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Abstract

This thesis looks into cross-cultural in-store marketing and how, with the use of contemporary
symbols, marketing messages can cross language barriers. In the context of cosmopolitan cities
with large populations of international inhabitants, being able to market to all individuals
regardless of linguistic abilities and cultural backgrounds is critical for firms to stay
competitive. Simply replacing the local text in marketing messages with English can prove to
neglect the local culture, therefore another strategy is necessary. With the utilization of an
online questionnaire, this thesis produced empirical material from 702 respondents. The
questionnaire tested individual’s comprehension of food category signs with Swedish text only
versus signs with Swedish text and descriptive symbols. It further gathered data from
international individuals living in Sweden about their perception of Swedish grocery stores and
other complementary elements related to the research.

The findings show that the addition of symbols greatly increased the understanding of the food
category signs by individuals with a beginner level of Swedish understanding, but actually
slightly decreased the understanding of the signs by advanced Swedish speakers. When this
phenomenon was examined further, results pointing to the complexity of the symbols increasing
comprehension were also found. Other findings suggest that the addition of these contemporary
symbols can increase the comfort of international individuals with limited understanding of the
local language, which in turn could lead to increased sales. These results gathered from a large
amount of empirical data, allow for many possible directions for future research and also add
to theory in the world of cross-cultural in-store marketing.

Keywords: Marketing, In-store Marketing, Cross-cultural Marketing, Multilingual Marketing,
Symbols, Icons, Semiotics, Contemporary Symbols, Emoji’s, Cosmopolitanism
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1 Introduction

1.1 Prologue

Once upon a time, a student from the United States named Louis decided to attend Lund
University in Sweden, to earn his Master’s degree. This was his first time living abroad and
first time visiting the country. Louis was not alone in this case, every year, the number of
international students studying in Sweden increases (scb.se). From 2016 to 2017, 46,700
international students relocated to Sweden, 23,500 of which had never been in the country
before and were thus, unfamiliar with both the culture and the language (scb.se). Lund
University, located in the south of Sweden, during these years enrolled 3,290 international
students, making it the most international university in Sweden (scb.se). Initially, Louis was
overwhelmed with culture shock and found his first months in Sweden to be exciting, but also
challenging. Though verbal communication was never a problem, due to Sweden's high English
proficiency (Ec.europa.eu, 2018), navigating through this new foreign environment proved
troublesome. The lion’s share of these predicaments arose from the retail environment, more
precisely, Swedish grocery stores. Not only were the food products unfamiliar, but all
packaging and signage within the store was written in Swedish. Louis found it difficult to find
the items he wanted and felt uncomfortable in this alien landscape. One setting where Louis did
not have these feelings of distress and hardship was while using public amenities. Road signs
took no time to comprehend and understanding the fundamentals of public transportation was
a breeze. There, Louis was able to rely on symbols to guide is way. These symbols gave Louis
a sense of inclusion and he longed for this feeling in other aspects of his new life.



1.2 Research Introduction

The soul never thinks without a picture

- Aristotle

From 1974 to 2007, 64.3 million individuals migrated between the industrial countries of the
world (World Trade Organization, 2008). The most recent wave of globalization began in the
mid 1970’s and has continued throughout the 21st century (World Trade Organization, 2008).
While the globalization rate is rapidly increasing, individuals as well as organizations are
exposed to mixed cultures and encouraged to function in situations of heterogeneity (Solomon
& Steyn, 2017). In addition, Gudmundsdottir (2015, p.175) reflects that “globalization has led
to a significant increase in cross-cultural interactions.” This new era of migration has led to an
increased interest in products and services that are suited for people with different nationalities
and cultural backgrounds, forcing marketing activities to become more international
(Retnowati, 2016). Moreover, it has become more advanced to master the communication and
informational marketing processes, which has led to a new paradigmatic shift on how to market
products around the globe (Sharma & Kaur, 2018). A decision on whether to use a localized or
globalized strategy for marketing activities depends, according to Sharma and Kaur (2018), on
the products and the targeted market. The authors further dictate that firms in the business of
fashion and beauty generally follow a more standardized, global strategy, whereas the
household or food industries utilize a less standardized, local approach.

In the recent decades, Europe has started to witness the development of a more cosmopolitan
continent where citizenship is becoming decoupled from national bearings (Baban, 2013). The
accelerated integration, as well as the increasing globalization has awoken an era of global
economic and business assimilation that crosses national borders (Baban, 2013; Retnowati,
2016). According to Kuipers (2013) there are multiple visual changes apparent when
individuals cross borders. Two such examples are citizen behavior as well as the languages used
to communicate. Consequently, Kuipers (2013) asserts that marketing works differently in
different countries since individuals are used to their specific national habitus. Habitus is
explained as learned practices that have become natural and that are shared between individuals
within a specific nation, further being a culturally-shaped second nature (Kuipers, 2013). Since
the individual habitus are congealed history, absorbed into the body, it is shaped out of the
society and consequently, shaped by the countries within which individuals have been raised
and have lived. In the scope of the less standardized food retail industry, this thesis examines
the difficulties in cross-cultural marketing and marketing across language barriers in a world
that is becoming more cosmopolitan.



1.3 Background

A semiotic marketing approach is according to Bortun and Puracareais (2013) a construction
of signs that creates meaning when interacted with. Specialized scholars in semiotics often
refers to signs as "cultural symbols and as essential building blocks of language and
communication" (Epure, Eisenstat & Dinu, 2014, p. 593). More specifically, a semiotic
approach aim to understand the relationship between the interpretation of a sign and what the
sign is intended to represent (Epure, Eisenstat & Dinu, 2014). Epure, Eisenstat and Dinu (2014)
acknowledge that marketers gain a greater understanding and control over the communication
process and consequently can communicate more effectively with target groups while using a
semiotic approach. As a result, symbols can be used to make products go global (Piamonte,
Abeysekera & Ohlsson, 2001).

Before ancient civilization developed letters and words, pictures and drawings were used to
record narratives and stories (ancient-symbols.com, n.d.). Along the way, some of these
drawings and pictures became commonly used for certain expressions and from there, standard
symbols were born (ancient-symbols.com, n.d.). Symbols have been used to communicate
throughout time, across changes in culture and technology and have the ability to bypass
languages (Zender & Cassedy, 2014). From navigation to informal indications, symbols are an
essential part of everyday life that assists individuals in various ways (McDougall, Curry & de
Bruijn, 1999). Symbols are heavily used in contemporary society due to the small amount of
cognitive energy it takes to understand them compared to their word equivalent and their ability
to effectively communicate a message across languages (McDougall, Curry & de Bruijn, 1999).
This dynamic expansion of cross-cultural and multilingual marketing activities has led to more
considerations of using visual imagery as a communication tool (Mikhailitchenko, Javalgi,
Mikhailitchenko & Laroche, 2007).

Symbols are commonly understood, which can enhance the comprehension of certain messages
(Zender & Cassedy, 2014). However, along with new technology, the way individuals
communicate is constantly evolving and new symbols have within the recent years become
more popular (Alshengeeti, 2016). The new phenomenon of emoji’s has given individuals the
opportunity to show emotions and expressions through written text and is explained as a playful
way of conveying certain emotions (Alshengeeti, 2016). Nevertheless, Pappachan and Ziefle
(2007) declare that if a marketer is aiming for a culturally fair interface design to be able to
address more international users with different backgrounds, it is also important to integrate the
knowledge of other cultures to achieve optimal intercultural acceptance among the audience.



1.4 Problematizing

Kuipers (2013) questions if it still is possible, in the 21 century, to conclude that people in the
same country are somehow similar. With the new expansion of internationalization and
expatriation, populations differ now more than ever and consist of individuals with different
backgrounds and different life experiences. As a result, consumers have become accustomed to
different kinds of marketing activities (Kuipers, 2013). A drive for more global marketing came
with the development of international brands; therefore the use of imagery has been a field that
has grown incrementally over the last decades (Mikhailitchenko et al. 2007). In consideration
of globalization, migration and multicultural marketplaces; cross-cultural communication and
consumer behavior has become a subject of more interest in the contemporary society (Kuipers,
2013). When looking into cross-cultural marketing attempts, researchers disagree on whether
marketing can be standardized across cultures. The world is shifting toward a homo-cultural
marketplace due to the globalization and the assumption that consumers have the same
predisposition to be influenced by marketing attempts regardless of cultural belonging
(Retnowati, 2016). This statement goes against the aforementioned proposition of Kuipers
(2013) that refers to the fact that people from different setting and nations are accustomed to
different marketing activities and have built up different habitus. Furthermore, Kuipers (2013)
acknowledges that serious doubts about this view have surfaced during the last years whereas
Retnowati (2016) suggests that marketing and advertisements are greatly influenced by the
local culture.

In the contemporary society where a growing amount of citizens are migrating across borders,
marketing messages in-store may no longer have the same effect due to the complications in
their level of understanding. Nevertheless, it is important not to neglect the local audience since
they, according to Pappachan and Ziefle (2007), resonates on a deeper level with local
marketing attempts. This view is strengthened by Aaker, Brumbaugh and Grier (2000) who
support that consumers generally have a more positive approach to marketing and brands if it
is possible for them to identify with marketing messages; a task that can be accomplished with
the use of the local language. Nevertheless, language is a living organism and communication
is constantly evolving due to the changes and adaptation of different social trends (Jesperson,
2013). Hence, the language communicated does not specifically need to be a spoken one, only
understood by the locals. Instead, it could be accomplished with the use of imagery or symbols.
Thus, a standpoint of this thesis is that marketing messages need to adapt a more international
approach without neglecting the local audience.

While prior research has been conducted on how retail stores can make marketing more
understandable across cultural and language barriers, much of this research has made
insufficient attempts to consider the local audience. Moreover, research in the store
environment has failed to consider using contemporary symbols to make the messages more
understandable across cultural and language barriers. Previous research has been conducted
when marketers take products abroad (globalization), but has failed in many cases to



acknowledge consumers that are moving abroad and facing new cultures and marketing
campaigns that might not be understood.

In line with the aforementioned assumptions, there exists multiple literature streams that are
restricted, some unexplored areas are: The use of contemporary symbols in a store environment
and multilingual and cross-cultural in-store marketing. Together, these two areas could further
lead to a more comprehensive understanding of the future of cross-cultural retail.

1.5 Knowledge Gap

1.5.1 Contemporary Symbols in Store Marketing

Symbols are used in food labels to communicate product information across languages
(Prinsloo, Van der Merwe, Bosman, & Erasmus, 2012) cultures and ethnicities (Brewer-Doran,
2002). Previous studies on signage and in-store marketing have mainly been focused on the
sales, recall, field observations, different qualitative approaches and visual attentions
(Otterbring, Wistlund, Gustafsson & Shams, 2014). Studies in semiotics have also been
conducted previously on labelling and perception of luxury goods. Consequently, there exist a
knowledge gap in the research on how marketers can use up-to-date symbols like emoji’s in
marketing approaches and how these symbols are understood by the audience. Another
knowledge gap discovered exists between traffic signs, in store marketing and semiotics.
Symbols are heavily used in traffic signs to increase their understanding by all drivers
(McDougall, Curry & de Bruijn, 1999). There are many studies relating to the cross-cultural
understanding of symbols used for traffic signs (Shinar, Dewar, Summala & Zakowska, 2010;
Shinar & Vogelzang, 2013), but little research has been conducted with regards to the in-store
environment. This thesis aims to suture these knowledge gaps by focusing on how
contemporary symbols in a store environment can be used to make a message more
understandable to all individuals not dependent on their cultural belongings or linguistic
abilities. Hence, this study will take an additional direction and investigate how the
implementation of contemporary symbols can add a layer to the multilingual and cross-cultural
marketing messages in retail stores.

1.5.2 Multilingual and Cross-Cultural In-Store Marketing

While the area of cross-cultural in-store marketing has been explored by some scholars, for
example in technology integration, research including multilingual additions and how to market
beyond words is still relatively unexplored. By taking this research direction, a more fruitful
understanding of how to communicate to international consumers in a local setting will be
illustrated.



1.5.3 The Future of Cross-Cultural Retail

By combining the aforementioned unexplored areas of research, an outline on how the future
of multilingual retail marketing could evolve will be depicted. This future of retail will aim at
closing the divide between the locals and the cosmopolitans. Kuipers (2013) explains that
several researchers have pointed to a growing divide between the locals and the internationals
in cosmopolitan cities, which might be explained by their different ideas of cultural belonging.

Contemporary
Symbols In-

Store
Marketing

Figure 1.1 Knowledge Gap

1.6 Research Purpose

The ambition of this thesis is to shed light on how symbols can be used in a store environment
to make marketing messages more understandable across cultural and language barriers without
neglecting the local audience. This area of research is relevant since it does not neglect the local
audience, hence replacing the local language with an international one like English is not an
appropriate alternative for this research. While the world is becoming more international is it
paramount that marketers align their activities with the new society. This new development has
currently been enacted on social media sites, like Facebook, where it is now possible to translate
a text directly to the receivers own native language to make the message more understandable
to multiple audiences. Nevertheless, while this approach is not possible in a physical
environment, there are other tactics that can be employed to solve this potential problem. The
purpose of this research is therefore to test if contemporary symbols can work as a means to
translate various messages across both languages and cultures to make it more comprehensive
to an international audience and consequently, create a better shopping experience for all. From
there, the authors have developed three research objectives:

1. Identify how effective symbols are at increasing the multilingual and cross cultural
understanding of marketing messages

2. Identify consumer perceptions of the utilization of symbols in an in-store environment

3. Identify other complementary elements contemporary symbols can add to the in-store
environment



These research objectives, in combination with the existing knowledge gap outlined above, has
led to formulation of the research question:

» How can in-store marketing communications be improved for an international audience
without neglecting the local consumers?

1.7 Expected Knowledge Contribution

According to Lwin, Stanaland and Williams (2010) more studies ought to look into what can
be done by marketers rather than the practices that currently occur in the marketplace.
Therefore, this thesis intends to discover how marketers, with a semiotic approach, can make
marketing messages in a store environment more understandable across cultures and languages
barriers and hence, provide a way to make marketing in a less standardized industry more
global. Although many scholars have identified the use of symbols and their cross-cultural
effectiveness in public environments such as transportation and navigation, little research has
been conducted in their use in an in-store environment. The theoretical knowledge this thesis
intends to contribute to, is how the use of contemporary symbols can make marketing messages
more understandable across language barriers and cultures in such environments, providing a
fruitful understanding of how retail stores can become more internationally accepted without
neglecting the local audience. With this new dimension on how to cross cultural barriers, the
authors of this thesis also wish to contribute to the practical understanding regarding whether
or not contemporary symbols can add additional elements to an in-store environment.

1.8  Thesis Outline

This thesis is outlined into six main chapters:

1. Introduction e therature
Review

Figure 1.2 Thesis Outline

The following chapter will introduce the reader to the existing literature relevant to the
researched area and the chapter concludes with a presentation of the hypothesis developed in
consideration to the aforementioned literature. In chapter three, the reader will be presented
with a transparent description of the methods used to gather and analyze the empirical material.
Chapter four presents the collected results from the empirical data with a brief analysis of the



outcome. In Chapter five, the empirical data will be linked to the academic theory that was
previously presented and a deeper discussion of the links and findings will be illustrated. The
final chapter declares the research conclusion and suggests some future research directions as
well as theoretical and practical contributions this research has advanced.



2 Literature Review

This chapter will provide the reader with an overview of the four literature streams identified

from previous research that falls under the umbrella of this thesis: Globalization of the World
Marketplace, In-Store Multilingual Marketing, Cross-Cultural Marketing and Semiotics. It
further acts as a guide to the hypotheses of the thesis and provides relevant information for the
upcoming chapters. The Literature Review concludes with a Theoretical Framework explaining
the relationship between the different themes.

2.1  Globalization of the World Marketplace

The global market is changing and the borders between countries and languages are fading,
which as a result impacts the traditional market since the current one is constantly on the move
(Popovici, 2011). However, Popovici (2011) explains that consumers generally are influenced
by local tradition, thus cultures and communities have their distinct habits developed according
to their needs. The author further explain that consumers with different cultures and lifestyles
use different products and services, therefore studies on consumer behavior are not to be
designed without noticing external influences such as society and social effects on the end
receiver. As a result, there has emerged an increased need to create effective and cost efficient
marketing to influence the target groups both domestically and globally (Alozie, 2010). A factor
to take into consideration due to these circumstances is that cultural aspects of international
marketing have become an increasingly vital subject to examine (Alozie, 2010; Al-Olayan &
Karande 2000).

On one hand, the world is becoming more homogenous since the distinction between
marketplaces is fading; hence, the communication has become a world-encompassing practice
(Lillis & Tian, 2009). On the other hand, the differences between cultures are far from
extinguished (Lillis & Tian, 2009). This opens up for the fact that the global and international
communication is a cross-cultural process that encourages the necessity for marketing managers
to be knowledgeable about cultural differences; nationally, ethically and locally, to win in
international markets (Lillis & Tian, 2009).

The importance of international marketing and communication is growing as a result of
globalization (Alozie, 2010). According to Popovici (2011) it is vital for firms to prepare for
new, unknown obstacles that will come along with the new era. The author further explains that
consequently, globalization will inevitably force firms to find new ways of attracting customers
and meeting their demands. With this increasing competition for firms worldwide, the survival



of many organizations is dependent on their adaptability and ability to initiate an internationally
focused organization (Katsikeas, 2018). As a result of the globalization, the interest in
cosmopolitanism has increased drastically (Gulnaz, Olga & Kirill, 2017). Presently, it is
common in European countries for individuals to frequently move to new location that can offer
different experiences or better opportunities (Sevincer, Varnum & Kitayama, 2017). Therefore,
a vessel able to communicate a message regardless of the recipient’s linguistic ability is of
growing importance in the modern world. Sanderson, Derudder and Timberlake (2015) remark
on the recent creation of “world cities;” as a result of migration, many large cities have become
increasingly international. This is also true for cities with international universities, from the
beginning of the 1990’s global higher education has grown immensely (Enders, 2004;
Vidovich, 2002). According to Maude (2016) a major consequence of the new multi-cultural
society is that communication problems may occur in educational institutions, workplaces and
society in general.

Nevertheless, according to Wang (2012) the adjustments to cultural differences for firms should
not be the only goal. Another approach is to identify similarities between cultures and establish
opportunities to modify the standard strategies within marketing communication (Wang, 2012).
Complementary, Cleveland and Laroche (2007) remark that consumer research within
international markets has mainly focused on the rise of the global consumer and the importance
of understanding their similarities and differences. Therefore, the market competition calls for
an increasing need of sophisticated marketing communication and advertising strategies (Lillis
& Tian, 2009). Interrelated, is the fact that communication according to Lillis and Tian (2009)
is one of the preeminent functions to accomplish in order to survive and succeed in
international, competitive markets. The authors further state that if globalization is inevitable,
so will be cross-culturalization.

2.2 In-Store Multilingual Marketing

Due to increasing globalization, the in-store marketing environment is beginning to stray from
its monolinguist roots toward a more multilinguistic strategy. In print advertisement, images
are habitually used to convey messages, but are usually accompanied with textual information.
The text used in this fashion, normally in the native language, is where the message tends to
fall short of understanding by non-native speakers (Garcia-Yeste, 2013). One remedy for this,
that is becoming more prevalent, is the use of English text. Garcia-Yeste (2013) highlights the
rise of English phrases used in Swedish print advertising. Here, it has two goals, to increase the
multilingual understanding of the message as well as to attract attention from the audience
(Garcia-Yeste, 2013). Garcia-Yeste (2013) concludes the study with the discovery of an actual
small ratio of English versus Swedish text used in print advertisement and ties it to the
preference of the native language in Sweden. Another reason to not neglect the local language
is due to Aaker, Brumbaugh and Grier’s (2000) statement that consumers obtain a more positive
experience of marketing activities if they are able to personally identify with the message.
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Even in countries with strong monolinguist ideologies like the United States, some retail
locations are beginning to take on a more global perspective (Hepford, 2017). As an example,
the American hardware firm, Lowe’s Home Improvement, in 2005 began to introduce in-store
signage as well as packaging written in both English and Spanish (Hepford, 2017). This was in
response to the firms growing Hispanic customer base and helped to increase the cross-cultural
understanding of their in-store marketing efforts (Hepford, 2017). To make this decision,
Lowe’s performed in-house research that found 70-85% of purchasing decisions are made at
the shelf where packaging and signage are critical tools (Hepford, 2017). Consequently, the
author found that 70% of their Hispanic customers were dominantly Spanish speaking and
hence, not able to understand current signs and labels. This strategy is an easy way to increase
the bilingual understanding of marketing messages, but in a simple context where only two
languages are considered.

Moreover, cross-cultural research in communication proposes that the effectiveness of the
marketing message is directly related to the choice of language (Noriega & Blair, 2008).
Sweden is a highly bilingual country with 100% of the pupils learning English in primary school
as well as highly multilingual, with 79% of students learning at least one more foreign language
in upper secondary education (Ec.europa.eu, 2018). Noriega and Blair (2008) further refer to
the fact that marketing messages should preferably be in the bilinguals or multilinguals first
language because the message tends to be less complicated to process which makes it easier to
recall and further provides more emotional attachment to the receiver.

2.2.1 In-Store Signage

In physical stores, signage plays a crucial role in influencing the shopping behaviors of the
customer (Bitner, 1992). The denotation of a price reduction or the indication of a sales
promotion has been found to drastically increase sales (Chevalier, 1975). Signage is not only
significant for decision making, but is also heavily relied on for navigation within the stores.
Sorensen (2009) discovered that as much as 80% of a customer’s time spent in a new store can
be attributed to navigation. Otterbring et al. (2014) performed an eye tracking experiment on
customers in supermarkets and discovered that both navigation and product information signage
greatly influence the customers buying decisions. Chebat, Gélinas-Chebat and Therrien (2005)
further explain that the individuals who are familiar with a store environment mostly rely on
their long-term memory for navigation whereas individuals more unfamiliar with the store
environment utilize external supplementary information. Nevertheless, this can potentially
create further complications if individuals do not understand this information.

In-store signage is considered a vital marketing tool that is paramount for creating impressions
on the customers (Bitner, 1992). This goes hand in hand with the idea that customers often
believe that displayed items are “great deals” and consequently can increase the average
spending and create more unplanned purchases (Chevalier, 1975). Otterbring et al. (2014) found
in their research that individuals who are familiar with the in-store environment also focus less
attention on store signage and utilize the information later on in the search process, while
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individuals less familiar with the in-store environment direct more attention to these signs or
stimuli.

In the article by McNair (2012), the author explains the event of being in a country where one
has no connections to the language and the difficulties that are accompanied by it. In the
beginning of the article, McNair (2012) explains the event of looking for something familiar in
a grocery store and the troubles of navigation due to the fact that all the aisle markers are in a
foreign language. Continuously throughout the article McNair (2012) describes different
situations and how language can stop one from understanding even the simplest of things.

I stand in line at Albert, a Prague supermarket where I’ve just spent half an hour
wandering the aisles looking for something familiar. Peanut butter. Thousand Island
dressing. I cannot read the aisle markers that are, of course, in Czech. All I want, really,
is water (voda), and maybe some apricots (merunky), and some cheese (syr). Bread
(chléb) (McNair, 2012, p. 442).

2.3 Cross-Cultural Marketing

Culture is a broad term with various academic disciplines and the concept is often pointed out
to be ill-defined with both definitions concerning the values and practices of culture
(McSweeney, 2013). Bryman and Bell (2015) explain cross-cultural research as the collection
of data from two or more nations. According to de Mooij (2015) one complication in cross-
cultural research is that researchers tend not to indicate which concept of culture they are
referring to. Culture is explained by Wang (2012) as one of the preeminent factor that lies
deeply rooted within every human being and that brings to bear a paramount influence on the
human behavior. Hofstede refers to culture as “collective programming of the mind that
distinguishes the members of one group or category of people from another” (Hofstede, 2001,
p- 9). The definition of culture used in this thesis is that of Hofstede.

The term “cross-cultural” was used in the 1990’s and was defined as “the overall processes in
which individuals and their social groups with different cultures interact in time, keeping their
habits and inherited traditions unaltered” (Popovici, 2011, p. 59). Today, the term is commonly
used in marketing research essentially because the impact of culture in a multicultural world is
understood, and consumption is now becoming more global (Popovici, 2011). A synonymous
term used for cross-cultural marketing is glocalisation that is defined as “think globally, but act
locally” (Popovici, 2011). As aresult, it is more effective to design products adapted to different
markets instead of standardizing product across the globe (Popovici, 2011). The strategies for
cross-cultural marketing are a component of the marketing mix and should thus include cultural
elements such as language, norms, religion, traditional values and education (Popovici, 2011;
Wang, 2012).
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In the contemporary society, the success of marketing activities is driven by the degree of
cultural intelligence the marketer possesses (Wang, 2012). This is particularly true in
international markets where cross-cultural perspectives are vital (Wang, 2012). Communication
activities between individuals from the same culture are troublesome enough, ergo
communication activities between individuals who speak different languages, have different
values and different ways of thinking will be far more challenging (Wang, 2012). According to
Wang (2012) cross-cultural communication within the field of marketing includes activities
applicable for consumers who differ in at least one fundamental cultural element; this could be
religion, language, societal norms, values, education or lifestyle. This aspect demands that firms
be aware of the differences and further respects the distinction of cultures and marketplaces
(Wang, 2012). For firms, it is paramount to recognize the right to different cultural ties as well
as the right for the consumers to practice, maintain and identify with their own culture (Wang,
2012). Wang (2012) further suggests that being able to obtain the knowledge of different
cultural environments is a benefit in order to be capable of matching the marketing activities
with the consumer’s behaviors, preferences and product-use patterns.

A first step in determining how to adequately manage and conduct marketing activities from a
managerial point of view, both internationally and cross-culturally, is to be aware of the visible
as well as invisible demonstrations of culture (Alozie, 2010). Hofstede (1983) states that culture
as socialization is a convoluted and multifaceted construct that involves the beliefs, value
systems, perceptions and learnings within a society as well as the processes of communication.
According to Alozie (2010) there exist multiple frameworks that deal with the understandings
of different cultural orientations in different societies around the globe. These are, to mention
a few; the Hofstede's (1983) cultural dimensions theory that is a framework on cross-cultural
communication, Hall and Hall's (1990) high and low context that deals with the degree of
information surrounding an event, as well as Murdock's (1945) cultural universe, that is a
pattern, element, trait or institution common to every individual culture worldwide.

According to Maude (2016), cross-cultural sensitivity entails being considerate of cultural
differences and points of view that are of importance to individuals of other cultures. Cultural
sensitivity takes into account another perspective and adjusts behaviors depending on the
situation (Maude, 2016). Holzmuller and Stottinger (2001) refer to the vitality of possessing
knowledge about both advertising techniques as well as emotional sensitivity in order to
succeed and be appropriate in different cultural environments. The authors further state that this
not only calls for cognitive skills in marketing activities but also non-cognitive abilities that
deal with emotional aspects. International marketers will hence no longer survive with only
understanding the domestic market; they also need to have the ability to adapt to both
environmental as well as cultural changes (Holzmiiller & Stottinger, 2001). Therefore, utilizing
culturally sensitive activities to avoid potential failure in global markets where the marketers
cannot rely on personal experiences is paramount for a quality result (Holzmiiller & Stéttinger,
2001).

Cultural cues are according to Appiah and Liu (2009) defined as symbols, values, rituals,
traditions and material objects valued by society and its member that are illustrated in
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marketing. Different scholars distinguish between visual cultural cues, referring to the imagery,
and verbal cultural cues, referring to the language, used in the marketing ads. This thesis will
look at the visual cultural cues, more precisely symbols as cultural cues, to identify if these
visual symbols can be used as a tool when dealing with cross-cultural marketing in
cosmopolitan cities.

2.3.1 Cross-Culture Marketing: Consumer Perspective

Cultural identity, as being a part of the individual's lifestyle and education, is embedded within
the individual as they cross borders and will consequently impact their behaviors and practices
(Popovici, 2011). As a result of the economic and political changes in the 1990s, a new
movement was introduced and individuals started to migrate between countries and cities
(Popovici, 2011). These individuals bear their own cultural identity and background, with their
own traditions of consumption and these new habitats should not be neglected by marketers
(Popovici, 2011). As a result, firms must be aware of demographic changes and their impact on
the market in order to enact the best marketing decisions (Popovici, 2011).

Individuals also have their own frame-of-reference (ideas and belief that serve as a grounds for
judgment) (Dictionary, n.d.) and experiences in which they internalize communication
(Oosthuizen, 2004). If communication messages are outside of this context, they will either be
misunderstood or perhaps not understood at all by the recipient (Oosthuizen, 2004). Often in
the world of marketing, there is only one opportunity to convince a market (Oosthuizen, 2004).
If the marketing attempts are not understood, this will limit the success of the marketers
(Oosthuizen, 2004).

Miiller and Ivanova (2014) explain that different scholars suggest that marketers can express
cultural closeness by having an intercultural accommodation through a relatively small
psychological distance in the marketing communication. Further, de Mooij (2010) refers to the
fact that being able to understand the local culture and adapt to the market can be valuable for
marketers. de Mooij (2011) reveals that expressing cultural closeness through marketing
localization is one possible way to appeal to consumers. Erez and Earley (1997) suggest that an
adaptation that could be made to express cultural closeness is to give the consumers a feeling
that the marketers share similar attitudes and values. While using this strategy, Watson and
Wright (2000) acknowledge that consumers can better relate to products while getting a feeling
of cultural closeness.
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2.3.2  Summary of Cultural Terms

Table 2.1 Definitions of Cultural Concepts

Term

Definition

Relevance

Cross-Cultural

“Social groups with different cultures
interact in time, keeping their habits and
inherited traditions unaltered” (Popovici,

2011, p. 59)

This thesis desires to identify how marketing
activities can cross cultures.

Cross-Cultural
Communication

Activities intended to communicate with
consumers who differ in at least one
fundamental cultural aspect, this could be
either religion, language, societal norms,
values, education or lifestyle (Wang,
2012)

This thesis desires to look at the cultural
communication aspects of language.

Cultural Identity

A part of the individual's lifestyle or
feeling of belonging to a group (Popovici,
2011)

This thesis desires to look at cultural identity
since it may affect the comfortableness of
consumers because international individuals
differ from the local groups.

Frame-of-
Reference

Ideas and belief that serve as grounds for
judgment (Dictionary, n.d.)

This thesis desires to look at marketing
messages since it has to be inside the
recipient’s frame-of reference for it to be
understood. Different cultural belonging and
language differences can thus be a problem
for marketers.

Cultural
Closeness

Having an intercultural accommodation
through a relatively small psychological
distance in the marketing communication
(Miiller & Ivanova, 2014)

This thesis desires to look at cultural
closeness since it is hard to achieve with the
use of the local language in cosmopolitan
cities where spoken language and cultural
belonging differs.

Cultural
Sensitivity

Entails being sensitive to the cultural
differences and points of view that are of
importance to individuals of other
cultures (Maude, 2016)

This thesis desires to look at cultural
sensitivity in the matter of marketing since
one of the aims is not to neglect any
cultures, including the local one.

Cultural Cues

The symbols, values, rituals, traditions
and material objects valued by a specific
society and its member that are illustrated
in marketing (Appiah & Liu, 2009)

This thesis desires to look at the visual
cultural cues of symbols that can be applied
to cross-cultural marketing activities.
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2.4 Semiotics

Semiotics is explained in Yakin and Totu’s (2014) article as the study and existence of signs in
a societal life. It accounts for everything that can be seen or interpreted as a sign and the
aforementioned definition is accepted by scholars and pioneers in the semiotic field. Yakin and
Totu (2014) further explain that the word semiotics derives from the Greek word “semesion”
that can be directly translated to the English word “sign.”

Bryman and Bell (2015, p.570) refer to semiotics as “science of signs” and explains that it is an
approach to the analysis of everyday symbols. Furthermore, the authors explain that a semiotic
analysis “focuses on the way that messages are communicated as systems of cultural meaning”
(Bryman & Bell, 2015 p.570). Bryman and Bell (2015) continue to dictate that semiotic theory
suggests that the symbolic order of cultures are both constructed and interpreted through a
system of different signs.

Bryman and Bell (2015) explain that the sign itself creates the relationship between the signifier
(in this thesis the signifier represents the words and symbols used in the signs) and the signified
(the interpreted meaning of the signs). The link between the two concepts are arbitrary, meaning
that the underlying message is dependent on convention that is held by the users of the sign
about the concept in the mind that the material object is destined to represent (Bryman & Bell,
2015). Bryman and Bell (2015) state that the researchers role in a semiotic analysis is to
discover the different rules that tie the users of the sign together and make them more
understandable to the cultural world. In marketing, the semiotic analysis encourages the
recognition as well as the individual interpretation of messages (Bryman & Bell, 2015).

A semiotic marketing approach is according to Bortun and Puracareais (2013) a construction
of signs that creates meaning when interacted with. This thesis will use the meaning of semiotics
in a marketing approach to shed light upon new, relevant symbols in the contemporary society
that expresses information to the receiver. Although symbols are far better understood across
languages than written words, they can still be interpreted differently in the face of diversity
(Zender & Cassedy, 2014). McDougall, Curry and Bruijn (1999) performed a study with the
intent of compiling a list of symbols with subjective ratings for each. The authors identified the
symbol characteristics of concreteness, visual complexity, meaningfulness, familiarity and
semantic distance as a central concern for this research. The study found a large correlation
between concreteness and meaningfulness indicating that symbols of real world concrete
objects are the most easily understood even if encountered for the first time (McDougall, Curry
& Bruijn, 1999).
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2.4.1 Symbols in Marketing

Guido, Piper, Prete, Mileti and Trisolina (2017) point out that the most visual aspect in
servicescapes is colors. Moreover, Lin (2004) refers to colors as a visual means that can be
utilized to create differentiated environments and to help stimulate the customer’s emotions.
Further, Lee, Noble and Biswas (2018) acknowledge colors as an aid to be able to attract
customers and illustrate the firm.

In the world of marketing, symbols can be used in a variety of ways. In package design, symbols
are used to visually represent products and transmit messages to build interest (Epure, Eisenstat
& Dinu, 2014). With over 50,000 products in today’s average supermarket, it is important for
firms and brands to be easily recognizable (Thompson, 2003). The symbols used in a brands
logo play a crucial role in enticing this brand recognition (Han, Nunes & Dréeze, 2010). In print
advertisement, symbols are used to direct the gaze of the target audience (Damaskinidis,
Kourdis, Zantides & Sykioti, 2017). Symbols work to break up the textual information and
allow the reader to gain a better understanding of the written message (Damaskinidis et al.
2017). In the world of online marketing, the emotional characteristics of symbols can be used
to appeal to the masses (Vangelov, 2017). Millennials spend a large portion of their time online
and extensively use new adaptations of symbols, such as emoji’s. Thus, companies like
Mercedes, Dominos and Taco Bell have started using emoji’s in social media to add humor and
entertainment to their marketing communications (Vangelov, 2017).

2.4.2 Semiotics in the Contemporary Society

Symbols are often communicated and relied upon when words fail (Zender & Cassedy, 2014).
Symbols are common in public places such as airports, train stations and motorways
(McDougall, Curry & de Bruijn, 1999). Perhaps the most common place to find symbols used
as a means of cross-cultural communication are in traffic signs. It is paramount for the safety
of all drivers on the road that everyone can understand the intended meaning of these signs
(Shinar et al. 2010). Due to this fact, extensive studies have been undertaken to increase the
multilingual understanding of traffic signs (Shinar et al. 2010). Shinar and Vogelzang (2013)
performed one such study that produced results signifying the effectiveness of symbols over
written text on traffic signs.

In a more private setting, symbols are heavily used in computer operating systems and
interfaces (Maguire, 1985). According to Maguire (1985), symbols, especially graphic ones,
are ideal for interfaces since they use little space, are not dependent on language, but still convey
large amounts of information. Symbols are used to facilitate the communication of functional
information universally across languages and take less cognitive energy to understand than their
word equivalent (McDougall, Curry & de Bruijn, 1999). Whether in transportation, navigation
or through a digital context, symbols are undeniably present in everyday life.
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Since language and communication is a response to attitudes and social changes, the use of it
will consequently evolve due to the tools accessible to the users (Alshengeeti, 2016).
Considering the up rise in use of mobile devices in the recent decade, new concerns regarding
the linguistic community have been introduced by traditionalists who referred to the assumption
that language has transformed into short and terse communication cues (Alshengeeti, 2016).
Nevertheless, Alshengeeti (2016) acknowledges a counter-argument of language and
communication being presented in many different forms, emoji’s being one of them. The ability
to communicate with supplemental visual attributes provides the opportunity to communicate
emotions and feelings and hence, conveys richer meaning and more accurate connotations
(Alshengeeti, 2016).

2.43 Emoji’s

Since emoji’s are a response to constant development in language, an interesting phenomena in
the use of emoji’s is the correlation between these new, and old symbols dating back more than
40,000 years (Alshengeeti, 2016). Cave paintings tell stories with the use of pictures rather than
words in the same fashion that Egyptian hieroglyphs record history (Alshengeeti, 2016).
Furthermore, this could explain the argument that emoji’s are an old language adapted to the
new society (Alshengeeti, 2016). Cuneiform, the earliest writing system, developed and used
by the Sumerians, has been dated back to 3,000 B.C and consists of symbols carved into wet
clay (Alshengeeti, 2016). These images, used by early humans, created abstract ideas and told
a story on how they lived, felt and thought (Alshengeeti, 2016). The short history behind emoji’s
started in Japan and was a means of expressing emotions in text that demonstrated playfulness
in the message and a “visual nature of digital culture” (Alshengeeti, 2016, p. 57). Since emoji’s
were introduced, their library has developed and grown and now, an emoji exists for almost
every expression. The spread of emoji’s was mainly caused by the commercial culture and
teenage generation, which according to Alshengeeti (2016) is one of the disputes preventing it
from being accepted as a language form. Nevertheless, both tech giants Apple and Google have
recognized the potential and value of emoji’s and in 2010 both firms played a part in the
standardization of over 720 symbols (Lucas, 2016).

You can say anything as long as you put the right emoji next to it.

- Kanye West

The development of communication and language in the 21st century and the use of emoji’s
has become a paramount area, a fact that was cemented when the Oxford English Dictionary in
2015 chose the “tears of joy”- emoji as the “Word of the Year” (Alshengeeti, 2016). It can be
argued that the use of emoji’s is opening new potential ways of innovative communication,
expanding the linguistic abilities as well as the traditional writing by making communication
more visual and creative (Danesi, 2016). Moreover, Alshengeeti (2016) acknowledges that the
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use of emoji’s could provide a different nuance and add more clarity to the message and refer
to it being an expression of language creativity.

Azuma (2012) explains that the spoken language is different from the written one in that it
almost always is delivered in a specific voice and with the use of specific gestures that
contribute to the expression of various emotions. In a written language, more specifically in the
digital contemporary society, the author explains that these various ways of showing emotions
or physical cues are not present. Azuma (2012) continues with the explanation that when
emoji’s were introduced, this gap was closed by using a creative and visible approach that
enabled the writer to express these feeling in an exciting way. Alshengeeti (2016) refers to
emoji’s as being universal by nature; hence, emoji’s can be used to cross language barriers.
Azuma (2012) further explains that there exists a potential illustrative ability in the use of
emoji’s since they can express universal emotions.

Henceforth, throughout this thesis, the contemporary term “emoji’s” will be referred to as a part
of the broader concept “symbols” since the researchers want to highlight the potential use of
emoji’s in a broader spectrum.

2.5 The Bridge between Cross-Cultural Marketing and
Semiotics

Symbols are language free and are thus considered appropriate and fair for inter-cultural usage
(Pappachan & Ziefle, 2007). Zender and Cassedy (2014) performed a study on the
understanding of 54 medical symbols in the United States versus rural Tanzania. There, the
authors found that a large number of the symbols were misunderstood due to lack of medical
knowledge in Tanzania. This introduced a new factor to the understanding of symbols. Markets
must take into account the relevant knowledge of their target audience when designing symbols
(Zender & Cassedy, 2014). Zender and Cassedy (2014) go on to relate how the access to
technology also plays a role in an individual’s ability to understand a symbol. Kassam,
Vaillancourt and Collins (2004) add that the education level of a target audience is another
factor in the interpretation of symbols. Zender and Cassedy (2014) conclude their article with
suggestions to increase the cross-cultural understanding of symbols. First, the authors suggest
that the designers of the symbol should be certain that the target culture is familiar with the
concepts of the intended message. Next, the authors suggest decision makers are aware of
cultural metaphors and are sure that the symbols chosen do not rely on metaphors not present
in the target culture. Finally, the authors advise against using learned signs not common to the
target culture. Pappachan and Ziefle (2007) acknowledge that is it advantageous to find design
principles in order to provide a distinct understanding of symbols that goes beyond cultural
knowledges, contexts, stereotypes or language barriers. This is due to the fact that standardized
designs are desirable in global markets and thus products have to be designed to fit individuals
all around globe (Pappachan & Ziefle, 2007).
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Similar to that language and how individual communication is evolving as a part of cultural,
social, and generational variations; technology and the way individuals use it is changing as
well (Alshengeeti, 2016). The younger generation who has grown up in the digital world with
an exponential use of mobile and digital communication is according to Alshengeeti (2016)
more inclined to accept changes in those areas. Furthermore, the author dictates that the use of
symbols in written text messages is one of these changes. Additionally, Nishimura (2015)
explains that generational differences may not be as strong as expected since older generations
are becoming more exposed to technology both through work and leisure activities. Hence,
Alshengeeti (2016) highlights that visual language such as symbols can traverse both
generations and culture.

2.6 Hypotheses

In Table 2.3; the reader will find the hypothesis that guides this thesis. These hypotheses were
developed with support from previous finding in the related theoretical backdrop and will be
tested by the researchers of this thesis with the empirical findings. The hypothesis are divided
into four sections that do not follow the same pattern as the questionnaire but are organized and
presented in this manner for the entirety of the thesis, with exception of the questionnaire design
and procedure section of the Methodology chapter.

Of the 16 hypothesis: The first derives from research conducted by Otterbring et al. (2014);
hypothesis two stems from research by Hepford (2017) and is strengthened by research from
Noriega & Blair (2008); hypothesis three and four derive from observational research
conducted by McNair (2012). These four hypothesis make-up Section 1: Perceptions of
Swedish Grocery Stores.

Hypothesis five stems from research both from Alshengeeti (2016) and Azuma (2012);
hypothesis six derives from observational research conducted by McNair (2012); research from
Alshengeeti (2016) alone guides hypothesis seven. These three hypothesis make-up Section 2:
Perception of Research, and aim at fulfilling the third research objective stated in Introduction
chapter: Identify other complementary elements contemporary symbols can add to the in-store
environment.

Hypothesis eight and nine are developed from previous research done by Garcia-Yeste (2013)
and is strengthened by Aaker, Brumbaugh and Grier’s (2000). These two hypothesis make-up
Section 3: Neglecting the Local Culture, which test whether or not symbols are preferred in
comparison to the English language which is related to the second objective stated in the
Introduction chapter: Identify consumer perceptions of the utilization of symbols in an in-store
environment.
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Hypothesis 10-15 is included in Section 4: Test Section and aim to fulfill the theoretical gap
included in objective one, stated in the Introduction chapter: Identify how effective symbols are
at increasing the multilingual and cross cultural understanding of marketing messages.

Hypothesis 16 was developed with regard to research done by Garcia, Badre and Stasko (1994)
and was developed post-research when interesting findings were discovered.

Table 2.2 Summary of Hypotheses

Hypotheses

Literature Support

H1. An individual’s ability to understand the local language has a
significant impact on their noticing of food category signs.

Otterbring et al. (2014)

H2. An individual’s ability to understand the local language has a

Hepford (2017); Noriega & Blair

would spend more money in foreign grocery stores if they felt more
comfortable.

significant impact on their understanding of category signs. (2008)
H3. An individual's ability to understand the local language has a McNair (2012)
significant impact on their feelings of comfort while in a foreign grocery
store.
H4. Individuals with a low level understanding of the local language McNair (2012)

HS. Adding a symbol next to the text in the local language will increase

Alshengeeti (2016); Azuma

to category signs.

the multilingual understanding of food category signs. (2012)
He6. Adding symbols next to the local language text on food category McNair (2012)
signs will increase the comfort of internationals.
H7. The use of colorful, contemporary symbols will draw more attention Alshengeeti (2016)

H8. Replacing local language text with English text would neglect the
local culture.

Garcia-Yeste (2013); Aaker,
Brumbaugh and Grier’s (2000)

H9. Adding symbols next to the local language text would not neglect the
local culture.

Garcia-Yeste (2013); Aaker,
Brumbaugh and Grier’s (2000)

H10-15. Adding symbols next to local language text will increase the
understanding of individuals with lower levels of local language
understanding.

McCahan and Nilsson (2018)

H16. Symbols with a higher level of complexity are better understood
than less complex, simple symbols

Garcia, Badre and Stasko (1994)
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2.7 Literature Framework

The literature framework proposes that the globalization of the world marketplace has resulted
in more cities becoming cosmopolitan, which leads to an increased demand for international
and cross-cultural marketing suited for individuals with different cultural and linguistic
backgrounds. Furthermore, the authors of this thesis propose that the study of contemporary
symbols, referred to as semiotics, can be utilized as a means to communicate cross-culturally,
which works as a multilingual message to increase customer satisfaction and does not neglect
the local audience of the host country. All this takes place within the context of an in-store retail
environment and will give the reader a holistic view on the possibilities of using contemporary
symbols in brick-and-mortar marketing.
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Figure 2.1 Theoretical Framework
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3 Methodology

The following chapter provides an overview of the methodology that was utilized to fulfill the
purpose of this thesis. The overall outline of the research strategy will be explained containing
detailed information on how the design of the study was carried out and implemented.

3.1  Research Design

3.1.1 Research Purpose

The purpose of this research is twofold; exposure and conclusive. On one side, the research
aims to expose ways in-store marketing communications can be improved for an international
audience without neglecting the local consumers. This allowed the researchers to search
extensively for previous research with an aim at finding relevant theory that could help drive
the research. On the other side, the research is conclusive since the researchers want to come to
conclusions about how marketing messages can cross cultures and language barriers without
neglecting the local audience.

3.1.2 Research Philosophy

Ontology is, according to Easterby-Smith, Thorpe and Jackson (2015) the philosophical
assumption about the nature of reality and existence. This thesis is stimulated by the ontological
view of internal realism, which falls under the umbrella that a truth exists but is obscure
(Easterby-Smith, Thorpe and Jackson, 2015). This philosophical stance was inspired due to the
fact that the researchers tested the empirical material to unfold a possible truth if contemporary
symbols are used to increase the multilingual understanding of an audience. This study received
711 responses from individuals originating from all around the globe, which all together lead
to the collection of data. Nevertheless, the data was gathered from a sample of the population
and even if the facts are concrete, they cannot be accessed directly (Easterby-Smith, Thorpe &
Jackson, 2015).

Epistemology is according to Easterby-Smith, Thorpe and Jackson (2015) the theory about
knowledge that aid researchers to better understand ways of enquiring into the nature of the
world. Positivism is the dominant epistemology when utilizing a questionnaire research method
(Easterby-Smith, Thorpe and Jackson, 2015) which goes hand in hand with this thesis.
Positivism acknowledges that verifiable patterns exist that are regular in organizational and
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human behavior (Easterby-Smith, Thorpe & Jackson, 2015). These patterns are generally
challenging to detect and even more challenging to explain, this due to the fact that there exist
a number of different factors or variables that may contribute to the observed result (Easterby-
Smith, Thorpe & Jackson, 2015). Nevertheless, questionnaire research often tends to cross
sections with the use of extensive samples and thus permits various factors to be measured at
the same time and hence, possible underlying relationships can be discovered and examined
(Easterby-Smith, Thorpe & Jackson, 2015). Moreover, a positivistic standpoint often utilizes
large surveys, mainly including numbers but in some cases words, and are testing theories,
which contributes to this research. The ambition with utilizing this approach was to either test,
generate or confirm theory (Easterby-Smith, Thorpe & Jackson, 2015).

3.1.3 Research Approach

The research approach is according to Bryman and Bell (2015) the relationship between
research and theory. A researcher can either have a deductive approach, which aims to test
existing theory, or an inductive approach, which does not rely on previous finding, but rather
aims to generalize those (Bryman & Bell, 2015). As reported by Bryman and Bell (2015), a
deductive approach is initiated with a comprehensive research of the theoretical fields of the
selected areas. This is to acquire a deeper knowledge and position the research in affiliation to
previous literature. This thesis was guided by existing theories gathered from articles and books
in the field of cross-cultural marketing and semiotics, which was encompassed under the
umbrella of a retail store environment. Due to the nature of this thesis and the relationship with
existing literature, the theoretical contributions from scholars has helped to guide this research
forward, hence this study adopts a deductive approach (Bryman & Bell, 2015). From the
theoretical literature presented in chapter two, the researchers developed 16 hypotheses that,
following the results of the quantitative questionnaire, were either rejected or confirmed by the
researchers, leading to theory contribution. This type of research is in accordance with Patel
and Davidsson’s (2011) view of a deductive-hypothesis work, where the research stems from
theory that further helped to guide the hypothesis. In line with the nature of a deductive
approach, the researchers of this thesis further tested the empirical data with the theoretical
literature to determine whether or not the empirical findings were in accordance with existing
theories. In addition to the questionnaire, the research is according to Bryman and Bell (2015)
of causal design since the aim is to test independent variables against dependent variables.

Some criteria were settled when deciding on the literature material used in this research: Firstly,
the research had to be relevant and prominent for the aim of this topic as well for the industry
in which the thesis resides. Secondly, the knowledge provided by previous research needed to
give a holistic view of the areas that were researched. Finally, the research had to be peer
reviewed and thus accepted by scholars. As a final step, the authors of this thesis revised the
literature presented in chapter two.
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of Hypothesis the Literature

Figure 3.1 Deductive Research Approach

3.1.4 Research Strategy

In consideration to this study’s nature and intended aim, an appropriate research method was to
include both qualitative and quantitative research processes, with a focus set on the quantitative
method and the use of the qualitative mainly as a preoperational study. This combined method,
with a strong focus on the quantitative approach was chosen due to the fact that the purpose
was to test if contemporary symbols can work as a means to translate various messages across
both languages and cultures and make it more comprehensive to an international audience and
consequently, create a better shopping experience for all. For this purpose, a quantitative
method was considered the most relevant since the authors of this thesis desired to test variables
to find a trustworthy way to translate these marketing messages. Moreover, the authors did not
aim to explain a phenomenon but rather to expose and conclude truths about the ambitions of
the research. The main study conducted was a questionnaire and it was utilized in order for the
researchers to gain a deeper understanding of the research aim in order to answer the thesis
research question and fulfill the objectives given. The data collected should also provide
suitable information so that the researchers either could confirm or disconfirm the pre-
formulated hypothesis. The aim of the online questionnaire was twofold: First, to test an
international individual’s understanding of food category signs and if adding descriptive
symbols to these signs would help to increase this understanding. Next, to gather additional
information about the respondents shopping experiences in Swedish grocery stores and their
thoughts of improvement. This method was considered valid since the authors of this thesis
wanted to gain comprehensive insights on how effective symbols are at transferring messages
across different culture.

Furthermore, the hope for this study is to embrace a high degree of reproducibility. This means
that other researchers should be capable of repeating or reproducing this specific study with the
use of a similar method, in this case; samples, questionnaire and process (May, 2013). This can
be fulfilled by the authors of this thesis by presenting a detailed description of how the study
was conducted with both strengths and weaknesses included. A high degree of transparency is
hence the intention to safeguard the research against biased influences from the researchers’
values (Bryman & Bell, 2015).

3.1.5 Mixed Methods

A mixed method strategy is when the research combines both qualitative and a quantitative
research within a single study (Bryman & Bell, 2015). When conducting research of this nature,
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the study can either have an equal weight of both qualitative and quantitative strategies or an
unequal weight and, making this determination a priority decision (Bryman & Bell, 2015). This
research has a dominantly quantitative approach, the qualitative method was sequential. This is
according to Bryman and Bell (2015) the most common way of conducting mixed method
research and the author’s further state that the qualitative research often acts as preparation for
the quantitative. This form of mixed method design is termed as exploratory sequential design
and is often associated with a qualitative investigation that could generate information later
used in the quantitative research (Bryman & Bell, 2015). Further, Bryman and Bell (2015)
explain that mixed method design requires that the researchers first gather and analyze the
qualitative findings, then sequentially gather and analyze the quantitative data. The authors
extend this view with the explanation that the researchers should be able to explain or elaborate
on the quantitative findings (Bryman & Bell, 2015). One strength of the mixed method research
design is that the confidence in the findings of a quantitative study can be enhanced with the
use of the accompanying method (Bryman & Bell, 2015). Nevertheless, the researchers must
be meticulous when designing and conducting the research since poorly conducted, non-
relevant research will provide suspect findings harming both the validity and reliability of the
study regardless of how many research methods were selected (Bryman & Bell, 2015).

3.2 Collection of Empirical Data

This thesis includes only the collection of primary data. Easterby-Smith, Thorpe and Jackson
(2015) declare that the use of primary data can lead to a greater confidence as well as new
insights of the research. Primary data refers to the data collected by the researchers themselves
in consideration of the aim of the study (Bryman & Bell, 2015). This thesis has gathered first-
hand data from two different research methods with the intended aim to contribute to an
extension of the knowledge in the field of cross-cultural marketing and semiotics in a store
environment. The first empirical data was gathered from a focus group (First Strand: Focus
Group), the main data was collected from a questionnaire sent out to target primarily
international individuals living in Sweden (Second Strand: Main Study).

3.3 First Strand: Focus Group

The following sector will present the gathering of the qualitative data and explain how the
finding was utilized to prepare for the main study. The qualitative data was collected from a
focus group consisting of nine individuals from various countries around the globe.

The researchers of the thesis initially conducted a qualitative focus group of international
students from various countries around the globe to discuss their understanding and
interpretation of Swedish marketing messages in general. This was done to expand the
researcher’s knowledge and to gain better insight into how in-store communication can be
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improved for a better cultural understanding without neglecting the local consumers. A focus
group is according to Bryman and Bell (2015) characterized as an interview but with several
people talking and discussing a specific topic or issue. The authors further suggest that the topic
should be fairly narrow and that the main objective is the interactions and the joint construction
of meaning. Since the ambition was to gain new insights from individuals living in a foreign
country about how they perceive Swedish marketing messages, a focus group was considered
a valuable way to gather this information. The focus group participants gave the researchers of
this thesis an understanding of why they felt the way they did, and how they argued for it
(Bryman & Bell, 2015). By utilizing this method, the researchers gained a fruitful understanding
of the experiences of the participants that later was used in order to develop the direction and
procedure of the questionnaire.

Due to the fact that Sweden was the local country for this study, the main objective of the
qualitative approach was to gain insights from international individuals and their perception of
foreign marketing messages and to what extent they understood them. To gain this knowledge,
a focus group of nine individuals from various countries in Europe, Asia and North America
was conducted. The focus group took place on the 5th of April, 2018, in Lund, Sweden. The
duration of the focus group was 45 minutes and the Topic Agenda is available in Appendix A.
The chosen sampling method used when inviting the participant to the focus group was a non-
probability convenience sampling approach. The motivation for this approach was due to the
access and the availability of the participants combined with the fast access to the empirical
material (Easterby-Smith, Thorpe & Jackson, 2015) since the focus group was mainly
preparation for the dominant method (Bryman & Bell, 2015). The criteria used when recruiting
the focus group participants was that they had to be international individuals currently living in
Sweden. To get a good spread among the participant’s cultural and linguistic belonging, the
researchers of this thesis invited three Germans, two Italians, one Dutch, one American, one
Turk and one Malaysian. With this heterogeneous background, the participants contributed to
an insightful discussion with an abundance of stimulating ideas that could be included in the
research.

3.3.1 Quality of Qualitative Research

According to Easterby-Smith, Thorpe and Jackson (2015) validity in qualitative research
concerns the number of perspectives presented. One way to increase validity is hence to provide
a rich picture of different behaviors and illustrate the use of a transparent gathering method
(Easterby-Smith, Thorpe & Jackson, 2015). The research consisted of nine different
perspectives where both speaking and listening were encouraged, therefore the meaning was
engraved in the double layered dialogue (Arbnor & Bjerke, 2009). Having conducted the focus
group, the researchers gained a deeper understanding of which directions to pursue, resulting
in more credible research (Easterby-Smith, Thorpe & Jackson, 2015). If similar views could be
gained by other scholars, the research is implied to have a solid reliability (Easterby-Smith,
Thorpe & Jackson, 2015). In consideration of the focus group administered, this research has
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nine different views from participants originating from different parts of the world. This method
delivers a largely heterogeneous participant group and hence strengthens the reliability. By
explaining the steps in how the focus group was conducted and how the participants were
recruited, the credibility and consequently the quality of the study was increased (Easterby-
Smith, Thorpe & Jackson, 2015). Further, the risk of biases were reduced since the researchers
of this thesis used a previously prepared Topic Agenda (See Appendix A) that was created and
further corrected several times along the way. The researchers also audio-recorded the session
which implied that they could listen to the ideas and proposals retrospectively and therefore be
sure no important information was excluded (Easterby-Smith, Thorpe & Jackson, 2015).

3.4 Second Strand: Main Study

The largest contribution of this research, the main study, will be presented in this following
section. First, an introduction to the questionnaire design and procedure will be elucidated,
followed by the sampling process. Finally, the pilot study and control questions will be outlined.

The main factor to take into consideration when designing the questionnaire was that it should
be able to fulfill the purpose of the research and answer the research question. The
preoperational data collection gave the research strength since it filled the gaps needed in order
to provide a valid result. The purpose of this research was to test if contemporary symbols can
work as a means to translate various messages across both languages and cultures to make it
more comprehensible to an international audience. For this purpose, three objectives were
forwarded and boiled down to the thesis research question. The first objective for this research
aim stated “identify how effective symbols are at increasing the multilingual and cross cultural
understanding of marketing messages,” for this objective, a test segment in the questionnaire
was developed to observe and measure the effectiveness symbols have at traversing cultural
and language boundaries. The second objective for the research stated “identify consumer
perceptions of the utilization of symbols in an in-store environment,” for this objective, three
hypothesis were developed and performed in the “Perception of Research” section in the
findings and result. The third and last objective stated “identify other complementary elements
contemporary symbols can add to the in-store environment,” for this objective the research
measured factors such as comfort, monetary justifications and attention to signs to see whether
or not these symbols contributed to additional aspects of the research. These three objectives
were then analyzed and discussed in comparison to the test result and theory which contributed
to answering the research question “how can in-store marketing communications be improved
for an international audience without neglecting the local consumers?”
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3.4.1 Questionnaire Design and Procedure

The questionnaire designed, consisted of five segments that will be outlined below:

Segment 1 included four biographical questions: age, gender, country of origin and level of
Swedish understood (beginner, intermediate, advanced). The results from this segment would
help to build a profile of our sample group and allow for better analysis of the data collected in
the following segments.

Segment 2 consisted of pre-test questions. Here, respondents were asked about their previous
experiences in Swedish grocery stores. The questions (See Appendix B, Section 2) in this
segment were presented as statements and the respondents were asked to rank their agreement
or disagreement on a five point Likert scale (1= strongly disagree, 5= strongly agree). The
results from this segment were used to discover what international students believed could be
improved within the in-store environment and when combined with the results from the final
segment, allowed the researchers to gauge the perceived effectiveness of the proposed
strategy.

Segment 3 was the first of the two test segments, which was designed with regard to two
previous studies: one performed by Shinar and Vogelzang (2013) on the comprehension of
traffic signs with symbols versus text, the other by Shinar et al. (2010) on cross-cultural
understanding of traffic signs. Here, respondents were presented with ten category signs as they
currently appear in Swedish grocery stores with black Swedish text on a white background.
Under each sign the respondents were asked to write in one to two English words what they
believed the meaning of the sign to be. If the respondents did not know the answer they were
asked to write N/A (no answer). The short answer responses from Segment 3 and 4 were scored
using the same procedure as Shinar et al. (2010) and Shinar and Vogelzang (2013): completely
correct (2 points), partially correct (1 point) (e.g. quiche instead of pie for question #8 or
coriander instead of herbs for question #6), incorrect (0 points) (any answer that is completely
unrelated to the sign content). The signs used in this segment (See Appendix B, Section 3) were
chosen from the frozen food aisle in ICA Tuna, Lund, and ranged from Swedish words similar
to their English equivalent, believed to be easily understood such as “soppa” (meaning soup) to
more difficult Swedish words, far from their English translation such as “skaldjur” (meaning
seafood). After advancing to Segment 4, respondents were asked not to revisit Segment 3. This
would prevent respondents that responded N/A to a question in this segment from later changing
it after visiting the next segment.

Segment 4 used the same signs as the previous segment, but included the addition of colorful
symbols similar to emoji’s, directly to the right of the Swedish text (See Appendix B, Section
4). The process for selecting these symbols was undertakes with regard to previous literature
on semiotics and cross-cultural marketing. Zender and Cassedy (2014) wrote an article on
symbol comprehension in different cultural contexts, which recommends that, for symbols to
be understood across cultures, they must have a familiarity to all cultures involved and must
avoid specific cultural metaphors. All symbols used in this study were of food products
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common to the world and were simple enough to avoid any kind of metaphor. Pappachan and
Ziefle (2007) noted the importance of a standardized design when testing the cross cultural
understanding of signs. With respect to this, all symbols used in this study were chosen to be
as consistent as possible (e.g. same amount of color and graphics). McDougall, Curry and
Bruijn (1999) discovered a correlation between concreteness and meaningfulness, dictating that
symbols representing real world concrete objects are more easily understood by all, thus the
symbols chosen for this research all resemble food products that have a high degree of
concreteness. Finally, Alshengeeti (2016) explains that colorful symbols, like emoji’s, add a
nuance to communication and allow for language creativity. With regard to this, all symbols
chosen included colors in an attempt to draw more attention and add excitement to the signs.
The procedure for this segment was the same as in the previous section, and the results from
Segment 3 and 4 were used to analyze the change in respondents’ understanding of the signs.

Segment 5 consisted of statements relating to the test segments three and four (See Appendix
B, Section 5). Here, respondents were asked to rate their agreement or disagreement on a five
point Likert scale (1= strongly disagree, 5= strongly agree). The results from this segment were
used to gauge whether or not the respondents believed the strategy of this research would be
effective, as well as capture more data about cultural sensitivity and possible implications.

3.4.2 Sampling Method

The target population for this study was the 1,877,050 international individuals currently living
in Sweden (Statistikdatabasen, 2018). The sampling technique utilized was non-probability
convenience sampling. Easterby-Smith Thorpe and Jackson (2015) clarify that in a non-
probability sampling design, it is not possible to affirm the probability of the respondents being
a member of the sampled population. Due to this fact, the authors acknowledge that it is difficult
for the researchers, conducting a study of this kind, to be confident about the claims made and
their applicability to the to a larger population than the one the sample is taken from. This
limitation of the sampling approach will be considered by the authors of this thesis and carefully
acknowledged in the discussion and conclusion chapters. Moreover, the convenience sampling
approach is common in research due to the fact that the selected sample is easily accessible to
the researchers (Easterby-Smith Thorpe & Jackson, 2015).

A link to the questionnaire was posted on various Lund University Facebook groups consisting
of international students as well as other Facebook groups consisting of internationals living in
Sweden. Additionally, further responses were captured by visiting study locations around Lund
University and prompting international students to participate in the study. If an individual
agreed to participate in the questionnaire, a link was sent and the respondents could complete
it in their own time. According to Easterby-Smith, Thorpe and Jackson (2015), collecting
samples from social media sites such as Facebook could result in a greater sample of the
younger generations by cause of their social network.
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This strategy of gathering data was believed by the authors of this thesis to be a valid way of
collecting empirical material since the aim was to get a good spread of international individuals.
A group of people not included in the original target population was those of Swedish nativity
or advanced speakers of the language. Nevertheless, some of these individuals were included,
resulting in different groups that could be compared, consequently leading to a more expansive
understanding of how symbols can be implemented in a store environment without neglecting
the local consumers. Moreover, since the research specifically did not target these individuals,
there exists a lack of representativeness in the research data which could affect the validity. The
respondents identified themselves as either having “beginner,” “intermediate,” and “advanced”
understanding of the Swedish language which produced groups that could be further compared
against each other. Due to the fact that the group sizes were unequal, careful analysis techniques

were used to offset this discrepancy of the sample sizes.

3.4.3 Pilot Study

Before sending the study out to the international respondents, the authors of this thesis send it
to 32 individuals from different countries and with different knowledge levels of the Swedish
language who gave feedback for further improvements. The pilot study was used as a means to
ensure that the questionnaire was understood by the potential respondents and that the
expressions and key concepts were explained in a comprehensive way to avoid biases. Such
potential biases that could occur and disturb the results of the research can be avoided with the
use of a pilot study (Bryman & Bell, 2015). The most valuable insights given from the pilot
study was that several questions could be excluded since they did not give the researchers
anything to analyze which further helped to make the survey more precise and in accordance to
the purpose of the research. From the result of the pilot study, the authors of this thesis
discovered that the question concerning the English proficiency was unnecessary due to the
premise that most individuals living in Sweden understand simple words in English. Additional
questions that were removed from the questionnaire were in the test segments regarding the
words and symbols since those questions were regarded too close to the English language and
hence, considered too simple and could disturb the result.

3.4.4 Control Question

The questionnaire included one control question, stating; “I have been to a grocery store in
Sweden” and the aim with this question was to control whether or not the respondents had
experience in a grocery store in Sweden. If the respondents had not visited a grocery store, their
contribution to the research was considered biased due to lack of experience. In this segment,
nine respondents answered “no” and these were excluded from the questionnaire, leaving 702
respondents to analyze.

3.4.5 Questions Omitted
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The questionnaire originally consisted of 38 questions, 20 in the two test segments and 18 Likert
scale statement questions (See Appendix B). No questions from the tests segments were
omitted, but some questions from the other segments were deemed insignificant or redundant
and therefore removed from the analysis. The first omitted question asked the respondents if
they believed Lund is an international city. Since after the survey was opened up for public
completion, it was decided to expand the target population to all international individuals living
in Sweden not just those in Lund, it was found that some of the respondents were not familiar
with Lund as a city and therefore could not answer the question with accuracy. Instead, the
question posing “I believe Sweden is an international country” was used to gather appropriate
data. The next omitted question posed the statement “I find it difficult to navigate through
Swedish grocery stores.” It was deemed redundant with regard to the two questions preceding:
“I notice the food category signs in Swedish grocery stores” and “I understand the food category
signs in Swedish grocery stores.” The authors of this thesis believed that if a customer did not
notice and could not understand food category signs then they would have trouble navigating
through the store. The results supported this assumption; therefore the question was removed
from the analysis. The next question omitted from the analysis stated “I believe the colorful
symbols used in this survey would improve my shopping experience.” This question was
removed because it produced the same results as the question directly succeeding it that stated,
“I believe the colorful symbols used in this survey would draw my attention better to the
category signs in Swedish grocery stores.” The question that stated “Adding appropriate
symbols next to the Swedish text would help me to better navigate the store” was also removed
due to the fact that the previous question relating to navigation was removed as well. Further,
the question posing “Adding symbols next to Swedish text would make me feel more included”
was removed due to another question relating to comfort receiving the same result. Comfort
and inclusion could be considered synonymous and since the results were similar this question
was deemed redundant. Finally, the last question omitted from the analysis asked whether or
not the respondents believed replacing Swedish text with English text would be more effective
then adding symbols. The question succeeding it asked if the respondents believed replacing
Swedish text with English would neglect the local culture received a high degree of agreement
and since part of the research question involved not neglecting the local culture, the
aforementioned question was deemed irrelevant.

3.5 Craft of Analysis

For the analysis, the segments of the questionnaire will be presented as follows: Segment 2 of
the questionnaire that included questions about the respondents’ perceptions of Swedish
grocery stores will be presented as Section 1 of the analysis and also referred to as Section 1
for the remainder of the thesis. The first three questions of Segment 5 of the questionnaire that
asked about respondents perceptions of the research will presented as Section 2 of the analysis
and also referred to as Section 2 for the remainder of the thesis. The final two questions of
Segment 5 of the questionnaire that presented questions about neglecting the local culture will
be presented as Section 3 of the analysis and also referred to as Section 3 for the remainder of
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the thesis. Segment 3 and 4, the test segments of the questionnaire will be referred to and
presented as 4a and 4b of the analysis respectively. Section 4a presented signs with Swedish
text only and Section 4b presented the same signs but with the addition of descriptive symbols.

Table 3.1 Section Reference Table

Analysis/Reference Description Hypothesis Questionnaire
Section 1 Perceptions of Swedish Grocery Stores H1-H4 Segment 2 (Q1-Q4)
Section 2 Perceptions of Research H5-H7 Segment 5 (Ql-Q3)
Section 3 Neglecting the Local Culture H8 & H9 Segment 5 (Q4-Q5)

Section 4a First Test Section (Swedish Text Only) H10-H15 Segment 3 (Q1-Q10)
Section 4b Second Test Section (Swedish Text + Symbols) H10-H16 Segment 4 (Q1-Q10)

The analysis was conducted with the use of two statistical tools on SPSS. First, a one way
analysis of variance (ANOVA) was used for all questions in the first (Perceptions of Swedish
Grocery Stores) and second sections (Perceptions of Research) of the analysis. The ANOVA
allows for the testing of mean differences between more than two treatment conditions (Burns
& Burns, 2008). A one way ANOVA was selected for this analysis because it divides the
independent variable (level of Swedish understanding) into its three categories (beginner,
intermediate and advanced) and attempts to identify significant differences between these
categories with regard to the dependent variable (questionnaire responses) (Burns & Burns,
2008). The purpose of ANOVA is to measure whether variances in the mean scores are actually
significantly different or simply random sampling error variations (Burns & Burns, 2008). To
further analyze the data and identify specifically where the variances occur, a post hoc test is
needed (Burns & Burns, 2008). For this, the Bonferroni post hoc test will be used, due to the
facts that there are only three comparisons to be made, and that the sample sizes of the
categories within the independent variable (level of Swedish understanding) are not equal
(Burns & Burns, 2008). This variation in group sizes could poses problems with regard to
homogeneity of variances and weighted results, but since ANOVA is rather robust (Burns &
Burns, 2008) and the analysis of the results predominantly controls for level of Swedish
understanding, these problems are mitigated.

For the two questions in Section 3, the ANOVA shows no significant differences in the means
of the three levels of Swedish understanding. Therefore, a one sample T-test will be used to
for Section 3. A one sample T-test is used to test if the sample mean differs from a set population
mean (Burns & Burns, 2008). For this analysis, the population mean or test value will be set at
2.5, representing an indifferent level of agreeance to the statement. Any mean difference will
represent the intensity of agreement or disagreement.

Similar methods of analysis were used for the Sections 4a and 4b of the analysis. A one way
ANOVA was used to analyze the data from the section as a whole. An average score was
computed for all questions in Section 4a as well as Section 4b. First, the average results from
Section 4a were loaded as the dependent variable and level of Swedish understanding was used
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as the independent variable. This process was then repeated for Section 4b. Post hoc tests were
then performed in the same fashion as in Sections 1 and 2 of the analysis.

For further analysis, paired sample T-tests were performed. A paired T-test is used when testing
for mean differences between two groups that are related in some way and hence, not
independent of each other (Burns & Burns, 2008). The results from Section 4a and 4b are
produced by the same respondents and the content of the two sections are very closely related.
Therefore, this method of analysis is deemed valid for this research and the T-tests were
performed in two capacities. First, the overall scores from Section 4a were compared to those
of Section 4b. This was performed in four different manners with level of Swedish
understanding controlled for (all levels, beginner, intermediate and advanced). Next, the same
tests were conducted, but each individual question from Section 4a was compared to its mate
from Section 4b.

3.5.1 Correlation

This thesis has chosen to accept a statistical significance level of p < 0.05 which means that
there is a 5% risk that the result displays correlations in the sample that does not match with the
population (Korner & Wahlgren, 2006). A significance level of p < 0.05 is exceedingly the one
most commonly used in quantitative research (Koérner & Wahlgren, 2006).

3.6  Quality of Research

When conducting this research, the authors were set to provide transparency about the research
process as well as provide the reader with a high degree of reproducibility (Bryman & Bell,
2015; Easterby-Smith, Thorpe & Jackson, 2015). The researcher should according to
Rosengren and Arvidsson (2002), be able to confirm that the outcome of the study is
trustworthy. Moreover, Bell, Waters and Nilsson (2016) refer to the importance of being critical
of the choice of research method and that being critical could strengthen the reliability regarding
the chosen approach. Bryman and Bell (2015) define quantitative reliability as a way to measure
the consistency of a concept, and this can be done with the use of three prominent factors;
stability, internal reliability and inter-rater reliability. Further, Easterby-Smith, Thorpe and
Jackson (2015) explain that reliability in a questionnaire design is paramount since it will assess
whether the questionnaire could have the same result each time it is used, hence it lies as
grounds for the approximations for the underlying concepts of interest. Moreover, it is
according to Bryman and Bell (2015) of great importance in quantitative research to measure
reliability since the measurements used should aim to be stable. According to the authors,
internal reliability is whether the research is internally consistent and one way to test this is
through a measurement called Cronbach’s Alpha. This measurement is the most common one
to test the internal consistency and examines the average of the correlations in the combinations
of split-halves that is determined (Heale & Twycross, 2015). In this test, the result is a number
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between 0 and 1 and according to Heale and Twycross (2015), an acceptable score is around
0.7 and higher. When running the Cronbach’s Alpha test on the 20 questions in the test sections
of the main study, the reliability scored 0.858 which is higher than 0.7 and thus proves that the
test section is internally consistent.

Table 3.2 Cronbach’s Alpha

Case Processing Summary
Cases ‘ N %
Total | 702 100

Reliability Statistics
Cronbach's Alpha N of Items
0.858 20

According to Bryman and Bell (2015), stability in quantitative research refers to whether or not
a measure is stable over time. Moreover, stability shows if the results, gathered from a sample
of respondents relating to the measure, does not fluctuate (Bryman & Bell, 2015). Bryman and
Bell (2015) state that the most understandable way to test this is with the use of a test-retest
method. To improve the stability of this research, several pre-tests were conducted when
developing the questionnaire. The pre-tests were done both during the development and also
with the use of a pilot study when the questionnaire was sent out to 32 respondents who later
gave feedback. To ensure the stability of the present study, the authors of this thesis sent the
questionnaire out to individuals with different generational and educational backgrounds.

The issue of subjective decision-making by the researchers is the issue of inter-rater reliability
(Bryman & Bell, 2015). There is a risk that research consisting of a considerable amount of
subjective judgement will lack consistency in the decision making which impacts the inter-rater
reliability (Bryman & Bell, 2015). This study involved a small amount of subjective decision
making, for example when choosing which symbols to use in this experiment. Though these
decisions were guided by literature they were chosen solely by the researchers and have the
possibility of producing biased results.

Furthermore, triangulation is a concept that applies when researchers are using two or more
methods or sources of data in the study. Throughout this research, two different data collecting
processes were utilized to gather the empirical material which enhanced the reliability. Mertens
and Hesse-Biber (2012) explain that previously, many different scholars used the concept of
triangulation as a justification for the use of a mixed method. Nevertheless, the author’s further
state that the mix between qualitative and quantitative data can aim at illustrating a deeper and
more complete understanding of a phenomenon studied. Triangulation is hence an excellent
way to capture multiple dimensions of a research phenomenon.

Bryman and Bell (2015) refer to validity as the device able to measure whether or not a concept
really measures what it is intended to. The authors further suggest that there are various ways
to measure validity but the most commonly used measure considers internal and external
validity. Bryman and Bell (2015) explain the concept of internal validity as a match between
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the theoretical ideas and the researcher’s observations. Trost and Hultiker (2012) illustrate the
importance of being comprehensible and concrete in the questions since there is no allowance
for follow-up questions or detailed answers in a questionnaire. This issue was taken into account
and minimized due to the pilot study where the researchers gained understanding about how
potential respondents interpreted the questions. Moreover, Bradburn, Sudman and Wansink
(2004) explain that in questionnaires, as a tool for measurement, it is crucial to be aware that it
does not actually measure the respondents’ definite behavior, but instead the experienced.
Furthermore, the authors state that it is hard to make sure that the respondents are being
authentic in their answers, but this risk was decreased due to the fact that the questionnaire used
in this research did not contain any questions of an intimidating nature. The external validity is
a measurement of the degree to which findings can be generalized (Bryman & Bell, 2015), and
this can be in terms of people, situations, techniques of measurements and places (Calder,
Phillips & Tybout, 1982). In terms of the external validity, the sample should be as close as
possible to the population (Bryman & Bell, 2015). In this research, the gender differences (75%
female respondents, 24% male and 1% other) might lower the external validity since this is not
comparable to the real world population and hence lacks population validity. Moreover, the
data collection process was limited to the respondents who had access to the online social media
site Facebook or could be found in Lund, Sweden. The fact that the questionnaire was voluntary
could also affect the external validity of the research (Johansson, 2010) since specific groups
of individuals might reject or ignore the opportunity to answer a questionnaire. These sampling
flaws could consequently lead to difficulties in the capabilities to generalize to the wider
population, hence generalizations of the results or to other contexts should be done with
caution.

3.7 Ethical Reflections

Reflecting on the ethical factors that might have influenced the research is crucial, according to
Easterby-Smith, Thorpe and Jackson (2015). Hence, the authors of this thesis will reflect below
on ten principles of ethical dilemmas that were established by Easterby-Smith, Thorpe and
Jackson.

The key principles of research ethics are according to Easterby-Smith, Thorpe and Jackson
(2015); to ensure no harm for the respondents, respecting the respondents dignity, ensure that
the respondents are fully informed, protect the privacy of the respondents, ensure
confidentiality of the research data, protect and ensure that the respondents or organization
remain anonymous, make sure not to avoid the deception of the research aim or research nature,
declare the conflicts of interest, declare the affiliation and the funding of the research, remain
honest and transparent throughout the research and in communication and avoid misleading or
false reporting in the research. The participants of the focus group are presented with their
country of origin, a decision the researchers took to present the members in a valid way. The
participants of the focus group were asked both before and after the focus group if it was
acceptable to use their answers in the thesis to which every respondent agreed. Due to the aim
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of this research, the respondents in the questionnaire had to fill in their age, gender, country of
origin and their level of Swedish understood. The researchers did not collect further information
about the respondents and hence, their anonymity can be ensured since the respondents cannot
be re-traced. Moreover, an ambition in this thesis was to deliver a transparent method to avoid
misleading data interpretation that could result in false reporting, hence the procedure of how
the empirical data was collected and analyzed was described in detail to the reader. No funding
was collected in this research project so that the authors of this thesis were not tied to any
specific demands or needs that had to be fulfilled, leading to an honest research reflected in the
data. Except for the aforementioned facts, the awareness of these ethical principles has been
taken into account and their protection guaranteed.
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4  Findings and Analysis

This chapter presents the empirics that were collected and analyzed in accordance to the
method presented in Chapter three (Methodology). The empirical data was analyzed using
SPSS software and presented with regards to the hypothesis derived from the Literature
Review.

4.1 First Strand: Focus Group

4.1.1 Misconceptions of Marketing Messages for International
Individuals

The aim of the conducted focus group was to gain a better understanding of the marketing

messages in Sweden that international students did not understand. Many ideas brought to light

by the participants of the focus group were taken into consideration when developing the main
research. A few of these statements are presented as follows:

I can understand sales, but other than that I have no idea what is going on

1 spent three hours in ICA because it was such a struggle for me to find anything

They don’t make it clear where the products are located

I couldn’t understand packaging or signs around the store

1 personally feel that anything would be better than how it is now

These statements from the participants in the focus group clearly illustrate that there is an

absence in understanding for international individuals while shopping. When asked about

product category signage in Swedish grocery stores, all of the focus group participants stated

that they did not even know that there were category signs hanging above the aisles or the frozen

food section. From this, the authors of this thesis made the primary assumption that it was due

to a subconscious identification of the foreign language signs leading to a conscious disregard,

and a secondary assumption that it may be due to the drab nature of the simple signs.

I don’t recognize signage here at all, but I do back at home
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When asked why the participants believed they had failed to notice those signs, a participant
answered:

Maybe it is because we know that we won’t understand so we don’t bother to look
Consequently, when asked what they believe would help them better notice and understand
these signs one of the participants answered that adding symbols or pictures next to the Swedish
words would help.

1 think it might be easier to have the name in Swedish and then a picture next to it as well
Another participant said that if color was added it might draw more attention to the signs.

Colors are also a universal language

Nevertheless, the participants understood the importance of not neglecting the local customers
by completely replacing the native language to English. As stated by one participant:

1 understand that we are guests here, but for business purposes they should make
communication more understandable

These discoveries led to the design of the main study. In the form of an online questionnaire,
the main study tested the multilingual understanding of adding symbols to the category signs
above the frozen food section. As an addition to this, it was decided to use colored symbols
similar to emoji’s in an attempt to draw more attention to the food category signs.

4.2 Second Strand: Main Study

4.2.1 Descriptive Statistics

The online questionnaire received a total amount of 711 respondents and was out for the public
completion from the 20th of April to the 1st of May, 2018. Out of the 711 respondents, nine
respondents had never been to a Swedish grocery store and were thus removed from the results,
leaving 702 responses to analyze.

The respondents age varied from 18-69 years old with an outlier of one 98 year old respondent
(not included in graph). See Table 4.1:
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Figure 4.1 Age of Respondents

The average age (mean value) of the respondents was calculated to be 30 years of age, while
the median age of the respondents was calculated to be 26.5 years. According to Smith (2008)
with support from Goyder (1986) and Moore and Tarnai (2002), younger individuals are more
inclined to engage in a questionnaire. This claim is supported by the fact that the highest
concentration of respondents was between 20-30 years old.

The gender difference of the 702 respondents was divided into 525 female respondents (75%),
169 male respondents (24%) and 8 respondents referring to themselves as “other” (1%). The
high amount of female responses could be a result of the gender balance in Swedish Universities
since the questionnaire was largely distributed in this environment. According to uhr.se (2018)
women have accounted for almost 65% of the applicants to Swedish universities for the past 11
years and during the last three years this number has increased further. Continuously, findings
from uhr.se (2018) explain that the reason behind this trend is difficult to pinpoint, but one
reason might be the labor market and that it has become easier for males to get a job in the
physical labor industry without further education. Furthermore, according to Smith (2008),
trends do exist in survey respondents. The author, with support from Curtin, Presser and Singer
(2000), states that more educated and affluent individuals are more likely to respond to a survey
and that women are also more inclined to engage in a survey than men. This can have some
implications on the result since it could have a biased female perspective. Nevertheless, this
does not affect the result intrinsically due to the fact that the gender differences are not
compared further or believed to be of importance to this research.

An amount of 70 various countries were represented in the survey and a further amount of 31
respondents filled out “other” as a country, meaning their native country was not an option
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given out of the 102 countries included in the questionnaire. A summary of the general origin
of the respondents is depicted in the figure 4.2:

317
300
250
200
158
150
100 90
50 37
33 26 31
L] = N m B
0 | ]
Scandinavia Europe, ex. Asia Africa South North  Australiaand  Other
Scandinavia America America New Zealand

Figure 4.2 General Origin of the Respondents from the Questionnaire

When completing the questionnaire, the respondents had to indicate their level of Swedish
understanding. There, 381 respondents (55%) referred to themselves as “beginners”, 199
respondents (28%) as “intermediate” and 122 respondents (17%) as “advanced”. These groups
have been compared against each other to identify the differences in understanding the signs
for individuals with different abilities in the Swedish language.

4.2.2 Degree of Internationality in Sweden

When sampling respondents for the questionnaire, a focus was primarily set on international
individuals living in Sweden. A large amount of respondents were recruited from Facebook
groups of international individuals or expatriates living in the country. One question found in
Segments 1 of the questionnaire stated “I believe Sweden is a highly international country” and
the reason for asking this question was to find out whether the respondents believed themselves
to be in an international country where research like this could be applicable. The respondents
could rate their agreement or disagreement on a five point Likert scale (strongly disagree = 1,
strongly agree = 5). The results show a high level of agreement to this question and are
illustrated in Table 4.3:
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Figure 4.3 Sweden's Degree of Internationality According to the Questionnaire Respondents

4.3 Hypothesis Testing

This segment will test the 16 hypotheses mentioned in Chapter two in a quantitative matter,
resulting in an acceptance of either the null (Ho) or alternative hypothesis (Ha). The alternative
hypothesis will act as a title for each point of analysis and the acceptance or rejection will
conclude the individual hypothesis tests.

4.3.1 Section 1: Perceptions of Swedish Grocery Stores

Section 1 was composed of questions attempting to gain a better understanding of individual’s
perceptions of Swedish grocery stores. Each question was presented in the form of a statement
and the respondents were asked to rank their agreeance on a five point Likert scale (strongly
disagree = 1, strongly agree = 5). The mean scores of each question for all 702 respondents are
presented first. While these scores do accurately represent the respondents’ general beliefs of
the posed questions, the data becomes more descriptive when level of Swedish understanding
is controlled for. For more descriptive results, a one way ANOVA was performed with
responses to the questions as the dependent variable and level of Swedish understanding as the
independent variable. Results from the ANOVA indicate whether or not there is a significant
difference in the mean scores of the three levels, but to further identify where these differences
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occur, a Bonferroni post hoc test was performed. All tables from the SPSS analysis are
presented in Appendix C.

Hypothesis 1a: An individual’s ability to understand the local language has a
significant impact on their noticing of food category signs.

Statement 1: I notice the food category signs while in Swedish grocery stores

Table 4.1 Hypothesis 1

N Mean
Beginner 381 3.367
Intermediate 199 3.804
Advanced 122 3.754
Total 702 3.558
F Sig.
Between Groups 10.678 .000
Mean Difference Sig.
) Intermediate -.4366 .000
Beginner
Advanced -.3866 .006
. Beginner 4366 .000
Intermediate
Advanced .0499 1.000
Beginner .3866 .006
Advanced
Intermediate -.0499 1.000

The mean score for all 702 respondents indicated an overall high to mid-level of agreeance (X
= 3.558). The ANOVA produces an F statistic of 10.678 with an associated probability value
of .000, which is below the significance level of .05, suggesting there is a significant mean
difference between the groups. Post hoc results point to this difference predominantly occurring
between beginner and intermediate Swedish speakers (M beginner 3.367 - M intermediate 3.804 = -
.4366). This mean difference is proven significant with an associated probability of .000, which
is below the significance level of .05. Therefore, the null hypothesis of equal means is rejected.
The alternative hypothesis of ability to understand the local language significantly impacting
an individual's noticing of food category signs is accepted.

Findings from the previously held focus group indicated that many respondents did not notice
these signs. This evidence led to the premise of the main study and results from this question
further solidify this information. The results show that respondents with lower levels of
Swedish understanding do not notice food category signs with the same prevalence as those
with higher levels. This is most likely due to their subconscious disregard of information
presented in a foreign language.
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X Hypothesis lo: Rejected
Hypothesis 1a: Accepted

Hypothesis 2a: An individual’s ability to understand the local language has a
significant impact on their understanding of category signs.

Statement 2: I understand the food category signs while in Swedish grocery stores

Table 4.2 Hypothesis 2
N Mean
Beginner 381 3.231
Intermediate 199 4.372
Advanced 122 4.73
Total 702 3.815
F Sig.
Between Groups 147.432 .000
Mean Difference Sig.
) Intermediate -1.1409 .000
Beginner
Advanced -1.4985 .000
) Beginner 1.14985 .000
Intermediate
Advanced -.3576 .006
Beginner 1.4985 .000
Advanced
Intermediate .3576 .006

The mean score for all 702 respondents indicated an overall high to mid-level of agreeance (X
= 3.815). The ANOVA produces a large F statistic of 147.432 with an associated probability
value of .000, which is below the significance level of .05, suggesting there is a significant
mean difference between the groups. Post hoc results point to this difference predominantly
occurring between beginner and advanced Swedish speakers (M beginner 3.231 - M advanced 4.73 =
-1.4985). This mean difference is proven significant with an associated probability of .000,
which is below the significance level of .05. Therefore, the null hypothesis of equal means is
rejected. The alternative hypothesis of ability to understand the local language significantly
impacting an individual's understanding of food category signs is accepted.

The results from this question, pointing to a much higher understanding of food category as

Swedish understanding levels increase, may be obvious, but is the basis of the research and
when tied to the results from the test sections, adds validity.
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X Hypothesis 20: Rejected
Hypothesis 2a: Accepted

Hypothesis 3a: An individual's ability to understand the local language has a
significant impact on their feelings of comfort while in a foreign grocery store.

Statement 3: I feel comfortable when in a Swedish grocery store

Table 4.3 Hypothesis 3

N Mean
Beginner 381 3.937
Intermediate 199 4.332
Advanced 122 4.451
Total 702 4,138
F Sig.
Between Groups 22.320 .000
Mean Difference Sig.
) Intermediate -.3947 .000
Beginner
Advanced -.5138 .000
. Beginner .3947 .000
Intermediate
Advanced -.1192 732
Beginner .5138 .000
Advanced g -
Intermediate .1192 .732

The mean score for all 702 respondents indicated an overall high level of comfort (X = 4.138).
But this comfort is not consistent across the three groups. The ANOVA produces an F statistic
of 22.32 with an associated probability value of .000, which is below the significance level of
.05, suggesting there is a significant mean difference between the groups. Post hoc results point
to this difference predominantly occurring between beginner and advanced Swedish speakers
(M beginner 3.937 - M advanced 4.451 = -.5138). This mean difference is proven significant with an
associated probability of .000, which is far lower than the significance level of .05. Therefore,
the null hypothesis of equal means is rejected. The alternative hypothesis of ability to
understand the local language significantly impacting an individual's feelings of comfort while
in Swedish grocery stores is accepted.

X Hypothesis 30: Rejected
Hypothesis 3a: Accepted
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Hypothesis 4a: Individuals with a low level understanding of the local language
would spend more money in foreign grocery stores if they felt more comfortable.

Statement 4: If I felt more comfortable in a Swedish grocery store I would spend more money
there

Table 4.4 Hypothesis 4
N Mean
Beginner 381 2.882
Intermediate 199 2.739
Advanced 122 2.467
Total 702 2.769
F Sig.
Between Groups 5.028 .007
Mean Difference Sig.
. Intermediate .1432 .590
Beginner
Advanced 4147 .005
. Beginner -.1432 .590
Intermediate
Advanced .2751 .189
Beginner -.4147 .005
Advanced € -
Intermediate -.2751 .189

The mean score for all 702 respondents indicated an overall mid-level of agreeance (X =2.769).
The ANOVA produces an F statistic of 5.028 with an associated probability value of .007,
which is below the significance level of .05, suggesting there is a significant mean difference
between the groups. Post hoc results point to this difference predominantly occurring between
beginner and advanced Swedish speakers (M beginner 2.882 - M advanced 2.467 = .4147). This mean
difference is proven significant with an associated probability of .005, which is below the
significance level of .05. Therefore, the null hypothesis of equal means is rejected. The
alternative hypothesis that individuals less capable of understanding the local language would
spend more money in foreign grocery stores if they felt more comfortable is accepted.

Here, the results show a positive mean difference meaning that the respondents tended to agree
less with the statement as their level of Swedish understanding increased. This is an opposite
trend to the previous question where respondents with higher levels of Swedish tended to agree
more with that statement, but points to the same conclusion. Respondents with lower levels of
Swedish understanding do not feel as comfortable and believe they would spend more money
if their feeling of comfort were increased.
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X Hypothesis 40: Rejected
Hypothesis 4a: Accepted

4.3.2 Section 2: Perception of Research

The questions that make up Section 2 were presented after the main test segments of the
questionnaire and were composed of questions designed to gather information about the
respondent’s perceptions of the proposed research. Each question was presented in the form of
a statement and the respondents were asked to rank their agreeance on a five point Likert scale
(strongly disagree = 1, strongly agree = 5). The mean scores of each question for all 702
respondents are presented first. While these scores do accurately represent the respondents’
general beliefs of the posed questions, the data becomes more descriptive when level of
Swedish understanding is controlled for. For more descriptive results, a one way ANOVA was
performed with responses to the questions as the dependent variable and level of Swedish
understanding as the independent variable. Results from the ANOVA indicate whether or not
there is a significant difference in the mean scores of the three levels, but to further identify
where these differences occur, a Bonferroni post hoc test was performed.

Hypothesis 5a: Adding a symbol next to the text in the local language will increase
the multilingual understanding of food category signs.

Statement 5: Adding appropriate symbols next to the Swedish text increases my understanding
of the signs

Table 4.5 Hypothesis 5
N Mean
Beginner 381 4.654
Intermediate 199 4.070
Advanced 122 3.098
Total 702 4,218
F Sig.
Between Groups 109.886 .000
Mean Difference Sig.
. Intermediate .5832 .000
Beginner
Advanced 1.5552 .000
. Beginner -.5832 .000
Intermediate
Advanced .9720 .000
Beginner -1.5552 .000
Advanced g -
Intermediate -.9720 .000
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The mean score for all 702 respondents indicated an overall high level of agreeance (x =4.218).
The ANOVA produces a large F statistic of 109.886 with an associated probability value of
.000, which is below the significance level of .05, suggesting there is a significant mean
difference between the groups. Post hoc results point to this difference predominantly occurring
between beginner and advanced Swedish speakers (M beginner 4.654 - M advanced 3.098 = 1.5552).
This mean difference is proven significant with an associated probability of .000, which is
below the significance level of .05. Therefore, the null hypothesis of equal means is rejected.
The alternative hypothesis that adding symbols to food category signs will increase the
understanding of internationals is accepted.

X Hypothesis 50: Rejected
Hypothesis 5a: Accepted

Hypothesis 6a: Adding symbols next to the local language text on food category
signs will increase the comfort of internationals.

Statement 6: Adding symbols next to the Swedish text of category signs would make me feel
more comfortable in a Swedish grocery store

Table 4.6 Hypothesis 6

N Mean
Beginner 381 3.976
Intermediate 199 3.357
Advanced 122 2.73
Total 702 3.584
F Sig.
Between Groups 52.871 .000
Mean Difference Sig.
) Intermediate .6196 .000
Beginner
Advanced 1.2469 .000
) Beginner -.6196 .000
Intermediate
Advanced .6273 .000
Beginner -1.2469 .000
Advanced € -
Intermediate -.6273 .000

The mean score for all 702 respondents indicated an overall mid to high level of agreeance (X
= 3.584). The ANOVA produces an F statistic of 52.871 with an associated probability value
of .000, which is below the significance level of .05, suggesting there is a significant mean
difference between the groups. Post hoc results point to this difference predominantly occurring
between beginner and advanced Swedish speakers (M beginner 3.976 - M advanced 2.73 = 1.2469).
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This mean difference is proven significant with an associated probability of .000, which is
below the significance level of .05. Therefore, the null hypothesis of equal means is rejected.

The alternative hypothesis that adding symbols to food category signs will increase the comfort
levels of internationals is accepted.

A previous question in the pre-test section found that respondents with lower levels of Swedish
understanding feel less comfortable while in Swedish grocery stores. The question directly
following that found that if those individuals did feel more comfortable they would spend more
money. The results from this question identify that the addition of symbols will make
individuals with lower levels of Swedish understanding feel more comfortable while in Swedish
grocery stores. Therefore, the conclusion can be drawn that the ambition of this research, adding
symbols next to the Swedish text on the food category signs in Swedish grocery stores, will
have a positive monetary impact.

X Hypothesis 60: Rejected
Hypothesis 6a: Accepted

Hypothesis 7a: The use of colorful, contemporary symbols will draw more
attention to category signs.

Statement 7: I believe the colorful symbols used in this survey would draw my attention better
to the category signs in Swedish grocery stores

Table 4.7 Hypothesis 7

N Mean
Beginner 381 4.320
Intermediate 199 3.975
Advanced 122 3.443
Total 702 4.07
F Sig.
Between Groups 35.373 .000
Mean Difference Sig.
) Intermediate .3453 .000
Beginner
Advanced .8776 .000
) Beginner -.3453 .000
Intermediate
Advanced .5323 .000
Beginner -.8776 .000
Advanced € -
Intermediate -.5323 .000
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The ANOVA produces an F statistic of 35.373 with an associated probability value of .000
which is below the significance level of .05, suggesting there is a significant mean difference
between the groups. Post hoc results point to this difference predominantly occurring between
beginner and advanced Swedish speakers (M beginner 4.32 - M advanced 3.443 = .8776). This mean
difference is proven significant with an associated probability of .000, which is below the
significance level of .05. Therefore, the null hypothesis of equal means is rejected. These results
suggest that individuals with lower levels of Swedish understanding do believe that the colorful
symbols used in test Section 4b would draw their attention better compared to individuals with
higher levels of Swedish understanding, but the mean score from all the respondents in the
study also supports the hypothesis. All 702 respondents indicated a high level of agreement to
this statement producing a mean score of 4.07. These results support the alternative hypothesis
that adding colorful symbols to food category signs will better draw the attention of all
customers.

X Hypothesis 70: Rejected
Hypothesis 7a: Accepted

4.3.3 Section 3: Neglecting the Local Culture

For the two questions in this section, the ANOVA showed no significant difference in the mean
values between levels of Swedish understanding. Therefore, a One Sample T-test was
performed for these questions with the responses as the test variable and 2.5 (indifferent level
of agreeance) as the test value.

Hypothesis 8a: Replacing local language text with English text would neglect the
local culture.

Statement 8: Replacing the Swedish text with English text would neglect the local culture

Table 4.8 Hypothesis 8
Descriptives
N Mean
702 4.269

One-Sample T-test

T Mean Difference Sig.
45.683 1.7692 .000

The mean score for all 702 respondents indicated an overall high level of agreeance (x = 4.269).
A large mean difference of 1.7692 shows the respondents intensity of agreement with this
statement. The T value of 45.683 received an associated probability value of .000 which is
below the significance level of .05, pointing to the significance of the difference between the
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test value and the sample mean. Therefore, the null hypothesis of equal means is rejected. The
alternative hypothesis that replacing local texts with English text would neglect the local culture
is accepted.

X Hypothesis 80: Rejected
Hypothesis 8a: Accepted

Hypothesis 9a: Adding symbols next to the local language text would not neglect
the local culture.

Statement 9: Adding symbols next to the Swedish text would neglect the local culture

Table 4.9 Hypothesis 9
N Mean
702 1.765

T Mean Difference Sig.
-18.16 -.7350 .000

The mean score for all 702 respondents indicated an overall high level of disagreement (X =
1.765). A mean difference of -.7350 shows the respondents moderate intensity of disagreement
with this statement. The T value of -18.16 received an associated probability value of .000,
which is below the significance level of .05, pointing to the significance of the difference
between the test value and the sample mean. Therefore, the null hypothesis of equal means is
rejected. The alternative hypothesis that adding symbols next to the local language text would
not neglect the local culture is accepted.

X Hypothesis 90: Rejected
Hypothesis 9a: Accepted

4.3.4 Section 4: Test Section

This section presents the results from the two test sections. There, respondents wrote in short
answers of what they believed the presented food category signs meant. Their answers were
coded as follows: correct = 2, partially correct = 1, incorrect = 0. This provided interval data
and was analyzed using ANOVA and paired sample T-tests.

In the first of the main test sections, respondents were presented with ten food category signs
comprised of Swedish text only.
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Hypothesis 10a: An individual's ability to understand the local language has a
significant impact on their understanding of the food category signs in Section 4a.

Table 4.10 Hypothesis 10

N Mean
Beginner 381 1.2079
Intermediate 199 1.7332
Advanced 122 1.8607
Total 702 1.4702
-
Sum of Squares F Sig.
Between Groups 58.579 216.264 .000
Within Groups 94.669
Total 153.248

Mean Difference Sig.

. Intermediate -.52529 .000
Beginner
Advanced -.65278 .000
. Beginner .52529 .000
Intermediate

Advanced -.12749 .000
Beginner .65278 .000

Advanced g -
Intermediate .12749 .000

The ANOVA produces a large F statistic of 216.264 with an associated probability value of
.000 which is below the significance level of .05, suggesting there is a significant mean
difference between the groups. Post hoc results point to this difference predominantly occurring
between beginner and advanced Swedish speakers (M beginner 1.2079 - M advanced 1.8607 = -
.65278). This mean difference is proven significant with an associated probability of .000 which
is below the significance level of .05. Therefore, the null hypothesis of equal means is rejected.
The effect size (58.579/153.248 = .382) suggests that 38.2% of the variance in signage
understanding for this section can be explained by the respondents’ understanding of Swedish.
The alternative hypothesis that ability to understand the local language has a significant impact
on the understanding of food category signs in Section 4a is accepted.

X Hypothesis 100: Rejected
Hypothesis 10a: Accepted

In the second of the main test sections, respondents were presented with ten food category signs
comprised of Swedish text accompanied by a descriptive symbol.
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Hypothesis 11a: An individual's ability to understand the local language has a
significant impact on their understanding of the food category signs in Section 4b.

Table 4.11 Hypothesis 11

N Mean
Beginner 381 1.7428
Intermediate 199 1.7523
Advanced 122 1.7484
Total 702 1.7464
Sum of Squares F Sig.
Between Groups .012 .027 974
Within Groups 160.294
Total 160.306
Mean Difference Sig.
. Intermediate -.00948 1.000
Beginner
Advanced -.00558 1.000
. Beginner .00948 1.000
Intermediate
Advanced .00390 1.000
Beginner .00558 1.000
Advanced S -
Intermediate -.00390 1.000

The ANOVA produces a very small F statistic of .027 with an associated probability value of
.974 which is far higher than the significance level of .05, suggesting there is no significant
mean difference between the groups. Post hoc results confirm this, showing no significant mean
differences or apparent trends. Therefore, the null hypothesis is accepted. The effect size
(.012/160.306 =.000) suggests that 0% of the variance in signage understanding for this section
can be explained by the respondents understanding of Swedish. The hypothesis that ability to
understand the local language has a significant impact on understanding of food category signs
in Section 4b is rejected.

Hypothesis 110: Accepted
X Hypothesis 11a: Rejected

The results from the ANOVA show a large variance in the understanding of the food category
signs in Section 4a with Swedish text only. This variance is due to the respondents’ ability to
understand Swedish and while the results may seem like an insignificant contribution, when
compared to those of Section 4b, they become more symbolic. In Section 4b where respondents
were presented with the same food category signs but accompanied with descriptive symbols,
the individual's ability to understand Swedish had no impact on their understanding of the
signage. This suggests that the addition of symbols to food category signs can increase their
multilingual understanding.
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To illustrate the discrepancies of the two test sections further, a Paired Sample T-test was
performed with four different control measures. First, Section 4a and 4b were compared with
no consideration for the respondents’ level of Swedish understanding. Next, a filter was applied
and the two sections were compared using only the results from the respondents with a beginner
level of Swedish understanding. The same analysis was then performed for intermediate and
advanced levels of understanding.

Hypothesis 12a: For all respondents, the mean scores from Section 4a are
significantly different than the mean scores from Section 4b.

Table 4.12 Hypothesis 12

Section N Mean
Section 4a 702 1.4702
Section 4b 702 1.7464
Section T Mean Difference Sig.
4a-4b -11.853 -.27621 .000

The mean scores for all 702 respondents in Section 4a were smaller than in Section 4b resulting
in a negative mean difference (Msa 1.4702 - Map 1.7464 = -.27621), meaning that the
respondents in Section 4b scored an average of 13.8% (.27621/2) higher than in Section 4a. The
associated probability value is equal to .000 which is below the significance level of .05,
proving that there is a significant difference in the mean values of the two sections. Therefore,
the null hypothesis of equal means is rejected and the alternative hypothesis is accepted.

These results show that, for all 702 respondents in the study, the addition of descriptive symbols
next to the Swedish text increased the understanding of the food category signs by 13.8%.

X Hypothesis 120: Rejected
Hypothesis 12a: Accepted
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Hypothesis 13a: For respondents with a beginner level of Swedish
understanding, the mean scores from Section 4a are significantly different than
the mean scores from Section 4b.

Table 4.13 Hypothesis 13

Section N Mean
Section 4a 381 1.2079
Section 4b 381 1.7428
Section T Mean Difference Sig.
4a-4b -18.897 -.53491 .000

The mean scores for the 381 respondents with a beginner level of Swedish understanding in
Section 4a were smaller than in Section 4b, resulting in a negative mean difference (M4a 1.2079
- Ma4b 1.7428 =-.53491) meaning that the respondents in Section 4b scored an average of 26.7%
(.53491/2) higher than in Section 4a. The associated probability value is equal to .000 which is
below the significance level of .05, suggesting that there is a significant difference in the mean
values of the two sections. Therefore the null hypothesis of equal means is rejected and the
alternative hypothesis is accepted.

These results show that, for the 381 respondents in the study with a beginner level of Swedish
understanding, the addition of descriptive symbols next to the Swedish text increased the
understanding of the food category signs by 26.7%.

X Hypothesis 130: Rejected
Hypothesis 13a: Accepted

Hypothesis 14a: For respondents with an intermediate level of Swedish
understanding, the mean scores from Section 4a are significantly different than
the mean scores from Section 4b.

Table 4.14 Hypothesis 14

Section N Mean
Section 4a 199 1.7332
Section 4b 199 1.7523
Section T Mean Difference Sig.
4a-4b -.491 -.0191 .624
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The mean scores for the 199 respondents with an intermediate level of Swedish understanding
in Section 4a were slightly smaller than in Section 4b resulting in a small negative mean
difference (Ma4a 1.7332 - Mab 1.7523 =-.01910) meaning that the respondents in section 4b only
scored an average of .9% (.01920/2) higher than in Section 4a. The associated probability value
is equal to .624 which is far above the significance level of .05, proving that there is no
significant difference in the mean values of the two sections. Therefore the null hypothesis of
equal means is accepted.

These results show that, for the 199 respondents in the study with an intermediate level of
Swedish understanding, the addition of descriptive symbols next to the Swedish text only
increased the understanding of the food category signs by .9%.

Hypothesis 140: Accepted
X Hypothesis 14a: Rejected

Hypothesis 15a: For respondents with an advanced level of Swedish
understanding, the mean scores from Section 4a are significantly different than
the mean scores from Section 4b.

Table 4.15 Hypothesis 15

Section N Mean
Section 4a 122 1.8607
Section 4b 122 1.7484
Section T Mean Difference Sig.
4a-4b 2.322 .11230 .022

The mean scores for the 122 respondents with an advanced level of Swedish understanding in
Section 4a were slightly larger than in Section 4b resulting in a small positive mean difference
(M4a 1.8607 - M4b 1.7484 = .1123), meaning that respondents in Section 4b actually scored an
average of 5.6% (.11230/2) lower than in Section 4a. The associated probability value is equal
to .022, which is below the significance level of .05, proving that there is a significant difference
in the mean values of the two sections. Therefore the null hypothesis of equal means is rejected
and the alternative hypothesis is accepted.

X Hypothesis 150: Rejected
Hypothesis 15a: Accepted

These results show that, for the 122 respondents in the study with an advanced level of Swedish
understanding, the addition of descriptive symbols next to the Swedish text actually decreased
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their understanding of the food category signs by 5.6%. This could mean that the symbols
confused the advanced Swedish speakers and may prove to be detrimental to the real world
application of this research. Further analysis of this phenomenon will follow in the next chapter.

Hypothesis 16a: Symbols with a higher level of complexity are better
understood than less complex, simple symbols.

To gain a better understanding of the effectiveness of the symbols used in this research, more
Paired Sample T-tests were performed. These tests were compiled with the same respect to the
level of Swedish understanding as the previous T-tests, but were expanded to compare the
individual questions of each section rather than the sections as a whole.

When the data is presented as a whole with all respondents of the study, some discrepancies
can be identified. Eight out of the ten pairs received a negative mean difference, meaning that
respondents understood the signs of those questions better in Section 4b than in 4a. Two pairs
received a positive mean difference, meaning that respondents understood the signs in those
questions better in Section 4a than in 4b.

For beginner speakers, many pairs proved to greatly increase the understanding. Pair ten
(seafood) received the largest mean difference of -1.156 meaning that the addition of a symbol
resulted in a 57.8% (1.156/2) increase in understanding. Pair six (herbs) received a mean
difference of -1.029 (51.5% increase in understanding). The mean difference for both pairs
received an associated probability of .000, which is below the significance level of .05, meaning
that the difference is significant. In contrast, pairs with smaller mean differences point to
symbols that were less effective at increasing understanding. Pair number three (bread) received
a positive mean difference (.026), meaning it actually decreased the understanding of beginner
speakers by 1.3% and the mean difference for pair nine (chicken) was only -.018 (.9% increase
in understanding). Pair seven’s (soup) mean difference was -.178 (8.9% increase in
understanding). Pair number two (ice cream) received a mean difference of -.273, meaning it
only increased the understanding by 13.6%. The mean difference for pair three and nine were
deemed insignificant by their high associated probability values (.370, .538 respectively).

Analysis of the respondents who understood an intermediate level of Swedish show many more
instances of positive mean differences. In fact only three pairs (P1, P6 and P10) produced a
negative mean difference. These results show that the addition of symbols does not help to
increase the understanding of food category signs for intermediate Swedish speakers.

For advanced speakers, many pairs proved to decrease understanding with the exception of two.
Pair six (herbs) received the only negative mean difference (-.098), meaning it increased the
understanding by 4.9%. Pair ten (seafood) received a mean difference of .000 meaning that this
symbol neither increased nor decreased the understanding for advanced speakers. In contrast,
many other pairs with positive mean differences point to symbols that were less effective at
increasing understanding. Pair number two (ice cream) received a mean difference of .213
meaning it decreased the understanding of advanced speakers by 10.6%. Both pair three (bread)
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and pair seven (soup) received a large mean difference (.164) meaning they actually decrease
the understanding by 8.2%. The mean difference for pair nine (chicken) was .156 (7.8%
decrease in understanding).

Upon visual inspection, the symbols used for pairs six (herbs) and ten (seafood) could be
considered to be more complex than the symbols chosen for pairs two (ice cream), three (bread),
seven (soup) and nine (chicken). These results show that those symbols involving more
complexity helped to increase the understanding of beginner speakers to a higher degree and
did not decrease the understanding of advanced speakers. These results support the hypothesis
that complexity adds to symbol comprehension.

X Hypothesis 160: Rejected
Hypothesis 16a: Accepted
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5 Discussion

This chapter will guide the reader through the objectives presented in Chapter 1 (Introduction).
The empirical material used in this chapter derives from the focus group and questionnaire and
are discussed in combination with the previous theoretical knowledge presented to the reader
in Chapter 2. (Literature Review).

5.1 Objective 1

Identify how effective symbols are at increasing the multilingual and cross cultural
understanding of marketing messages

A recent visit to [CA Kvantum at Tunavigen 39, Lund, Sweden revealed that all in-store food
category signs are presented in Swedish text only. This is an example where marketing fails to
reach across language barriers and cultural contexts. As signage plays a critical role in
comprehension activities within stores, this thesis used intermediate and advanced Swedish
speakers’ results as a benchmark and tested whether international individuals with little or no
knowledge of the Swedish language have trouble understanding signs in a local grocery store
and presents a solution to alleviate the problem.

Perhaps the most suggestive findings related to the aspiration of this research are the results
from the ANOVA where Section 4a and Section 4b were analyzed with the level of Swedish
understanding controlled for. Those results showed largely significant mean differences
between respondents with beginner, intermediate and advanced levels of Swedish
understanding in Section 4a. The same test, except that Section 4b produced results with no
significant mean differences between the three respondents groups. These figures suggest that,
while an individual's ability to understand Swedish has a large impact on their understanding
of the food category signs currently in use with only Swedish text, these discrepancies are
effectively erased when descriptive symbols are introduced. This points to symbols being
effective at increasing the multilingual understanding of in-store marketing messages. In
Zender and Cassedy’s (2014) study their findings point to a multilingual capacity of symbols
as long as cultural circumstances are accounted for. Pappachan and Ziefle (2007) describe
symbols as language free and can be appropriately used for cross-cultural communication. From
a large perspective, the findings of this thesis help to solidify these claims and pave the way for
future research.
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The paired sample T-tests examined the empirical data in more depth. Here, results from
Section 4a and 4b are compared directly and interesting trends appear. From an overall
perspective these results point to the same findings as those of the ANOVA, but at a closer look
some data points to the contrary. Though the addition of symbols to the food category signs
greatly helps to increase the understanding of beginner Swedish speakers, the effect of this aid
is diminished for intermediate speakers and actually reversed for advanced speakers. The results
showed that respondents with advanced levels of Swedish understanding scored lower in the
section where Swedish text was accompanied by symbols. This is possibly due to the fact that
the very symbols meant to increase understanding, actually confused advanced Swedish
speakers who scored high in the previous section composed of signs with only Swedish text.
This information was unexpected and could be grounds to dismiss the real world applicability
of this research, but when put into perspective, the significance of the two findings are unequal.
For beginner Swedish speakers the addition of symbols increased their understanding by 26.7%,
a figure that far over shadows the small decrease in understanding of 5.6% by advanced
speakers. Though these findings may point to an overall increased understanding of the signs,
it must be noted that the majority of the customers in a Swedish grocery store do have an
advanced level of Swedish understanding. Therefore, it is important to minimize the confusion
symbols might add.

Another reason possibly adding to this phenomenon of advanced Swedish speakers losing
comprehension when symbols are added, is the fact that when symbols are added they could
draw attention away from the text and could possibly cause respondents to disregard the text
and make decisions based solely on the symbols. In their article on the comprehension of traffic
with symbols versus with text, Shinar and Vogelzang (2013) state that symbols take less
cognitive energy to process and are comprehended faster than words. From this, the assumption
could be made that, in the test section of the questionnaire with symbols, respondents may have
made their decisions primarily based on the symbols, which led to those individuals with an
advanced understanding of Swedish scoring lower than on the previous section where the only
decision making material was the written text.

The fact that the symbols might have confused the advanced Swedish speaker may be due to
the subjective nature of symbol selection process. The symbols used in this study were selected
with regard to literature and may have not been chosen with correct accuracy. Another
explanation could be the fact that the authors of this thesis did not test the symbols before
putting them into the questionnaire and hence, were unfamiliar with how they could be received.
Nevertheless, discovering and ranking symbols for their cultural understanding was not the aim
of this research, rather the objective was to test if symbols could be used to cross cultures or
language barriers.

Cross-cultural marketing has become increasingly important in recent years (Alozie, 2010) and
the ability to cross language barriers with communications will give any firm an edge in the
international marketplace (Katsikeas, 2018). In their study on traffic signs with symbols versus
with text, Shinar and Vogelzang (2013) found that signs with text are perceived correctly at a
much higher rate, but this fact is only true for the local audience. The authors go on to state that
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in the shirking world where these signs need to apply to drivers trained in different cultures and
languages, traffic signage presented with symbols is now the norm in most countries. If symbols
are familiar to an audience, they are an advantageous way to increase sign understanding across
language barriers (Shinar & Vogelzang, 2013). Findings from this thesis confirm this fact.
However, Shinar et al’s. (2010) study on the cross-cultural understanding of symbolic traffic
signs found significant difference in traffic sign comprehension among drivers from different
countries. The authors even found instances where individuals perceived signs to mean the
opposite of their intended meaning.

The findings from literature and the main study of this thesis suggest that symbols can play a
crucial role in increasing the multilingual understanding of all types of communications and
therefore may give a firm a competitive edge in cross-cultural marketing, but the selection of
the symbols must be done with consideration to many criteria. Shinar et al. (2010) suggest
criteria to consider when developing symbols for traffic signs such as, spatial compatibility,
conceptual compatibility, physical representation, familiarity, and standardization. These
suggestions mirror those of Zender and Cassedy (2014), Pappachan and Ziefle (2007) and
McDougall, Curry and Bruijn (1999), which were used in the selection process for the symbols
of the current research. Though these suggestions and criteria were tested and proven to be
valuable, they were not specific to in-store marketing and may have proven to lack some aspects
needed to cross into that realm. Further research is needed to discover criteria relevant for
symbol creation meant for in-store marketing activities.

The T-tests from the overall sections showed a small decrease in the understanding of the signs
from Section 4a to Section 4b for advanced Swedish speakers. This means that the addition of
the symbols decreased their understanding of the signs. This phenomenon can be viewed in
more depth when the individual questions from both sections are compared.

Though the results from the overall scores of the individual questions give a comprehensive
illustration of the study, the discrepancy in the sample sizes of the participant groups with
different levels of Swedish understanding may provide biased results. Therefore, controlling
for Swedish understanding and comparing the groups may enable better analysis. The results
from the respondents with a beginner and intermediate understanding of Swedish follow a trend
of significant increases in sign comprehension when symbols are introduced for beginners and
less so for intermediates. The scores from the advanced speakers can point to symbols that may
have been selected improperly and the data provided by the beginner speakers can identify
symbols more effective at accomplishing the intended task. For advanced speakers, many of
the mean scores for Section 4a are very high and the corresponding scores for Section 4b
decrease in all but two cases. The mean differences of these individual questions from these
two sections show which symbols play the largest part in the misunderstanding of the signs.
Pair two, the questions with the intended meaning of “ice cream” received a relatively large
mean difference indicating that the symbol decreased the understanding of this sign by 10.6%.
Additionally, this same pair received a comparatively low mean difference when controlling
for beginner Swedish speakers. There, the symbol only increased the understanding of the sign
by respondents with a beginner level of Swedish by 13.6%. Though this value may seem large
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it is actually small when compared to the overall mean difference for beginners of 26.7%
increase in understanding. The symbol for this sign was a cone with three scoops of ice cream.
This symbol was chosen with regards to literature and in the subjective minds of the researchers,
satisfied the criteria set forth by Zender and Cassedy (2014), Pappachan and Ziefle (2007),
McDougall, Curry and Bruijn (1999) and Shinar et al. (2010). Though this symbol was chosen
meticulously, it is evident that it fell short of its intended purpose.

In contrast, pair number ten with the intended meaning of “seafood” was the only instance
where the addition of the symbol neither increased nor decreased the understanding of the sign
by the advanced speakers. There, the pair received a mean difference of .000 meaning that this
symbol did not confuse the respondents who scored the same in both sections. Further
strengthening this claim, pair ten received a largely significant mean difference when testing
for beginner Swedish speakers. This large mean difference meant that the addition of the chosen
symbol for seafood increased the comprehension of the sign by 57.8% for beginner Swedish
speakers. This symbol was composed of many different types of seafood organized into a pile.
These results point to this symbol being very effective.

The major difference between the symbol used to represent “seafood” and that to illustrate “ice
cream” is the complexity of the image. The symbol for “ice cream” is very minimalistic and
simple whereas the “seafood” symbol has far more items and could be considered much more
complex. In their article McDougall, Curry and Bruijn (1999) discuss the ongoing debate about
symbol complexity and its correlation with concreteness. Some authors argue that detail should
be removed from symbols to increase their understanding (Easterby, 1970; Rogers, 1988).
McDougall, Curry and Bruijn (1999) conclude their article with findings that suggest
complexity has no correlation with concreteness, meaning that simple symbols are more easily
understood. Other researchers argue for the contrary, Garcia, Badre and Stasko (1994) found
that symbols with more complexity were found to be more concrete and thus more
understandable. The findings from the research performed for this thesis point to more complex
symbols, like the one used to represent “seafood,” producing higher levels of understanding
than less complex symbols like the one chosen for “ice cream.” This claim is further
strengthened by pair number six. With a complexity level similar to that representing “seafood,”
the symbol chosen for pair number six includes multiple items organized together, designed to
represent “herbs.” For beginner speakers, pair six received the second highest mean difference,
meaning that it increased understanding for those individuals by 51.5%. For advanced speakers
this pair was the only one that received a negative mean difference, meaning that it did not
confuse the respondents, it actually increased their understanding by 4.9%. Other symbols seem
to follow this trend as well. The simple symbol of “bread,” received the only positive mean
difference for beginner speakers, meaning that it decreased their understanding by 1.3%. For
advanced speakers the same symbol decreased their understanding by 8.2%. The simple symbol
for “chicken” decreased the understanding of advanced speakers by 7.8% and only increased
understanding of beginners by .9%. The simple symbol for “soup” only increased the
understanding of beginners by 8.9% and decreased the understanding of advanced speakers by
8.2%. These findings back those of Garcia, Badre and Stasko (1994) and introduce a marketing
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perspective. Hence, a conclusion can be drawn that for symbols used in marketing, complexity
helps to increase the understanding by all individuals.

5.2 Objective 2

Identify consumer perceptions of the utilization of symbols in an in-store environment

Findings from the questionnaire indicated that individuals consider that replacing the local
language text with English text would neglect the local consumer. This result was provided
from individuals with beginner, intermediate and advanced understanding of the Swedish
language. These results strengthen Garcia-Yeste’s (2013) point that the native language is of
preference in a country even when the proficiency of English is high. Moreover, Noriega and
Blair (2008) assert that the native language is favored in marketing since the marketing message
becomes easier to process and recall and hence, provides more emotional attachment.
Furthermore, Aaker, Brumbaugh and Grier (2000) remark that both local and international
consumers receive a better experience of the marketing attempts when able to identify and
understand the message. Nevertheless, in cosmopolitan cities where multiple languages are
present, change is needed and marketing messages must be understood better by all cultures. A
solution that has the ability to cross language barriers and does not neglect the local culture is
the utilization of descriptive symbols complementing the text. The previously presented results
of the main study show that symbols, if selected correctly, can greatly increase the multilingual
understanding of marketing messages for internationals. Therefore, the purpose of this research
satisfies the needs of both local and international customers and can provide for a better overall
shopping experience.

This distinctive solution to increasing the multilingual understanding of marketing messages
that has been on the minds of the authors of this thesis from the beginning of the research is
that replacing local language text with English text, although becoming popular in
contemporary society, could have a negative effect on the local culture. Literature and results
from this thesis backup this claim in the context of a very highly English-accepting culture. In
order for this research to be expanded to other marketplaces around the globe, consideration of
the local culture must be held to a higher degree.
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5.3 Objective 3

Identify other complementary elements contemporary symbols can add to the in-store
environment

Results from the research goes hand in hand with the explanation given by Damaskinidis et al.
(2017) that clarifies that symbols add to textual information and allow the reader to gain better
understanding of the written message. An additional element is that the ability to understand
the local language has an impact on the noticing of signage. This result implies that marketing
messages may fall short of international potential customers since they do not award attention
to them. This could provide troublesome impacts in cities where international individuals are
growing.

Another element that contemporary symbols can add to an in-store environment is their ability
to draw attention to marketing messages. Results from the main study found that respondents
believe the colorful symbols used in the study would better draw their attention to the food
category signs. This is supported by Lin (2004) and Lee, Noble and Biswas (2018) who dictate
that colors can help stimulate customers’ emotions and aid in attracting their gaze. Since the
use of colorful, contemporary symbols could increase the attention given to in-store signage,
the assumption could be made that colorful, contemporary symbols also add another level of
excitement to the in-store environment, which not only improves the shopping experience for
international customers but also increases the store experience for the local audience as well.

Results for the questionnaire additionally found that individuals with lower levels of Swedish
understanding felt less comfortable while in Swedish grocery stores than those with higher
levels of Swedish understanding. Also found, was evidence that adding descriptive symbols to
food category signs, a form of an in-store marketing message, would increase the comfort levels
of those individuals. Adding these symbols decreases the distance between the international
audience and the marketers and according to Erez and Earley (1997) creates a feeling of cultural
closeness that also could be synonymously interpreted as comfort. Feeling a sense of belonging
to a group also act as a means to increase the comfort level of international individuals, hence
the complication of a different cultural identity can result in feelings of alienation. Increasing
the comfort level is not only a problem faced by managers, vital for keeping customers, but also
a competitive advantage since results indicate that these individuals believed they would spend
more money if they did feel more comfortable, providing a monetary justification for the basis
of this research. This is further solidified by Otterbring et al. (2014) whose study discovered
that product information signage greatly influences the customers’ buying decisions. Though
these results, due to the large sample size, are conclusive, they are subjectively based on the
respondents’ beliefs’ and more research is needed to properly verify this fact and add numerical
substance.
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6 Conclusion

This final chapter will present the conclusions derived from the research in order to answer the
research question and objectives and to accomplish the purpose of the research. This chapter
will additionally give the reader theoretical and practical implications and suggestions for
future research.

6.1 Conclusion

The reflection stemming from the knowledge gaps was developed into three objectives this
research wished to fulfill; it was then additionally boiled down to create the thesis research
question. The thesis research question is presented below and followed by an overall conclusion
of this research:

How can in-store marketing communications be improved for an international
audience without neglecting the local consumers?

If selected correctly, the addition of contemporary, descriptive symbols to in-store marketing
messages can help to increase the understanding of international consumers without introducing
practices that could neglect the local culture. Furthermore, colorful contemporary symbols can
add the attention-drawing elements of excitement and emotion to the in-store environment.
International individuals with a limited understanding of the Swedish language feel less
comfortable in Swedish grocery stores than those with a higher proficiency and if a store were
to increase the understanding of their in-store marketing messages, it would in turn boost the
comfort levels of these individuals. This change would lead to that firm receiving a larger
monetary contribution from their international customers and would give the company a
competitive advantage in the marketplace.

6.2 Limitations

Limitations for this thesis include first and foremost that the results are rather obvious;
nevertheless, a considerable amount of empirical data was provided which solidifies the result
since the research proved to be relevant and up-to-date in today’s society. Furthermore, the
location to utilize the results of this study is limited to cosmopolitan cities or places where there
live an abundant amount of individuals unable to speak the local language. There also exist
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limitations related to the sampling approach; the convenience sampling method could provide
potentially biased results since the authors utilized an approach that may not be inclusive of the
entire target population. Nevertheless, the population of this research is those with international
nativity living in Sweden, and since the authors of this thesis used social media to send out the
data gathering instrument, the result was a rather diverse group of individuals, from different
countries, living in Swedish cities. Related, is the dilemma of the seriousness of the respondents
due to the fact that the questionnaire was sent out online as well as the subjectiveness of the
individual's understanding of the Swedish language, and the unknown factor of how long the
respondents had been living in the country. These aspects could make the result biased since
the individual’s understanding could be more extensive in grocery stores due to their familiarity
with the environment. Related, is that it is quite easy to pick up words and navigate through
stores given time to learn the associations, meaning there is little need for symbols since
learning these words is an important part of cultural integration and this is what makes an
individual comfortable. Moreover, another limitation is in regard to the symbol selection
process since this was done subjectively by the authors and hence only uses theory for
solidification and does not include practical applications.

6.3 Theoretical Contributions

The use of symbols as a tool for marketing activities is already frequently used in contexts
where the comprehension needs to be consistent through both cultural as well as linguistic
barriers (Zender & Cassedy, 2014). Symbols are considered valuable in international contexts
since they are able to cross cultures and visually represent the intended meaning (Zender &
Cassedy, 2014). The intended theoretical knowledge contribution of this thesis was to
acknowledge if the use of symbols could make marketing messages more understandable across
cultures and language boundaries without neglecting the local audience. Moreover, a more
fruitful understanding of how marketers could communicate to international customers in a
local setting as well as the ability to add elements to the multilingual and cross-cultural
messages in a retail store was in need of illustration. Furthermore, a knowledge gap was
introduced in the use of contemporary semiotics in a store environment and multilingual and
cross-cultural in-store marketing that together was intended to lead to a more comprehensive
understanding on the future of cross-cultural retail.

The results from this thesis will contribute to and draw on the literature of Shinar and Vogelzang
(2013) and by Shinar et al. (2010). Those authors performed research on traffic signs and the
cross-cultural understanding of them. This thesis adds the perspective of the in-store marketing
environment and proves that symbols can be used there to increase understanding as well.
Further results gained from the research provided insights in how both an international audience
as well as individuals with an advanced understanding of the local language, interpreted
messages both with and without the use of symbols. The theoretical implications stemming
from these results displayed an increased understanding of messages when a contemporary
symbol was applied, which contributed to the effectiveness of the research. Furthermore, the
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research illustrated that the use of the local language text, complemented with a displayed
symbol of the text, does not affect the local audience negatively.

The research contributes to an extension of the theory by Lin (2004) and Lee, Noble and Biswas
(2018) who state that colors can be used to help stimulate consumers’ emotions and aid to attract
their gaze. This research both supports their finding and complemented those by discovering
that colorful, contemporary symbols also can act as a means to draw customers attention better.
Moreover, Aaker, Brumbaugh and Grier’s (2000) stated that consumers obtain a more positive
experience of marketing activities if they are able to personally identify with the message.
However, the authors do not further justify how stores can contribute to a greater understanding
for all individuals not depending on the language, which can act to make more individuals, for
example in cosmopolitan cities, more personally involved with the marketing messages. This
research supplements those finding by adding that symbols can be used to transverse messages
which further can lead to more individual identifying with them. Furthermore, symbols do not
neglect the local language but acts as a language on its own, thus understandable across nations
and cultures.

Finally, the research of this study contributes to the ongoing debate about the complexity of
symbols and their correlation with concreteness. McDougall, Curry and Bruijn (1999) found
that symbols are more easily understood when they include lower levels of complexity. Other
authors back up this claim, stating that detail should be removed from symbols to increase
comprehension (Easterby, 1970; Rogers, 1988). Garcia, Badre and Stasko (1994) dispute these
findings, claiming complexity adds more context to symbols and therefore they become more
understandable. The findings of this thesis support Garcia, Badre and Stasko (1994), where
more complex symbols like those chosen for “seafood” and “herbs” greatly increased the
understanding of all beginner Swedish speakers and did not decrease the understanding of
advanced speakers.

6.4 Practical Contributions

Some of the practical implications stemming from this research conclude that in-store
marketing can improve the understanding of messages for international individuals. These
results are foremost paramount to be implemented in cosmopolitan cities where the
understanding of the local language is lower and the population is more multilingual. The use
of contemporary symbols is a profound way to present a marketing message since it does not
neglect the local language. Furthermore, the use of contemporary symbols increases the feeling
of comfort for an international audience, which consequently can act as a means to increase the
money spent. These complementary elements justify the need for implementation of symbols
in areas where the population of multilingual speakers is extensive.
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From a managerial perspective, findings from this thesis contribute knowledge needed to make
strategic marketing decisions. Now that firm executives have evidence that symbols do increase
the multilingual understanding of in-store marketing messages, they are better prepared to make
decisions about the implementation of these practices as well as decisions related to conducting
further research.

Moreover, results from this thesis can contribute to the practical experience McNair (2012)
encountered while being in a foreign country, since it will help customers understand the aisle
markers even if the text itself cannot be understood and no connections to the language can be
found.

6.5 Future Research

The findings of this research confirmed a simple concept: Symbols can be used to increase the
multilingual understanding of in-store marketing messages. This fact has already been proven
in the world of transportation and the large amount of empirical data provided by this study
now confirms that this concept is transferable to the in-store marketing environment. Though
this study may not in itself provide a large contribution to the marketing world, it acts as a basis
and a first step for research that has massive potential for international marketers and can be
scaled to fit any marketplace.

Findings from the initial focus group uncovered other instances where marketing messages fail
to reach an international audience. Perhaps the most common theme among the international
participants of the focus group was their inability to understand what was in the food products
they encountered in Swedish grocery stores. When asked about messages in retail stores that
were unclear to them, the majority of the participants agreed that the contents of food products
was not clear due to the fact that they were in Swedish. One participant went further to state her
dietary restrictions did not allow her to consume gluten or lactose and she felt like it was
difficult to find products that she could eat. Another participant declared that it was very hard
for him to find the type of milk he desired. After finally finding a brand that suited his needs,
he stated that he would never even try another brand even if it was cheaper and better quality,
because it wasn’t worth the risk of buying the wrong product. It is currently common practice
for manufacturers to include pictures on food packaging to indicate the main ingredients and
food labels utilizing symbols to announce product attributes, but further research could provide
more fruitful strategies. If manufacturers allocate resources to develop symbols and icons that
can more accurately illustrate product contents they will gain a competitive edge in the
international marketplace. Many participants in the focus group also found it difficult to
understand the store’s product offerings. They comprehended indications of sales relatively
well, but were unable to understand the terms of most product offerings (e.g. did they need to
be a member? what products were included in these offers?). Research on symbols that could
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help to explain these offers could increase their understanding and give the grocery stores in
international cities a competitive advantage.

From a larger perspective, perhaps the most substantial research can come from the creation of
criteria that can be used to increase the cross-cultural understanding of symbols used in
marketing. Copious amounts of literature exist on creating symbols for the transportation,
medical and digital industries (e.g. Shinar et al. 2010; Zender & Cassedy, 2014; McDougall,
Curry and Bruijn, 1999), but little research has been conducted for the field of marketing.
Future research could also include more detailed descriptions on the local audience’s
perceptions on the use of symbols in marketing and how far the use of them can go without
disturbing the local language. Since the addition of symbols on category signs actually proved
to decreased the understanding of the signs for the advanced levels of Swedish understanding,
more research is necessary in order to examine the reason why this occurred and if it could
affect the real world applicability in the use of signs.
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6.6 Epilogue

Louis has now been living in Sweden for almost a year. He survived the purgatory that was the
Swedish winter and is now enjoying the bountiful merriment provided by the few summer
months Sweden offers. Due to the heavy workload of his studies and his general disinterest in
taking Swedish classes, Louis has learned very little Swedish and is still considered to be at a
beginner’s level. This foreign language illiteracy has proven not to be a problem because one
of his local grocery stores just began to add colorful descriptive symbols to its food category
signs, product labels, ingredient lists and product offerings. Now Louis strolls effortlessly
through his newfound favorite grocery store with feelings of comfort and inclusion, knowing
he will have no problem finding the exact products he desires. Louis is gluten intolerant and
can easily identify gluten-free products by their distinctive symbols. He is also very particular
about the type of milk he drinks and has recently discovered a new brand that is much tastier
and less expensive than the one he had been buying for most of the year. Though Louis had not
shopped at this store until about a month ago, he can find any product with ease because the
food category signs now include fun, colorful symbols that not only draw all consumers’
attention more effectively, but also add more excitement to the store environment and
accurately portrays where all items are located. Though this new store concept may not be good
for his wallet because this newfound comfort causes him to spend more time discovering new
products, Louis is very happy with this new design and now feels a sense of belonging in all
aspects of his life abroad.
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Appendix A

Topic Agenda for Focus Group
Location

e The Focus Group will be held in EC. 2:035, April 5" 2018 since this location is based in
the university buildings where the premise is that people are gathering. We do not want
people to travel too far since this could affect the participant numbers.

e We will have a Swedish Fika for the participants when they arrive.

Time

e Face-to-face: 45-60 minutes. Gives allowance for introduction and closing comments. We
believe this amount of time is reasonable since it allows the participants to stay sharp as
well as interesting in the discussion

Group

e Nine individuals from various countries: three Germans, two Italians, one Dutch, one
American, one Turkish and one Malaysian
e Only one group needed since it is a preoperational study and the variance is high

Focus Group

e Introduction: 5 min.
o Explain why we are doing this
o Make everyone present themselves
o Askifitis okay to publish their answers in the thesis and maybe use their first name
o State the rules (respect each other, one at a time, open discussion, all opinions are
of importance)

e Discussion: 30-40 min

1) As an international student in a foreign country, do you feel like marketing
messages are reaching you effectively?

2) What marketing messages do you understand and messages do you not understand?

3) When shopping in retail locations, is there anything you find frustrating?

4) When shopping in retail locations, are there any instances where you feel like it
would be easier if you spoke Swedish?

5) On you first trip to a supermarket in Sweden, what difficulties did you face?

6) On your first trip to a supermarket in Sweden, what marketing messages did you
understand?

7) Do you feel like you are able to understand food labels and ingredients?

78



8) Are you able to understand signage within Swedish supermarkets?

9) Do you feel like you can easily navigate through a Swedish supermarket?

10) What kind of improvement can you recommend to make the marketing message
more understandable to you?

11) Do you believe that symbols are a good way to cross cultures and make the
marketing multilingual?

12) Do you think these misunderstandings come from cultural or language differences?

13) How is marketing here different than in your home culture?

14) How could the marketing here be improved?

e Closuring and Summary: 5 min
o Ask if there is any additional thoughts
o Ask if it is acceptable for us to use their answers in our thesis
o Thank the participants for coming and for a good discussion
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Appendix B

Segment 2.

Supermarket

For this section of the survey please read the following statements and indicate your agreement or disagreement on a 5
point scale.

| have been to a grocery store in Sweden *

Yes

No

| believe Sweden is a highly international country *

Strongly Disagree Strongly Agree

| believe Lund is a highly international city *

Strongly Disagree Strongly Agree

| feel comfortable when in a Swedish grocery store *

Strongly Disagree Strongly Agree
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If | felt more comfortable in a Swedish grocery store | would spend more time *
there

Strongly Disagree Strongly Agree

If | felt more comfortable in a Swedish grocery store | would spend more
money there

Strongly Disagree Strongly Agree

| notice the food category signs while in Swedish grocery stores *

Strongly Disagree Strongly Agree

| understand the food category signs while in Swedish grocery stores *

Strongly Disagree Strongly Agree

| find it difficult to navigate through Swedish grocery stores *

Strongly Disagree Strongly Agree
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Segment 3.

In this section of this survey you will be shown a food category sign similar to one you may find in a Swedish Supermarket.
Your job is to write a one to two word answer in ENGLISH of what you believe the meaning of the sign is. If you do not
understand what the sign means please write N/A. Please do not go back to any previous section after advancing to the
next.

#1 What do you believe this sign means?

TARTOR

#2 What do you believe this sign means?

GLASS
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#3 What do you believe this sign means?

BROD

#4 What do you believe this sign means?

GRONSAKER
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#5 What do you believe this sign means?

BAR

84

#6 What do you believe this sign means?

ORTER




#7 What do you believe this sign means?

SOPPA

#8 What do you believe this sign means?

PAJ
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#9 What do you believe this sign means?

KYCKLING

#10 What do you believe this sign means?

SKALDJUR

Segment 4.
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In this section of this survey you will be shown a food category sign similar to one you may find in a Swedish Supermarket.
Your job is to write a one to two word answer in ENGLISH of what you believe the meaning of the sign is. If you do not
understand what the sign means please write N/A. Please do not go back to any previous section after advancing to the
next.

#1 What do you believe this sign means?

%y

TARTOR ===

Short answer text

#2 What do you believe this sign means?

GLASS

Short answer text
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#3 What do you believe this sign means?

BROD

Short answer text

#4 What do you believe this sign means?

GRONSAKER

Short answer text
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#5 What do you believe this sign means?

BAR

Short answer text

#6 What do you believe this sign means?

ORTER

Short answer text




#7 What do you believe this sign means?

SOPPA

Short answer text

#8 What do you believe this sign means?

PAJ

Short answer text
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#9 What do you believe this sign means?

KYCKLING

#10 What do you believe this sign means?

SKALDJU
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Segment 5.

Statements

For this section of the survey please read the following statements and indicate your agreement or disagreement on a 5
point scale.

Adding an appropriate symbol next to the Swedish text increases my
understanding of the sign

Strongly Disagree Strongly Agree

| believe the colorful symbols used in this survey would improve my shopping
experience

Strongly Disagree Strongly Agree

| believe the colorful symbols used in this survey would draw my attention better
to the category signs in Swedish grocery stores

Strongly Disagree Strongly Agree

Adding an appropriate symbol next to the Swedish text would help me to better
navigate through the store

Strongly Disagree Strongly Agree
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Adding symbols next to the Swedish text of category signs would make me feel
more comfortable in a Swedish grocery store

Strongly Disagree Strongly Agree

Adding symbols next to the Swedish text would make me feel more included

Strongly Disagree Strongly Agree

Replacing the Swedish text with English text would be more effective than adding

appropriate symbols

Strongly Disagree Strongly Agree

Replacing the Swedish text with English text would neglect the local culture

Strongly Disagree Strongly Agree

Adding symbols next to the Swedish text would neglect the local culture

Strongly Disagree Strongly Agree

Additional Comments
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Appendix C

Hypothesis 1

Descriptives

I notice the food category signs while in Swedish grocery stores

95% Confidence Interval for
Mean
N Mean Std. Deviation | Std. Error | Lower Bound Upper Bound | Minimum | Maximum
Beginner 381 3,367 1,2232 0627 3,244 3,491 1,0 50
Intermediate 199 3,804 11577 0821 3,642 3,966 1,0 50
Advanced 122 3,754 11735 1062 3,544 3,964 1,0 50
Total 702 3,558 1,2128 0458 3,469 3,648 1,0 50
ANOVA

I notice the food category signs while in Swedish grocery stores

Sum of

Squares df Mean Square F Sig.
Between Groups 30,569 2 15,285 10,678 ,000
Within Groups 1000,536 699 1,431
Total 1031,105 701

Post Hoc Tests

Multiple Comparisons

DependentVariahle: | notice the food category signs while in Swedish grocery stores

Bonferroni
_Mean 95% Confidence Interval
(I) Level of Swedish (J) Level of Swedish Difference (I-
understood understood J) Std. Error Sig. Lower Bound | Upper Bound
Beginner Intermediate - 4366 1046 000 -,688 -185
Advanced -,3866' 1245 ,006 -685 -,088
Intermediate Beginner ,4366' 1046 000 185 688
Advanced ,0499 1376 1,000 -,280 ,380
Advanced Beginner 3866 1245 ,006 ,088 685
Intermediate -,0499 1376 1,000 -,380 ,280

* The mean difference is significant atthe 0.05 level.
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Hypothesis 2

Descriptives

I understand the food category signs while in Swedish grocery stores

95% Confidence Interval for
Mean
N Mean Std. Deviation | Std. Error | LowerBound | UpperBound | Minimum | Maximum
Beginner 381 3,231 11672 ,0598 3113 3,349 1,0 50
Intermediate 199 4,372 8055 0571 4,259 4,484 1,0 50
Advanced 122 4,730 6433 ,0582 4614 4,845 1,0 50
Total 702 3,815 1,1883 ,0449 3,727 3,903 1,0 50
ANOVA

| understand the food category signs while in Swedish grocery stores

Sum of

Squares df Mean Square F Sig.
Between Groups 293,695 2 146,848 | 147432 ,000
Within Groups 696,231 699 ,996
Total 989,926 701

Post Hoc Tests

Dependent Variahle:
Bonferroni

Multiple Comparisons

|l understand the food category signs while in Swedish grocery stores

_Mean 95% Confidence Interval
(I) Level of Swedish (J) Level of Swedish Difference (I-
understood understood J) Std. Error Sig. Lower Bound | Upper Bound
Beginner Intermediate -1,1409 0873 ,000 -1,350 -,931
Advanced -1,4985' 1038 ,000 -1,748 -1,249
Intermediate Beginner 1,1409' 0873 ,000 931 1,350
Advanced -,3576' 1148 ,006 -633 -,082
Advanced Beginner 1,4985' 1038 ,000 1,249 1,748
Intermediate ,3576' 1148 ,006 082 633

* The mean difference is significant at the 0.05 level.
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Hypothesis 3

Descriptives
| feel comfortable when in a Swedish grocery store
95% Confidence Interval for
Mean
Mean Std. Deviation | Std. Error | Lower Bound Upper Bound | Minimum | Maximum
Beginner 381 3,937 9713 0498 3,839 4,035 1,0 50
Intermediate 199 4,332 7389 0524 4228 4,435 2,0 50
Advanced 122 4,451 8039 0728 4,307 4,595 1,0 50
Total 702 4138 ,9083 0343 4,071 4,206 1,0 50
ANOVA
| feel comfortahle when in a Swedish grocery store
Sum of
Squares df Mean Square F Sig.
Between Groups 34,793 2 17,397 22,320 000
Within Groups 544 804 699 779
Total 579,597 701
Post Hoc Tests
Multiple Comparisons
Dependent Variable: | feel comfortable when in a Swedish grocery store
Bonferroni
~Mean 95% Confidence Interval
() Level of Swedish (J) Level of Swedish Difference (|-
understood understood J) Std. Error Slg Lower Bound Upper Bound
Beginner Intermediate -,3947 0772 ,000 -,580 -,209
Advanced - 5138 ,0918 ,000 -734 -,293
Intermediate Beginner ,3947' 0772 000 ,209 580
Advanced -1192 1015 723 -,363 124
Advanced Beginner 5138 0918 ,000 1293 734
Intermediate 1192 1015 723 -124 363

* The mean difference is sianificant atthe 0.05 level.
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Hypothesis 4

Descriptives
If 1 felt more comfortahle in a Swedish grocery store | would spend more money there
95% Confidence Interval for
Mean
Mean Std. Deviation | Std. Error | Lower Bound UpperBound | Minimum | Maximum
Beginner 381 2,882 1,2770 0654 2,753 3,011 1,0 50
Intermediate 199 2,739 1,2681 ,0899 2,561 2,916 1,0 50
Advanced 122 2,467 1,2344 1118 2,246 2,688 1,0 50
Total 702 2,769 1,2745 0481 2,675 2,864 1,0 50
ANOVA

If | felt more comfortable in a Swedish grocery store | would spend more money there

Sum of

Squares df Mean Square F Sig.
Between Groups 16,149 2 8,075 5028 ,007
Within Groups 1122,466 699 1,606
Total 1138,615 701

Post Hoc Tests

Dependent Variable:

Multiple Comparisons

If | felt more comfortable in a Swedish grocery store | would spend more money there

Bonferroni
~Mean 95% Confidence Interval
() Level of Swedish (J) Level of Swedish Difference (-
understood understood J) Std. Error Sig. Lower Bound | Upper Bound
Beginner Intermediate 1432 1108 590 -123 408
Advanced 4147 1318 005 ,098 731
Intermediate Beginner -1432 1108 590 -,409 123
Advanced 2715 1457 189 -078 621
Advanced Beginner -,4147' 1318 005 - 731 -,098
Intermediate -2715 1457 189 -621 078

* The mean difference is significant at the 0.05 level.
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Hypothesis 5

Descriptives
Adding an appropriate symhol next to the Swedish text increases my understanding of the sign
95% Confidence Interval for
Mean

N Mean Std. Deviation | Std. Error | Lower Bound UpperBound | Minimum | Maximum
Beginner 381 4,654 7439 ,0381 4,579 4,728 1,0 50
Intermediate 199 4,070 1,1699 ,0829 3,907 4,234 1,0 50
Advanced 122 3,098 1,4340 1298 2,841 3,355 1,0 50
Total 702 4218 1,1700 ,0442 4131 4,305 1,0 50

ANOVA

Adding an appropriate symhol nextto the Swedish text increases my understanding of the sign

Sum of

Squares df Mean Square F Sig.
Between Groups 229,551 2 114,776 | 109,886 ,000
Within Groups 730,102 699 1,044
Total 959,654 701

Post Hoc Tests

Dependent Variable:

Adding an appropriate symbol next to the Swedish text increases my understanding of the sign

Mulitiple Comparisons

Bonferroni
~Mean 95% Confidence Interval
() Level of Swedish (J) Level of Swedish Difference (I-
understood understood J) Std. Error Sig. LowerBound | Upper Bound
Beginner Intermediate ,5832' 0894 ,000 369 798
Advanced 1,5552. 1063 ,000 1,300 1,810
Intermediate Beginner -,5832' ,0894 ,000 -,798 -,369
Advanced ,9720. 1175 ,000 690 1,254
Advanced Beginner -1,5552° 1063 ,000 -1,810 -1,300
Intermediate -,9720' A175 ,000 -1,254 -,690

* The mean difference is significant atthe 0.05 level.
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Hypothesis 6

Descriptives
Adding symbols nextto the Swedish text of category signs would make me feel more comfortahle in a Swedish grocery store
95% Confidence Interval for
Mean

N Mean Std. Deviation | Std. Error | Lower Bound UpperBound | Minimum | Maximum
Beginner 381 3,976 1,1248 0576 3,863 4,090 1,0 50
Intermediate 199 3,357 1,3059 0926 3174 3,539 1,0 50
Advanced 122 2,730 1,3669 1238 2,485 2,975 1,0 50
Total 702 3,584 1,3098 0494 3,487 3,681 1,0 50

ANOVA

Adding symbols next to the Swedish text of category signs would make me feel more comfortable in a Swedish grocery store

Sum of

Squares df Mean Square F Sig.
Between Groups 158,012 2 79,006 52,871 ,000
Within Groups 1044,530 699 1,494
Total 1202,541 701

Post Hoc Tests

Dependent Variable:

Multiple Comparisons

Adding symbols next to the Swedish text of category signs would make me feel more comfortable in a Swedish g1

Bonferroni
~Mean 95% Confidence Interval
() Level of Swedish (J) Level of Swedish Difference (I-
understood understood J) Std. Error Sig. Lower Bound | Upper Bound
Beginner Intermediate 6196 1069 ,000 1363 876
Advanced 1,2469" 1272 ,000 1942 1,552
Intermediate Beginner -.61 96 1069 ,000 -876 -,363
Advanced 6273 1406 ,000 1290 965
Advanced Beginner -1,2469" 1272 ,000 -1,552 -,942
Intermediate -6273 1406 ,000 -,965 -,290

* The mean difference is significant atthe 0.05 level.

99




Hypothesis 7
Descriptives

| believe the colorful symbols used in this survey would draw my attention better to the category signs in Swedish grocery stores

95% Confidence Interval for
Mean
N Mean Std. Deviation | Std. Error | Lower Bound Upper Bound | Minimum | Maximum
Beginner 381 4,320 8987 ,0460 4,230 4411 1,0 50
Intermediate 199 3,975 1,0417 0738 3,829 4121 1,0 50
Advanced 122 3,443 1,3051 1182 3,209 3,677 1,0 50
Total 702 4,070 1,0693 ,0404 3,991 4149 1,0 50

ANOVA

| believe the colorful symbols used in this survey would draw my attention better to the category signs in Swedish grocery stores

Sum of

Squares df Mean Square F Sig.
Between Groups 73,673 2 36,836 35373 ,000
Within Groups 727,907 699 1,041
Total 801,580 701

Post Hoc Tests

Multiple Comparisons

Dependent Variable: | believe the colorful symbols used in this survey would draw my attention better to the category signs in Swedish

Bonferroni
_Mean 95% Confidence Interval
() Level of Swedish (J) Level of Swedish Difference (I-
understood understood J) Std. Error Sig. LowerBound | Upper Bound
Beginner Intermediate ,3453' 0893 ,000 131 560
Advanced ,8776' 1062 ,000 623 1,132
Intermediate Beginner -3453 0893 000 -,560 -131
Advanced ,5323. 1173 ,000 251 814
Advanced Beginner - 8776 1062 ,000 -1,132 -623
Intermediate -,5323' A173 ,000 -814 -,251

* The mean difference is significant atthe 0.05 level.
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Hypothesis 8

One-Sample Statistics

Std. Error
N Mean Std. Deviation Mean
Replacing the Swedish
text with English text
would neglectthe local 702 4,269 1,0261 0387
culture
One-Sample Test
TestValue=25
95% Confidence Interval of the
Mean Difference
t df Sig. (2-tailed) Difference Lower Upper
Replacing the Swedish
text with English text
would neglect the local 45683 701 ,000 1,7692 1,693 1,845
culture
Hypothesis 9
One-Sample Statistics
Std. Error
N Mean Std. Deviation Mean
Adding symbols nextto
the Swedish text would 702 1,765 1,0724 ,0405
neglectthe local culture
One-Sample Test
TestValue=25
95% Confidence Interval ofthe
Mean Difference
t df Sig. (2-tailed) Difference Lower Upper
Adding symbols nextto
the Swedish text would -18,160 701 ,000 -, 7350 -815 -,656
neglectthe local culture
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Hypothesis 10

Descriptives
Sectionda
95% Confidence Interval for
Mean
Mean Std. Deviation | Std. Error | Lower Bound UpperBound | Minimum | Maximum
Beginner 381 1,2079 46259 ,02370 11613 1,2545 00 2,00
Intermediate 199 1,7332 ,23248 01648 1,7007 1,7657 40 2,00
Advanced 122 1,8607 14802 ,01340 1,8341 1,8872 1,30 2,00
Total 702 1,4702 46756 01765 1,4356 1,5049 00 2,00
ANOVA
Sectionda
Sum of
Squares df Mean Square F Sig.
Between Groups 58,579 2 29,290 | 216,264 ,000
Within Groups 94 669 699 135
Total 153,248 701
Post Hoc Tests
Multiple Comparisons
DependentVariahle: Sectionda
Bonferroni
~Mean 95% Confidence Interval
() Level of Swedish (J) Level of Swedish Difference (|-
understood understood J) Std. Error Sig. Lower Bound | Upper Bound
Beginner Intermediate -,52529' 03219 ,000 - 6025 -,4480
Advanced -65278" ,03828 000 -, 7447 -,5609
Intermediate Beginner ,52529' 03219 000 4480 6025
Advanced -12749" ,04232 008 -,2290 -,0259
Advanced Beginner 65278 03828 000 5609 7447
Intermediate 12749 04232 008 0259 ,2290

* The mean difference is significant atthe 0.05 level.
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Hypothesis 11

Descriptives
Sectiondb
95% Confidence Interval for
Mean
N Mean Std. Deviation | Std. Error | LowerBound | UpperBound [ Minimum | Maximum
Beginner 381 1,7428 42628 02184 1,6998 1,7857 00 2,00
Intermediate 199 1,7523 53492 ,03792 1,6775 1,8270 00 2,00
Advanced 122 1,7484 53462 ,04840 1,6525 1,8442 00 2,00
Total 702 1,7464 47821 ,01805 1,710 1,7819 00 2,00
ANOVA
Sectiondb
Sum of
Squares df Mean Square F Sig.
Between Groups 012 2 ,006 027 974
Within Groups 160,294 699 229
Total 160,306 701
Post Hoc Tests
Multiple Comparisons
Dependent Variahle: Section4b
Bonferroni
_Mean 95% Confidence Interval
() Level of Swedish (J) Level of Swedish Difference (-
understood understood J) Std. Error Sig. Lower Bound | UpperBound
Beginner Intermediate -,00948 04188 1,000 - 1100 ,0910
Advanced -,00558 ,04982 1,000 -1251 1140
Intermediate Beginner 00948 04188 1,000 -,0910 1100
Advanced ,00390 ,05506 1,000 -1282 1360
Advanced Beginner 00558 ,04982 1,000 - 1140 1251
Intermediate -,00390 ,05506 1,000 -, 1360 1282
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Hypothesis 12

Paired Samples Statistics
Std. Error
Mean N Std. Deviation Mean
Pair1  Sectionda 1,4702 702 46756 ,01765
Sectiondh 1,7464 702 47821 ,01805
Paired Samples Correlations
N Correlation Sig.
Pair1  Sectionda & Sectiondh 702 148 ,000
Paired Samples Test
Paired Differences
95% Confidence Interval of the
Std. Error Difference
Mean Std. Deviation Mean Lower Upper t df Sig. (2-tailed)
Pair1 Sectionda - Sectiondh -,27621 61740 02330 -,32196 -,23046 -11,853 701 ,000
Hypothesis 13
Paired Samples Statistics
Std. Error
Mean N Std. Deviation Mean
Pair1  Sectionda 1,2079 381 46259 ,02370
Sectiondh 1,7428 381 42628 ,02184
Paired Samples Correlations
N Correlation Sig.
Pair1  Sectionda & Sectiondb 381 229 ,000
Paired Samples Test
Paired Differences
95% Confidence Interval of the
Std. Error Difference
Mean Std. Deviation Mean Lower Upper t df Sig. (2-tailed)
Pair1 Sectionda - Sectiondh -53491 55252 ,02831 -,59057 - 47925 -18,897 380 ,000
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Hypothesis 14

Paired Samples Statistics
Std. Error
Mean N Std. Deviation Mean
Pair1  Sectionda 1,7332 199 ,23248 ,01648
Sectiondh 1,7523 199 53492 ,03792
Paired Samples Correlations
N Correlation Sig.

Pair1 Sectionda & Sectiondh 199 A57 027

Paired Samples Test

Paired Differences
95% Confidence Interval of the
Std. Error Difference
Mean Std. Deviation Mean Lower Upper t df Sig. (2-tailed)
Pair1 Sectiond4a - Sectiondb -,01910 54877 ,03890 -,09581 05762 -,491 198 624
Hypothesis 15
Paired Samples Statistics
Std. Error
Mean N Std. Deviation Mean
Pair1 Sectionda 1,8607 122 14802 ,01340
Sectiondb 1,7484 122 53462 ,04840
Paired Samples Correlations
N Correlation Sig.

Pair1  Sectionda & Sectiondb 122 142 118

Paired Samples Test

Paired Differences
95% Confidence Interval of the
Std. Error Difference
Mean Std. Deviation Mean Lower Upper t df Sig. (2-tailed)

Pair1 Sectionda - Sectiondh 11230 53406 ,04835 01657 ,20802 2,322 121 ,022
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Hypothesis 16

Overall:
Paired Samples Statistics
Std. Error
Mean N Std. Deviation Mean

Pair1 S3 Q1 Cake 1,39 702 895 034

S4 Q1 Cake 1,76 702 635 024

Pair 2 S3 Q2 IceCream 1,74 702 669 025

54 Q2 IceCream 1,83 702 564 021

Pair 3 S3 Q3 Bread 1,95 702 308 012

S4 Q3 Bread 1,86 702 510 019

Pair 4 S3 Q4 Vegetahles 1,56 702 823 ,031

S4 Q4 Vegetables 1,82 702 565 ,021

Pair 5 S3 Q5 Berries 1,37 702 928 035

S4 Q5 Berries 1,75 702 577 022

Pair 6 S3 Q6 Herbs 71 702 958 ,036

S4 Q6 Herbs 1,45 702 804 ,030

Pair 7 S3 Q7 Soup 1,82 702 576 022

S4 Q7 Soup 1,85 702 524 020

Pair 8 S3 Q8 Pie 1,40 701 903 034

S4 Q8 Pie 1,71 701 694 026

Pair 9 S3 Q9 Chicken 1,93 702 371 014

S4 Q9 Chicken 1,87 702 497 019

Pair10 S3 Q10 Seafood 84 700 836 ,032

S4 Q10 Seafood 1,56 700 658 025

Paired Samples Test
Paired Differences
95% Confidence Interval of the
Std. Error Difference

Mean Std. Deviation Mean Lower Upper t df Sig. (2-tailed)
Pairt gzg Caka- 84 Qf .375 995 038 . 448 301 | -0973 701 000
Paira 5302 lceCream - 5402 -083 834 031 -144 021 | 2626 701 009
FRIES g?egg Bread- 54 03 091 568 021 049 133 | 4,253 701 000
P e Vegetriae o5 - 261 931 035 -330 -102 | 7421 701 000
Pair’5 ggrﬁgsaemes- 84Qs -382 o712 037 - 454 310 | -10411 701 000
Par 5300 Herbs - 5400 -736 1,039 039 -813 -660 | -18,787 701 000
Pair7 225':)7 Soup-S4Q7 -034 708 027 -087 o018 | -1.280 701 201
Pair8  $308Pie- 54 Q8 Pie -312 974 037 -385 -240 | -8489 700 000
Pair 3 giiffeﬁh"ke"' 408 063 574 022 020 105 | 2891 701 004
Pair10 83010 Seafood-S4Q10 1 723 1,009 038 -798 -648 | -18,946 699 000
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Beginner:

Paired Samples Statistics
Std. Error
Mean N Std. Deviation Mean

Pair 1 53 Q1 Cake 1,06 381 970 ,050

54 Q1 Cake 1,74 381 664 034

Pair 2 S3Q2IceCream 1,57 381 823 042

S4 Q2 IceCream 1,84 381 539 ,028

Pair 3 53 Q3 Bread 1,91 381 413 021

S4 Q3 Bread 1,88 381 467 024

Pair 4 S3 Q4 Vegetahles 1,25 381 965 049

S4 Q4 Vegetables 1,86 381 516 ,026

Pair 5 S3 Q5 Berries 93 381 997 ,051

S4 Q5 Berries 1,71 381 564 ,029

Pair 6 S3 Q6 Herbs 29 381 704 ,036

S4 Q6 Herbs 1,32 381 825 042

Pair 7 S3 Q7 Soup 1,70 381 714 037

S4 Q7 Soup 1,88 381 ATT 024

Pair 8 S3 Q8 Pie 1,02 380 1,000 ,051

S4 Q8 Pie 1,67 380 738 ,038

Pair9 53 Q9 Chicken 1,88 381 467 024

S4 Q9 Chicken 1,90 381 427 022

Pair10 S3 Q10 Seafood 48 379 778 ,040

54 @10 Seafood 1,64 379 625 032

Paired Samples Test
Paired Differences
95% Confidence Interval of the
Std. Error Difference

Mean Std. Deviation Mean Lower Upper t df Sig. (2-tailed)
Pairt 8301 Cale- 5401 -677 1,048 054 -783 572 | 12,613 380 000
Pairz 5302 leeCream - 542 -273 923 047 366 -180 | 5774 380 000
Pair 3 gfegg Bread- 84 Q3 026 571 029 .03 084 808 380 370
Pair 4 (Sni Sggve'iagg:::'es -S4 - 604 1,022 052 -707 -501 | -11,526 380 000
Pairs 5305 Bermies - 54 3 -780 1,002 051 -880 -679 | -15186 380 000
L azgg Herbs- 84 Q6 41,029 963 049 1126 032 | -20846 380 000
PalT oy Soupesa -178 761 039 - 285 -102 | -4580 380 000
Pair8 5308 Pie- 4 08 Pie - 645 1,049 054 - 751 -539 | -11,981 379 000
Pair 5309 Chicken- 54 09 -018 582 030 -077 040 | -616 380 538
Pairt0 2310 Seafood-S4QT0 11 156 943 048 -1,251 -1,060 | -23,870 378 000

107




Intermediate:

Paired Samples Statistics
Std. Error
Mean N Std. Deviation Mean

Pair 1 53 Q1 Cake 1,70 199 674 ,048

S4 Q1 Cake 1,77 199 623 044

Pair 2 S3Q2IceCream 1,93 199 369 026

S4 Q2 IceCream 1,83 199 560 ,040

Pair 3 S3 Q3 Bread 2,00 199 ,000 ,000

S4 Q3 Bread 1,83 199 560 ,040

Pair 4 S3 Q4 Vegetahles 1,94 199 328 023

S4 Q4 Vegetahles 1,79 199 605 ,043

Pair 5 S3 Q5 Berries 1,84 199 536 ,038

S4 Q5 Berries 1,79 199 605 043

Pair 6 S3 Q6 Herbs 95 199 1,001 071

S4 Q6 Herbs 1,52 199 790 ,056

Pair 7 S3 Q7 Soup 1,93 199 369 026

S4 Q7 Soup 1,81 199 589 042

Pair 8 S3 Q8 Pie 1,83 199 500 ,035

S4 Q8 Pie 1,78 199 618 044

Pair9 53 Q9 Chicken 1,98 199 ,200 014

S4 Q9 Chicken 1,82 199 575 041

Pair10 S3 Q10 Seafood 1,23 199 762 054

5S4 Q10 Seafood 1,57 199 685 ,049

Paired Samples Test
Paired Differences
95% Confidence Interval of the
Std. Error Difference

Mean | Std. Deviation Mean Tower Upper t da | sig. (2-tailed)
Pairt 5301 Cale-S4 a1 -075 864 061 -196 045 | -1230 198 220
Pair 2 iigé;ﬁcream‘s" Q2 101 659 047 008 193 | 2451 198 033
Pair3 53 04 Bread- 843 AT 560 040 093 249 | 4301 198 000
Pair 4 234 Sgg\ggzggles s4 146 508 042 062 229 3,438 198 001
Pair § ggr?issserries FSaS 045 741 052 -.058 149 861 198 390
Pairf 53 00 Herbs - 546 - 568 1,075 076 -718 418 | 7451 198 000
Pair7 ggu?] So0p-=54Q7 121 624 044 033 208 | 2726 198 007
Pair8 308 Pie- 54 08 Pie 050 702 050 -048 148 | 1010 198 314
Pair9 gi?feﬁhic"e" -84a8 161 545 039 085 237 | 4161 198 000
Pairt0 23810 pealood-S4Q10 | 342 907 064 - 468 2215 | 5317 198 000
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Advanced:

Paired Samples Statistics
Std. Error
Mean N Std. Deviation Mean

Pair 1 53 Q1 Cake 1,92 122 398 ,036
S4 Q1 Cake 1,84 122 551 050

Pair 2 S3Q2lceCream 1,98 122 181 016
S4 Q2 IceCream 1,77 122 640 058

Pair 3 S3 Q3 Bread 2,00 122 ,000 ,000
S4 Q3 Bread 1,84 122 551 050

Pair 4 S3 Q4 Vegetables 1,92 122 ,398 036
S4 Q4 Vegetahles 1,77 122 640 058

Pair 5 S3 Q5 Berries 1,98 122 181 016
S4 Q5 Berries 1,82 122 561 051

Pair 6 S3 Q6 Herbs 1,62 122 785 071
S4 Q6 Herbs 1,72 122 671 061

Pair 7 S3 Q7 Soup 2,00 122 ,000 ,000
S4 Q7 Soup 1,84 122 551 050

Pair 8 53 Q8 Pie 1,88 122 437 ,040
S4 Q8 Pie 1,75 122 663 ,060

Pair 9 53 Q9 Chicken 1,98 122 181 016
S4 Q9 Chicken 1,83 122 556 050

Pair10 S3 Q10 Seafood 1,32 122 564 051
5S4 Q10 Seafood 1,32 122 659 ,060

Paned Sampies Test
Paired Differences
95% Confidence Inteval ofthe
Std. Error Difference

Mean | Std. Deviation Mean Cower Upper t o | sig. (-tailed)

. 22&1 Caks -S4 @ 082 650 059 -035 199 1,392 121 166
ok igg;f;cream’s“ Q2 213 620 056 102 324 3,799 121 000
Pair3 g?egj ek 164 551 050 065 263 3,287 121 001
Pair 4 gi%;ﬁgﬁfé‘g'es's‘i 148 585 053 043 252 | 2788 121 006
Pairs :zrﬁssBerries-S:i 05 164 566 051 063 265 | 3201 121 002
Pair 5306 Herbs - 5440 - 098 847 077 -250 053 | 1283 121 202
Pair7 :3&7 Soup-s4 a7 164 551 050 065 263 | 3287 121 001
Pair8  S3 08 Pie-S4 08 Pie 431 692 063 007 255 | 2004 121 038
Pairg 5900 Chicken- 5409 156 561 051 055 256 | 3,068 121 003
Pairt0 23 810 peafoed- 84410 000 643 058 - 115 115 000 121 1,000
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