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Consumers have developed an interest towards Ready Meals as is evident from the 

market’s current growth. Although such developments originate from societal and 

industrial changes, today Media Channels also play a big role in defining both customers’ 

and companies’ behaviour and practices. 

This research evaluates the impact of Ready Meal advertising and attitudinal factors on 

Finnish customers’ buying behaviour. The study’s conceptual framework illustrates a 

customer’s buying behaviour and advertising as a part of this process, based on prior 

frameworks and key concepts from research questions. This research was conducted 

through ten qualitative, semi-structured interviews with Finnish participants. Half of the 

interviewees were young adults aged 19-29 and the other half older people of ages 56-82. 

After the data was collected, it was analysed by searching for recurring themes among 

responses and compiling them into one table. 

The findings of this research indicated that people’s personal preferences and 

circumstances had major influence on consumption of Ready Meals. The convenience of 

Ready Meals was mentioned in all interviews and largely affected respondents’ 

perceptions and buying behaviour. In comparison, advertisements had less impact on 

Ready Meal consumption, especially among older respondents who reacted indifferently 

towards such material. Most interviewees could recall viewing such advertisements on the 

television, whereas very few mentioned seeing advertising in social media. Future studies 

should build upon this research and examine Ready Meal advertising in individual Media 

Channels. 
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Valmisruoat ovat herättäneet kiinnostusta kuluttajissa, mikä näkyy kyseisen markkinan 

tämänhetkisessä kasvussa. Vaikka tällaisten muutosten taustalla ovat yhteiskunnalliset ja 

teolliset kehitykset, tänä päivänä myös mediakanavat vaikuttavat merkittävästi sekä 

kuluttajien että yritysten toimintatapoihin. 

Tässä tutkimuksessa tarkastellaan valmisruokamainonnan ja asenteellisten tekijöiden 

vaikutusta suomalaisten asiakkaiden ostokäyttäytymiseen. Työn käsitteellinen viitekehys 

havainnollistaa asiakkaan ostokäyttäytymistä sekä mainontaa osana tämä prosessia, 

pohjaten aikaisempiin viitekehyksiin sekä tämän työn tutkimuskysymysten keskeisiin 

käsitteisiin. Työ toteutettiin kymmenen laadullisen ja puolistrukturoidun haastattelun 

kautta, ja koostui suomalaisista osallistujista. Haastatelluista puolet olivat 19–29-vuotiaita 

nuoria aikuisia, ja puolet vanhempaa ikäpolvea, iältään 56–82-vuotiaita. Tiedonkeruun 

jälkeen se analysoitiin etsimällä aineistosta toistuvia teemoja ja kokoamalla ne yhteen 

taulukkoon. 

Tämän tutkimuksen löydökset osoittivat ihmisten omien mieltymysten ja olosuhteiden 

vaikuttavan merkittävästi heidän valmisruokakulutukseensa. Valmisruokien helppous ja 

kätevyys nousi esiin jokaisessa haastattelussa, ja vaikutti merkittävästi vastaajien 

käsityksiin näistä tuotteista sekä ostokäyttäytymiseen. Mainoksilla oli verrannollisesti 

pienempi vaikutus valmisruokien kulutukseen, ja erityisesti vanhempien vastaajien 

joukossa mainontaan suhtauduttiin välinpitämättömästi. Suurin osa vastaajista muisteli 

nähneensä valmismainoksia televisiosta, kun taas hyvin harva mainitsi nähneensä 

mainoksia sosiaalisen mediassa. Pohjaten tähän tutkimukseen, valmisruokamainontaa 

pitäisi tutkia yksittäisten mediakanavoiden näkökulmasta. 
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1  Introduction 

Ready Meals have risen in popularity on a Global Scale. In 2023, factory-made Ready Meals 

and Soups accounted for over 7 % of the Global Food Market and was estimated to grow at 

an annual rate of 6,39 % from 2024 to 2029 (Statista 2024).  

 

The abundance of ready-made food items characterize a time of constant change and 

innovation, in which customers are at the forefront of demanding and defining firms’ 

purposes and practices. Bumbudsanpharoke and Ko (2022) associate the emergence of 

home-made replacements (HMRs) with a shift in consumers’ behaviours and preferences. 

This begs the question: why are people beginning to buy Ready Meals? 

 

 Understanding the drivers of Ready Meal consumption is increasingly important, because 

of the industry’s rapid growth in recent times. Vanhonacker, Pieniak et al. (2013) consider 

interest towards such foods to stem primarily from societal and demographic factors. As a 

key principle, they object to “busy lifestyles” as a cause for an increasing number of “young 

and busy singles” and “dual-income couples with no children” (Vanhonacker, Pieniak et al. 

2013, p. 509). While plausible, such assumptions fail to consider external factors, namely 

the effects of material wealth, which allows for capita to be spent in the first place. Moreover, 

broad categorizing dismisses personal values and characteristics, that affect decision 

making. 

 

An increase in Ready Meal consumption has also been recognized in Finland. In November 

of 2024, Finnish newspaper Helsingin Sanomat (HS) published three articles highlighting 

evident growth inside the Finnish Ready Meal Market (Niinivuo 2024, Kantola 2024, 

Saarinen 2024). Kantola (2024) and Saarinen (2024) both noted an upward trend in sales 

since the early 2020s. However, developments inside the Finnish Food Industry should not 

be mistaken as longstanding. Back in 2012, a quantitative survey-based study by Kahma, 
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Mäkelä et al. (2016, p. 495) revealed that amongst Nordic Customers, Finnish customers 

were especially reluctant towards frozen foods, neither did they stand out in consumption of 

ready-to-eat food (table 1). Because consumption of Ready Meals has increased in Finland, 

more research inside the country is necessary. 

 

Table 1. Use of frozen food, ready-to-eat food and mixes in Denmark, Finland, Norway and 

Sweden, per cent (Kahma et al., 2016, p. 495) 

 

 

1.1  Historical Background of Ready Meals 

Although the first instances of convenient cooking practices date back to the early 19th 

Century (Jackson, Everts 2018, p. 16), what is today characterized as a “Ready Meal” 

possesses a comparatively short history. This is apparent from Jackson and Everts’ (2018, p. 

17) findings, which consider its origins to lie in the mid-20th Century United States. 

According to them, frozen food was experimented upon in local airlines, following the 

release of the first “Tv Dinner”, a packaged meal in an aluminium tray containing beef and 

vegetables, which required solely heating in the oven to consume. (Jackson, Everts 2018, 

pp. 16–17) Changes in the cooking environment of common folk during the 20th Century 

facilitated the spreading of newly introduced ready meals. Mass-production of electric, 

home-use refrigerators already began in 1918 (History of Refrigeration 2024), whereas 

mobile microwave ovens entered the market in 1967 and quickly gained interest (Brown, 
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Chandler 2002, p. 83). Through these developments, The Ready Meal Market was able to 

grow not only in America but all across the world. 

 

Following industrial developments in the 20th Century, the Global Coronavirus Pandemic, 

beginning in 2020 was another significant time period for Ready Meals. The several years 

of uncertain circumstances have been associated with significant changes in dietary 

behaviour, as is noted in Daniels, Burrin et al.’s (2022) examination of academic literature. 

The paper notes both positive and negative changes in people’s eating preferences, however, 

further review will concentrate specifically on unhealthy food consumption. This is because 

Ready Meals, while exceptionally broad a category, are generally regarded as unhealthier 

options in comparison to fresh and self-made foods due to the kind of additives and 

preservatives included in them. 

 

During the pandemic, increased consumption of unhealthy foods was globally linked to 

mental health issues, as attested to by Cénat, Farahi et al. (2022). Ammar, Brach et al. (2020) 

added onto this by linking such dietary changes with isolation from physical or social 

interaction. Such issues have undoubtedly also affected the Finnish population. According 

to Statistics Finland (Tilastokeskus 2021), 65,4 percent of Finnish women reported having 

interacted less with friends and family due to Covid-19, with the corresponding number for 

men being 59,1 percent. Not only that, but loneliness was also felt by 37,6 percent of women 

and 25,9 percent of men. 

 

Such statistics are feasible to link with increased interest towards convenient food products. 

Covid-19 as a driver of Ready Meal consumption is mentioned in Kantola’s (2024) article 

from HS, which also notes ready-made foods to be integrating into an increasing number of 

Finnish households’ breakfasts, suppers and snacks. While an increased demand for such 

items has been proven evident, reasoning for the developments on an individual level is 

largely unknown. To tackle such issues, a customer perspective is necessary to study. 
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1.2  Key Concepts 

Ready Meals: This research paper utilizes Verlegh & Candel’s (1999) definition of Ready 

Meals as food products, that have been altered to simplify the preparation process for a 

buyer. Additionally, it includes items that require no further preparation after being 

purchased. With that in mind, Ready Meals are here limited to foods, that are available in 

Finnish convenience stores, such as frozen pizzas, ready-made salads and ready-to-heat 

hamburgers. This is because of the wide range of definitions, that exist for this product 

category. 

 

Media Channel: In this research, Media Channels refers to platforms, through which 

content is displayed. This includes both online and offline channels, such as the television, 

radio, newspapers, and social media. 

 

Buying Behaviour: This research defines Buying Behaviour as a customer’s tendencies and 

actions that affect purchasing in a market. 

1.3  Prior Literature 

Links between advertising and purchasing are relevant to study today. The evolution of 

marketing strategies has not only expanded advertisements into the online sphere, but also 

enabled for purchasing without being in physical contact with the item itself. Kumar, 

Bezawada et al. (2016) associate strong Social Media presence with sales growth and 

increased customer profitability, suggesting that firms should utilize more media channels 

to build long-lasting relationships with consumers. These findings are consistent with 

research evaluating advertising through Social Media Channels, such as Facebook (Duffett 

2015), Instagram (Djafarova, Bowes 2021) and TikTok (Garti, Develi 2022). On the other 

hand, effectiveness of traditional media channels, such as the television is still a point of 

contention. While Alemán Carreón, Nonaka et al. (2019) do not associate tv-commercials 

with significant changes in purchasing, this may relate to lacklustre integration between 

marketing channels, as Srinivasan, Rutz et al. (2016) suggests. 
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While Ready Meals have seldomly been studied in relation to advertising, motives that lead 

towards a purchase decision have been studied. These motivators are vital to understand, as 

they shape firms’ marketing strategies. Although typical selling points, such as convenience 

and sensory appeal generally attract customers (Chaudhury 2010; Olsen, Menichelli et al. 

2012; Aviles, Naef et al. 2020), many studies indicate factors outside the product itself to 

also affect consumption. Examples of such factors include a customer’s mood (Chaudhury 

2010; Chaffee, Ross 2023), cooking skills (van der Horst, Brunner et al. 2011; Watanabe, 

Nieto et al. 2024) and perception of the food item (Aviles, Naef et al. 2020; Zhang, Gao et 

al. 2024). These studies suggest discrepancies to exist between customers’ motives to 

purchase Ready Meals. Thus, further examination from a customer perspective is necessary. 

1.4  Objectives and Research Questions 

Little research on Ready Meals has been conducted regarding buying behaviour (Olsen, 

Sijtsema et al. 2010) and commercial-induced consumption (Giese, König et al. 2015). 

Moreover, the boom in the popularity of Ready Meals inside Finland requires further 

investigation. For these reasons, this research focuses its attention on how advertising affects 

Ready Meal consumption inside Finnish food stores. In this study, the subject is approached 

from a customer’s perspective, enabling for comparison between different age groups and 

sexes. Considering such viewpoints is crucial, due to the influential role of a modern 

customer in shaping company’s practices. Furthermore, Kurtmollaiev, Lervik-Olsen et al. 

(2022) point out positive outcomes in firms’ perceived innovativeness and competitive 

strength when centralizing operations around customer needs. 

 

This thesis consists of one main question and three sub-questions, that allow for deeper 

analysis of the topic.  
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Main question: 

What Impact does Ready Meal Advertising Have on Different Aged Customers' Purchase 

Decision? 

 

The main question of this research will discuss the effects of advertising through various 

media channels on a customer’s buying behaviour. To assist in gathering meaningful data, 

behavioural aspects of both young and old adults, as well as differences between the sexes 

will be considered. 

 

Sub-questions: 

Q1: What kind of pre-existing ideas do customers of different ages have about ready meals? 

 

The first sub-question will focus on general assumptions that people have regarding ready 

meals. In addition, this question will help find out, how much these perceptions on ready 

meals affect willingness to purchase such product, especially among people of different ages. 

 

Q2: Through what media channels do customers of different ages receive advertising of 

ready meals? 

 

The second sub-question in this work assesses the media channels that are used for marketing 

material. A significant question to consider is, whether certain demographics receive more 

advertisements of Ready Meals than others. 

 

Q3: What circumstances surrounding customers of different ages affect the decision to 

purchase ready meals? 
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The last sub-question will concentrate on the surrounding circumstances that decide whether 

a customer purchases a ready meal or not. Circumstances are here divided into two distinct 

realms: such that occur before entering the food store and others that affect behaviour 

specifically inside the food store. In this sense, it differs from prior sub-questions and takes 

into consideration not only the “pre-purchase stage” but also the environment in which the 

purchase decision is finalized. 

1.5  Structure of this Paper 

Following the introductory section, this thesis will continue by presenting the theory and 

conceptual framework. After that, the methodology of this research will be discussed and 

justified. In the end, findings of the study will be presented and discussed in further detail, 

assessing the theoretical and managerial implications of this research. In the end, limitations 

and future research directions will be mentioned. 
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2  Conceptual Framework 

This section introduces the Conceptual Framework of this study. It bases the Framework on 

prior theories and utilizes key concepts. 

  

Figure 1 Conceptual Framework of Buying Behaviour Utilizing Insights from Lavidge and Steiner (1961) and 

Kotler and Keller (2016) 

2.1  Advertising as a Core Concept 

The core purpose of advertising involves spreading awareness of a product’s existence in 

order to gain new customers. Essentially, they serve as response mechanism for questions 

and concerns that potential customers ponder: 

What is the product? 

How much does the product cost? 

What benefits does the product provide? 

Why should I buy the product? 

However, advertising is equally relevant as a means of both retaining current customers and 

winning over customers from competing firms, as is alluded to by multiple studies (Shum 

2004; Maity, Gupta 2016; Amoako, Anabila et al. 2017; Lu, Wu et al. 2019). Thus, a 

comprehensive understanding of the market environment is necessary to develop and 

evaluate marketing strategies. 

 

Advertising is present in many shapes and forms. Lin (2024) introduces three formats, that 

describe and differentiate between types of advertising through media channels. Static 

Advertising refers to material that is available alongside desired media content. Examples of 
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this include banners on the internet and marketing images in magazines. In Sequential 

Advertising, on the other hand, either the desired content or marketing material is featured 

to a viewer. This includes radio announcements and commercials viewed on the television. 

Lastly, Interactive Advertising enables one to decide between viewing the advertisement 

alongside the original content or solely the advertisement. Typical examples of this are 

YouTube-advertisements that can be skipped. (Lin 2024) 

2.1.1  Hierarchy of Effects Model 

The “Hierarchy of Effects Model” developed by Lavidge and Steiner in 1961 describes 

advertising within six steps that move a customer towards purchasing. The first steps 

emphasize advertising as simply spreading awareness of a product’s existence, whereas later 

on advertising is portrayed as the funnel through which a specific brand’s item is selected. 

Consequently, type of promotion to show would depend on a customer’s distance from the 

product. (Lavidge, Steiner 1961) 

 

To indicate the purpose and effects of advertising, they are divided into three separate 

dimensions: cognitive, affective and conative. The cognitive dimension relates to the 

sentimental stage, in which advertising primarily functions as a source of information. 

Material that evokes such thoughts moves customers from being merely aware of a product’s 

existence into possessing knowledge of it. Examples of such material is jingles, slogans or 

announcements. (Lavidge, Steiner 1961) 

 

Next is the affective dimension, in which advertising is linked to emotional appeal as a tool 

of creating memories and attracting customers towards a specific category and brand. 

Examples of such content includes imagery and competitive advertising. (Lavidge, Steiner 

1961) 
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Lastly, in the conative dimension, advertisements serve to persuade customers to purchase 

and finalize the decision. This may consist of testimonials, convincing offers or even 

advertising inside the shop itself. (Lavidge, Steiner 1961) 

 

This model suggests that the ideal form of reaching customers involves specific kind of 

marketing material, which depends on a customer’s current perception and knowledge of the 

product. Thus, efficient implementation of the model requires proper knowledge of a 

customer’s buying behaviour. Although such data is now widely accessible and used for 

both personalization and targeting of digital content, a customer’s journey towards a product 

is also more complex and requires further inspection. 

 

In an ever-digitalizing marketing landscape, customers are exposed to a wide array of 

promotional content in various online channels. As a result, touchpoints between firms and 

customers vary significantly and affect both the motives and pace at which a purchase 

decision is completed. In this regard, Lavidge and Steiner’s (1961) model falls short; its 

generalized nature does not account for the dynamic behavioural components and needs that 

drive a modern consumer to consume. Wolny and Charoensuksai (2014) combat this issue 

by conceptualizing customers’ journeys into three distinct categories: “Impulsive journeys”, 

“Balanced journeys” and “Considered journeys”, which highlight an inconsistency 

between individuals’ purchasing tendencies and motivations. 

2.2  Consumer Buying Behaviour 

A consumer’s behaviour inside a market is deeply psychological and relates closely to 

purchasing. To build effective marketing strategies, marketers must understand these 

behavioural patterns, that are relevant to every single potential buyer. Kotler and Keller 

(2016) introduce four psychological processes, that help understand customer behaviour. 
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Motivation is the first psychological process. It arises, when basic human needs are 

intensified enough, creating both direction towards a specific goal and intensity towards the 

sought-after goal. (Kotler, Keller 2016, p. 187) 

 

The second psychological process, perception, activates once a motive has been produced. 

Perception causes subconscious behaviour, affecting the amount of information that people 

take in. In effect, this removes unwanted information that is not relevant to the person’s 

needs or does not raise interest. Additionally, received information is moulded to fit a 

person’s preconceptions, at which point repeated information is received in a specific 

manner, either positive or negative. Perceptions are the reason that people react in differing 

ways and are left with different understandings and feelings of something. (Kotler, Keller 

2016, pp. 189–190) 

 

In the third psychological process, human action accomplishes learning, which occurs both 

intentionally and unintentionally. Learning is theorized as a result of multiple inducing 

factors. While drives strongly encourage towards certain action, cues determine type of 

action that is taken as well as the place and time when the action is performed. Through these 

factors, both positive and negative experiences can be reinforced to expect the same results 

under similar conditions. Discrimination is the broader reality that incorporates differing 

outcomes from actions and expresses them accordingly. (Kotler, Keller 2016, pp. 191–192) 

 

The final psychological process is memory, which is divided into two distinct types. 

Information is stored into the short-term memory stores for a limited time span, while in the 

long-term memory, it can be stored more permanently. Naturally, firms attempt to leave 

positive memories into people’s minds to either gain or retain a customer. (Kotler, Keller 

2016, pp. 193) 
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2.2.1  The Five-Stage Buying Decision Model 

A commonly cited model for researching buying behaviour is the “Five Stage Buying 

Decision Model” presented by Kotler and Keller (2016, pp. 194–201). The model depicts 

five stages, through which customers typically move towards a product, beginning from a 

recognizing individual needs and ending at the actual purchase decision and post-purchase 

behaviour. 

 

Problem Recognition is the first stage and refers to the needs that customers may have. 

Marketers should learn to understand these needs and find ways in which they can be 

fulfilled. 

 

Next is the Information Search, which occurs after a need has been identified.  

Kotler and Keller (2016) divide the concept into four groups: personal, commercial, public 

and experimental. Personal sources include close relatives and friends, whereas commercial 

material consists of advertising through firms’ own channels and product details. The public 

sphere contains forums, such as social media channels through which information can be 

relayed forward. Lastly, experimental means relate to product testing and examining before 

purchasing. (Kotler and Keller 2016, p. 196) 

 

Thirdly is the evaluation of alternatives. Depending on the product category, different 

attributes are measured to determine whether a product is worth buying or not. The process 

of evaluation differs between product types. As an example, cheap non-durable products 

such as foods are more commonly purchased and require less thinking and consideration 

than expensive and durable products such as refrigerators. 

 

Finally, after evaluating alternatives that are available at the market, a customer ends at the 

actual purchase decision. However, the process does not end at the decision itself, because 
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through their experience, customers decide whether they wish to purchase the product again 

or not.  

2.2.2  Buying Behaviour of Ready Meals 

While impact of Ready Meal advertising on buying behaviour was not previously studied, 

food advertising in general was found to increase purchasing (Vukmirovic 2015). However, 

several key elements affecting purchasing of Ready Meals were mentioned, such as 

convenience, price (Chaudhury 2010; Sen, Antara et al. 2021) and moral attitude (Olsen, 

Sijtsema et al. 2010). Among older respondents, sensory attributes were valued (Chaffee and 

Ross 2023), although cross-cultural products were still considered lacking in these attributes 

(Thienhirun, Chung 2018). Research in general has attributed Ready Meals with 

unhealthiness (van der Horst, Brunner et al. 2011; Kanzler, Hartmann et al. 2014). 
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3  Research Methodology 

The upcoming section concentrates on the data collection methods of this paper. Firstly, the 

procedure through which data is gathered will be presented. Afterwards, the analysis process 

shall be explained in greater detail. 

3.1  Qualitative Research 

This study was carried out as a set of 10 qualitative interviews, which enabled for open 

discussion regarding a highly subjective topic. The choice of semi-structured interview 

enabled respondents to freely express their ideas within the central theme and was further 

validated by Hammarberg, Kirkman et al. (2016), who described such methodology as 

appropriate for seeking information from various viewpoints. 

3.2  Demographics and Interview Arrangement 

As table 2 displays, the data of this study was collected by conducting 10 qualitative, semi-

structured interviews with Finnish customers. To avoid any language barriers and allow for 

deep discussion, all interviews are held in Finnish and only later translated and analysed in 

English. For a representative sample, an equal number of men and women are selected. Each 

person was contacted in advance via either text messages or in person. Respondents were 

similarly divided into two age groups consisting of five young adults (ages 19-29) and five 

older people (ages 56-82). Interviewing of different age groups was arranged to figure out if 

age corresponded with a certain attitude and kind of experience regarding ready meal 

advertising. 
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Table 2. Participants’ Demographic Details and Interview Arrangement 

CODE NAME SEX AGE 
INTERVIEW 

LENGTH 

INTERVIEW 

MODE 

YM1 Man 22 7 min 44 s Offline 

YM2 Man 24 6 min 27 s Offline 

YM3 Man 23 6 min 29 s Offline 

YM4 Man 19 5 min 28 s Offline 

YW1 Woman 29 11 min 54 s Online 

OM1 Man 56 11 min 46 s Online 

OW1 Woman 77 9 min 16 s Online 

OW2 Woman 67 7 min 15 s Online 

OW3 Woman 69 9 min 52 s Offline 

OW4 Woman 82 10 min 25 s Offline 

Note. Y and O in codenames refer to the age group (Young, Old). Similarly, M and W refer to sex (Man, Woman). 

3.3  Interview Procedure 

To ease data collection during the procedure, interview questions were divided into two 

categories: “general” and “specific” (Appendix 2). Below, questions included in both 

categories shall be displayed and addressed. 

 

Each interview began with three broad, base level questions, that were classified as 

“general”: “What kind of thoughts do Ready Meals evoke in you?”, “How often do you eat 

Ready Meals, if at all?” and “What media channels do you use?” Clarifying questions were 

also posed to assist the respondent provide clear and concise answers. Questions regarding 

media usage were followed up by asking, how much time the interviewee spent in these 

channels and for what purposes.  

 

Interviews were started with simplistic, yet important questions to avoid scenarios where 

interviewees would becoming overwhelmed by an overload of information. Nonetheless, the 

questions retained relevance towards the research topic and functioned as a basis for further, 
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in-depth discussion. Gaining insights into people’s perceptions and consumption of ready 

meals helped understand, how one might respond to advertising of such items, enabling for 

generalization of results.  

 

After the surface-level information was gathered, interviews moved onto four questions 

categorized as “specific”: “Do you remember seeing any Ready Meal advertisements as of 

lately?”, “When you see advertising of ready meals from different channels as well as the 

actual products in shops, what comes to your mind?”, “Has a specific Ready Meal Company 

stayed in your mind?” and “When you go buy Ready Meals from food stores, what kind of 

external factors affect the purchase decision?” Follow-up questions were once again raised, 

now concerning the channels through which advertising was implemented as well as 

reasoning for one’s expressed thoughts. 

 

The advanced questions largely focused on what an individual could recall, and sentiments 

based on these memories. They were appropriately ordered to begin from broader questions 

and narrow down, to facilitate guide a respondent’s thought process. Recollections of 

advertisements were sensible to ask before stating personal opinions and attempting to 

remember brand names. In a sense, such questions served as tests to analyse, whether Ready 

Meal companies’ advertising campaigns were successful in reaching key demographics and 

leaving a positive impression of the product. 

 

Six of the ten interviews were conducted in person and four online. Each interview was 

recorded using Microsoft Teams, and its transcribing tool was also utilized. Lengthwise, 

interviews took from 5,5 minutes to 12 minutes to complete. All respondents were informed 

in advance and asked for their consent before starting any interviews. The anonymity of all 

the people was secured, as only one’s age and sex were reported. 
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3.4  Data Analysis 

After all interviews had been completed, answers from each respondent were compiled into 

an Excel-sheet for deeper analysis. Following the compilation of data, recurring themes were 

highlighted and written down. This is reported in table 3, which depicts and describes the 

main themes in further detail. 

 

 

 

Table 3. Recurring Themes from Interviews 

Themes Related Sub-Themes Practical examples 

 Time scarcity 
“There’s no time to prepare 

food” 

Convenience Travelling 
“When you’ve travelled for 

four hours and there’s still 

two hours left” 

 Extraordinary situations 
“Right now, my situation is 

out of the ordinary, because 

I’m moving” 
 Size “Does it fill the stomach” 

 Healthiness 
“there’s maybe too many 

additives, salt and sugar, and 

preservatives” 

 Taste “How does it taste” 

Product Attributes Suitable diets 
“Since I have these 

restrictions” 

 Novelty 
“I might sometimes try 

something new” 

 Simplicity of Preparation 
“So that it’s easier for him to 

just prepare them in the 

microwave or oven” 

 Country of Origin ” Where it’s been produced” 

 
 

Standard price 
“How much it costs” 

Price 

 

 

Bargain price 

“Maybe if there’s a discount 

of the soup that I consider 

good” 

 Media Channel 
“It was either Atria or 

Saarioinen’s advertisements 

on Instagram” 

 

Advertising 
Attitude 

“I’m not buying it” 

“I wonder if the Ready Meal 

is good, should I buy it” 

 Packaging 
“The relatively big packages, 

that have a transparent 

cover” 

 Frequency “Probably once a week” 

Buying behaviour Willingness to buy 
“You can’t fully avoid eating 

them” 

 Past memories 
“Usually, I associate the 

product with my prior 

experiences” 
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4  Findings 

This section highlights the key findings of the qualitative interviews. Relevant themes will 

be presented and expanded upon through quotes from interviews. 

4.1  Convenience 

The convenience provided by Ready Meal Products was the most commonly mentioned 

theme among respondents and appeared in all ten interviews. Discussion centred around the 

positive impact of convenience on customers’ lives. 

 

The easiness of preparing such foods was typically associated with prior experiences or 

hypothetical scenarios and included unpredictable situations. Causes for these situations 

varied; a 22-year-old man bought Ready Meals because of the limited dietary options during 

trips while a 77-year-old woman mentioned consuming more Ready Meals because of 

moving. Issues such as time constraints and inability to cook for oneself were effective at 

driving Ready Meal consumption among respondents of all ages, even extending to those 

who viewed the food items negatively. 

“If there’s no time to prepare food for myself, it’s convenient” -YM4 

“Probably that it’s a day when there’s no time to cook” -OW2 

While unexpected scenarios were necessary to win over sceptical consumers, respondents 

with positive attitudes towards Ready Meals were easier to convince. Convenience, in and 

of itself, contributed to frequent purchasing inside this category of consumers. This was 

apparent from how they described such products: 

“Convenient, quick, helpful for daily life” -OM1 

“A quick help for everyday life” -YW1 

“That’s a tasty meal in two minutes” -YM2 
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4.2  Product Attributes 

Product Attributes of Ready Meals were a significant theme that arose from interviews. 

Respondents mentioned both positive and negative attributes, that influenced purchasing.  

 

Product attributes were closely related to the perception of a product. Four of the respondents 

described Ready Meals as unhealthy, which corresponded to a negative view towards such 

products. However, this had mixed effects on actual purchasing. One of these respondents 

did not value healthiness as much as taste and price when deciding to purchase Ready Meals.  

“[What affects my consumption is] price and 

taste, and healthiness, sometimes” -YM4 

Such outcomes may occur because of perceiving all Ready-made meals as unhealthy and 

acknowledging the negative effects when deciding to purchase such an item. This is 

reasonable to assume, because other respondents who viewed Ready Meals as unhealthy 

only bought the products under exceptional circumstances: 

”When I’m in a hurry somewhere and have no time to prepare 

food, and can’t go to the University Restaurants because they are 

closed” [-] “then I go to get a pizza from the nearby shop” -YM1 

4.3  Price 

The price of Ready Meal Products was a recurring theme and largely affected purchasing 

tendencies, as it was mentioned in eight of the interviews. A product’s cost was often 

considered in relation to other product qualities or one’s financial situation. Two of the older 

respondents explicitly mentioned an item’s price quality ratio, while others attached aspects 

such as taste and personal preferences when evaluating its price. Among both young and old 

age groups, a few respondents raised concerns regarding spending power: 
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 “For example, students might not have enough money 

to buy the best, most expensive [options]” -YW1 

“Price is very important for me, as I have a tight budget” -OW1 

Younger respondents generally spoke of pricing in a general sense, using words such as 

“cheap” and “expensive” to describe their thoughts. In contrast, older people were drawn 

by offers and discount coupons that they perceived as attractive, especially when the product 

was already familiar to them: 

“At this age the product is already familiar, what matters to 

my age group is whether you have a good offer or not” -OM1 

“[talking about factors that affect purchasing] Or a 

discount, if there’s the soup that I consider good” -OW2 

“If there’s a discount period and some Ready Meal that 

I like is on discount, then I’ll definitely buy it” -OW4 

4.4  Advertising of Ready Meals 

Advertising of Ready Meals was the central theme of this research. As the topic was 

discussed from a respondent’s perspective, much of the discussion concentrated on how 

marketing material was received. Effects that advertising had on product perception were 

also addressed. 

 

Although most respondents could only vaguely recall seeing Ready Meal advertisements, 

attitudes towards such material varied. Women were more considerate of the advertised 

products, as their primary concerns related to product details and personal restrictions. On 

the other hand, men’s reactions were more intuitive by nature: 

“I wonder, is that Ready Meal good, is it worth buying” 

[--] “some Ready Meals are not as good as others” -YW1 

“Of the advertisements, I feel like, ‘Ok, I’m not buying it’” -YM1 
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Few respondents had clear memories of Ready Meal advertisements, which may stem from 

negative attitudes towards advertising in general. Especially respondents from older age 

groups expressed disinterest towards such material: 

“I don’t really pay attention to [advertisements], 

so they might not in my mind” -OW1 

“I look at advertisements so little” -OW2 

“I barely ever look at [advertisements]” -OW3 

 

Advertising in and of itself was rarely associated with intentions to purchase products, even 

among respondents who regularly consumed Ready Meals. Although this group generally 

reacted more positively towards advertisements, many of them implied that the advertised 

product was already known in advance. Especially younger respondents were attracted by 

unfamiliar products. 

“[When seeing an unfamiliar product] ‘Hey, 

I’ve seen that one in the advertisement’” -YM2 

“If there is a new product that I see, then I might try it 

out of curiosity, but this does not happen often” -YM4 

4.5  Buying Behaviour 

Buying behaviour was another relevant theme of this research. Discussion on the topic 

related to frequency of purchasing, willingness to purchase and factors, that affected 

purchasing. 

 

Even though few indicated purchasing of Ready Meals as habitual, every single respondent 

stated occasionally buying them. Nine of the respondents gave rough estimates as to how 

often they consumed Ready Meals. Four of these consumed Ready Meals once a week or 

more often, and five of them less frequently than that (Appendix 2). Although most men 

estimated consuming more Ready Meals than women, the person to consume the least Ready 
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Meals was also a man. People with negative views on Ready Meals tended to downplay their 

own consumption behaviour: 

“I do [buy Ready Meals], but not too often” -YM1 

“Very little. Some soups have been 

bought, but very little” -OW2 

 

For most people, Ready Meals served a very specific purpose. Both YM1 and YM3 

mentioned consuming such products if they needed small amounts of food before leaving 

somewhere. 

 

“Usually, my first association with the product comes from prior 

experiences rather than some advertisement” [-] since what is 

being advertised is something that I’m already familiar with” -YM2 
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5  Discussion 

In this section, the findings of this qualitative study are discussed in further detail. Firstly, 

research questions will be answered based on the gathered data. Afterwards, both the 

theoretical and managerial implications of this study will be presented. Finally, limitations 

of the study shall be mentioned, to help direct future research on the topic. 

 

What kind of pre-existing ideas do customers of different ages have about ready 

meals? 

 

The first sub-question concerned customers’ pre-existing ideas and sentiments regarding 

Ready Meals, which was also the very first interview question (Appendix 1). Among 

interviews, convenience was a repeatedly mentioned notion, not only in the beginning of the 

interview but also indirectly when addressing the purchase decision itself. While half of the 

respondents attached convenience to Ready Meals from the start, three others mentioned it 

later on in the interview. Of the five people who instantaneously associated such items with 

convenience, four were young adults.  

 

Another noteworthy theme was the unhealthy nature of such foods. These were, however, 

solely mentioned in the very beginning of four interviews by four respondents, of which 

three were young adults. People who attributed consumption of Ready Meals with 

unfavourable outcomes tended to belittle their own purchasing behaviour, as is apparent 

from one of the responses: 

“I have this feeling that it isn’t as healthy or nutritious compared to when you 

cook yourself” […] “I do eat them [Ready Meals], but not very much” -YM1 

This finding is consistent with Olsen, Sijtsema et al.’s (2010) research, that attributes guilt 

towards purchasing of Ready Meals with lower intentions to purchase. 
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Less significant themes included price, only acknowledged in two younger respondents’ 

interviews as well as concerns related to packaging waste, which was mentioned by an older 

woman.  

 

Although similar sentiments were shared especially by younger respondents, perceptions 

generally rose from distinct life experiences. 

 

Through what media channels do customers of different ages receive advertising of 

ready meals? 

 

The second sub-question concentrated on Marketing Channels through which customers 

memorized viewing Ready Meal advertisements. Seven of the respondents envisioned or 

clearly remembered having seen ready meal advertising in the television. Regardless of 

whether respondents remembered much about the advertisements, an association with the 

television was evident. Even two interviewees, who didn’t mention watching the television 

vaguely imagined having seen advertising there. One of these two could not initially recall 

viewing any kind of marketing material, however, when asked about images evoked by such 

advertising, the person stated, “at most seeing any ready meal advertising on the television”. 

A surprising amount of advertising was associated with large Finnish food retailers, such as 

S- and K-group. Among age groups and sexes, major differences in viewing tv-

advertisements could not be found. 

 

In contrast to the television, advertising on social media was not brought up in much 

discussion. Only three of the respondents could remember being advertised to in such 

channels. Two of the three pertaining to the younger age group was unsurprising. 

Additionally, the older man expressed indifference towards advertising seen from social 

media, described it as “image advertising” which did not “catch the eye”. This observation, 

while highly subjective, implied Ready Meal advertising on social media to be primarily 

directed towards younger age groups. Among the older age groups, only two people noted 
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seeing advertising in newspapers and advertising brochures, which one might initially expect 

to reach older market segments. 

 

What circumstances surrounding customers of different ages affect the decision to 

purchase ready meals? 

 

The last sub-question focused its attention on surrounding circumstances in customers’ lives, 

that would affect Ready Meal purchasing both before entering a food store and inside the 

food store. Surrounding factors outside the market environment included travelling, time 

scarcity, moving and necessity for singular food portions. These sorts of factors was brought 

up in seven of the ten interviews throughout multiple questions, and mostly related to 

convenience in specific circumstances. Additionally, the oldest respondent, an 82-year-old 

woman, commented on age as a factor raising interest: 

“As one reaches this age, an interest towards Ready Meals arises” … 

“now that I’m retired and it’s only the two of us here and occasionally 

someone visits us, I don’t do as much as I did before”. -OW4 

While major variance between the age groups and sexes were not directly found, drivers of 

such circumstances differed. As an example, Ready Meal purchasing for a younger 

individual arose from limited dietary options while travelling. In comparison, one older 

woman would buy Ready Meals for her husband, while she was away and unable to cook at 

home. 

When entering into food stores and deciding what to purchase, price was a significant 

contributor to six of the respondents. While the word “price” was expressed in a general 

fashion by younger adults, two of the older people mentioned discounts as having an impact 

on consumption. One old woman also talked about significant differences in pricing between 

differing shops and its effect on buying behaviour: 

“But, under no circumstances do I buy them [Ready Meals] from 

any other shop, because they may be double the price”. -OW1 
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In total, three respondents from both young and old age groups held pricing as a significant 

element for purchasing. 

 

While less prevalent, size of the product was also viewed as important for two of the young 

adults, who prioritized foods in larger packages and portions. Coincidentally, one of the 

older women mentioned that she would buy more Ready-made Soups if they were stored in 

larger packages as well: 

 ” As an example, if they [Ready Made Soups] were packaged” … “in milk 

bottles or something like that, that you could take two or four portions” -OW2 

 

What Impact does Ready Meal Advertising Have on Different Aged Customers' 

Purchase Decision? 

 

The main research question addressed the relation between Ready Meal Advertising and 

decisions to purchase such products. Older folk consistently expressed disinterest towards 

Media Channel advertising. Only one of them mentioned any kind of interest, but this 

depended solely on the offer rather than fancy marketing techniques. However, younger 

respondents’ interest levels varied from extreme opposition to curiosity. Three of the five 

people were willing to try out the advertised products under certain circumstances. One of 

the young men expressed clear interest towards unfamiliar Ready Meals in food stores, if he 

remembered seeing them in prior advertisements. However, he did not pay much attention 

to advertising of already known products, associating them with prior experiences rather 

than the advertisement itself. On the other hand, another man impulsively stated “not 

buying” when asked regarding images evoked by advertising. 

 

It is also important to consider, what purposes Media Channels are used for. Among younger 

respondents, usage was generally tied to entertainment and search for information, whereas 

three of the older respondents explicitly mentioned keeping in contact with relatives and 

friends through digital media channels. In addition, individuals from the older respondents 
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were identified to utilize Media Channels for fewer and simpler purposes, which 

corresponded with younger adults using a wider variety of Media Channels than older 

people. Younger individuals may also be more accustomed to receiving advertisements, 

especially on the internet. 

 

Small-scale correlation could be found between regular purchasing and positive reactions 

towards Ready Meal advertisements. In total, four of the interviewees mentioned consuming 

ready meals once a week or more often, with three of them belonging to the “young 

respondents” group. Of the four, three expressed interests towards advertising, when ideal 

criteria for the person were met.  

 

From this set of consumers, the one young adult who expressed indifference towards 

advertising later clarified buying Ready Meals when “that’s the best there is available”, 

attributing factors outside his control as significant for the purchase decision. Of the 

respondents who ate Ready Meals less than once a week, only one young man expressed any 

kind of interest towards advertising, further authenticating advertising to appeal to younger 

generations and prior consumers. 

  

An interesting development could additionally be found in behavioural differences between 

the two sexes when receiving advertisements. Both younger and older women were more 

considerate towards product details before making the purchase decision, whereas men 

generally acted upon what they were accustomed to doing previously. Coincidentally, of the 

four people were reported to eat ready meals once a week or more often, three were also 

men. 

 

One drawback to these findings was the lack data regarding interviewees’ pre-existing ideas 

of marketing material in general. Todri, Ghose et al. (2020, p. 113) point out excessive 

amounts of online advertising to potentially cause annoyance in the customer, which should 

be considered when conducting further studies. 
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5.1  Theoretical Implications 

Convenience of Ready Meals a driver of consumption was found to positively affect 

purchasing. This finding was supported by Chaudhury (2010) and Sen, Antara et al. (2021). 

However, advertising of Ready Meals was not positively related to purchasing, conflicting 

with Vukmirovic’s (2015) views on the subject.  

5.2  Managerial Implications 

Food Companies should concentrate on advertising solely new products for younger 

customers. Continuous development of new products is vital for keeping younger 

demographics engaged with the brand, rather than switching between different companies’ 

offerings. Marketing content itself should not only promote convenience in regard to 

preparation time but also include practical benefits for people’s lives, such as time saving 

and availability in scenarios where regular cooking is not possible. Firms should also focus 

on building presence in social media channels, to attract younger age groups who actively 

view material in these medias. 

5.3  Limitations and Future Research Directions 

This study is severely limited by its small sample size of participants. Additionally, although 

there were an equal number of men and women as interview participants, distribution 

between age groups was not equal as the younger age group included four men and only one 

woman, while the older age group included four women and only one man. Sample size was 

small, and attitudes towards advertising in general was not asked. For this reason, findings 

from this study cannot be viewed as conclusive or generalizable. Future research should 

further study advertising and consider Ready Meal advertising through specific channels. 
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Appendix 1. The interview questions 

 General 

Q1 What kind of thoughts do ready meals evoke in you? 

Q2 How often do you eat ready meals, it at all? 

Q3 What media channels do you use? How often? For what reasons? 

  

 Specific 

Q4 Do you remember seeing any ready meal advertisements as of lately? 

From what channels? 

Q5 When you see advertising of ready meals from different channels as 

well as the actual products in shops, what comes to your mind? How 

do you feel about it? 

Q6 Has a specific ready meal product or company stayed in your mind? 

If so, why? 

Q7 When you go buy ready meals from food stores, what kind of 

external factors affect the purchase decision? 

 

Appendix 2. Frequency of Ready Meal Consumption 

Participant Frequency of Consumption (estimate) 

YM1 ”on a weekly basis” 

YM2 ”Maybe twice a month” 

YM3 ”Once a month” 

YM4 ”Once a week” 

YW1 ” Maybe about 2-3 times per week” 

OM1 ”Once a week” 

OW1 ”A few times per month” 

OW2 ” Maybe once every two weeks” 

OW3 ” About once every two weeks” 

OW4 No data gathered 

 


