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Spreading consumers’ attitudes 
A study on consumers’ attitudes toward environmental and healthy spreadables. 

 

The question of brand loyalty in the fast moving consumer good 

(FMCG) industry and more precisely in the spreadable market is 

tricky to analyze. This market is divided in three segments: butter, 

margarine and mélange; characterized by a large range of 

inexpensive products, with both low-differentiation and low-

involvement. By using the cognition- affect-behavior theory of 

Lee & Goudeau (2014), which present the behavior concept as the 

consumer’s intention or action in response to a product, we tried 

to highlight that environmental and health concerns affect 

consumer behavior and their loyalty toward spreadables. To get a 

tangible insight into consumer’s attitudes towards these products 

in the FMCG-industry in Sweden, we conducted a quantitative 

research through a web-based survey. Our empirical findings aim 

to help Unilever Sverige AB and the brand Flora to understand the 

new consumers’ trends and attitudes toward spreadables and more 

precisely margarine. The research concludes that health and 

ecological welfare benefits have a positive affect on consumer 

attitudes to healthy and environmentally friendly spreadables and 

going further, these attitudes leads to loyal behaviors’. 

 

hat to spread on a 

sandwich is an everyday 

decision made by people 

across the world, several times a day. There 

are different types of spreads that are often 

found in most fridges, from butter to 

melangé to margarine. These three 

categories, in this paper labeled as 

spreadables, are consumed regularly by 

children, teens and adults alike across 

Sweden. These spreads have closely related 

functional usages; for cooking, baking and 

spreading (Gould, 1998). However, the main 

differences between these three categories 

and the effect of consuming them are not 

always apparent in the Swedish consumers’ 

minds (Flora, 2016). Even less known is that 

consumers’ choice of butter or margarine has 

an impact on the environment (Unilever, 

2016).  

For the Fast Moving Consumer Goods-

companies (FMCG) that develops these 

products, the consumers’ attitudes towards 

spreadables are vital to understand. The 

FMCG-industry is characterized by fierce 

competition in the marketplace and an 

abundance of consumer choices (Leahy, 

2008). There are between 10,000-20,000 

products available in a general supermarket, 

which translates into a large number of 

information and decisions to be made (Peter 

& Olson, 2010). FMCG-products, such as 

spreadables, are often inexpensive, low-

differentiated within the product category 

and considered to be low-involvement 

products (Holbrook & Hirschman, 1982; 

W 

Ulrika Berg 

Christoffer Johansson 

Ian O’Donoghue 

Margaux Tursin 

Ulrika Berg, Christoffer Johansson, Ian 

O’Donoghue and Margaux Tursin are all 

Master students in Business and 

Administration with specialization in 

Strategic Marketing Management at the 

Department of Business at Uppsala 

University, Box 513, S-751 20 Uppsala, 

Sweden.  

Sabine Gebert Persson served as teacher 

and supervisor for this case.  

Final edition enrolled March 14, 2016 



2 
 

CONSUMER MARKETING – UPPSALA UNIVERSITY 

Group 2 – Unilever Case – Flora – Mars 2016 

Leahy, 2008). The characteristic of low-

involvement behavior is an habitual and 

automated processing of information (Jager, 

2000; Beatty & Kahle, 1988). Due to the 

characteristics of the FMCG-market, loyal 

consumers are considered an oxymoron. 

Olivier (1999) highlight that consumers are 

not necessarily loyal to food and household 

products. Consumers of FMCG-products 

easily switch between brands and creating 

and maintaining loyal consumers is a 

constant challenge for FMCG-brands. Thus, 

it is vital for marketers to understand how 

brand loyalty is developed in order to create 

marketing strategies that will impact 

consumers’ loyalty towards FMCG-

products. (Lehay, 2008) 

 

In such a situation, the importance of brand 

loyalty becomes clear for brands competing 

in this market. Brand loyalty is a sought after 

objective in the managing of consumer-

brand relationships (Fournier, 1998). 

Researchers have also adopted an attitude-

based framework to brand loyalty, where 

consumers follow a cognition-affect-

behavior model in their development of 

loyalty (Oliver, 1999; Lee & Goudeau, 

2014). Despite the difficulties, Peter & 

Olson (2010) conclude that it is possible to 

achieve brand loyalty for both infrequent 

purchases and everyday goods, such as 

spreadables.  

 

The health and environmental trend may 

influence the way spreadables are consumed 

across the globe. These trends show a shift 

in consumer’s attitudes as they take their 

health and the environment into 

consideration when purchasing products. 

Good taste is generally considered one of the 

most vital criteria in consumers’ purchase 

decision of food (Magnusson, et al., 2001). 

However, attributes such as whether the food 

is healthier, has been shown to be more 

important than its taste in consumers’ 

purchase decision of organic foods (Lea & 

Worsley, 2005). In a survey done by 

National Geographic, it is apparent that 

environmental concerns have increased since 

2012 and ‘Eating right’ and ‘Eco-worriers’ 

are rated amongst the top three in global 

consumer trends (Karsiel-Alexander, 2014). 

Nowadays, consumers are aware of both 

eco-friendly and natural products that are 

good for them and this current situation is 

both a challenge and an opportunity for 

brands in the FMCG-market. 

 

These aforementioned trends tend to shape 

the general consumer attitudes towards 

certain products and how they are produced. 

A comparative study of the environmental 

impact of margarine and butter on society 

highlighted that butter has a more negative 

impact on climate than margarine. It also had 

additional negative environmental effects 

such as energy, eutrophication, acidification, 

ozone and land use (Unilever, 2016). With 

more and more studies coming out on the 

impacts of animal farming, many consumers 

are reconsidering their consumption habits. 

Cowspiracy, a well-known documentary 

released in 2014 had a large impact on 

consumer awareness in this area and shows 

the impact animal farming, necessary for 

butter and melangé production, has on the 

environment. “Livestock and their 

byproducts account for 51 percent of all 

worldwide greenhouse gas emissions” 

(Cowspiracy: The Sustainability Secret, 

2014).  

 

The consumer trend in spreadables over the 

past years has, despite this, shown a decrease 

in margarine sales, indicating that consumer 

preference is changing towards melangé and 

butter.. Within the market, melangé has 45 

percent of total sales in Sweden, followed by 

margarine at 29% and butter at 26%. 

(Unilever, 2016) Consumer’s perception of 

margarine has been negatively declining 

over the past years, partly spurred by a 

hostile media discussion (Flora, 2016). Even 
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the word margarine is often negatively 

perceived by consumers, highlighting the 

challenge brands in this category is facing.  

 

Attitudes are an important construct in this 

study due to their easy retrievable nature in 

consumers’ minds. Once an attitude has been 

formed, consumers will not engage in a 

process of evaluating the concept or product 

again when exposed to it. Rather the existing 

attitude will affect the way consumers 

perceive and understand new knowledge and 

experiences. (Peter & Olson, 2010). Thus, 

understanding consumer’s attitude is vital 

for brands. With growing consumer 

awareness about the environment and 

individual health, our research question is 

therefore, how does environmental and 

health concerns affect consumer attitudes 

and their loyalty toward spreadables?  
 

This research will utilize Flora, a traditional 

Swedish margarine brand owned by 

Unilever as illustration for the challenges 

spreadables brands are facing. The brand is 

built around the three pillars of people, taste 

and naturalness. As Flora is made with 

ingredients from the vegetable kingdom, it 

has several health benefits and lower 

environmental impact compared to other 

spreadable brands. This article will utilize a 

model created by Lee & Goudeau (2014) to 

determine whether health benefits and 

ecological welfare benefits affect utilitarian 

attitudes, which then affect hedonic attitudes 

and consequently its affect on attitudinal 

loyalty and behavioral loyalty within 

spreadables.  

 

Theoretical background 

The theoretical concepts of attitudes and 

brand loyalty are associated with consumer 

purchase behavior and seen as influencers on 

consumers’ decisions. A brand’s marketing 

strategies have a strong influence on 

consumer’s attitudes through a combination 

of strategies in pricing, packaging, product, 

promotion, positioning, and place. These 

strategies will impact consumer’s cognition 

of the brand, their affect for it and 

consequently their behavior. (Peter & Olson, 

2010) First we define overall attitudes and 

brand loyalty before we discuss knowledge 

and utilitarian attitudes, affect  in the form of 

hedonic attitudes and behavior in the form of 

attitudinal loyalty and behavioral loyalty. 

These concepts are included in the 

conceptual framework used in this research, 

a model by Lee & Goudeau (2014), built 

upon consumer loyalty as described by 

Oliver (1999).  

 

Attitudes 
Attitudes have a prominent research history 

and have been a key concept within 

psychology and consumer marketing as it is 

applied to make sense of consumer behavior 

(Peter & Olson, 2010). Prominent 

researchers have defined attitudes as solely 

the favorable or unfavorable feelings a 

consumer has towards an object (Peter & 

Olson, 2010). Even Allport (1935) 

previously brought a wider definition: 

“Attitude is a mental and neutral state of 

readiness to respond, organized through 

experience and exerting a directive and/or 

dynamic influence on behavior” (Peter & 

Olson, 2010, p.129). Finally, Peter & Olson 

(2010) define attitude as a person’s overall 

evaluation of a concept, which can be toward 

various physical and social objects; and also 

toward their own behaviors or actions. 

Further, attitudes can vary from situation to 

situation and be created by the affective and 

the cognitive system (Peter & Olson, 2010). 

The attitude formation process will be 

further described in later sections.   

 

Loyalty 
Mellens et al. (1997) define brand loyalty as 

consumer’s attitude or behavior to a brand’s 

products or services. Scholars have 
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traditionally conceptualized brand loyalty as 

two-dimensional, comprising both attitudinal 

and behavioral loyalty (Oliver, 1999; Härtell 

& Russel-Bennet, 2010; Lee & Godeau, 

2014). Dick & Basu (1994) suggest that both 

a favorable attitude and repeat purchase were 

requirements in defining brand loyalty. The 

sequence of these two dimensions has been 

debated (Härtel & Russel-Bennet, 2010) but 

we utilize the conceptualization of Lee & 

Godeau (2014) in the below described 

model, moving from attitudinal loyalty to 

behavioral loyalty. These concepts will be 

further described below under the headline 

‘behavior’.  

 

Conceptual Framework 
 

Scholars frequently use a prevalent model of 

attitudes with three components: affect, 

behavior, and cognition (Breckler, 1984; 

Peter & Olson, 2010; Lee & Goudeau, 

2014). Several models have been developed 

that places these elements as following 

different sequences dependent on what type 

of decision consumers make (Beatty & 

Kahle, 1988: Lee & Godeau, 2014). These 

three components; cognition, affect and 

behavior are assumed to be positively 

correlated to some degree (Breckler, 1984). 

The standard learning hierarchy model 

approach consumers’ attitudes as a 

development from cognition to affect to 

behavior. The model has been thoroughly 

utilized by scholars and is frequently used to 

understand consumer behavior in high-

involvement decisions. However, the model 

has also been applied in low-involvement 

situations and products (Smith & Swinyard, 

1983). Scholars such as Fornell & Zinkhan 

(1989) have successfully applied the 

standard learning hierarchy on low-

involvement products and discuss how it 

may even be more appropriate to utilize the 

model for low-involvement products than for 

high-involvement products. We will 

therefore utilize the standard learning 

hierarchy, as conceptualized by Lee & 

Goudeau (2014) to research spreadables, 

which is considered a low-involvement 

product category. Oliver (1999) also builds 

upon the standard learning hierarchy model 

of cognition-affect-behavior to explain 

loyalty as a process of attitudinal 

development. The development of a 

consumer’s attitudes follows the same 

structure, where consumers move from 

cognition to affect to behavior (Lee & 

Goudeau, 2014). The conceptual framework 

model used to understand consumers 

attitudes towards spreadables in this research 

is based on the cognition-affect-behavior 

model presented by Lee & Godeau (2014), 

which has previously been adapted to 

Oliver’s (1999) model of loyalty.  

 

Before presenting the cognition-affect-

behavior model, it is important to define two 

majors’ concepts: utilitarian attitude and 

hedonic attitude. The element of cognition is 

where utilitarian attitudes are formed and the 

element of affect is where hedonic attitudes 

take form. The utilitarian aspect is 

essentially how a problem could be solved or 

a need fulfilled (e.g. buying organic products 

because they are nutritious and good for 

your health), while the hedonic aspect is 

about emotional satisfaction or sensory 

experiences (e.g. buying organic products 

because they are environmentally friendly, 

thus, hedonic feelings may arise). Both of 

these components are in general intertwined 

since they are often both present in 

consumption activities (Lee & Goudeau, 

2014) and will be defined in detail in their 

respective phase. The structure of this 

theoretical review will start on the left-hand 

side of the model, with a review of 

cognition, followed by affect before we 

move into behavior and the two dimensions 

of loyalty.  
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Cognition 
Cognition is a vital part of consumer 

attitudes and is the first aspect in the 

standard learning hierarchy utilized in this 

research, as seen in the model above. 

Cognition refers to the mental responses of 

consumers; the way they think about a 

product (Peter & Olson, 2010). Oliver 

(1999) adds that it is based on previous or 

recently acquired knowledge and 

information gained from experience with the 

product or brand. Included are the processes 

of consumers’ understanding, planning and 

evaluating the performance of the product. 

Consumers cognitive attitudes have a 

varying prominence in the decision-making 

dependent on situation and product (Peter & 

Olson, 2010). A utilitarian attitude is here 

formed as consumers combine their beliefs, 

meanings and knowledge into an overall 

evaluation. Consumers thus form an attitude 

in order to analyze the personal relevance of 

the product or brand to determine its degree 

of favorability for the individual. (Peter & 

Olson, 2010) It is assumed that consumers 

form a cognitive utilitarian attitude towards 

each brand they evaluate in relation to the 

individual relevance.  

 

In the framework created by Lee & Goudeau 

(2014) cognition involves the beliefs of how 

health and ecological welfare benefits affects 

the utilitarian attitudes of the consumers. To 

the consumers, the available information and 

knowledge about a brand will form beliefs 

that indicate whether the brands are 

preferable to the alternatives present. The 

performance of the product and brand is 

therefore a vital aspect in the cognition to 

develop consumers’ attitudes towards loyal 

behavior (Oliver, 1999). In line with Lee & 

Goudeau (2014) model, health benefits and 

ecological welfare benefits are incorporated 

into our conceptual model as cognitive 

beliefs that affect the utilitarian attitudes. 

Health and Ecological welfare benefits are 

defined by Lee & Goudeau (2014) as the 

“concerns for both the environment itself 

and the welfare of animals that inhibit the 

environment” (pp. 921). The importance of 

these benefits for consumers’ attitudes is 

strengthened by Unilever (2016), which 

states that consumers believe that natural 

(perceived as few ingredients straight from 

nature) equals healthy. The increase in 

consumer awareness of organic foods and 

health benefits has led consumers to view 

environmental aspects of food production as 

more important (Lee & Goudeau, 2014). 

Thus, in line with the results of Lee & 

Goudeau (2014), we believe that health and 

ecological welfare benefits will positively 

affect utilitarian attitudes towards purchasing 

healthy and environmentally friendly 

spreadables. 

 

Affect 
Prior to becoming attitudinal and behavioral 

loyal, consumers should have acquired 

certain feelings towards the product or brand 

according to the model. These feelings may 

be activated by external stimulus, such as 

marketing strategies, but are also learned 

evaluations (Peter & Olson, 2010) that form 

the basis for hedonic attitudes. A consumer’s 

affective system is automatic, producing 

direct affect responses to stimuli (Peter & 
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Olson, 2010). According to Lee & Goudeau 

(2014) a consumer’s hedonic attitudes are 

part of what is known within the ABC-

approach to attitudes as the affect stage. 

Affect is described as the feeling response 

consumers have in their body. Affective 

responses can be categorized as emotions, 

specific feelings, evaluations and moods. 

(Peter & Olson, 2010) Researchers have 

measured hedonic attitudes on factors such 

as “pleasant, beautiful, happy” (Batra & 

Ahtola, 1990, pp.166) Affect can also be 

based on a customer’s repeated satisfaction 

with a product and has transformed into an 

affective nature and feelings towards it. A 

feeling of pleasure and fulfillment of needs 

when using the product has developed in the 

consumer's mind (Oliver, 1999).  These 

favorable evaluations are then associated 

with the product or brand, an attitude is thus 

formed (Peter & Olson, 2010).  

 

Consumers may have varying degrees of 

affect towards the brand and vary in the 

intensity of the affective response 

experienced (Peter & Olson, 2010). Scholars 

have used the concept of brand affect 

interchangeably with affective loyalty 

(Härtel & Russel-Bennet, 2010). Oliver 

(1999) adds that the strength of affect will 

contribute towards brand loyalty and he also 

emphasize further conceptualization of 

loyalty as a state of self-isolation where 

consumers voluntarily enter into a love-

commitment to a product, said to generate 

from a true affection to the service or 

product. In line with the results of Lee & 

Goudeau (2014), we expect that utilitarian 

attitudes towards purchasing healthy and 

environmentally friendly spreadables will 

positively affect hedonic attitudes. 

 

Behavior   

Lee & Goudeau (2014) present the behavior 

concept as the consumer’s intention or 

actions in response to a product. According 

to them, behavior is the last phase on the 

standard learning hierarchy. Scholars divide 

behavior in two segments: attitudinal loyalty 

and behavioral loyalty. An ‘attitudinal loyal 

consumer’ will emphasize to others how 

great a product or a brand is; or carries very 

positive feelings about a brand or a product. 

We define attitudinal brand loyalty as 

consumers’ cognitive and affective 

evaluations of rebuying a brand (Härtel & 

Russel-Bennet, 2010). On the other hand, we 

can only measure a ‘behavioral loyal 

consumer’ by the number of transactions, in 

others words if the consumer is buying a 

brand or a product repeatedly. This last 

definition is closely connected to the concept 

of ‘action loyalty’ presented by Oliver 

(1999), which he describes as is only based 

on the commitment to the act of rebuying. 

The action loyal consumer has a deep 

commitment to repurchase, so much so that 

behavior may be guiding itself in some 

habituated manner (Oliver, 1999). The main 

objective of many companies is to develop a 

group of ‘behavioral loyal consumers’ 

because it brings tangible business benefits. 

 However, on a broader view it is crucial to 

also implement an attitudinal loyalty. It is 

beneficial for an organization since it 

develops both a strong and positive 

consumer attitude toward the brand. As 

Ajzen (1991) highlighted, the more 

favorable a consumer’s attitude is toward a 

behavior, the stronger their intention will be 

to perform that behavior. Further, Ajzen 

(1991) established a causal link between 

attitudinal loyalty and behavior loyalty. 

Thus, based on the model and the results of 

Lee & Goudeau (2014), we expect the 

following results to indicate that hedonic 

attitudes towards purchasing healthy and 

environmentally friendly spreadables will 

positively affect attitudinal loyalty, 

thereafter, loyal behaviors. 
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Method 
This research utilized a quantitative 

approach to data collection. Our data was 

collected through a web-based survey 

created with Google Docs. We used a non-

probability convenience sampling and the 

survey was distributed through Facebook. 

Furthermore, we also decided to distribute 

the survey through lifestyle forums such as 

familjeliv.se (specifically in the family 

section) because it was believed to increase 

the chance of getting respondents that were 

within the target consumers of Spreadables 

category (Flora) at Unilever, which is 

families with children (Unilever, 2016). 

 This is a form of judgment sampling, where 

the sample is handpicked to get a 

representative result.  

 

Due to our limited time space writing this 

report, we decided to collect our data with 

this method, because it enables researchers 

to reach a fair amount of respondents in a 

short time (Denscombe, 2009). In the 

beginning of the survey we wrote the 

estimated time to complete the survey in 

order to make sure that people would 

actually complete the survey (Conrad et al., 

2005). Further, we also explained the word 

“spreadables” to facilitate the respondents 

understanding of the context that we asked 

about. This knowledge we gained from 

letting people test a pilot of the survey 

before we actually distributed it. We also did 

the pilot to make sure that the respondents 

would understand the whole questionnaire 

and that their answers would actually be 

meaningful (Brace, 2008). Another 

fundamental objective of conducting a pilot 

study is to evaluate how adequate the 

questionnaire is (Iraossi, 2006).  

 

The total number of respondents in our 

survey was 102. The traditional approach to 

deal with missing data is to perform case 

deletion’ (Scheffer, 2002). This led to a 

sample size of of 101. The mean age of 

respondents were 28,3. The sample consisted 

of 47,5% females and 52,5% males. Out of 

these 101 respondents, 60 % were single 

households, while only 20% were married, 

20 % other and 11% had children at home.  

 

We concluded our survey with asking 

respondents whether they were familiar with 

the brand Flora and if they thought it was 

healthier and more friendly to the 

environment than the biggest competitor 

Bregott. The results show that 86% had 

heard about the brand. The majority, 79.2 % 

for both the health and environment concern, 

were indifferent or did not believe that Flora 

was the better option. Only 2 % fully agreed 

that Flora was better for the environment 

than Bregott, and, none fully agreed that it 

was the healthier option. The mean value (on 

a seven-point scale) was 3,45 for Flora being 

the healthier option to Bregott and 3,56 for 

Flora being the more environmentally 

friendly option.  

 

Operationalization 
Our measurement items were adopted from 

Lee & Goudeau (2014) and incorporated in 

our questions about spreadables. Health 

beliefs were measured through three items 

and beliefs regarding the environmental 

impact of spreadables were measured 

through four items. They were rated on a 

seven-point likert-type scale. Beyond solely 

adopting items from Lee & Goudeau (2014) 

we added items measuring the 

environmental concerns, in question five and 

seven. The item that we measured in 

question five, sustainable production of 

spreadables, we incorporated after reading 

the Unilever case information where we got 

information about their belief of a 

sustainable production (Unilever, 2016). 

Question seven, about the importance of 

locally produced spreadables we 

incorporated because we believe it is in line 
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with the general green trend that’s been on 

the rise, thus, being an item that measures 

environmental concern. To measure the 

utilitarian and hedonic attitudes we choose a 

semantic differential scale. Attitudinal 

loyalty was measured with three items on a 

seven-point likert scale and behavior loyalty 

was measured with 1 item through an open-

ended question. We asked about 

environmental and health concern separately 

throughout the questionnaire, in order to be 

able to measure their impact on attitudes and 

loyalty separately. All items and what they 

measure can be seen in table 1. 

 

Table 1 

* Since the exploratory factor analysis did not work 

for gaining factor loading to behavioral loyalty we did 

a correlation between the two question and gained 

significant correlation on the 0.01 level (pearson 

0,757), which strongly suggest that they correlate. 
 

Factor Analysis 
In order to ensure the validity and reliability 

in our constructs, we performed a factor 

analysis of each of our constructs, health and 

ecological welfare benefits, utilitarian 

attitudes, hedonic attitudes, attitudinal 

loyalty and behavioral loyalty. We 

performed an exploratory factor analysis 

with Maximum likelihood extraction and 

Varimax rotation. For each construct, 

Kaiser-Meyer-Olkin (KMO) was above the 

acceptance level of 0.5 (Pallant, 2010). 

KMO for ecological welfare and health 

benefits was 0.824, for utilitarian attitudes 

0.781, hedonic attitudes 0.560, attitudinal 

loyalty was 0.732 and behavioral loyalty was 

0.500. Thus, we see that for hedonic 

attitudes and behavior loyalty, the KMO was 

just a little over the acceptance level.   

 

Communalities should be above 0.5 as a rule 

of thumb (Pallant, 2010). For the health 

benefits and ecological welfare constructs all 

of the communalities were above 0.5, thus 

we did not remove any variables. In the table 

Total Variance Explained, we based the 

extraction on Eigenvalues greater than 1, to 

find a factor solution (Pallant, 2010). Thus, 

we got two factors, health benefits and 

ecological welfare benefits, as expected from 

the study. The total variance explained were 

for the two factors, 80, 2%, which was 

satisfying since one should strive to get a 

total variance explained above 70% (Pallant, 

2010). As seen in our rotated factor matrix, 

all the variables loaded on the correct 

factors.    

 

Within the construct of utilitarian attitudes, 

we decided to keep all variables, despite one 

of them having low communalities of 0.441. 

This is close to the accepted level of 0,5 

(Pallant, 2010) and thus we decided to keep 

it to retain multiple measures.   

 

In our factor analysis of hedonic attitudes, 

we removed two variables since their 

communalities were below 0.5. However, in 

the new solution, we still had two variables 

with a communality value lower than wanted 

but in order to retain multi-dimensionality 

we decided to not remove further variables. 

Thus, we have a one-factor solution with 

four variables within the construct of 

hedonic attitudes.  
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For the attitudinal loyalty construct, we got a 

two-factor solution when extracting with the 

help of Eigenvalues (Kaiser’s criterion). 

 However, this method to determine the 

number of factors has been criticized for 

resulting in a retention of too many factors 

(Pallant, 2010). Therefore, we decided to set 

the number of factors to 1 within attitudinal 

loyalty, in line with the analysis performed 

by Lee & Godeau (2014) in their model.  

 

Reliability 
We then performed a reliability analysis, 

which should be above 0.7 to show reliable 

items that measure the construct (Pallant, 

2010). The reliability analysis shows that we 

have a Cronbach’s Alpha above 0.7 for all 

constructs. We can thus consider them to be 

reliable (Pallant, 2010). See table 2 for the 

reliability for each construct.     

 

Table 2 

 

 
 

Correlation 
We performed a Pearson Correlation test to 

see the strength of the linear associations 

between our variables. We found positive 

significant relationship (p<0,01) between all 

or our variables except for behavioural 

loyalty (“behave” table 3). The risk of 

multicollinearity is not a concern since all of 

our r-values is below the cutoff of 0.9. 

However, behaviour loyalty has r-values of 

below 0,3 which is below the preferable 

level and indicates low relationship with 

other variables (Pallant, 2010). See table 3 

for all the correlations and the level of 

significance between them. 

Table 3 

Regression 
In order to test our theoretical model, from 

which we based our hypothesis, we 

performed a linear regression to see causal 

relationship between our variables. The 

analysis was performed through four models, 

one for each hypothesis. A summary of the 

analysis can be seen in table 4. In model 1 

where we investigated hypothesis 1, we had 

significant relationship between the 

independent variables health benefits 

(β=0,342, p<0,001) and ecological welfare 

(β=0,455, p<0,001) and the dependent 

variable utilitarian attitudes (p<0,001). 

Health benefits and ecological welfare 

explains for 44,9 % of the variance 

(R^2=0,449). In model 2 the explained 

variance of the independent variable 

utilitarian attitude was 44,7 % (R^2=0,477) 

with a significant causal relationship 

(β=0,694, p<0,001) to the dependent 

variable hedonic attitudes (p<0,001). Model 

3 had an explained variance of 52,1 % for 

hedonic attitudes with a significant causal 

relationship (β=0,725, p<0,001) to attitudinal 

loyalty (p=0,006). In the last model, the 

explained variance was only 5,6 % 

(R^2=0,056), which means that attitudinal 
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loyalty explains very little of the variance to 

behavioral loyalty. Further, the model 

showed that there is a significant causal 

relationship between attitudinal loyalty and 

behavior loyalty.  

 

Table 4 

 
 

Discussion 

The result of our quantitative research 

helped answer our research question of how 

environmental and health concerns affect 

consumers’ attitudes and loyalty towards 

spreadables. It also provided some 

interesting implications and insights into 

consumer attitudes towards spreadables in 

the FMCG-industry in Sweden. Consumer’s 

attitudes have been extensively studied 

through the three components of cognition, 

affect and behavior, often utilizing the 

standard learning hierarchy model. However, 

previous research has mainly studied this 

model in relation to consumer’s attitudes in 

high-involvement products (Lee & Goudeau, 

2014; Peter & Olson, 2010). Since this study 

applied the cognition - affect - behavior 

model presented by Lee & Goudeau (2014) 

to the low-involvement product category of 

spreadables, it makes an important 

contribution. Namely that of showing 

support that the sequence of how consumer 

attitudes develop towards loyalty often begin 

in the cognition phase before developing into 

affect and ultimately the behavior stage for 

spreadables. 

Based on the model by Lee & 

Goudeau (2014), our four arguments, which 

were also adapted from the model, were 

tested in order to find an answer to how the 

consumers’ concern for the welfare of the 

environment and their own health 

(ecological welfare and health benefits) 

affect their attitudes and loyalty. The 

statistical analysis resulted in our arguments 

being confirmed and thus, our results 

provide support for the notion that this 

model can also be applied to spreadables.  

 

Cognition 
Our first argument state that health and 

ecological welfare benefits will have a 

positive effect on utilitarian attitudes 

towards purchase of healthy and 

environmentally friendly spreadables, which 

was shown as statistically significant. Both 

these independent variables had a positive 

effect on the utilitarian attitudes towards 

spreadables. The result is in line with that 

consumers perceive a food product’s 

healthiness is more important than other 

attributes (Lea & Worsley, 2005).The strong 

effect may be due to the trend of an 

increased environmental awareness in 

society, as more and more consumers 

become aware of these concerns. Oliver 

(1999) explains that a consumer's previous 

knowledge has an impact on consumers 

cognitive attitude and loyalty. As such, their 

increased knowledge of the environmental 

impact of consumption in general may have 
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trickled down to also include consumption of 

spreadables. Several high-profile brands 

within spreadables have a strong focus on 

naturalness, wellness and health in their 

communication with the consumers (Flora, 

2016). Therefore, the consumers have 

acquired certain knowledge in the area, and 

connected it through the cognitive system as 

part of their evaluation of its impact on the 

spreadables category. Interesting to note is 

that consumers perceive ‘natural’ and 

‘environmentally friendly’ products as 

automatically good for them (Unilever, 

2016). Thus, the positive beliefs and 

knowledge in general about these benefits 

may have an impact on the positive effect 

between these factors and utilitarian attitudes 

towards spreadables. We can argue that the 

functional benefits, such as how the product 

is produced and the nutrition content, 

provide consumers with the information and 

beliefs needed to form an utilitarian attitude, 

which will then develop into an affective 

attitude in line with the proposed  model by 

Lee & Goudeau (2014).  

 

Affect 
Our result shows that consumers’ utilitarian 

attitudes towards purchasing healthy and 

environmentally friendly spreadables will 

positively affect hedonic attitudes, in line 

with our stated argument. The established 

significance between the cognitive utilitarian 

attitudes and their positive effect on a 

consumer's affective feelings and attitudes 

confirm the proposed trajectory of consumer 

attitude development model by Lee & 

Goudeau (2014). As hedonic attitudes are 

often based on repeated satisfaction with a 

product (Oliver, 1999) and consumers 

affective feelings are considered learned 

evaluations that occur automatically (Peter 

& Olson, 2010), the often habitual purchase 

pattern of spreadables may be a contributing 

factor. The product category of spreadables 

are generally not seen as invoking strong 

feelings, but as discussed, consumers do 

have strong feelings towards health and 

environmental concern in general. Thus, 

these emotions are transferred to their 

hedonic attitudes of spreadables and these 

beliefs can lead to a stronger attitudinal 

loaylty and also behavior loyalty toward this 

range of products.  

 

Behavior 
Related to the behavior part of the model of 

Lee & Goudeau (2014), we try to highlight 

that hedonic attitude toward purchasing 

healthy and environmentally friendly 

spreadables will positively affect attitudinal 

loyalty and environmental friendly 

spreadables. Through our research, we can 

assume that this argument is true. Indeed as 

Ajzen (1991) emphasize, the more favorable 

a consumer’s attitude is toward a behavior, 

the stronger their intention will be to 

perform that behavior. So loyalty is 

intrinsically shaped through a correlation 

between hedonic and attitudinal attitude, it is 

a long term process builds on a narrow 

relationship between brand and consumers. 

The environmental and healthy aspects 

inside the FMCG industry appeared more 

recently, but this issue seems nowadays 

crucial in consumers’ minds. Concretely, in 

our research we found that the correlation 

between hedonic and attitudinal loyalty is 

significant. These findings also confirm our 

second argument since attitudinal loyalty 

positively affects behavior loyalty to healthy 

and environmentally friendly spreadables. 

Fishbein and Ajzen (1975) emphasize that an 

individual’s attitude toward a behavior is 

determined by his or her salient beliefs 

regarding the behavior and currently 

Swedish consumers deeply want to purchase 

healthy and environmentally friendly 

products.  
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Limitations 

The identified issues within this study 

include adoptability, data collection and 

survey structure. Even though our 

questionnaire was adopted from an already 

tested and tried study by Lee & Goudeau 

(2014), it also provided some limitations. 

We adapted both the model and the 

questionnaire design from Lee & Goudeau’s 

(2014) study of attitudes of organic foods, 

straight towards studying consumers’ 

attitudes towards spreadables instead. Even 

though spreadables are part of the same 

foods category, the phenomena studied do 

differ, and thus the adaptability from organic 

foods to spreadables may not be clear. We 

experienced that some of the questions and 

the answer descriptors in the questionnaire 

were perhaps not as suited to spreadables, 

even though we did a pilot study. To 

illustrate, we asked respondents to rate “I 

think that choosing a spreadable that is good 

for my health is___” between delightful and 

not delightful. These choices were adopted 

straight from Lee & Goudeau (2014), and 

were not the most common representative of 

how consumers would perceive the object of 

our study; spreadables. Thus, we recommend 

that further studies would adapt these 

questionnaire measures more to fit the object 

studied. 

 

The second issue concerned the study’s data 

collection. Given the authors’ limited time 

and resources, a non-probability 

convenience sampling through the author's’ 

network on social media was deemed most 

effective method in order to obtain a large 

enough sample size. However, convenience 

sampling may lead to a sampling selection 

bias (Bryman & Bell, 2010). Through the 

use of Facebook as a distribution medium, 

many of the respondents will have similar 

psychographic and demographic 

characteristic. There is a risk that the 

population this study intended to measure 

will not be represented by the sample if 

using convenience sampling (Bryman & 

Bell, 2010). Thus, it had the potential to 

skew our results so as they do not represent 

the Swedish spreadables markets. As such, 

this could potentially lead to a skewed 

perspective of the overall attitudes of the 

Swedish consumers towards spreadables and 

thus limit the implications that can be drawn 

from this study. Our decision to also 

distribute the questionnaire through family 

lifestyle forums online helped us get a more 

representative sample. However, this form of 

judgment sampling can also lead to bias 

(Pao, 2016). 

 

The third identified limitations refer to our 

survey structure. We received feedback from 

respondents that several questions in a row 

were the same. Even though the questions 

were the same, they differed in what scale 

answers we asked respondents, therefore we 

should have used a simpler format. The 

survey was performed and distributed in 

English, while a majority of respondents 

were native Swedish speakers. Thus, the 

language barrier might have led to some 

respondents not fully understanding and 

interpreting the questions and answer 

choices in the intended way, which bias the 

comprehension of respondents (Po, 2016). 

Since the study was aimed to be performed 

solely among Swedish consumers, the 

authors suggest that future questionnaires be 

performed in Swedish to avoid this 

comprehension bias.  

 

Future Research 

Since there are limitations to the research 

that we carried out, there can be future 

research done in these areas. One could 

adopt the same theoretical framework as the 

core of this study, but perhaps adopt a new 

method of data collection. Through the use 

of a survey, we got a general perspective on 

the attitudes that consumers have on 
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spreadables, and through that we determined 

their loyalty to the product. If one were to 

focus more on the consumer’s experiences 

and feelings, a case study could provide a 

deeper insight. Through the use of 

interviews, a deeper look into consumer’s 

attitudes would be gained, as interviews are 

generally used to explore the views, 

experiences, beliefs and motivations of 

individuals (Gill et al., 2008). For future 

research, instead of non-probability 

convenience sampling, either through survey 

or interview, one could increase the scope of 

demographic in order to get a broader view 

on the specific attitudes that consumers have. 

This can also be an advantage of using 

interviews as a method for data collection, as 

we can hand-pick the participants in order to 

control what type of demographic group that 

we want to investigate. Like this, we can 

investigate whether or not ecological welfare 

and health benefits matter in attitudinal 

developments amongst Flora’s target 

customers - families with children. 

 

Furthermore, it would be interesting to 

investigate how the level of education among 

consumers may influence the beliefs and 

attitudes towards buying these types of 

spreadables. As more educated people may 

be more aware of the environmental and 

health effects of certain products. 

Additionally, investigating how other factors 

affect attitudes and loyalty, such as taste or 

spreadability, could also be a relevant 

research topic. 

 

Managerial Implications 

As we said previously, the spreadable 

market within the FMCG-industry is tricky 

to understand and analyze. Our empirical 

findings provide some implications for 

managers who are working with spreadables 

within this market, specifically Flora. Our 

results show that environmental and health 

benefits beliefs were perceived as important 

among consumers and formed their attitudes. 

Indeed, for the majority of the respondents, 

it is important that the product is produced in 

an environmentally sustainable way. These 

results lead us to highlight some theoretical 

attitude-change strategies that managers can 

utilize to implement new communication 

strategies and messages to strengthen 

consumers’ attitudes towards brands within 

the spreadables category.  According to 

Fishbein and Ajzen (1975), an individual’s 

attitude toward a behavior is determined by 

his or her salient beliefs regarding the 

behavior. They emphasize that consumers 

nowadays, are more aware of products and 

objects that are associated with ‘positive’ 

characteristics, which has a positive link to 

our findings.  

 

These four theoretical attitude-change 

strategies could therefore be implemented by 

managers of spreadables brands. The first 

one is to add a new salient belief to the 

existing beliefs that consumers have about a 

product or a brand. For Flora, our results 

show that the respondents are aware of the 

brand and we know that the current salient 

beliefs dwell on the naturalness and the taste. 

But, the brand can bring new marketing 

concepts which focus on communicating the 

product as healthy and eco-friendly, as these 

attributes are crucial in the consumer's mind.  

The second solution to change consumers 

attitudes are by changing the strengths of 

already salient beliefs. To illustrate this idea 

with Flora, we know that the strongest pillar 

of the brand is the naturalness image, so the 

company can increase this brand perception 

by implementing a new marketing and 

communication strategy. Thanks to our 

research, we know that the respondents are 

loyal to a spreadable brand if it is good for 

their health, so if Flora reinforces their 

naturalness image, the brand can potentially 

expand their consumer base.  
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The third idea is modifying consumers 

behaviors by changing the evaluative aspect 

of an existing, strongly held belief about a 

salient attribute. Concerning Flora, the brand 

can communicate the environmental aspect 

of the margarine production process in 

comparison to the butter production. This 

eco-friendly image is an opportunity for the 

brand as currently, they do not focus much 

on this communication initiative. Through 

this communication strategy they could 

highlight the “good” characteristics of the 

product. For instance, 79,2 % of the 

respondent for both the health and 

environment concern, were indifferent or did 

not believe that Flora was the better option. 

Only 2 % fully agreed that Flora was better 

for the environment than Bregott, and, none 

fully agreed that it was the healthier option. 

On the same way, this can also be confirmed 

from our findings where the mean value of 

whether consumers believed Flora 

(margarine production) to be the better 

choice concerning both health and 

environment (3,45 and 3,56 respectively on a 

seven-point scale) to Bregott (butter 

production), suggests that the average 

respondent lean towards believing Bregott 

being the better option in the two categories.  

The last proposition is to make an existing 

favorable belief more salient, in other words 

emphasize one product attribute to convince 

consumers. For Flora, the brand has to do act 

and communicate on the environmental 

aspect since a majority of our respondent 

says that they are loyal to a spreadable brand 

if it is good for the environment. The 

consumer demand for this kind of product is 

increasing, which can give way to tangible 

opportunities for Flora.  

 

Conclusion 

The aim of this research was to study how 

environmental and health concerns affect 

consumers’ attitudes and loyalty towards 

spreadables on the Swedish market. We 

applied the theory of Lee & Goudeau (2014), 

establishing arguments for attitude 

development towards spreadables following 

a cognition-affect-behavior model and 

conducting an empirical investigation 

through a web-based survey. It was found 

that ecological welfare and health concerns 

positively affect utilitarian attitudes, which 

in turn had a positive effect on consumers’ 

hedonic attitudes. It was further shown that 

this had a positive affect on attitudinal and 

behavioral loyalty towards spreadables. We 

can thus conclude that consumers nowadays 

are increasingly aware of the health and 

environmental impact and generally consider 

what to buy products in line with these 

beliefs. 
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