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Tässä kandidaatintutkielmassa keskitytään tarkastelemaan tapaustutkimuksen myötä 

kahden erillisen yrityksen brändin merkitystä kuluttajien mielissä vastuullisuustekojen ja 

niistä viestimisen näkökulmasta. Tutkimuksessa pureudutaan tarkemmin tarkastelemaan 

yrityksien yritystä viestiä monimutkaisista vastuullisuusteoista maitotuotannon eri 

tuotantokohdissa ja -prosesseissa, ja pohditaan, mitä kautta ja milloin kuluttajat voitaisiin 

parhaiten tavoittaa. Maitoala on lähivuosina ajautunut kriittisen katseen alle, kun huomioon 

otetaan alan ilmastovaikutukset hiilidioksidipäästöineen ja eläinten hyvinvointi. Tämä 

tutkimus on suoritettu laadullisena tutkimuksena, ja se keskittyy tapaustutkimuksen 

luonteen omaisesti kahteen eri maitoalan yritykseen. Tutkimus suoritettiin haastattelemalla 

ensin yritysten edustajia ja tämän jälkeen kuluttajia, jotta aiheesta saataisiin kattavampi 

ymmärrys. 

 

Tutkimuksen myötä ilmeni alan vastuullisuustekojen viestimisen haasteellisuus ja 

kuluttajien tavoitettavuus. Monimutkaiset yksityiskohdat maidon matkan eri vaiheissa ovat 

vielä vaikeita viestiä kuluttajille ymmärrettävästi ja selkeästi, ja sen sijaan yritetään 

keskittyä viestimään kuluttajarajapinnassa merkittävistä ja konkreettisista seikoista, kuten 

pakkausten uusimisesta yhä vastuullisemmaksi vähentämällä muovia tai siirtymisestä 

muovista kartonkiin, vaikka taustalla tapahtuu koko ajan paljon muitakin huomionarvoisia 

innovatiivisia kehityksiä. Kuluttaja otetaan huomioon viestimällä tulevista 

vastuullisuusteoista, ja tämän jälkeen lunastamalla lupaukset ja vahvistamalla omaa 

asemaansa. Yrityksille on elintärkeää pysyä ajan hermoilla, kuunnella kuluttajia ja seurata 

trendejä, ja yrittää löytää oikea aika ja paikka, jossa he voivat kertoa omista tekemistään 

ja tulevista vastuullisuusteoistaan kuluttajalle ymmärrettävällä kielellä.   
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This bachelor’s thesis investigates the corporate social responsibility and sustainability 

activities by two companies and how the activities are communicated to consumers and 

further how this conveys to the strength of the companies’ brands. The aim of the thesis is 

to gain a better understanding of how CSR and sustainability activities can help in building 

a stronger brand, how the various activities can be informed about to the consumer, and 

how the consumer then perceives them. The study is a case study of two companies that 

operate in the dairy industry, which is under a lot of pressure due to environmental impact 

and animal welfare. The study is conducted as a qualitative study in two parts, the first 

containing the interviews with the company representatives, and the second, interviews 

with the consumers to understand their attitudes, behavior, and perceptions. 

 

The study revealed the challenge which the companies are facing in regard of conversing 

their activities and reaching the customer with the right information. The complex details 

in the dairy industry are difficult to present and further communicate to the consumer in a 

clear and understandable way even if there are notable innovative developments. Instead, 

tangible improvements in the package, for example the decrease of plastic used, the 

switch from plastic to cardboard, or recycling instructions are some things that the 

consumer easily understands and absorbs. The companies do not only inform the 

consumer about past activities but are also keeping the consumer in the loop of what they 

will be pursuing next. This is a good way to keep the company accountable for their 

promises, which will further strengthen their position in the market. There is also a high 

importance of listening to the customer, following trends, and at the same time try to find 

the right place and time of when and where to communicate about the activities to the 

consumer.  
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1 INTRODUCTION 

 

In times where the expectations of consumers arise faster than what businesses can 

adopt to, in regards of solving the circling global issues through sustainable 

development, a pressure is established to create crucial and innovative processes to 

ensure the continuum of life as we know it. This does not only mean that enterprises 

need to find a way to work in a new era, but it requires the contribution and voices of 

all acting members in our society to both demand for and come up with solutions that 

preserve and take care of the planet and the people and animals living on it.  

 

In the next years to come, companies’ focus have to shift more towards efficient use 

and recycling of resources through new innovative solutions. Companies are forced by 

tightening legislations by the government to arrange their ways of operating to better 

support new stricter preconditions concerning environmentally and socially sustainable 

objectives, and these kinds of tighter legislations can already be seen in industries 

such as the food industry. In addition, the stakeholders and consumers bear a 

significantly growing role in driving the change as it is becoming increasingly more 

difficult for a company to credibly determine for itself whether its operations actually 

are acceptable and responsible. (Bärlund & Perko 2013) 

 

Several studies have shown that aware consumers are the ones influencing 

companies’ management the most in respect of responsibility and sustainability as they 

are the ones that have the power to drive this change through deciding to purchase or 

boycott a company’s products depending on the company’s actions. As the demand 

for sustainable products has grown, and new rising competitors have appeared, big 

companies with respected brands have had to adapt new procedures and are starting 

to an increasing manner to pick up on the communication of sustainability. (Belz & 

Schmidt‐Riediger 2010) 

 

Sustainability and responsibility are hot topics in many industries but especially in the 

dairy industry, and companies within the industry are spending great amounts of 

money on research and development to keep up with what is demanded from them by 

the government, the stakeholders, and the consumer. Stakeholders and consumers 
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around the world can be seen to have rising concerns about the sustainability of the 

industry and the responsibility of the companies operating in it, and this is why my 

research centered upon two key players of the Finnish market. The concentration will 

be to see if sustainability activities and the communication about them with the 

consumer has impacted how the consumers perceive the companies’ brands and 

products. 

 

1.1. Research questions 

The goal of the study is to research what kind of effect communication of corporate 

social responsibility and sustainability activities can have on the company brand. The 

aim here is to research two separate companies that have a set sustainability strategy 

to become carbon neutral in the future, and both have contributed to various 

sustainability activities on many levels in their daily operations. The aim is to cross 

compare these companies’ sustainability activities that are closer to the consumer 

interface and see if these efforts as well as the communication about the efforts to the 

more conscious customers are helping the companies in achieving a stronger 

corporate brand. The study aims to respond to the main research question, which is: 

 

1. “How can corporate social responsibility and sustainable activities help in building 

a strong brand?” 

 

In addition to the main research question, the study also aims to answer the three sub-

questions, which are: 

 

1.1. “What are the corporate social responsibility and sustainability activities?” 

1.2. “How are these activities communicated to the consumer?” 

1.3. “How are these activities perceived by the consumer to strengthen the 

company brand?” 

 

Through connecting the later introduced theoretical framework in chapter 1.3. of 

corporate social responsibility and sustainability, communication, consumer behavior 

and brands in chapter two, and the empirical findings of the conducted interviews with 

both company representatives and the consumers, this study aims to answer the 
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questions presented above considering the activities as well as the communication of 

them, and how these activities and the communication reflect on the companies’ 

brands as perceived by the consumer, where the consumer here refers to the end-

customer. 

 

1.2. Scope of thesis 

The scope of the thesis is to cover corporate social responsibility and sustainability, as 

well as marketing communication, consumer behavior and the influence on the brand. 

The scope of the empirical research is narrowed down to consider two dairy industry 

companies for further research. Both companies have business operations in several 

countries, however, this research is narrowed down to investigate only activities in one 

country, Finland, to get a better view on the topic in a similar environment which the 

consumers are also familiar to as they reside here. The focus is on examining the 

companies’ main responsibility and sustainability activities close to the consumer, how 

they are informed about to the consumers, and how they reflect on the company’s 

brand. Sustainability and responsibility are described as core values for both of these 

two companies as the dairy industry is currently undergoing severe criticism 

considering the influence that dairy farms and cows have on the climate and 

environment. The purpose of this thesis is not to consider how sustainable the 

companies actually are but rather to take a look at how their sustainability activities 

and operations are communicated with the consumer, and if this communication further 

has an impact on the strength of the brand. 

 

1.3. Theoretical framework 

The theoretical framework presented below in Figure 1, shows the later presented 

theory and literature of this thesis, and summarizes how these are combined in the 

research. The research looks at the responsible and sustainable activities, which the 

companies are performing, the way in which they are communicated to the consumer, 

and how it affects the behavior of the consumer and then what kind of an effect this 

communication has on the strength of the brand.  

 

As Figure 1 presents, companies constantly implement more responsible and 

sustainable business practices, which they then communicate about to their 
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stakeholders and consumers in order to strengthen their brand. But in addition to this, 

it is the consumers’ behavior that increases the demand and requirement of companies 

to change their practices, which then again leads to the implementation of these 

practices and perhaps even inventing of more innovative solutions. Then the 

communication of these new practices or activities impacts how the consumers 

perceive the company in their minds and subsequently how they adjust their behavior 

towards the company or the company’s products. 

 

 

Figure 1. Framework of thesis 

 

1.4. Definitions of key concepts 

 

Below, some key concepts of this research are composed together and defined to gain 

a deeper understanding around the topics and to make the introduction to the concepts 

easier to comprehend. 
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Corporate social responsibility = CSR, defined by the Commission of the European 

Communities (2001), “…means not only fulfilling legal expectations, but also going 

beyond compliance and investing ‘more’ into human capital, the environment and the 

relations with stakeholders”. 

 

Sustainability = “… is more about finding some sort of steady state so that Earth or 

some piece of it can support the human population and economic growth without 

ultimately threatening the health of humans, animals, and plants.” (Portney 2015, p. 4) 

 

CSR communications = The communication of a company’s CSR activities and good 

deeds to the consumer and stakeholders through various channels, such as the 

company website, CSR reports, advertising campaigns and through packaging (Du, 

Bhattacharya & Sen 2010). 

 

Consumer behavior = Consumer behavior is the way in which each individual 

operates and behaves. An individuals’ behavior is shaped over time and can be 

affected by internal factors, such as personal values and attitudes, and influenced by 

different external factors such as culture and companies marketing efforts. (Solomon 

2017) 

 

Brand = A collection of visions and knowledge, that a person has of something. It can 

be a product or service, or it can also be a company, person, party, government or 

practically anything. (Ahto, Kahri & Kahri 2016) 

 

1.5. Structure of thesis 

This report is divided into five chapters. This first chapter introduced the reader to the 

subject, presented the research questions and the theoretical framework of the thesis, 

and defined the important concepts which are used. The second chapter focuses on 

presenting previous literature and the theory used for the research and contains four 

sub-chapters, which are: sustainability and CSR, marketing communications, 

consumer behavior, and branding. In the third chapter, the research methodology is 

presented and discussed, and the chapter ends with an introduction to practices and 
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consumption habits of milk in Finland. Results from the conducted research and 

interviews are presented in chapter four, which follows a brief discussion regarding the 

findings. Conclusions as well as a brief summary of the research is drawn together in 

the last chapter number five. 

 

2 THEORETICAL FRAMEWORK 

 

In this chapter, the theoretical framework for this research is presented. The first sub-

chapter starts with introducing theory behind corporate social responsibility and 

sustainability, which is followed by a sub-chapter of marketing communications. 

Subsequently, a third sub-chapter presents the theory of consumer behavior, and the 

chapter ends with a brief introduction to brands.  

 

2.1. Corporate social responsibility and sustainability 

Here, the definitions of sustainability, sustainable development and corporate social 

responsibility are discussed more closely and theory from previous literature is 

combined to present a thorough introduction.   

 

Corporate social responsibility (CSR) has a broad definition but can be considered an 

umbrella term for many concepts that spin around responsibility and sustainability 

subjects. Companies have the ability to contribute to sustainability as well as 

environmental and social responsibility through different activities that either improves 

the environment and the society or protects it. (Mueller Loose & Remaud 2013) Visser 

(2014, p.4) explains the terms sustainability and responsibility as “different, yet 

complementary elements of CSR”. He defines sustainability as the destination that the 

organization is aiming for, and responsibility as the journey, how the organization can 

get there. (Visser 2014) The most common definition for sustainable development is 

perhaps the definition by WCED (1987) where sustainable development is seen as 

“development that meets the needs of the present without compromising the ability of 

future generations to meet their own needs”.  

 

The United Nations that promote “peace, dignity and equality on a healthy planet” has 

set goals in their 2030 Agenda for Sustainable Development that nations, 
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organizations and companies need to consider in an increasing manner to transform 

our earth to head into a healthier direction. The seventeen sustainable development 

goals address issues such as poverty, hunger, health, education, equality, 

sustainability and responsibility, the environment, peace and partnerships, (UN 

General Assembly 2015). Companies have seen to be including the issues they 

specifically contribute to and want to address in their work into their CSR reports to 

promote transparency in their operations.  

 

Organizations are, in an increasingly manner, reporting their various sustainability 

activities, as these activities are becoming a fundamental part of the information 

needed for decision making stakeholders. It is no longer seen only as a matter, in which 

organizations can participate in if they want to, but something that both external and 

internal stakeholders as well as consumers are more frequently requiring, at least from 

bigger organizations as they can have a substantial impact on the society around them. 

Reporting sustainability activities through economic, environmental, and social 

indicators, often gives stakeholders the transparency that they seek for about an 

organization’s activities, and the organization can furthermore amend its reputation 

through showing interest in different issues valued by the stakeholders. (White 2005) 

 

Even though corporate social responsibility is increasingly studied, the understanding 

of the definition may vary slightly. This is due to reasons such as CSR being an 

intrinsically disputed concept with relatively open rules, CSR having over-lapping and 

synonymous terms, and CSR being considered a dynamic concept and phenomenon. 

(Matten & Moon 2008) The Commission of the European Communities (2001) defines 

corporate social responsibility as a “concept whereby companies integrate social and 

environmental concerns in their business operations and in their interaction with their 

stakeholders on a voluntary basis”. The definition highlights that going beyond the 

regular legal requirements, for example through investing into social factors, relations 

with stakeholders and environmentally friendly business technologies and practices, a 

company have the possibility to achieve competitive advantages in its field of 

operations. (Commission of the European Communities 2001) 
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Rasche, Morsing and Moon (2017, Chapter 1.3.1 “What is CSR”) discuss CSR 

referring to it as “the integration of an enterprise’s social, environmental, ethical and 

philanthropic responsibilities towards society into its operations, processes and core 

business strategy in cooperation with relevant stakeholders”. They highlight that when 

CSR influences the organizations everyday practices, and when managers understand 

and adapt these practices properly, CSR can help organizations in navigating in a 

constantly changing world as a company’s moral compass. (Rasche, Morsing & Moon 

2017) There has been an emerging interest from organizations’ stakeholders to insist 

on the adaption of CSR that go beyond just the regular legal requirements, and 

managers have seemed to respond to this in a quite positive way. Managers have 

devoted more into the promoting of CSR and they understand the relevance of having 

multiple stakeholders. (McWilliams & Siegel 2001) A corporate social responsibility 

focused company is one that has a self-imposed drive to do better and that voluntarily 

contributes to social and environmental issues, and who by doing this expects the 

customers to support it. A company can truly reach the best possible outcome, when 

there are customers that demand for this kind of action. (Vitell 2015) 

 

Hur, Kim and Woo (2014) present a study in their article that was conducted in South 

Korea, with samples from 867 consumers, with results that indicates that “CSR has a 

direct positive effect on corporate brand credibility and corporate reputation”. (Hur, Kim 

& Woo 2014, p. 75) As stakeholders increasingly demand organizations to participate 

in sustainability activities and acknowledge the importance of CSR, organizations have 

invested considerably in these practices. Here, CSR is considered to constitute of 

activities that an organization voluntarily takes part in with the purpose of strengthening 

their corporate brand image and reputation. Making these investments in corporate 

responsibility and sustainability activities, has led to an increased assessment of 

corporate brands instead of only product brands. From a consumer perspective, the 

contributions also build trust, loyalty, and brand equity, and while looking from a 

corporate brand strategy perspective, the investments pay off through increased 

performance. (Cowan & Guzman 2018) 
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2.2. Marketing communication 

Next, marketing communications from a sustainable aspect are presented below by 

first covering ground about sustainable marketing following by corporate social 

responsibility communication. This chapter addresses the importance that 

communication has between the different stakeholders and the company.  

 

Marketing communication includes all the communication elements which purpose are 

to create an interaction between the company and its various stakeholders that has a 

positive impact on the company's marketing performance (Vuokko 2003, 16). 

Marketing communication is a defined process targeted towards the consumer and 

stakeholders to communicate information and perceptions about services and 

products. An old conception might be that marketing communication of a company is 

fully designed; however, this is no longer the case as various digital platforms have 

provided the opportunity towards a more interactive marketing communication 

between the company, its stakeholders, and consumers. (Lahtinen & Isoviita 2001, 

Salmenkivi & Nyman 2007) Marketing communications are based on the company’s 

marketing design planning, which in turn is based on the company’s strategy, such as 

its business plan, vision, and values. These visions and values are important to 

disclose in the communication. Companies often set their own targets regarding 

marketing communication, but it is crucial that these targets are mapped out 

throughout the journey to be ascertained if targets are reached or exceeded. (Vuokko 

2003) 

 

 Sustainable marketing 

Building relations with consumers and other stakeholders based on their values, has a 

substantial meaning in the modern marketing world (Seretny & Seretny 2012). The 

concept of sustainable marketing acknowledges that companies who carefully takes 

into consideration and effectively fulfills their customers’ wants and needs, will thrive if 

they do it more efficiently than their competitors. Sustainable marketing, according to 

Kotler and Armstrong (2016, p. 627), “calls for socially and environmentally responsible 

actions that meet the present needs of consumers and businesses while also 

preserving or enhancing the ability of future generations to meet their needs”. There is 

a high importance for marketers to not only focus on achieving current customer 
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satisfactions but to take into consideration the impact on future generations. In order 

for marketing actions to work smoothly as well as socially and environmentally 

responsible, consumers, companies, public policy makers and others need to come 

together. (Kotler & Armstrong 2016) 

 

Companies can increase the value perceived by their customers through the creation 

of social and environmental value, and by marketing these values to the right 

segments. Sustainability marketing, much like modern marketing, has its focus on 

customer needs and wants, yet it concentrates on delivering the sustainable solutions 

adequately to the desired target group. The company’s sustainability strategy 

determines the market segmentation and the company’s target groups as well as how 

they want to position the products in the eyes of the customers. Belz and Schmidt-

Riediger (2010) recognizes three consumer groups, pictured in Figure 2, that are 

segmented by a psychographic variable: their socio-ecological consciousness. The 

first are the socioecological actives, which is a group with innovator customers that 

lead the way of development. They see sustainable product attributes as essential 

when making purchasing decisions and react to advertising of these attributes. (Vitell 

2015) For the second group, the socioecological approachables, quality is what 

matters most in a product, and only after that, value adding attributes are considered. 

They might absorb sustainability information communicated to them, but it is not the 

most prominent factor. The socioecological passives are unwilling to compromise from 

price or performance, and they do not see any added value in sustainable features and 

can therefore not be reached through sustainable marketing implementations. (Belz & 

Schmidt-Riediger 2010) 

 

 

Figure 2. The three consumer groups recognized by Belz & Schmidt-Riediger (2010) 
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Goods can be distinguished between search and experience goods when looking at 

past advertising literature (Nelson 1970). Attributes of search goods can be established 

before purchasing through research, while attributes of experience goods, for example, 

food products, cannot be known before consuming them yourself. Therefore, it is 

essential that 1) advertising experience goods provide supplementary information 

about the products and 2) advertising ties the product to a brand. As not all 

responsibility and sustainability related attributes are visible at first sight, for example 

in the company’s products, it is important for companies to advertise their work around 

the subject. This helps to instill valued characteristics to those individuals’ minds that 

appreciate them so that for instance when they are making their purchase decisions, 

they recall the advertised work and choose the product(s) with these mentioned 

attributes. (McWilliams & Siegel 2001) 

 

Considering these issues from a consumer-oriented perspective, intangible attributes, 

for instance reputation for quality and reliability, which are seen important particularly 

for food products, can be affected through sustainable and responsible activities of a 

company. Companies that want to create this added value to their products, often 

differentiate their products with CSR attributes. These companies usually also invest 

highly in research and development to produce CSR-related product and process 

innovations that can create the added value which is desired. Consumers, who value 

these specific attributes, often see these companies that engage in and support CSR 

activities in a more reliable light and with products of higher quality. (McWilliams & 

Siegel 2001) 

 

 CSR communications 

Companies have in an increasing manner started to report their corporate social 

responsibility and sustainability activities. Du, Bhattacharya and Sen (2010) mention 

channels, such as CSR reports and corporate websites, through which companies can 

communicate their value adding activities to their stakeholders and to the consumers 

(Du, Bhattacharya and Sen 2010). The communication can be seen as one-way 

communication when the company is only interested in informing its stakeholders 

about its causes, however, if the company involves its stakeholders in the discussion, 

they are able to make it a two-way communication. In a two-way communication the 
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company has the possibility to hear from its stakeholders and gain a better 

understanding around the circling issues, and hence implement solutions to address 

them. Honest and open communication is also considered extremely important. 

Required information as well as information that affect the stakeholders should be 

visible, easily accessible, and distinct. Companies should increase the transparency of 

their operations and performance in their communication as this can lead to more 

positive outcomes such as greater trust and respect towards the company. (Idowu, 

Capaldi & Gupta 2013) In addition to the company controlling all the communicated 

information, the consumers can also play a big role. Information can, addedly, travel 

through media coverage, social platforms, and word-of-mouth. This has, in a way, 

required companies to communicate their CSR and sustainability activities even closer 

to the customer interface. Companies have therefore started to communicate their 

CSR and sustainability activities through advertisements in newspapers and with the 

help of commercials. (Du, Bhattacharya and Sen 2010)  

 

2.3. Consumer behavior 

Following above presented communication theory, this sub-chapter digs deeper into 

consumer behavior, and the aspects that affect purchasing decisions. Following that, 

the attitudes towards CSR and sustainability as well as changes in consumer 

expectations are also reviewed through previous research. 

 

Consumer behavior is a widely comprehensible concept that can be said to be “the 

study of the processes involved when individuals or groups select, purchase, use, or 

dispose of products, services, ideas, or experiences to satisfy needs and desires” 

(Solomon 2017, p.28). Consumers are now-a-days highly sensitive to information as it 

floods in from everywhere around them. They also act and engage in large social 

networks and are exposed to media in different forms, which means that their behavior 

is highly influenced by social and cultural factors circling around them. And as 

information in different forms are always available, it might be difficult to separate 

relevant information from false, which can in some cases distort one’s outlook on the 

subject. (Wänke 2009) 
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 Influencing in the point of purchase 

As our world is undergoing immense changes, and these changes are affecting the 

values and motives of consumers as well as their purchasing decisions. Which are the 

factors that are actually affecting our daily purchasing decisions? And can these 

decisions be influenced through company communication? A consumer is someone 

who has a need or a will and is looking for a product or service to satisfy those needs. 

Even so, the consumer is not always just one individual as it might for example be a 

parent shopping for their child, therefore, the company must take this into account 

when thinking of the purchase and consumption process of their products. (Noel 2009, 

12)  

 

As food products are for the most part sold in retail stores where the consumers final 

purchase decisions are made, therefore point of purchase information, communication 

and claims on packages are an effective way to influence the consumer at the 

customer interface. (Mueller Loose & Remaud 2013) The package of a product has 

three core functions, which according to Prendergast & Pritt (1996) are to protect the 

good inside, for marketing and to attract the consumer, and lastly to increase the 

convenience of the goods for both the retailer and the consumer. The package also 

provides a great place for the company to promote key points about them or their 

products, which is highly important considering that the package is one of the most 

vital factors for the consumer’s purchase decision in store. (Prendergast & Pritt 1996) 

The visual communication on the packaging acts as the interface between the 

company behind the product and the consumer who is going to buy the product. The 

design of the packaging and the visual communication helps to determine the success 

of the product. (Wang & Chou 2010) 

 

 Attitudes towards CSR and sustainability 

Consumers interest in sustainability ranges widely. The Sustainable Brand Index™ 

study of 2019 recognizes four different consumer groups in Finland, the Egos, the 

Moderates, the Smart and Dedicated ones, that are presented below in Figure 3. 

According to the study, 21% of people do not care about sustainability at all, while at 

the same time, only 7% are considered to be well-informed about the topic. According 

to the study, around three quarters of the Finnish consumers say that sustainability 



 

 

 14 

impacts their buying decisions, and more than a third of the consumers say that they 

are willing to pay a little more for a sustainable alternative. (Sustainable Brand Index™ 

2019c) 

 

Figure 3. The four behavior groups identified by the Sustainable Brand Index™ study 

 

The willingness to choose and buy products for a higher price due to CSR related 

characteristics depends on how much the consumers themselves value corporate 

social responsibility and how much they know about them. If advertising of CSR has 

not reached the consumer, they might end up choosing the cheaper product, and this, 

in addition to raising awareness, is why advertising is playing a significant part when 

communicating CSR related characteristics. (McWilliams & Siegel 2001) 

 

Alanärä & Seppälä (Foodwest 2019) conducted a mixed method consumer study on 

sustainability in grocery products with 1001 respondents from Finland in the 

quantitative part of the study. In the quantitative part of the study, consumers were 

asked in which way would they like to receive more information about sustainability in 

grocery products, and the study showed that 73% of the respondents wished to receive 

more information about sustainability through packaging of the products, 47% from the 

store, and 46% through certifications and labels. 31% of the respondents wished to 

receive information about the sustainability of the products both through the media and 

through the producers’ websites, while only 9% of the respondents did not feel like they 

needed to receive more information about the sustainability aspects. (Foodwest 2019) 

 

The study also showed that for most of the respondents, the taste, price, and 

healthiness of the food products are the most important selection criterion when 

choosing what to buy, and only after that, consumers interest arises for the 
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sustainability aspects of the product. Sustainability was the most important criteria 

when buying food products for only a fraction of the respondents in the study. The 

study also asked the respondents how much one thinks of sustainability when 

shopping, and out of all the respondents, 40% answered that they occasionally think 

about sustainability while shopping and that it occasionally plays a role in making 

purchasing decision. 30% of the respondents answered that they think about 

sustainability fairly much and that sustainability plays a role in the purchasing of some 

food products, while 8% answered that sustainability is highly important for them and 

that it affects most of their choices while shopping. (Foodwest 2019) 

 

2.4. Brands 

The last sub-chapter in this theoretical part of the research takes a quick look at the 

history of brands and how the definition has changed throughout time. It discusses the 

brands, and the meaning and value of them in today’s society and defines what could 

possibly make a strong brand. 

 

Brands were first affiliated with marking livestock ages ago, to recognize to whose 

stock each cattle belong to. Later, during the industrial revolution, brands were adopted 

to use to describe manufacturers’ ownership of their products and to distinguish a 

product from other supply in a recognizable way. Today, brands are constantly present 

and discussed about, and they are often linked to the identity, image, and reputation 

of an organization. (Puusa, Reijonen, Juuti & Laukkanen 2014; Lindroos, Nyman & 

Lindroos 2005) 

 

The definition of the term brand has developed through time and there is a slight 

variation in the subtlety of the definitions proposed. According to Kotler, Armstrong, 

Saunders, and Wong (2001, p.469) a brand is considered a “name, term, sign, symbol, 

design or a combination of these, that identifies the maker or seller of the product or 

service”, but it can also be understood as much more than solely the name and the 

symbols (Kotler et al. 2001). Keller (2006, p. 31) defines a brand as “…more than a 

product, because it can have dimensions that differentiate it in some way from other 

products designed to satisfy the same need”, whereas the AMA Dictionary of Business 

and Management describes the brand in all its simplicity as a “trade name of a product 
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that is promoted as a handle by which consumer loyalties are created” (Kurian 2013, 

p. 36). David Haigh, CEO of Brand Finance, highlights the three primary functions of 

brands to be navigation, reassurance, and engagement. Brands are there to help the 

customer choose from a broad range of products, it signals quality, and brands want 

and encourage customers to identify with their stories and be part of their brand. 

(Haigh, in Wheeler 2009) 

 

The brand is based in the customers mind, and the brand is affected by all the activity 

outcomes that an organization does or does not (Ahto et al. 2016). Everything an 

organization does, should somehow be tied to the core of the brand and the brand 

values (Bedbury & Fenichell 2002). The brand term is close with the definitions of brand 

image and brand reputation, and it is firmly connected to customer experience. A good 

customer experience crafts the brand, and we as consumers are often happy to return 

or rebuy something that we have a good experience with. (Ahto et al. 2016) When 

looking at brand reputation, it is considered to describe a brand’s overall appeal and 

value delivery extent for its stakeholders. It comprehends a brand’s “past actions and 

future prospects”. (Cowan & Guzman 2020, p.684) The brand reputation is something 

that crafts in the minds of the stakeholders over time, after interacting with the brand. 

Different stakeholders can consider the brand differently, or from different points-of-

views, which therefore can lead to a brand having multiple reputations at once. (Abratt 

& Kleyn 2012) 

 

The corporate brand can be the same as a company’s product brands, but this is not 

always the case and companies can have several product brands that are managed 

on their own. The corporate brand, however, stands for both the company and for its 

products, which consumer purchase, and has therefore great power. (Aaker 2004) 

Consequently, if the corporate brand is strong, has rich roots, and existing customers 

trusts it, it can help in introducing new product innovations or product brands to the 

market with welcoming responses from consumers. Value drivers to underline for 

corporate brands are defined as innovation, quality, and customer concern, as the 

values and what is important, are the very essence of a company. (Aaker 2004) 

 



 

 

 17 

Aaker (1991, p.7) defines brand equity as “a set of assets linked to a brand’s name 

and symbol that adds to the value provided by a product or service to a firm and/or that 

firm’s customers”, and he lists the managed asset categories as brand name 

awareness, brand loyalty, perceived quality, and brand associations, which all create 

value to the firm in different ways. (Aaker 1996) Brands are said to live in the 

consumer’s mind, and they are often associated with feelings or perceptions about 

certain products. Brand equity, also referred to as brand value, is led by consumers as 

they are the ones deciding which brands have more equity than others based on their 

preferences and criteria while making their purchasing decisions. (Kotler 2005) If a 

brand is considered very powerful, in other words, it is able to capture the consumers’ 

attention through preferences and loyalty, it has high brand equity. Therefore, 

acknowledging consumer understanding is the corner stone of building brand equity. 

(Kotler 2005; Keller 2009; Hoeffler & Keller 2003) 

 

 Strong brands 

Interbrands (2019) list ten factors that can be recognized when contemplating the 

strength of a brand. Four of them are internal: clarity, commitment, governance, and 

responsiveness. There needs to be a clear vision of what the brand stands for and a 

commitment to support that brand through strategies implemented by the governance. 

The brand cannot be stuck in time, rather it needs to answer to the demand and evolve 

through time. The six external factors are authenticity, relevance, differentiation, 

consistency, presence, and engagement. The customers set high expectations and 

brands need to have the capability to answer to these expectations with fit, suitable, 

and distinguishable offerings. (Interbrands 2019) 

 

Li, Li, Chiu & Peng (2019) refer to strong brands as brands that have developed 

positive desirable attribute associations into the consumers’ minds in relation with their 

market position and compared to their competitors. Strong brands can be seen to be 

instinctively favored by the consumers, and such elements as brand associations and 

brand visual designs can be seen as the drivers of this strength together with high 

brand equity, high financial outcomes, and effectiveness of marketing. (Li et al. 2019) 

To remain as strong, brands needs to interactively communicate with the customers 

and get them to engage and be a part of their brand as well as continuously making 
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sure to create positive experiences between the customer and the brand, and through 

successfully performing these, there is a high chance of the brand becoming stronger. 

(Interbrands 2019) 

 

3 METHODOLOGY 

 

Chapter three demonstrates the research process starting with presenting the used 

methodology. Then, the interview frames of both sets of interviews and analysis are 

described before presenting a brief introduction to the situation of the dairy industry in 

Finland. The empirical findings from the methodology used are later discovered and 

discussed in chapter four.  

 

3.1. Research design 

This research is conducted as a qualitative research since sustainability and CSR 

communication, consumer behavior and branding in this context are hard to measure 

numerically. In all simplicity, qualitative data can be considered to be “data derived 

from spoken, written, typed or printed words and still or moving visual images that have 

not been quantified” (Saunders, Lewis & Thornhill 2019, p. 813). Qualitative research 

comprehends numerous traditions and approaches, and the qualitative data examined 

can have been generated dependent on the researcher, for instance, through 

interviews and observation, or regardless of the researcher, for example, through 

personal diaries, produced written, visual, or audio material. Qualitative research can 

also be focused on only a small number of cases, where the aim is to study these 

specific cases more thoroughly. (Eskola & Suoranta 1998) In a case-oriented research, 

the subject is studied in depth as a whole and this can conceivably be time consuming. 

The experience, the acts, the feelings, and opinions, and how the interviewees 

understand the matters are all taken into account. This is also why usually only a limited 

number of cases are included in a case-oriented research. (Schreier 2012) The most 

common data collection methods in qualitative research are queries, observations and 

interviews, and different methods can be combined concurrently depending on the 

researched phenomenon. (Tuomi & Sarajärvi 2018) 
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In this thesis, interviewing has been used as a primary data collection method. 

Interviews are often conducted as semi structured interviews, where the interviewer 

has made an interview frame in advance. The interviewer has, however, still left some 

room for additional and more specific questions about a certain important and or 

interesting issue, which can be included in the interview as it is floating forward. 

(Denzin & Lincoln 2018) Qualitative content analysis is used as a way to interpret the 

interviews. It is about how the interviewer apprehends, what he or she has heard, seen, 

and felt, and what gives meaning in the context of the interviews. Afterward it is about 

constructing and describing an overall meaning about it. What plays an important role 

in qualitative research is that it is situational and reflexive, a lot can depend on where 

and how the interview is conducted, and how comfortable the interviewee is with the 

interviewer. (Schreier 2012) Besides of the interviews, secondary sources of data such 

as the company websites, sustainability reports, social media accounts and product 

packaging have been analyzed to look for good examples of companies’ sustainability 

communication to show to the interviewed consumers. 

 

3.2. Interview frame and analysis 

Two dairy companies, Valio and Arla, were chosen for more detailed investigation in 

this thesis since the dairy industry has during the past decade received a lot of critique 

from animal welfare and climate activists because of how cows are treated and 

because of the large carbon and methane emissions that the dairy industry is 

responsible for. The interviews with the companies were targeted to the two major dairy 

players in the Finnish market to gain a better understanding of their practices and 

thoughts, and consumers were later interviewed on their perceptions about the 

companies and their sustainability activities. 

 

To collect data for this thesis, in the first set of interviews, separate interviews were 

conducted with representatives from both studied dairy companies. The interviews 

were conducted via phone due to the busy schedule of one of the interviewees and the 

location of the office of the second interviewee. The second set of interviews, which 

were targeted towards the consumers, were conducted in person or over a video call. 

The method of using a phone conversation for the interview with the representatives 

from the companies might have an impact on interpretations of the interviews as the 
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interviewees and myself may not have been as natural and open to discussion as we 

could have been if the interviews were conducted in a face-to-face situation. Finnish 

was used as the language in the interviews so that the interviewees could better 

explain their thoughts around the studied subjects. 

 

The interviews with the company representatives were conducted during the fall of 

2019, while the interviews with the consumers were conducted during the fall of 2020. 

All of the interviews were recorded with the permission of the interviewees, which made 

the interviewing process faster as the answers did not have to be written down after 

each part. The interviews were then later after the interviews transcribed, and answers 

were separated under each interview question to make analyzing the answers easier 

and more efficient. This also made similarities and differences simpler to recognize 

and analyze for the thesis. 

 

 Interviews with the company representatives 

The representatives that were interviewed from each of the two companies have 

working experience in branding and marketing, and they are both involved in the 

building and communication of the sustainability activities of their companies. The 

interviews remain anonymous as the names of the interviewees were not to be shared. 

The first person interviewed, later referred to as interviewee 1, works at Valio, and the 

interview lasted for 26 minutes. The second person interviewed, later referred to as 

interviewee 2, works at Arla. The second interview lasted for 21 minutes. The same 

questions were asked from both interviewee 1 and 2. Semi-structured nature of 

interviews allowed asking additional questions to clarify the points, ask for examples 

and elaborate more on some interesting lines of discussion. For example, “Has similar 

acts as in Finland been made in other countries where the company has its 

operations?” and the other questions was if the interviewee thinks that people in bigger 

cities are more interested in sustainability of companies, than people that live in the 

countryside. The interview questions can be found both in Finnish and English at the 

end of this report as Appendix 1 and Appendix 2.  

 

Some sort of rapport is usually created through face-to-face situations outside the 

actual interview, small talk, or conversation over coffee, where the interviewee and 
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interviewer have the possibility to create a nice atmosphere, which could lead to more 

in-depth answers (Farooq & Villiers 2017). After exchanging some emails about the 

topics and themes of the study, the interviews were conducted via phone, which in 

some cases might have a negative impact on the research results as the personal 

contact between the interviewer and the interviewee might be missing (Vogl 2013).  

 

 Interviews with the consumers 

Individual interviews were made with nine consumers to better understand the impact 

that responsibility and sustainability activities have on their perceptions of the brand. 

Out of the 9 consumers interviewed, 2 were males and 7 females. The interviews were 

conducted during the fall of 2020 and lasted between 36 and 50 minutes. The 

interviewees will later be referred to as C1, C2, C3, C4, C5, C6, C7, C8, and C9 in the 

empirical section where the interviews are interpreted. The details of the interviews 

and consumers can be found in Table 1. 

 

Table 1. Consumer interview details 

 

 

The interview itself consisted of three separate sections. In the first section, questions 

about the consumers’ behavior, attitudes and values were asked to find out what the 

consumer is like, if he or she already is trying to behave responsibly, and what he or 

she is willing to do to be more responsible considering food consumption. In the second 

section, the consumers were asked if the company brands in question are familiar to 

them, what kind of perceptions they have with the brands, if they know of their 

sustainability activities, and where they might have stumbled upon the communication 
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of them. Between the second and the third set, two separate pages with screenshots 

and pictures of different communication of each company’s CSR and sustainability 

activities were presented to the consumer to study (see Appendix 5), and for them to 

have a look at what the company is doing in terms of sustainable development, and 

then in the third set of questions, the consumers were asked how they feel about each 

of the companies’ activities, and if this information changes their perception on the 

brands. The interview questions can be found both in Finnish and English at the end 

of this report as Appendix 3 and Appendix 4. 

 

3.3. Empirical context of the study 

Finland can be said to be a country of milk. Milk production is the most important single 

livelihood in the rural areas and maintains at the same time the subsistence and vitality 

of the areas. Finns also consume the most milk in the world per head of population. In 

Finland, approximately 2,3 billion liters of milk is produced yearly. However, the 

industry is undergoing a structural change. Ten years ago, there were a little more than 

11 000 dairy farms in Finland, and now, by the end of 2018, the count has dropped to 

only 6250 farms. The number of farms has had a dramatic decrease in the past 

decades while the amount of milk produced has remained almost the same, which 

means that the sizes of the farms and the number of cows on one farm has grown. 

Typically, all new cattle barns are made to be free stall cattle barns, where the cows 

have the possibility to move freely and more often even go outside. This is considered 

an important matter regarding animal welfare. (LUKE 2018, LUKE 2019). 

 

In order to develop sustainability in the dairy industry, farms have the possibility to 

commit to specific goals with targets to improve animal welfare, reduce methane and 

carbon emissions, nurture the soil and control water consumption. Consumers show 

an increased interest and concern about animal welfare and the impact which food 

production has on the environment and society in developed countries and these 

developments and increasing consumer demand for food products to be more 

sustainable are seen as vital factors in the industry. (Costanigro, Deselnicu & 

Mcfadden 2016) 
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Finland is considered to be one of the 10 most sustainable countries in the world 

placing number 6 in Europe (Thiessen 2020; EPI 2020), and in addition, have some of 

the most sustainability-conscious consumers with almost 80 percent replying that 

practicing a sustainable lifestyle is important (Sitra 2019), hence how companies’ 

communications are able to address their consumers’ concerns locally might serve a 

trend-setting example and have implications for the global dairy as an industry in 

overall. 

 

Thus, studying how the two largest dairy companies in Finland try to navigate the 

increasing sustainability-related pressures and keeping their brand value high, 

represent a suitable empirical setting of a natural laboratory where phenomenon under 

study is made observable. For example, Valio and Arla are different as they represent 

domestic and foreign brands, so we may propose that the local brand would be in a 

more advantageous position in terms of communications as they are native and share 

same values as the interviewed consumers, hence also their communication would 

then supposedly be better reaching the consumer. 

 

4 EMPIRICAL FINDINGS 

 

In this chapter, first, the case companies’ brands and sustainability activities are 

evaluated through information gathered from the interviews with the two company 

representatives, and then consumer attitudes and behavior, as well as the perceptions 

that they have of the brands are analyzed through the latter interviews with the nine 

consumers. 

 

4.1. Company-perspective findings 

There were a few essential things that emerged in the interviews, most importantly 

understanding sustainability and responsibility as more than just matters around the 

environment and the climate, in other words, also paying attention to the nutrition and 

health benefits of the companies’ products. Another thing that the interviewees were 

unanimous about was the importance that communication has. How to and where to 

present the complex matters of sustainability and responsibility, and all the activities 
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that the companies are performing so that they are more simple and easier for the 

consumer to find and comprehend. 

 

 Brand images and values of case companies 

The case companies’ interviewees both highlight that their main aim is for the 

consumers to consider their products healthy and good. When asked about brand 

images and values of the case companies, interviewee 1 underlines that they at Valio 

want to communicate trustworthiness, naturalness and purity with their brand and 

products for the consumer. In addition, interviewee 1 mentions promoting well-being, 

having the ability of being innovative as well as easily approachable as the company’s 

values. 

 

Interviewee 2, from Arla, indicates that their focus has in an increasing manner shifted 

towards making sure that their products are as natural as possible. Interviewee 2 

mentions that the company has lately gone through their recipes and weeded out 

everything unnecessary and redundant, in order to make the ingredient list of the 

products as simple as possible, while still making sure that the quality of the products 

do not suffer. Interviewee 2 also mentions that their goal is to produce good products, 

with a sustainable and transparent background.  

 

 Sustainability and CSR in operations and marketing 

Through carbon farming training for farmers, the company is making sure that 

procedures are understood and that activities are being implemented to achieve the 

company’s goal of becoming carbon neutral in the years to come. There are quite a 

few aspects from which sustainability and responsibility in operations can be viewed, 

and it does not only mean reducing the carbon emission, taking care of animal welfare, 

and improving sustainable packaging, but it is also about good research and 

development, and creating healthy and natural products that improves the well-being 

of kids, adults, and the elderly. Interviewee 1 lists cooperative basis, animal welfare, 

sustainable milk production and circular economy, transparent procurement, and 

innovation for health and well-being as five essential areas that the company’s focus 

is on. 
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Interviewee 2 currently sees three important focus areas in their operations in order to 

be more sustainable. The first issue that the company is focusing on is developing and 

improving their way of packaging, and the packaging materials through all product 

categories to contain less plastic and to be more environmentally friendly. In the 

beginning of 2019, the company presented their new packaging for small yoghurt 

cartons. And as the first company in Finland, they brought into use these new cartons 

that can fully be recycled as cardboard. At the same time, all the plastic coatings used 

in the cardboard cartons was changed to 100 percent renewable materials. Interviewee 

2 explains that they constantly want to provide consumers with new, more 

environmentally friendly possibilities. The second issue that the company is focusing 

on is reducing food waste. The company is contemplating how they can reduce food 

waste with both the consumer and in their production. This is a truly difficult challenge 

to address with the consumer because it is hard to measure the amount that goes to 

waste in that end. The third focus, mentioned by interviewee 2, is to find solutions on 

how to be more sustainable on the farms. This matter contains many different 

dimensions, such as lowering carbon emissions, taking care of both the animals and 

persons working with them.  

 

In addition, to reach its goals to be seen as sustainable and transparent, Arla has taken 

action in improving the milk chain transparency by developing an application through 

which you can see the path of your milk, from the farm to the plant, and from there to 

the shelf in the store. Thus, this is still only in use for organic milk from a particular 

farm, it is something tangible that the consumer can easily understand, and in fact, it 

has been developed to answer consumers’ emerging expectations, as they have an 

increasing number of expectations for food production to be sustainable and 

transparent. (Arla, Maitoa Tikan Tilalta, n.d.) Interviewee 2 considers the company’s 

operations in the Finnish market to be a forerunner from the company’s other markets, 

as they are here often taking action already beforehand. Even the new cardboard 

yoghurt cartons were first introduced in the Finnish market before the other markets. 

 

 The communication of practices 

New developed ways of operating, advanced practices implemented on the farms with 

less emissions, new ways of utilizing manure, maintaining the diversity of the pastures, 
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innovative sustainable packaging, and better information about recycling. Both studied 

companies can be seen through media and their own websites that they are 

continuously trying to improve their ways of acting and by trying to make a change in 

the industry that they operate in step by step. They are constantly coming up with and 

introducing new more sustainable and responsible practices. Interviewee 1 points out 

that the company is aware of and familiar with the environmental and climate effects 

which the industry has and addresses that they are actively trying to find ways to 

reduce them, and they want to be part of finding solutions for global challenges through 

their innovations. 

 

Interviewee 1 mentions that their company has been awarded for its clean milk, its 

development of environmentally friendly packaging and animal welfare, and chosen as 

the most sustainable brand in Finland for several years in a row by the Sustainable 

Brand Index™. The Sustainable Brand Index™ yearly examines companies’ brands’ 

sustainability insights, and the recognition of sustainable activities they get among 

stakeholders and consumers. (Sustainable Brand Index™ 2019b) This can be 

considered a sign that sustainability activities have in fact strengthened the company’s 

brand tremendously. 

 

Interviewee 2 says that their company has received a lot of praise around their new 

developed packages and explains that the easier it is for the consumer to comprehend 

the sustainability and responsibility acts made by the company, the more they can 

relate to it and actually make it part of their lives. Renewing packaging to be more 

environmentally friendly is easy to understand, it is something concrete that the 

consumer can see in the store while making their purchasing decisions. The new 

packages have also got a lot of positive feedback not only from the consumers but also 

from the retail stores where the products are sold. Interviewee 2 mentions that even 

though they are receiving a lot of good feedback for their activities, they are still seeking 

ways in how to improve their operations even further throughout all their product 

categories. Then interviewee 2 also adds, that all in all, these actions, and the 

communication of them, have certainly had a huge impact on strengthening their 

brand. 
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 Consumer habits and expectations relative to sustainability 

When asking about consumer habits and consumer expectations towards the 

company’s products, Interviewee 2 states that consumers are now-a-days more aware 

than ever before, they require more sustainable and responsible produced products. 

However, consumers appreciate different things in varying degrees and have their own 

criteria around the subject; for some consumers it means more if the product is organic, 

some pay more attention to the packaging while some contemplate what kind of 

background the company has. Interviewee 2 also brings up the fact that there is a lot 

of people in Finland who do not think about these issues at all, and whose buying 

decisions cannot be affected through communication of sustainability and 

responsibility. Sustainability in products and the image of the company is therefore of 

great importance to the consumer today, and it will only be emphasized in the years to 

come, Interviewee 2 remarks. 

 

When considering the company’s offering from a consumer perspective, Interviewee 1 

says that their company is constantly listening to the consumer and following the 

consumers’ consumption habits, as well as trends and possible changes in them 

through time. Interviewee 1 mentions, that new product lines have been developed in 

order to answer to emerging consumer trends, such as the risen interest in plant-based 

products and finding substitutes for meat products with protein. A great change can be 

seen in consumer behavior in the past years, the climate, and the environment as 

aspects, which are clearly leading the way. Interviewee 1 says that this is why 

sustainability and responsibility have been chosen as the leading edge for their carbon 

neutral milk program. The program includes a range of different operations, such as 

reducing emissions in manufacturing plants and logistics, utilization of manure, and 

increase of carbon sinks at the farms. This is also the reason behind educating the 

company’s farmers to become carbon farmers that are aware and knowledgeable of 

the issues, interviewee 1 explains. 

 

 Changes considered from a brand building perspective 

When asked about how to meet the changing expectations of the consumers from a 

brand building perspective, interviewee 1 explained it in a following way: 
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“The brand must live with time; it needs to be considerate and sensitively listen 

to the consumer and the customer at all times. It’s important to develop the 

product offering, and the brand should always be able to redeem its promises.” 

 

Interviewee 1 also highlights the company’s strong product development department, 

and the company’s ability to create interesting products that appeal to existing and new 

customers. Interviewee 1 also mentions their future activities of getting rid of black 

plastic in packaging and being carbon neutral. Today, consumers can easily follow and 

critically consider what companies are actually doing, what are the procedures, and 

whether the company is actually delivering on its promises. Interviewee 2 emphasizes 

the importance of actions and does not believe in someone who just does the talking. 

Interviewee 2 states that: 

 

 “For example, if we are talking about being more sustainable in packages, then 

yes, it is important for us that we are doing the things that we did in the beginning 

of this year [2019]. We could immediately say that we have 40 million better milk 

and yogurt cartons, and that we have given up fossil plastic coatings, which is 

equivalent to 700,000 plastic buckets. These are things that are very important, 

actions are taken and not just talked about.” 

 

When asked the interviewees about what could be done better, how these changed 

habits and expectations could be met from a brand building perspective, both 

Interviewees 1 and 2 pointed out the importance of communication. There are so much 

that the companies are doing in the aspect of sustainability, but they do not know how 

to sufficiently communicate about them with the consumer. Interviewee 1 cogitates of 

ways of how difficult topics in the dairy industry, such as carbon neutral milk chains, 

carbon sinks, emission reductions and calculation of the carbon footprint, could be 

discussed and communicated so that they would and could be clearer and simpler for 

everyone and especially the skeptical consumer to understand. Corporate social 

responsibility reports often end up as lengthy all-encompassing books with formal and 

hard to understand language. Interviewee 1 therefore suggests that reporting of 

sustainability activities should be popularized so that more are encouraged to read and 

learn from them. Interviewee 2 also has similar opinions and adds that: 
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“I think communication is really important. That it is directed in right places and 

at the right time, it really plays a big difference.” 

 

Often this information can be seen communicated at the bottom of a subpage or found 

only if spending hours of searching for them, but this needs to change and information 

should be more easily available for both consumers and stakeholders, as well as for 

anyone who has the interest to learn and understand, Interviewee 2 notes. 

 

 Challenges in dairy and food brands in the future 

There is constant discussion of challenges facing the dairy industry. A lot of the 

challenges has to do with the climate and the environmental impact of the dairy farms. 

Interviewee 1 would like to see nutrition considered alongside the climate, as it now 

seems to be neglected and there is a fear that, for example, children and the elderly 

will not have enough of right nutrition in the future. Also, a lot of attention is paid to 

carbon footprints, which are still calculated somewhat differently by different 

companies. Sustainability should be looked at as an entity and companies should try 

to act in ways that support a sustainable future and try and not only compensate their 

bad habits in other fields of operations, Interviewee 1 adds. Interviewee 2 sees the 

challenges as follows: 

 

”The biggest challenge is that when performing these operations, it’s not free, it 

costs. So, if we do significant changes, improve our packaging, or come up with 

new procedures on the dairy farms, it often requires big investments for things 

to get better – we have to think about whether the consumer is willing to pay for 

the improved product or feature in the end product.” 

 

The tight market prices and the constant reductions in prices by retail stores obliges 

companies to look at the investments from a consumer point of view. Interviewee 2 

also adds that they have to understand the consumer better, know what appeals to 

them and how they can get them to buy their ‘story’ as well as their products. 
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4.2. Consumer-perspective findings 

In the second set of interviews, consumer views on sustainability attributes in food 

products, as well as consumption behavior were discussed, and the perceptions they 

currently had on both companies’ brands. After showing the interviewed consumers 

some examples of what all is done in terms of responsibility and sustainability at the 

companies, they were asked if this changed or influenced their perceptions of the 

brands. What emerged from the interviews with the consumers was that there is some 

knowledge of what the companies are doing in regards of being responsible and 

sustainable, however, there is also a lot that the consumer does not see or know, and 

many were surprised with how diverse the activities which both companies are 

performing are, and it seemed to change their perceptions in a positive way. 

 

 General behavior and attitudes 

To begin with, the consumers were first asked about what the most important attributes 

of a food product are when they go to the grocery store, and the most attention was 

brought to the price, quality, and taste of the products, but many other attributes were 

also mentioned in their answers to the question like illustrated in the word cloud in 

Figure 4. The bigger the word is in the cloud, the more frequent it was mentioned during 

the interviews. 

 

Figure 4. Word cloud of the attributes that the consumer appreciates in food products 

 

When asked if sustainability and responsibility of the company and the product, which 

the consumer decides to purchase, has any effect on their purchasing decision, the 

answers varied from it not having an effect, not being the first considered factor when 

choosing, and to it being the most important factor. C1 does not consider it to be the 

first factor when making purchasing decisions, and C4, C5, and C7 say that it generally 
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do not affect their purchasing decisions. While C2, C3 and C9 mentions that it really 

affects their purchasing decisions, C8 describes it affecting her purchasing decision 

“[…] to some point, like if I have particularly heard something positive, I might favor 

their products, or if I heard something negative then I might like avoid products like 

that”. And C6 adds that it affects, but that she “still forget to actively think about it, and 

it also depends on the product. In some products it’s really clear that I always choose 

the ‘better’ option, while in others I might not have the knowledge to choose the better 

option”. 

 

In question 4, the consumers were asked if they pay attention to the communication of 

sustainability or responsibility on products in forms of package markings (Fair Trade, 

Organic), or of the recyclability of the product when making purchasing decisions. C1, 

C2, C6, C8 and C9 said that they do pay attention to these details already in the store, 

and that it can influence which products they choose, while C3, C4, and C5 only 

sometimes have the habit of doing this, and typically only if it is something that really 

stands out. C7 admits that he never really takes a closer look at the packaging in the 

store but buys products which are already familiar to him. In question 5, the consumers 

were asked if they would be willing to pay more for a more sustainable food product, 

and while C3, C6, C8, and C9 immediately said “yes”, C1 contemplated that it depends 

on how much more, and that she would be willing to pay on average 10-20% more 

when it comes to food products, but not more than that. C5 says that she does not 

have the possibility right now to pay more because she studies, and C7 says that he 

is willing to pay more for high quality, so if that is also more sustainable, then yes. C4 

comments on this as follows: 

 

“Not in Finnish products because I feel like we have it pretty good here and our 

practices of producing food are good, but if the product comes from abroad then 

I would be ready to pay a little more for a responsibly and sustainably produced 

product” 

 

In the interviews, we also discussed the amount of food waste, which is produced in 

each interviewees’ household, and as a surprise, a majority of the interviewed 

consumers said that they have lately started to pay more attention to food waste and 
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to decrease the amount.  C1 said that almost the only food waste they produce is rest 

pieces from fruit or vegetables, and C6 mentioned that she is trying to pay more and 

more attention to portion and packaging sizes so that she does not buy more than she 

can eat. C7, however, said that he produces some food waste and that the reason for 

it is typically that he spends many days in a row away from home. C8 mentions that 

the food waste they produce in their household is typically leftover meals, which neither 

she nor her boyfriend later finishes. Most of the consumers interviewed also responded 

that they recycle almost everything possible, however, limitations in the housing 

association’s recycling premise influenced what two of the interviewed consumers 

ended up recycling. For example, if there was no place to put recycled plastic, but one 

would have to drive further to recycle it, then they rather not recycle it. 

 

 The brand perceptions 

The following set of questions comprehended consumer perceptions of the brands, 

and whether the consumer was familiar with any of the companies’ sustainability and 

responsibility activities. The consumers were able to describe the Valio brand with far 

many more words and adjectives than Arla. Valio as a brand was mostly perceived as 

Finnish, traditional, innovative, and having good quality products, whereas the Arla 

brand was seen as the foreign, playful, tasty brand, which was seen as the second 

choice for some of the consumers. The words, which the consumers used are 

presented in the word clouds below. The bigger the word is, the more frequently it was 

mentioned among the consumers. 

 

 

Figure 5. Word cloud of the words and adjectives which the consumer used to describe 

the Valio brand 
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Figure 6. Word cloud of the words and adjectives which the consumer used to describe 

the Arla brand 

 

 Companies’ sustainability and responsibility practices 

When asked about the sustainability and responsibility activities of these companies, 

the consumers responded as follows: 

 

Table 2. Consumer answers about the familiarity of the brands’ activities 
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When further asked if the consumers have stumbled upon the companies’ 

communication of these things and where, many were able to recall having seen 

Valio’s sustainability communication on different new packaging, and social media 

platforms, such as Instagram and LinkedIn, but many also remember seeing them 

communicate about responsibility and sustainability activities on TV and some outdoor 

advertisements such as on bus stops in Helsinki Metropolitan area. However, not many 

of the interviewed consumers could recall seeing Arla’s sustainability being 

communicated to the consumer elsewhere than on the package, for example the Keso 

package and the new cardboard yogurt packages. 

 

 Perceptions after showing communication about the activities 

Before the third section in the interviews, the interviewed consumers were shown 

materials of the communication of some of the activities which the companies are doing 

in regard to achieving their sustainability goals. The consumers were able to study the 

material (Appendix 5) as long as they wished before continuing with the interview 

questions. The excerpts were from the companies’ websites, their social media pages, 

and sustainability reports. 

 

After studying the materials, the consumers were asked about the brand images that 

this kind of communication evoked in them, and whether it changed the perceptions 

which they had about the companies. Almost all interviewed consumers said, in their 

own way, that this type of communication awoke positive thoughts about the brands. 

The responses of some of the interviewed consumers can be seen in the Table 3 

below. Many of the consumers seemed surprised by how much the companies are 

actually doing throughout the whole chain and their operations. Many of the 

interviewed consumers also disclose that this kind of marketing communication has an 

impact on how they perceive the brands. C4 also remarks that both companies are 

trying to drive the industry forward concerning the environmental issues and animal 

welfare. And as not many of the consumers had that many previous perceptions of 

Arla, this seemed to strengthen the company’s brand image in many ways. C6 

highlights that after mostly having been choosing Valio products in the past, this type 

of communication makes her reconsider her choices in the future and explore Arla 

products some more as well. 
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Table 3. Consumer answers to interview question about changed perceptions  

  

 

C3 says that seeing this communication will have an impact on her buying behavior 

and that she will equally consider both brands in the future when making her 

purchasing decisions. C2 discloses an important issue in her answer when discussing 

the impact which this type of communication has on the brands, an issue which already 

arose in the interviews with the company representatives.  

 

“I do not follow these brands on any social media, so it is hard for them to reach 

me personally with their communication. Maybe if I would follow them, or if they 

would target their marketing communication more towards my age group or 

people like me the messages would have been clearer. And I think they should 

put focus in targeting their activities better to my age group, to people under 30, 

because we are the future users of their products.” (C2) 

 

As an additional question, C1, C2, C5, C6, C7, and C8 were asked that if there was a 

mention on the package addressing food waste and to encourage the consumer to 

smell and taste the product before throwing it away past due date, would they, do it? 
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Everyone but C7 said that they already do this or that it would encourage them to do 

so in the future. C6 even said that: 

 

“Yes, I feel like if someone who produces the product or works for the brand, if 

they tell you can do something, then it’s like more reliable to do so. If they said 

I could, then I can. And if it is addressed on the packaging then I think it would 

encourage to consider the product myself, if it’s still good or if it’s bad.” (C6) 

 

With C4, the recyclability communication on the package was discussed more 

thoroughly and he had the feeling that this would really play a big role if it always was 

clearly stated on the side of the package how to recycle it. He said that this would give 

the consumer straight instructions on how to recycle, which would make it easy to 

understand and act upon. C4 also highlighted that this kind of marketing 

communication could reach people who have not earlier thought about recycling too 

much, and maybe make them take a step towards better habits. 

 

At the end, the consumers were asked if now when they knew more about the brands, 

will this affect their buying behavior or purchasing decisions in the future, and C1, C2, 

C4, C6, C8 said that it will as they feel more informed now. C7 adds that he will most 

likely notice more of these things now and in the future. 

 

4.3. Analyzing the gap between company and consumer perspectives 

 

Both companies are aiming to become carbon neutral through innovations and 

developments in processes in the years to come. As mentioned in the interviews with 

company representatives, there are carbon farming training programs for farmers to 

improve their expertise about sustainability, in terms of utilizing manure, maintaining 

the diversity of the pastures and assure animal well-being. For a sustainable milk 

production to happen, it needs to be ensured that knowledge reaches the very 

beginning of the production cycle and that activities are being implemented in a right 

manner. In addition, both companies highlight the importance of transparency in their 

operations, and Arla has even launched transparent online tracking for consumers for 

their organic milks. The naturalness, quality and healthiness of products is also an 
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important brand promise of both companies. The packaging, which is something more 

concrete to the consumer, is continuously under revision in forms of utilizing renewable 

packaging materials, reducing the use of plastic, and to make recycling easier for the 

consumer with different text prints on the packages. 

 

When the interviewed consumers were asked about the companies’ responsibility and 

sustainability activities and to recall any, activities such as decrease of emissions, 

improvements in packaging, and wellbeing of cows emerged most often. However, 

some of the interviewed consumers were also able to remember and bring up things, 

such as, transparency of operations, treatment of employees, companies using grass 

mixtures that fit the Finnish climate, and carbon sequestration on farms. This indicates 

that there still are many activities with profound dimensions that the consumers don’t 

know about. This might be due to several reasons, the consumer might not have paid 

attention to or have interest in this kind of marketing communication nor have the need 

in further investigating the companies’ activities, or it could be due to companies not 

being able to reach the consumers in the right place at the right time with clear and 

memorable communication. 

 

After presenting the interviewed consumers with materials from the companies’ 

websites, reports and social media in regard of sustainable and responsible activities, 

Table 3 clearly shows that increasing awareness does in fact have a positive effect on 

the consumer perceptions and strengthens the position of the brands. Keeping this in 

mind, companies should try and get their messages through by focusing on bringing 

concrete actions more visible to the consumer for example on packaging and in news, 

places where they could stumble upon it during their day to day lives. 

 

5 DISCUSSION 

 

The insights from the interviews with the company representatives provided a lot of 

new information about the companies and how they have included responsibility and 

sustainability activities into their daily operations. Below, a table of the mentioned focus 

areas regarding these issues have been combined to form a clear illustration about the 

findings. In addition to the matters mentioned below in Table 4, both companies 
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brought up several additional issues which they have contributed to in terms of 

improving the impact they have on the climate, the nature, the society, and the 

environment, and these can also be seen in the excerpts from different media that were 

used in the interviews with the consumers. 

 

Table 4. Mentioned focus areas in the companies’ operations 

 

 

In the first interview with interviewee 1 issues as health, well-being and nutrition 

emerged in the conversation a few times, while with the interviewee 2 issues around 

packaging, recycling and food waste had here a bigger meaning. Health and nutrition 

are issues that are not seen to be talked about as much when looking at 

communication and past literature about sustainability, whereas packaging, recycling 

and food waste are constantly receiving more attention. Those are things that emerge 

close to the customer interface, and as interviewee 2 mentioned, are easy things for 

customers to understand and therefore make their own sustainable contribution by 

choosing a product with clear recycling instructions and then following them. These 

are also some of the attributes which the consumers identify in products when 

discussing the sustainability and responsibility of them. 

 

To better address food waste, the companies could do better in educating the 

customers about best before dates and their meaning, as many consumers are 

probably throwing away perfectly fine products without smelling and looking at them 

first to examine if they really have gone bad, or if they are only throwing them away 

because the date on the package implicates that it might or could be bad. The 

consumers that were asked about the encouraging message of this issue mostly 
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agreed with it which further stimulates the development that could be made in 

addressing the ridiculous amount of food waste. 

 

Communication can be seen to be an important tool to educate the consumer about 

the activities that the companies are performing and the consumers are clearly 

receiving at least some of the messages which the companies are trying to send since 

the feedback has for the most part been positive. However, one of the emerging 

concerns was where and how to present the complex matters of responsibility and 

sustainability to those who are seeking for it. This issue also arose in the interviews 

with the consumers, where some suggested more specifically targeted social media 

marketing or outdoor advertisement on bus stops for example. 

 

One thing which was surprising was that some of the consumer had so little knowledge 

and understanding of Arla as a brand, implying that they rarely choose their products 

or have not seen any of their marketing communication. These customers were also 

the ones that at the end of the interview said that they would gladly try more of their 

products in the future.  

 

In order to educate the consumer further about these matters, the information should 

be put in a more understandable form more easily available and perhaps use 

visualization that could be easier to comprehend, not facts hidden several clicks away 

on a subpage’s footer or in long and challenging to understand reports. These matters 

could be issued through various visual elements of representing the subject, and for 

example just one-click away from their front page. It seems like the companies are in 

fact much more sustainable than they communicate to be because some of the 

elements in the operations are so challenging to address. As many of the consumers 

were positively affected by the sustainability communication that they were presented 

with in the interview, paying extra attention to this could help in growing a stronger 

brand in the future.  

 

Reflecting to the four different consumer groups categorized by The Sustainable Brand 

IndexTM in chapter 2.3.2 and based on the answers of the consumers in the interviews, 

I would categorize C9 as a Dedicated consumer, being part of the 7% that are 
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considered well-informed about the topic of sustainability, and who have made 

extensive changes in their daily lives. C2 and C3 could be considered Smart 

consumers as they seem to have a lot of interest in sustainability and are curious to 

hear and learn more. Some of the choices are in fact made with sustainability in mind 

where they see it possible. C7 is the only consumer interviewed who can be considered 

an Ego, meaning that sustainability does not really play any role in his life or buying 

behavior. The rest, C1, C4, C5, C6, and C8 could be categorized as Moderate 

consumers as they have interest in sustainability but there might be some restrictions 

that prevent them from acting in a more sustainably way, such as being a student and 

not having enough money to pick a pricier product. 

 

The challenge here would be to not lose the Moderate consumers as the sustainability 

pressures on the dairy industry increases. This group of consumers, which can be 

considered the largest with 44% of consumers (Sustainable Brand Index™ 2019c), 

need to proactively be targeted by the companies. Further in-depth research on what 

could work best for these consumers in terms of communication and reach should be 

done.  

 

This research considered two different point-of-views when it comes to responsibility 

and sustainability, the communication of the activities, how the customers perceive 

them and how they affect the brand. To extend the study, a broader research with 

significantly more customers could be performed as a quantitative study, measuring 

the brand equity in the beginning and after, and more specifically drill into which 

attributes that matter and correlate with the possible strengthening of the brand. Do 

responsibility and sustainability activities performed by the companies really affect 

consumer purchasing decisions, and if yes, in what degree? Also, it would be quite 

interesting to see how much the communication on the packaging, at the customer 

interface, actually affects consumers’ buying behavior while making in-store 

purchases. This could be studied by observing customers in action, whether or not 

they look at the product more closely after a packaging renewal with visible 

sustainability communication. In addition, further quantitative research could be 

performed on how easily available the information about sustainability issues really is, 

how much work the consumer needs to do to find information about the addressed 
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issues in reports and on company websites, and if more visible sustainable elements 

on the home would strengthen the message of the brand. Yet, another interesting thing 

to research could be to examine communication through different platforms and to see 

which communication has the biggest effect on educating the consumer about these 

issues. 

 

6 CONCLUSIONS 

 

The aim of the study was to examine and increase the understanding of how corporate 

social responsibility and sustainability activities of companies, in the light of the 

communication of these activities to the consumer, affects the company brand. In this 

study, two companies from the same industry were taken into closer examination. In 

the first part, the themes were looked at from the companies own perspectives as the 

interviewees were employers of the companies. Answers to the main research 

question “How can corporate social responsibility and sustainable activities help in 

building a strong brand?” as well as the sub-questions “What are the corporate social 

responsibility and sustainability activities?” and “How are these activities 

communicated to the consumers?” were expressed here. The third sub-question, “How 

are these activities perceived by the consumer?”  was discussed in the second part in 

which the consumers were interviewed to add depth to the thesis from the other 

perspective.  

 

Both companies perform a wide range of different responsibility and sustainability 

activities in their various points of operations, from the dairy farms where focus is on 

educating farmers how to reduce emissions, maintain the pasture diversity and 

learning how to utilize the manure, to reducing food waste in production, and creating 

innovative packaging from new sustainable materials that are easy for the consumer 

to recycle. Valio has gained recognition from performing these activities by consumers, 

as they have perceived the company to be the most sustainable brand of Finland. This 

was also backed up in the interviews with the consumers as many recognized seeing 

Valio’s sustainability communication and knew some of the activities which they are 

doing to be more sustainable. Likewise, Arla’s interviewee says that they have received 

a lot of good feedback from consumers, especially when performing activities such as 
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enhancing packaging, which is a highly visible factor for in-store purchases. In the 

consumer interviews, there were some uncertainties among the consumers when 

trying to remember if they had seen any sustainability communication of Arla and many 

could not mention other things than the package. 

 

To answer the main research question, how these activities can help in building a 

strong brand, it can be concluded that communication of the activities to the consumer 

in the right way, in the right place and at the right time plays a big role. Also, it is 

important that the communication is in line with the activities which the company is 

performing. It seems that the companies might even ‘undercommunicate’ how 

responsible and sustainable they, in fact, are, when things like carbon sinks, manure 

utilization, and reductions of emissions are issues that are hard to easily explain to the 

consumer. The consumers also addressed the issue of understanding that they are 

hard to reach and were not even sure themselves how they could better be available 

to pick up on these messages. Targeted social media advertisement, outdoor and 

printed media advertisement were suggested as ideas to follow up on. 

 

One of the key findings of the empirical findings was the role of the performed 

responsibility and sustainability activities and the communication of them. The direction 

presented in previous literature of first implementing corporate social responsibility and 

sustainability activities and then communicating about them to the consumers was not 

always the case. The studied companies could be seen to first communicate about 

actions that they were going to take, for example, Valio’s effort to get rid of black plastic 

in packaging and Arla’s better milk and yogurt cartons, and both companies target to 

become carbon neutral in the upcoming years. Also, the role of consumer perception 

seem to have a bigger role in this research than anticipated. This resulted in the whole 

logic of the framework being changed by adding consumer perceptions in the middle 

of it and blue arrows giving a more nuanced approach of communicating sustainability 

activities for brand building. The revised framework is presented in Figure 7.  
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Figure 7. Revised theoretical framework of thesis 

 

It is impossible to reach all consumer groups as per the original framework cycle 

(where 1  2  3  4  1 or 1  2  4  1 in black arrows), and even the most 

sustainable brands have immense work to undertake to bridge the communication 

gaps between themselves and the consumer. Besides the implemented sustainability 

programs, companies should proactively respond to intensifying pressures and pay 

more attention to the created perceptions for the consumers in regard to the 

sustainability aspect, as well as ensure more targeted communication to reach specific 

groups of consumers, which in this case would be the biggest consumer group, the 

Moderate consumers. 

 

Future actions are communicated before they are implemented to keep the consumer 

in the loop of the companies’ upcoming activities, and at the same time, these 

companies then have an obligation to fulfill the communicated activities to retain their 

image and credibility. If these future actions communicated to the consumer fails to be 

accounted for when the time comes, it could certainly lead to mistrust and dispute of 

the company. 

 

As many of the interviewed consumers were in fact affected in a positive way by the 

sustainability and responsibility communication of the companies and did not have that 

deep of an understanding of all the activities in the various operation processes that 

the companies perform, it would be critical to the companies to explore alternative ways 



 

 

 44 

to reach the potential consumers in order to communicate the wanted messages and 

possibly strengthen the brand at the same time. 

 

Brands, marketing communications and consumer behavior have previously been 

studied in a great extent, the effects that CSR and sustainability communication have 

on brands, however, have only recently in the past decades found its way into the 

studies as the concepts gains more and more attention and as it is something that 

companies just cannot ignore anymore or do nothing about but is something in which 

they actually have to contribute to and fight to prevent future environmental, social and 

economic issues. 

 

To gain an even better understanding of the concept of CSR and sustainability in brand 

building, more companies across different industries in Finland could be examined and 

cross-compared to each other. It would also be interesting to get a deeper view on 

consumer attitudes regarding the topic in other industries, and thus, further similar but 

more profound research could also be conducted from a consumer-oriented 

perspective. 
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APPENDIX 

Appendix 1: Interview questions in Finnish 

 

1. Aluksi, mikä on roolisi yrityksen toiminnassa ja, mitkä ovat vastuualueesi? 

 

2. Miten yrityksenne on huomioinut vastuullisuusnäkökulman toiminnassaan ja 

markkinoinnissaan? 

 

a. Onko samanlaisia tekoja tehty myös muissa maissa, jossa yritys toimii? 

(Lisäkysymys haastateltava 2:lle) 

 

3. Minkälaisia mielikuvia ja arvoja haluatte viestiä brändillänne kuluttajille? 

a. Voisitko tarkentaa, miten esimerkiksi vastuullisuus heijastuu 

brändiviestinnässä? 

 

4. Onko vastuullisuusviestintä vahvistanut brändiänne? Jos kyllä, niin miten? 

 

5. Mitä mieltä olet kuluttajien tottumuksista ja vastuullisuutta koskevista 

odotuksista yrityksenne tarjontaan nähden? 

a. Oletko huomannut ajan myötä muutosta, jos kyllä, niin osaisitko kuvailla 

tätä muutosta? 

b. Näettekö, että vastuullisuuden merkitys kuluttajien keskuudessa olisi 

suurempi pääkaupunkiseudulla ja isommissa kaupungeissa? 

(Lisäkysymys haastateltava 2:lle) 

 

6. Miten näihin muuttuneisiin odotuksiin pitäisi vastata brändin kehittämisen 

näkökulmasta? 

a. Millä tavoin yrityksenne yrittää pysyä mukana näissä muutoksissa? 

b. Onko mitään muuta, jonka voisi tehdä paremmin? 

 

7. Minkälaisia haasteita näet elintarvikebrändeissä tulevaisuudessa 

vastuullisuuteen liittyen?  
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Appendix 2: Interview questions in English 

 

1. To start with, could you tell me what is your role in the company and what are 

your responsibilities? 

 

2. How has your company taken the sustainability perspective into account in its 

operations and marketing? 

a. Has same kind of acts been made in other countries, where the company 

is operating? (An additional question for interviewee 2) 

 

3. What are the brand images and values that you want to communicate with your 

customers? 

a. Could you clarify how sustainability is reflected in your branding? 

 

4. Have sustainability communications strengthened your brand? If so, how? 

 

5. What do you think about consumer habits and expectations relative to 

sustainability in the context of your company offerings? 

a. Did you notice any change over time and if so, could you describe this 

change? 

b. Do you think that sustainability has more meaning for consumers in the 

capital area and bigger cities? (An additional question for interviewee 2) 

 

6. How should these changes be addressed from a brand building perspective? 

a. What are the ways your company is trying to keep up with these 

changes? 

b. Is there anything else you could do better? 

 

7. What kind of challenges do you see affecting dairy brands in the future in terms 

of sustainability? 
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Appendix 3: Interview questions for consumers in Finnish 

 

Osa 1: 

 

1. Ikä ja sukupuoli? 

2. Mitkä ominaisuudet ovat sinulle tärkeimpiä tekijöitä ostaessasi 

elintarvikkeita? Mihin ominaisuuksiin kiinnität eniten huomiota? Mainitse 

muutama tärkein.  

3. Vaikuttaako yrityksen ja tuotteen vastuullisuus/kestävyys yleisesti 

ostopäätöksiisi kuluttajana? 

4. Mitä vastuullisia ja kestäviä ominaisuuksia ajattelet, kun kyse on 

elintarvikkeista? 

5. Kiinnitätkö huomiota ostopäätöstä tehdessäsi muun muassa 

vastuullisuusviesteihin tuotteessa, erilaisiin pakkausmerkintöihin (esim. 

Fairtrade), tai pakkausmateriaalien kierrätettävyyteen? Suositko tuotteita, 

joissa seuraavia tekijöitä on huomioitu? 

6. Olisitko/Oletko valmis maksamaan enemmän vastuullisesti valmistetusta 

elintarvikkeesta? Miksi, miksi et? 

7. Syntyykö taloudessanne paljon ruokahävikkiä? 

8. Lajitteletko roskat omassa kotitaloudessasi? Mitkä asiat lajittelet? 

 

 

Osa 2: 

 

9. Ovatko Valion ja/tai Arlan elintarvikkeet sinulle tuttuja? 

10. Miten kuvailisit Valion brändiä muutamilla sanoilla? Minkälaisia mielikuvia 

sinulla on tällä hetkellä kyseisestä brändistä? 

11. Miten kuvailisit Arlan brändiä muutamilla sanoilla? Minkälaisia mielikuvia 

sinulla on tällä hetkellä kyseisestä brändistä? 

12. Ovatko yritysten vastuullisuustoimet sinulle tuttuja? Minkälaisia 

vastuullisuustoimintoja sinulle tulee yrityksistä mieleen? 

a. Oletko törmännyt Valion vastuullisuusviestintään? Jos kyllä, niin missä 

ja minkälaiseen? 
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b. Oletko törmännyt Arlan vastuullisuusviestintään? Jos kyllä, niin missä ja 

minkälaiseen? 

 

 

Osa 3: 

Ennen seuraaviin haastattelukysymyksiin siirtymistä, kuluttajille näytetään yritysten 

kestävää ja vastuullista markkinointiviestintää, jotta heillä olisi parempi ymmärrys siitä, 

minkälaisiin erilaisiin toimiin yritykset ovat ryhtyneet. 

 

13. Minkälaisia mielikuvia yritysten markkinointiviestintä herättää sinussa? 

Muuttiko tämä markkinointiviestintä käsitystäsi yrityksistä? 

14. Onko tällaisilla markkinointiviesteillä vaikutusta siihen minkälaisena koet 

kyseiset brändit? 

 

Lisäkysymykset muutamalle kuluttajalle: 

 

15. Missä yritysten tulisi viestiä tämänkaltaisista asioista, jotta he voisivat 

tavoittaa kuluttajat paremmin? 

16. Uskotko, että tuotepakkaus, jossa on maininta ruokahävikistä ja tietoa parasta 

ennen päivämääristä, saisi sinut haistamaan ja maistamaan tuotteita, enne 

kuin heität ne pois? 

17. Entä merkintä siitä, miten tuotepakkaus kierrätetään? (kysytty vain C4:ltä) 

18. Nyt kun tiedät yrityksistä enemmän, uskotko tämän vaikuttavan jatkossa 

sinun kulutuskäyttäytymiseen ja ostopäätöksiin? 
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Appendix 4: Interview questions for consumers in English 

 

Part 1: 

 

1. Your age and gender? 

2. Which attributes are the most important ones for you when purchasing food 

products (groceries)? Which are the features that you pay most attention to? 

Mention a couple important ones. 

3. Does the sustainability/responsibility of a company or a product affect your 

purchasing decisions as a consumer? 

4. What are the responsible and sustainable attributes that you think of when it 

comes to food products? 

5. Do you pay attention to the communication of sustainability or responsibility 

on products, for example different package markings (Fair Trade, Organic), 

or the recyclability of the product when making your purchasing decisions? 

Do you favor products where some of these things are mentioned? 

6. Would you be willing to pay more for a responsibly and sustainably produced 

food product? Why, or why not? 

7. Do you produce a lot of food waste in your household? 

8. Do you recycle your trash in your household? What do you recycle? 

 

 

Part 2: 

 

9. Are you familiar with Valio’s and Arla’s products? 

10. How would you describe Valio as a brand with a few words? What kind of 

image do you have of the brand right now? 

11. How would you describe Arla as a brand with a few words? What kind of 

image do you have of the brand right now? 

12. Are these companies’ responsibility and sustainability activities familiar to 

you? 

a. Have you stumbled upon Valio’s sustainability communication? If yes, 

where and what kind of communication? 
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b. Have you stumbled upon Arla’s sustainability communication? If yes, 

where and what kind of communication? 

 

 

Part 3: 

Before asking the following questions, I will show some communication of the 

sustainability and responsibility activities of each company to give a better 

understanding to the interviewees about what kind of activities the companies are 

performing. 

 

13. What kind of images does this kind of marketing communication evoke in 

you? Did this change the perception which you had of the companies? 

14. Do these kinds of marketing communications have an impact on how you 

perceive the brands in question? 

 

Additional questions to some of the consumers: 

 

15. Where should companies communicate about these to reach the 

consumers? 

16. Do you think products that are addressing food waste would encourage you 

to first smell and taste the products, and even eat it after the best before date 

has passed? 

17. How about if it was mentioned more clearly how to recycle the package, would 

it encourage you to recycle even better? (Only asked of C4) 

18. Now when you maybe know more about these brands and what they do, do 

you think this will have an effect on your buying behavior or your purchasing 

decisions in the future? 
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Appendix 5: Pictures showed in the second set of interviews 
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