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ABSTRACT

This thesis is based on an exploratory study that strives to create a more in depth understanding of 

the impact additional information available to a consumer, may have on the decision making 

process and specifically on the end purchase decisions. The focus is on the possibilities advances in 

technology had made possible, in the form of Internet access via a smart phone in the decision 

making situation. It also looks briefly at how the production industry might think in regards to these 

new options technology is providing.

The paper first explores the known theory in regards to consumer behavior as it pertains to the 

decision making process, focusing on knowledge acquisition, ethical consumerism and misleading 

information.

Five cases are used as the base for the primary data and the smart phone application “Kemiluppen”, 

which can provide curated data on personal hygiene products such as shampoo, toothpaste ect., are 

used as the consumers source of additional information at the purchasing level.

The consumers chosen all have varying familiarity with the app and are all between 27-39 years 

old, residing in the Copenhagen area. The cases are observed on a regular shopping trip to a known 

location, where the consumer interacts with the apps and products. After the observation is 

concluded a semi-structured interview were conducted with each case participant.

It was show that prior knowledge and experience where a large factor in the decision making 

process and choice identification, and that the additional information worked to confirm or reject 

the choice identification or purchasing decision, which in turn could affect post-purchase 

satisfaction. The additional information made consumers better at more truly weighing product 

attributes against one another, which impacted the purchase decision, as the consumer had more 

knowledge about attributes, as well as knowledge regarding which attributes a product possessed.

The additional information where also used as a rule of thumb or guide and thus enabling the 

consumer to engage in a more naturalistic decision making process, instead of striving for an 

optimal choice and to conserve some of the mental energy that would have otherwise been spent. 

The cases showed that in line with what other studies have shown, the product involvement at the 

purchasing level can med medium to high, even if the long term product involvement is not. The 
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higher product involvement at the purchasing level meant the product was seen as important and so 

the additional information was taken into account in all cases, when making the purchasing 

decision.

Further research is needed to truly understand this area of research and the consequences of the 

impacts found in this study would be a possible next step, in looking at how they affect the market 

in relation to demand and supply over time. Personalized curated information as well as technology 

that logs or monitors activities and consumption would also be relevant areas for further research.

INTRODUCTION

The initial inspiration for the research area came as I found myself using my smart phone more and 

more in the store before making decisions, both large and small. From looking at Pinterest for 

recipes and ideas for what to have for supper, to googling what the difference between “Antonius” 

and “Friland” was when buying pork. Several apps then came to my attention over time, from one 

that could help locate a nearby restaurant while on a trip to Bruxelles, to the ingredient specific ones 

that enabled you to check if the product you were about to buy contained micro plastics.

As I have always been allergic to a great number of things I have always been forced to read labels 

on most of the products I purchased and so having help or access to additional, or more easily 

understood information seemed like a gift and changed my purchasing behavior.

I started looking into behavioral psychology and behavioral economics and found that a lot of the 

information was not focused on including the relatively new aspect of the internet, unless is was to 

focus on online shopping.

The problem then seemed almost to choose itself; I would look into how consumers used their 

phones or their online access to find information while they were in the store. After more research 

and looking into what had previously been done, the current research angle was set.

I will strive to shine a light on not only how consumers use the information that are available to 

them via their online access, but to take a small step in exploring this huge research area of 

consumer behavior and external information search in the store, in relation to the online 

possibilities.

The study would then be exploratory and seek to look at what impact these new tools for instant 

information could have.

The research question then are as follows
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Research Question 

”What are the impact of having access to additional knowledge in the decision making moment, 

regarding production and/or ingredients of FMCG, on end purchase decisions?”

The choice was made to look at fast moving consumer goods and the impacts in the store 

environment, at the purchasing level.

Delimitation

As stated above the study is exploratory in nature and focuses on the decision making processes 

taken place at the purchasing level.

The study will use the app “Kemiluppen” as a courier for curated information, looking at how the 

additional information the app can provide impacts the processes.

It will not look at general data available online in non curated form, as the whole of the Internet 

provides a scope that is not feasible in this study, in the form of all the variables that would 

represent.

The app is chosen for the study as it is already known and used by consumers in Denmark, giving 

the possibility to explore consumers' external information search and their decision making process 

when they are already familiar with the source of the external information as well as when they are 

not.

The study will focus on the product categories of personal hygiene and care, such as toothpaste, 

shampoo, make-up ect. This is a decision that is implicit in the choice made regarding the focus on 

the app, as these are the product categories it covers. 

The study will not include what further repercussions the impacts, if any, may cause, such as 

demand, supply or wider market influences.

The study will stive to include a perspective from producers or industry representatives on the 

option of additional information, to explore if that part of the market has seen or expects impacts 

from the developments in technology that has allowed this access.

The study will not seek to generate generalizable data, but will focus on the qualitative data derived 

5



from the cases.

Preliminary Methodology and Philosophy

All of the research done is executed from the epistemological view of critical realism, as this is my 

own personal stand point. It is disclosed in an effort of transparency as it affects the approach to and 

execution of the research. This basis has meant that one of the important aspects during the research 

process has been to try and understand the purpose and agenda of the authors, to remain critical of 

texts and as such to more fully understand the context and perspective from which it was written. 

Approaching texts with a critical stance has then enabled a more comprehensive understanding of 

the content and the ability to use it in a more neutral or objective manner.

The study takes an exploratory approach and the groundwork of the research process was laid by 

gathering a base of theories and general knowledge regarding decision making, consumer behavior, 

labeling and government policy among others. A deductive approach was then used to design the 

framework and approaches to examine the empirical world, based on the knowledge and theories 

gathered. The approach to gathering primary data draws more from the inductive in that there was a 

framework to the gathering of primary data, but the observations are what leads to the patterns and 

conclusions and no hypothesis was set before the observations were conducted.

The finding gathered in this process were then investigated in relation to the theories presented in 

this paper. 

THEORY

Consumer Behavior

There can be a multitude of variables included in the many decisions the precedes acquisition, such 

as whether to purchase, when and where to purchase and precisely what type of the product to get.

The final decision can also involve many people, such as where to eat dinner or which car to 

purchase, whether it be family, colleagues or friends that either influence, help research and gather 

information or are a part of the final say. Even smaller and less risk filled decisions are often not 

made completely alone(Avery 2013; Hoyer and MacInnis 2010)

Consumer culture – a macro view
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All of these variables are affected by the consumer's culture and how that in turn affects behavior. 

This includes the diversity in consumers such as their age, gender identity, sexual orientation, 

religious, ethnic and religion. Different norms and trends will affect a person depending on these 

factors, and the consumer's behavior and purchases will also be affected. These norms and trends 

can affect people's value systems, personality and lifestyle choices and so becomes part of the 

foundation of a consumer's culture. For example members of the same generation within a country 

tend to hold similar values, as they have grown up in a certain cultural climate e.g. an economic 

boom or down turn.

Other variables such as social class, which tends to affect values and behavior patterns, or the 

composition of the person's household (nuclear family vs single) also play a role in the consumer's 

cultural base, and can shift over time. (Hoyer and MacInnis 2010)

Why do people buy the things they do - consumer motivation and ability

When we zoom in on the question of why people then buy and consume the products the do, we 

must first look at motivation.  Arnould, Price and Zinkhan utilize the definition of motivation as 

“...an inner drive that reflects goal-directed arousal.”(Arnould, Price, and Zinkhan 2002, p.378)

Motivation then occurs when an inner need, which may be hedonistic or utilitarian, is aroused and a 

drive to satisfy the need becomes the goal of the consumer's behavior. Recent research suggest that 

consumers might not need to be fully aware of the inner drive that are driving them towards a 

certain goal, but that it might still affect their behavior. The path a consumer chooses from need to 

goal is impacted by all of the factors mentioned in the above section, such as values, personality and 

cultural background. (Solomon et al. 2016)

If the consumer is very motivated and their drive to reach a specific goal is strong, then they might 

engage in high effort behavior, such as standing in line for a midnight release of a book, paying 

more for premiere tickets to a play. When consumers are highly motivated they are also more likely 

to spend more time and mental energy on the process, which affects how you process and collect 

relevant information. A consumer might spend more time researching a product or pay careful 

attention to information regarding it, such as price, release date or sales of the product. The whole 

information processing and decision making process are thus altered if a person is highly motivated. 

The same can be said for the situation where a person has very low motivation, as the effects will be 

reversed.
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Expectancy theory posits that the inner drive that is the base of motivation is directed by positive 

incentives. That we are driven towards the behavior that we expect will have a desirable outcome, 

and as such is a cognitive drive, rather than a biological drive.(Solomon et al. 2016)

The experience of the process and behavior that results from this drive towards a desirable outcome 

can be described as the consumer's involvement in the decision making process. It can take the form 

of enduring involvement if the consumer is interested and motivated to continually be a part of the 

process, such as with a hobby, or it can be temporary involvement where the given situation has 

created a need, and once the goal is reached, the involvement drops sharply. This could be the case 

with the purchase of a holiday, where the consumer spends a significant amount of time researching 

destinations and hotels prior to the holiday, but once the holiday is purchased, the person's 

involvement in hotels and flights becomes very low. 

Involvement can be either cognitive, where the person spends time learning about a product by 

acquiring and processing new information, or it can be affective where the person has a sense of 

feelings or emotions attached to the product or consumption of the product.(Hoyer, W.D.: MacInnis 

2010) 

It is clear the motivation and involvement are large factors in the initial steps toward a behavior and 

the information processing and acquisition that takes place. But people vary greatly in what 

knowledge they possess or the experiences they have had with certain products. Findings show us 

that consumers who are already knowledgeable about a product or area “...are better able to think  

deeply about information than are equally motivated but less knowledgeable consumers...” (Hoyer 

and MacInnis 2010, p. 87) We will take a deeper look into what this prior knowledge means and 

how it affects decision making later in the paper.

Consumers who are motivated to go through the behaviors described above to reach their goal 

might not have the money to choose the option that would satisfy their need, and so are constrained 

by this, even though they possess all the other resources necessary to process information and make 

a decision. It is clear that the resources a consumer possess are vitally important in the outcome of 

their behavior, from money or knowledge to time and energy.

Once a person is motivated to satisfy an inner drive, they must then become aware of possible 

solutions that might fulfill that need. As follows are a theoretical perspective on how consumers 

perceive, pay attention to and think about products they could potentially acquire.
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From exposure to attention and interpretation

For a consumer to become involved and spend time and energy on a product and the decision 

making process of whether to buy it or not, the consumer has to first know that it exists. The have to 

be exposed to the product in some way. If they have to visit the specific part of the supermarket that 

the product is in, or be exposed to advertising for the product type. When a consumer is exposed to 

a product then they must allocate their attention to process the stimulus of the exposure. To grab a 

consumers attention, one of the five senses must be stimulated, such as an ad or a label catching the 

eye of the passer by, and to do that it has to stand out from the surrounding environment, be it in 

smell, sight, sound, taste or feel. Once the consumer’s attention is engaged, then the consumer is 

spending their mental processing capacity and spending time thinking about the product. This 

means that the product has a chance of being considered in the decision making process, and it 

might even create a drive that motivates the consumer to seek out more information about the 

product. 

Attention comes in two forms – voluntary and involuntary. Voluntary is attention freely given by 

choice by the consumers, whereas involuntary attention are forced upon them. Most advertising fall 

in the involuntary attention category at least initially, as consumers rarely seek out ads, but might 

trigger voluntary attention, if the consumer deems the ad relevant or interesting. 

Because of this and the fact that getting the consumer's attention are then the goal of most 

companies that sell a product 

or service, consumers are 

bombarded with attempts at 

exposure and stimuli. To cope 

with this enormous amount of 

exposure the brain becomes 

selective, meaning that people 

filter out and ignore the 

majority of products we are 

exposed to, looking only at a 

few of them. This selective trait that exists and helps filter out exposure, also occurs in the case of 

selective attention.

Even if a marketers manages to grab a consumers full attention, it might not mean that the message 
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or story they are trying to tell about their product is the same as the message the consumer receives. 

People are biased, have past experiences and a whole host of different factors relating to the 

consumer's culture and resources discussed previously, that affects how the person interprets the 

message. See fig. 1. This kind of selective interpretation is called perceptual distortion.

 (“Internet Killed Society” 2014) Research shows that even small changes in a product's appearance 

or presentation can have a large impact on the consideration  and filtering process as well as final 

choice of product.(Avery 2013; Burke and Leykin 2014)

Attitude formation

Once we reach the consumer's perception we also have to deal with the attitudes of the consumer. 

Attitudes, as defined by psychologist Gordon Allport, are learned predispositions that makes a 

person respond to an object in a consistently unfavorable or favorable way.(Allport 1935) From this 

we see that attitudes are learned and affected by the person's culture, that is to say that consumers 

are not born with certain attitudes. They are consistent and aimed at a certain product or types of 

product, meaning that if you like a certain brand one day, then you will most likely also like it the 

next day. Attitudes can also be thought of as predispositions towards something, or actions in 

waiting.  A consumer's attitude then tells us something about how they process information, both 

emotional and cognitive, and how this influences their choice or decision making processes. (Avery 

2013; Arnould, Price, and Zinkhan 2002)

Memory  and learned attitudes

From the concept of attitudes as a learned aspect, we must look at how we remember and recall the 

experiences that have compounded into the present formed attitudes towards a product. There are 

three types of memory namely sensory, short term and long term. 

Sensory memory which store sensory memories temporarily, and can come from all the senses, but 

are most often echoic memory (information that was listened to) and iconic memory (information 

that was seen). Sensory memory is automatic, but if the information is analyzed or brought to the 

person's attention, for example by someone asking a question about the commercial that was just on 

the TV, but that you were not really watching, then it can become part of the short term memory.

Short term memory is very limited and very short lived. Short term memory is where new 

information is stored and processed in relation to already obtained knowledge and biases, and where 
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most of our decisions are made. The information processed in short term memory generally takes 

two forms – discursive, which is to say represented by words and letters, or imagery, which is 

picture and sense based. It is the difference from thinking about a steak and it is represented by the 

word 'Steak' or to see, smell and hear the sizzling of a steak on a pan in you mind's eye.

Long term memory is where all of the the knowledge that we permanently posses are stored. If a 

short term memory is important enough it might be converted to long term, say when a student is 

revising for an exam and trying to actively remember information for the long term. There are two 

types of long term memory: semantic memory and episodic memory. Semantic memory is where 

the concept or memory isn't tied to an experience, say the concept 'Steak', where you know that it is 

made of meat, can be eaten and are generally sold in supermarkets or butcher shop. This 

information is correct relating to all steaks, not just a certain brand or type. 

Episodic memory is autobiographical and are tied to knowledge about ourselves and our 

experiences. As every person has had a unique set of experiences, that means that this type of 

memory is tightly tied to the individual. They may have had past experiences with a product or 

brand and have episodic memories stored regarding that product, whether positive or negative. A 

consumer might become motivated to try a product or product type again, if they have previously 

had a great experience with it and wish to have a similar positive experience again.(Hoyer and 

MacInnis 2010)

Here we see that memory plays a part in attitudes, and also play a part in the decision making 

process, as positive or negative episodic memories might play a role in specific product evaluations. 

A long history of positive episodic memories of a product might cause that product to be preferred 

or receive a very positive evaluation when comparing it to other alternatives. Long term memory 

also affects prior knowledge and short term memory might play a role in the experience in the store 

at the decision making moment. 

Summing up

It is clear that there are a multitude of factors influencing a consumer's decision making process, 

even before they actually make the final decision. Many of these factors could have been explored 

in a much greater detail, but the focus on the foundations for a decision making process was 

prioritized here. Memory and attitudes are seen to play a large role in the processes that leads up to 

decision making, as well as the level of involvement, as we are dealing with a type of product that 
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branches onto the ethical consumption scene. Knowledge acquisition and possession is shown to 

affect several areas of the process and will be explored more thoroughly later.

The next step towards acquisition is the decision making process which will be examined next, as 

well as some of the tools available to facilitate it.

Decision Making 

There  are four distinct stages in the consumer decision process: Problem recognition, information 

search, alternative evaluation and product acquisition. After the final purchase decision is made and 

the product acquired, a post-purchase evaluation takes place, providing feedback and experiences 

that will feed into the episodic memories and effect the next time the consumer decision process 

starts again. A model of the stages is seen in fig. 2. 

Problem recognition and information search

Problem recognition happens when a consumer recognizes a specific deprivation or need that is not 

satisfied. It can be everything from a physical need such as hunger, to needing to make a phone call, 

but the battery on the 

phone has died. This 

state of deprivation 

or discomfort means 

there is a gap 

between the actual 

state the consumer is 

in and the ideal state 

the consumer wants 

to be in. This gap 

triggers the inner drive of motivation to reach the goal of the ideal state as discussed previously. The 

ideal state are influenced by not only circumstance such as a new life stage or depletion e.g. being 

out of milk, but by internal factors such as future goals, aspirations, and developing new tastes.

There are different kinds of stimuli that makes a consumer recognize a problem. It might be 

internal, such as hunger, or external such as information obtained outside e.g. seeing a product they 

desire. External stimuli then also have two kinds: problem- and solution stimulus. Problem stimulus 
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occurs when the problem itself is the stimuli, such as a flat tire. Solution stimulus is when a 

potential solution makes the consumer aware of the problem, such as seeing an advertisement in fall 

for winter tires for their car, and realizing the ones they have now are only for driving in the 

summer. The ad made the consumer aware that they had a need that they had not yet recognized. 

This is also called opportunity recognition. (Arnould, Price, and Zinkhan 2002; Avery 2013)

The second stage is information search. This stage involves searching out information about a 

possible solution to the problem. Different alternatives will be identified, and the features of these 

alternatives will be examined. This process can be complex and are affected by a multitude of 

different factors. If the consumer is familiar with the product type, say toothpaste, the information 

search will focus on some of the familiar options and brands. Researching all options, even just the 

familiar ones would not be feasible as there are a limit on the time a consumer are willing to 

allocate, especially to smaller, low risk purchases. 

There are two main sources of information for the consumer, either internal which is the existing 

knowledge, prompting the consumer to go through the prioritized sets that make up the grouped 

knowledge of potential products. If the involvement of the consumer is high or there is a high 

perceived risk (such as an expensive purchase), consumers will make more of an effort to recall 

experiences and feelings and spend energy on the internal search. Consumers with more prior 

knowledge or experience will have a larger internal store to search, and so has a greater ability to 

find the needed information from an internal search. (Avery 2013; Hoyer and MacInnis 2010)

There are also the consumer's internalized biases to take into consideration, when looking at internal 

information search. There are confirmation bias, which is a tendency for consumers to only recall 

information that concurs with their beliefs and overall world view.  Another bias is inhibition bias, 

meaning that recalling one attribute of a product, might inhibit the recollection of another important 

tribute. This relates to the overall cognitive processing capabilities of humans. Mood can also make 

a consumer's internal recall biased, as consumers tend to remember information that are in 

accordance with their mood. That means that if a consumer is happy, then they are more likely to 

recall positive attributes. (Hoyer and MacInnis 2010)

External information

This mental action might be enough to make a decision. If it is not, then the consumer must utilize 

external information which might come from the media, other consumers, online, from an app on 
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their phone, from the labels on products or another external source. Pre-purchase search is triggered 

when the consumer recognizes a problem, and then starts actively acquiring information about the 

product or types of product that might solve their perceived problem. Throughout a consumer's life 

there are also an ongoing search, which happens organically as a consumer learns about new and 

different  products. A consumer might also have a high involvement and thus interest in spending 

time researching a product type, and will then continually educate themselves about this product 

area. It can be a comic book enthusiast who visits comic book stores, reads about new comics 

coming out and goes to conventions. 

Research shows that the more information a consumer collects, the more comfortable do they feel 

when making a purchasing decision. This holds especially true if it is a high risk purchase, and is 

less important if it is everyday low risk decisions, such as supermarket shopping. Interestingly 

researches in 2009 found, in contrast to earlier findings, that a consumers with a lot of confidence in 

their skills in regards to knowledge acquisition tended to collect less extensive amounts of 

information, than those consumers with a lower confidence level.(LOIBL et al. 2009) The reasoning 

behind this results could be “...that experts have no need to do an extensive search because they  

already know a great deal.”(Agenw and Szykman 2005, p.3) , and thus may also know where to 

find the information they may need.

If consumers are personally interested in a product type or area and thus may have a high 

involvement, then the consumer would have a better basis for their information gathering skills, 

both as a result of ongoing external information search, and because of a higher confidence in their 

knowledge acquisition. This is especially true in areas that are personally very important to a 

consumer, such as ethical purchasing or health and nutrition.(Richins and Bloch 1986)

If consumers are not motivated or involved enough to want to acquire or process information, then 

they may use a rule of thumb or decision making short cut to make their purchase decision and skip 

over the information search, relying instead of a heuristic approach to problem solving. They might 

buy the cheapest brand or the one they always buy. A lot of low risk decisions are made using such 

decision making short cuts, to preserve mental energy, among these decisions are most everyday 

grocery shopping decisions.(Hoyer and MacInnis 2010) 

Judgment

When consumers first start the process of considering a product, as it grabs their attention, the 
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consumer will make an initial judgment of the product. The consumer does not have to consider 

purchasing the product for this judgment to take place, they simply need to be exposed to it and for 

it to get their attention e.g. an advertisement for a store featuring a new shampoo. The consumer 

will anchor their initial judgment on some internal memory, value or affective response and then if 

the consumer engages in information search, then they will adjust this initial judgment as they 

acquire more knowledge.

Decision Confirmation

After the judgment and evaluation of the alternatives, but before an actual purchase decision is 

made (see fig 2), the consumer will acknowledge one of the evaluated alternatives as the one that 

they would like to buy. The consumer might have picked it of the shelf and is holding it while still 

slightly perusing or have put it in their basket, but not left the area with the product category yet. 

This is called choice identification. This choice identification sets into motion a lot of emotions and 

thoughts, and the consumer now seeks a form of validation that they have made the right choice, 

called decision confirmation, but at the same time does not want their choice to be seen as the 

wrong choice, making them feel like they have made a poor decision. This craving for decision 

confirmation continues through the acquisition and consumption phases, and especially if the 

decision made is important. This process can be seen when in a clothing store, a few items are 

picked out (choice identification) and brought to the changing room, and then when tried on it is 

shown to you shopping partner, seeking validation in the form of decision confirmation. Standing in 

line to pay, the consumer again asks their shopping partner if they think it is the right decision, and 

when getting home will put it on to show their friends/partner and again seek validation in that they 

made the right choice.(Avery 2013)

The decision making process is shown to contain several distinctive steps that requires different 

skills, mental processes and information processing from the consumer. The question then becomes 

how consumer's are able to sort through the thoughts and information required to make a good 

decision, whether rationally or in some other way.

The rational human myth 

All of the actions and functions described previously in relation to consumer behavior and decision 
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making all lead toward making a decision that the consumer can be happy about making, as it has 

fulfilled some goal or need, fixed a problem or provided satisfaction. Economic theory generally 

approaches humans as rational beings that given a choice between a list of options, will make the 

most optimal decision for that individual. There is also the case of a goal being just one path of 

many to another goal, such as buying a new dress so that your date will think you look good, where 

the final goal is getting the date's approval. In that case the first goal may be called non-rational, as 

the final goal is an end in and of itself. 

From the point of psychological theory it can be argued that a decision is rational as long as it leads 

to behavior that then leads to satisfaction, even though that might not be the most satisfying or 

optimal decision at the time. Economic theory diverges and holds fast that the rational choice will 

be the one that maximizes the consumer's utility.

As we have seen the process of making decisions has many steps and each step is affected by 

different factors, making the process rather complex. Just the one step of gathering information 

would be an enormous undertaking if the consumer where to gather all information that might be 

relevant and then be expected to process these huge amounts of information. The human mind has 

limited cognitive processing abilities, so we are forced to use other measures to make decisions, and 

might very likely end with a final decision that was not the most optimal one. The idea that 

consumers act rationally by these standards also proposes that the consumer even knows and would 

recognize what would be the optimal decision in a very complex situation, if presented with it.

We then have to operate under the assumption of a bounded rationality in that that consumers 

cannot make the optimal decision and so must prioritize in relation to the limited mental capabilities 

humans posses, and then make a decision that is likely to be reasonable and satisfactory. Consumers 

make decisions that are good enough for them, that will suffice to solve their perceived problem and 

thus satisfy them. (Simon 1993)

There are also the issue of biases when discussing the assumption of a consumer making rational 

choices. To make a perfectly rational choice the consumer should remain objective and make the 

optimal choice for them in their current situation. As human beings are highly subjective this also 

shows when making decisions. A consumer might use motivated reasoning and process the 

available information in such as way as to get the conclusion that they want. 

The biases mentioned in regards to internal information search also comes into play, especially 

inhibition, as this relates directly to a person’s limited cognitive capabilities.
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Naturalistic decision making

Naturalistic decision making focuses on how people make decisions in more a natural and chaotic 

setting where there are time constraints and pressure when making a decision. Researchers had 

shown that people in these settings did not make rational decisions based on the optimal choice, but 

instead when against what utility theory showed. People relied instead on heuristic strategies, using 

their own experience as a basis for decision making or other short cuts to skip the cognitive heavy 

process of information search and processing, such as a habit or rule of thumb, essentially making 

an educated estimate and then making a decision.

This is the same approach we have seen consumers often use in routine decisions, such as grocery 

shopping, but interestingly enough, it is also a decision making strategy used a lot in high pressure 

situations such as military personnel or doctors, where the decision might be very high risk and 

have significant consequences.(Zsambok and Klein 2014; Kahneman, Slovic, and Tversky 1982)

What happens then if the consumer is overloaded with options, in the case of hyper-choice 

situations?

Too much of a good thing

Barry Schwartz makes the comparison that in western cultures we tend to equate happiness with 

freedom and freedom with choice. Following this logic then the more choices, the more free 

consumers are to make their individual choices and exert their freedom, and the happier they should 

be. In reality when there are too many options to choose from, consumers tend to experience 

paralysis and not make a choice at all.(Schwartz, Tepper, and Ivey 2005)  An experiment in an 

upscale supermarket showed this in effect, when a display of 24 varieties of jam was featured one 

day and a display of six varieties were featured the next. The large display attracted more attention 

than the smaller display, but consumers who had seen the larger display were 1/10 as likely to make 

a purchase of jam as consumers who had seen the smaller display.(Iyengar and Lepper 2000)

A larger selection means that more options are available and all of these options are information that 

invites the consumer to be processes, evaluated and judged. Because of limited time and cognitive 

processing power, as mentioned earlier, the consumer will have a harder time to navigate all of the 

information, resulting in a higher tendency to not make a choice to purchase at all. If the consumer 

does make a purchase, and is satisfied with it, or feels that it was a reasonable choice, then the 
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satisfaction is less than if the selection had been smaller, and the consumer had been more able to 

process information about all of the alternatives, feeling that they had made the best and satisfying 

choice. When there are options that does not get adequate time and energy to be processed, then the 

consumer are left with the feeling that even though their choice was satisfactory, there might have 

been one that was more satisfactory.(Schwartz, Tepper, and Ivey 2005; Schwartz 2005)

This case of having too many choices that drains the consumers mental energy by forcing them to 

make repeated decisions, and thus forcing them to making increasingly less smart ones, can be 

called consumer hyper-choice. .(Solomon et al. 2016)

We have seen several times the grocery shopping is typically listed as a routine, low/moderate 

involvement decision making task, except when it overlaps areas that can have personal importance, 

such as health or ethical consumption, but it will now be explored whether that is always the case.

Involvement in a routine shopping context

Low involvement decisions in a grocery store are often the habitual purchases that does not depend 

on circumstance, such as detergent or toothpaste, that may have been through the information 

search and evaluation process once , and are the consumer is now loyal to a particular brand or price 

range e.g. always choosing the cheapest option.

Moderate level involvement is seen in simple decision that are more dependent on circumstance or 

biases such as if a consumer is hungry, had just had a certain type of product for dinner yesterday, 

and so will likely choose something else today or is feeling sad or happy and therefor wants to treat 

themselves. 

Shopping for most FMCGs is then a decision making process where the product type themselves 

would demand a relatively low involvement process, except in the cases of health/ethics mentioned.

(“Boundless Marketing” 2016)

We must distinguish between two types of involvement, that is brand type involvement, which is 

“...the motivation of a consumer to make the right choice.”(Mittal and Myung-Soo 1988, p-

43) ,whereas product involvement is the “...degree of interest of a consumer in a product category  

on a on-going basis.”(Mittal and Myung-Soo 1988, p.43)

We have looked into the temporal qualities of involvement earlier, from enduring to temporary, and 

here we can infer that even though on-going product involvement is low, then the brand type 
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involvement, which is temporary, can be high. An example of this could be a consumer who is 

generally not particularly interested or pays attention to advertisements or information about steaks 

and sausages, but when the consumer is standing in the store have to choose between five brands of 

steak for dinner, they are then temporarily much more involved in the decision. This temporary 

involvement can be termed situational involvement as it is triggered by, and depends on, the 

situation. 

Mittal differentiates between these two types of involvement with the terms 'product class', 

indicating the enduring product involvement, and the 'purchase level', which is temporary and 

situationally dependent. 

We have previously seen that grocery shopping is generally termed a low involvement decision 

making process, and that might be correct if we only look at the product class. Researchers have 

found that at the purchase level, regarding fresh meat and dairy, consumers involvement in purchase 

decisions are just as high as when “...buying car insurance and restaurant visits.”(Beharrel and 

Denison 1955, p.5). We then see that even low risk decisions can have consumers highly involved 

in the purchasing decision.(Beharrel and Denison 1955)

The Myth of the Ethical Consumer

Let's now take a deeper look into one of the other factors that can induce enduring high involvement 

in routing shopping situations, even on the product class level.

Ethical purchasing can be defined as consumers applying certain criteria to their decision making 

process. (Harrison, Newholm, and Shaw 2005) 

People spend increasing amounts of time engaging in consumption as products are produced to be 

less durable and new avenues of consumption has opened up, such as online and via smart phones.

Ethical consumption can take many forms, such as boycotting or positive buying i.e. buying the 

products that are produced in a way the consumer approves of or buying screened products that has 

been approved by an organization the consumer trusts. 

The concept of 'voting' for or against a business practice, product, organization or country by 

actively purchasing or boycotting certain products are a clear theme in ethical consumption. The 

thought that if nobody bought eggs from caged chickens, then there would be no caged chickens, as 

there would be no incentive to produce a product that no consumer would buy. Ethical consumers 

hope to 'vote' for their preferred way of production by placing their money, and by extension their 
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demand, on a certain type of product. This thinking empowers the consumer, but also puts the onus 

on their decision making.(Dickinson, Newholm, and Shaw 2006)

This highlights some of the problematic thinking behind the concept of the consumer voting with 

their decisions. We have seen that there are a lot of factors in play when making a relatively simple 

decision such as purchasing groceries, and a lack of prior knowledge, resources (such as time, 

money, access to information, ability ect.) or a consumer's cultural background or geographical 

location can result in consumers not purchasing the food items that their ethical stance dictates is 

the correct or most satisfying choice. 

Ethical consumption can then be seen as a form of rational decision making as it maximizes the 

consumer's utility when also considering their values and conscience, in relation to the 

consequences that their decision might have to others.(Harrison, Newholm, and Shaw 2005) As we 

saw previously it is extremely difficult for humans to make a truly rational decision.

The theory of planned behavior, originally proposed by Icek Ajzen in 1985, models how a final 

behavior such as a purchase decision are a direct function of the consumer's intention to conduct 

that behavior. The original model links different types of beliefs and the evaluation and motivation 

they prompt sequentially to attitude, subjective norms and perceived behavioral control, which then 

links to intention 

that leads to 

behavior. The 

beliefs that are 

the basis of the 

end behavior 

could then mean 

that if a 

consumer 

believes that 

purchasing an 

organic steak 

might result in better animal welfare, this belief will come into play when the consumer is 

evaluating a steak and their attitude towards it, and depending on the strength of the belief might 

have an effect on the consumer's intentions and purchasing decision.
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The subjective norms and motivation to comply encompasses the consumer's beliefs about how 

other people will think about their behavior, and perceived behavioral control, underpinned by 

control beliefs relate to such things as the products availability and location. See fig. 3.

This gives us a model that focuses on how a consumer's self interest and belief's impact intention 

and behavior, but without including the societal and larger context that ethical consumption may 

entail. Ethical consumption may be set in a larger context but research have shown that ethical 

issues are becoming politicized and thus part of the self-identity. Adding these components to the 

model, the ethical beliefs or concerns, feeding into the consumer's self-identity, along side their felt 

ethical obligation regarding their choices impact on others, are significant in the explanation of 

intention to purchase ethical products.(Harrison, Newholm, and Shaw 2005) See fig 4 for the 

modified theory of planned behavior.

If we look as which segments are participating in ethical consumption in the western world, then we 

see that organic or fair trade products are more often bought by consumer's with a higher income, 

who are college or university level educated, who are older or who hold high level jobs.(Ngobo 

2011; Harrison, Newholm, and Shaw 2005) This also holds true in regards to 'green' or 

environmentally friendly products, and in this area female consumers tend to outweigh the amount 
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of male consumers..(IISD 2016)

The Word-Deed Gap

We have seen the steps in the modified theory of planned behavior that lead to intentions and as 

such should also lead to behavior. If all consumers that expresses intent to purchase ethical products 

also made that decision when they where out shopping, then there would be a 100% follow through 

between expressed intent and behavior. This is not the case, when comparing consumers expressed 

intention and their actual purchases. In the UK a staggering 89% express concern about social or 

ethical issues in relation to their consumption, but less than 5% on consumers use these same 

factors when actually making their purchasing decision. If we move from simply expressing 

concern to actually expressing intent to shop ethically 30% of UK customers in 2005 expressed 

intent, but only 3% followed through with their behavior.(Harrison, Newholm, and Shaw 2005; 

Carrington, Neville, and Whitwell 2010)  We then see that the intention-behavior assumption of the 

modified theory or planned behavior are lacking something to account for this word-deed gap. We 

looked into situational involvement and other situational factors earlier, and as the planned behavior 

theory are a simplified representation of reality, as all models and theories generally are, it does not 

take these factors into account. 

Summing up

In this part we have seen that knowledge, both prior, acquisition and ability to process it, are a large 

factor in the decision making process. Consumers with a high self-confidence and high involvement 

might need to conduct less knowledge acquisition than other consumers to reach a satisfactory 

decision. We have seen that consumers are not behaving rationally in the way set forth by economic 

theory, but rather use the steps in the decision making process to reach a decision and behavior that 

will be satisfactory. This in combination with the fact the grocery shopping can be a high 

involvement decision making process on the purchasing level, means that consumers are willing 

and able to spend cognitive and emotional energy on finding the product that they will be satisfied 

with. Situational factors such as access to knowledge might have an effect on the word-deed gap 

seen in research, and so we will now take a closer look at knowledge acquisition.
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Knowledge Acquisition

External information search

We are now living in the so called 'information age', where astounding amounts of information has 

suddenly become available to consumers via the Internet. This online library of information have 

also become accessible from almost anywhere, as smart phones with increasingly more storage and 

faster processing have is to be found in most adult's pockets at all times, at least in the Nordic 

countries. Having access to information does not mean that consumers use it, and the amount of 

available information means that consumers have to choose how and what information to access, 

adding further layers to the decision making process. From this the the knowledge acquisition step 

can be seen as a decision making process itself, governed and limited by the same factors as the 

product purchase decision making process such as time, motivation, ability, culture and biases. 

Consumers has to evaluate both external sources of information as well as the information is self, 

when the decision making process prompts a need for external information. How trustworthy or 

accurate is one source compared to another, e.g. the butcher at your local supermarket compared to 

the product packaging or the web page the consumer googled on their phone. They then has to 

evaluate and judge the information given, as the judgment of the source has given them an sense of 

inferred judgment of the information, but not yet direct judgment.(Jarvis 1998)

It then makes sense that consumers are sometimes overwhelmed by the amount sources and 

information they encounter when trying to make a decision, like going out to a restaurant, buying a 

bottle of wine or choosing a shampoo.

Trust

Trust in a source of external information can sometimes let the consumer circumvent some of the 

information search and processing, sparing them the time and energy. This can be trust in an app as 

discussed above, or in a labeling system or a person's expertize. In regards to ethical consumption 

the issue of trust comes even more into play as in the FMCGs market of groceries, consumers tend 

to question and want information about not only the product but also the store and supply chain. In 

regards to ethical consumption it also seems that consumers can be strongly influenced for or 

against a certain product or product class by their peers. (Harrison, Newholm, and Shaw 2005)
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Interestingly the behavior of ethical consumers have been shown to go against their moral 

convictions and trust, such as consumers utilizing certain supermarkets either occasionally or 

routinely, even after they have gone through the steps of acquiring information, evaluating it and 

found the place not in correspondence with their standards or principles. The reason given for this 

behavior was convenience. We then see that even though the consumer does not trust a supplier or 

has found them in some way lacking, this might not deter them from shopping there.(McDonald et 

al. 2009)

Access to knowledge in the purchasing situation might then make the consumer able to still follow 

their desires at the product level to some extent, when they are not able to at the store level, or 

maybe even on the product class level, depending on the store's selection. Having easily accessible 

and digestible information available about the products available to the consumer in the already 

undesirable situation, might then allow the consumer to choose a product from what is available that 

would lead to satisfaction, or at least 'satisficing' their problem, in that it might not fully satisfy, but 

it will suffice.

The next part will look closer at the external source of information that is always present at the 

purchasing level, namely packaging.

Packaging

Packaging and labeling is one of the most important important factors in decision making for the 

consumer in the store. Packaging also serves a very important logistical function, which can't be 

completely separated from the marketing function, but the main focus here will be the marketing 

and external information source the packaging serves as.

With so much choice that most stores offer, the packaging has to be the 'salesman' for the product, 

making it the primary source of information as well as branding for a product. The packaging has to 

both be exposed to the consumer (placement in the store/on the shelf) and grab the consumer's 

attention with it's design to even stand a chance of being the product actually chosen in the final 

purchasing decision. That means packaging has to be visual and stand out, but also contain all the 

information relevant to the consumer, as most consumers say that they use the information on the 

packaging label, but would like it simplified.(Silayoi and Speece 2004)

This race to stand out, grab and hold attention means that packaging by default will not be 
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standardized if there are no reason for it to be. Laws can force sellers to provide certain information 

that make some attributes comparable such as nutritional information and ingredients, but the is the 

type of information that requires both a good deal of cognitive energy as well as prior knowledge to 

decode, and as such it is not realistic for a consumer to compare the nutritional attributes of a type 

of product, to lets say, all of the other 26 types of jam on offer.

If consumers are interested in other information, such as supply chain or production information, 

that is rarely found on the packaging and thus requires very high level of prior knowledge, that 

would likely be the result of a high level of enduring involvement in a product type.

To help consumers collect and evaluate products at the point of purchase there are a myriad of 

labels a product can have, each signaling a bundle of attributes or values. Sellers can then aspire to 

have this label on their product, to make it easier for the consumer to connect that bundle of 

attributes and values to that particular product. An example of such a label could be the 'Ø' label, 

that tells the consumer that the product is organic. This particular label is set and regulated by the 

government. The question then becomes if the consumer trusts the Danish government to uphold 

the regulations the farmers have to follow to get the 'Ø' label on their products, or trusts the farmers 

to uphold it themselves. If that trust is not present, then the consumer has no incentive to pay extra 

for a label, that they do not believe has any, or little real impact on the product's attributes.

There is also the case of transparency; does the consumer need to posses prior knowledge or can 

they use the purchasing situation to engage in information search to find out, or is it clear from the 

label it self. The attributes or values signaled by a brand via it's packaging or label also has to be 

clear for the consumer if they are not to spend cognitive energy on researching it. 

Bundling attributes in a label means that consumers only placing value on one of the bundled 

attributes might not want to purchase a product that also has other attributes bundled with it via it's 

labeling, either because they are not willing to pay the increased price, because one of the other 

values or attributes are against the values of the customer, or because it is not clear to the customer 

what attributes a label represents. Research in the danish pork market suggests that an attribute such 

as high animal welfare does poorly in having any effect on production or demand when bundled 

with other quality attributes such as with the 'Ø' label, when compared to labels that only focus on 

of animal welfare. If consumers purchase the 'Ø' brand for the express attribute of animal welfare, 

the perceived effect of their choice and the actual effect might not align, even though the consumer's 

trust that the product chosen does have a high level of animal welfare is correct.
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The same study also found that consumers frequently overestimate the degree of animal welfare 

bundled into labels that were marketed as quality-profiled labels. One example of this is that “In 

one case, as many as 30% of respondents believed that the Antonius label indicated free-range  

production.”(Heerwagen et al. 2014, p11) which it does not. This shows a definite lack of 

knowledge in the consumers in regards to which attributes are bundled in quality-profiled labels and 

to what extent, which might erode the product's credibility over time, as the consumer's trust in the 

product or label might decrease if they learn that their knowledge or assumptions were not correct.

(Heerwagen et al. 2014)

Labeling accuracy and misleading information

From the previous section it is clear that consumers can find it difficult to correctly estimate what 

claims that are bundled into a labels, so let us look a bit closer at labeling and how or if packaging 

information can be misleading.

The halo effect, also called the magic bullet effect, is one way that labels or consumer packaging 

can be misleading to consumers. It occurs when a product markets a specific health benefit, such as 

containing 100% of the daily recommended dose of vitamin C, and consumers then infers other, 

more general health benefits that are not proven. In this case it could be inferred by the consumer 

that the product would help prevent the them getting over a cold or other general healthfulness 

effects that are unsubstantiated and could be derived from the one specific claim.

A Danish study from 2015 shows that the official and state-controlled organic label provided such a 

halo effect of healthfulness, as it “...showed significantly higher perceived product healthfulness  

when the organic label was present on the package.” (Orquin and Scholderer 2015, p.7)

As the organic label does not make healthfulness claims, but only includes production information, 

the effect are inferred. The effects are also scientifically unsubstantiated.

In contrast the keyhole label, which does indicate that a product is healthier than other products in 

the same product category, did not have a significant impact on the perceived healthfulness of the 

product compared to a product with no label on it. The labels have almost the exact same consumer 

awareness percentages in Denmark, with the organic label at 82% in 2009 and the keyhole label at 

83% in 2010, so knowledge about the label should not be a significant factor.(Orquin and 

Scholderer 2015)

As mentioned earlier trust is an important factor when purchasing fast moving consumer goods, 
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along side the processing and interpretation of the information available to the consumer in the form 

of packaging. If consumers feels that the trust is broken, that they have been misled or other factors 

makes them feel disappointed of annoyed with the products or purchasing situation, and then that 

may give rise to a loss of consumer loyalty or negative feelings being associated with the product or 

brand in the future.(Clement, Andersen, and Jensen 2012)

Feelings of being misled may arise from the halo effect described above, as a consumer may expect 

a certain value or claim to be true regarding a product, even if it has not been made by the producer. 

If or when they find out that the perceived claim is not true or if their experience with the product 

does not live up to their expectations, say the taste, texture or function, then consumers might be 

disappointed, annoyed or experience other negative emotions that might then affect their purchase 

decisions in the future.

The gap between what is expected when standing in the supermarket making the purchasing 

decision and the experience afterward is then what can create the feeling of being misled.(Clement, 

Andersen, and Jensen 2012)

Companies of course want to avoid consumers having negative experiences or feelings associated 

with their product and so wants consumers to not feel misled. This brings up the discussion of what 

constitutes as misleading and whether or not consumers and organizations producing the products 

agree on this. A 2012 study in Denmark shows that although both consumer representatives and 

companies all agree on some general guidelines regarding product information such as not lying, 

cheating or providing incorrect information, it is not as easy for the two parties to agree on what 

constitutes as misleading. Companies tend to argue from the point of why information or packaging 

is not misleading, whereas consumer representatives tends to look more broadly on the 

argumentation and include a larger range of cases where product information could be misleading. 

Interestingly the study showed that the data that the consumer organizations used as examples to 

argue that information were misleading were the same type of data used to support the opposite 

argument, that the information were not misleading, made by the production companies. From this 

it is clear that the two sides are not at all in agreement on what constitutes misleading or not and 

were the line should be drawn exactly.(Clement, Andersen, and Jensen 2012) There are techniques 

that can be used by production companies to try and make sure the information on the product is not 

misleading to the consumer, but we will not get into that here as the focus is on the consumers 

decision making process.
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How the consumers weigh attributes against each other, whether they are perceived or real attributes 

is then interesting, not only to the seller, but also in regards to curated sources of external 

information.

Perception of price, quality and value

Marketers can use conjoint analysis to get an insight into how consumers weight certain attributes 

against one another, say how important price is in relation to animal welfare or the weight given to 

the size of the chicken in relation to how it was produced.

This analysis will not give the results expected when consumers are making their purchasing 

decisions if consumers lack knowledge as to which attributes a specific product possess. Say a 

conjoint analysis shows that consumers in a certain area weighs animal welfare highly in relation to 

price, this would mean that consumers would be willing to pay significantly more for a product with 

high animal welfare. The seller might then price their organic labeled product at a premium, 

knowing that the label indicates the attribute of high animal welfare. If the consumer then does not 

know this attributed is connected to the organic label and cannot easily obtain the knowledge in the 

moment, they might be unwilling to pay a premium price for the product. From this we see so it is 

also in the sellers and producer's best interest that consumers are knowledgeable regarding 

attributes, either through clear packaging information, prior knowledge or begin able to easily 

acquire the knowledge in the situation. (Hoyer and MacInnis 2010)

Knowledge regarding a products attributes are then highly relevant in being able to weigh the 

attributes against one another, but it was also seen how vital prior knowledge was to the decision 

making process earlier.

Effects of prior knowledge

We have looked at how external knowledge acquisition affects the decision making process and 

found that it was significant, and so we will now see if the same holds true in relation the the effects 

of prior knowledge and the internal search for information.

As previously mentioned consumers has a large store of memories that affects how products are 

evaluated or judged. This holds especially true if the consumer has had previous experiences with a 
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product. If those past experiences were positive, then that will of course affect the evaluation of the 

product in the future positively, and the opposite, if their past experience were negative. 

In relation to the evaluation of price weighted against quality these past experiences hold a lot of 

sway, as consumers are unlikely to purchase a product again, if they felt that they overpaid the last 

time they bought it.(Hoyer and MacInnis 2010)

The amount of prior knowledge a consumer possess 

affected their external search for information as we 

saw earlier, but it also affects how they process 

information. Experts, or consumers with a high level 

of prior knowledge can better process information 

stated in attributes (what the product has), such as 

the nutritional information on a package of ground 

meat e.g. what it means when a package has 9,97g of 

fat in it per serving. See fig. 5 for an example of 

such nutritional information on a packet of ground 

beef. (“Quite Healthy” 2011)

If the consumer does not posses the prior knowledge 

and is a novice regarding that product type, then 

information presented in terms of what benefits the 

product has (what it can do), is hard to understand. 

Novices has an easier time processing the data if 

given a analogy or comparable, such as “Ground 

beef comes in fat content from 2-20%”. The novice 

then has a measure of comparability – the example 

given has 15%, and so are in the higher end of fat content. The consumer now posses a comparable 

from which they base their decision on, so that if they were looking for lean meat, then this product 

will probably not satisfy their need.

An app on the consumers phone or some other source of easily available information in the situation 

might be able to provide such data and to provide it in a way most beneficial to the consumer, say 

by being customizable, so that the consumer could choose how much information the wanted and in 

which way it was presented according to their needs and amount of prior knowledge.(Hoyer and 
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MacInnis 2010)

Effects of frequency knowledge

If the consumer does not have a large store of prior knowledge regarding details about a products 

attributes or the ability to easily obtain the knowledge they feel they need about it, through 

packaging or an app for example, then their frequency knowledge has a larger effect on their 

evaluation and judgment process. Frequency knowledge is the amount of times an event or type of 

event regarding the product has occurred, say a positive or negative attribute being associated with a 

brand or product. These events do not have to be relevant in any sense to the decision that consumer 

is making, it merely tallies the number of positives vs. the number of negatives associated with the 

product, and then uses that 'count' as a type of decision heuristic, or rule of thumb, to help them skip 

further cognitive exercises before making a decision. The consumer can use this trick regardless of 

their knowledge regarding the product class, and as the events tallied are not necessarily relevant to 

the decision, then the end product the consumer choose might not be very satisfying.(Alba and 

Marmorstein 1987) If the consumer then buys a product that does not fully satisfy their needs, or 

that that feel they have paid too much for, as it was not satisfactory, that experience linked to the 

product will now be a negative one and affect the consumer at the next decisions making process, so 

it can be argued that it is in the sellers best interest that consumers posses or can access information 

in the situation that is relevant to their decision making process.

Summing up

We have seen that both trust in a source of information as well as the consumers ability to process 

and understand the information are significant influences on the knowledge acquisition process. 

Packaging and the information presented on it, as well as how it is presented, can greatly influence 

the final purchasing decision and most consumers regardless of ability would prefer the information 

to be simplified. 

It is clear that that consumers have very different starting points from which they must maneuver 

through the decision making process.

We will now explore online knowledge acquisition and see how it relates to the offline variety we 

have investigated so far.
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Internet Based Knowledge Acquisition

There are two distinct ways of accessing knowledge online; consumers can either search for 

information themselves in a non-restricted, non-curated way or access curated content that is 

relevant to them. Low restriction and non-curated methods such as a Google search result in a very 

large amount of information that has to be processed and sorted through. To say that this content is 

not curated, and that holds true in regards to information that is relevant to the product, but Google 

does curate information. Other search engines, like DuckDuckGo, does not curate information at 

all, so consumers also has to make a decision as to what platform or source to find their information 

online from, even when that source is a search platform.(Sherman 2011; Misra 2015)  

Curated sources can be web directories or listservs (such as mailing lists or websites organized by 

category), which offers guidance in both the information provided and how it is provided i.e. by 

having comparable measures listed. Research shows that consumers using low restriction online 

measures such as a search engine actually lowered perceived information overload, whether the 

knowledge acquisition task given was of high or low complexity.(Lankton, Speier, and Wilson 

2012)

From this it is clear that using the internet as a source for knowledge acquisition is beneficial or at 

least perceived as beneficial by the consumer. 

Comparing online and offline knowledge acquisition

Most of the previous knowledge acquisition theory discussed has been pertaining to the offline 

behavior and offline information search, which naturally has a lot more theoretic material compared 

to online information, given that the Internet is a relatively new part of consumer's decision making 

process. Recent research have compared the known models and theories regarding information 

offline to the theories, knowledge and data collected about consumers information search online. 

I have chosen to use the framework proposed by Mayity, Hsu and Pelton  as it is a very 

parsimonious model, in that it provides a high level of explanation with low level of predictor 

variables. The model, see fig. 6, also includes involvement as a variable, something that we have 

previously seen can have a large impact on how consumers approach information search, as well as 

their level of prior knowledge.(Maity, Hsu, and Pelton 2012)
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The model hypothesizes that search effort is affected by the six factor seen in the left of the model: 

self efficacy, affinity for technology, prior experience, perceived cost, perceived risk and product 

involvement, which are all determined by factors outside of the model. 

Self efficacy denotes the consumer's belief in their own ability to perform a task, and so is related to 

self-confide in the way it was discussed earlier. Self efficacy and affinity to technology are two 

factors that can be used to predict the adoption and use of technology by the consumer, as a 

consumer is more likely to start, and keep, using a certain technology if the both believe themselves 

to be able to do so or good at it (self efficacy) and they have a positive attitude towards technology 

as a whole as seen by the affinity to technology factor.

These two factors also affect the level of enjoyment a consumer will get out of the online 

information search, where intrinsic enjoyment is seen as a hedonistic feature that consumers get 

from surfing the Internet, similar to the concept of shopping enthusiasm. Greater affinity to 

technology does not necessarily mean more enjoyment gotten from the information search as 

hypothesized as we can see in figure 7, showing only the statistically significant influences of the 

factors found in the study.
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Enjoyment is here a product of the information search effort, as is satisfaction.

A high level of self-efficacy also implies that consumers are better at dealing with change and 

uncertain outcomes and so may have a significant impact on a consumer's decision making process.

Prior experience indicates prior experience with online information search and not prior experience 

with the brand or product being sought information on. The same trends hold true as previously 

discussed, as a past positive experience with online information search or online decision making 

will positively influence this factor and vice versa. From the data we see that more prior experience 

with online information search does not necessarily mean less time spent searching.(Maity, Hsu, 

and Pelton 2012) This might have to do with the case that prior experience with online information 

search and presence does not mean that the consumer has prior experience with the product or 

product type and that the Internet as a whole is a platform that facilitates information sources, just 

like a library, and not a source in and of itself.

Perceived cost and perceived risk of performing the online information search did not significantly 

affect the search effort, but it did negatively affect the satisfaction that the consumer got out of the 

search and as such are still important factors in the framework, and must be taken into consideration 

of the consumers overall experience with the process.

Product involvement holds an equally important role in online knowledge acquisition as it does in 

the offline process, and just as in the offline act of information search we see that enduring product 
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involvement acts as a motivating factor on conducting the information search.(Maity, Hsu, and 

Pelton 2012)

The data shows that some factors traditionally associated with off line information search also holds 

true when online, such as product involvement and prior experience as well as 'new' factors that are 

particularly important online such as self efficacy and affinity for technology. The study was 

conducted with a focus on generation Y consumers in the US, and so further research might be 

needed to see if the results also holds true for other age groups and in other locations.

The study does not take time pressure into account either in the conceptualization of their 

framework or in the way data was collected (online survey, presumably answered when the 

respondent felt they had time to answer it), and so the results cannot be directly transferred to a 

situational context where there might be limited time or other pressures or distractions involved.

Summing up

The presumption in most of the investigations found, including in the model we looked at, assumes 

that online information search preempts an online purchasing decision.  There is no consideration 

given to the context of an online information search that preempts an offline purchasing decision.

From this it is not clear if the same results would be possible if conducted with the consumer 

present in in an offline purchasing environment, going online to conduct their information search, 

where there are situational factors such as time pressure, low mobile phone power or lack of 

experience with phone/app tech at work. 

The framework does confirm some of the traditional influencing factors and introduces some new 

factors to consider in relation to online information search.

The next step is looking into how it relates more specifically to FMCGs, and going online in the 

situation as the decision making process takes place.

Knowledge Acquisition in relation to fast moving consumer goods

When consumers are wanting to conduct an external, pre-purchase, information search they must 

first decide on a source for the information. The are limited by factors discussed previously such as 

ability, motivation and opportunity, but the advent of smart phones means that the power and access 

to sources provided by a computer and the Internet is now available to consumers in the purchasing 
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situation. This is particularly relevant in relation to fast moving consumer goods (FMCG) as even 

without enduring involvement that would have per-emted a lot of prior knowledge accumulation, 

consumers now have the opportunity to conduct their search in the store, while confronted with the 

alternatives available.

A study from 1998 by Jarvis looked at the evaluation criteria for external information sources and 

how consumers used these sources which are: timely, accurate, easily obtained, useful for decision 

making, bias, time consuming to obtain, entertaining, trustworthy, easy to understand, organize for 

needs, easily available, complete, useable format, credible and informative.(Jarvis 1998)

The study found that most of the subject's information gathering was undertaken at the point of 

purchase, even though packaging, one of the main sources of information at the point of purchase, 

were judged to be highly time consuming. The ties into the study regarding packaging from 2004 by 

Silayoi and Speece, where it was found the consumers would like information on packaging to be 

simplified.(Silayoi and Speece 2004)

The study found that the Internet was rated as the most time consuming source of external 

information, but as the study was conducted in 1998, the factors of self-efficacy and affinity with 

technology might play a role in this result, as most people were not very familiar with the Internet 

in 1998, and certainly not when compared to other sources of information that they might have 

utilized their entire lives.(Jarvis 1998)

The study looked at how situational aspects influenced the priority of the factors used to evaluate a 

source of information and when the aspect of time pressure was applied consumers ranked the ease 

of use, ease of obtaining the source and understandability highly. Accuracy and trustworthiness was 

still ranked highly as well. A supermarket shopping trip for groceries often have some aspect of 

time pressure; getting home to cook dinner, picking up the kids, running other errands or getting 

home before the frosted good thaw and so we can reasonably suspect that this prioritization can 

happen in a grocery shopping context at times. When time pressure were not a factor the ease of use 

factor was ranking extremely low. (Jarvis 1998)

From this we see that an external knowledge source in a grocery shopping context has to be easy to 

get access to, easy to use and understand. If it is accurate and trustworthy, then all the better, but for 

these factors to become relevant the source most first be obtained and understood, as so those 

factors should be prioritized if an information source wishes to be used in the middle of grocery 

shopping.
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More recent research shows that the interactivity of a channel contributes greatly to it's 

attractiveness for consumers. Interactive tools, such as apps, that are easy to use for consumers that 

have grown up with such technology or older consumers with an affinity for technology, are then 

attractive to these consumers and the more interactive a website or tech tool is, the more 

information is processed by the consumers using it.(Maity, Hsu, and Pelton 2012) 

Curated information on consumer's smart phones

There are several phone apps that can be purchased or downloaded for free on a smart phone that 

can aid a consumer in the decision making process at the point of purchase. Access to the Internet at 

all times means that the applications themselves can be downloaded while the consumer is in the 

store and it can then be used to access the data available. The app's provided information has in 

some way been curated by the creators, filtering it from the vast stores of information online into a 

format relevant to the products the consumer are interested in. This means that the app itself is a 

source of information and the trustworthiness and accuracy of the app is important for the 

consumer. Examples of such apps are the Danish 'Kemiluppen' run by Forbrugerrådet Tænk 

Kemi(“Forbrugerrådet Tænk Kemi Web” 2016) and 'Beat the Microbead' run by the Dutch Plastik 

Soup Foundation(“Beat The Microbead” 2016). Both apps acts a information sources regarding 

specific product content, making the labeling information easier to process for the consumer. 

'Kemiluppen' shows the consumer if the product contains ingredients the app has labeled as 

'problematic', such as ingredients that are suspected of acting as hormone or endocrine distruptors, 

perfume, parabens or environmentally costly ingredients. The app then rates the product on a three 

step scale; green, yellow or red, depending on the amount or type of problematic ingredients. The 

consumer must then either evaluate the range of ingredients rated as problematic themselves or 

evaluate their level of trust regarding the organization that chooses which ingredients are rated as 

problematic, if they are to find the app itself trustworthy. Beat The Microbead focuses on a single 

ingredient, the plastic microbead, and whether a product contains it or not, and so consumers will 

only need to posses information regarding one ingredient.

Other tools that present curated information at the purchasing level of the decision making process 

are pre-made lists ranking products on select factors, that are published online or available in the 

store, making it easier for consumers to compare products on certain characteristics. Dyrenes 

Beskyttelse publishes such guides comparing both different brands and labels on a number of 
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factors related to animal welfare.(“Kyllinge Guide” 2016) See appendix 2 for a guide on chicken in 

Denmark. 

Summing up

The consumers collect most of their information at the point of purchase when making decisions 

regarding grocery store purchases and most consumers would like the information on the packaging 

simplified. Time pressure, ease of use, understandability and timeliness were seen to be important 

factors for consumers when rating information sources.

Access to the Internet has made new sources of external information available to consumers at the 

point of purchase, such as apps and curated guides.

 

RESEARH GAP

As we've  gone through the theory relating to the research question it has become clear that not a lot 

of data exists when pertaining to decision making while in the store and having access to 

information online. When we look at decision making in relation to the Internet then the focus 

seems to have been almost entirely on the act of online shopping or making decisions while sitting 

in front of a computer in the comfort of the consumer's own home.

Online shopping and knowledge acquisition is of course evolving with the Internet, as new trends 

and opportunities to interact online becomes available. Social media and applications and how they 

curates information in the form we see today is a much more recent development and as such 

research regarding the use of, and interaction with this form of online platforms is not complete and 

much is still left to be discovered.

Smart phones becoming mainstream and affordable, a long with data plans becoming affordable, 

has opened up new vistas of how consumers interact with the Internet and how they approach the 

act of knowledge acquisition. This area of research seems to be almost untouched in regards to how 

it affects decision making. As smart phones becomes increasingly faster and accessible we must 

assume that at least some consumers will in some way utilize the tool they all have in their pocket 

when making decisions and that marketing managers will try to in some way make their product 

more attractive with the new tools available to them. From this it is clear that there is a significant 

research gap present in the intersection of consumer behavior with regards to decision making and 
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the use of smart phones.

New features on smart phones such as virtual reality, something shown to be hugely popular, user 

friendly and accessible through the Niantic game of Pokemon Go that launched in the summer of 

this year means a whole new way for consumers to interact with products and affect their decision 

making process and so research in this area seems to be sorely needed.(“Fortune” 2016)

This paper aims to provide at more in depth understanding of how consumers use and interact with 

new production or ingredient information in the decision making situation by studying the case of 

how consumers in Denmark use and interact with the app “Kemiluppen” and the information it 

provides. The focus will be on the process during shopping and the emotions and satisfaction 

afterward.

METHODOLOGY AND RESEARCH DEISGN

The research process was prefaced by expanding my general knowledge of the subject area, so as to 

get a deeper understanding of what has been done before. Secondary data provides me with all the 

knowledge and research that has been accumulated in the field by others, and so to get a 

comprehensive understanding of it, the effort to not just reiterate work that has already been done, 

but present it in a new light can be made. Reading and examining a lot of books and articles, many 

of which turned out to not be relevant was necessary to key in on what research had been done, and 

in which fields, as the intersection between decision making and online information search touches 

upon different interests and fields, from psychology to economy and behavioral studies.

Remaining objective and critical towards texts was essential as a lot of different theories and studies 

have been done in the area, some with conflicting results or questionable methods so as to be able to 

generalize the results.

The majority of sources were found using library databases and article databases such as “Emerald” 

and “Business Source Complete” and looking at which articles cited some of the main theories. 

A search for especially books, but also articles, where done on online retailers such as “Amazon” 

and “Barnes and Noble” as well as online search engines such as “Google”, “Google Scholar” and 

“Google Books” to get a more complete overview.(“Amazon” 2016; BarnesandNobles 2016; 

“Google” 2016; “Google Scholar” 2016; “Google Books” 2016)

For a full list of sources see bibliography.
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Secondary data

The secondary data sought in addition to the theoretical framework is mainly to gain access to data 

that other organizations might posses or track and that is not publicly available.

I have contacted several different organizations that develop or run smart phone applications 

designed to aid directly in decision making or to present the consumer with curated information, as 

well as organizations that provide curated information, to see if they collect data on the way their 

product is used and the effects it might have on decision making.

A lot of the organizations that were contacted did not return the emails or phone calls to them and it 

might have been interesting and relevant to have heard from them regarding their data on how their 

product is used by the consumer. 

I did hear back from “Plastic Change”, the organization behind the app “Beat the Microbead”, an 

app designed to scan a product and tell the consumer whether or not it contains the specific 

ingredient of plastic microbeads, which is a particularly harmful ingredient to the ocean 

environment. Unfortunately they are not set up to record any data other than number of downloads, 

as they do not have the resources to collect data yet. See appendix 7 for the correspondence. The 

app focuses on a single issue and one that has gotten so much negative attention that the UK are 

banning the ingredient from 2017 and that the US has already banned it. The app has thus provided 

information on a problematic ingredient and might have helped add enough focus on the 

problematic nature of the ingredient to the point that it not only affected demand, but that the 

ingredient is to be banned in some countries.(“CNN” 2016; “The Guardian” 2016) If they collect 

data on the application's use it might be valuable in further research.

The Danish app “Kemiluppen” (Translated loosely to 'Chemistry Magnifier')  which is developed 

and maintained by the consumer council “Tænk” in Denmark were open to provide all of the data 

they collect on the app, although as will be shown, it is not very in depth. Their app is focused on 

the product categories of cosmetics, hygiene and skincare, and so provides information to the 

consumer regarding a specific type of consumer goods. The app is free and works on both android 

and iOS. When a consumer scans the bar code of a product they are interested in gaining knowledge 

about the app then rates the product as either green (free from problematic ingredients), yellow 

(contains some problematic ingredients) and red (contains very problematic ingredients) along side 

information on the actual ingredients it rates as problematic. In this way it provides easily accessible 
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and curated information on specific categories of FMCGs.

It thus seemed relevant to look at how consumers used and interacted with the app, and it was 

chosen as the way to get an in depth look in how consumers search for, use and interact with 

information at the supermarket level when gathering the primary data for the project.

The consumer council Tænk also publishes a magazine named after themselves “Forbrugerrådet 

Tænk” where the September issue featured data on the use and development of their app.

(“Forbrugerrådet Tænk Kemi Web” 2016)

Primary data

The goal of the thesis is to gain a better and more in depth understanding of what the effects are of 

having access to data in the decision making moment in relation to FMCG. 

Other studies used in the theory section such as the “Consumers' Online Information Search; Gen 

Y'ers Finding Information in the Internet Haystack.” by Maity, Hsu and Pelton (Maity, Hsu, and 

Pelton 2012) posed interesting and relevant results, but would have benefited greatly in relation to 

generalization to have used a larger, and especially more diverse group of respondents in their work. 

With the time and resources available to my within my thesis I could have replicated the study they 

did, but with a focus on online information search in at the supermarket level instead of general 

online information search in relation to online shopping. As the results of such a replication would 

inherently posses some of the same weaknesses as the original study and thus might not be 

particularly well suited to make generalizable conclusions I instead decided on an in depth 

approach, focusing on separate cases.

The primary data collected is as such five separate cases, making a comparative study, of observing 

the consumer's behavior in the supermarket while focusing on who they search for information, but 

in particular how they interact with the chosen app “Kemiluppen” that can provide them with 

curated information in the purchasing moment. 

Other primary information includes data gathered from relevant organizations such as the consumer 

council “Tænk” in their attitudes and thoughts regarding use of their app as well as contacting 

several organizations that represent the interests of production companies.

The only successful interaction was with the organization “Landbrug og Fødevarer” where a 

'consumer economist' from their marketing department responded.
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The reasoning for wanting insight into the mindsets of the organizations that represent the 

production companies were that their attitudes toward how information is presented to the consumer 

as well as what type of information might affect the impact such information might have in regards 

to future supply. We in the theory section that consumers and production companies do not always 

agree on what constitutes misleading information and and such it would be relevant to see what 

their attitudes to curated information such as that presented in the “Kemiluppen” app was.

Research Design

As mentioned above the chosen research design were one the enabled an in depth understanding of 

the behaviors and emotions inherent in the decision making process and how they were affected.

A qualitative method of studying specific cases in depth were chosen and five cases were studied. 

The number of cases were restricted by the time and resources available, but set high enough to get 

enough results that the analysis could compare several different consumers familiarity with the app, 

to see if this factor had any effect on the process.

The five cases were found through social media and word of mouth, aiming to find people that had 

a varying knowledge and familiarity of the app, but that were all in the same age range of younger 

adults, to more readily be able to compare both consumers and overall results with the trends seen 

in the Maity, Hsu and Pelton study. An equal gender spread was not achieved, with only one male 

represented and no non-binary consumers, and further research could aim to take gender into 

account when looking a decision making processes and information search as the response to the 

familiarity with the them seemed to by skewed heavily towards female consumers. This might have 

just been a coincidence, but might also have something to do with the gendered skew to 

environmental and 'green' caring that the app taps into.(“Journalist’s Resource” 2016) Further 

research would be needed to determine if there is any correlation or indeed causation.

Observation and interview process 

The five cases were observed on a regular shopping trip, in a store the person would regularly go, 

either close to their home or work. The person being observed knew that the case study were related 

to decision making in stores and somehow involved the use of the app “Kemiluppen” as I had 

recruited them based on their familiarity with the app and asked them to go to a store where they 

would normally use the app, and use it on the products they normally would, alongside their regular 
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shopping.

The observation part of the study were recorded on video, with the consent of the person being 

observed, so as to be able to analyze the behavior, comments and interaction with the products and 

app afterward. 

Each observation process had varying lengths and were conducted in a different supermarket, as the 

person followed their normal shopping routine as closely as possible, with the exception that they 

were asked to chosen a shopping situation were they would normally use the app. Each case had 

varying knowledge and familiarity with the app beforehand.

The recordings are stored and the identity of everyone participating is known to me, but as 

anonymity were promised as a condition of the participation the recordings are not provided here. 

Screen shots from the recordings that does not compromise the participants anonymity are used 

later in the thesis.

The observation process is analyzed and explained in relation to factors such as: how they moved 

around in the store, how many products did they take down from the shelf / how many did they 

scan, was there any trouble with scanning, what did the scan trigger regarding a reaction, what info 

from the app did they use, what info from the packaging did they use, did they have any brand 

expectations, did price seem to have any influence on their decision, did packaging seem to have 

any influence on their decision as well as over all impression of behavior and interaction with the 

app. The factors are chosen to get as fully and in depth understanding of their behavior and decision 

making process in relation to how they search for information and particularly use the app.

After the observation part and the shopping trip were concluded each participant were interviewed 

following a semi-structured interview process based on the questions asked in the Maity, Hsu and 

Pelton study, but expanded and tweaked to include the situations specifically relevant to the 

supermarket level situation.(Maity, Hsu, and Pelton 2012) The interview process followed the same 

questions in all cases, but additional follow up questions were asked if the situation warranted it or 

comments were made in relation to the question. For a full list of interview questions see appendix 

3.

The interviews were conducted immediately after the observation and shopping were concluded so 

as to have the experience fresh in the persons mind. After exiting the store we would walk to a 

bench or cafe close by and conduct the interview. The set up for the interview were informal and 

semi-structured as the person being interviewed were told to ask additional questions or add 
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comments if they felt like it was needed, and to elaborate in answers they felt needed it. All of the 

people that participated in the study were known to me in some way (colleague, old school 

connection, part of the same sports team) and this added to the informal and confidential feeling of 

the interview, possibly enabling me to get more personal and in depth answers than if the study had 

been conducted with a random sample of people unknown to each other.

The interview questions started with three open ended questions regarding the frequency of use and 

familiarity with the app prior to the study. The following questions were grouped according to area 

of interest (affinity for technology, prior experience) and roughly modeled on the questions chosen. 

in the  Maity, Hsu and Pelton study.(Maity, Hsu, and Pelton 2012) The questions were altered to fit 

the decision process taking place at the supermarket level and with regards to the use of smart 

phone and not just the Internet as a whole. The questions were phrased in first person, mirroring 

their experience and each question were answered with either an affirmative (yes), negative (no) or 

in between (somewhat), with the opportunity to elaborate or comment on each question and a 

prompt to explain their choice and considerations if they seemed unsure. This resulted in answers 

that were comparable between participants, but also reflected and with the persons reasoning behind 

their choice.

The interviews were recorded by writing the respondents answers and comments down, and taking 

additional notes regarding the interview during the conversation. To see all respondents' answers 

and any comments see appendix 4.

The five cases

Consumer 1

Consumer 1 is female, 39 years old, identifies as queer and lives in Copenhagen.

She knew of the app and had downloaded it, but had never used it.

The observations were done in the afternoon at a Kvickly close to her home that she often frequents. 

The shopping trip were a regular groceries and basic need shopping trip with a focus on a party that 

same night that she was shopping for. The store was not crowded and most needed products were 

found immediately as she was very familiar with the store. The was almost no queue at the register.

The Internet connection got worse, the farther we moved into the store, causing some delays in the 

app connecting and resulting in having to scan the same product several times. The shopping trip 
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lasted approximately 15 minutes. The interview were conducted in a nearby grassy area where 

benches and tables were available.

Consumer 2

Consumer 2 is female, 27 years old, gay and lives in Copenhagen. She is American and she was 

aware of how the products and branding she had been exposed to growing up in the states affected 

her preferences and product choices, mentioning it several times. This was clearly seen in that she 

actively avoided brands that reminded her of American branding and packaging, such as brightly 

colored and vibrant packaging, being drawn to more 'green' or 'organic' looking packaging. An 

example of this was when choosing detergent she actively avoided the bright, boxed products, 

stating a preferences for the detergent packaged in a paper bag with muted and green colors.

She knew of the app, but had not downloaded it or tried it prior to the shopping trip.

The shopping trip was conducted in a Super Brugsen in Hellerup which is close to her work and a 

place she visits almost daily. The shopping trip was for smaller, day to day needed items. The store 

was reasonably busy with a small queue at the register. The observation lasted about 15 min.

The interview were conducted on a nearby bench in the plaza the store was located.

Consumer 3

Consumer 3 is male, 37 years old, straight and lives in Copenhagen. 

He had used the app a few times prior to this case. The shopping trip was to a Kvickly located close 

to his home. The purpose of the trip was to stock up on certain products, especially skin and hair 

care, that the smaller low budget supermarkets he otherwise frequents did not stock. The 

observation were carried out at around midday which meant that the store were not very busy with 

costumers, but were in the middle of restocking and setting up products, making it harder to access 

some shelves and products that he was interested in. Similar to the other Kvickly the Internet 

connection became less stable the further into the store we moved, resulting in him scanning a 

product, then walking 15 meter to a window and waiting for the app to connect several times as 

well as having to scan the same product repeatedly to get a result. There was several times were a 

product was scanned repeatedly, but the app could not connect, as so it was out back on the shelf 

without a result. This was the only store in which this happened.

The shopping trip lasted about 25 minutes.
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Consumer 4

Consumer 4 is female, 32 years old, straight and born and raised in Australia, but has spent her late 

teen and adult years in Denmark and did not consciously seen to be affected by this as consumer 2 

were. Consumer 4 is also pregnant. She was very familiar with the app and used it regularly – about 

once per shopping trip on 80% of the times she went shopping.

The shopping trip were a routine Saturday afternoon grocery shopping trip to a Netto close to her 

home. The focus was particularly on shampoo and bath products for both herself, her partner and 

for the coming baby. The Netto in question is a large one with a lot of non-food products. The store 

was quite busy and there were quite a long queue at the register. The shopping trip took 

approximately 30 minutes.

Consumer 5

Consumer 5 is female, 28 years old, straight and lives in Copenhagen. 

She was quite familiar with the app and used it on shopping trips about once every two months, 

when she purchased skin care or make-up. The shopping trip was not to a grocery store, but to 

Matas, a body, make-up and skin care chain, which was were she mostly used the app. The focus of 

the trip was to find a few specific products such as a mascara and a lip balm. The store was close to 

her office and we visited it in the late afternoon where it was quite busy. The store in question had a 

outdoor sale going on and so were probably busier than it would have generally been at that time of 

day. The shopping trip took about 40 mintues.

After the observation and interview process were concluded the data was assembled into an excel 

sheet, containing all responses and notes. See Appendix 4.

Additional data

As mentioned earlier industry representatives and lobby groups were contacted to get their stance 

on this form of curated data. 

The only response was from the group “Landbrug og Fødevarer” (L&F). See appendix 5.

Other data include the information gathered from “Forbrugerrådet Tænk” via email correspondence 

and their magazine, bearing the same name. See full email correspondence in Appendix 6. 
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Articles and the discourse surrounding the possibility of a new label meant to signify level of 

animal welfare, but accused of being misleading has also been looked at to get a more in depth idea 

of the production industries attitudes toward information available to the consumer at the decision 

making moment.

FINDINGS AND ANALYSIS

Secondary data findings

Kemiluppen

The app “Kemiluppen” was launched in the beginning of 

December 2015 and has been used to scan products a total 

of over 2.3 million times since then. It is is used for 

scanning products on average 10.000 time a day and more 

than 138.000 consumers have the app downloaded to their 

smart phone.

There is about 7500 different product in the database the 

app has access to and more are added as products are 

approved. The app uses a crowd sourcing method gather 

data about new products, by asking consumers who scan a 

product that isn't available in the database to take a picture 

of the front of the packaging and the ingredients list and 

send it in, while still in the app interface. The information 

is then checked before it is added to the database.

(“Forbrugerrådet Tænk Kemi Web” 2016; Forbrugerrådet  

Tænk Kemi 2016)

The app can either scan the bar code of a product, the 

consumer can manually enter the number on the bar code or the consumer can search for products 

directly. See the landing screen in fig. 8. Once the product is scanned, it is rated green, yellow or red 

and a small text regarding the product and what kind of choice the app rates the product as being. 
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Figure 9 show the example of a box of Zendium toothpaste, which is rated green and described as 

being a good choice. Below can be seen the ingredients rated, with the only one not completely 

unproblematic from the apps perspective being perfume. If the consumer wants more information 

regarding the ingredient category or type, they can press the ingredient or if the want information on 

the specific ingredient they can press the bottom row in black on “Se ingredienser” (See 

ingredients) or the button to the right of that in the black bottom row to see what alternatives the 

app suggests you buy.

The app is free to download and runs on both android and iOS.

The consumer council behind the app does not collect 

any other data on the app that what is stated above, 

their reasoning being that they do not collect personal 

data. Data such as how often the app is opened or how 

many scans per time it is opened could have been 

relevant to know in relation to how consumers use the 

app, and can be collected without compromising 

anonymity, but sadly is not. The council had not 

investigated or in any way looked into how the app was 

used. The statement regarding how or if the scans 

affected end purchase decisions where “...at det gør de 

til en vis grad.” (Email correspondence, see appendix 

6) Translated: “..it does, to some extent”. They did not 

have any data to base this statement on though.

They did know that some consumers had chosen to 

throw out products that had already been purchased and 

that they had in their home after seeing the rating it got 

on the app. We might assume that the emotions and 

experience tied to the brand of products they have 

chosen to dispose of might affect their purchasing 

decisions in the future, as such a negative experience might be remembered when next purchasing 

that type of product.
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New star label proposed

To get a better sense of what some of the industry players, as well as possibly the sellers in the form 

of the supermarkets thought of the type of information a consumer should have access to at the 

purchasing moment, the case of a new suggested labeling system was investigated.

A new three star labeling system was proposed by the government (the parties Venstre, Liberal 

Alliance, Dansk Folkeparti, Konservative) in the spring to help consumers to more easily identify 

the level of animal welfare behind the production of a product.(Sørensen 2016) In collaboration 

with representatives from the production and sales industry such as Landbrug & Fødevarer, Danish 

Crown, Dansk Supermarked, Danske Slagtermestre and several others the ministry of environment 

and food developed this opt in label that is to be launched for Danish produced pigs or pork 

products and by the end of the year.

The label gives a product one, two or three stars according to the level of animal welfare under 

which is was produced. One star is for a minimum of animal welfare, just above what is legally 

required. Two stars is given for the one star requirements + a bit of extra space for the pigs. Three 

stars is given for the requirements of the two below it as well as access to an outdoor space.

Comparing this to already existing products and variety in what is on offer regarding different levels 

of animal welfare is sets the bar quite low, meaning the it requires very little to get one star, and 

three stars lumps a very wide range of already existing animal welfare rating together in one, such 

as “Friland” and “Organic”.(Sørensen 2016; “Dyrevelfærdsmærke” 2016)

The opt in labeling has been criticized by Coop who has a market share of 40% in Danish 

supermarkets and profiles its stores on organic and high animal welfare products. It is also highly 

critized by Dyrenes Beskyttelse, a dominant animal welfare organization and the consumer council 

“Tænk” along side other NGOs.  The criticisms leveled is that the label will be misleading to 

costumers. Their argument is based on the fact that a one star label will suggest that the product has 

a high animal welfare, something it does not, and that the highest rating does not distinguish 

between products with an medium and actual high level of animal welfare, as long as the product 

fulfills the three star requirement, which is set quite low compared to what is on the market. 

On the opposite side of the argument is Dansk Supermarked, the main competitor to Coop, along 

side the majority of the big production organizations or industry representatives that have taken part 

in developing the label. They argue the the label will help transparency and add easily 

understandable information for the consumer regarding animal welfare. (ritzau 2016; Hyldal 2016; 
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“Dyrevelfærdsmærke” 2016)

Primary data findings

The five cases

Case 1 (female, 39 years old, Kvickly on Nørrebrogade)

When entering the supermarket she was very direct in her movements, walking directly to the area 

with the product category she was looking for and straightforwardly picked the product of the shelf 

that she usually purchased of the product type. Taking the example of toothpaste she walked 

directly to the correct aisle and within moments had chosen the brand and type of toothpaste she 

would normally purchase. She stated that she expected the product (Zendium, non whitening) to be 

green on the app, as she had previously read an article about a harmful ingredient in toothpaste, 

especially in whitening toothpaste as she knew that the type she chose did not contain the 

ingredient. She was correct, in that the app showed no problematic ingredients when scanned. She 

put the product in her basket, then considered for a moment and decided to scan a couple of other 

types of toothpaste 'just to see'. The other types scanned were both from the same brand (Zendium) 

but different types, as well as competing brands (such as Colgate). She scanned a few different 

types, all coming up as inferior (yellow or red) or as not being in the apps database. This seemed to 

confirm her in that she had might the right choice the first time around and she moved on to other 

parts of the store.

There was a great deal of trouble scanning the products from a lack of Internet connection in the 

store, but no trouble in the actual scan of the bar code. The lack of connectivity resulted in a 

resigned frustration, and her stating that she had had trouble using her smart phone in the store 

before, so she knew the connection in there were poor. It did not seem to affect the number of 

products scanned, at least no products were put back without getting a result and further products 

were scanned after having connectivity issues.

She used only the info on the main screen regarding what level the product came in at, and tried 

finding more information about problematic ingredients by pressing the ingredient it self, which 

brings up information on ingredient type (e.g. Environmentally unsafe comes up as a problematic 

part of the product, you press 'environmentally unsafe' and a general description of ingredients that 

are environmentally unsafe comes up). She  wanted information on what the environmentally 

unsafe ingredient actually was, but could not find it. The app does provide that information by 
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pressing the black button in the bottom of the screen marked “See ingredients”, but she did not look 

any further than the initial find of the general description and stated that she would have like to 

know what the ingredient was, so she could identify it if she saw it on packaging in the future.

She did not particularly use the information on the packaging, but stated in the interview that she 

usually does. It seems that the app replaced her need for looking at information on the packaging.

Price did not seem to have any particular effect on her choices, as she went for the product she 

usually bought consistently throughout the shopping trip and the app confirmed her prio knowledge 

regarding the products she chose.

Overall the app seemed to cement for her that she was making the correct choices, in that she was 

avoiding the ingredients and type of products that she intended to avoid. In future purchases when 

buying a new product or product type, the app might be used either as a substitute for a lack of prior 

knowledge or a substitute or addition to information presented on the packaging.

In the interview she stated that she would use the app on anything that it would scan, indicating that 

she found it useful in her decision making process. She rates herself high in self-efficacy, being 

confident that she could find all the information she would need, that the app could provide, but we 

see that it was not the case, as she did not locate the information regarding the specific problematic 

ingredient. She also rated positive on affinity for technology regarding smart phones as well as prior 

experience online information search. The only perceived cost that was rated was the internet 

connectivity issues, which was rated as somewhat in answer to “I felt it took a lot of effort to search 

for information with the app”. She was not facing time constraints at the time of the shopping trip. 

Perceived risks of using a smart phone to go online was in a social context, of it taking attention 

away from the social interaction, and as such should not affect her decision making process when 

shopping alone, but might do so while shopping with others. 

When looking at product involvement the chosen product (Zendium toothpaste) was rated as 

important to her, but neither interesting or appealing. She felt that she searched for a lot of 

information, even though she did not use the information on the packaging, especially when related 

to the product category of toothpaste, even though she did not feel she scanned a lot of products. 

This indicates that the use of the app was seen as requiring a lot of effort, even when only used a 

few times as was the case here. Even though it was seen as requiring effort she did indicate that she 

had wanted to scan more products. Counter to the high effort she answered middling to positive on 

all three questions related to enjoyment in using the app and only the internet connectivity issue 
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detracted from her satisfaction with the experience.

Case 2 (female, 27 years old, American origin, Super Brugsen in Hellerup)

She moved around the super market with a lot of purpose, generally knowing where most product 

categories were kept and going directly from one shelf to the next, getting the products she needed. 

She went directly after the product she would normally buy, scanning that product first. As she had 

not used the app before she was not familiar with what product categories precisely it covered and 

attempted to scan products types not in its' range, such as hygiene and food products for pets. Both 

in the store and in the interview she expressed regret in that it did not cover more types of goods, 

especially food items. Similar to case 1 she tried scanning several products in the same product 

category even after a choice had been made, or at least a product had been put in the basket, 

seemingly to satisfy both a curiosity and to confirm herself in that she had made the correct 

decision.

She scanned a product that she had at home and had already used, and became shocked when it was 

rated very problematic and came up rated. She stated that she almost wouldn't dare to scan other 

products she had in her home, in case it gave her the same result.

She did decide to purchase a product that came up red, but stated that she felt guilty about it and 

would probably feel bad about it every time she saw it on her shelf at home. The app then did not 

affect the decision making process enough to discourage a purchase, but enough that the satisfaction 

in the use of the product afterward was heavily influenced. She was very price conscious, and 

explicitly stated that price would win over the information the app provided. When purchasing 

washing powder this turned out not to be the case, as she chose a detergent that was roughly twice 

the price of another one she had scanned, but stated the she was turned off by the packaging colors 

and design of the cheaper one, as it reminded her of the products is the united states that she 

disliked. From this and other interactions it was clear that she used the colors and design  of the 

packaging a lot, as well as the labels on the packaging. She stated that she knew it was all branding 

when something was green or muted in colors, and that it might not be 'good' (for the environment, 

for you ect), but that she was attracted to that type of packaging anyway.

She did not look at ingredients on the packaging, but had the same trouble with the app in that she 

found only the product category information and not the ingredient information even though she 

was looking for it. In the interview she stated that she found the app very user friendly and rated 
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herself somewhat or between somewhat and yes on the questions regarding prior experience with 

going online on a smart phone. She stated that she used the information on the packaging in the 

same way that she usually would, when not using the app.

There were no problems with internet connectivity or scanning of the products, but a lot of the 

products were not yet available in the database, leading her to give up on scanning some product 

categories.

She rated herself positively on self-efficacy and affinity for technology in relation to smart phones, 

but were not able to find all the information she was looking for on the app.

She was facing time constraints, which might have contributed to her giving up on scanning some 

product categories after a few attempts with no result, but did not feel she expanded a lot of effort in 

the search, mainly because she gave up.

In regards to perceived risk in using the internet on her smart phone she answered with somewhat, 

as using the phone to search for information could sometimes give her headaches. This might deter 

her from using her phone to search for information if she is under pressure, have already used it 

previously in the day or if she is already not feeling well and wishes to avoid the possibility of a 

headache. She compared the risks of going online on your smart phone as the same as she would 

when using a computer.

The product that was asked about in the interview regarding product involvement was toothpaste of 

the brand Colgate, and she stated that she found the product important, but neither interesting nor 

appealing to her.

Over all she was very direct in her movement and product choices, seeming very concussion of her 

behavior, voicing why she scanned products, what attracted or repelled her regarding a product and 

why she made decisions and how they made her feel, acknowledging that she would feel poorly 

afterward regarding some choices, but would still make them.

Case 3 (Male, 37 years old, Kvickly in Frederiksberg)

When entering the supermarket he went straight for the male gendered section of facial care 

products, looking for an eye cream. He looked around,  stating that he was looking mainly for a 

product that said 'eye' on it and not finding it. There were several creams with that purpose in the 

aisle, just not with the exact wording on it. Moving along the aisle, not taking any products from the 

shelves he asked me where I would look. I suggested the facial cream aisle that were not marketed 
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towards male consumers. He found the correct aisle and took the first product from the shelf with 

the word 'eye' on it. It was scanned, but was not in the database. Another similar product, from the 

same brand and shelved next to the first product was scanned, but that was not in the database 

either. He then left the facial care aisles. The products scanned were very expensive, but he did not 

seem to be looking at price at that time.

He moved on to the hair care section, going directly for the hair wax he usually buys and being 

happy to notice that it was on sale. He proceeds to scan the hair wax and the app comes back with 

the result that it is 'red', meaning containing very problematic ingredient and listing the problematic 

ingredient category as 'suspected of endocrine disrupting'. He become extremely shocked, takes a 

physical step back and states that had it not been for the app he would have bought 5-6 jars, as it 

was on sale. He puts the wax back on the shelves.

He proceeds to scan, or attempt to scan as internet connectivity 

issues ensues, most of the hair waxes where he is not familiar 

with the brand. He takes a his time, looking at each product and 

scanning it. He even moves to a nearby window in an attempt to 

improve the connectivity and get a result several times. He 

actively stays clear of some brands as he has had bad 

experiences with the product after purchasing it in the past or 

because he does not like the brand. He finds a hair wax, through 

the 'recommended products' list on the app, that is then scanned 

and comes up as green on the app, and after some time decides 

to buy it, but seems very hesitant and thoughtful and expresses 

his doubts that it will work properly. See fig. 10 for a picture of 

the wax being scanned.

He moves on to other product categories in the same manner, 

going directly after the products he knows to “work”, meaning 

that he has used the with positive results previously. He uses 

prior brand knowledge to choose which products to scan, already filtering certain brands out even 

before looking for additional information.

He easily finds the information on the specific problematic ingredients when looking for it, but 

states that he will forget the name if the ingredient in a moment anyway and so he moves on quickly 
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and does not make any obvious effort to take note of it. He also looks at the problematic ingredient 

category, but states that he they really doesn't matter to him. He does seem particularly upset 

regarding the fact that he has been using a product that contains ingredients from a category that are 

suspected of being an endocrine disruptor, meaning that it might affect the hormones naturally 

produced in the body. From this it is clear that the information collected from the ingredient 

category does affect he, regardless of his statement that he did not care about that type of 

information.

He also uses the 'recommend products' list that the app provides, 

The packaging or the ingredient information on the packaging did not seem to be important to him, 

whereas prior experience with the brand in general was a strong determinant. He did look for 

certain effects or adjectives used on the packaging to describe the product, such as 'shiny', 'mat' and 

how much hold the wax claims to have. It is an annoyance to him that his chosen, 'green' level hair 

wax does not state any of those adjectives, leaving him wondering about the products capabilities 

and seems to create uncertainties surrounding the decision, leaving him doubting if it was the 

correct choice, even after the product has been put in the basket.

Price did not generally seem to influence whether or not to buy a product, only coming into play 

when a product were cheaper than expected.

As in the other Kvickly in case 1 there were problems with the internet connectivity. He did also 

have problems getting the phone to actually scan the bar code, which no other study participants 

had. It might have been because of an older model smart phone, as his was significantly older than 

the other models tested, but it cannot be said for sure. It did cause a lot of frustration and was listed 

as the only perceived cost.

In the interview he stated that he mostly found the app useful for testing already purchased products 

and new products where he had no prior knowledge about them. It is again clear that he relies 

heavily on prior knowledge and experiences when making his decisions, but does not let them 

overrule the end purchase decision, which is based on the new information provided by the app.

He rates himself positively in regards to self-efficacy, affinity for technology and prior experience 

regarding smart phones and apps. He is the only case that utilizes all of the information providing 

features on the app and the only one who finds or uses the information concerning the specific 

problematic ingredient like its name on ingredient lists. He also seemed to use the information on 

the packaging less and less as the shopping trip progressed, and rely more on the ingredient 
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information on the app.

There were no perceived risks for him in regards to those asked about and he found the chosen 

product (hairwax, änglemark) both important and appealing and somewhat interesting, showing a 

higher product involvement than in the two previous cases. Search effort was relatively high, with 

him feeling that he searched for a lot of information, used the information on the packaging and 

with a 'somewhat' response to having scanned a lot of products, but with a similar positive on 

enjoyment and satisfaction. Regarding number of alternatives he would have like to scan more 

products, and a factor here might have been the poor internet connectivity as well as it being hard to 

get the phone to scan the bar code.

Over all the app had a big impact on his decision making process, changing the product and brand 

that he bought in one instance from a product he was highly loyal to, to a new and unknown 

product. As the shopping trip progressed he relied more heavily on the app over packaging 

information and he navigated the app easily, finding all the information it had to offer and sorting it 

in what he felt was relevant to him and what was not.

Case 4 (female, 32 years old, Australian origin, Netto in Amager)

Moving into the super market her approach was meandering and not particularly directed any place 

specific. She started out by looking for shampoo and started looking when she got to the 'spot' 

section of Netto, where they stock products not in their regular product supply and that might or 

might not be on sale. She stated that she always looked in the spot aisles first and bought most of 

her products from there and not from the aisles specifically stocking shampoo and personal hygeine 

products. She only went to the product specific section at the very end of the shopping trip, as she 

could not find a specific product she wanted in the spot section, but knew they stocked it in their 

regular section. 

There were shampoo stocked in a huge number of different areas in the spot section and she 

scanned every brand she saw, and almost every type within each brand. She did not move around in 

any systematic way, just walked around the aisles and when spotting a shelf with shampoo or other 

products she might need she scanned them. She was trying to find a shampoo she had previously 

bought from the spot section, that had turned up green on the app and surprised her, as she was not 

expecting a green rating from that brand, but she could not remember what brand or name the 

shampoo was. She looked specifically at price and tried to find the cheapest shampoo that would 
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scan as green. She knew some brands would always or mostly scan as green from prior experience 

with the app, but they were mostly in the more expensive range. She had found one less expensive 

brand, namely Nettos' budget brand Lovena, that would generally come up green, something that 

came as a great surprise, and so had started purchasing that brand because of the app. From this and 

the previous case it is clear that the information the app provides can help establish, and abolish or 

at least destabilize, brand loyalty. If the consumers expectations with a brand are not lived up to, in 

the case of the hair wax in case 3 or completely outstripped the lower expectations of a budget 

brand as in this case, consumer loyalty might be won or lost.

She stated that she was very aware of avoiding palm oil, a specific ingredient that can be listed on 

ingredient lists under many different names, as she had researched it and found that it was the cause 

of environmental devastation in many regions of the world, adding specifically to deforestation and 

the consequences that follows. As the app does not rate palm oil as problematic it does not identify 

it, and so a product that cam up green were always checked on the packaging for this specific 

ingredient she wished to avoid. She expressed regret that the app could not save past choices or be 

customized to look for ingredients or disregard others according to personal taste.

If she did not find a product in her price range that scanned green and did not contain palm oil she 

would either buy a product that rated yellow ( e.g. if it contained perfume, as she did not mind that 

ingredient in her products) or if that could not be found then she would buy a more expensive, but 

known brand, that satisfied her requirement, such as Neutral.

She rated herself highly on self-efficacy and affinity for technology, rating herself as even more up 

to date on using smart phones than her peers, noting that she often showed friends the newest trends 

and apps. She also rated highly on her prior experience and noting no perceived costs or risks, other 

than if you were careless in general online you might get a virus or phishing attempts.

The product chosen to talk about in the interview were make-up cleaning wipes of the brand 

Lovena, that she had started to buy instead of the much more expensive Neutral ones after she 

started using the app. She stated that she found the product importance and somewhat interesting, 

but not appealing. She rated high on search effort and used the information on the packaging for 

specific ingredient information the app could not provide, but same as with case 1 and 2 she did not 

utilize the ingredient information or recommended products list. She stated there she felt no time 

constraints, but later stated that if there had been no constraints at all, she would have liked to scan 

every shampoo in the store. On enjoyment she rated somewhat to positive and stated that the app 
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helped her with not having to make a decision to every single ingredient in the product and so the 

use of the app clearly makes her decisions making process easier and ensures that she can spend 

less mental energy on getting the information she needs to feel like she made an informed and 

correct choice.

Overall she had a meandering but thorough approach, spending a lot of time and energy scanning 

products, comparing price and ingredients as well as reading packages. It was clear that the 

information provided by the app had an impact on the final purchasing decision and was valued 

along side price and palm oil content as the three most important factors in her decision making 

process.

Case 5 (female, 28 years old, Matas on Nørrebrogade)

She was sligthly familiar with the store, but not enough to know the location of the shelves with the 

categories of products she was looking for, and so moved around the store a lot searching. In 

comparison with a super market the store does not only have one designated area for each product 

category, but also have sale displays, brand specific displays and their own brand section of the 

store. This means that to compare several different brands or types of the same product, or to find a 

specific brand, a customer either has to ask a sales person or explore the stores different areas to 

look for it themselves. This was the case when she was looking for a specific brand of dry shampoo 

that she liked. She first found the shelves with different brands of dry shampoo and took several 

from the shelves to scan, but put them back regardless  of price or result as she was specifically 

looking for the brand she liked. After circling the store, looking in the different sales areas, she 

returned to the shelves with assorted dry shampoos and ended up having scanned every dry 

shampoo in the store that she could find. She did locate other products from her preferred brand, but 

did not find the dry shampoo and so opted to not buy any. Her brand loyalty were so strong that 

neither price, the apps' results or the offering of other products could sway her decision making 

process enough to make another purchase decision than the one she was set on when she entered the 

store. It is clear the prior knowledge is the key in this situation.

This was the case with several other products as well for her, for example looking at sun screen 

where she went directly for the known and usually purchased brand, scanned it and was confirmed 

that it was 'green' and cemented her brand loyalty, as she talked about how she would never buy all 

the colorful and bright packaged sunscreens. She used the packaging in this was, shying away from 
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flashy and bright packaging, choosing to look at, and scan, product with more 'green' or 'earthy' 

packaging, as well as Matas' own brand. She looked specifically for labels regarding allergy 

sensitivity and environmental impact.

When looking for a product where she did not have preset preference, like chapstick/lip balm or 

mascara, she followed the same pattern of first filtering product from the packaging and appearance 

and then scanning them with the app. When choosing a lip balm she kept returning to Matas' own 

brand, which came up 'green' on the app and and was in the cheaper end, but the practical use of the 

product and thus the experience of, and satisfaction with, the product where badly hampered by it's 

packaging, which were a large tube, in a classic or bit old fashioned design, the dispensed the 

product like a toothpaste tube. The packaging had such a large effect that she ended up purchasing a 

vastly more expensive lip balm, in a make 

up like packaging that she stated felt 

luxurious and adult, and that to her surprise 

also came up 'green' on the app, even 

though she actually liked the balm it self in 

the initial product.

Once the product had passed the test of 

being scanned by the app other features 

then came into play, where packaging 

where a big factor and price less so.

She did not use  or look for any additional 

information the app provided other than the 

rating and in the interview mentioned that 

she did not know if it could do anything 

else.

When looking at make up a lot of the 

brands did not have bar codes on them and 

so a sales person had to be actively asked 

for assistance, something that was a huge 

barrier for her. She said that she would 

rather just not purchase anything than ask, but a salesperson approached her while she was standing 
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at the display and asked her if she needed help, and she did then ask. The salesperson remarked if it 

was for the app, as a lot of customers had been asking for that information.

The mascara that was scanned was not yet in the database, but the salesperson recommended a few 

different brands that were very good in that they did not contain problematic ingredients according 

to their experience. Some of the brands mentioned profiled and branded themselves on this and 

some did not and came as a surprise to the person in the case.

She approached one of the brand displays from “Nilens Jord” a medium priced brand that profiled 

itself on being 'earthy' and allergy tested, even sporting a label saying “Allergy Certified” (See fig. 

11, blue check mark in the top of the picture) indicating that on the mascara she picked out. As she 

removed it from the shelf she noted that she was now regretting a previous purchase in the airport of 

another mascara that had been expensive, but not very good, and that she wished she would have 

gotten the one she was currently holding. When scanned the product came up 'red' in the app, the 

worst rating and instantly changed her opinion of the product, putting it back on the shelf. She had 

spent a good amount of time looking at different mascaras, even talking with the salesperson, 

something she did not usually do, and she ended up putting the mascara back and not looking 

further or purchasing a new one, even as she had expressed dissatisfaction with the product she 

currently used. 

Walking out of the store she passed another brand specific display of “Nilens Jord”, the brand 

whose mascara had just scanned red, and a large sign advertising their own internal label of 

“Allergy Certified”. She scoffed and remarked that if the label was created and controlled by 

themselves, what value did it have. It was clear that her expectations of the brand had fallen when 

the app showed a bad rating for a product with a label indicating the opposite, as well as the 

salesperson indicating that the brand as a whole was 'good'. The sign confirmed her decision and 

showed her that to trust a label you are not familiar with, or indeed brand identity, might not always 

be wise.

She did not use ingredient information on the packaging, but the color, design and labels as seen 

above.

She rates herself from 'somewhat' to 'yes' on all questions pertaining to self-efficacy, affinity for 

technology and prior knowledge. Regarding perceived costs she did not feel she used a lot of effort 

to search with the app, but did feel she expanded a lot of general search effort, for both products and 

information. She was in the store for about 40 minutes, the longest of any of the cases, had help 
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from a salesperson and scanned a lot of products and walking completely around the store several 

times. She did feel she was facing time constraints and had little time to search.

Regarding product involvement for the lip balm she felt that the product was both important and 

appealing, but not interesting. Satisfaction was not negative in concern to the app, but with both the 

specific purchasing experience and purchasing experiences in general. She did feel that the app 

helped her get out of the unpleasant purchasing experience faster than she would have otherwise.

Overall she purchased products that she would not have if it was not for the app (the lip balm) as 

well as avoided purchasing products that she would have very probably purchased without the app 

(the mascara). In that was the app helped her to shop according to values she was already shopping 

from, but provided her with more information than packaging colors, design or labels alone could 

have.

Trends and comparison of the cases

One of the striking results in the cases was that four out of the five cases did not know about or use 

any of the additional information the app could provide in addition to the initial scan and rating. 

Both new and habitual users showed this and even some of the cases that mentioned the lack of the 

in depth information regarding the ingredients specifically, did not find or know  that the app does 

provide it. Even in cases were the app was described as user friendly (case 2) and where the users 

rated themselves middling to mostly high on prior experience and affinity for technology (case 1, 2, 

5) did not find the additional information, even if looked for (case 1, 2) and so there do not appear 

to be a clear connection in these cases between an consumers own feelings about their level in these 

areas and their ability to find the information they are looking for, even in a curated experience such 

as the app.

In regards to product involvement four out of five cases did not find the product interesting, with 

the fifth (case 3) finding it somewhat interesting. This was true even when the consumer possessed 

a lot of prior knowledge or had researched a product or ingredient (case 1, 4). On the other hand all 

five cases did find the product they were asked about, and that they purchased, important to them. 

From this we can propose a hypothesis that a product does not have to be interesting to engage 

consumer's product involvement.

Using packaging to find information seems to have no clear relation to also using the app to find 

information as for some it substituted it, and for others it complemented it, but the app does seem to 
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have an effect of the satisfaction the consumer feels regarding their purchase decision. We saw a 

case were it markedly decreased satisfaction (case 3) and cases where it seemed to confirm the 

consumer in that they had made a 'correct' decision and thus improve or confirm the satisfaction 

already felt.

There are no clear indication of how the app affects brand loyalty, only that it does have an effect. 

In case 3 the app completely abolished the already established brand loyalty, in case 4 it established 

brand loyalty to a new and previously unknown brand or case 3 where the brand loyalty remained 

but the experience and satisfaction afterward was tarnished by the apps' poor rating.

Both case 4 and case 5 specifically mentioned the app as a saver of time or mental energy, in case 4 

where it enabled her feel comfortable about skipping certain mental steps in the decision making 

process regarding the effort to make a decision or have an opinion about every single ingredient in a 

product. In case 5 it helped her escape the shopping experience that she found annoying and 

unpleasant more quickly, making her feel that it helped her.

I will now look at the other side of the industry and their thoughts on information provided in a 

curated form at the shopping level, via an app.

The Landbrug & Fødevarer correspondence

The 'consumer economist' who responded with a take on apps such as “Kemiluppen” that they did 

not seem particularly relevant to her, as they had no effect on the industries she represented. This 

seemed very much avoiding the actual question as she was asked her take on a similar app, but in 

her area of interest, namely food and groceries.

The only real statement she was willing to make was that “Som udgangspunkt bakker vi i L&F op 

om at forbrugere har god adgang til oplysning om de dagligvarer, de køber. Så længe informationen  

er korrekt, selvfølgelig.” (Email correspondence, see appendix 5) 

Loosely translated to : “As a rule here in L&F we support that consumers have good access to 

information regarding the groceries they buy. As long as the information is correct, of course.”

After trying to underline the fact that it was a hypothetical of 'if' a similar app were to exists for 

food products, e.g. regarding animal welfare, she referred to the statement above and suggested I 

ask someone in a group as it didn't seem relevant to her.

She ended the first email with the above statement in it with a half question, half statement 
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regarding if “Kemiluppen” wasn't shutting down anyway, referring to the problems with funding the 

group running it has had over the summer.

FINDINGS AND THEIR RELATION TO KNOWN THEORY

The production industry's perspective and misleading information

The new three star label that is so discussed and both strongly opposed and strongly supported by 

politicians and sellers, but generally mostly supported by producers, gives an interesting glimpse 

into the thoughts and attitudes of the different players, when looking at what arguments they are 

bringing to the table.

Interestingly we saw that two of the biggest super market chains, namely Coop and Dansk 

Supermarked are on opposite sides of the argument. Coop as having profiled themselves on animal 

welfare and organic products arguing that the label is misleading and Dansk Supermarked, who 

helped develop the label, and is arguing that it provides transparency and better information 

available for the consumer. NGOs and animal welfare organizations, which can be seen as taking 

the consumer's side, or at least a slightly more objective side than for-profit companies, are siding 

with Coop in arguing that the label is misleading.

This mirrors some of the findings in the Clement, Andersen and Jensen article, in that it is not 

always agreed upon or even clear what constitutes as misleading information, and that the same 

information or data may be viewed very differently depending on who is doing the viewing.

(Clement, Andersen, and Jensen 2012) 

The theory also showed that is can be hard for consumers to know what is bundled into a label, 

sometimes inducing a halo effect through a label or claim on the packaging, and that consumers 

could be mislead by labels, such as thinking that the organic label included healthfulness claims 

when it does not. In case 5 we saw that directly when the consumer was guided towards a brand by 

the salesperson on the basis of if being free of 'problematic' ingredients and she saw that it even had 

a label on it with a check mark and saying “Allergy Certified” and she immediately talked about 

wanting to purchase the product. When she scanned the product with the app it came up with the 

worst possible rating, meaning that it was not necessarily a good choice if the consumer wanted to 

avoid allergy inducing ingredients. The label, and the salesperson, has lead her to have certain 

expectations to the product, that was then proved false. When she saw a sign in another part of the 

store with the information that the label was the brands' own label, she remarked that it then 
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obviously had no value as it was not objective, something she had probably assumed it to be at first 

glance. This experience is a clear case of a consumer feeling mislead by a label, something the 

theory confirms can be the case.

In the correspondence with L&F it is clearly stated that they support that the consumer has access to 

all the information available, as long is it is correct. This is an extremely guarded stance, as it is 

almost impossible to argue with or present in a less than positive light, but it assumes that there is 

one be all, end all truth in all situations. Curated data might be true, but offer only selected (in that it 

is curated) information, information that is a compiled rating such as in the app, or information that 

focuses only on certain ingredients or production methods. Going back to the  Clement, Andersen 

and Jensen article regarding the same information being seen by some as misleading and not by 

others, it is reasonable to imagine a situation where L&F would object to information that is true, 

but that they feel would be misleading, as we see other industry organizations do in the case of the 

three stars label, where all the information is of course true.

The observations and interviews in relation to previous knowledge

The app as a source of external information

The app exists as a source of external information, but one that can be quickly and easily accessed 

in the decision making moment. When the prepurchase search is triggered, which might happen on 

the way to the super market or while walking around shopping, there is an external source of 

curated information available to the consumer at a moments notice via their smart phone, something 

that has historically not been available in this way. Earlier the consumer had to rely on other sources 

such as a salesperson or packaging if they were already in the store. Theory tells us that if the 

consumer does not have a lot of prior knowledge about the product or product type, they might rely 

on a rule of thumb to make their decision,. As they now have access to additional information with 

relatively low effort compared to earlier, we saw that in most of the cases, when the consumer had 

no prior knowledge of the product or brand, they used the app as a sort of rule of thumb. As in, “if 

it's green on the app and it is in my price range or I like the packaging, then I will buy it.” Four out 

of the five cases did not use the app for further information search and all four was not aware that it 

even had that feature. The app then became not so much a source of detailed and in depth 

information, but a gauge that placed products in three categories, which could then be used as a rule 
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of thumb, same as price might have been used as a rule of thumb e.g. that they always buy the 

cheapest one. This also matches what we know about naturalistic decision making, in that in 

uncertain or time pressured decision making situations people will use a rule of thumb or other short 

cuts to conserve mental energy and making an educated estimate before making a decision, instead 

of attempting to make a decision based on rationality and finding the optimal choice.

The app then acts as source of rough categories aid them in making an educated estimate.

Only one of the cases (case 3) used the app as a source of in depth information, reading about 

ingredients as well as the recommended products, an even more sharply curated list of products 

fitting into the apps 'green' category. This search for additional information on the app made him 

comfortable and certain enough that he made a different purchasing decision to the one he had 

previously made, which is in line with what previous studies have shown.

The four cases that chose to not look for additional information on the app also had a lot of 

confidence in their skills with technology and in finding information and so this is in key with the 

study by LOIBL et al from 2009, where it was found that consumers with high confidence in their 

information finding skills tended to collect less extensive amounts of information.(LOIBL et al. 

2009) In case 3, where the consumer did look for additional information he also rated himself 

highly on this point, and so there can't be any firm conclusions drawn.

Jarvis tells us that the source of external information, in this case the app, will also be judged on the 

trustworthiness and accuracy of it's information, and that judgment will then give the consumer a 

sense of inferred judgment of the information the source provides.(Jarvis 1998) All of the cases 

seemed to trust the app and the creator of the app, Forbrugerrådet Tænk, fairly well as they either 

habitually used the app or the first time users responded in the interview that they would use it on 

all the relevant products, on case (2) even saying she wished it covered more products, and case 1 

mentioning that she assumed it was objective as the creators had no stake in the industry. All of the 

cases also trusted completely in the results regarding which type of ingredients the app told them a 

product contained, but every case also sorted through these categories and chose which of them 

were important to them and which ones were less so. In most of the cases perfume were for 

example rated as a less important 'problematic' ingredient to avoid, where some cases (3, 4, 2) rated 

endocrine disruptors as a high priority to avoid (3, 5)  and some as environmentally costly 

ingredient as those to prioritize to avoid (4).

We even saw in case 5 that the app was trusted over the salespersons' advice regarding a brand, so 
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the inferred trust from the source to the information provided must have been strong enough to 

trump the direct trust in the salespersons' knowledge.

It accordance with the McDonald et al study on ethical consumption and trust it was seen that one 

of the cases (case 2) made a purchasing decision that went against her ethical compass and the 

values she expressed, even though she trusted that the rating the app provided her with were correct, 

and that she acknowledged without being asked that she would feel guilty about the purchase every 

time she looked at the product in her home afterward.(McDonald et al. 2009)

Prior knowledge, experience and memory

In several of the cases (1, 3, 5) the consumer went straight for a product that they had had previous 

positive experiences with as their first product to scan. In some of the cases the consumer were 

confirmed in their prior knowledge about the product in that it was rated 'green' (case 1, 5) or they 

acquired new knowledge in that they had not scanned their preferred product before and it received 

at negative rating (case 3). Prior knowledge, prior positive experiences with the product (frequency 

knowledge or accessing episodic memories about the product) then played a large role in the 

consumer choosing that product again, which matches with what the theory tells us(Hoyer and 

MacInnis 2010), but the app interferes with the decision making process of prior purchases just 

being repeated, either by confirming or derailing the decision making process.

The app used in the observations did not provide customizable features, but several of the cases 

specifically asked for it so that they could choose the specific information they wanted, both in 

content and amount, and this wish for different amounts of information or for it to be presented in 

different ways also mirrors what the theory tells us, namely that a consumers amount of prior 

knowledge will affect how they process information and how much they prefer.

Perception of product attributes in relation to each other

In case 5 it was clear that the additional information provided by the app in the decision making 

moment caused another purchasing decision to be made, than would have been the case without the 

information the app provided. The information that the much more expensive, but luxuriously 

packaged lip balm rated 'green' on the app, gave the consumer the needed knowledge for her rate 

and prioritize the attributes of the two products under considerations for purchase in relation to each 

other in a more equal way. Without the app she would not have known the expensive lip balm did 
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not contain any problematic ingredients as the packaging did not clearly specify it in a way she 

knew how to understand (e.g. by a label, a description ect) but the less expensive one did, in the 

form of labels. From this she would have rated the two products on containing different attributes in 

this area, even though they did not. This follows the knowledge obtained regarding conjoint 

analysis, in that the consumer can more correctly weigh certain attributes against each other if the 

posses correct knowledge about which attributes a product posses.(Hoyer and MacInnis 2010) The 

app then makes this weighing and prioritization more correct by providing additional information, 

and by doing so might change the final purchasing decision. 

Satisfaction and decision confirmation

In several cases the app is used as a way to obtain decision confirmation and validate the choice 

identification the consumer has just made. In both case 1, 2 and 3 the consumer uses mainly prior 

knowledge and experience with a product to make their choice identification, it is a habit to buy the 

same product again and again as they are continually satisfied with it. Once the choice identification 

is made the app is then used to scan the product as well as other products in the same category, 

either to obtain decision confirmation (case 1, 2) or a the choice has not been validated and 

confirmed by the app, but it has shown that it is not a 'good choice' in line with the consumers 

values and wants, and so the app is then used to identify a new choice identification.

In case 2 when looking for a face cream the decision confirmation is not reached as the app shows a 

'red' scan. She decides to purchase it anyway, but remarks that she fill feel guilty every time she 

sees the product in her home. Her post-purchase satisfaction is greatly reduced by not obtaining 

validation in her choice from the app.(Avery 2013)

Ethical consumers and end purchase decisions

It is clear that several of the cases show consumers practicing ethical consumption in the form of 

positive buying, in that they are purchasing products that align with their ethical guidelines and 

values in relation to ingredients or production. We see this in case 1 where she is using prior 

knowledge and research to purchase a toothpaste that she specifically does not contain a certain 

ingredient as well as in case 5 where she purposefully and with quite a lot of effort (learning all the 

variations of names it can be listed as and reading all ingredient list thoroughly) to avoids palm oil. 

The app used in the observations and the area it contains information about is in a way designed to 
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reinforce positive buying or at least make it easier for the consumer. It might not be the intent of the 

consumer in all that uses the app, they might purely use it to avoid ingredients that could be harmful 

to themselves or their family, but as the app also rates some ingredients that are harmful to the 

environment as problematic, if the consumer only uses the color rating they will be practicing 

positive buying to some extent, maybe even without realizing it.

The theory of planned behavior (Harrison, Newholm, and Shaw 2005) is seen in effect in case 4 

where her ethical concerns and behavioral beliefs regarding the environment and which production 

behaviors are acceptable and which aren't are channeled into her expressed intent of not buying 

products that contain palm oil if she can avoid it. This also relates to location and availability – the 

perceived behavioral control aspect. Her normative beliefs are touched upon when she expresses 

concern in regards to how her beliefs are seen by and affects her boyfriend when he is shopping for 

her.  Her intent then is expressed in behavior, both in her way of searching for external information 

regarding production and ingredient listed names for palm oil, but also in her purchase decisions.

In case 5 we see that no product was ultimately purchased when looking at her mascara hunt, as she 

did not find a product that aligned with her ethical standards and values. She could have kept 

searching even after looking at several brands and even more types of mascara, both scanning the 

products and getting help from a salesperson, but other factors such as perceived effort and time 

constraints played a role. She opted to not make a purchase, rather than dismiss her beliefs, but had 

not done so the previous time shopping for a mascara, and as we saw in the study from the UK as 

well as in other research this word-deed gap is not uncommon.(Carrington, Neville, and Whitwell 

2010; Harrison, Newholm, and Shaw 2005)

Too much choice

The issue of hyper-choice is also seen in case 5, where she is able to look at all the choices for both 

dry shampoo and lip balm and consider each one, while even scanning the majority and dismissing 

the rest based on their packaging according to her taste and requirements. Each time she is able to 

make a decision and move on to the next product type with a kind of closure. When she begins 

looking for mascara though, there is so many options, both in brand and type, that she drifts around 

the store looking, picking up products and putting them back down, without scanning or looking 

closely at them. There is so much choice that her previous decision making process of eliminating 

some on packaging and considering the rest individually is not possible. She is forced to repeatedly 

67



make decisions at each separate display, draining her mental energy. After standing aimlessly 

looking at a couple of different displays, not picking any products up she is approached by a 

salesperson and offered help. Even after getting help in filtering the products, focusing on one brand 

and looking at their types of mascara individually she is so drained that when the first one scanned 

comes up with a negative rating she simply gives up and decides to just pay and get out of the store.

Case 5 used the curated 'recommended list' on the app to get out his decision making paralysis when 

faced with shelf upon shelf of unknown hair wax, and chose the first product from the list he 

spotted on the shelf. This was also the product he decided to buy. It is then clear that curated 

information in the decision making process can help curb some of the effects of hyper-choice by 

cutting down on the choices  by sorting them according to the consumers values or requirements.

Mental energy expanded

This leads us into looking at the mental energy expanded in the decision making process. It was 

clear that the issue of to much choice can lead to a draining of mental energy as the consumer is 

forced to consider and make decisions again and again, sometimes without feeling like they are any 

closer to a purchasing decision. The model of basic purchasing behavior(Avery 2013; Solomon et 

al. 2016)so shows this in the steps of information search and evaluation of alternatives that the 

consumer might be forced to go through repeatedly to get closer to the step of making a purchase 

decision. The use of the app might make the information search step faster or easier, but it might 

also just add an additional step, to get the additional information, other than what the packaging and 

immediate area can provide.

Case 4 mentioned in the interview that she felt the app helped her save mental energy as she did not 

have to consider and make a decision regarding every single ingredient, but she could just use the 

app and it would give her a combined rating, pinpointing any problematic ingredients. She looked at 

every listed ingredient to see if the product contained palm oil even after using the app, as it did not 

list palm oil as a problematic ingredient, but it did not seem to affect her feeling of it helping her to 

make an informed decision.

Case 5 also mentioned that she liked the app as it helped her get out of the shopping experience 

more quickly, an experience that she did generally not enjoy. The app provided a service that made 

some of the steps in the purchasing behavior model pass by quicker, and so helped conserve both 

time ad mental energy.
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Important, but not interesting – product involvement

All the cases showed a certain level of brand type involvement, namely that they all felt the product 

was important to them and that it was important to make the right choice, but there was a lower 

level of product involvement in that there were four out of five cases that did not find the product 

interesting, and one (case 3) finding it somewhat interesting.(Mittal and Myung-Soo 1988) As 

product involvement is based on an ongoing interest in the product or product category, it was 

interesting to see that prior knowledge and effort that seemed to have been involved in gaining that 

knowledge could be relatively high, even though product involvement was not. This was shown in 

both case 1 and 4.

In line with the Mittal and Myung-Soo study the cases all showed to varying degree that situational 

involvement at the purchasing level can be high, even if the enduring product class involvement 

was not. In case 1 we saw that the choice of toothpaste was very important in the decision making 

moment, but she found the product neither interesting nor appealing and so that indicates that her 

situational involvement was high, but her general long term interest and involvement in the product 

class of toothpaste is low.

Additional information about a product might then be wanted, and even feel important, in the 

purchasing moment, and so have an impact on the decision making process, even if that information 

does not feel important or is sought when not in the purchasing moment.

Summing up

It is clear that whether information and labels are misleading or can be heavily contested, but both 

theory and primary data shows that consumers are being mislead by labels in some situations.

The app is most commonly used as a guide or rule of thumb to go by in the cases, which matches 

knowledge from the known theories regarding naturalistic decision making and the decision making 

process. This allows the consumer to skip or hasten steps in their purchasing behavior process and 

saving them from using a lot of mental energy. This is especially clear when a regular product 

choice situation is compared with a hyper-choice situation as in case 4.

In regards to product involvement it is shown that purchasing level involvement can be high and 

additional information wanted in that moment, even when long term enduring product- or product 

class involvement is low.

The ethical consumer is shown to exist, but in accordance with theory the word-deed gap is present 
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at times, and not at others.

Prior knowledge, experience and memory plays a large factor in the decision making process as 

shown in the theory section, but it is seen in the observations that additional information can either 

subvert or confirm the initial evaluation or choice of product to pick of the shelf.

CONCLUSION

The research question posed were ”What are the impact of having access to additional knowledge in 

the decision making moment, regarding production and/or ingredients of FMCG, on end purchase 

decisions?”

It was clear that the option for additional information a smart phone, and the app in particular, 

provided did have an impact, both on the decision making process, the purchase decision 

(acquisition) and the post-purchase experience.

The additional information was used as a guide, or rule of thumb, for the consumer to make 

educated guesses and circumvent a lot of the mental processing that would have been otherwise 

been required of them in evaluating the product.

Brand loyalty was seen to be impacted greatly be the additional information, as it was seen to both 

confirm, subvert and create new loyalties to previously unknown brands.

The additional information also made the consumer aware of product attributes that they sometimes 

had not previously been aware or, and thus made them able to more correctly compare products and 

weigh the attributes against each other, then they had been able to without that knowledge. In one 

example in resulted in a much more expensive purchase as the newly revealed attribute, along with 

others such as packaging had justified the high price to the consumer.

The situation of consumers facing hyper-choice situations and the effects thereof seem to be 

mitigated by additional, curated, information in the moment. The curated information in the form of 

recommended lists cuts through the amount of choice and reduces it to the products that fit within 

the preferences and values of the consumer.

The additional information also provided a means for the consumer to achieve decision 

confirmation in the moment from an external source, validating them in their choice and thus 

impacting satisfaction with that purchasing decision. The opposite was also shown to be true, that  if 

the additional information did not confirm the decision as a 'good' one, but the purchase was still 
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made, then the post-purchase satisfaction was lowered.

Lastly the additional information was sought and wished for in the decision making moment as the 

FMCGs were seen as important, with medium to high purchasing level involvement shown, even if 

the long term, enduring involvement was not present.

It is clear that additional information in the decision making moment can have great and far 

reaching post-purchase impact, and now further research is needed to investigate these impacts and 

their consequences.

FURTHER RESEARCH 

As this thesis was designed as an exploratory study into a very recent area of study there are a 

whole host of themes and impact areas that would benefit from being further researched.

The ethical behavior of positive buying is an area that would be interesting to look at, especially 

with the green, organic and environmentally friendly trends that keep affecting western purchasing 

patterns and might prove to be a more permanent way of consumption. This coupled with the result 

in this study, that the additional information reinforced positive buying, even when it might not 

have been the intention of the consumer would make it very relevant to look at how additional 

information in the form of apps and smart phones could affect decision making to the point of it 

affecting demand or even the supply being tailored to the additional information provided?

In short, how can this impact affect the market on a larger scale?

From the production industry's perspective the loss of control they face with the advent of 

consumers having access to additional information at the purchasing moment would also be 

relevant and benefit from further research.

Other consumption areas such as food stuffs as well as more important and highly priced products 

would also be relevant to look at. Especially industries that historically benefit from consumers' 

limited knowledge such as auto sales.

Personalized, curated, additional information would also be a logical next step in the research 

needed, as apps than can be tailored to your personal preferences are already a reality, and 

combined with the trend of tracking everything in the form of smart watches, fitness trackers, 

calories trackers ect, tracking consumption and preferences and providing recommendations from 

this tracking is bound to happen sooner or later. 
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APPENDIX 1

The framework presented in the 2004 article 'Determinants of online information search: a critical 

review and assessment' by Kulviwat, S., Guo, C., and Engchanil, N. as a representation of the 

variables affecting online information search.
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APPENDIX 2

Guide to chicken well fare and products from Dyrenes Beskyttelse
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APPENDIX 3

Interview questions

Open ended:
1.How often do they use it?
2.Which situations do they use it?
3.How familiar are they with the app prior to today?

Answer: Yes / Somewhat / No

Self efficacy:
4.I feel confident using the app?
5.I feel confident that I could use the app by myself to find all the information I need that it can 
provide?

Affinity for technology (in relation to smart phones):
6.I relate well / feel comfortable using my smartphone to go online?
7.I find smartphones and apps easy to use?
8.I feel as up to date on using smartphones and apps as my peers?

Prior experience:
9.I know a lot about apps and using smartphone to go online?
10.With respect to online information search I consider myself an expert?

Perceived costs:
11.I felt it took a lot of effort to search for information with the app?
12.I was facing time constraints?
13.I had little time to search?

Perceived risks:
14.Using the internet on my smart phone may lead to adverse consequences?
15.It is probable that using the internet on my smart phone could lead to negative consequences?
16.I feel that there are uncertainties involved when making on decision based on the internet on my 
smart phone?

Product involvement – in regards to a product they chose to buy:
17.The product is important to me?
18.the product is interesting to me?
19.the product is appealing to me?

Search effort:
20.I searched for a lot of information?
21.I scanned a lot of products?
22.I used the information on the packaging?
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Enjoyment:
23.I had fun interacting with the app?
24.Using the app provided me with a lot of enjoyment?
25.I enjoyed using the app?

Satisfaction:
26.I had mixed feelings with the experience?
27.If I could do it over again I would not have made the decision using the app?
28.I feel bad about using the app?

Number of alternatives available:
29.I felt I scanned enough products to get the information I needed?
30.I would have liked to scan more products?
31.I could find the products I wanted to scan?
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APPENDIX 4
Post observation interview 
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APPENDIX 5

Email correspondence with Landbrug & Fødevarer 

From Mika Christoffersen
To: info@lf.dk
Date: 21/9/2016

Hej,

Jeg er ved at skrive speciale på Copenhagen Business School om hvordan forbrugere træffer 
beslutninger når de står i supermarkedet i relation til at de har adgang til internettet via smartphones 
i beslutningsøjeblikket.

Jeg skriver til jer da jeg er interesseret i at stille jer nogle spørgsmål om jeres tanker og holdninger 
omkring den udvikling som internettet og den frihed omkring adgang til information det medfører.

Forbrugerrådet Tænk har udviklet en application til smartphones som hedder 'Kemiluppen'. Den kan 
downloades gratis og giver forbrugeren mulighed for at scanne et produkt og se om den indeholder 
hvad de kalder 'problematiske stoffer' så som hormonforstyrrende stoffer eller parfume. 
Informationen i appen er crowdsourcet og tjekkes af forbrugerrådet Tænk.

Muligheden for at lave en lignende app til fødevarer som giver forbrugeren specifik viden om f.eks. 
niveauet af dyrevelfærd i kødprodukter eller sprøjtemidler i frugt og grønt er oplagt. 

Hvad er jeres holdning til en sådan en app? Hvordan tænker I omkring af forbrugeren ville 
havedirekte adgang til information som i dag er svær at tilegne sig, især når de står i 
supermarkedet?
Hvad tænker I konsekvenserne af såden en app vill være? Og hvad ville jeres holdning til 
udviklingen af sådan en app være?
Det vil ikke være umiddelbart muligt for større interesseorganisationer som jeg selv at påvirke eller 
sætte krav til informationen i en sådan app. Vil det påvirker hvordan i handler og udtrykker jer eller 
jeres holdning til appen? 

Jeg håber på at høre fra jer og på forhånd tak

MVH
Mika Christoffersen
Copenhagen Business School
Msc Service Management

From mgr@lf.dk  (Marianne Gregersen)
To: Mika Christoffersen
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Date: 22/9/2016

Hej Mika,

Som udgangspunkt bakker vi i L&F op om at forbrugere har god adgang til oplysning om de 
dagligvarer, de køber. Så længe informationen er korrekt, selvfølgelig.

Så vidt jeg har forstået handler Kemi-luppen alene om uønskede kemikalier i f.eks. hårfarve mv. Og 
er det ikke også noget med, at den er på vej til at lukke.

Mvh.
Marianne
Forbrugerøkonom

From Mika Christoffersen
To: Marianne Gregersen
Date: 25/9/2016

Hej, 

Mange tak for svar.

Kemiluppen handler lige præcis om uønskede kemikalier, men da det jo er en kurateret 
informationskilde er der kemiluppen, eller forbrugerrådet tænk, som står bag hvordan informationen 
bliver præsenteret.
De har udvalgt en række stoffer som de har udpeget som 'problematiske'. Alle stofferne er lovlige 
og flere er dem er ikke bevist hormonforstyrrende, men 'mistænkt' for at være det. Dvs at der på 
nogle af dem endnu ikke foreligger beviser, men at man måske er i processen ved at teste dem. De 
viser sig så måske at de ikke er hormonforstyrrende i fremtiden, men produkter med stofferne er i 
mellemtiden blevet rated som 'rød' på appen og har derved måske fået nogle forbrugere til ikke at 
købe produktet eller forbinde noget negativt med brandet.

Deraf mit spørgsmål til jer, og I har en holdning til denne form for kurateret viden? Det kan jo 
argumenteres for hvad der er korrekt og hvordan det i så fald fremstilles overfor forbrugeren.

og jo, forbrugerrådet tænk som står bag appen er i øjeblikket i usikkert farvand mht lukning eller m 
de opnår financering til at fortsætte.
 
MVH
Mika
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From Marianne Gregersen
To: Mika Christoffersen 
Date: 26/9/2016

Hej Mika,
 
Jeg har ikke rigtig noget at tilføje til mit svar fra før. Kemiluppen vedrører ikke fødevarer så vidt jeg 
har forstået det. Måske vil det være mere relevant for dig at kontakte en interesseorganisation fra de 
produkter, som kemiluppen vedrører?
 
Venlig hilsen

Marianne Gregersen
Erhvervsøkonomisk Analyse & Markedsstatistik

From Mika Christoffersen 
To: Marianne Gregersen
Date: 26/9/2016

Så vil jeg sige mange tak for hjælpen!

MVH
Mika Christoffersen 
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APPENDIX 6

Email correspondence with Forbrugerrådet Tænk.

From Mika Christoffersen
To Kemi@fbr.dk
Date 29/8/2016

Hej,

Jeg skriver til jer da jeg er i gang med at skrive mit speciale på Copenhagen Business School 
omkring hvordan forbrugere træffer beslutninger når de står i supermarkedet med en smartphone i 
lommen.
Der er ikke forsket særlig meget i hvordan adgang til ny information via internettet eller f.eks. apps 
som jeres 'Kemiluppen' rent faktisk påvirker beslutningsprocessen, så det er jeg ved at kigge 
nærmere på. 

Jeg kunne rigtig godt tænke mig at komme i kontakt med dem der står for Kemiluppen og høre om I 
indsamler data på den? 
Det interessante her kunne være f.eks. hvor mange gange scannes der i gennemsnit hver gang appen 
åbnes, hvilke aldersgruppe/steder i landet scannes der mest og er der undersøgt om forbrugerne rent 
faktisk træffer deres beslutning ud fra den information de får fra appen?

Det ville være uvurderlig information at få adgang til, da det vil give indsigt i en situationsbestemt 
handling, som er svær at skabe i et eksperiment.

Al data kan behandles fortroligt hvis det ønskes, og I kan selvfølgelig få adgang til det færdige 
speciale og resultaterne hvis I har interesse for det.

Jeg håber I kan hjælpe, eller kan sende mig videre til nogen der kan.

MVH
Mika Christoffersen
Copenhagen Business School

From Kemi@fbr.dk 
To  Mika Christoffersen
Date 30/8/2016

Hej Mika
 
Tak for din mail.
 
Det lyder super interessant, dit speciale.
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Desværre er jeg bange for at mange af de informationer du efterspørger, ikke er nogle vi har.
 
Vi kender ikke alderen af brugere, og heller ikke hvor i landet Appen bruges.
 
Vi ved ikke præcist hvor meget folk handler ud fra den, men vores fornemmelse fra 
tilbagemeldinger fra brugere er, at det gør de til en vis grad.
Vi ved i også at nogle smed produkter ud hjemme på baggrund af Kemiluppens vurdering.
 
Vi ved hvor mange, der har downloadet/downloader, og hvor mange der scanner per dag, men jeg 
tror ikke vi har antal scanninger per åbning.
Det kan jeg spørge vores udviklere om.
 
Jeg kan også godt spørge dem om, hvad vi ellers har af data, hvis du er interesseret?
 
Alternativt kan du måske bruge Kemiluppen som et eksempel, men mere kvalitativt - altså ved at 
snakke med brugere af den om hvor meget den påvirker deres indkøb.
 
Hilsen fra Stine
 
Stine Müller
Projektleder, Forbrugerrådet Tænk Kemi / Project Officer, Danish Consumer Council THINK Chemicals

From Mika Christoffersen
To Kemi@fbr.dk
Date 4/9/2016

Hej Stine, 

Mange tak for svar!
Du må meget gerne spørge udviklerne om de har tal på antal scanninger pr åbning. 
Det er også en stor hjælp at vide at I ikke samler den viden ind, da hvis I ikke gør det, så er der nok 
heller ikke en så stor sandsynlighed for at andre apps i samme stil, men drevet af private, gør det.

Hvis I har anden data er jeg meget interesseret.

Kemiluppen bliver da et eksempel, og har allerede fundet et gruppe af brugere som er villige til at 
blive interviewet, så da må det være den rute jeg går.

Mange tak for hjælpen, 

/Mika Christoffersen
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From  Kemi@fbr.dk
To Mika Christoffersen
Date 6/9/2016

Hej igen Mika
 
Jeg spurgte udviklerne, men vi har ikke antal scanninger pr åbning heller. Desværre.
For forbrugerens skyld valgte vi ikke at gemme data af nogen art, ud over det samlede antal 
scanninger/visninger af produkter.
 
Hvis du bruge Kemiluppen som case, må du meget gerne sende os dit speciale, hvis du husker det.
Måske kan vi blive lidt klogere på vores brugere, og hvordan de bruger App’en J
 
God fornøjelse med det.
 
Hilsen fra Stine
 
Stine Müller
Projektleder, Forbrugerrådet Tænk Kemi / Project Officer, Danish Consumer Council THINK Chemicals
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APPENDIX 7

Facebook correspondence with Plastic Change

From: Mika Christoffersen

To: Plastic Changes' official FB

Date:12/8/2016

Hej! Jeg er super interesseret i app'en 'beat the microbead'. Bliver der lavet undersøgelse/kørt data på hvordan 

appen/listerne påvirker forbrugerens valg? Som i: hvor ofte bruger dem der downloader den, baserer de deres 

endelig valg på informationen, og hvor mange produkter bliver der scannet i gennemsnit pr gang appen er 

åbnet? Jeg skriver speciale om hvorledes sådanne apps og adgang til informationen i dem kan ændre på 

efterspørgslen, og derved mængden af de 'uønskede' produkter der kommer i omløb. Jeg kunne derfor rigtig 

godt tænke mig at snakke med jer, hvis det er muligt.

Skriv gerne her eller på Futzzz@gmail.com

MVH Mika Christoffesen

From: Plastic Changes' official FB 

To: Mika Christoffersen

Date:5/10/2016

Hej Mika, undskyld det sene svar, men vi har simpelthen haft så travlt. Det lyder som en rigtig interessant vinkel 

på dette vigtige emne, og indtil videre er der ikke ressourcer i projektet til at lave sådanne dybdegående 

analyser af forbrugernes adfærd. De eneste data vi som sådan kan hive ud, som det er nu, er hvor mange 

gange app’en downloades – og evt. på sigt også hvor mange gange det enkelte produkt skannes (det er dog 

ikke implementeret endnu, men det kan være det kommer). Så hvis du stadig synes det kunne være 

interessant at dykke ned i forbrugernes adfærd på dette område, når vi snart lancerer app’en, så må du endelig 

kontakte projektleder Claudia Sick på cs@plasticchange.org. Held og lykke med specialet! Mvh Plastic Change 
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