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Abstract  
Globalization has influenced the grocery retail industry and the most impactful changes are the 

preferences and habits of consumers. The increased consumption of consumers is one of the habits 

that have created a demand for sustainable products. The sustainable products can be marketed 

towards consumers by the frontline employees. Therefore, this study aims to investigate how grocery 

retail store personnel can be used as ambassadors toward consumers that will result in sustainable 

purchase behaviour. To answer the research question, several interviews have been conducted. The 

interview with the grocery retail expert aided us in the formulation of interview questions. The four 

interviews with two ICA stores’ personnel provided us with the empirical data needed for reaching the 

conclusions. 

 

Findings reveal that the involvement of personnel in communication with the consumers has positive a 

positive outcome. In this way, they can be seen as CSR ambassadors and, therefore, efficiently market 

the organization. To achieve CSR ambassadorship, employees and consumers must enhance 

organizational identification. 

 

One conclusion is that consumers may reach sustainable purchase behaviour when CSR 

ambassadorship is developed in coherence with a grocery retail store.  
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1.0 Introduction   

This chapter will contain an introduction to the study, where the background of our 

research is presented. It is followed by a problematization where the current social 

problem is clarified, and the theory that is applicable to understand the phenomenon is 

explained. Furthermore, the chapter ends with a presentation of the research question 

and the purpose of this dissertation, together with the outline that is illustrated. 

 

The grocery retail industry has lately been influenced by technology, competition, and 

the most impactful; changed preferences and habits of consumers. The expectation of 

mobility, offerings, and service has advanced in a way that puts pressure on retailers on 

a whole new level. The pressure, together with the changing consumer patterns of 

Millennials and the demand for sustainability, has aggravated the situation for brick-and-

mortar stores (Kuijpers, Simmons, & van Wamelen, 2019). In the grocery retail industry, 

environmentally friendly products can reduce the negative impact of peoples’ 

consumption. A report from the European Commission discussed by Bernard, 

Bertrandias, and Elgaaied  (2015) stated that 75 percent of consumers are ready to pay a 

higher price for green products. Moreover, the report also mentions that 42 percent of the 

consumers were not able to understand the potential harm the product caused by reading 

existing labels (Bernard et al., 2015).  

 

Globalization has a dramatic effect on the ecological footprint, and the impact of this is 

that peoples’ consumption increases, which implies that resources equivalent to two 

planets are necessary for the near future if the increased consumption continues (Huckle, 

2010). Recent climate changes indicate that policymakers have to evaluate the risks 

regarding current circumstances (Mckinsey, 2020). Increased consumption and the 

implications connected to the environment, such as emissions, have over time created a 

demand for sustainable products (van Giesen & Leenheer, 2019).  
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Consumers are now more aware of productions’ consequences and are demanding more 

information regarding products’ origin (van Giesen & Leenheer, 2019). This situation 

puts pressure on the grocery retail industry and implies major responsibilities for 

companies and governments to meet consumers’ demand for sustainability (van Giesen 

& Leenheer, 2019).  Moreover, it also creates opportunities regarding the implementation 

of corporate social responsibility (CSR) as a strategy with substantial implications on 

business depending on the level of implementation (Mishra & Modi, 2013). Both social 

and environmental risks, such as poor working conditions and changing ecosystems, can 

be connected to globalization. The risks that changing climate brings with are more likely 

to affect businesses over a longer period of time (Whelan, 2016). These consequences are 

harder for organizations to endure and control. Therefore, Whelan (2016) puts forward 

that organizations must develop longer-lasting programs connected to CSR in order to be 

a competitive force on the market. The results from CSR initiatives can outweigh the risks 

in the matter of consumers’ improved perception of the organization.  

 

Another aspect tied to globalization is the current crisis of Covid-19. Effects on a global 

scale must be taken into consideration for organizations regarding the implementation of 

CSR programs. The Covid-19 virus had its outbreak in China as of December 2019, and 

it is an ongoing pandemic that so far has resulted in both economic and demographic 

disasters globally (Harvard Business Review, 2020). Its relevance to this dissertation lies 

within the fact that Covid-19 challenges the daily work for grocery retail stores and its 

personnel, where both the social and environmental responsibility must be considered.  

All challenges that concern the grocery retail industry is vital to investigate for 

researchers due to the importance grocery retailing has in society.  

 

1.1 Background 

The grocery industry has a remarkable social and economic impact on national, regional 

and local economies. According to The Food Industry Association (2020), grocery 

retailers in the U.S. enrich lives, employ millions of personnel and feed families. In 

Sweden, Svensk Handel (2019) states that the grocery industry has the highest turnover 
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on the retailers’ market. Moreover, the grocery retail industry also has the highest number 

of actors regarding organizations and companies in Sweden, which implies that the 

research field of grocery retail is growing larger each year (Svensk Handel, 2019). Svensk 

Handel (2019) claims that retail businesses continue to develop their sustainability efforts 

which are driven out of mainly social and environmental interests. Besides, the 

development is tied to businesses' goal to become sustainable from an economical and 

responsible perspective. This action can be linked to the emerging global crisis caused by 

the virus outbreak Covid-19, which has paralyzed entire nations to the extent of total 

lockdown (Harvard Business Review, 2020).  

 

The pressure on grocery stores has increased in the aspects of supplying the increased 

demand for products, but also the pressure of societal responsibility that the crisis brings 

with. Efforts are being made by grocery retailers to develop their CSR activities and 

ensure the service toward consumers. The Swedish grocery retailer ICA has implemented 

restrictions regarding purchasing volumes of certain products, in order to more fairly 

supply the society with necessities (Aftonbladet, 2020). Moreover, other initiatives are 

made, which are tied to the delivery of goods to people that are directly affected by the 

crisis. ICA has developed an application that targets affected people and offers home 

delivery of products, in order to lower the risk of the virus to spread and to be a 

responsible factor in the society (ICA Gruppen, 2020). In addition, municipalities in 

Sweden have united with grocery retailers to enable home deliveries to people that are 

affected by the crisis.  This service is mostly intended for seniors, and the service keeps 

them from entering grocery stores where the possibility of being infected is greater. 

 

The grocery industry offers products that engage and enables consumers conscious 

choices of products. According to Svensk Dagligvaruhandel (2020), there is a broader 

interest of supplies origin, methods of production, the content of products and the 

ecological footprint. Furthermore, the consumers' interest now also includes the 

packaging of products and to what extent the industry focuses on climate - and 

sustainability goals.  The report that Bernard et al. (2015)  discuss directs the problem 

that existing environmental information is lacking in the grocery retail industry. 
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Employees play a crucial role in the success of service firms such as retailers. Edinger-

Schons, Lengler-Graiff, Scheidler, and Wieseke (2019) state that the employees represent 

the first contact with consumers and are therefore responsible for implementing the 

service firms’ marketing strategies and CSR information. The way that the employees act 

and behave remarkably impacts customers’ perceived service quality and satisfaction. 

Verhagen, Dolen and Merikivi (2018) describe the in-store personnel and their effort of 

influencing consumers' offline purchase decisions as highly relevant and vital. The role 

of in-store personnel is challenging because the required information must be delivered 

to consumers in a way that tests the social competence of consumers. If the service and 

influence are executed correctly, grocery stores may benefit from strong relationships that 

are developed with consumers. The implications of a strong relationship with consumers 

include the grocery store’s improved store performance, buyer positive word-of-mouth 

communications and favourable buyer purchase behaviours (Rutherford, 2012).  

   

1.2 Problematization  

Söderlund (2018) states that employee proactivity signals an employee presence, which 

in return increases customer satisfaction. By initiating the conversation, the employee 

builds trust with the consumer, which can be utilized in the introduction of sustainable 

products. Through the expertise of educated personnel can the environmental and societal 

impact of products be explained by the personnel to consumers in order to influence the 

consumers to shop more sustainable. This approach is strengthened by Edinger-Schons 

et al. (2019), where it is stated that companies communicate their corporate social 

responsibility (CSR) through the employees. The essential value of integrating CSR 

within the daily work of the employees is that consumers identify employees as the most 

credible CSR information source (Edinger-Schons et al., 2019).  

 

Past research by Bertrand et al. (2015) indicates that there is a gap in the area of 

distributed CSR information to consumers in-store and consumer familiarity tied to 

sustainable products. Suggestions are provided by Bernard et al. (2015) that initiatives 

are required from managers that include information systems that are easily understood 
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by the store personnel to be forwarded to consumers. To influence consumers to purchase 

more environmentally friendly products, Bernard et al. (2015) state that the grocery stores 

must provide more information toward consumers regarding the products’ environmental 

effects. Consumers have been stating that they had a problem with assessing the 

information regarding the products in the store, and according to Bernard et al. (2015) 

could this be altered. To achieve that, Bernard et al. (2015) suggest that grocery store 

personnel labelled and provided information according to its ecological impact.  

 

Organizational identification, which is clarified by Korschun, Bhattacharya & Swain  

(2014), informs us that the target for this identification is the organizations’ frontline 

employees. These employees are perceived as the most interacting and influencing part 

of the personnel. The foundation of this theory lies within the fact that the central 

management is impactful when it comes to the influence of personnel regarding the core 

values of the organization (Korschun et al., 2014). In order to tie the gap presented by 

Bernard et al. (2015) to some context, results have been given by Edinger-Schons et al. 

(2019) that the store manager must be engaged in the ongoing CSR information training 

intended for in-store personnel. If so, there is a higher chance that the endorsement will 

lead to beneficial communication in the store between personnel and consumers that may 

result in higher company performance (Edinger-Schons et al., 2019). The challenge for 

many organizations is to transfer the correct and useful CSR information from a central 

level to a store level. The upcoming citation is presented due to the importance of CSR 

communication throughout all levels in organizations. The aspect of leadership is brought 

up but is not focused emphasized in our dissertation. Edinger-Schons et al. (2019) 

explicate the challenge as followed:  

 

“Business sustainability requires leadership and communication across the 

entire organization. While management may ultimately carry the 

responsibility of sustainable business results, employees have a part to play 

in the definition and implementation of the company’s business 

sustainability programs.”  (p. 362). 



 

6 

 

Furthermore, it is discussed that the store must develop a consistent flow of CSR 

knowledge that transfers through the personnel to the consumers. A positive effect has 

been found by Edinger-Schons et al. (2019) that personnel training also can affect the 

CSR knowledge of consumers that could influence their purchase behaviour. To a degree 

can the endorsement from a store level leads to a cycle of CSR communication with 

positive outcomes, including organizational identification and the transmission of CSR 

knowledge to consumers in-store (Edinger-Schons et al., 2019). The interaction that 

grocery store personnel conduct daily implies ambassadorship that affects store 

performance (Edinger-Schons et al., 2019). Moreover, it has been stated by the Edelman 

Trust Barometer Study (2017) that consumers are more likely to trust employees when it 

comes to relevant business information. Henceforth, grocery retailers should utilize in-

store personnel in a more efficient way to reduce consumers’ apparent lack of knowledge. 

Furthermore, the communication of sustainable products and CSR can be developed and 

lead to positive spill-over effects that may influence the consumers’ purchase behaviour 

and CSR knowledge (Edinger-Schons et al., 2019).  

 

As presented earlier, the implications of the Covid-19 crisis are enormous on societies 

and bring with a greater responsibility to grocery retail stores that include the personnel.  

The pressure on in-store personnel increases as a result of consumers' purchase behaviour 

during the crisis that implies hoarding. This fact can challenge the CSR-related efforts of 

in-store personnel due to the ongoing global crisis that changes the attitudes and 

behaviours of consumers (ICA Gruppen, 2020). ICA is the market-leading grocery 

retailer in Sweden and has come a long way in the organization’s implementation of CSR 

initiatives. That fact convinced us in the choice of making ICA significant in this 

dissertation regarding the collection of empirical data and presentation of a case study. 

 

1.3 Research purpose  

The purpose of the dissertation is to examine to what extent grocery retail store personnel 

can be utilized as ambassadors regarding CSR marketing toward consumers that leads to 

sustainable purchase behaviour. 
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1.4 Research question 

How can the grocery retail store personnel be used for influencing consumers’ purchase 

behaviour with regards to sustainability? 

 

1.5 Research outline  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Chapter 1 

• The first chapter will introduce the background of the study, as
well as the problematization and ends with the research purpose
and research question.

Chapter 2

• The second chapter contains the theoretical framework, which is
the foundation for this exploratory study.

Chapter 3

• The third chapter describes the research method and approach, 
which arguments for certain actions connected to design for the 
dissertation. 

Chapter 4

• The fourth chapter presents empirical data, retreived from the 
study's  particpants, which are analyzed from a theoretical 
standpoint.  

Chapter 5

• The fifth chapter concludes the dissertation with insightful 
recommendations, which also foretell the study's limitations. 
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2.0 Theoretical framework 

In this chapter, the chosen theoretical framework is presented. This chapter aims to 

present and analyse distinctive theories that together develop the framework of this 

dissertation. This chapter will be structured as followed: “Sustainable Marketing” –  that 

explains sustainability’s three dimensions and its connection to the marketing of CSR.  

“Personnel Commitment of CSR” - which emphasizes organizations’ efforts to involve 

the store personnel in the CSR activities. “Spill-Over Effects from Sustainability 

Activation” – that presents possible effects on raising awareness of sustainability. 

“Sustainable Organizational Responsibility” – where the training of personnel and the 

importance of CSR is highlighted. “Development of a Conceptual Model” – introduces 

the dissertation’s usage of existing models and the presenting of a new conceptual model.   

 

2.1 Sustainability marketing  

This subchapter will introduce how sustainability is defined, the impact that sustainability 

has on organizations, and what role it has on the marketing of grocery retailers. 

 

Sustainability is a term that is widely researched and can be used in marketing, where its 

purpose may be to strengthen an organization’s CSR reputation. There are three 

thoroughly discussed dimensions of sustainability, which Kemper and Ballantine (2019) 

present as economic, social and environmental sustainability. These dimensions are also 

targets of the 2030 agenda developed by the United Nations which aims to achieve 

sustainable development. The first dimension refers to organizations’ capability to endure 

long term activities and roots in profitability (Kemper & Ballantine, 2019). Furthermore, 

the second dimension is tied to society that Kemper and Ballentine (2019) connect to 

engagement in the community, fair supply chains as well as the social equity of an 

organization. Lastly, the third dimension focuses on preserving natural resources, where 

the focus is on the reduction of the ecological footprint. This action is stated to be “an 

effective tool for continuous improvement of organizational performance (Dubey, o.a., 

2017).  
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Sustainability marketing is highly relevant to grocery retail, where sustainability’s three 

dimensions are forged into marketing activities. Kemper and Ballantine (2019)  argue that 

the marketing that occurs in-store has a substantial effect on both environmental and 

social conditions. According to Kemper and Ballantine (2019) is the promotion of 

consumption tied directly to the product development that grocery retailers aim to make 

sustainable. Moreover, sustainability marketing also has a role in the guidance of 

organizations regarding strategies and behaviour, but also what responsibilities the 

organization has toward societies and future generations (Kemper & Ballantine, 2019).  

 

2.2 Personnel commitment of CSR    

This subchapter will present the theories that are tied to the communication of an 

organization’s CSR activities. Moreover, the theories have their foundation in the internal 

commitment within an organization and the endorsement of personnel’s involvement in 

the activities.   

 

2.2.1 Inside-out approach  

Organizations can implement sustainable strategies for businesses that have altering 

approaches and implications. Morsing, Schultz and Nielsen (2008) discuss two 

significant approaches that are each other’s opposites. One is customer-oriented, which 

is called an outside-in approach, while the other alternative has its emphasis on the 

organizations’ core strengths that is called the inside-out approach. The latter approach is 

characterized as the core competencies and resources within an organization, which 

contributes to a more effective adaption of changes and the value development of 

shareholders (Morsing et al., 2008). In an attempt to raise consumers’ awareness and 

knowledge of grocery stores’ CSR information, it is stated by Morsing et al. (2008) that 

the management can adopt the inside-out approach. The approach is shown to have a 

substantial effect on the organizational commitment of personnel tied to the 

organizations’ CSR initiatives (Morsing et al., 2008). The importance lies within the 

organizations’ distribution of CSR information towards the personnel, which are seen as 

the primary stakeholders. Initially, the promotion of the CSR information comes from a 
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central level within the organization. Although, Morsing et al. (2008) argue that the CSR 

initiatives and its communication toward customers will not be trustworthy and durable 

if the personnel do not possess the perception of ownership and commitment regarding 

the CSR initiatives.  

 

Therefore, as Edinger-Schons et al. (2019) present, the involvement of personnel is 

critical before the communication of CSR information initiated to the consumers can 

occur. Edinger-Schons et al. (2019) highlight that the stores’ frontline personnel are not 

the only primary stakeholders of the organizations’ CSR information, where the middle 

management and store managers are crucial for the implementation. The inside-out 

approach has therefore been extended by Edinger-Schons et al. (2019)  to a system of 

commitment. The central management must build organizational commitment to both 

middle management and local frontline personnel for the CSR information to be 

sustainable (Edinger-Schons et al., 2019). The main argument of Edinger-Schons et al. 

(2019) are organizations that desire to communicate their CSR activities to consumers 

efficiently should integrate the CSR efforts in the corporate culture. By doing so, the CSR 

efforts penetrate all levels of management and are regarded as an authentic effort to 

develop a sustainable strategy. Edinger-Schons et al. (2019) suggest that organizations’ 

engagement of managers within the CSR activities will not only result in increased 

leadership but will lead to the creation of CSR ambassadors. This aspect contributes to 

the argumentation of how the internal CSR communication is vital to enhance 

organizational commitment and develop CSR ambassadorship by utilizing the 

organizational competencies (Edinger-Schons et al., 2019) (Morsing et al., 2008). 

 

2.2.2 Employee-customer identification   

In order for grocery retail stores to be competitive, there is a demand according to 

Korschun et al. (2014) that the job performance is high, which includes the service offered 

by frontline personnel to consumers. The quality of the service itself has underlying 

causes that are connected to the frontline personnel’s level of organizational 

identification, which Korschun et al. (2014) refer to as “the extent to which a person 

senses an oneness or sameness with the organization.” In other words, it connects 
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employees’ commitment and familiarity to a specific organization that is tied to the core 

values and can result in improved job performance.  

 

Furthermore, Korschun et al. (2014) tie organizational identification to frontline 

personnel and CSR activities where previous studies indicate that organizational 

identification is not sufficient when it comes to job performance and the effects of CSR. 

The new and insightful angle that Korschun et al. (2014) present emphasize the 

employee-customer identification, which examines the affinity of customers and frontline 

personnel. The affinity is investigated in a context that initiates that the frontline 

personnel can relate to customers as co-members of a shared social group that builds trust 

and development incentives. The motive behind it is to fulfil the needs of customers or 

influence the customers' sustainable purchase behaviour (Korschun et al., 2014).  

 

In contrary to the inside-out approach previously presented in this dissertation, the study 

of Korschun et al. (2014) examines a form of customer orientation and its implications. 

The study can be connected to the opposite approach; the outside-in approach. Employee-

customer identification that is highlighted by Korschun et al. (2014) can also be tied to 

the utilization of organizational competencies to affect the store performance connected 

to CSR communication. This aspect has been discussed by Morsing et al. (2008) from an 

inside-out approach. Organizations should, according to Morsing et al. (2008),  establish 

their CSR communication by guaranteeing a developed employee commitment before the 

communication of CSR activities to external stakeholders. Furthermore, Morsing et al. 

(2008) explain the importance of personnel’s involvement as “An organizational 

anchoring of CSR activities is a precondition for trustworthy CSR communication, and 

this implies the active involvement of employees in the CSR activities themselves.” 

 

2.3 Spill-over effects from sustainability activation  

This subchapter will present theories that aim to show how activation of sustainability 

knowledge can impact the surroundings of grocery retail with altering beneficial 

implications.  
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It is widely discussed that traditional grocery retailing is being challenged, as Kuijpers et 

al. (2019) present, and van Giesen and Leenheer (2019) indicate in their study. 

Consumers’ demand for increased information regarding grocery products has according 

to van Giesen and Leenheer (2019) resulted in enlightenment for grocery stores. Van 

Giesen and Leenheer (2019) argue that logos on products nowadays are insufficient for 

sustainability awareness. Therefore, it is widely discussed and clarified by van Giesen 

and Leenheer (2019) that grocery stores must investigate other solutions tied to salient 

sustainability information instead of substitutes of products to raise consumers' food 

sustainability engagement. Spill-over effects can be described as the indirect impacts and 

implications of an active choice.  The term is exemplified by Giesen and Leenheer (2019) 

as a consumer’s choice of engaging in sustainable behaviour by purchasing an 

environmentally friendly product that can lead to other consumers’ adoption of 

sustainable behaviour.  

 

As Nilsson, Bergquist and Schultz (2017) present, there is research that indicates that 

lifestyle changes from an individual perspective do have an effect on the surrounding area 

and its consumption of natural resources slowing down. The belief is also shared by van 

Giesen and Leenheer (2019), which tie sustainable purchases to positive spill-over effects 

of sustainable behaviours. The greater importance of having product production and 

origin information at hand for consumers in-store indicates that actions connected to 

innovative solutions in-store can have positive spill-over effects regarding consumers’ 

purchase behaviour (van Giesen & Leenheer, 2019).  

 

The study of Van Giesen and Leenheer (2019) emphasizes the positive effects of 

sustainable behaviour and can be tied to the study of Edinger-Schons et al. (2019), where 

spill-over effects are connected to CSR communication and the in-store personnel. 

Edinger-Schons et al. (2019) indicate that effective internal communication from 

management to personnel affects the desire of personnel to further communicate the 

information to consumers. Moreover, there is a belief that expanded knowledge of 

consumers is a positive spill-over from effective personnel training, which eventually 

positively affects the store performance (Edinger-Schons et al., 2019).   
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2.4 Sustainable organizational responsibility 

This subchapter will present and explain two models that are tied to the CSR training of 

personnel and effective internal-external communication. The models also show the 

effects that CSR activities have on the store performance and will further be used for 

modifying as a foundation for the development of the conceptual model presented in 

subchapter 2.5.  

 

2.4.1 Customer-Company Identification Model  

The model that Edinger-Schons et al. (2019) created is consisting of five different 

constituents. These parts are named H1-H5, which emphasize five hypotheses that 

together form the research model that aimed to examine the effectiveness of in-store CSR 

communication. The research model is shown in figure 1.  

 

 

Figure 1 - Customer-Company Identification Model 

 

The developed model (see figure 1) is based on a quantitative study, and the data that 

Edinger-Schons et al. (2019) have collected are used for the development of a qualitative 

conceptual model presented in the subchapter 2.5. The study that Edinger-Schons et al. 

(2019) conducted was made with an international retailer who was interested in the 

effectiveness of in-store CSR communications.  
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The first hypothesis, named H1, was produced by Edinger-Schons et al. (2019) with the 

purpose of examining the importance of CSR-related point-of-sale communication. The 

significance of H1 that will be further used in this dissertation is connected to the 

relationship between CSR knowledge of consumers and CSR communication in point-

of-sale. The results by Edinger-Schons et al. (2019) indicated that the intensity of in-store 

CSR communication was marginally significant and positive on the customers’ CSR 

knowledge.  

 

The second hypothesis has its foundation in the belief that CSR related training to 

personnel is vital. The theory of Edinger-Schons et al. (2019) was that organizations must 

locate ways to develop a CSR knowledge to personnel by providing ongoing education. 

The stated assumption of H2 was that customers’ CSR knowledge would be enhanced by 

the implementation of CSR-related training to frontline personnel. The results from this 

hypothesis contradicted the assumption because the data showed that CSR-related 

training had not a significant effect on customers’ CSR knowledge. Despite the negative 

results of Edinger-Schons et al. (2019), will the hypothesis still be used in the 

development of our conceptual model, due to the interesting aspect of personnel’s impact 

on consumers and how training can improve the store performance. Moreover, Edinger-

Schons et al. (2019) tie the training of personnel to an enhancement of CSR 

ambassadorship, which will be transmitted into the conceptual model and explained. 

 

The third hypothesis focuses on store managers’ personal support for CSR. Edinger-

Schons et al. (2019) investigated how the support of top management is essential for the 

CSR-related training of personnel to be effective. The results given by Edinger-Schons et 

al. (2019) showed that management support and CSR-related training of the frontline 

employees were marginally significant. The hypothesis will not directly be used in the 

development of our conceptual model since the focus of H3 is on management, which 

will not be of significance in the conceptual model. Although, the support of  management 

is crucial when it comes to the organizational CSR communication and the providing of 

education for personnel.  
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The fourth hypothesis presented by Edinger-Schons et al. (2019) is called H4 and is 

focused on how customers’ CSR knowledge enhances their identification with the 

company. Customers’ attitudes and behaviour towards a company can, according to 

Edinger-Schons et al. (2019), be changed by the positive effects of customers’ CSR 

knowledge. Additionally, customers’ identification with a company can be the result of a 

psychological response to the companies’ CSR activities. The findings of Edinger-Schons 

et al. (2019) indicated that customers’ increased CSR knowledge does elevate the 

identification with the company. H4 is not directly present in the development of the three 

components in the conceptual framework.  However, H4 is interesting for the 

development in the aspect of positive spill-over effects from customers’ CSR knowledge, 

which Edinger-Schons et al. (2019) presented.  

 

The last hypothesis presented by Edinger-Schons et al. (2019) is called H5 and tries to 

display how customer-company identification can result in larger purchase volumes and 

increased store visits. Customers’ who can identify and create a strong bond with a 

company will, according to Edinger-Schons et al. (2019), feel good about supporting the 

business. The results found by Edinger-Schons et al. (2019) revealed that the findings 

from H4 do have a positive effect on purchase volume and store visits. This dissertation 

will not use H5 directly for the development of the conceptual model due to the 

centralized focus that H5 has on purchase volume and store visits. Although, the positive 

impacts that the findings of H5 indicated will be used for further examination of positive 

results deriving from customer-company identification.  

 

2.4.2 Organizational Pathway Between CSR and Job Performance  

The model created by Korschun et al. (2014) has similarities to the model presented by 

Edinger-Schons et al. (2019) because both models are based on quantitative studies and 

view CSR from three distinctive aspects. The first aspect is connected to management; 

the second to employees, and the third to consumers. The developed model of Korschun 

et al. (2014) also consists of five different hypotheses, which are called H1-H5. The 

model of  Korschun et al. (2014) can be found in figure 2.  
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Figure 2 – From CSR to Job Performance Model 

 

The data collected from Korschun et al. (2014) will be used as a foundation for the 

development of our conceptual model. The model that Korschun et al. (2014) present 

conclude how CSR is related to the job performance of frontline employees. The five 

different hypotheses aim to tie the importance of CSR integration within an organization 

and the development of identification from the personnel’s perspective. A developed 

identification does result in more successful customer orientation. The model of 

Korschun et al. (2014) embraces that it is of vast significance that the frontline personnel 

identifies with the customer at a high level. Korschun et al. (2014) expand the general 

understanding of frontline employees by presenting that employees can identify 

simultaneously with both organizations and customers.  

 

The first hypothesis, named H1, roots in the examination of employees’ belief that 

companies need to behave in socially responsible ways. Korschun et al. (2014) 

anticipated that the employees would experience self-coherence with the knowledge that 

they are employed at a company in which managers place equal importance on CSR. 

These forms of benefits make the organization, according to Korschun et al. (2014), a 

more attractive target for social identification. Moreover, Korschun et al. (2014) believed 

that the relationship between perceived management support for CSR and organizational 

organization becomes stronger as the CSR importance increases. The findings retrieved 

by Korschun et al. (2014) indicate a positive and significant correlation between the 



 

17 

 

demand for management support for CSR and the CSR importance to employees for the 

purpose to develop organizational identification. H1 will be of significance to this 

dissertation’s conceptual model since it emphasizes organizations’ CSR initiatives to 

employees’ identification with the company, which is beneficial and can lead to positive 

spill-over effects.  

 

The second hypothesis focuses on how organizational identification is related to job 

performance. Korschun et al. (2014) believed that employees who see themselves as a 

part of the organization view the company’s successes as their own and will thus be more 

engaged to perform better. Therefore, a strong bond between the organization and the 

employee will motivate employees to work harder, which results in better encounters with 

consumers. Serving consumers’ needs is, according to Korschun et al. (2014), a keyway 

that employees use to build and maintain good relationships with consumers. The findings 

for this hypothesis yielded both satisfactory and deficient results. The deficient result 

revealed an insignificant correlation between organizational identification and customer 

orientation. The satisfactory result concluded that Korschun et al. (2014) observed a 

direct effect that organizational identification has on job performance. Organizational 

identification is a cornerstone of this dissertation’s conceptual model, which indicates 

that H2 will be of great significance. Furthermore, the positive spill-over effects of 

organizational identification will be analysed in chapter four.  

 

The third hypothesis emphasizes the positive relationship of the customer-employee 

identification and the demand for customer support for CSR with regards to raised CSR 

importance to employees. Korschun et al. (2014) focused on how employees believe that 

customers hold favourable attitudes or perceptions regarding the company’s CSR 

activities. The data collected by Korschun et al. (2014) illustrate that the relationship is 

positively affected by employees’ importance of CSR increases. H3 further usage in this 

dissertation will be minor since the focus does not comply with this dissertation’s focus.  

 

The fourth hypothesis is generated by Korschun et al. (2014) to find the strong connection 

that employee-customer identification has with organizational identification. Korschun et 
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al. (2014) posit that employees would have an increased identification with an 

organization if he or she has a more developed relationship and identification with 

customers. The results implied that employee-customer identification is positively related 

to organizational identification (Korschun et al., 2014). H4 does not have a great 

significance in the development of the conceptual model presented in subchapter 2.5 since 

the emphasis in H4 is deviant from this study’s purpose.  

 

The final hypothesis, presented by Korschun et al. (2014), named H5, examined how 

employee-customer identification affects job performance. Korschun et al. (2014) 

mention that a higher level of employees’ identification with consumers affects job 

performance due to a desire to fulfil the consumers’ needs. The data, that Korschun et al. 

(2014) present, indicate a positive and significant correlation between customer 

orientation and job performance. The distinctive identifications that Korschun et al. 

(2014) address will be modified and used un the conceptual model, which implies that 

H5 is an important aspect to discuss.  

 

The two models of Edinger-Schons et al. (2019) and Korschun et al. (2014) complement 

each other in several aspects, where the importance of CSR knowledge to personnel is 

vital for the development of organizational identification. Both Korschun et al. (2014) 

and Edinger-Schons et al. (2019) embrace CSR knowledge importance, which is 

expressed in different ways. Korschun et al. (2014) showed that an increased CSR 

importance had a positive effect on organizational identification, while Edinger-Schons 

et al. (2019) tied the CSR related training of personnel and customers’ CSR knowledge 

to customer-company identification. In this dissertation, we argue that organizational 

identification and customer-company identification have a similar meaning since both 

refer to what extent that customers identify with an organization. Although, the 

organizational identification also implies the personnel’s identification with an 

organization, which also will be further examined in this study. 

 

Furthermore, the comparison connects and complements the models of Korschun et al. 

(2014) and Edinger-Schons et al. (2019) in the matter of positive outcomes that derive 
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from organizational identification or customer-company identification. Korschun et al. 

(2014) presented that the job performance of frontline employees was highly positively 

impacted by organizational identification, where the adoption of suggested workplace 

behaviours and motivation to stay employed were results of this. It is connected to the 

findings of Edinger-Schons et al.  (2019), which contribute to the conceptual model’s aim 

of explaining how an enhanced organizational identification can lead to CSR 

ambassadorship and eventually sustainable purchase behaviour. Although,  Edinger-

Schons et al. (2019) focus on the impact of customer-company identification tied to store 

visits and purchase volume. Moreover, customers can adopt CSR ambassadorship as a 

positive spill-over effect from organizational identification, which complements the 

studies of Edinger-Schons et al. (2019) and Korschun et al. (2014). Edinger-Schons et al. 

(2019) continue to say that consumers perceive employees as the most trustworthy CSR 

information source and should thus be more efficiently utilized, which corresponds 

significantly with this dissertation’s research question.  

 

2.5 Conceptual model development  

This subchapter will present which theories that will be brought into the method – and 

analysis chapter, as well as the developed conceptual model used in the effort to bridge 

the gap within the purchase behaviour of sustainable products.  

 

The framework of this dissertation surrounds grocery retail store personnel and how they 

effectively can be utilized for informing consumers regarding sustainability information 

of products. Previous research is focused on CSR engagement of employees and its 

implications on organizations, where the job performance has been examined. How the 

CSR-related efforts are executed has been explained in two distinctive quantitative 

research models, which are combined and used to modify a new qualitative research 

model. The developed conceptual model (see figure 3) coheres with the study’s purpose, 

where the model aims to explain how store personnel can be utilized as CSR ambassadors. 

Moreover, our conceptual model’s intention is to show what internal organizational 

factors that are required for the development of CSR ambassadorship, by the examination 
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of frontline personnel’s insights.  The finishing stage of the model refers to the sustainable 

purchase behaviour of consumers, which is connected to the dissertation’s research 

question and purpose. For consumers’ purchase behaviour to change, the model includes 

the importance of both consumers and store personnel’s enhanced CSR ambassadorship. 

Furthermore, the model also elaborates the limits of  what store personnel can do in the 

efforts to affect consumers’ mindset. In order to investigate how consumers’ purchase 

behaviour can be influenced by grocery store personnel, the conceptual model (see figure 

3) was developed with its foundation in the research models of Edinger-Schons et al. 

(2019) and  Korschun et al. (2014).  

 

 

Figure 3 - Conceptual model: Unity of CSR efforts into sustainable purchase behaviour 

 

The three components of the first level are called Organizational CSR Communication, 

CSR Training of Personnel and Customers’ CSR Knowledge. These components will not 

individually lead to the desired target due to the confirmed gap earlier presented in this 
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dissertation. The developed conceptual model believes that there is a possibility of 

consumers to reach a sustainable purchase behaviour if the three components are 

combined into the daily grocery retail store’s operations to enhance an organizational 

identification (see figure 3). Organizational identification is crucial for the development 

of CSR ambassadorship to both personnel and consumers, where sustainable purchase 

behaviour of consumers may be reached if efficient CSR ambassadorship occurs.  

The first component is called Organizational CSR Communication and refers to the need 

for efficient internal communication throughout all levels within the organization. In 

order for the grocery store to implement the suitable CSR initiatives to its brick-and-

mortar stores and belonging in-store personnel, the provided communication from central 

management must be transferred to a store level management for interpretation (Edinger-

Schons et al., 2019). H1 out of Korschun et al. (2014) model has been transmitted, where 

the CSR importance to employees is connected to internal organizational CSR 

communication. The efficient distribution of CSR information to employees can increase 

the organizational identification and commitment that the personnel possesses in different 

extents. This fact is crucial in the attempt to increase the consumers’ knowledge when  

CSR information is provided (Korschun et al., 2014). Besides, the commitment of 

personnel also impacts the attempt to use the store personnel as CSR ambassadors, which 

is why the communication of CSR within the organization must be effective (Morsing et 

al., 2014).  

 

The second component, CSR Training of Personnel, is beneficial because of two reasons. 

Firstly, a high CSR profile enhances employees’ organizational identification, according 

to Korschun et al. (2014), which connects the first and second component of the 

conceptual model. Secondly, when the personnel communicates CSR to the customers,  

it is referred to “create publicity and a good reputation through word-of-mouth 

advertising,” which Edinger Schons et al. (2019) state in their study. Customers also tend 

to perceive personnel as the most trustworthy CSR information source, which enhances 

the third component and makes customers’ CSR knowledge broader. Therefore, the 

personnel needs to be informed about the company’s CSR strategies and transfer them in 

a way that supports the company’s goals and stimulates personnel’s cognitive ability of 
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ambassadorship. The second hypothesis (H2) presented by Edinger-Schons et al. (2019) 

was transmitted into the conceptual model’s component CSR Training of Personnel since 

it emphasized an essential part of the current gap that has been identified. To enhance the 

knowledge of consumers, the training of personnel must be customized to the correct 

departments where the greatest impact can occur. Additionally, H3 by Edinger-Schons et 

al. (2019) has been partially used to ensure that personnel convey positive CSR 

knowledge to the customers. CSR training sets a CSR communication cycle into motion 

by personnel who transfer their CSR knowledge to the customers, and positive customer 

perceptions in turn enhance personnel organizational pride (Edinger-Schons et al., 2019).  

 

The third component, called Customers’ CSR knowledge, refers to the general knowledge 

that customers have connected to CSR. Organizations can impact customers' knowledge 

through different tools to inform customers, such as brochures, leaflets, and wallpapers, 

which all have significant positive effects on customers’ CSR knowledge (Edinger-

Schons et al., 2019). Customers’ identification with different companies derives from the 

psychological response that customers have to companies’ CSR activities. Customers 

have a need to fulfil positive self-definitional needs and can, with the help of companies’ 

identities, fully express their sense of who they are. H1 of Edinger-Schons et al. (2019) 

was transmitted and helped to connect the relationship between CSR knowledge of 

consumers and CSR communication in point-of-sale. An increased knowledge of CSR at 

the point-of-sale results in longer visits, which enables more interactions between 

personnel and consumers. Additionally, H4 of Edinger-Schons et al. (2019) has been 

transmitted to this component since the increased CSR knowledge of consumers 

positively affected the organizational identification, which connects the component with 

the prior components.  

 

These three components lead to the next level called Organizational Identification, which 

is of significance to the conceptual model because it has great importance within the 

development of commitment that is vital for CSR efforts. Korschun et al. (2014) refer to 

organizational identification in the second hypothesis of their model, which is transmitted 

and remade in this level. H2 aided us to understand organizational identification’s 
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beneficial impact on job performance and other positive spill-over effects it may yield. 

Edinger-Schons et al. (2019) include customer-company identification in their model, 

which is interpreted as organizational identification due to the similar signification that 

is clear to us researchers. H4 of Edinger-Schons et al. (2019) is used due to the statement 

that indicated the increased CSR knowledge of customers does enhance organizational 

identification. The positive spill-over effects that occur from organizational identification 

are previously presented in H5 by Edinger-Schons et al. (2019), which is significant in 

the development of CSR ambassadorship of personnel and customers. Out of all levels in 

the conceptual model is the process linked to organizational identification the most crucial 

for organizations to succeed. Previous research by Edinger-Schons et al. (2019) and 

Korschun et al. (2014) indicate organizations’ significance to develop customer – and 

personnel commitment in order to reach the customers and being able to influence them.  

 

The next level in the conceptual model is CSR Ambassadorship, which is a possible 

implication of organizational identification. The term has been transmitted from Edinger-

Schons et al. (2019) and is used to understand what impact organizational identification 

has on personnel and customers. It can spill-over to higher organizational performance, 

citizenship behaviours and greater job effort, which will make the personnel more willing 

to serve as CSR ambassadors for the company. The connection of CSR ambassadorship 

with grocery retail stores lies within the transfer of a positive CSR identity to external 

stakeholders, where the focus to reach sustainable purchase behaviour of consumers may 

be a positive spill-over effect of CSR ambassadorship  
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3.0 Method 

The third chapter is introduced by the design used in the research of this study, which 

concluded the research purpose, the philosophy of the research and the research 

approach. Secondly, this dissertation’s data collection is presented, where the research 

method is clarified as well as the selection process of participants and is followed by an 

introduction of the case study, a presentation of the interview guide and the description 

of transcriptions. Thirdly, the analysis of empirical data is presented. It is followed by the 

consideration of trustworthiness to the study, and the third chapter ends with a discussion 

of ethical considerations regarding this study.  

 

3.1 Research design 

This subchapter will present this dissertation’s use of methodology. The research purpose 

will introduce the chosen design of the dissertation. Secondly, the research philosophy 

will contain how the data of this dissertation should be collected, analysed and used. 

Lastly, the research approach of this dissertation will be proposed.  

 

3.1.1 Research purpose  

This dissertation was conducted in a way that resulted in the usage of an exploratory 

design since the purpose of the dissertation is to examine how grocery retail store 

personnel can be utilized as ambassadors regarding CSR marketing toward consumers. 

An exploratory research design is referred by Bell, Bryman and Harley (2019) as when a 

researcher has a limited number of references at disposal. Bell et al. (2019) suggest the 

action of asking questions in order to understand a specific phenomenon from altering 

perspectives. The circumstances regarding this dissertation lie within sustainable 

purchase behaviour and the utilization of in-store personnel, which will be researched 

from an organizational perspective. An implication by using an exploratory design is that 

the empirical data collection can transform the emphasis of the study. This approach 

indicates that this dissertation does not have a decided and transparent outcome, but will 

be dependent on the new insights gathered (Ahrne & Svensson, 2015).  
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3.1.2 Research philosophy  

The philosophy of research refers to knowledge and its nature, development, and source. 

Its importance in a dissertation lies within how the researcher formulates the assumptions 

as well as the awareness of beliefs which Saunders, Lewis and Thornhill (2012) present. 

The research philosophy is used as a foundation for the research strategy through the 

researcher’s vital assumptions being developed (Saunders et al., 2012). There are several 

ranges of research philosophy, where research within business studies categorises the four 

distinctive philosophies: Pragmatism, Positivism, Realism and Interpretivism (Bell et al., 

2019). Denscombe (2016) and Bell et al. (2019) argue that interpretivism differs from 

positivism – which emphasizes that the social world is understood by the utilization of 

research models within natural science. Instead, interpretivism aims to examine the 

behaviour and experiences of people with the purpose to understand social actions and 

underlines the importance of strategies (Bell et al., 2019). In the choice of philosophy for 

this dissertation, the purpose of the study has been taken into consideration, which implies 

to examine how the grocery store personnel can be used as CSR ambassadors towards 

consumers. Therefore, interpretivism is the superior choice.  

 

3.1.3 Theory-in-use   

This dissertation has presented several quantitative studies that concern CSR 

communication and frontline employees. The abductive and exploratory approach of this 

dissertation implied that analyses of peer-reviewed quantitative studies were made that 

mainly sourced from the search engines HKR Summon and Google Scholar. The 

quantitative data that were retrieved has, according to Bell et al. (2019), importance in 

the preparation of exploratory and qualitative research. This study tries to enhance the 

understanding of store personnel’s importance in the CSR marketing of grocery stores, 

from the perception of store personnel. This approach implies that empirical data from 

quantitative studies must be correctly analysed and transmitted into the dissertation to be 

valid. As Bell et al. (2019) argue, conducting a qualitative method can provide vital 

contextual information that complements the empirical findings from quantitative 

research that often are of static nature. The quantitative findings may yield other 
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researchers in the specific research field regarding the selection of an organization for a 

case study or participants for interviews (Bell et al., 2019).  

 

This dissertation utilizes two distinctive quantitative studies heavily, which are brought 

into the developed conceptual model as well as chapter five that analyses the empirical 

findings of this study. The quantitative studies of Edinger-Schons et al. (2019) and 

Korschun et al. (2014) contain one model each that was used as a foundation for the 

development of the qualitative conceptual model. The challenge lies within the 

understanding of quantitative findings, which tend to lack the in-depth insights that 

qualitative findings possess (Bell et al., 2019). The hypotheses presented by Edinger-

Schons et al. (2019) and Korschun et al. (2014) were analysed through the correlation 

between variables and were then tested for reliability and validity. These hypothesis tests 

were used for creating themes and components that were embedded in the conceptual 

model, in which the qualitative approach aimed to investigate deeper. The quantitative 

and generic conclusions presented by Edinger-Schons et al. (2019) and Korschun et al. 

(2014) were thus utilized from a qualitative approach. The qualitative data provide the 

details and depth that is required for understanding the consequences fully, which Bell et 

al. (2019) argue. The two approaches do not have to collide but can, according to 

Denscombe (2016), be utilized together. The big data retrieved from quantitative research 

can be used as a foundation for the immerse of CSR communication and grocery store 

personnel’s role that qualitative research enables. The studies of Edinger-Schons et al. 

(2019) and Korschun et al. (2014) present statistic and generic results that are based on 

equations, while this qualitative dissertation found its results on the experiences and 

beliefs of people that are working within the grocery retail market. 

 

3.2 Data collection 

This subchapter will present the process of conducting a qualitative approach to the study. 

Moreover, the process of participant collection is displayed as well as a brief presentation 

of the case study. Lastly, an introduction to the interview guide is given.  
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3.2.1 Research method 

The research field of how grocery retailers’ CSR activities can affect consumers' purchase 

behaviour have mostly had a quantitative approach, where the results have been derived 

from surveys and quasi-methods. Previous research such as the studies of Bernard et al. 

(2015) and Korschun et al. (2014) address the lack of knowledge that consumers possess 

regarding CSR – and environmental information of products. The involvement of 

frontline personnel may help to solve the issue. Within the studies of Bernard et al. 

(2015), Edinger-Schons et al. (2019) and Korschun et al. (2014) there are demands of 

further research that examines the frontline personnel’s impact on consumers’ purchase 

behaviour, which is partially why this dissertation has been based on a qualitative 

approach. Since the quantitative studies focus on greater samples and generic results, a 

qualitative approach contributes to developing a deeper understanding of the social 

problem that involves the motivations that generate in consumers’ purchases of 

sustainable products (Denscombe, 2016). Furthermore, the qualitative approach implies 

an examination of grocery retail stores’ frontline personnel, where the perceptions and 

experiences will be investigated through semi-structured interviews.  

 

The semi-structured interviews allow the retrieved empirical data to be of a quantitative 

matter, where closed-ended interviews restrict the nature of empirical data to just 

quantitative since the respondents’ answers lack the personal attachment (Denscombe, 

2016). The choice of research method also complies with the purpose of our dissertation, 

where the semi-structured interviews with grocery retail store personnel will investigate 

the values, attitudes, and experiences of the respondents in their professional role of 

frontline personnel. The semi-structured interviews were used as a tool to retrieve primary 

empirical data that reflect the truthful and useful insights of the participants (Denscombe, 

2016). Additionally, the research method involved a semi-structured in-depth interview 

with a grocery retailer expert working at Retail House1. The purpose of this interview was 

to aid the dissertation with a deeper understanding of the dynamic and changing 

environment of the grocery retail market, as well as to guide us researchers within the 

 

1 Retail House is a Swedish Shopper Marketing-firm with over 20 years of experience in aiding brands and trade with 

reaching their shoppers where the purchasing decision is made. Retail House, with its four Nordic offices and over 

1000 communicators, is the market-leading Shopper Marketing-firm in the Nordic region.  
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exploratory case of what areas to focus on (Denscombe, 2016). Moreover, the interview 

with the grocery retail expert contributed with qualitative empirical findings that were 

analysed and applied to the study’s method and analysis. The insights of a grocery retail 

expert at market leading firm enabled a visualization of organizations’ deficiencies, in the 

matter of how to connect with consumers in vital situations. The interview aided us in the 

development of leading interview questions and formed our dissertation regarding the 

important areas to examine further, which is connected to the purpose of how store 

personnel can be more efficiently utilized. 

 

Furthermore, the empirical data retrieved from the unstructured in-depth interview also 

add reliability and validity due to the opportunity to receive clarification of the expert’s 

statements (Bell et al., 2019). A limitation to our research method can be found in the 

current situation in society that roots in the pandemic of Covid-19. The situation 

challenged the layout of the research method that implied on-site interviews with grocery 

retail store personnel. Moreover, the nature of the semi-structured in-depth interview with 

a grocery retail expert got affected and changed from a physical interview into a long-

distance interview through a web conference. The intention to include more ICA stores 

of varied sizes and geographical locations were also challenged due to the pandemic of 

Covid-19, which resulted in several grocery stores’ decline to be involved in the study. 

This result implies an absence of additional interviews from other ICA stores, which 

otherwise would have strengthened the research method of this study. 

 

3.2.2 Selection process of participants 

Within this qualitative study, have the participants been selected through purposive, 

subjective sampling. This choice is, according to Denscombe (2016), beneficial when we 

as researchers already have existing insights of the research field, and the participants are 

chosen due to the belief that their insights will result in the most valuable empirical data. 

The purposive, subjective sampling is also suitable, according to Denscombe (2016), in 

the matter of creating an exploratory selection. Denscombe (2016) adds that it provides 

us researchers to gather qualitative data by the selection of participants with the expertise 

and qualities that will examine the research subject deeper. This dissertation’s purpose 
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concludes to what extent grocery retail store personnel can be utilized as ambassadors 

regarding CSR marketing toward consumers that leads to sustainable purchase behaviour. 

Therefore, we have chosen to select grocery store personnel with insight into the daily 

operations. This course of action roots with the aim to retrieve empirical data, which  

correctly reflect the CSR activities and CSR communication of grocery retailers. 

Moreover, in our selection process of participants, there was a criterion that the store 

personnel had to have a greater responsibility in their profession, which was set since the 

retrieved data would add reliability and validity.  

 

Two ICA stores participated in the selection process, which resulted in a total of four 

participants with altering ages and experience in their profession. The two ICA stores 

varied in size and supply and were all individually managed, which in turn affects the 

way each store conduct their CSR activities and CSR communication. The choice of 

selecting two different sizes of ICA stores lies within the interest of identifying 

differences in-store focus, personnel training, and the communication of sustainability. 

Another attribute that was wanted of the participants was a high level of organizational 

identification, which Korschun et al. (2014) state to raise the commitment of personnel 

to an organization and ultimately improves the customer orientation and job performance. 

Two employees from each store were chosen for the semi-structured interviews. The 

participants have been summarized in Table 1, where the interview lengths are presented 

together with the ages, positions, working experiences, and store associations.   
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Table 1- Summarized information of selected participants 

Interview  Length of 

interview 

Age Employment position Working 

experience within 

the consortium 

Store 

association  

1 32 minutes 52 Chief of the Colonial 

department 

30 years of’ 

experience  

ICA 

Supermarket 

Sölvesborg 

2 71 minutes 56 Grocery retail 

storekeeper  

25 years of 

experience  

ICA 

Supermarket 

Sölvesborg 

3 30 minutes 39 Chief of operations 18 years of 

experience  

ICA Maxi 

Kristianstad 

4 72 minutes 40 Store manager  18 years of 

experience 

ICA Maxi 

Kristianstad 

 

5 28 minutes  52 Chief Executive Officer  15 years of 

experience  

Retail House  

 

 

3.2.3 Case study - ICA Gruppen AB 

The situation on the Swedish grocery retailer market reveals that ICA Gruppen AB was 

market leading in the year 2019 with a 51 percent market share based on sales. The closest 

competitor, Axfood, possessed at the time approximately 18 percent market share, which 

implies the great competitive advantage of ICA Gruppen AB (Statista, 2019). The grocery 

store industry employs about 100 000 people in Sweden, which implies that the industry 

is an extensive business. It is undergoing comprehensive changes, and Axfood says that 

the industry will change faster in the next ten years than it has under the last fifty years 

(Axfood, 2020). ICA Gruppen AB is, according to the organization’s annual report 

(2019), determined to be the leading force within corporate responsibility, which is why 

sustainability is integrated deeply into the daily operations. Moreover, five areas are 

emphasized from the organization’s management, which is local, environment, health, 

diversity and quality. Additionally, ICA Gruppen AB (2019) raises the importance of 

addressing the environmental impact and business ethics, which constitutes in the 

increased demand of consumers regarding sustainable products and services. As late as 

in March 2020, ICA Gruppen AB was voted as the most sustainable brand within the 
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Swedish grocery retail sector as well as the third most sustainable brand overall in Sweden 

(Sustainable Brands, 2020). ICA, as a concern, is constructed by privately-owned 

organizations that differ in sizes and assortments. Therefore, there are four profiles, where 

the size of a store and its assortment is the most significant difference.    

 

3.2.4 Interview guide  

The conduction of semi-structured interviews enabled the usage of open questions 

derived from the developed conceptual model’s components (see figure 3). Additionally, 

it allowed us, interviewers, to be innovative during the interviews and come up with 

relevant follow-up questions that initially were not intended. This course of action 

enabled the store personnel’s chances to clarify their statements and beliefs, which Bell 

et al. (2019) claim and add that this approach can bring new insightful perspectives 

throughout the interviews. Additionally, the dissertation’s use of an exploratory design 

strengthens the semi-structured interview purpose to understand the factors of the social 

problem that involves how to influence the sustainable purchase behaviour of consumers 

(Bell et al., 2019). Ahrne and Svensson (2015) add that the method of semi-structured 

interviews enable freedom to the respondents in how the answers are formulated and how 

personal experiences can be included in the insights.  

 

The layout of semi-structured interviews implied a flexible structure. Still, it started with 

an introduction that allows the interviewer to connect with the store personnel, in the 

attempt to reach a higher comfort for the respondent. This introduction included a short 

presentation of us interviewers as well as the topics that were discussed upon, which is 

beneficial in the conduction of semi-structured interviews (Bell et al., 2019). 

Furthermore, the questions intended for the store personnel and the grocery retail expert 

were based on the three components developed in the conceptual model (see figure 3). 

The purpose of this approach was to examine and understand the distinctive factors that 

lead to sustainable purchase behaviour, where the developed interview questions all have 

a specific theme or purpose tied to them (see appendix 1 and 2). Moreover, another 

underlying theme for a few of the interview questions in the interview guide is the 

pandemic caused by Covid-19, which has challenged the daily work of store personnel in 
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grocery stores and was expected to cause implications on the responses retrieved from 

the semi-structured interviews. 

 

3.2.5 Transcriptions 

The four conducted interviews were transcribed and then coded into distinctive themes to 

simplify the analysis of the findings (Denscombe, 2016). Transcriptions are essential in 

the process of eliminating risks and interpretation errors (Ahrne & Svensson, 2015). Since 

the researchers and interviewees heritage from Sweden, the choice of language during the 

conducted interviews was Swedish. To conduct interviews in a native language reduce 

possible communication problems. This fact implies that not only transcriptions were 

necessary but also translations into English. Translations made the interpretation and 

quoting more difficult and challenging but were possible through careful and thorough 

transcriptions and translations (Ahrne & Svensson, 2015). The four conducted interviews 

varied in length, where two lasted longer due to the insights that the store manager and 

storekeeper provided. ICA Maxi Kristianstad’s store manager and the storekeeper of ICA 

Supermarket Sölvesborg have a great responsibility within the respective organization, 

which provided the interviews with deeper information about each ICA store. During the 

process of transcribing, a choice was made by us researchers after the first interview, 

which implied the exclusion of certain expressions, such as sighs and external 

interferences. This action was made because the first interview’s transcription contained 

several non-essential expressions. Even though only four semi-structured interviews were 

conducted with store personnel, the empirical data was rich and implied long 

transcriptions. The final transcriptions were later composited and resulted in 72 pages.  

 

3.3 Analysis of empirical data  

The choice of conducting semi-structured interviews often implies that the retrieved 

empirical data contain unstructured transcripts that are challenging to make use of (Bell 

et al., 2019). Therefore, as a tool for utilizing the data in a study, the transcripts must be 

coded and categorized for a beneficial analysis to occur (see table 2). Denscombe (2016) 

agrees and states that empirical data collected through a semi-structured interview is 
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easily understood if coding has been done. There are different ways to analyse data, where 

the thematic analysis is widely used for coding qualitative data. Bell et al. (2019) describe 

thematic analysis as the identification of several themes or criteria, including similarities, 

differences, repetitions, and theory-related material. Similarities and differences are 

expressed by Bell et al. (2019) as to how a specific topic discussed by the interviewees 

differs from one to another, depending on the perception or experiences they possess. 

Differences were identified on numerous occasions since the interview participants 

operated in distinctive grocery retail stores with distinctive demographics. This fact 

impacted the answers since the interviewees perceived certain topics differently due to 

their altering surroundings and interactions.  

 

Repetitions are, according to Bell et al. (2019), connected to recurring topics that the 

interviewees associate to in the semi-structured interviews. Repetitions were found in the 

answers tied to the pricing of products and the lack of personnel’s interest in CSR. 

Theory-related material are linked to the identification and usage of scientific concepts 

as a tool for developing themes, which Bell et al. (2019) affirm. The usage of theory-

related material in this dissertation is extensive since the developed themes used in the 

process of coding are were derived from the presented theory. The components of the 

developed conceptual model (see figure 3) are used themes for the coding of interview 

transcripts, which originate from the studies of Edinger-Schons et al. (2019) and 

Korschun et al. (2014).  The coding was made to correctly analyse the empirical data as 

an attempt to answer the research question, which is how the grocery retail store personnel 

can be used for influencing consumers’ purchase behaviour with regards to sustainability. 

The coding scheme is illustrated in table 2.   
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Respondent Quote Component 

connection  

Theoretical 

attachment  

ICA Maxi 

Kristianstad Store 

manager 

“ICA can never force us to do anything. They 

do however have sustainability goals that are 

distributed via the intranet that ICA has. When 

we at the store discuss sustainability, we talk 

about what we can and are willing to do.” 

 

Organizational 

CSR 

Communication 

Edinger-Schons et al. 

(2019)  

CSR Communication  

The importance of 

CSR-related point-of-

sale communication 

ICA Supermarket 

Sölvesborg 

Storekeeper 

“ICA has demanded that new employees must 

go through some digital preparatory 

educations in conjunction with the 

employment. Although, further educations and 

training are offered by us at a local level, 

especially for personnel operating in 

perishable goods departments. The time aspect 

counteracts our efforts to enhance the 

personnel’s knowledge.” 

 

CSR Training of 

Personnel  

Edinger-Schons et al. 

(2019)  

The importance of CSR 

training  

Frontline Employees as 

CSR Ambassadors 

ICA Maxi 

Kristianstad Chief 

of operations 

“We have a broad assortment of spices in-

store where the largest brand Santa Maria is 

favoured by the customers, but we as 

personnel within the colonial department try 

to promote the products of ICA’s brand to 

customers, which are locally produced. We do 

not only promote it to benefit our community 

but also since ICA’s local supplier of spices is 

focused on sustainable packaging as well, 

which corresponds with ICA’s values.” 

     Organizational 

Identification 

Korschun et al. (2014) 

Organizational 

Identification  

Edinger-Schons et al. 

(2019)  

CSR Knowledge as an 

Antecedent of Customer-

Company-Identification and 

Pro-company Behaviors 

Table 2 – Example of coding 

 

3.4 Trustworthiness  

In order for a qualitative study to be trustworthy, Bell et al. (2019)state that there are four 

criteria to be reached, which are credibility, transferability, dependability and 

confirmability. If the study conducted does focus upon these criteria, Saunders et al. 

(2012) claim that the risk of retrieving inaccurate and misleading data is reduced heavily. 

Credibility is connected to the study and if it has been conducted by good practice as well 

as if the findings of the study are societally credited, which implies that we as researchers 

have portrayed the social problem correctly (Bell et al., 2019). Empirical data from five 

interviews are retrieved to answer this dissertation’s research question of how the grocery 
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retail store personnel be used for influencing consumers’ purchase behaviour with regards 

to sustainability. Moreover, the conducted interviews added credibility to the study due 

to the extensive experience that the interviewed store personnel possess. The interviews’ 

sample size could have been larger, but the duration of these interviews does increase the 

trustworthiness.  

 

Transferability refers to the qualitative empirical results’ applicability to alternative 

circumstances. Bell et al. (2019) argue that qualitative research should aim for a thick 

description, which means that the study not only is valid in a specific context but can be 

used for a broader understanding of other social problems. This dissertation’s 

transferability lies within the research that surround the store personnel’s impact of job 

performance as well as organizational CSR communication. Our study implies the higher 

level of employee involvement in the ongoing building of organizational commitment, 

which is a highly relevant social problem in business in times where customer loyalty is 

harder to achieve. 

 

Dependability is tied to the explanation of the possibility that a qualitative study can be 

recreated, and the empirical results would be equivalent (Bell et al., 2019). Therefore, 

sufficient information must be provided in the initial study for other researchers’ attempts 

to conduct a study with consistent results to be successful. This dissertation aims to 

retrieve a deeper understanding of how the grocery store personnel can be utilized in the 

marketing efforts of sustainable products. The grocery retail sector is dynamic, but there 

is sufficient information provided in this dissertation to replicate the study. Although, the 

results can differ considerably due to the choice of demographics. This study bases its 

empirical findings on experiences and beliefs of grocery store personnel that live and 

work in smaller cities, which most likely differ from findings out of bigger urban cities. 

Confirmability is connected to the objectivity of the researchers’ findings, where Bell et 

al. (2019) claim that the personal beliefs and values of the researchers can not affect the 

gathering of data. We have been moderators in the conducted semi-structured interviews, 

where this aspect has been taken into consideration and resulted in the avoidance of 

interfering with the selected participants. Objectivity was also focused upon during the 
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transcription of data as well as during the analysis by not being influenced of our own 

opinions in the considering and representing of empirical data. We, as researchers, were 

distanced from the subject so that the results depended on the nature of what was being 

examined. The objective point of view is essential to avoid biased results and conclusions. 

 

Another aspect to have in mind surrounding the collection of data is the selection of  ICA 

stores, which in this dissertation were limited to two stores. The stores are operated 

differently with altering sizes and assortments. The differences between ICA Maxi 

Kristianstad and ICA Supermarket Sölvesborg did not affect the aim of the interviews 

since the study focused on the examination of the stores’ CSR efforts and the utilization 

of store personnel.  

 

3.5 Ethical considerations 

Due to ethical reasons, this dissertation does not reveal the interview participants’ legal 

names. Instead, the titles of participants replaced the actual names to protect the store 

personnel and to distinguish the retrieved insights. Therefore, to create soothing 

surroundings of comfort to the respondents, individual phone calls were made to each 

selected participant in advance where our intentions with the interviews were given. This 

course of action clarified what we, as researchers, expected from the respondents. 

Furthermore, as Bell et al. (2019) suggest, the respondents were all contacted individually 

as a way to prevent pressure to participate. 
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4.0 Empirical findings and analysis 

The following chapter presents the findings and analysis of the conducted semi-structured 

interviews. This dissertation studies to what extent grocery retail store personnel can be 

utilized as ambassadors regarding CSR marketing toward consumers that leads to 

sustainable purchase behaviour. All the findings will be coded into different themes that 

represent the dimensions of the conceptual model presented in chapter 2.5. The 

transcribed summary of what the interviewee said is coded into the theme of the 

conceptual model and then analysed how it benefits this dissertation. The interviews were 

conducted at two different ICA stores, where two interviews per store were carried out. 

 

4.1 Organizational CSR communication  

This subchapter presents the empirical data collected, which focused on a set of questions 

tied to an organization’s internal communication of CSR. These questions were derived 

from the first component of the conceptual model and coded to a theme that originates 

from the same component. 

 

The organizational commitment is heavily impacted by an organization’s distributed CSR 

information from a central level, which Morsing et al. (2008) argue. Therefore, Edinger-

Schons et al. (2019) state that organizations should integrate CSR communication into 

the corporate culture so that the personnel perceive the information as trustworthy. The 

interviewees revealed that the distributed organizational CSR communication comes 

through ICA’s digital channels. This information is accessible for all personnel with 

employment at ICA and contains both campaigns and initiatives tied to sale goals and 

sustainability. The store personnel were asked how they described the way that ICA 

communicates CSR information from a central level and if the information is mandatory 

to follow, which resulted in different responses: 
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“ICA can never force us to do anything. They do however have sustainability 

goals that are distributed via the intranet that ICA has. When we at the store 

discuss sustainability, we talk about what we can and are willing to do.” – 

ICA Maxi Kristianstad Store Manager 

“We receive the information and then interpret it towards our consumers’ 

needs. As an ICA-retailer, you must follow some directives from the central 

management. But most of what is implemented in the store are controlled by 

us. Even something like the annual goal is in our own control and not decided 

by ICA’s central management.” – ICA Supermarket Sölvesborg Storekeeper 

 

The responses indicate that each store has the authority to implement its initiatives that 

the management believe would meet the consumers’ needs and demands. The information 

given from ICA’s central level is sufficient, according to the store personnel, when it 

comes to CSR and targeted goals. However, ICA Supermarket Sölvesborg Storekeeper 

added an aspect of interest that contradicts the effectiveness of the CSR information:  

 

“Sometimes, a few things can be left out in the provided information, but in 

general, we receive the required information. Local deviations can be 

different for certain cities, where demographic and geographic differences 

are the reason for the deviation. The information distributed can therefore 

be somewhat standardized, which is understandable.” - ICA Supermarket 

Sölvesborg Storekeeper 

 

Furthermore, most of the information that is integrated into each store concerns sales and 

campaigns regarding certain products. All the interviewed store personnel agreed upon 

the fact that CSR information from a central level is not emphasized in the digital 

information provided. A previously conducted interview with a grocery retailer expert 

from Retail House included a discussion regarding sustainability. The expert pointed out 

that it is of great significance that grocery retail stores have groups that lift questions tied 

to sustainability. The expert further argued that most grocery retail stores lack the insight 
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that these groups are vital for the development of efficient CSR communication. A 

question regarding the implementation of sustainability-focused groups in-store was 

derived from the interview with the grocery retailer expert from Retail House. The expert 

highlighted the importance of developing groups, which focus on a particular strategy or 

action. The question asked to the store personnel resulted in divided responses, where the 

aspects of time and interest were brought up:   

 

“We do have sustainability-focused groups at ICA Maxi Kristianstad, but 

they are divided into certain departments such as the perishable goods 

departments. The groups originate from our personnel’s own interest in 

sustainability and the will of aiding the municipality with necessities.” – 

ICA Maxi Kristianstad Chief of operations 

“The mindset of the staff at work is to do what is expected of you, and that’s 

it. We do not have any sustainability-focus groups here at ICA Supermarket 

Sölvesborg, which I believe depends on the lacking interest of the personnel. 

Also, I think that time is decisive since we always are pressured.” – ICA 

Supermarket Sölvesborg Colonial chief 

“We work very differently with sustainability on distinctive levels, where the 

groups at ICA Maxi Kristianstad are started from the belief to make use of 

all resources that the store possesses. Also, we are developing a 

collaboration with Kristianstad University that will investigate the 

sustainable food of the future, which we set high demands on to 

participate.” – ICA Maxi Kristianstad Store manager 

 

The store personnel answered differently because ICA Maxi Kristianstad operates at a 

larger ICA store and in a larger city than ICA Supermarket Sölvesborg. The mindsets of 

personnel regarding sustainability-focused groups are different according to the store 

personnel, where ICA Supermarket Sölvesborg Colonial chief pointed out that the interest 

of the personnel is vital for initiatives to occur and CSR communication to be effective. 

Most of the CSR initiatives at ICA Maxi Kristianstad are not communicated externally, 
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but internally. When ICA Maxi Kristianstad Store Manager described the CSR efforts 

and how they are communicated, he explained them as followed: 

 

“We always try to communicate that we support local producers and 

communicate how we at ICA Maxi are a sustainable actor in society. As the 

leading grocery retail store, we are a part of the society, and the donations 

we offer to aid agencies are not communicated externally since our belief is 

to not profit from these agencies.” - ICA Maxi Kristianstad Store manager 

 

During the interviews at the two ICA stores, a question was discussed concerning the 

provision of  additional CSR information and its impact on the daily work toward 

consumers. The store personnel agreed with each other that it might result in some 

differences in the job performance. However, the response of ICA Supermarket 

Sölvesborg’s Storekeeper to the question brought us a deeper understanding of its 

background and implications. He described how there are reasons behind why additional 

CSR information would be distributed by the central management and revealed:    

 

“If we were to receive more information concerning CSR from ICA, it is 

most likely because they can see a change in consumer behaviour and a 

change on the market. If so, ICA wants to steer the market with a good 

cause like the investment of sustainable products. The implications of this 

would be more CSR information distributed to ICA stores, which we happily 

would implement if we see a synergy occurring.” - ICA Supermarket 

Sölvesborg Storekeeper 
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The empirical data that surrounded organizational CSR communication landed in 

interesting discussions with the store personnel. The interviewees described the 

communication from ICA’s central level as standardized messages, which each store 

manager can interpret and implement as he/she sees fit from a store performance 

perspective. The responses can be tied to Korschun et al. (2014), which linked the 

communication of CSR with perceived management support. Store managers’ forming 

of the central level’s message develops, according to Korschun et al. (2014), the store 

personnel’s understanding of ICA’s values and goals. The fact that the distributed CSR 

information is discussed at a store level before it is forwarded to external stakeholders 

indicates that the personnel are involved in the process. This finding corresponds with the 

statement of Morsing et al. (2008) that indicates the importance of personnel’s 

involvement as a tool for enhanced organizational commitment.  

 

A question during the interviews that raised discussions surrounded the implementation 

of sustainability-focused groups in-store. The responses were divided, mostly due to the 

stores’ differences in size and interest. ICA Maxi Kristianstad operates actively with such 

groups, where the personnel’s interest is a factor that is vital for a successful 

implementation, according to the store manager. The responses given from ICA 

Supermarket Sölvesborg implied a similar analysis, where the lacking interest of store 

personnel impedes the efforts of groups. The finding of Korschun et al. (2014), that 

connects CSR communication with frontline employees’ job satisfaction, indicates that 

grocery retail stores’ implementation of sustainability-focused groups leads to the store 

personnel’s enhanced pride and identification. Moreover, the store personnel’s responses 

correspond with Edinger-Schons et al. (2019), where the identification with ICA can spill 

over from the store manager through the store personnel on to the consumers. The 

importance of group development within organizations originates in the responses of 

Retail House’s grocery retail expert, who operates closely with numerous organizations.  

In order to achieve job efficiency, he believes that organizational groups are vital. 
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Through the responses of the store personnel, ICA stores’ communication of CSR efforts 

is shown to originate from the values of the organization, where ICA Maxi Kristianstad 

aims to be a sustainable actor in the community. The promotion of local producers is what 

characterizes both ICA stores’ view of sustainability, in line with the aim to offer 

sustainable products to consumers. This approach can be tied to van Giesen and Leenheer 

(2019), who claimed that sustainable purchases have a positive impact on the community 

and lead to sustainable behaviours of consumers. The final discussion with the store 

personnel regarding organizational CSR communication was focused on ICA’s ability to 

foresee market changes. If ICA were to predict a market change, where the focus should 

be on sustainable products, both ICA stores would listen to this advice and change 

accordingly. This course of action corresponds with Edinger-Schons et al. (2019), who 

point out that CSR communication will only be effective if it is first initiated at a central 

management level firstly.  

 

To summarize, the findings connected to organizational CSR communication focused on 

the internal communication of each store and how the employees are involved. The store 

personnel’s responses strengthen the belief that is posited into the conceptual model, 

which is that an efficient CSR communication will enhance the personnel’s identification 

with an organization.   

 

4.2 CSR training of personnel  

This subchapter presents the empirical data collected from questions that were tied to 

personnel’s role and what type of training is offered to the personnel by ICA. The 

questions were derived from the second component of the first level in the conceptual 

model, called CSR Training of Personnel. 

 

The grocery retail personnel are mostly frontline employees, which indicate that 

interactions occur daily with customers and knowledge is exchanged. Edinger-Schons et 

al. (2019) state that CSR-related training for the personnel will not only increase the 

personnel’s knowledge and service but will also increase the customers’ knowledge 

regarding CSR. Therefore, as Edinger-Schons et al. (2019) suggest, more frequent 
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training will enable better communication of CSR information toward consumers. A 

question was asked to the store personnel regarding CSR-related training for employees 

and how ICA ensures that the correct knowledge is given to each employee in the 

marketing of products. The store personnel gave varied answers. ICA Maxi Kristianstad 

looked for an “inner drive”, according to the Store manager, which refers to their 

employees and he continued to say:  

 

"In order for the employees to work more sustainable, they must have an 

inner drive, which is something that we look for in the recruitment process. 

Nowadays, we try to employ more carefully, and the fruit and vegetable 

department is a department where we are focused on drafting people that 

are interested in fresh products and sustainability.” - ICA Maxi Kristianstad 

Store manager 

 

The inner drive that the Store manager at ICA Maxi Kristianstad refers to is what 

motivates the personnel to pursue sustainable and CSR-related goals. Furthermore, the 

answer also corresponds with the answer given from the Storekeeper at ICA Supermarket 

Sölvesborg, which informed that ICA as a corporate does not ensure that the personnel 

have the knowledge to market the products. The Storekeeper continued his argument as 

followed:  

 

“ICA has demanded that new employees must go through some digital 

preparatory educations in conjunction with the employment. Although, 

further educations and training are offered by us at a local level, especially 

for personnel operating in perishable goods departments. The time aspect 

counteracts our efforts to enhance the personnel’s knowledge.“ - ICA 

Supermarket Sölvesborg Storekeeper 

 

Discussions were held with the store personnel concerning the need for more CSR 

training for personnel to reach targeted goals of sustainability. ICA Supermarket 
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Sölvesborg and the Chief of operations at ICA Maxi Kristianstad reflected upon the 

question from an organizational point of view. The opinion was that ICA, as a corporate, 

does not have sustainability-focused goals that the personnel is highly involved in since 

the goals are focused on waste reduction and energy supply. In contrary, the Chief of 

operations at ICA Maxi Kristianstad provided us with a reflection from a societal point 

of view and said:  

 

“It will become more and more important to have education tied to 

sustainability, which clearly can be seen in the ongoing pandemic of Covid-

19. Societies and entire nations reduced their transports of products, and 

children of today are very well educated about environmental impacts. I 

believe that companies will have to adapt more efficiently to crises, and a 

way of doing that is to have qualitative personnel that is educated.” - ICA 

Maxi Kristianstad Chief of operations 

 

Furthermore, the store personnel were asked about demands from suppliers when it comes 

to marketing products in-store, where both ICA Maxi Kristianstad and ICA Supermarket 

Sölvesborg agreed with each other that suppliers have no right to make demands. The 

consistent answer indicated that ICA only markets certain products differently if the store 

can identify any profitable results. In the aspect of CSR-related training, we asked the 

store personnel about how they defined sustainability and actions that ICA pursue. The 

answers were similar, where it was pointed out by both store’s personnel that 

sustainability was primarily linked to locally produced goods. The Colonial chief at ICA 

Supermarket Sölvesborg explained it as:  
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“We want to support our local producers to the highest extent possible since 

we define sustainability as locally grown products that have reduced 

environmental impact than transported goods from across the world. Local 

farms and industries are important in society, as are we, which is why we 

aim to help each other. Although, in order for suppliers to sell products to 

ICA, there are demands of certificates that are costly to the producers.” - 

ICA Supermarket Sölvesborg Colonial chief 

 

Discussions occurred with the store personnel regarding to what extent ICA stores have 

the will to develop their personnel’s knowledge. Organizational aspects were lifted, 

where the personnel turnover was a crucial indicator, according to ICA Supermarket 

Sölvesborg storekeeper, since smaller villages most often have lower personnel turnover 

than larger cities. We wanted to examine the question further, after which the Storekeeper 

at ICA Supermarket Sölvesborg went through how he first operated a store in Malmö 

before the ownership of an ICA store in Sölvesborg, and he continued to say:  

 

“A high personnel turnover in lager cities indicates that the staff’s 

employments are shorter, which can be founded in that larger cities have 

many job opportunities. Therefore, it may not be economically beneficial to 

educate the personnel further. In smaller cities such as Sölvesborg, the 

personnel turnover is lower, and the employments are longer, which result 

in deeper relationships with customers and colleagues. With those 

preconditions, it is more beneficial to offer education to the personnel.” - 

ICA Supermarket Sölvesborg Storekeeper 

 

 

The empirical data that surrounded CSR training of personnel involved discussions with 

the store personnel, which indicated that local ICA stores are responsible for the 

employee's knowledge to increase. An interesting aspect was discussed by ICA Maxi 

Kristianstad store manager, which connected the store’s core values of sustainability with 

the search of suitable personnel to departments that require certain traits. The store’s 
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recruitment actions are correlated with the study of Korschun et al. (2014), which 

strengthens the statement that emphasizes organizational identification’s foundation in 

employees’ adoption of suggested workplace behaviours. The responses given from ICA 

Supermarket Sölvesborg correspond with the discussion that was held with the expert 

from Retail House. Both discussions indicated that further training of store personnel is 

challenged by the time aspect, which may be founded in the general belief of store 

personnel’s low status. The opinions were also connected in the aspect of organizations' 

capability to enhance the personnel’s knowledge based on personnel turnover, where it 

was addressed that grocery retail stores in smaller cities are more likely to invest in their 

staff.   

 

The analysis of ICA’s goals connected to sustainability resulted in a discussion that is of 

societal significance, where the belief is that organizations must reflect upon 

sustainability to a higher extent. Personnel’s qualities may be vital for organizations 

onwards, which strengthens the study of Morsing et al. (2008) that emphasizes 

organizations’ utilization of competencies and resources from an inside-out approach. 

Moreover, an important aspect tied to the training of personnel was the discussion of 

personnel turnover’s impact on the efficiency of education. The finding informed us that 

ICA stores in smaller municipalities are more capable to offer training, which can be 

explained by the fact that the personnel are more likely to stay within the organization. 

You can interpret it as the personnel are more concerned about their employment in 

smaller municipalities, which results in more beneficial investment for organizations that 

offer education to their personnel. Additionally, if the personnel are more likely to stay, 

the possibility to develop higher organizational identification increases, which Korschun 

et al. (2014) underline.  

 

To summarize, the empirical data connected to CSR training of personnel indicate that 

ICA’s personnel believe that more CSR training result in higher identification with the 

company and the customers. The finding corresponds with our conceptual model, which 

points out the implications of personnel’s CSR training.  
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4.3 Customers’ CSR knowledge 

This subchapter presents the retrieved empirical data tied to the interview questions that 

concern the CSR knowledge of customers. The concerned interview questions are rooted 

in the third component of the developed conceptual model.  

 

Customers’ CSR knowledge has, according to Edinger-Schons et al. (2019), positive 

effects on behaviours toward a company through social identification. Moreover, if 

customers are more aware of an organizations’ CSR efforts, Edinger-Schons et al. (2019) 

argue that it will lead to enhanced identification with the organization and are driven by 

the identity to fulfil self-definitional needs. The store personnel were asked about what 

challenges they identify in the process of an effective sustainability strategy, where the 

answers differed from one other. The Store manager at ICA Maxi Kristianstad started a 

discussion with us that customers are very influential, which can be both positive and 

negative. There can be a lot of inaccurate information provided by the media that 

consumers receive, which suddenly can arouse opinion. The Store manager continued his 

explanation and expressed the situation like this:  

 

“People rarely reflect on the messages that are distributed. The recently 

applied law that increases the taxes on plastics in Sweden is an example of 

this. How can people not see through this? What I have concluded is that 

people do not want to see through it. People do not want to take 

responsibility for their beliefs. They rather have someone else tell them what 

is correct:” - ICA Maxi Kristianstad Store manager 

 

At the same time, the Store manager at ICA Maxi Kristianstad mentioned that if the 

customers’ received information is correct and good for the environment, may the 

spreading of the information be beneficial. The next question asked to the store personnel 

was if they prioritize certain departments for sustainable development. The Storekeeper 

at ICA Supermarket Sölvesborg immediately referred to the fruit and vegetable 

department. He mentioned that almost every product in this department has an eco-
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friendly choice where consumers can make a better choice if they want to. The store 

personnel at ICA Maxi Kristianstad agreed that the fruit and vegetable department is the 

most prominent department in the sustainable development efforts. The store personnel 

at ICA Maxi Kristianstad argued that fresh products such as fruit and vegetables are the 

easiest to involve in sustainable efforts since they are perishable goods for a limited time. 

The Chief of operations at ICA Maxi Kristianstad mentioned that instead of letting these 

products become waste, the personnel usually cook them before their expiration date and 

sell them as meals, or even donate the food to charities. From a sustainability standpoint 

is this action resource-efficient, and the Chief of operations at ICA Maxi Kristianstad 

concluded that such CSR-efforts are emphasized by the store’s personnel.   

 

The next question revolved around consumers’ lack of knowledge to purchase more 

sustainable, and how to tackle the issue. An opinion of the Store manager at ICA Maxi 

Kristianstad revealed that the issue most likely is not correct because the consumers see 

the increased price as the issue to not purchase more sustainable. The Store manager at 

ICA Maxi Kristianstad continued to argue the following:  

 

“We can conduct a poll and ask people if they are willing to purchase more 

sustainable. We will most likely get a high number of people who want to 

purchase more sustainable, say 70%. When it comes to the actual purchase, 

only 5-10% of them buy the eco-friendly products, and the rest still go 

towards the cheapest option.” - ICA Maxi Kristianstad Store manager 

 

The store personnel at ICA Supermarket Sölvesborg agreed to some extent with the store 

manager at ICA Maxi Kristianstad, who indicated that the price is a vital factor. ICA 

Supermarket Sölvesborg faced another issue to the same question, where the store’s 

employees instead showed little to no interest in the subject of sustainability and how 

certain products affect the environment. The Storekeeper at ICA Supermarket Sölvesborg 

expressed it like this: 
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“That is something we can work better on but often have our workers' 

limited interest in learning the true environmental effect that products have, 

and we cannot force them to take an interest in these questions.” - ICA 

Supermarket Sölvesborg Storekeeper 

 

However, the Chief of operations at ICA Maxi Kristianstad believed that issues can be 

solved, where collaborations with professionals surrounding sustainability and health can 

impact the consumers’ will of purchasing more sustainable. The Chief of operations at 

ICA Maxi Kristianstad provided us with an explanation of a previous store initiative, 

which the personnel firstly were involved in and later progressed to the exposure of 

products toward consumers. He explained it as followed:  

 

“We had a collaboration with a dietician that came to the store and educated 

the personnel in healthy food choices with less environmental impact. This 

action resulted in a store initiative that included the tagging of healthy 

products in-store that inform that a professional dietician recommends the 

product. We have later seen an increased demand for these tagged products.” 

- ICA Maxi Kristianstad Chief of operations 

 

The finishing question regarding consumers’ CSR knowledge was about experimental 

actions that the store might have done, and then a potential experiment was painted up 

for the interviewees. The experiment contained screens where products' environmental 

impacts were shown on each shelf. The interviewees were then asked if they believe such 

an experiment would alter the consumers' choices in the store. The answers given 

provided us researchers with insights that retell practical actions made by different players 

on the market: 
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“I am convinced that such measures would affect consumers’ choices of 

products. Some producers have even started to implement their own screens 

in our store departments where the messages on the screens inform about the 

sustainability of products.” – ICA Supermarket Sölvesborg Storekeeper 

“We have lately seen an increase in this type of actions, where for example, 

Skånemejerier has labelled information in their packaging which implies that 

the best-before date is not the last date for consumption. I believe that this 

action has resulted in consumers’ reduction of wastage and increased 

resource efficiency.” – ICA Maxi Kristianstad Chief of operations 

 

The empirical data linked to customers’ CSR knowledge indicated that customers overall 

are very influential and can be interpreted as followers in need of guidance. Therefore, 

grocery retail stores can take advantage of the customers’ general credulity by an attempt 

to streamline the CSR communication to customers. This course of action can also be 

linked with the study of Edinger-Schons et al. (2019), where the store personnel can be 

utilized to influence the customers’ mindset surrounding sustainable products.  It was 

clear that ICA Maxi Kristianstad and ICA Supermarket Sölvesborg do prioritize certain 

store departments when sustainable development was discussed. The analysis of this 

discussion and approach are of significance for this dissertation. The store personnel 

pointed out that certain departments’ assortment does have a more substantial 

environmental impact, which has led to more sustainability-focused departments. The 

responses also underline the importance to liberate time and effort where it is possible to 

yield more beneficial results. This strategy corresponds with the suggestion of Retail 

House’s expert that concludes specialization of departments, for the enhancement of 

customers’ CSR knowledge. Furthermore, as customers’ CSR knowledge increases, it 

may lead to favourable commitment to ICA’s identity, which Edinger-Schons et al. 

(2019) express. 

 

Discussions regarding how to tackle the issue of consumers’ lack of knowledge provided 

us with useful insights to analyse. The initiative pointed out by the Chief of operations at 

ICA Maxi Kristianstad, which included that the services from a professional dietician, 
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can be referred to as an innovative action to enhance the CSR knowledge of personnel 

and customers. Such initiatives are linked with other experimental actions in-store, which 

the Chief of operations at ICA Maxi Kristianstad thought highly of and could result in a 

changed mindset of consumers regarding sustainable actions. Similar operations are 

expressed in the study of Edinger-Schons et al. (2019), which propose that in-store CSR 

communication has a positive impact on customers’ CSR knowledge. Experimental 

actions in-store can be used as a measure, which was informed at the interview with Retail 

House’s expert, to understand consumers’ mindset in point-of-sale.  

 

To summarize, the findings portray that customers’ CSR knowledge can enhance through 

the in-store communication of organizations. There can be a proposition made that 

concerns the prioritization of store departments where customers are shown to have more 

interest in sustainability, which should result in a more obvious exposure of sustainable 

products to customers.   

 

4.4 Organizational identification  

Organizational identification is, as presented in chapter 2.5, referred to as both 

employees’ and consumers’ identification with an organization. The responses presented 

in this subchapter are derived from the interviews’ holistic view that is tied to the first 

level’s three components of the conceptual model.  

 

The organizational identification is, according to Edinger-Schons et al. (2019), based on 

how attractive the organization’s identity is to the personnel and customers, which is 

derived from the organization’s CSR communication. Korschun et al. (2014) indicate that 

enhanced organizational identification results in multiple beneficial behaviours, such as 

the improved cooperation with other employees and the development of CSR 

ambassadorship. Moreover, Korschun et al. (2014) argue that organizational 

identification is an outset of how to understand frontline personnel’s perception of a 

company’s CSR. The store personnel were asked about the perception of commitment to 

ICA that they believe the grocery retail store personnel possess. The Chief of operations 
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at ICA Maxi Kristianstad provided us with beneficial insights about the core values of 

ICA Maxi Kristianstad and the will of local support that the personnel feel motivated to 

forward to customers. His response was described in this way:  

 

“We have a broad assortment of spices in-store where the largest brand 

Santa Maria is favoured by the customers, but we as personnel within the 

colonial department try to promote the products of ICA’s brand to 

customers, which are locally produced. We do not only promote it to benefit 

our community but also since ICA’s local supplier of spices is focused on 

sustainable packaging as well, which corresponds with ICA’s values.” - 

ICA Maxi Kristianstad Chief of operations 

 

Moreover, we received responses tied to other aspects of personnel commitment that 

surrounded the development of a creative working environment for the personnel. The 

Store manager at ICA Maxi Kristianstad believes that ICA should work with dedicated 

staff since it benefits both parties. He continued to argue:  

 

“We try to work with dedicated staff since we believe that they feel more 

motivated to be a part of our organization. We want all employees at ICA 

Maxi Kristianstad to feel a responsibility within their profession. If we 

create an atmosphere of creativity where the staff dare to be innovative and 

take responsibility, it will result in initiatives taken by the staff. I believe that 

this builds organizational commitment in a more efficient way than 

entertainment in the breakroom.” - ICA Maxi Kristianstad Store manager 

 

On the contrary, ICA Supermarket Sölvesborg described the organizational commitment 

differently. The aspect of sustainability is not committed as intensively compared to ICA 

Maxi Kristianstad. The Colonial chief at ICA Supermarket Sölvesborg implied that his 

co-workers are unconcerned about the sustainable aspects of the buying process, while 

the commitment instead lies within the service and sales.  
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The empirical data connected to the organizational identification of ICA’s personnel 

highlighted the organization’s utilization of local support as a motive for building the 

commitment of personnel. Additionally, the responses given from ICA Maxi Kristianstad 

showed an attempt to develop a creative working environment, which is beneficial 

because the personnel become more motivated in their profession. This view is shared by 

Korschun et al. (2014) and corresponds with the theory that organizational identification 

relies on the organizational efforts that store managers implement. The organizational 

identification that store personnel perceive is also able to explain from the customers’ 

perspective. The responses from ICA Supermarket Sölvesborg did not yield 

organizational identification in the form of sustainability. The focus of ICA Supermarket 

Sölvesborg was instead on the relationships between customers and employees, which 

according to Edinger-Schons et al. (2019), may also result in organizational 

identification. The identification may enhance in the aspect of trust to the organization, 

where the personnel are intermediaries.  In the long run, is it possible for consumers and 

personnel’s identification with ICA to transform into an ambassadorship, which Edinger-

Schons et al. (2019) describe and connect to the CSR efforts of an organization.  

 

To summarize, the involvement of customers and personnel is shown to be vital for 

organizations’ development of commitment. Significant efforts can be tied to the 

implementation of ICA’s core values in all CSR activities, as a tool to enhance the 

organizational identification that is a spill-over effect from commitment.   

 

4.5 CSR ambassadorship  

The responses in this subchapter are derived out of the positive spill-over effects that 

organizational identification encourages. The subject was discussed by the store 

personnel and the grocery retail expert, which yielded beneficial insights to the study.  
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The CSR ambassadorship has been widely discussed by Edinger-Schons et al. (2019), 

where the frontline personnel can be turned into CSR ambassadors because of their close 

position to the consumers. Furthermore, it was stated by Edinger-Schons et al. (2019) that 

CSR ambassadorship is rooted in CSR related training of personnel and the consistent 

efforts of organizational identification development. The interview with the grocery retail 

expert involved discussions regarding the role of store personnel and the need for the 

store personnel’s status enhancement. The expert described it as followed:  

 

“The fact that the store personnel are perceived as the most trustworthy 

communicator in the eyes of consumers, I believe that the status of store 

personnel must change and enhance. The store personnel must be seen as 

knowledge sources, which implicate that organizations have to support their 

personnel in the development of knowledge and communication. Before this 

occurs efficiently, it is much harder to utilize the store personnel as CSR 

ambassadors.” - Grocery retail expert 

 

 

Questions were asked to the store personnel regarding initiatives in-store that points to 

CSR ambassadorship, after which we received answers that emphasized the focus on 

particular departments in-store. The responses came from both ICA Supermarket 

Sölvesborg and ICA Maxi Kristianstad and were presented as followed:  
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“We have taken an active choice in the fruit and vegetable department to invest in eco-

friendly perishable goods. The purpose was to highlight and expose these products to 

showcase the reduced environmental impact that comes with it. An example is the 

removal of non-ecological bananas, which at first raised concerns but over time was 

accepted and welcomed by the consumers.” – ICA Supermarket Sölvesborg Storekeeper 

“We do focus on certain departments when it comes to CSR ambassadorship. In 

departments with fewer brands and products, it is easier to implement sustainability 

actions. The donation of unsellable products to help-organizations is a good example of 

how ambassadorship of our personnel occurs.” – ICA Maxi Kristianstad Store manager 

 

Moreover, the store personnel concluded other initiatives in-store that could be tied to the 

ambassadorship of CSR. The Chief of operations at ICA Maxi Kristianstad went through 

the process of how to reuse resources in-store and how these were labelled with an ICA-

made logotype. This logotype informs the customers that the product is prepared at the 

local ICA store. The products do usually, according to the Chief of operations at ICA 

Maxi Kristianstad, originate from the perishable goods departments, which include the 

fruit and vegetable department as well as the meat and fish department. He continued to 

express how the personnel at ICA Maxi Kristianstad aims to promote these products as 

well as the products that are locally produced, which, according to The Chief of 

operations at ICA Maxi Kristianstad, changes the mindset of consumers:  

 

“In the interactions we have with customers in-store, the clarification of 

products’ origin with local attachment surprisingly changes the attitudes of 

consumers. When the consumers realize that carrots, dairy products, or 

even spices have a local attachment, it often results in that our store 

personnel influence the consumers' purchase behaviour.” - ICA Maxi 

Kristianstad Chief of operations 

 

The empirical data that surround CSR ambassadorship indicated that the personnel at ICA 

Maxi Kristianstad are used as CSR ambassadors. A discussion with Retail House’s expert 
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explained that the personnel is a trustworthy source of information and should be used to 

influence the consumers’ purchase behaviour, which strengthens our dissertation’s 

purpose and research question. The argument of ICA Maxi Kristianstad’s store manager, 

which implies that the store tries to utilize departments with smaller assortment, can be 

viewed as a measure for the personnel to learn which products that have the most 

sustainable options. ICA Maxi Kristianstad’s choice of action agrees with Edinger-

Schons et al. (2019), which underline the importance to transfer positive CSR information 

to consumers. A response from the Storekeeper at ICA Supermarket Sölvesborg indicated 

that the store has implemented sustainable actions in critical departments, which over 

time has resulted in a changed mindset of consumers’ product demands. The process can 

be interpreted as an acceptance from the consumers, which the store personnel 

consistently has been a part of to endorse.  

 

Furthermore, a final response from the Chief of operations at ICA Maxi Kristianstad 

connected the promotion of locally produced products with the reaction of consumers. 

The promotion resulted that consumers perceived the initiative as highly positive. It was 

also revealed by the Chief of operations that the personnel were able to reach the 

consumers during the interactions that occur in-store, which clarifies the CSR 

ambassadorship in the aspect to transfer the sustainability strategy of ICA Maxi 

Kristianstad. A crucial factor may be the positive attitudes of consumers to favour local 

trade since he could see a change in mindsets when the personnel’s knowledge was 

forwarded to the consumers. The implications of ICA’s local promotion can correspond 

with Edinger-Schons et al. (2019), in the aspect of consumers’ strong bond to a company, 

which unfolds in pro-organizational purchase behaviours.  

 

To summarize, CSR ambassadorship may be viewed as an elevated status where the 

employee senses a deep identification with the organization. The identification can result 

in a motivation to transfer information about the company’s initiatives to stakeholders. 

Grocery retail stores can, through the help of organizational identification, utilize the store 

personnel in the interactions with consumers.  
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5.0 Conclusion 

The finishing chapter of the dissertation, chapter five, contains the conclusion of the 

research. The chapter includes a summary of the conducted research and conclusions. 

Thereafter, a critical review of the dissertation, limitations and contributions of this study 

are presented, along with suggestions for future research.  

 

5.1 Summary of thesis  

Globalization has resulted in increased consumption worldwide, which results in pressure 

on the environment and implies a need for sustainable products. Grocery retail stores have 

the possibility to influence consumers’ choice of products, which can be done through 

the utilization of personnel. The store personnel are at the frontline and can, therefore, 

interact with consumers to change their purchasing habits. Consumers see store personnel 

as trustworthy, which grocery retail stores should take advantage of to form bonds, as a 

way to increase the volume of sustainable products that consumers purchase. The store 

personnel can, according to Edinger-Schons et al. (2019), transform into CSR 

ambassadors through consistent CSR-related training, which coheres with our 

dissertation’s findings. To answer the research question on how the grocery retail store 

personnel can be used for influencing consumers’ purchase behaviour with regards to 

sustainability, a conceptual model was developed that contains five different components: 

Organizational CSR communication, CSR training of personnel, Customers’ CSR 

knowledge, Organizational identification, and CSR ambassadorship. An opening 

interview was conducted due to the need for an expert's insights. The interview was held 

with the grocery retail expert of Retail House, whose insights provided this dissertation 

with the research question and which research areas that need examination. The 

remaining interviews conducted with store personnel provided the study with empirical 

data for our findings and analysis. Those interviews were held at two separate ICA stores, 

situated in two different cities in the same geographical area. Two interviews were 

conducted at each store and focused on the developed themes of the conceptual model to 

examine the store personnel’s role.   
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5.2 Conclusion  

The aim of this study was to investigate how grocery retail store personnel can be referred 

to as ambassadors of CSR marketing towards consumers that will lead to sustainable 

purchase behaviour. This dissertation has researched several components: Organizational 

CSR communication, CSR training of personnel, and customers’ CSR knowledge, which 

have shown to have an impact on organizational identification. The identification that 

store personnel and customers have with an organization enables CSR ambassadorship, 

which is used to influence of consumers’ sustainable purchase behaviour.  

 

The dissertation connected to the perception of store personnel’s knowledge clarified a 

societal issue, which has helped us to conclude the need for a status enhancement 

regarding the perception of store personnel. The attractiveness of store personnel’s 

profession improve since they are seen as the most trustworthy source for information. 

Personnel turnover is a factor that reveals the general commitment of personnel towards 

an organization, which also reflects the willingness to educate the personnel further. One 

first conclusion is connected to the geographic location of grocery retail stores and the 

surrounding demographics, where it has been shown that the size of a municipality can 

be decisive for store personnel’s possible advancement within the organization. Smaller 

cities mostly imply fewer opportunities but raised responsiveness to employments. An 

enhancement of store personnel’s status will not only attract qualitative employees in both 

small and big cities but also aid in the attempt to retain the right people within the 

organization. The implications of these actions enable further education to store personnel 

in an attempt to influence consumers’ purchase behaviour.   

 

The dissertation shows that organizational identification is a foundation for 

organizations’ attempts to transform the store personnel into CSR ambassadors. 

Organizations are required to efficiently impact the organizational identification that 

customers and personnel possess, in order to use the store personnel for influencing 

consumers’ purchase behaviour. An interesting aspect that we have concluded is the 

construction of groups in-store, which derives from the findings connected to Retail 

House’s expert. Sustainability-focused groups will attract store personnel that has a 
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genuine interest in sustainability which will result in innovative and beneficial 

implications for the commitment building with the organization.  

 

Additionally, a conclusion connected to organizational identification also involves a vital 

management perspective, where creative working environments are beneficial for the 

motivation and affiliation of personnel. This action should be integrated into the most 

impactful departments at the store, where interactions concerning products’ sustainability 

between consumers and store personnel occur. Therefore, we conclude that store 

personnel must be offered further education and training linked to described departments. 

Our study revealed that specialization in departments regarding personnel’s knowledge 

and exposure of products is required to fully utilize the store personnel as CSR 

ambassadors. Interactions between store personnel and consumers should be encouraged, 

while the exposure of sustainability information must be developed consistently.  

 

This dissertation has portrayed the relationship of enhanced organizational identification 

together with the development of CSR ambassadorship, which is a crucial transition for 

grocery retail store personnel and consumers. We demonstrate and conclude that the most 

efficient actions are tied to the promotion of sustainable products with an attachment to 

local trade. CSR ambassadorship occurs more frequently when consumers are more 

susceptible to receive information. The findings indicated that locally produced goods are 

treasured by consumers since the mindset and purchase behaviour changes when 

consumers are aware of the products’ origin. Another conclusion  is that store personnel 

should promote local sustainable products, which can be implemented by organizations 

in an attempt to influence consumers’ sustainable purchase behaviour. The CSR 

ambassadorship of store personnel and consumers must operate with each other, which 

only then can result in spill-over effects on the surroundings. The findings of the study 

aided us to conclude that sustainable actions spill-over into other sustainable implications, 

which strengthens our belief that retail store personnel can be utilized to influence 

consumers’ purchase behaviour. 
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5.3 Contribution 

This study contributes to research on how to further utilize store personnel, where further 

education and training can lead to CSR ambassadorship. Our study shows how grocery 

retail stores can retain qualitative personnel within the organization. The motivation of 

personnel, mediated by organizational values, may result in employees’ desire to develop 

within the organization, which also impacts the bond with consumers. These insights are 

linked to the case of ICA but may very well be transferred into other types of 

organizations that suffer from personnel commitment issues. This dissertation highlights 

that specialization becomes more important from a societal point of view, with focus on  

the service sector. Consumers expect more of frontline personnel since the interest and 

knowledge of products consistently enhances. Lastly, our research contributes to the 

aspect of consumers’ receptiveness, where companies can take advantage of the fact that 

consumers are easily influenced. Our study can aid in the efforts to effectively transfer 

messages from a corporate-level to a consumer-level, when it comes to the involvement 

of personnel and core values.   

 

5.4 Critical review   

This dissertation is based on a qualitative approach with semi-structured interviews, 

which implies that the study’s generalization is challenged. The semi-structured 

interviews of store personnel in positions of responsibility may impact the responses’ 

trustworthiness since the store personnel could be biased when they refer to their 

activities. Another limitation tied to the research method is the sample size, where our 

dissertation contains four semi-structured interviews with store personnel and one in-

depth interview with a grocery retail expert. A total of five interviews in the collection of 

empirical data may be seen as a limitation, which can affect the credibility of the study 

and impact the results’ perception. The insightful responses did, however, increase the 

study’s trustworthiness. Moreover, the pandemic of Covid-19 has a substantial impact on 

the collection of data, which resulted in a difficulty to involve further organizations in the 

study. Furthermore, the case organizations differed in size, which implicates that both 

stores’ findings are harder to generalize and compare. Although, the dissertation indicated 
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that both stores has a similar structure and aim to operate in homogenous ways regarding 

sustainability actions, which enables a comparison.  

 

5.5 Suggestions for future research   

The empirical data of this study has been collected in cities located in the same 

geographical area, with relatively similar populations. As a recommendation for future 

research should exploratory studies include a larger variety of municipalities’ sizes 

connected to the organizations. This approach will provide empirical data that examine 

the impacts of altering personnel turnover and how it affects the possibility of reaching 

CSR ambassadorship. Another aspect that is of significance for future research is the 

connection between leadership and CSR communication. More specifically, this aspect 

can explain how an efficient distribution of information is dependent on the leadership of 

management. Moreover, the correlation between leadership and organizational 

identification is suggested to be investigated in a quantitative study to generalize the 

findings of this dissertation.    



 

62 

 

List of References 

Aftonbladet. (2020, March 22). ICA-butikens system för att motverka bunkring av 

toapapper . Retrieved from Expressen: 

https://www.aftonbladet.se/nyheter/a/awo5aa/ica-butikens-system-for-att-

motverka-bunkring-av-toapapper 

Ahrne , G., & Svensson, P. (2015). Handbok i kvalitativa metoder (andra upplagan ed.). 

Stockholm: Liber AB. 

Axfood. (2020, 03 05). Om Axfood, marknad och trender. Retrieved from Axfood.se: 

https://www.axfood.se/om-axfood/marknad-och-trender/den-svenska-

dagligvaruhandeln/ 

Banzon, R. (2017, May 29). Train Employee Brand Ambassadors. Retrieved from 

Influitive : https://influitive.com/train-employees-brand-ambassadors/ 

Bell, E., Bryman, A., & Harley, B. (2019). Business research methods. Oxford: Oxford 

University Press. 

Bernard, Y., Bertrandias, L., & Elgaaied, L. (2015). Shoppers' grocery choices in the 

presence of generalized eco-labelling. International Journal of Retail and 

Distrubution Management, 43(4/5), 448-468. 

Denscombe, M. (2016). Forskningshandboken: för småskaliga forskningsprojekt inom 

samhällsvetenskaperna. (3., rev. och uppdaterade uppl. ed.). Lund: 

Studentlitteratur. 

Dubey, R., Gunasekaran, A., Childe, S., Papadopoulos, T., hazen, B., Giannakis, M., & 

Roubaud, D. (2017). Examining the effect of external pressures and 

organizational culture on shaping performance measurement systems (PMS) for 

sustainability benchmarking: Some empirical findings. International Journal of 

Production Economics, 193, 63-76. 

Edinger-Schons, L., Lengler-Graiff, L., Sheidler, S., & Wieseke, J. (2019). Frontline 

Employees as Corporate Social Responibility (CSR) Ambassadors: A Quasi-Field 

Experiment. Journal of Business Ethics, 157, 359-373. 



 

63 

 

Harvard Business Review. (2020, March 27). Understandin the economic shock of 

coronavirus. Retrieved from Harvard Business Review: 

https://hbr.org/2020/03/understanding-the-economic-shock-of-coronavirus 

Herring, L., Wachinger, T., & Wigley, C. (2014, December). Our Insights. Retrieved 

March 04, 2020, from McKinsey & Company: 

https://www.mckinsey.com/industries/retail/our-insights/making-stores-matter-

in-a-multichannel-world 

Huckle, J. (2010). ESD and the Current Crisis of Capitalism - Teaching beyond Green 

new Deals. Journal of Education for Sustainable Development, 4(1), 135-142. 

ICA Gruppen. (2020, March). Corona - Så agerar ICA Gruppen. Retrieved from Ica 

Gruppen: https://www.icagruppen.se/#!/lb//media/nyhetsarkiv/corona-sa-agerar-

ica-gruppen/ 

ICA Gruppen. (2020, March 26). ICA Pronto - appen som erbjuder mat - till äldre, sjuka 

och riskgrupper. Retrieved from ICA Gruppen: 

https://www.linkedin.com/feed/update/urn:li:activity:6648958779004067840/ 

ICA Gruppen AB. (2019). Annual report . Retrieved from ICA Gruppen: 

https://report.icagruppen.se/en/ 

Kemper, J., & Ballantine, P. (2019). What do we mean by sustainability marketing? 

Journal of Marketing Management, 35(3-4), 277-309. 

Korschun, D., Bhattacharya, C., & Swain, S. (2014). Corporate Social Responsibility, 

Customer Orientation, and the Job Performance of Frontline Employees. Journal 

of Marketing, 78(3), 20-37. 

Kuijpers, D., Simmons, V., & van Wamelen, J. (2019). Reviving grocery retail: Six 

imperatives. McKinsey & Company, 34-47. 

Lind, R. (2019). Vidga vetandet - Teori, metod och argumentation i 

samhällsvetenskapliga undersökningar. Lund: Studentlitteratur. 

Mckinsey & Company. (2017, June). Customer experience: New capabilities, new 

audiences, new oppurtunities. Retrieved from Mckinsey & Company: 

https://www.mckinsey.com/~/media/mckinsey/featured%20insights/customer%



 

64 

 

20experience/cx%20compendium%202017/customer-experience-compendium-

july-2017.ashx 

Mckinsey & Company. (2019). A transformation in store. Mckinsey Our Insights. 

Mckinsey. (2020, January). Sustainability - our insights. Retrieved from Mckinsey: 

https://www.mckinsey.com/business-functions/sustainability/our-

insights/climate-risk-and-response-physical-hazards-and-socioeconomic-impacts 

Mishra, S., & Modi, S. (2013). Positive and Negative Corporate Social Responsibility, 

Financial Leverage, and Idiosyncratic Risk. Journal of Business Ethics, 117(2), 

431-448. 

Morsing, M., Schultz, M., & Nielsen, K. (2008). The ‘Catch 22’ of communicating CSR: 

Findings from a Danish study. Journal of Marketing Communications, 14(2), 97-

111. 

Mägi, A., & Julander, C.-R. (1996). Perceived service quality and customer satisfaction 

in a store performance framework. Journal of Retailing and Consumer Services, 

3(1), 33-41. 

Nilsson, A., Bergquist, M., & Schultz, W. (2017). Spillover effects in environmental 

behaviors, across time and context: a review and research agenda. Environmental 

Education Research, 23(4), 573-589. 

Rutherford, B. (2012). Building buyer commitment to the salesperson. Journal of 

Business Research, 65(7), 960-967. 

Saunders, M., Lewis, P., & Thornhill, A. (2012). Research Methods for Business Students 

- 6th edition. Surrey: Pearson Education Limited. 

Statista. (2019, October 24). Market share of selected grocery retailers in Sweden. 

Retrieved from Statista: https://www.statista.com/statistics/565650/market-share-

of-selected-grocery-retailers-in-sweden/ 

Sustainable Brands. (2020). Ranking Index Sweden . Retrieved from Sustainable Brands 

: https://www.sb-index.com/sweden#close 

Svensk Dagligvaruhandel. (2020). Fokusområden - Dagligvaruhandelns roll i samhället 

. Retrieved from Svensk Dagligvaruhandel: 



 

65 

 

https://www.svenskdagligvaruhandel.se/fokusomraden/dagligvaruhandelns-roll-

i-samhallet/ 

Svensk Handel. (2019). Läget i Handeln - 2019 års Rapport om Branschens Ekonomiska 

Utveckling. Retrieved from Svensk Handel: 

https://www.svenskhandel.se/globalassets/dokument/aktuellt-och-

opinion/rapporter-och-foldrar/e-handelsrapporter/laget-i-handeln_svensk-

handel.pdf 

The Food Industry Association. (2020). Grocery Industry Impact. Retrieved from The 

Food Industry Association: https://www.fmi.org/government-affairs/grocery-

industry-economic-impact 

van Giesen, R., & Leenheer, J. (2019). Towards more interactive and sustainable food 

retailing: An empiral case study of the supermarket of the future. International 

Journal of Retail & Management, 47(1), 55-75. 

Verhagen, T., Dolen, W. V., & Merikivi, J. (2018). The influence of in-store personnel 

on online store value: An analogical transfer perspective. Psychology & 

Marketing, 36(3), 161-174. 

Verhoef, P. C., Kannan, P., & Inman, J. J. (2015). From Multi-channel Retailing to Omni-

Channel Retailing: Introduction to the Special Issue on Multi-Channel Retailing. 

Journal of Retailing, 91(2), 174-181. 

Whelan, T. (2016, October 21). Sustainability - The Comprehensive Business Case for 

Sustainability. Retrieved from Harvard Business Review: 

https://hbr.org/2016/10/the-comprehensive-business-case-for-sustainability 

 

  



 

66 

 

Appendix 1 – Interview guide: Store personnel  

Introduction 

 

What is your name?  

 

How old are you?  

 

What is your current position within the company? 

 

How long have you worked at ICA? 

 

Prior to your employment at ICA, have you been employed within grocery retailing?  

            

In your opinion, how has your responsibility changed since you started working at 

ICA?   

Questions  Conceptual model 

connection  

(Based on figure 3)  

Theoretical approach  

In your own words, 

describe how ICA 

communicates internally 

with vital CSR 

information, that includes 

goals to be reached 

regarding sustainability? 

 

Organizational CSR 

communication 

 

 

Morsing et al. (2008)  

Inside-out approach 

Organizations’ distribution 

of CSR information  

How is the information 

from the central 

organizational level 

integrated into the daily 

operations of the store?  

 

Organizational CSR 

communication 

 

Edinger-Schons et al. 

(2019)  

Intensity of CSR 

communication materials 

used at the point of sale 

Is the provided 

information and initiatives 

mandatory for the store to 

follow or are there 

exceptions? - Open to 

interpretation?   
 

Organizational CSR 

communication 

 

Korschun et al. (2014)  

Perceived management 

support for CSR 



 

67 

 

 Organizational 

identification 

Do you believe that there 

is something missing or 

left out in the provided 

information?  

Organizational CSR 

communication 

 

Korschun et al. (2014)  

Perceived management 

support for CSR 

Organizational 

identification 

What are your thoughts 

regarding the 

implementation of  

sustainability-focused 

groups in-store?  

 

Organizational CSR 

communication 

 

Edinger-Schons et al. 

(2019) 

Store managers’ personal 

support for CSR  

Korschun et al. (2014)  

Perceived management 

support for CSR 

Organizational 

identification  

Do you believe that by 

providing more efficient 

CSR information would 

have an impact on your 

daily work towards 

consumers? 

Organizational CSR 

communication 

 

Korschun et al. (2014)  

Employee-customer 

identification 

Job performance  

Edinger-Schons et al. 

(2019) 

Customer-company 

identification  

How does ICA ensure that 

the personnel have the 

correct knowledge in order 

to properly market the 

products?  

CSR training of personnel Edinger-Schons et al. 

(2019) CSR-related 
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 training of frontline 

employees 

Korschun et al. (2014) 

Employee -Customer 

identification.  

Do you believe that more 

training should be offered 

to personnel in the matter 

of reaching the goals of 

sustainability set by ICA?  

CSR training of personnel Edinger-Schons et al. 

(2019) CSR-related 

training of frontline 

employees 

 

Do brands that deliver 

products to the store have 

demands regarding 

information of products to 

be marketed in-store? 

CSR training of personnel Edinger-Schons et al. 

(2019) CSR-related 

training of frontline 

employees 

 

How do you define 

sustainability and 

sustainable products? 

(locally produced, 

ecological, environmental 

issues)  

- Do you have any 

examples of local 

collaborations?  

- Environmental 

branding?    

CSR training of personnel Edinger-Schons et al. 

(2019) CSR-related 

training of frontline 

employees 

 

What challenges do you 

identify in the process of 

an efficient CSR strategy 

towards consumers?  

 

Customers’ CSR  

knowledge  

Edinger-Schons et al. 

(2019) Customers' CSR 

knowledge  

 

How do you perceive the 

prioritization of certain 

departments in-store 

regarding sustainability 

Customers’ CSR  

knowledge 

Edinger-Schons et al. 

(2019) Customers' CSR 

knowledge 
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Finishing questions  
 

In times where grocery stores receive greater pressure and responsibility at a societal 

level, which actions are most vital from a sustainability perspective?  

 

How can the mechanical exposure of products be more effective when the lack of time 

implies that interaction between personnel and consumers is unable to occur?   

 

 

 

 

 

actions that affect 

consumers?    

 

 

 

It has been shown that 

consumers are willing to 

purchase more sustainably, 

but the lack of knowledge 

is seen as the greatest 

obstacle for the actual 

purchase. How do you 

interpret this situation and 

what solutions do grocery 

stores have?   

 

Customers’ CSR  

knowledge 

Edinger-Schons et al. 

(2019) Customers' CSR 

knowledge 

 

What is your perception of 

experimental actions in-

store that includes 

providing sustainable 

information to consumers, 

where these interactions 

later will be monitored 

with the aim of identifying 

a change of consumers’ 

mindset?  

 

Customers’ CSR  

knowledge 

Edinger-Schons et al. 

(2019) Customers' CSR 

knowledge 

 



 

70 

 

Appendix 2 – Interview guide: Grocery retail 

expert 

 

CSR training of personnel 

1. What is the challenge for personnel in the encounter with consumers regarding 

communication, marketing, and sustainability?   

 

Consumers’ CSR knowledge  

2. According to several studies, there is a lack of consumer CSR knowledge. What 

do you believe is the right strategy in order to raise the knowledge?  

 

CSR training of personnel  

3. According to your experience, how does the frontline personnel get educated? At 

a central level versus local level?  

 

Organizational CSR communication, CSR training of personnel  

4. With regards to the chronicle published by you on the 18th of April that 

emphasized the role of store personnel, how can the fact that the store personnel 

are ambassadors of the brand be used in the communication and sustainability 

efforts towards consumers?  

 

Organizational CSR communication  

5. In the chronicle where you embraced the importance of sustainability proactivity, 

can you elaborate your statement regarding how the store can be used to bridge 

the gap of customers’ will and purchase action?   

 

 

 

 


