural yoghurt, carrots, eggs and milk 

(Kaad-Hansen, 2017). 

 

2.3.1. Factors to influence healthy food consumption 

 

The factors to define people’s food consumption are determined already early in life and can 

be influenced both externally and internally. Even though some consumers might intend to eat 

healthy, there can be a bias due to the strong influence of the set of internal and external factors 

on their decision-making process. As Asp (1999) argues, the food decisions of individuals can 

affect the healthiness of their food intake and further influence the success or failure of food 

products offered in the market. Each consumer develops their own way of deciding what to eat 

and which factors or combination of them to apply when making decision on food purchases. 

In order to gain better understanding of the main drivers on consumers’ food decision making 

process, the most important factors are presented and discussed below: 

 

2.3.1.1. Internal factors 

 

Psychological factors - these factors are among the strongest to determine individual food 

preferences. Lyman (1989) has concluded that food preferences, food likes and dislikes, and 

responses to sensory attributes are closely related to making food choices. 

  

Food preferences are among the one of most important attributes when it comes to food 

selection due to their relationship with the amount of satisfaction the individuals anticipate 
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from eating food. These preferences are a result of physiological and psychological 

development and are related to the degree of food liking. According Asp (1999) the foods that 

are more preferred and liked are the ones the individuals are familiar with, considered pleasant 

and are often eaten. Positive food preferences often predict consumption, especially when 

studies show that more foods are disliked than liked.  The sensory attributes of food such as 

taste, texture, colour, shape, size are the factors to influence food selection. Mood and stress 

can also influence food choice behaviour and possibly short and long-term responses to dietary 

intervention (Bellisle, 2006). 

 

2.3.1.2. External factors 

 

Physical environment 

This factor refers to the quantity and availability of healthy food options, which consumers can 

purchase. It is also connected with the proportion between healthy and unhealthy options 

available and the level of convenience. According to Bellisle (2006) sometimes convenience 

is more important and consumers would prefer it over taste and price. This factor is also 

connected with the availability of packaging nutrition information. 

 

Cultural factors 

Food habits are a component of culture that make an important contribution to the food 

decisions. Some food habits are very much connected to the culture of the consumers and can 

have a prominent impact as they can be hardly changed - for instance the concept of the meal 

pattern, number of meals eaten per day, preparation of food, etiquette of eating etc. Asp (1999) 

further argues that culture also establishes how people use food and therefore affect the food 

intake. The main purpose of food is to satisfy hunger and to meet nutritional needs. Further on, 
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food can be seen as a tool to unite family members when eating together, to denote ethic, 

regional and national identity. It can be used to develop social interactions, provide hospitality 

and can play an important role in holidays, celebrations and special occasions. 

 

Social factors 

Social influences on food consumption refer to the impact that one or more persons have on 

the eating behaviour of others. It can be direct when buying food or indirect when influencing 

the decisions of others. Bellisle (2006) argues that even when eating alone, the food choice is 

influenced by social factors because attitudes and habits developed through the interactions 

with others. Further the author claims that the social impact on food consumption is hard to 

measure as many consumers might not be aware of these social influences on their eating 

behaviour. 

 

Economical factors 

The economical environment indicates the cost of the food. The household income and the cost 

of food (Bellisle, 2006) can influence the food choice, especially for lower income consumers. 

The common trend is that healthy choices can be more expensive than the unhealthy ones. This 

can have an impact on the consumer behaviour and make the opportunity of buying them less 

favourable. 

 

2.3.2. Breakfast cereal consumption in Denmark 

 

According to Euromonitor Passport country reports in health and wellness, the recent key 

trends in breakfast cereals in Denmark are towards products that are processed as little as 
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possible. The most popular product with the biggest market share in 2017 is the hot cereals and 

one of the main reasons for this is due to being perceived as healthy by consumers. As Danish 

consumers usually prefer breakfast cereals with short ingredient lists and with as little 

processing as possible, the hot cereals category best satisfies this demand. 

  

The Ready-To-Eat breakfast cereals, especially the ones for children have been suffering from 

notoriously bad reputation among Danish consumers. As these products usually have high 

content of sugar, fat and salt with less ingredients that the body actually needs, the common 

perceptions of them is to be unhealthy. Parents are being advised not to give them to their 

children or at least not on regular basis, which could create negative perception towards these 

kind of product from a young age. The key players on the Danish market Nestle Denmark and 

Nordisk Kellogg’s (Euromonitor, 2017) been taking measures targeting to improve the 

consumer perception on their products by reducing the sugar and salt content and increasing 

the whole wheat percentage. Nordisk Kellogg’s claims that their products are rich in fibres in 

order to make consumers believe these products are healthier than other types of breakfast, 

even though the sugar content is still high and Nestle tend to brand its products as having high 

content of whole wheat. Both manufacturers been accused of trying to confuse consumers to 

their advantage and consumers remain sceptical about how healthy these products are. 

  

Despite all this the current value growth in 2017 for the segment is 3% and is mainly generated 

by the breakfast cereals, which are considered to be healthy - hot cereals, muesli and granola. 

These are very popular in Denmark as they are simple and quick to prepare and are considered 

cheap and healthy. By being able to prepare their own porridge, consumers can also adjust the 

amount of fat and sugar according to their own needs and preferences. 
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Danish consumers are characterised by being loyal to local Danish or Scandinavian brands and 

manufacturers over international ones. Within the breakfast cereal segment, players such as 

Nordisk Kellogg’s and Nestle Denmark keep losing value share, while local brands such as 

Urtekram are growing. The private labels such as X-tra and Coop Denmark account for 18% 

of the whole value share for 2017 (see Appendix 2). These products perform well, especially 

in family breakfast cereals, due to these products being perceived as everyday products and 

there is not high differentiation in terms of quality. It is a common trend that Danes do not see 

the point of spending more money on branded products, when they can spend less on private 

labels with similar quality. The leading private labels have been developing in the past years 

and now also offer organic, high fibre and even gluten free products. 

  

According to Euromonitor and Global Data (2017) the health considerations will remain the 

most important factors to influence the breakfast cereals. Consumers are becoming savvier and 

better informed about the nutrition content of the products they consume, so the number of 

consumers to buy healthier options such as organic and hot cereals is expected to keep growing. 

 

2.4. Touchpoints  

 

In the following, a review of prior research and theories will be provided regarding the 

customer journey and the importance and influence of the touchpoints on the customer 

behaviour. For this purpose, a comprehensive study by Lemon and Verhoef (2016), which 

includes similar directions from past studies will serve as a primary theoretical framework.  
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In the case of the present thesis, the main objective is the study of the consumer behaviour in 

respect to the nature and extent of the influence prior to the purchase. Therefore, the main focus 

of this subchapter will be the pre-purchase stage and touchpoints presented in the above-

mentioned study material. Occurring from the moment of recognition of a certain need, up until 

the moment of considering satisfying that need with an acquisition (Pieters, Baumgartner, and 

Allen 1995), this stage of pre-purchase is composed of behaviours such as need recognition, 

search, and consideration (Lemon, Verhoef, 2016).  

 

Further on, other recent studies, such as the one by De Haan, Wiesel, and Pauwels (2016), have 

distinguished between the existence of four different types of touchpoints, common on all three 

stages (pre-purchase, purchase, post-purchase) of the customer journey. The four types of 

touchpoints are brand-owned, partner-owned, customer-owned, and social/external/ 

independent, all with their own level and nature of usage of importance. For instance, the brand-

owned, as well, in great extent, partner-owned touchpoints are the moment in space and time 

when the consumer receives a great amount of influence, maybe the greatest of all four 

touchpoints, directly from the firms’ marketing procedures. Customer-owned can be a 

successful mean of influence, where the consumer’s own interest serves as such, or in some 

cases even the purchasing experience of other regular individuals.  

 

The touchpoint present in this thesis’ research, in the form of the fitness centre poster is a 

social/external one in nature, hence this fourth type of touchpoint is the main focus for this 

subchapter. It is composed basically by the consumer’s social environment and surroundings, 

such as other customers in the proximity, peer influences, or in the case of this present paper, 

independent information sources (Lemon, Verhoef, 2016). The level of influence of the 

social/external touchpoints has been studied and was recognised in marketing literature, with 
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its effects being comparable or even greater than those from advertising (Baxendale et al. 

2015). In that respective paper, a certain touchpoint has been used, but not quite similar to the 

one from the present. Despite this situation, the fitness poster used here still has some aspects 

in common with other touchpoints, the closest being in-store communications. Described by 

Baxendale et al. (2015) as primarily physical posters or prominent display of the product in the 

store, its main characteristic is the proximity in space and time to the moment when the 

consumer is making its purchase. This feature of proximity is present in the current thesis as 

well, with the fitness poster being displayed right inside the laboratory. The difference between 

the two cases is that in the Baxendale et al. (2015) paper, the in-store communication posters 

are either brand or partner owned, rather than external in nature as the fitness poster. The study 

has concluded that the in-store communications were the most influential from its range of 

touchpoints studied, which included brand advertising and peer observations among few 

others.  

 

A similar paper is the one by Janiewsky (2013) which is comprised by a series of five 

experiments. Similar to the Baxendale et al. (2015) case, the stimulus used across the 

experiments is product based and cannot be considered an external influencer. Despite this 

notion, Janiewsky (2013) concluded that excitatory or inhibitory attentional processes lead to 

a slight selection and subtle neglect effects and also that the operation of selectively assisting 

to (or omitting) an alternative influence the choice behaviour. 

 

 

 

 



23 
 

2.4.1. Physical activity as an influencer 

 

Further on, the role that general physical actions, which includes fitness activities, have on 

human health will be analysed. First of hand, an extensive statistical report done by TNS 

Opinion & Social for the European Commission (2010) regarding the habits of physical activity 

across the European Union will be looked upon. It will be followed by a comprehensive article 

by Ballantyne (2009), which includes the work of various known scientists in the field of 

medicine and concludes on the idea that “workouts make us physically and perhaps mentally 

healthier”. This is based on specific benefits of physical activities for the human body. Both 

articles will be used as guidelines for this part of the literature review. 

 

In the statistical study based on a survey conducted across the European Union it can be 

observed in one of its sections the reasons stated by the participants for conducting physical 

activities. The following reasons and percentages is the overall data from all the member states 

at the time of the survey. As a main reason for carrying out physical activities is stated the 

desire of health improvement with a high percentage of 61%. It is followed by the improvement 

of one’s fitness (41%) and as a mean of relaxation (39%). Other mentionable reasons brought 

forward by respondents were an opportunity to have fun (31%), to improve one’s physical 

appearance (24%), the physical performance (24%), to have control on personal body weight 

(24%) or to be with friends (22%).  

 

On a country level, the respondents from Denmark are shown in the top 5 countries for most 

of the mentioned reasons above. 76% of the Danish study participants are using physical 

activities for health improvement, 64% of them for fitness improvement and 46% of them 

consider them fun activities. Across the member states of the European Union, the Danish 
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participants are leaning towards some benefits of physical activities more than any other 

participants, as follows. 47% of them find it a good way to control one’s weight, 33% to 

improve one’s self esteem and 12% to make new acquaintances.  

 

The first of the benefits of physical activities found in the article by Ballantyne (2009) is the 

smaller possibility of developing cancer, such as breast cancer. Scientists correlate the physical 

condition of an individual to the level of insulin in their body, explaining the risks of being out 

of good health and shape which can lead to extreme levels of insulin and further on to a higher 

possibility for cancer. Therefore, a series of trial studies have been conducted to show the 

improvement of insulin levels following different sessions of physical activities, both on 

healthy and diabetic individuals (Terada et al., 2016; Ortega et al., 2015). On a related topic, 

Arthur Leon, chief cardiologist at the University of Minnesota's Heart Disease Prevention 

Clinic recalls that exercise leads to varying decreases on visceral body fat (the fat surrounding 

organs) (Bird, 2002), one of the key risk factors for developing type 2 diabetes (Ballantyne, 

2009). Schmitz et al. (2015) have linked exercising to lower levels of the female hormones, 

estrogen and progesterone, probable links to breast and uterine cancers (Ballantyne, 2007).  

 

A second benefit on the human body made by the physical activities would be the creation of 

stronger bones. Scientific papers by medical specialists have linked physical exercise to the 

increase and maintenance of the bone mass in the body therefore lowering the risk of 

osteoporosis (Russo, 2009).  

 

Beneficial for the heart and the circulatory system is another mentioned advantage of physical 

activities, which correlates exercising directly to controlling and preventing a high blood 
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pressure, being one of the six advices for a healthy circulation made by AMA (2018). In 

addition, exercising has anti-inflammatory effects on the human body, therefore lowering the 

risks for heart problems (Gleeson et al., 2011). Also, physical activities have been shown of 

having benefits regarding the levels of cholesterol in the blood, by increasing high-density 

lipoprotein (HDL, known as good cholesterol) and lowering the levels of low-density 

lipoprotein (LDL, known as bad cholesterol) (Warburton, Nicol, Bredin, 2006). The decrease 

of blood pressure and cholesterol is also a favourable sign for the individuals threatened by 

dementia, the two agents being two of the most important risk factors for the disease 

(Doraiswamy, Hoffman, 2008). 

 

Furthermore, a randomized clinical trial found that individuals of 50 years and older with 

subjective memory difficulties scored slightly higher on cognitive tests after a six-month 

workout regimen. Those study participants assigned to exercise programs had a thin 

improvement than their sedentary peers at the end of the six months and maintained a small 

advantage after the 18-month follow-up period (Lautenschlager et al., 2008). However, not all 

studies and trials pinpoint in the same, unanimous direction, leaving therefore room for future 

tests to be made in this area. Opposing, in some measure, the outcome of the first study is 

another trial by a team of Dutch scientists, whose conclusion was that "beneficial effects of 

various exercise programs on aspects of cognition have been observed in studies among 

subjects with and without cognitive decline. The majority of the studies, however, did not find 

any effect." (van Uffelen et al., 2008). Also, one study conducted on patients with a mental 

illness had encouraging outcomes for those patients, and for the healthy individuals from the 

controlled group too. The trial found out that following a regular training on a medicinal 

bicycle, both sets of individuals have improved structural connectivity of the brain and the 

brain network (Svatkova et al., 2015). 
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3. Methodology 

  

The current chapter focuses on presenting the methodology and the theory reasoning behind 

this thesis. In order to better visualise the considerations related to data collection, the “research 

onion” (Saunders et al., 2009) was used for a proper description of those choices. The research 

questions will be discussed in the following sections as well as how the chosen approach could 

help clarify them. Research limitations of the present study will also be covered in the final 

part of this chapter. 

 

3.1. Research philosophy 

The present thesis aims to investigate, through eye-tracking technology, the purchasing 

behaviour of the customers and if they can be influenced by any pre-touchpoints, in the form 

of external advertisement presented to them unknowingly. Therefore, as a starting point for this 

purpose, research questions have been formulated: 

 

RQ1: To what extent did the pre-touchpoints influence the customers’ choice process? 

RQ2: In terms of influence, did the pre-touchpoint made the consumer more concerned 

with the healthiness of breakfast cereal? 

 

As mentioned, for the philosophical reasoning process, the “research onion” model (Saunders 

et al., 2009), displayed in figure 2 was used to better show the choices made by the researchers 

in a controlled and systematic fashion. 
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  Figure 2. Research onion (Saunders et al., 2009)   

 

The first outer layer of the “onion”, the research philosophy revolves around the concepts of 

epistemology, or “what is considered the acceptable knowledge” and ontology, which is the 

notion “concerned with the nature of that knowledge” (Bryman, 2016). The choices made 

regarding research philosophies will have various effects on the research strategy and design. 

Based on these philosophies, over the course of this thesis, knowledge is collected from various 

sources in order to understand the factors behind the intention or the pattern of consumption of 

healthier products and, if any, the factors that would prevent the consumer to do so. 

 

Firstly, the epistemological position will be addressed. For many decades, the position of 

positivism, which claims “the application of the methods of the natural sciences to the study of 

social reality” has been chosen by social researchers, even though in the opinion of some 

researchers it is a “often superficial practice of data collection” (Bryman, 2016). In the more 

recent years, an alternative position has been proposed and has started being more used by 

researchers. Interpretivism is “respecting the differences between people and requires the grasp 
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of the subjective meaning of social action” (Bryman, 2016). Even though the interpretivist view 

was respected in small measures, by taking the personal virtues of the participants into 

consideration, a more natural science model has been chosen to be followed in the present 

thesis, since it can be in a stronger relationship with the quantitative approach, needed for the 

study. 

 

Secondly, the ontological view of the thesis will be approached. Ontology, in itself, contains 

the debate between objectivism and constructionism. The first term proposes the idea that the 

“social entities should be considered objective with a reality external to social actors”, while 

the second one, constructionism suggests that those “social entities should be considered social 

constructions built up from the perceptions and actions of the social actors” (Bryman, 2016). 

Based on the above chosen approach on epistemology, the thesis’ stand on ontology will lean 

towards objectivism. This is primarily because that even though individuals in this thesis’ 

research have their own, specific and personal attitude and perception towards the known 

reality, it is not the main focus to study their individuality. In our case, the mentioned known 

reality could be the total sum of knowledge regarding the benefits of healthier food 

consumption. Even this may be acceptable knowledge by most, the attitude and principles of 

this research’s individuals could vary from one to another. Therefore, the thesis will try to 

accept and further analyse all of them. 

 

3.2. Theoretical approach 

 

Further on, the relationship and direction between theory and research is analysed. For this 

purpose, two methods are proposed by research methods theoreticians, the deductive and the 
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inductive method, where the former is composed in order to guide the research and the latter 

developed after the gathering of data (Bryman, 2016). For the present paper the deductive 

approach has been chosen when conducting the research, the one usually used with a 

quantitative study. Barczak (2015) is presenting the fundamental steps of the deductive 

approach in a comprehensible manner, as follows. First of all, the researchers must identify a 

theory that relates to the topic being studied. Further on, they develop a series of hypotheses 

based on the respective theory. Finally, they test those hypotheses with data which will 

eventually confirm the hypotheses or not.  

  

3.3. Strategy and Design 

 

As mentioned above, the studied individuals with their own set of values and preferences prior 

and during the social experiment were taken into consideration along with the differences. 

Despite this, the main purpose of this thesis is to collect empirical quantitative data from the 

experiment and the follow-up survey by studying the behavioural pattern of the individuals and 

to test the chosen hypotheses. Although a qualitative research would dignify in a greater extent 

the subjectivity and individualism of the participants, the quantitative approach has been 

chosen for a more manageable and appropriate data. House (2018) approaches this exact issue 

in her paper, where is acknowledged that in quantitative research the collected data is 

considered reliable and replicable and the results must be objective and generalizable. In 

simpler terms, it is ‘hard’ data, not ‘soft’ data, like in the case of qualitative research. The 

quantitative research also implies the manipulation of the research sphere. It includes, in some 

extent, a careful choice of participants, even though the most frequent sample group is random 

by nature, and a standardized data collection, such as experiments in laboratory situations 

(House, 2018). In the same time, the qualitative research is considered not to allow 
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generalizations and also having its content poor in objectivity, as it is deemed unimportant or 

even possible to obtain. This belief emerges from the usage of notions, such as ‘understanding’ 

or ‘interpreting’ (House, 2018). Ultimately, it is widely accepted that when eye-tracking 

research is conducted, a quantitative approach is most likely applied. The research is studying 

the eye fixations of the participants, the resulted heat map, followed by a series of conclusions, 

based on where the participants are looking exactly (Nudelman, 2011). 

  

Regarding the research design, for the present thesis has been chosen a certain mix of cross-

sectional and experimental design with respect to the social experiment using eye-tracking 

technology and the follow-up survey (Bryman, 2016). The purpose of the research is to find 

eventual connections between the pre-touchpoints and the subsequent choice of the participant. 

Creswell (2013), in his book associates certain strategies with the quantitative approach. First 

of all is the experiment as a strategy, itself divided between two types, true and quasi-

experiments. In case of the first kind, the subjects are randomly assigned to the situations of 

the trial, whilst in the second case the researchers are following nonrandomized patterns 

(Keppel,1991). A second strategy for research associated by Creswell (2013) with the 

quantitative approach is the use of the survey. It includes cross-sectional studies employing the 

use of structured interviews or, more frequently of questionnaires for data collection, having 

the goal of generalizing from a sample to a population (Babbie, 1990). From the perspective of 

data analysis, the quantitative approach uses strategies such as numerical observations and 

measurements of information, unbiased approaches, correlates the variables with the questions 

of the survey or employs statistical procedures Creswell (2013). 
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3.4. Delimitation 

 

On the account of having an adequate research and to make a proper contribution to the 

scientific community it is important that the research topic and its relevant literature are 

delimited. 

  

Regarding the experimental part of the thesis, its main goal is the gathering of insights through 

the eye-tracking device followed by a questionnaire. The topic of study is a range of morning 

breakfast cereals. The experiment is conducted in an artificial circumstance. It is in a certain 

extent connected to the product of study and could only be relevant to the studied type or group 

of products. Important aspects from which the experiment has delimited itself are the price and 

time pressure. These two main differences are distinguishing the current experiment from a 

real-life one. Also, regarding the choice of model for the visual attention stages, the present 

paper’s goal is to find differences between the same stage from all the participants and not 

between the three stages from one particular individual. Therefore, the choice of usage of one 

particular model was arbitrary and was the model of Russo and Leclerc (1994). 

  

Regarding the author’s knowledge, a similar study by Visschers, Hess and Siegrist (2010) was 

conducted. The main differences are the sample size, only 32 participants in that study, while 

in the present one is a number of 53 individuals. Secondly, the method of priming is different. 

In the case of the present thesis, the fitness poster is hanged on one of the walls and no 

intentional attention is awarded towards it by the operator of the experiment (the entire process 

is explained step by step in the experiment design section). In the case of the study by 

Visschers, Hess and Siegrist (2010), they are asked to read two texts and then to advise which 

product to buy to both a kindergarten and a student cafeteria. It implies that the kindergarten 
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choice is the healthiest of the two, perhaps creating the bias in the mind of their participants. 

Finally, by having only 5 products in their range of possible choices, as opposed to 25 in the 

present thesis, it could create a more artificial environment than in the current case. 

  

3.5. Research design procedure 

3.5.1. Hypotheses 

 

H1: The manipulated group will spend more time gazing over the products during the three 

stages than the controlled group 

    H1a: The participants who were influenced by the pre-touchpoint/ practice physical activities 

weekly/ usually read the label/ are health aware/ chose a product based on health consideration 

will spend more time gazing over the products during the three stages than the other participants 

within their respective interest groups. One gender will differentiate from the other, on the 

same criteria. 

 

H2: The manipulated group will consider more products, by taking more off the shelves, than 

the controlled group 

    H2a: The participants who were influenced by the pre-touchpoint/ practice physical activities 

weekly/ usually read the label/ are health aware/ that chose a product based on health 

consideration will pick up more products than the other participants within their respective 

interest groups. One gender will differentiate from the other, on the same criteria. 

 

H3: The manipulated group will spend more time reading the label of the product (table of 

contents and nutritional information) than the controlled group 
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    H3a: The participants who were influenced by the pre-touchpoint/ practice physical activities 

weekly/ usually read the label/ are health aware/ chose a product based on health consideration 

will spend more time reading the label than the other participants within their respective interest 

groups. One gender will differentiate from the other, on the same criteria. 

 

H4: The manipulated group will choose a healthier product than the controlled group 

    H4a: The participants who were influenced by the pre-touchpoint/ practice physical activities 

weekly/ usually read the label/ are health aware/ chose a product based on health consideration 

will choose a healthier product than the other participants within their respective interest 

groups. One gender will differentiate from the other, on the same criteria. 

 

3.5.2. Definition of variables 

 

3.5.2.1. Variables related to the product construct and usual habits 

 

Notion Measurement Description 

Poster influence Questionnaire - 3-point 

scale, answers including 

yes, no and do not know 

If the participants felt influenced by the 

fitness poster 

Reading of 

nutritional 

Questionnaire – 5-point 

scale from “strongly 

If the participants are usually reading the 

label (before taking part in the study) 
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information from 

label 

disagree” to “strongly 

agree” 

Health awareness Questionnaire – 5-point 

scale from “strongly 

disagree” to “strongly 

agree” 

If the participants are concerned about 

the health benefits/drawbacks of 

morning cereals (before taking part in 

the study) 

Frequency of 

physical activities 

Questionnaire – 5-point 

scale from 4-7 times/ week 

to 1 time/ month 

How often the participants are practicing 

physical activities 

Gender Questionnaire – 2 options, 

male and female 

 

Final choice Questionnaire - open 

answer, furtherly 

condensed 

Participants’ own opinion on reason of 

product choice 

 

3.5.2.2. Variables related to visual attention  

 

Notion Measurement Description 

Duration of 

stages 

Experiment - time in seconds 

across the 3 stages and in total 

How much time the participants 

spent gazing during the experiment 
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Number of 

picked up 

products 

Experiment - picked up from the 

shelves product count 

How many products the participants 

picked up for various reasons 

Label reading Experiment - time in seconds  How much time the participants 

spent reading the nutritional 

information 

Final choice Experiment - 5 linear groups The inclusion of the final choice into 

1 of 5 groups based on health factors 

 

3.5.3. AOIs selection 

 

In order to test the hypotheses, which are based on the morning cereal packages with the 

participants’ visual attention towards them, the need occurred of defining the areas of 

interest(AOIs). In this case, twenty-five areas of interest have been drawn, one for each type of 

morning cereal across the seven brands plus one additional one for the fitness poster in the case 

of the manipulated group. 

 

3.5.4. Experiment design 

 

The entire experiment process can be divided into three stages. The pre-stage was an instruction 

given to each participant with explanation of the task - to choose and pick up a product of free 

choice without any time constraints, as they would act in a natural environment (grocery 

store).  The purpose was to avoid any biases that the participants could experience whilst in an 

artificial environment (the CBS SenseLab1). This stage also included setting up the eye 
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tracking equipment with following calibration test. Once approved, the participants had to 

follow the instructions - enter the SenseLab1 and pick up a product from the shelf (see 

Appendix 3). When that task was completed the subjects would move to the third and last stage 

which involved a questionnaire of 19 questions, plus additional three questions for the 

participants of the manipulated group. Further on, the questions of the survey can be divided 

into the following sections:  

 Demographics 

 Breakfast cereal consumption 

 Breakfast cereals brand awareness 

 Physical activity 

 Three additional questions about the customer pre-touch point 

 

Regarding the set-up of the manipulation, the members of the respective group are introduced 

to the following procedure. They were invited to step inside the laboratory where the choice 

had to be made and where the poster was hanging on one of the walls. After that they were told 

to wait for a few seconds in the room, due to a presumed technical inconvenience (inexistent 

in reality), giving them the chance to browse naturally through the room for some moments.  

 

3.5.5. Sample population (Participants) 

 

During this study the data was obtained from 53 participants between the ages of 19 and 33, 

all current residents of Copenhagen, Denmark. They were split into 26 participants for the 

controlled group and 27 participants for the manipulated one. Each of these participants had 

normal vision and every one of them was rewarded with a goodie bag with Nestle products 
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including breakfast cereals, offered to them at the end of all three tasks. All participants were 

randomly assigned to one of the groups. This sample method is also known as non-probability 

volunteer method and the advantage of following such one is that some of the people might be 

more eager to volunteer than others. Almost all of the participants were recruited from Solbjerg 

Plads Campus at Copenhagen Business School and the rest were invited from the personal 

network of the authors of this study. 

 

3.6. Validity and reliability 

 

Of great importance is also to address the weaknesses of conducting eye-tracking research. 

First of all, a problem could arise if a certain AOI would draw a lot of attention towards it. This 

could mean of course that the AOI is of great, recognisable value and this is the reason for the 

attention, but could also mean in the same time that it is of low value and it creates confusion 

(Nudelman, 2011). Second of all, there is a series of factors capable of influence the validity 

and quality of the data, such as the participants, the recording environment, the eye track tool, 

the clarity of the tasks or the interaction with the operator (Holmqvist et al, 2012). In the present 

thesis’ case, question number seven from the survey (see Appendix 1), which included the task 

of ranking the most important aspects of a product when choosing morning cereal, has been 

excluded from the analysis, due to numerous wrong answers from the participants.  

 

Regarding the reliability of the results, an important factor to be discussed is the factor of 

influence for the manipulated group, the pre-touchpoint. In order not to create any biases, 

attracting attention towards the fitness poster, all the participants from the manipulated group 

were introduced to the procedure explained under the experiment design section. 
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4. Findings and analysis 

 

The investigation aims to study consumer behaviour and more specifically the decision-making 

process in an artificial controlled environment (laboratory). In the following chapter we review 

the decision making process and the influence of the pre-touchpoint towards it with eye 

tracking experiment within controlled environment. With the eye-tracking technology we can 

evaluate the consumers’ choices and find if there are any potential patterns of influence towards 

healthier consumptions as a result of the introduced visual pre-touch point. Based on this 

evaluation, we can further outline an own approach, which aims to bring together eye tracking 

research in controlled environment with attempts to trace consumer decision-making process. 

 

4.1. Analysis design 

 

In order to have a more reliable set of observed data from the eye-tracking experiment a small 

condition has been put regarding the duration of the fixations. In the process of stage 

delimitation, after a careful look upon the recordings, it was considered a decent decision to 

consider as viable the fixations and re-fixations of more than 200 milliseconds(ms), since it is 

considered the minimum amount of time needed for an experienced reader (Pollatsek, Rayner 

and Collins 1984). It was observed that in the case of singular fixations below 200 ms in length, 

they were usually saccades.  

 

Regarding the processes product pick-up and label reading, further analysed below, small 

mentions should be made. First, it was considered a proper label reading by the participant only 

if he/she has read the nutritional information table or the detailed list of ingredients, on the back 
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or the sides of the packages, depending on the case. There were some cases, however, when 

the participant would pick-up the box in order to read other aspects from package, such as 

different combinations with berries or fruits, short list of main ingredients (4-5) on the front of 

the package, or even the expiry date. In these particular cases, they were not taken into account 

as reading the label. And as last, there were cases of participants where they would pick-up 

products from the shelves, keeping them for an extended period of time in their hands, without 

any glance at any part of the cereal box. These cases were naturally interpreted as viable for 

picked-up products but with zero reading time. 

 

With respect to deciding how the participants are choosing a healthier choice at the end of the 

experiment, the 25 products were eventually matched together into 5 groups, depending on the 

level of organic and utilitarian content. The differences in content between the products have 

been established by drawing conclusions directly from the packages themselves, just as the 

participants would have done in the moment of the experiment. A certain finding in the analysis 

section below could prove to be a small sign of a rightful grouping of the products across the 

5 groups. The participants were asked during the survey a reason of choice for their final 

product. Their reason has aligned with the 5 product groups in an important manner, and the 

actual results can be found below under section 5.7. The scale began with the products with 

chocolate content, and/or intended for children (group 1), on the hedonistic part, and slowly 

going through a series of cereals with a sweet content, followed by the ones with dried fruits 

in composition. In the end of the grouping process, there were the group of the cornflakes 

(group 4) and the one with All-Bran and others high in organic content (group 5). Considered 

with a higher organic content were the cereals with lower additional ingredients, such as 

chocolate or fruits and with higher content of whole-grain. This last criterion was also used 
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when differentiating between two types of similar products, such as between Urtekam Bran 

and Spelt Flakes, the two Nestle Cheerios packages, or Quaker Havre and Rug. 

 

Regarding the analysis conducted further down, one last issue needs to be addressed, and that 

is the connection between the significance tests and the size of the sample. A paper from Peto 

et al. (1976) has concluded that “a given P-value in a large trial is usually stronger evidence 

that the treatments really differ than the same P-value in a small trial of the same treatments 

would be”. This could serve as indication that the smaller the sample size the higher is the 

chance that the studied sets of means are not significantly different.  

 

The analysis below is conducted first of all with the help of iMotions 6.3 software in order to 

collect and observe the eye-tracking recordings, followed by JMP statistical software 

developed by SAS Institute for the statistical calculations. The notion of mean comparison 

using circles, which stand for the diamonds resulted when running one-way ANOVA is used 

as described in Biostatistics using JMP - A practical Guide (Bihl, 2017). 

 

4.2. Analyzing the two study groups - controlled vs. manipulated  

 

First of all, the analysis conducted is in order to compare the results between the two main 

study groups, the manipulated group and the controlled group. Statistical tests were run to find 

any possible differences between them regarding the variables presented below. 
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4.2.1. Duration of stages 

4.2.1.1. Screening 

Starting with the first stage of the visual attention process, during the screening stage, the 

members of the two groups spended almost the same amount of time browsing in front of the 

cereal shelves. It can be observed a difference of means of only +0.69(s), therefore a trend in 

favor of the manipulated group can be seen. However, the P-value of 0.69 is above the 5% and 

even 10% significance levels, leaving the finding insignificant. In addition, the two circles 

interaction representing the means, observed in figure 3, are forming an angle greater than 90 

degrees, an indication that the two means are not significantly different. 

 

 

 

 

 

 

Fig 3 - Control vs manipulated – screening stage (JMP software) 

 

4.2.1.2. Evaluation 

Second in the process is the study of the evaluation stage. Overall it was the longest out of the 

three stages with a mean of duration of 54.79(s) among all 53 participants. In comparison, the 

screening stage has a mean of 9.66(s), while the verification stage 7.88(s). By comparing the 

two groups during this stage, the difference of means between them is of -4.63(s), therefore a 

small trend can be observed, but in favor of the controlled group. The P-value of 0.74 is above 

5% and 10% significance levels, therefore failing to reject the null hypothesis. 
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4.2.1.3. Verification 

The last stage of the visual attention and of the experiment, the evaluation finds a difference of 

means between the controlled and the manipulated group of only +0.07(s). With a p-value of 

0.95, they are both strong indications that the two groups’ means are similar. 

  

4.2.1.4. Total time 

Regarding the total time spent by the participants of the study browsing through the cereal 

shelves, the following results are indicated. The difference of means between the groups is of 

-3.86(s), therefore a small trend of distinction in support of the controlled group can be seen. 

The p-value is of 0.79, above the 5% and 10% significance levels, hence a insignificant result. 

 

4.2.2. Number of picked-up products 

Further on, the participants have picked up a number of products in order to read the nutritional 

information, also analysed below, or for different other reasons, irrelevant to the present study. 

Here, the difference between the means of the two groups is of +0.26, creating a trend in support 

of the manipulated group. The p-value is however of 0.56, concluding that the two groups are 

not significantly different.  

 

4.2.3. Duration of label reading 

Some of the participants have picked-up products off the shelves in order to read the table of 

contents and the nutritional information on the back or sides of the package. The difference of 

means between the groups of individuals that have done so is of +1.55(s), with a trend in favor 

of the manipulated group. However, the p-value is of 0.83, much higher than 5% and 10% 

significance levels, resulting in a failed rejection of the null hypothesis. 
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      4.2.3.1. Percentage of label reading out of total time spent in the experiment 

Another statistic test is to find if there are any significant results regarding the proportion of 

reading time out of the total time spent in the experiment. Here, the difference between the 

means of the two groups is of +2.69 in favor of the manipulated group. The p-value is 0.64 

making the result insignificant. 

 

4.2.4. Healthier choice 

Regarding the final choice of the participants, using the pairing of the products into the five 

groups explained at the beginning of this chapter, the results can be seen in Figure 4 below. A 

number of 22 participants (84.6%) from the controlled group has chosen products included in 

the three most healthy groups (3, 4 and 5). By comparison, in the manipulated group, 19 

participants (70.3%) have chosen a product from the same three groups. 

 

 

 

 

 

 

 

Fig 4. - control vs manipulated groups – final choice (JMP software) 
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4.3. Breaking down the study group into groups of interest from the conducted survey 

Since the first results of the analysis, when considering the two study groups as whole were 

inconclusive, the analysis that follows will obtain results from the interest groups based on the 

findings from the survey. 

 

4.3.1. Participants’ interaction with the pre-touchpoint 

In this section, the distinction is made between three interest groups within the manipulated 

group. Based on their answers during the survey, these groups are participants influenced by 

the pre-touchpoint, participants who weren’t and third participants who are uncertain if they 

were influenced or not. The three interest groups are all going to be essentially compared with 

one another, but because of a limitation in the statistical software used, the numerical figures 

will be presented separately against the overall controlled group, which is fundamentally the 

same for all three interest groups. Further on, their behaviour is analysed in accordance to the 

variables also analysed above, the time spent across the three stages, the total time, the total 

number of picked-up products, the duration of reading the label, the percentage of reading out 

of the total time spent and the final choice of product.  

 

4.3.1.1. Screening 

When studying the actions of the participants influenced by the pre-touchpoint, it can be seen 

an improvement in time spent during the screening stage. When studying the manipulated 

group as a whole, the difference of means between the controlled and manipulated group was 

of +0.69(s), now that difference is up to +2.19(s) in support of the manipulated group. However 

though, the p-value is 0.57, making the result insignificant. In the case of the participants not 

influenced by the poster, the difference drops to +0.32(s) between them and the controlled 

group. This information still shows a small trend in favor of the manipulated group, despite the 
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p-value of 0.87, proof of insignificance. Regarding the third group of participants uncertain, 

the difference of means is higher than in the case of the group not influenced, at +0.94(s). The 

p-value in this case is of 0.8, proving again insignificance. 

 

4.3.1.2. Evaluation 

Regarding the evaluation stage, in the case of the whole manipulated group, the difference of 

means from the controlled group was of -4.63(s), therefore in favor of the controlled group. 

When studying the actions of the interest groups here, the following results are found. First of 

all, the participants influenced by the poster spent less amount of time in the evaluation stage 

than the rest of the manipulated group. For them, the difference of means is of -28.9(s), 

therefore in support of the controlled group, with the p-value at 0.29, close to the value of 10%, 

but still in the area of insignificance. However, the time spent by the other two interest groups 

is much similar to that of the controlled group. In the case of the participants not influenced by 

the poster, the difference of means is of -0.47(s), with a p-value of 0.97, while for the ones 

uncertain, the difference is of -0.15(s), with a p-value of 0.99. Therefore, for both groups these 

results are indicators of insignificance. 

 

4.3.1.3. Verification 

The time spent in the verification stage showed a difference of means in the case of the entire 

manipulated group of only +0.07(s). In the case of the three interest groups, the results are as 

follows. For the influenced group, the difference of means between them and the controlled 

group is higher, at +4.4(s), with the p-value of 0.15, close to the level of significance of 10%, 

but still far outside the 5%. For the group of participants which weren’t influenced by the 

poster, the difference of means for this stage is of -0.84(s), therefore in a small favor for the 

controlled group with a p-value of 0.58, far from the levels of significance. For the group of 
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uncertain participants, the difference of mean is of +0.15(s), with a p-value of 0.95, deep in the 

zone of insignificance. 

 

4.3.1.4. Total time of stages 

In this case, the difference of means for the influenced group is of -22.3(s), in favor of the 

controlled group, with a p-value of 0.43. For the group not influenced by the poster, the 

difference of means is of -0.99(s), slightly in support of the controlled group, with a p-value of 

0.95. For the third group, of uncertain participants, the difference is of +0.94(s), in a small 

favor for the manipulated group. The p-value is of 0.97, resulting in a failed rejection of the 

null hypothesis for all three interest groups. 

   

4.3.1.5. Number of picked-up products 

Regarding the first group, the influenced participants, the difference of means is of -0.67, 

therefore in the favor of the controlled group with the p-value of 0.31. For the participants not 

influenced, the difference of means is of +0.34, in favor of the manipulated group, with a p-

value of 0.5. Lastly, for the participants who stated that they are uncertain, the difference of 

means is +0.82 with a p-value of 0.26. The results are showing levels of insignificance for all 

three interest groups. 

 

4.3.1.6. Total reading time of the label 

In the case of reading time of the label, the influenced participants’ group shows a difference 

of means of -14.11(s), in support of the controlled group, with a p-value of 0.26. For the 

participants not influenced by the poster, the difference of means is of +5.67(s), in favor of the 

manipulated group with the p-value of 0.51. For the third group, of uncertain participants, the 
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difference of means is of -2.36(s), therefore in a small trend in favor of the controlled group, 

with a p-value however of 0.85. The p-values for all three interest groups are in the area of 

insignificance. 

 

4.3.1.7. Percentage of reading time out of the total time spent in the experiment 

In this case, of the percentage of reading the label, the difference of means for the influenced 

participants is of -11.88, in favor of the controlled group, with a p-value of 0.21. For the 

participants not influenced, the difference of means is of +5.06, in support of the manipulated 

group, with a p-value of 0.44. For the last group, the difference of means is of +6.02, in favor 

of the manipulated group, with a p-value of 0.55. The results found are concluding towards 

insignificance regarding the difference between the groups. 

 

4.3.1.8. Final choice 

First of all, in the group of influenced participants, only 50% of them have chosen a product 

from the three groups deemed more healthy (3, 4 and 5). In the group with participants not 

influenced, 68.42% chose a product out of the three product groups. As for the last group, all 

members (4) of the interest group chose a product from the three product groups. 

 

4.3.2. Participants who practice physical activities  

In this part, answers from the survey will be taken into consideration in order to find differences 

between the participants. Further on, a distinction is made between three interest groups, the 

participants which practice physical activities on a weekly basis, participants who practice on 

a monthly basis, and lastly, participants who declared that they do not practice at all. Their 

behaviours are analyzed in accordance to the variables analysed also above. In addition to the 
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conducted analyses presented further below, an additional analysis on the group that practices 

weekly has been made in relation with the experiment group that they were part of (controlled 

or manipulated). No significant results have been found. If any important trends are noticed, 

they are mentioned below. 

 

4.3.2.1. Screening 

Regarding the first stage of the process, the analysis is comparing the time spent by all 

participants who practice physical activities on a weekly basis, first with those who practice 

them on a monthly basis and lastly with those who do not practice at all, regardless of the 

experiment group(controlled or manipulated). In the first case, the difference of means is of 

+1.17(s), in favor of the participants who practice weekly, with a p-value of 0.64, while in the 

second case the difference is of +3.01(s) with a p-value of 0.3. Both p-values show levels of 

insignificance. 

 

4.3.2.2. Evaluation 

In the case of the evaluation stage, the difference of means between the participants who 

practice sports weekly and those who practice monthly is of +0.16(s), with a p-value of 0.99. 

For the second case, the difference of means is of +5.24(s) with a p-value of 0.82. Both p-

values conclude in levels of insignificance. 

 

4.3.2.3. Verification 

Regarding the verification stage, the difference of means in the weekly-monthly interest groups 

is of -4.59(s), in favor of the monthly practices group, with a p-value of 0.01, resulting in a 
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significant value. As of the second case, the difference of means between weekly practitioners 

and people who never practice is of -0.34(s) with a p-value of 0.87, resulting in insignificance. 

 

4.3.2.4. Total time 

In the case of the total time spent, in the first case, the difference of means between the weekly 

practitioners and the monthly ones is of -3.25(s), with a p-value of 0.87. In the second case, the 

difference is higher, of +7.91(s), with a p-value of 0.74. Both p-values show levels of 

insignificance. 

 

4.3.2.5. Number of products picked-up 

Regarding the number of picked up products, the difference of means in the first case, the 

weekly and monthly practitioners groups, is of +0.37, with a p-value of 0.55. In the second 

case, the difference is of +0.12, with a p-value of 0.86. Both p-values show levels of 

insignificance. When analyzing only the group of individuals who practice weekly in relation 

with the study group which are part of (controlled or manipulated), no significant result is 

found, but a trend can be seen (difference of means of +0.54, favor of manipulated group, p-

value 0.35) 

 

4.3.2.6. Total reading time of the label 

In the case of the reading time of the label, the difference of means between the weekly 

practitioners and the monthly ones is of 4.08(s), with a p-value of 0.7. In the second case, the 

difference of means between the weekly practitioners and non-practitioners is of -0.53(s) with 

a p-value of 0.96. Both p-values conclude in levels of insignificance. 
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4.3.2.7. Percentage of reading time out of total time spent in experiment 

In this case, the difference of means between the weekly and monthly practitioners groups is 

of 4.9, with a p-value of 0.56. In the second case, the difference of means is of -2.44, with a p-

value of 0.8. Both p-values show levels of insignificance. 

 

4.3.2.8. Final product choice 

Regarding the final choice, 76.9% of the group who practice physical activities weekly chose 

a product from the three groups with the most healthy products(3,4 and 5). In the case of the 

participants who practice monthly, 87.5% of them chose one of those products, while in the 

last case, 66.6% did so. 

 

4.3.3. Gender 

Further on, the differences between participants based on their respective gender are 

approached. In addition to the conducted analyses presented further below, an additional 

separate analysis for both genders has been made in relation with the experiment group that 

they were part of (controlled or manipulated). No significant results have been found. If any 

important trends are noticed, they are mentioned below. 

 

4.3.3.1. Screening 

For the screening stage, the difference between the time spent by males and females 

participants is insignificant, with a difference of means of only +0.01(s) and a p-value of 0.99. 

Regarding the female participants, the difference of means between those in manipulated group 

and in controlled group is +3.89(s), in favor of the manipulated group with a p-value of 0.09, 

creating an important trend, despite insignificance. Meanwhile, for the males, the difference of 
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means is of -3.16(s), therefore in favor of the controlled group, with an insignificant p-value of 

0.25. 

 

4.3.3.2. Evaluation 

Regarding the evaluation stage, the difference of means between genders is of -19.34(s), in 

favor of the female participants, with a p-value of 0.17, close to the border of significance, but 

still outside of it.  

 

4.3.3.3. Verification 

In the case of the verification stage, the difference of means between males and females is of -

0.4(s) with a p-value of 0.78, resulting in insignificance. 

 

4.3.3.4. Total time 

As for the total time spent by the participants in the experiment, the difference of means 

between genders is of -19.73(s), creating a favorable trend for the female participants. With a 

p-value of 0.17, it is still a insignificant result. Regarding the female participants, the difference 

of means between those in manipulated group and in controlled group is +14.34(s), in favor of 

the manipulated group with a p-value of 0.46, showing insignificance. Meanwhile, for the 

males, the difference of means is of -26.58(s), therefore in favor of the controlled group, with 

an insignificant p-value of 0.22, as seen in figure 5. 
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Fig 5 - control vs manipulated total time spent for genders (JMP software) 

 

4.3.3.5. Number of picked-up products  

Regarding the number of picked products from the shelves, the difference of means between 

male and female participants is of -0.78, in favor of the female participants. The p-value of 

0.08 shows levels of significance for 10%, but not for 5%. Regarding the female participants, 

the difference of means between those in manipulated group and in controlled group is +0.8(s), 

in favor of the manipulated group with a p-value of 0.25, creating a slight trend, despite 

insignificance. Meanwhile, for the males, the difference of means is of -0.41(s), therefore in 

favor of the controlled group, with an insignificant p-value of 0.39, as seen in figure 6. 

Fig 6 - control vs manipulated number of picked up products for genders (JMP software) 
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4.3.3.6. Total reading time of the label 

In the case of label reading time, the difference of means is of -13.38(s), therefore creating a 

trend in support of the females. With a p-value of 0.06, is it again a significant result at 

confidence level of 90%, but not of 95%. Regarding the female participants, the difference of 

means between those in manipulated group and in controlled group is +9.73(s), in favor of the 

manipulated group with a p-value of 0.39, creating a trend, despite insignificance. Meanwhile, 

for the males, the difference of means is of -8.83(s), therefore in favor of the controlled group, 

with an insignificant p-value of 0.27, as seen in figure 7. 

 

Fig 7 - control vs manipulated total time for reading label for genders (JMP software) 

 

4.3.3.7. Percentage of reading time out of total time spent in experiment 

In this case, the difference of means between males and females is of -8.98, creating a slight 

trend in favor of the female participants, but because of the p-value of 0.12, the result can be 

regarded as insignificant. 

 

4.3.3.8. Final product choice 

Regarding the final choice, the results of the 29 female participants and the 24 male are as 

follows. 82.75% of the total female participants (78.57% of controlled group and 86.66% of 
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the manipulated group) chose a product from the three product groups deemed the most 

healthy. Meanwhile, only 70.83% of the male respondents (91.66% of controlled group and 

only 50% of the manipulated group) have chosen a product from those exact same product 

groups.  

 

4.3.4. The usual reading of the label and the nutritional information, prior to the 

experiment 

 

Further on, are taken into account the answers from the survey about the participants’ behaviour 

regarding the reading of the label of morning cereal prior to taking part in the experiment. In 

this case, the answers of the survey are condensed and three categories are formed for a more 

swift analysis. The three interest groups of study here are the participants which usually read 

the label and the nutritional information before making a purchase (agree and strongly agree 

respondents from survey), indifferent participants and lastly the participants which usually do 

not read the nutritional information (disagree and strongly disagree respondents). In addition 

to the conducted analyses presented further below, an additional analysis on the group that 

usually reads the label has been made in relation with the experiment group that they were part 

of (controlled or manipulated). No significant results have been found. If any important trends 

are noticed, they are mentioned below. 

 

4.3.4.1. Screening 

Regarding the screening stage, first of all the results of the comparison between the participants 

who usually read the label and those who do not are as follows. The difference of means is of 

+1.3(s), creating a slight favorable trend for the group that usually read the label. The p-value 
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here is of 0.49, concluding in the result being insignificant. When it comes to the comparison 

between the group of participants who usually read the label and those are indifferent, the 

difference of means is of +4.11(s), in favor of those who usually read. The p-value here is of 

0.17, making the result again insignificant. 

 

4.3.4.2. Evaluation 

In the case of the evaluation stage, the difference of means between those who usually read the 

label and those who do not read it is of +39.52(s), in favor of those who usually read the label. 

The p-value here is of 0.009, making the result highly significant. Meanwhile, the difference 

of means between those who usually read and those who are indifferent is of +35.51(s), in favor 

of those who usually read. In this case the p-value is of 0.16, making the result insignificant. 

 

4.3.4.3. Verification 

Regarding the verification stage, the difference of means between the participants who usually 

read the label and those who do not is of +1.83(s), with a p-value of 0.21, making the result 

insignificant. Meanwhile, when comparing the individuals who usually read the label with 

those who are indifferent, the difference of means is of -2.48(s), therefore in favor of the 

indifferent group. The p-value of 0.31 concludes that the result is insignificant. 

 

4.3.4.4. Total time 

In the case of the total time spent by the participants in the three stages, the difference of means 

between the individuals who read the nutritional information from the label and those who do 

not read it is of +42.66(s) and with a p-value of 0.005, the result is highly significant, as seen 

in figure 8. However, when analyzing only the group of individuals who are usually reading 
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the label in relation with the study group which are part of (controlled or manipulated), no 

significant result is found (difference of means of -10.06(s), in favor of controlled group, p-

value 0.62) Meanwhile, the difference of means between the participants who usually read the 

label and those who are indifferent towards it is of +37.13(s), but with a p-value of 0.15, this 

concludes in an insignificant result. 

 

 

 

 

 

 

 

Fig 8. – participants who are reading the label - total time spent (JMP software) 

 

4.3.4.5. Number of picked-up products 

Regarding the number of picked-up products from the shelves, the difference of means between 

the group who usually reads the label for nutritional information and those who do not read is 

of +1.23, therefore in favor of those who usually read. The p-value of 0.009 concludes that the 

result is significant, as seen in figure 9. However, when analyzing only the group of individuals 

who are usually reading the label in relation with the study group which are part of (controlled 

or manipulated), no significant result is found (difference of means of +0.58(s), favor of 

manipulated group, p-value 0.42) In the meantime, the difference of means between those who 

usually read and those who are indifferent is of +0.55, but the p-value of 0.55 makes the result 

insignificant. 

 



57 
 

Fig 9. – participants who are reading the label – number of picked products (JMP software) 

 

 

4.3.4.6. Total reading time of the label 

In the present case, the difference of means between the group of individuals who read the label 

and those who do not is of +26.02(s) and with a p-value of 0.0007, it makes the result highly 

significant. Meanwhile, between the group who usually reads the label and those who are 

indifferent, the difference of means is of +20.2(s), but with a p-value of 0.16, it makes for an 

insignificant result. 

 

4.3.4.7. Percentage of reading time out of total time spent in experiment 

In the following case, the difference of means between the group who usually reads the label 

and the group who do not is of +23.2 and with a p-value of 0.0001, it makes for a highly 

significant result. Meanwhile, when comparing the group of individuals who usually read with 

those who are indifferent, the difference of means is of +17.23, but the p-value of 0.12 makes 

the result insignificant. 
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4.3.4.8. Final product choice 

Further on, the results regarding the final product choice can be observed. 96.55% of the 

individuals who are usually reading the nutritional information have chosen a product from the 

most healthy three allocated product groups. 57.89% of those who usually do not read the label 

have chosen a product from those same groups. Lastly, only 40% of the individuals who were 

indifferent chose a product from those three groups.  

 

4.3.5. Participants who are usually aware of the health related factors 

In this section, are taken into account the answers from the survey about the participants’ 

awareness regarding the healthiness of the consumed morning cereal, prior to taking part in the 

experiment. Further on, the answers of the survey are condensed and three categories are 

formed for a quicker analysis. The three interest groups are as follows. First, the participants 

usually aware of the health considerations of morning cereals(who agree and strongly agree), 

then those usually unaware of those considerations(who disagree and strongly disagree) and 

finally the indifferent participants. In addition to the conducted analyses presented further 

below, an additional analysis on the group that is usually aware of the health considerations 

has been made in relation with the experiment group that they were part of (controlled or 

manipulated). No significant results have been found. If any important trends are noticed, they 

are mentioned below. 

 

4.3.5.1. Screening 

In the case of the screening stage, first of all the results of the comparison between the 

participants who are usually aware of the health considerations and those who are not are as 

follows. The difference of means between the two groups is of +1.61(s), creating a favorable 

trend in support of the usually aware group. The p-value of 0.52 makes the result insignificant. 
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Meanwhile, when comparing the participants who are usually aware of the health 

considerations with those who are indifferent on the matter, the difference of means is of 

+2.24(s). With a p-value of 0.38, this finding is however insignificant. 

 

4.3.5.2. Evaluation 

Regarding the evaluation stage, the difference of means between the participants aware of the 

health aspects and those unaware is of -32.73(s), therefore in favor of the unaware group. With 

a p-value of 0.07, the result is significant for confidence level of 90%, but not for 95%. In the 

meantime, between the participants aware and those indifferent the difference of means is of -

22.11(s), therefore in favor of the indifferent group. With a p-value of 0.24, the result is 

considered insignificant. 

 

4.3.5.3. Verification 

In the present case of the verification stage, the difference of means between the participants 

aware of the health aspects and those unaware is of -0.84(s), in favor of the unaware group. 

With a p-value of 0.67, the result is marked as insignificant. Meanwhile, between the 

participants aware and those indifferent the difference of means is of +1.77(s), in favor of the 

aware group. With a p-value of 0.38, the result is insignificant. 

 

4.3.5.4. Total time 

Regarding the total time spent, the difference of means between the participants aware of the 

health aspects and those unaware is of -31.96(s), in favor of the unaware group. With a p-value 

of 0.08, the result is considered insignificant. In the meantime, between the participants aware 
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and those indifferent the difference of means is of -18.09(s), in favor of the indifferent group. 

With a p-value of 0.36, the result is marked as insignificant. 

 

4.3.5.5. Number of picked-up products 

In the issue of picked-up products, the difference of means between the participants aware of 

the health aspects and those unaware is very low, at -0.09 with a p-value of 0.88. Meanwhile, 

between the participants aware and those indifferent the difference of means is also very low, 

at -0.09 with a p-value of 0.88. Both p-values demonstrate high levels of insignificance. 

 

4.3.5.6. Total reading time of the label 

Regarding the reading time of the label, the difference of means between the participants aware 

of the health aspects and those unaware is of +13.7(s), in favor of the participants aware with 

a p-value of 0.18. In the meantime, between the participants aware and those indifferent the 

difference of means is of -1.79(s), with a p-value of 0.87. The p-values show levels of 

insignificance. 

 

4.3.5.7. Percentage of reading time out of total time spent in experiment 

In this section, the difference of means between the participants aware of the health aspects 

and those unaware is of +13.39, in favor of the aware group, with a p-value of 0.11. Meanwhile, 

between the participants aware and those indifferent the difference of means is of +3.77, with 

a p-value of 0.66. Both p-values conclude in levels of insignificance. 
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4.3.5.8. Final product choice 

Regarding the final choice of the participants, out of the participants who are aware of health 

considerations, 89.18% of them chose a product from the three most healthy product groups. 

From the group of people usually unaware of the healthy considerations, only 50% of them 

chose a product from those groups. Lastly, from the indifferent participants, also 50% of them 

chose a product from one of the three groups. 

 

4.3.6. The reasoning behind the participants’ choice 

In the following section, the participants’ reasoning behind choosing a product is analysed in 

connection with the variables analysed across this chapter. The open answer from the survey 

regarding the mentioned reasoning has been codified into two main categories of answer for a 

quicker and precise analysis, which better fits the hypotheses. The two answer, furtherly 

analysed here, are healthy-orientated and experiency/taste. 

 

4.3.6.1. Screening 

Regarding the screening stage, the difference of means between the group of participants 

who’ve chosen a product based on healthy considerations and the one that chose it based on a 

more experience or taste consideration is slim, of -0.19(s). With a p-value of 0.91, the result is 

considered insignificant. 

 

4.3.6.2. Evaluation 

In the discussion of the evaluation stage, the difference of means between the two groups of 

individuals is of +24.34(s), creating a trend favorable for the health-orientated individuals. 

With a p-value of 0.09, the result is slightly significant, but not for the 95% confidence level. 
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4.3.6.3. Verification 

In the section of the verification stage, the difference of means between the healthy-orientated 

and the experience and taste orientated is of +1.19(s), in support of the health-orientated. The 

p-value of 0.41 is however reason of insignificance. 

 

4.3.6.4. Total time 

Regarding the total time spent by the participants, the difference of means between the two 

groups is of +25.34(s), in favor for the healthy-orientated. The p-value is 0.08, creating a small 

significance, but not for the 95% confidence level. 

 

4.3.6.5. Number of picked-up products 

In the case of the number of picked-up products, the difference of means between health 

orientated and experience/taste groups is of +1.26, in favor for the healthy orientated. The p-

value here is 0.004, making the result highly significant, as seen in figure 10. 

 

 

 

 

 

 

 

 

 

 

Fig 10. Reasoning of choice of participants – number of picked products (JMP software)  
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4.3.6.6. Total reading time of the label 

Regarding the time spent by the participants reading the nutritional information on the package, 

the difference of means between the two groups is of +26.62(s), in support of the healthy 

orientated group. The p-value here is 0.0002, concluding that the result is highly significant, as 

seen in figure 11. 

 

 

 

 

 

 

 

 

 

 

Fig 11. Reasoning of choice of participants – reading time of label (JMP software)  

 

4.3.6.7. Percentage of reading time out of total time spent in experiment 

As for this section, the difference of means between the healthy orientated and the 

experience/taste groups is of +23.79 and with a p-value below 0.0001, it makes the result highly 

significant. 

 

4.3.6.8. Final product choice 

Regarding the percentages of the final product choice of the two groups, 58,62% of the 

participants in the experience/taste group have considered a product from the three most 



64 
 

healthy product groups (3,4 and 5). More exactly, only 24,13% of the whole group has chosen 

a product from groups 4 and 5, the two most healthy groups. Meanwhile, all participants 

(100%) in the healthy orientated group have chosen a product from groups 3,4 and 5 with only 

17,39% of them choosing a product from group 3(the medium healthy group). 

 

5.  Discussion  

The analysis conducted in the present thesis is based on the four proposed hypotheses. The 

hypotheses aim to discover any potential influence towards healthier product options from the 

external pre-touch point when choosing among the breakfast cereals categories. The behaviour 

of the 53 participants, which were split into two groups (controlled and manipulated) has been 

studied according with the hypotheses. 

 

In this perspective, the question that this study seeks to answer is: 

To what extent customer do pre-touch points influence the consumer behaviour towards 

healthier product options?          

                 

The pages that follow discuss the main four and the secondary hypotheses for the six sets of 

interest groups. The discussion draws on the theoretical background introduced in the literature 

review, and the quantitative results presented in the findings analysis. 

 

5.1. Controlled vs Manipulated group 

During the data collection, the participants were split into two groups. The manipulated group 

was introduced to a visual pre-touch point prior to the decision making process, while the 
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controlled was not under any external influence. First of all the analysis was performed by 

comparing the two mentioned groups in relation to the four main hypotheses.  

 

5.1.1. Time spent during the three stages 

Regarding the first hypothesis, which implies that the manipulated group will spend more time 

on gazing over the products during the three stages of visual attention process than the 

controlled group. For the screening stage only a small trend was observed in favor of the 

manipulated group. In the evaluation stage, both groups spent the longest time gazing over the 

products, but this time a trend was observed in support of the controlled group. For the last 

stage, which is the verification one the groups had similar time results. Overall for the total 

time spent on the experiment the controlled group has spent more time. 

 

5.1.2. Number of picked up products 

For the second hypothesis, which suggests that the manipulated group will pick up more 

products from the shelf rather than the controlled group. Here also a small tendency has been 

observed in favor of the manipulated group.  

 

5.1.3.  The duration of label reading 

The third hypothesis insinuated that the manipulated group will spend more time reading the 

labels in regards to the nutritional content of the products than the controlled group. The 

findings from the analysis shows that the manipulated group indeed spent more time reading 

the label but only with slightly higher timing (almost 2 seconds more). 
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5.1.4. Final choice 

The last main hypothesis claims that the manipulated group will have a higher percentage of 

healthier product options (group 3,4 and 5) as a final choice than the controlled group. In this 

case 84,6 % of the controlled group chose a product from these three groups versus 70.3 % of 

the manipulated one. 

 

5.1.5.  Chapter summary 

From the analysis of the data collected no significant statistical findings were found for the 

four main hypotheses, therefore the authors of the thesis have considered the findings to be 

trends with no concrete evidence. In order to find stronger results the participants were divided 

into six different groups of interest e.g. pre-touchpoint influence, physical activity, gender, 

frequency of label reading, health awareness and reasoning of product choice. The last 

mentioned groups are based on the results from the follow-up questionnaires. 

 

5.2. Pre-touchpoint influence 

 

Here we can distinguish among three different groups depends of their interaction with the pre-

touch point (poster of fitness center): 

 Group 1 - Participants influenced by the pre-touch point  

 Group 2 - Participants not influenced by the pre-touch point  

 Group 3 - Participants who are uncertain about the influence         

In this section the three mentioned groups were compared against each other. 
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Summary of findings 

First of all, it needs to be acknowledged that none of the results regarding the participants’ 

interaction with the pre-touchpoint is statistically significant, more trends are observed. Even 

though the participants from the second group stated that they have noticed the poster, but did 

not feel influenced, their behaviour showed better results than the participants who stated 

that  were influenced. The participants in the second group spent more time during the 

experiment, they had higher number of picked up products, spent more time reading the 

nutritional information and more of them chose a healthy product than the participants in the 

first group. The third group, the participants who stated that they are uncertain about the 

influence, picked up the most products of the three groups and also all of them chose a product 

deemed as healthy. Since the participants which declared as being influenced by the pre-

touchpoint had worse results than the other two groups, the authors of the thesis consider that 

it is due to a subjective interpretation of the notion.   

 

5.3. Frequency of physical activity 

 

Here we can distinguish among three different groups depending of the frequency of their 

physical activities: 

 Group 1 - Participants who practice on a weekly basis 

 Group 2 - Participants who practice on a monthly basis 

 Group 3 - Participants who do not practice at all          

In this section the three mentioned groups were compared against each other. 
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Summary of findings 

As previously, the results presented in the following are not statistically significant and can 

only be considered as small trends. The participants in the first group, who practice physical 

activities on a weekly basis, spent more time gazing, during the experiment than those who do 

not practice at all (almost 8 seconds), and have picked up more products than all of the other 

participants. They also spent slightly more time reading the nutritional information than the 

participants in the second group and almost as much as the participants who do not practice at 

all. However, the participants who practice physical activities on a monthly basis, spent most 

amount of time during the experiment of the three interest groups (only about 3 seconds more 

than the first group) and the same participants chose the most healthy products from the product 

groups (groups 3,4 and 5). Of them, 87.5% choose one of those products, followed by the first 

group, of which 76.9% did so. 

 

5.4. Gender 

Further on, the results of the differences between the male (24 individuals) and the female (29 

individuals) participants are summarized. 

 

Summary of findings 

First of all, it needs to be recognized that no statistically significant results have been found, 

but higher trends in comparison with the previous results. Across the four hypothesis, more 

favorable trends for the female participants have been observed. Regarding first of all the total 

time spent during the experiment, the women spend nearly 20 seconds more than the men. 

When cross-checked with the two experimental groups (controlled and manipulated), it can be 

observed that the female participants in the manipulated group spent more time than the male 

from the same group. An important trend is observed regarding the number of picked-up 
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products, when women picked up almost one product more than the men. Once again, when 

analyzing the gender differences across the manipulated and the controlled group, the women 

in the manipulated group picked up more products than the men in the same group. Another 

very important trend here can be noticed regarding the total time spent reading the nutritional 

information, where women spent around 13 seconds more then men and again the female 

participants in the manipulated group had higher results during this part of the analysis than 

the male participants. Lastly, regarding the final choice, 82.75% of the female participants 

chose a product deemed more healthy (groups 3,4 and 5), while only 70.83% of the male 

participants did the same. 

 

5.5. Frequency of label reading 

Here we can distinguish among three different groups depending of the frequency on which 

they usually read the nutritional information before purchasing morning cereal: 

 Group 1 - Participants who usually read the label 

 Group 2 - Participants who not read the label 

 Group 3 - Participants who who are indifferent     

In this section the three mentioned groups were compared against each other. 

 

Summary of findings 

The following section contains statistical significant results, along with other important or 

small trends. First of all, regarding the total time spent during the experiment, the first group, 

containing participants who usually read the label spent the most amount of time out of the 

three groups (around 42 seconds more than the second group - statistical significant, and around 

37 seconds more than the third group - important trend). However when cross-checking with 

the two original groups of experiment, the participants who usually read the label from the 
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manipulated group spent around 10 seconds less than the same participants from the controlled 

group. Further on, the participants from the first group picked up the most products than all the 

other participants and when comparing them with the participants who do not read the label, a 

statistical significant result can be observed. However, no important trends can be observed 

when cross checking this particular group of individuals (group 1) with the two original groups 

of experiment (controlled and manipulated). Regarding the actual reading time of the label 

during the experiment, big significant results can be observed in favor of the first group (around 

26 seconds more than group 2 and 20 seconds more spent than group 3). However, a small bias 

could be in order here, since the survey was conducted short after the experiment and for those 

participants who actually spent more time reading the labels during the experiment the question 

could act as a trigger of remembering actions from the near past. In the end, regarding the final 

choice of the product, 96.5% of the participants of the first group have chosen a product from 

the three most healthy product groups (groups 3,4,5), while 57.89% did so from the second 

group, while 40% the participants from third group chose one of those products. 

 

5.6. Health awareness 

Here we can distinguish among three different groups depending of the level of health 

awareness before purchasing morning cereal: 

 Group 1 - Participants who are usually health aware 

 Group 2 - Participants who are not aware 

 Group 3 - Participants who who are indifferent     

In this section the three mentioned groups were compared against each other. 
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Summary of findings 

It needs to be acknowledged that the following section does not contain statistical significant 

results, only important or small trends. First of all, the participants from the first group are 

spending more time reading the label for nutritional information than all the other participants 

(around 14 seconds more than the second group, making it an important trend, 2 seconds more 

than the indifferent group). Regarding choosing a product, the participants who are usually 

health aware had the bigger result, with 89,18% of them choosing a product from the most 

healthy product groups. In comparison only half of the second group and half of the third group 

did so. In the discussion of total time spent during the experiment, the second group, containing 

participants who are not health aware spent the most amount of time of all the three groups 

(around 32 seconds more than group 1, a very important trend), followed by the indifferent 

group (18 seconds more than the first group, a small trend). Regarding the number of picked-

up products, all the participants in this category behaved statistically in almost the same 

fashion. 

 

5.7. Reasoning of choice 

Here we can distinguish among two different groups depending of their own personal reason 

of choosing a product: 

 Group 1 - Healthy-orientated choice 

 Group 2 - Choice based on experience or taste     

In this section the two mentioned groups were compared against each other. 

 

Summary of findings 

The following section contains statistical significant results, along with other important or 

small trends. Across this section, favorable results for the health orientated participants have 
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been observed. First of all, regarding total time spent during the experiment, the participants 

who chose a product based on a healthy consideration spent around 25 seconds more than the 

rest of the participants (making the finding an important trend). Second of all, the first group 

picked up more(1.2) products than the other participants, resulting in a significant finding. 

Further on, regarding the label reading, the healthy orientated group spend nearly 27 seconds 

more than the rest of the participants, making this a highly significant finding. Finally, all of 

the healthy oriented participants have chosen a product from the most healthy group 

products(group 3,4 and 5). Meanwhile, only 58.6% of the second group chose a product from 

groups 3,4 and 5. 

 

5.8. Implications 

 

5.8.1. Academical 

 

Physical activity has been shown to be beneficial for health problems, disease prevention and 

many individuals are considering it to be a very important instrument for health improvement. 

During the analysis, one of the interest areas studied was the frequency of physical activities 

of the participants. Here, the participants of the three response groups (who practice weekly, 

monthly and not at all) acted almost the same, showing insignificant results across the studied 

variables, which connect with the four main hypotheses of the present thesis. Although, 

expected of them in some extent, the present participants, who are frequent practitioners of 

physical activities, did not incline more than those who do not practice so often towards 

healthier behaviour.  
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5.8.2. Managerial 

Regarding managerial implications, a series of findings could assist both marketing and 

research and development departments of morning cereal producers. First of all, after studying 

the behaviour of participants in relation with their gender, the female individuals in the present 

study group seemed more likely to lean towards healthier behaviour than men. They could be 

the primary target of future advertisement campaigns for healthy and well informed food 

consumption in regards to breakfast cereal category.  

 

Secondly, the packaging of the morning cereal can play a vital role in the course of choosing a 

healthier morning cereal. Visschers, Hess and Siegrist (2010) confirmed that the manner the 

nutritional information is displayed on the package can influence the way the people are 

manifesting towards it. For example, in some cases the package contains a great deal of 

information and the nutritional aspects are crammed on a small area on one side of the box, 

which is not very wide. This could possibly lead the individual to abandon their search at 

midpoint, but developing a less information crowded and more simple package could solve the 

issue.  
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6. Conclusion 

The main objective of the present study was to examine any possible influence that an external 

pre-touchpoint could have over the behaviour of regular consumers. The pre-touchpoint in the 

form of a fitness center poster displayed a number of fit individuals working out in a facility. 

The change in behaviour was expected to lean towards healthier and more informed product 

choices and the breakfast cereals have been chosen for the purpose of the present study.  

 

The conducted experiment consisted of the fifty-three participants being divided into those 

manipulated by the external pre-touchpoint and a control group. Afterwards, they were asked 

to choose a product out of the 25 available on the real life shelves inside SenseLab 1 at CBS. 

Their time inside the laboratory was monitored by eye-tracking glasses. An extensive follow-

up survey was completed by all participants, which tried to obtain knowledge about the usual 

habits regarding healthy food consumption. 

 

Before conducting the analysis on the collected data, a number of four hypotheses has been 

proposed in order to focus the study in certain domains of interest. What was considered of 

great importance here, which also lead to the formation of the hypotheses was the duration of 

time spent inside the experiment, the number of products picked up from the shelves, the time 

spent reading the nutritional information on the packages and the final product choice. 

 

The analysis was conducted first in order to observe the results of the two groups (controlled 

and manipulated) by comparing them to each other. After doing so, no statistically significant 

results have been observed, the two groups acting almost the same, with only small differences. 

This lead to the conclusion that more analysis needs to be furtherly conducted. Therefore, a 
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number of six interest groups have been formed for this purpose. The mentioned groups are 

based on the results from the follow-up questionnaires and they are as follows: a) pre-touch 

point interaction; b) frequency of physical activity; c) gender; d) frequency of label reading; e) 

health awareness; f) reasoning of product choice. Out of these six groups, within three of them 

have been observed significant statistic results or very important trends and the groups are 

gender, frequency of label reading and reasoning of product choice. The mentioned results 

showed that the female participants had stronger results than male across the four main 

variables, similar to the participants who usually read the label in contrast to those who do not 

and to the participants chose a healthy product in contrast with those who chose one based on 

experience or taste.  

 

Lastly, it needs to be mentioned that solely from the conducted analysis, it would seem that the 

manipulation used was not sufficient for influencing the consumer behaviour towards healthier 

and informed food consumption. Therefore, more in-depth analysis should be performed in 

order to discover possible influencers and eliminate current non-influencers.  

 

7. Future research 

This master thesis is a university related research study with limited amount of data and 

outcomes conducted in a limited time. Even though the results from the statistical data have 

proven not to be significant, this research can be used as a starting point for future research 

with more resources spent. A suggestion for future research set up in different environment or 

with different participants, in different geographical location can enrich the discussion by 

comparing the differences and similarities in the results.  
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7.1. Sample population 

The experiment of this study was with random participants    - 53 current residents of 

Copenhagen with ages between 19 and 33 years old. None of the participants was exposed to  a 

pre-screening process. If a pre-screening process was performed, it could have helped to 

identify relevant participants for the study - by dividing them into different target groups. This 

way we could have investigated the behaviour of participants who are breakfast cereals 

consumers and non consumers, participants having different levels of physical activity etc. The 

current groups consist of 29 females and 24 males split almost equally into the controlled and 

manipulated group. From the results of the study could be concluded that females are easier 

manipulated than males, so a future research might focus more on the distinction of the gender 

consumer behaviour. Even though all current participants currently reside in Denmark, not all 

of them are Danes and their health awareness and understanding might be influenced by their 

own culture.      

              

 

 

7.2. Brand awareness 

As all of the products are from well known brands available in Denmark, they have received a 

lot of visual attention. By having strong brands, which the participants are familiar with could 

have led to the negative impact on simply ignoring the other options. It could have been 

beneficial to divide the products into same packaging with only the nutritional content on the 

boxes to avoid any further distraction.     
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7.3. Real store environment 

As the experiment was conducted in controlled environment (laboratory) many of the external 

factors to distract the participants have been eliminated. Doing the experiment in a real store 

could have been more valuable from a managerial perspective as it could have show how 

participants behave naturally. There they could have been exposed to other stimuli such as 

other products, noises, smells, price tags, other consumers etc. By having the price of the 

products presented could have evaluated the participant’s emotional reaction and further 

understand how products are perceived at various costs. Another way to test if their behaviour 

could be influenced is to have had other stimuli in terms of pre-touch points.             
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9. Appendix 

1. Example of a questionnaire 
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2. Cereal consumption in Denmark  

 

Table 6 LBN Brand Shares of Breakfast Cereals: % Value 2014-2017 

% retail value rsp Company (NBO) 2014 2015 2016 

 
 

      

      

Kornkammeret (Lantmännen ek för) Lantmännen Cerealia A/S 19.61 20.06 20.39 20.75 

Axa (Lantmännen ek för) Lantmännen Cerealia A/S 7.94 8.68 8.79 8.85 

Quaker (PepsiCo Inc) Orkla Foods Danmark A/S - - 5.26 5.19 

Kellogg's Corn Flakes (Kellogg Co) Nordisk Kellogg's A/S 5.36 5.24 5.19 5.13 

Ota (PepsiCo Inc) Orkla Foods Danmark A/S - - 3.57 3.62 

Kellogg's Frosties (Kellogg Co) Nordisk Kellogg's A/S 3.96 3.74 3.51 3.34 

Urtekram (Midsona AB) Urtekram A/S - 3.02 3.07 3.19 

Kellogg's Special K (Kellogg Co) Nordisk Kellogg's A/S 2.95 2.95 2.91 2.88 

Budget (Private Label) Dansk Supermarked A/S 2.32 2.57 2.66 2.72 

Cheerios (Cereal Partners Worldwide 
SA) 

Nestlé Danmark A/S 2.49 2.47 2.44 2.42 

Kellogg's All Bran (Kellogg Co) Nordisk Kellogg's A/S 1.90 1.91 1.89 1.86 

First Price (Private Label) Dagrofa ApS 1.80 1.78 1.77 1.74 

Nutana (Midsona AB) Urtekram A/S - 1.65 1.66 1.65 

X-Tra (Private Label) Coop Danmark A/S 1.51 1.54 1.53 1.52 

Finax (Abdon Finax AB) Finax AB 1.95 1.70 1.41 1.37 

Änglamark (Private Label) Coop Danmark A/S 1.36 1.29 1.33 1.35 

Guldkorn (Raisio Oyj) Conaxess Trade Denmark 
A/S 

- - 1.40 1.34 

Coop (Private Label) Coop Danmark A/S 1.15 1.15 1.16 1.17 

Semper (Hero Group GmbH) Semper AB 0.70 0.94 1.11 1.11 

Belsø Belsø Muesli 1.15 1.06 1.06 1.07 

Rema 1000 (Private Label) Reitan Servicehandel 
Danmark A/S 

0.83 0.95 0.97 0.97 
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Nesquik (Cereal Partners Worldwide 
SA) 

Nestlé Danmark A/S 0.99 0.94 0.89 0.83 

Irmas (Private Label) Coop Danmark A/S 0.59 0.73 0.78 0.82 

Schär Dr Schär AG/SpA 0.52 0.68 0.79 0.77 

Fitness (Cereal Partners Worldwide 
SA) 

Nestlé Danmark A/S 0.63 0.65 0.66 0.65 

Kellogg's Rice Krispies (Kellogg Co) Nordisk Kellogg's A/S 0.68 0.65 0.62 0.58 

Kellogg's Coco Pops (Kellogg Co) Nordisk Kellogg's A/S 0.55 0.55 0.51 0.48 

Crüsli (PepsiCo Inc) Orkla Foods Danmark A/S - - 0.45 0.46 

Weetabix (Post Holdings Inc) Weetabix Ltd - - - 0.35 

Weetos (Post Holdings Inc) Weetabix Ltd - - - 0.22 

Weetos (Bright Food (Group) Co Ltd) Weetabix Ltd 0.27 0.24 0.23 - 

OTA Solgryn (PepsiCo Inc) Valora Trade Denmark A/S 3.37 3.51 - - 

Guldkorn (Raisio Oyj) Valora Trade Denmark A/S 1.59 1.48 - - 

Crüsli (PepsiCo Inc) Valora Trade Denmark A/S 0.44 0.44 - - 

Quaker Havrefras (PepsiCo Inc) Valora Trade Denmark A/S 3.37 - - - 

Urtekram Urtekram A/S 2.75 - - - 

Nutana Urtekram A/S 1.60 - - - 

Mor7gen (Lantmännen ek för) Lantmännen Cerealia A/S 1.33 - - - 

Quaker Havre Flakes (PepsiCo Inc) Valora Trade Denmark A/S 0.71 - - - 

Quaker Rugfras (PepsiCo Inc) Valora Trade Denmark A/S 0.71 - - - 

Gaiagrain (Koff A/S) Nakskov Mill Foods A/S 0.57 - - - 

Quaker Minifras (PepsiCo Inc) Valora Trade Denmark A/S 0.53 - - - 

Other Private Label (Private Label) Other Private Label 7.93 8.00 7.88 7.74 

 

Source: Euromonitor International from official statistics, trade associations, trade press, company 

research, store checks, trade interviews, trade sources 

 

 

 

 



 
 

 


