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Sammanfattning 

Kunderna för detta projekt var Louise Nilsson och Hans von Heijne från avdelningen 

Produktutveckling – Innovation & Koncept på ICA. Syftet med projektet var att skapa ett 

tjänstekoncept för att hjälpa ICAs kunder att minska sitt hushållsavfall, antingen genom att 

återanvända förpackningar eller genom att minska matsvinn. 

Tillvägagångssättet i detta projekt har varit tjänstedesignmetodik. Det är en kvalitativ typ av 

forskning som fokuserar på att förstå kundens behov och beteenden genom ett iterativt arbete. 

Projektet delades in i tre iterativa loopar. Samtliga loopar innehöll kundinteraktioner, analys, 

idégenerering och prototypande. Den första loopen användes för att skapa en bred förståelse 

för kundbeteenden och -värderingar. I den andra loopen låg fokus på att fördjupa kunskapen 

om kundernas behov och beteenden. I tredje loopen användes kunskapen från tidigare loopar 

till att utveckla det slutgiltiga konceptet. Dessutom gjordes under projektets gång en 

litteraturstudie, ett studiebesök till förpackningslösa butiker och en analys av kunders 

värderingar.  

Varje metod och loop gav upphov till nya insikter och frågor som skulle besvaras i nästa 

loop. Det iterativa arbetet resulterade i fyra kundresor och tre koncept, varav ett, Statistik- 

och matsvinnsappen, valdes för vidareutveckling. Som vidareutveckling gjordes en 

affärsmodellkanvas och designprinciper för Statistik- och matsvinnsappen.  

Forskningsfrågorna diskuterades, tillsammans med tillförlitligheten av resultaten, 

konceptvalet och rekommenderat fortsatt arbete för ICA. Slutsatsen av projektet är att 

Statistik- och matsvinnsappen kan minska hushållsavfall genom att hjälpa kunder att minska 

matsvinn. Konceptet rekommenderas för fortsatt arbete, och ICA bör också fortsätta 

undersöka förpackningslösa alternativ. 
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Abstract 

The clients of this project are Louise Nilsson and Hans von Heijne from the Product 

Development Innovation & Concept department at ICA. The purpose of the project was to 

create a service concept that would help ICA customers reduce their household waste by 

encouraging reuse of packages or by reducing food waste. 

A service design approach was used as the overall methodology for this project. This is a 

qualitative research method with focus on understanding the customer needs and behaviors, 

usually by doing an iterative process. The project methodology was split into three loops.  

Each contained customer interactions, analysis, idea generation, and prototyping. The first 

loop was used to gain a broad knowledge on customer behavior and values, the second loop 

was used to deepen the knowledge on customer behavior and needs, and the third loop to 

implement all insight into the final concept. In addition to the service design approach, a 

literature study, a study visit to zero-waste shops, and a life value assessment of customers’ 

thoughts and values was made to further increase the knowledge. 

Each method and loop resulted in insights and questions to be answered in the next loop. 

Four customer journey maps were created. Three concepts were created out of the journey 

maps. The Statistics and food waste app, was chosen to be further developed. A business 

model canvas and design principles were created for the Statistics and food waste app. 

Research questions were discussed, as well as whether the results were reliable, the concept 

choice, and further recommended work for ICA. The conclusion of the project is that the 

Statistics and food waste app can reduce household waste by reducing food waste. The 

concept is recommended for further work, and ICA should also continue to investigate 

package-free solutions. 
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1. Introduction 

This chapter contains an introduction to the scope of this project, which includes 

background and problem description, context, purpose, methodology, research 

questions, and delimitations.  

1.1 Background and problem description 

The environment is a topic in constant spotlight. The issues caused by mankind are many and 

need to be addressed immediately if the environment, as we know it today, should be 

preserved (Geissdoerfer, et al., 2016). A small selection of the issues include pollution in the 

atmosphere, use of non-renewable sources, over-use of energy and resources, and the 

persistent organic pollution that seems to leave no area, however distant, untouched 

(Jamieson, et al., 2017). 

The choice of research topic derived from the environmental issues mentioned above. Several 

interventions are currently performed all over the world to prevent an environmental 

catastrophe, but more needs to be done.  

In grocery consumption, there are several aspects that could be improved to address the 

environmental issues. Two of them are food waste and packaging issues. Out of all food that 

is produced, more than 30 % is thrown away (Gangblauer, et al., 2013). The development of 

packaging seems to go in two different directions to address the environmental issues. One 

direction is to develop packaging to make it more environmentally friendly. The other is to 

develop absence of packaging, meaning offering food package-free. In this project, we 

considered food waste and package-free solutions out of our interest in exploring how 

environmental issues could be confronted on a consumer level.  

The research topic of the project was to investigate how to create a service for grocery 

retailers that would decrease household waste, by either avoiding disposable packaging or 

reducing the amount of food waste. The focus was to investigate the customer experience 

related to grocery consumption and creating a service concept that would meet customer 

needs.  

Household waste is defined as all waste generated in households, including material 

recycling, biological recycling, energy recovery and depositing of waste, illustrated in Figure 

1. In 2015 the household waste per person in Sweden was 478 kg per person (Avfall Sverige, 

2015).  
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Figure 1. Data of household waste in Sweden 2015 (Avfall Sverige, 2015) 

1.2 Context 

This is a master thesis conducted within the master of Industrial Design at the Royal Institute 

of Technology in Stockholm. The thesis was made in collaboration with the grocery retailer 

ICA. The clients were Louise Nilsson and Hans von Heijne at the Product Development 

Innovation & Concept and Private Label departments. They became interested in this thesis 

because of the sustainability profile of ICA, the trend of going package-free, and to see if it is 

possible to make package-free shopping into an experience. 

The overall methodology of this thesis was a qualitative service design approach. The 

external supervisors of this thesis were Kajsa Davidsson and Stina Behrens from the service 

design agency Transformator Design. 

1.3 Purpose 

The purpose of the project was to create a service concept that would help ICA customers to 

reduce household waste, by avoiding disposable packaging or by reducing food waste. 

1.4 Methodology 

A service design methodology was used to understand the behaviors and needs of the 

customers of ICA and to design the food service for these customers. The service design 

approach is further defined in the Methodology chapter. 
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1.5 Research questions 

The research questions were structured into two main questions that each contains several 

sub-questions.  

The two main questions and the associated sub-questions are: 

1. How can a food service be designed to encourage a sustainable lifestyle? 

 How do customers’ values affect grocery shopping behaviors? 

 Which grocery shopping related customer behaviors and needs exist today in trendy 

urban areas of Stockholm? 

 How should the service be designed to fit the customers’ needs and behaviors? 

 

2. How can a food service be developed to fit the company ICA? 

 How can a business model for the service concept be created to suit ICA? 

 How can the service concept be adapted to go in line with the brand of ICA? 

1.6 Delimitations 

The delimitations for the project were set as following:  

 The time frame of the project was 20 weeks. 

 While investigating the package-free solutions for grocery stores, focus was on food 

products only.  

 Merely a concept for the service was created. If the concept should be implemented in 

the future, it must be further developed after the completion of this project.  

 The customer segment was limited to customers in the urban area Södermalm, in 

Stockholm.  

 Laws and regulations for food were considered in the project, but not as critical 

elements when sketching the outlines of the service. This would have to be further 

investigated if the development of the service should continue after the project.  

 The business model was decided to be brief and not consider all details. 
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2. Frame of reference 

This chapter describes the frameworks and theories used in the project, as well 

as relevant information concerning the subject. The used frameworks include 

qualitative research, service design, theories of values, and circular economy. 

Furthermore, the idea behind zero-waste and zero-waste shops is explained, and 

relevant aspects of ICA as a company is presented.  

2.1 Qualitative research  

Qualitative research is a strategy of research where the emphasis lies on words (Bryman, 

2008). It is a common strategy in social research areas, where inductive reasoning and 

interpretation are important elements. Qualitative research focuses on understanding the 

human reality; how social order is created through conversation and coexisting.  

Qualitative research separates itself from quantitative research in several ways. Alan Bryman 

describes eleven differences in the book Social Research Methods (Bryman, 2008), presented 

in table 1. 

Table 1. Differences between qualitative and quantitative research. 

Qualitative Quantitative 

Words Numbers 

Participant’s 

perception 

Researcher’s 

perception 

Close Distant 

Generating theory Confirming theory 

Process oriented Statistics 

Unstructured Structured 

Contextual  Generalizations 

Rich heavy data Hard reliable data 

Micro  Macro 

Meaning Behavior 

Natural 

environments 

Laboratory 

environments 

 

Where quantitative research can explain what happens, qualitative research explains why it 

happens. Qualitative research is a tool used when investigating human experiences and their 

perspective, things that cannot be measured nor counted, and can reveal problems that go 
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unnoticed in quantitative research (Hammarberg, et al., 2016). We chose a qualitative 

approach in this project, because of the user-centered scope where customer experiences were 

a central part. Qualitative methods also go hand in hand with service designing, which is 

described in the next subchapter, Service design.  

However, no method of research can go uncriticized. Qualitative research methods have been 

criticized for issues such as the fact that it is impossible for the researcher to completely 

renounce its own context (McCracken, 1988) and the problem that massive amounts of data 

is produced (McCracken, 1988).  

2.2 Service design 

The definitions of service design are many and difficult to differentiate. However, the 

following text is an attempt to explain the theory around it and aspirations of it. 

The method of service design thinking closely resembles the qualitative research method 

described earlier, with the emphasis on understanding why the user thinks in a certain way 

and not what the user thinks. Transformator Design, a service design agency, describes their 

research method as user-centered, involving both users and other stakeholders when 

designing services (Transformator Design, 2017). Service design could also be described as 

an area of knowledge which covers theory, methodology and tools for creating and 

developing services. According to Marc Stickdorn (Stickdorn & Schneider, 2011), there are 

five illustrating principles of service design thinking; User-centered, co-creative, sequencing, 

evidencing, and holistic.  

The user-centered principle describes the importance of including the users of the service in 

the design process (Stickdorn & Schneider, 2011). The user’s perspective should be explored 

to understand their needs, rather than solely relying on statistics and demographics. The user 

and the service needs to be understood in a shared context as opposed to two separate entities 

independent of each other.  

The co-creative principle implies involving the stakeholders in the creative process of 

designing a service (Stickdorn & Schneider, 2011). This is important since the users are not 

the only ones being affected by a service. The staff of a shop or programmers of an app are 

also participants in creating and experiencing a service, hence making their point of view 

important. By using their knowledge in the creative process, the service value for customers 

and stakeholders can increase. 

Sequencing is a principle which describes the importance of viewing the service as a process 

that happens over a period of time, and not as an isolated event (Stickdorn & Schneider, 

2011) nor as an infinite process. A service can be expressed as a series of “touchpoints”, 

specific moments where users interact with a service.  

The evidencing principle expresses the importance of transforming abstract services into 

tangible pieces, physical artefacts, for the users (Stickdorn & Schneider, 2011). By making 

the users aware of certain aspects of the service, it becomes tangible and noticed. 
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The holistic principle is describing the importance for a service to be taken into a context 

(Stickdorn & Schneider, 2011). In what kind of environment will the service be? What 

company is providing the service and what are their values? These kinds of questions are 

important to consider when designing a service. 

Iterative process 

Service designing often involves an iterative process. This allows projects to adapt to new 

discoveries, needs and research throughout the project (Stickdorn & Schneider, 2011). The 

iterations allow the project to reboot and correct the mistakes made in the previous loop. This 

kind of process allows an investigation of customers’ feelings and experiences while 

developing the service simultaneously (Transformator Design, 2017).  

The iterative process can be divided into loops where customer interactions, idea generation 

and prototyping are included in each loop. In each iteration, one can investigate different 

stakeholders, new ideas, or questions that were not answered in the previous loop. See Figure 

2 for a visualization of the iterative process. 

 

Figure 2. A service design process of three iterations  

Methods in service design 

In addition to the theory on service design already presented, service design also includes 

several methods and tools used when developing services. The service design methods and 

tools that were used in this project are presented in the Methodology chapter.  

2.3 Theories of values 

Values are the basis for evaluation of actions, people and events. Research on how to 

conceptualize the relationship between values and behavior has been conducted since the 

1950’s and has resulted in several theories. The Schwartz study on Basic Human Values aims 

to unify these theories to explain and organize people’s needs, motives and goals (Schwartz, 

2012).  The theory is applicable to people all over the world, and the theory has been used in 

many studies in specific countries to categorize people according to their values. One 

application of this is the Life ValuesTM model that categorizes the Swedish population into 

nine value segments.  
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Schwartz Basic Human Values 

According to Schwartz, values differ from norms and attitudes. Values are more abstract, 

whereas norms and attitudes often apply to specific situations. Another difference is that 

values can be prioritized and hierarchized. Values have the following five characteristics 

(Schwartz, 2012): 

 Values guide the choice and evaluation of actions, people and events. 

 Values are connected to emotions, not objective facts. 

 Values are motivational, tied to people’s goals. 

 Values are abstract and transcend specific actions, situations and objects. 

 Each individual prioritizes values in a hierarchy. The priorities of values 

characterize the individual.  

There are ten basic motivational values that characterize people according to this theory. 

These ten values are based on findings in 67 countries, and intend to be applicable to people 

and cultures all over the world. The ten values can be visualized in a circular diagram of two 

tensions between Openness to change and Conservation, and Self-enhancement and Self-

transcendence, called the Schwartz value circumplex, see Figure 3.  

 

Figure 3. Ten basic motivational values (Schwartz, 2012) 

According to Schwartz, values influence behavior. The more important a value is to an 

individual, the more accessible it is, since it comes to mind easier. Therefore, important 

values affect behavior more than less important ones. There are however several other aspects 

that influence behavior, for example needs.  

As earlier mentioned, values also relate to an individual’s goals. Goals that are important to 

the individual are more likely to make them plan their actions carefully. Planning increases 

the belief that their goal can be reached, and it concentrates the attention to the advantages of 

the actions, rather than the disadvantages.  
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People’s attitude towards the environment has been identified as one of the attitudinal 

variables related to value prioritization (Schwartz, 2012). The way people feel about the 

environment will therefore affect their values and thus affect their behaviors. If the 

environment is important to an individual it might be part of their goals to make a difference, 

which might motivate them to plan and allow them to focus on the positive aspects of this.  

Life valuesTM 

Life ValuesTM is a segmentation model for media analysis, target audience analysis and 

market analysis. The model applies the theories of Schwartz on the Swedish population, and 

was created in cooperation between SIFO Research International and the international 

network of TGI (Target Group Index). The model places individuals in a static space of two 

dimensions. These two dimensions are visualized as two axes, one horizontal and one 

vertical, see Figure 4.  

 

Figure 4. Two dimensions of values (SIFO Research International, 2007) 

The model divides people into nine different value segments, based on the mapping along the 

axes. The nine segments were created based on calculations of differences in values, and are 

representative of the distribution of the Swedish population.  The nine segments, illustrated in 

Figure 5, are: 

1. Curiousness (Nyfikenhet) 

2. Unattached (Obundna) 

3. Inquisitive (Vetgiriga) 

4. Balanced (Balanserade) 

5. Content (Nöjda) 

6. Home-loving (Hemkära) 

7. Pleasure-seeker (Njutningssökande) 

8. Strong-willed (Viljestarka) 

9. Low-key (Stillsamma) 
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Figure 5. The image shows the nine value segments of the Swedish population 

The nine segments are also categorized in four consumer cultures for the Swedish market: 

 Consciousness and Depth (Medvetenhet & Djup) 

 Adventurous and Exploring (Äventyr & Utforskande) 

 Self-expression and Image (Självuttryck & Image) 

 Safety/Confidence and Tradition (Trygghet & Tradition) 

The traits of each consumer culture are clarified in Figure 6. 
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Figure 6. The four consumer cultures and their traits 

2.4 Circular economy and zero-waste movement 

As mentioned in the Introduction chapter, the pressure put on the environment by humans is 

resulting in extensive environmental issues (Geissdoerfer, et al., 2016). However, 

environmental issues are not the only problems facing mankind. Economic and social 

challenges are also constantly an issue that needs to be addressed.  

There are numerous theories addressing these issues, one of them is circular economy. 

Circular economy is based on the theory of reusing rather than the linear thinking of making, 

using, and disposing. It is aiming to always keep products, components, and materials at the 

highest value throughout the life (Ellen Macarthur Foundation, 2016). This could be 

expressed as a sustainable kind of economy.  

A circular economy could be achieved by viewing the economy as a closed loop rather than a 

linear economy (Geissdoerfer, et al., 2016), see Figure 7 for a visualization of the circular 

economy model.  
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Figure 7. The image shows the circular economy model (Stahel, 2016) 

However, circular economy poses challenges to the current business models and requires a 

new way of thinking (Ellen Macarthur Foundation, 2016). Stahel points out that the norm of 

designing products need to change, where the reuse of products rather than disposal of them 

should be the new norm (Stahel, 2016). The graph in Figure 8 shows the rapid increase of 

yearly global materials extraction since the start of the 20th century, visualizing the need of 

change. 

 

Figure 8. The use of global materials extraction (Wijkman & Skånberg, 2015) 
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Research shows that the transition to circular economy would lower carbon emissions by up 

to 70% (Wijkman & Skånberg, 2015). The circular economy business model is spreading to 

companies like Xerox, Caterpillar and Autolib to name a few examples, and is also 

contributing to creating movements, such as the zero-waste movement.  

The zero-waste movement advocates people to live a sustainable life with minimal effect on 

the environment, mostly by minimizing the amount of waste produced by one’s own 

household. The goal is to reduce the number of products needed, reuse what can be reused 

and avoid sending waste to landfill (Kellogg, 2016). When it comes to grocery shopping, 

organic cloth or glass jars are used as containers for food and personal hygiene products, 

instead of plastic materials or other disposables. A consumer adapting to the zero-waste 

lifestyle therefore needs zero-waste shops, which allows the customers to refill containers. 

Research shows that zero-waste shops reduce environmental impact, while the social 

performance of food industry increase (Beitzen-Heineke, et al., 2016). These zero-waste 

shops are also called package-free grocery stores, more information about this kind of shops 

will be presented in the chapter 2.5 Existing package-free grocery shops.  

However, avoiding food packaging is not always the best alternative to reduce environmental 

impact. In many cases, packaging is a necessity or used to prolong the grocery life-time. One 

example is the plastic wrap protecting cucumbers from damage and evaporation. Shrink 

wrapped cucumbers maintain maximum quality for at least 15 days in a refrigerator, whereas 

the unwrapped cucumbers succumb after 9 days (Dhall, et al., 2012). In total, packaging 

accounts for 10 % of the energy input in food production, and at the same time protects the 

remaining 90 % from becoming food waste (Beitzen-Heineke, et al., 2016).  

The issue is well-debated. Some claim that the plastic pollution in the nature is the biggest 

environmental threat, while others claim that reducing food waste is a bigger issue than 

reducing packaging because of CO2 emissions (Schmidt Rivera, et al., 2014). Estimations 

argue that over 30 % of the world’s food production becomes waste (Gangblauer, et al., 

2013). In Sweden, a total of 1,3 million tons of food is discarded annually, of which over 50 

% is thrown away by private households (SVD Näringsliv, 2017). On a positive note, the 

same article shows that 64 % of Swedes wants waste-reducing food products.  

A zero-waste consumer lifestyle could approach both the problem of food waste and 

packaging waste, since the main goal is to reduce all household waste. However, some 

researchers claim that it is the supermarkets who should act more responsibly since they hold 

the power to change, for both consumers and suppliers (Beitzen-Heineke, et al., 2016).  

2.5 Existing package-free grocery shops 

At present, there is only one package-free grocery store in Sweden, GRAM, situated in 

Malmö. The presence of these shops is however more frequent in other parts of the world. 

Following is a description of the shops LØS market in Copenhagen and GRAM in Malmö.  
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LØS market 

The shop opened in September 2016, inspired by the upstream of similar shops in France 

(Hamburger & Krogh, 2017). There, independent package-free grocery stores are common, 

and it is also common that bigger supermarkets have a shop-in-shop solution for unpackaged 

food. LØS market offers dry foods, fruits and vegetables, fluids (oils, vinegars, wines and 

honey) and cleaning supplies. The shopping procedure for customers involves reusing 

containers with three different possibilities:  

 Customer brings their own containers to refill. 

 Customer buys glass jars or small cotton/paper bags in the shop. 

 For fluids, there is a return system where the customer brings back unwashed bottles 

to the store and in return can take new ones or get money back. LØS market washes 

the bottles in an industrial washing machine. 

This shopping procedure reduces both food waste and packaging waste, since customers can 

buy the amount of food needed and reuse containers (Hamburger & Krogh, 2017). Besides 

enabling customers to shop in a sustainable way, the store concept also involves being 100 % 

organic and to allow a slower and more personal shopping experience. Customers can include 

their senses in the experience by looking at the food, smelling it and even trying a piece. The 

staff talks to the customers about the quality and origin of the food, to give recipes and to 

discuss the environment.  

Filling the containers is done differently depending on the product. Many dry foods are 

collected by pulling a gravity tap handle, others are collected with a scoop. Liquids are 

collected through taps. See Figure 9-Figure 12. When customers bring their own containers, 

these must be weighed before filling, to print the tare weight. 

       

Figure 9. Some of the food products offered with gravity tap handles at LØS market 
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Figure 10. Some of the products available with scoops at LØS market 

 

Figure 11. Spices available with scoops at LØS market 
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Figure 12. Liquids available on tap at LØS market 

Since package-free shops is such a new phenomenon, there were no specific hygiene rules in 

Denmark applicable to the shop by the time LØS market started. LØS market therefore 

created a hygiene program and regulations, which the officials now use (Hamburger & 

Krogh, 2017). The protocol is followed, for example, when they are refilling containers in 

store. Dry foods are normally delivered to the store in 25 kg bags, and the staff refills the 

store containers by using gloves and a scoop. The store food containers are cleaned by 

splitting them apart completely and washing them in the industrial washing machine. The 

return system of bottles for fluids is also the result of hygiene regulations, to avoid bacteria 

growth.  

The shop makes sure that no food waste is produced in the shop (Hamburger & Krogh, 2017). 

When a product is 3-4 days away from the expiration date, it gets discounted or the staff talks 

to the customers about it and encourages them to buy it. Another initiative is that damaged 

fruits are being juiced. Food is only thrown away if it comes in a bad shape from the supplier, 

which happens rarely.  

Traceability of the food is ensured by taking pictures of batches with the batch number and 

documenting it when opening a new batch. The expiration date is also written on both the 

product and in a protocol that the shop keeps (Hamburger & Krogh, 2017).  

The price level of the products is similar to the one of organic products in supermarkets 

(Hamburger & Krogh, 2017). There are no brands on the products, with a few exceptions. It 

is expensive to get started with a bulk food shop because the shelves with suitable containers 

are costly, but the shelves are more convenient in a long perspective. 
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The customer’s will to shop this way is crucial. Customers who come to LØS market have a 

different mindset than supermarket shoppers (Hammarberg, et al., 2016). The driving force is 

commonly the belief to change the world by changing the patterns of consumption.  

GRAM 

The package-free shop GRAM is the first in Sweden and is placed in Malmö Saluhall, which 

is a covered market. The shop opened together with the market in November 2016 (Drury, 

2017). The owner of GRAM had the idea of starting the shop while she was changing her 

habits to live a zero-waste lifestyle. It was possible to change many aspects of her 

consumption patterns but grocery shopping was difficult to manage in a zero-waste way. It 

required hard work and visiting several different shops for each round of grocery shopping. 

After a visit to Original Unverpackt in Berlin and reading about package-free grocery shops 

in France, the idea of GRAM was formed. See Figure 13 for a photo of GRAM.  

 

Figure 13. The package-free shop GRAM in Malmö Saluhall 

GRAM offers package-free dry foods, fluids (oils, vinegars and soy) and cleaning supplies 

(Drury, 2017). Similarly to LØS market, most dry foods are collected by pulling a gravity tap 

handle and some are collected by using a scoop. Liquids are collected through taps. The 

shopping experience of the customer can be done in two ways.  

 If the customer brings containers, these must be weighed before filling them. The 

containers are weighed by the customer, and a sticker is printed and fastened to the 

container. The customer then fills up the containers and goes to the cashier. The 

cashier weighs the containers with food and the weight of the container is subtracted. 

This process is the same for dry foods, fluids and cleaning supplies. 

 If the customer does not bring containers, there are containers in the shop. Small 

paper bags are offered for free and there are also bottles, jars and small cotton bags to 

buy. The customer chooses a type of container, fills it and goes to the cashier to pay.  
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The aim is that customers should bring their own containers. Being in this market 

environment, GRAM is visited mainly by two different customer groups: people who are into 

zero-waste and passer-by customers who come to visit the market (Drury, 2017).  

The customers who are into zero-waste come to the shop purposefully (Drury, 2017). They 

are comfortable and confident with the shopping experience. Many of them are in their 

thirties and live in Möllan, a hip area in Malmö. These customers are typically interested in 

talking and can have deep discussions about sustainability with the staff.   

The passer-by customers are new to the concept and are often hesitant when entering the 

store (Drury, 2017). Many look around for a while without buying anything the first time. 

New customers may feel nervous or insecure, for example to overflow their container or spill. 

If the visit is during a weekend when the customers have time, it is more likely that they will 

try to shop there, and the most common product to start with is nuts. Customers who like the 

concept often start by bringing one container to try it out, and then start to bring several.  The 

staff often need to explain a lot to new customers about the shopping procedure. 

Most people are curious, interested and positive about the shop concept, but some are critical 

towards hygiene aspects (Drury, 2017). The number of people bringing their own containers 

to the shop is increasing. One of the obstacles of shopping package-free is that there is no 

information on the packages. Therefore, GRAM sometimes reminds the customers about 

cooking times and soaking beans overnight.  

In the future, the shop aims to be a stand-alone shop to have more space and offer more 

products. A stand-alone shop is also able to set a certain atmosphere and it can be a place 

where like-minded go (Drury, 2017). The disadvantages with having a separate shop is that 

customers must make the decision to go there. In a marketplace, more people are exposed to 

the shop and can be introduced to this new way of shopping. Other advantages of being in a 

market place is that customers can go to the market to buy all they need. Meat, cheese, fish, 

vegetables and bread can be bought in the other shops in the market. The idea of a store-in-

store concept is also a possibility, that would also attract passer-by customers.  

Food deliveries of dry foods mostly come in 25-30 kg paper sacks (Drury, 2017). Some local 

products are gathered by the store owner on a cargo bike and some locals come to the store 

with their product. There are 15 suppliers to the shop, most do not mind delivering food in 

bulk since it is common to deliver to restaurants in bulk. Some suppliers deliver products in 

plastic packaging, to keep the food safe. There is a balance between keeping the food safe 

and the environmental aspects. Affecting the suppliers’ packaging procedures can be difficult 

since the chain from farmer to wholesaler is long and involves many stages.  

Besides the shop area, GRAM has a storage room (Drury, 2017). When the store containers 

need to be refilled, the containers are taken to the storage room via a trolley. The containers 

are refilled from the big paper sacks with scoops. Once a paper sack is opened, it is put into a 

plastic box, to keep the food safe. The refilling procedure takes roughly an hour.  

When it comes to hygiene, there is a self-monitoring program that all grocery shops follow in 

Sweden (Drury, 2017). This implies following certain procedures to, for example, not mix 

batches, wash store containers between batches, use separate scoops for each product and 
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keeping food sacks on shelves.  The store containers are washed in an industrial washing 

machine. It is also important to not put up products that are bad or can be harmful. 

Miljöförvaltningen always does a hygiene check when a new store is opened, and then have 

regular checks once a year. Keeping the store looking fresh and clean takes some 

maintenance, since spill needs to be wiped frequently.  

Food contaminations are not a big risk since most of the products are dry products, which are 

low risk (Drury, 2017). Everything is kept airtight to avoid bugs, both containers in store and 

plastic boxes in the storage room. Batch numbers are kept track of so that the suppliers can be 

contacted if a product is bad. Moist is avoided by letting containers dry for at least 24 hours 

after washing. There can however be some risk for people with extreme allergies. Even 

though all hygiene rules are followed, the food is kept in the same storage room, which could 

imply a risk. Therefore, there are notes on each food container in the store that informs the 

customer of this.  

One area of development, according to the store owner, is the store containers for food. 

Today customers can be insecure to use them (Drury, 2017). It is difficult to get the exact 

amount desired, customers are insecure of how much it will cost and it can overflow the 

container and spill. Containers could be more customer friendly, for example by digitalizing 

so that customers can type in desired amount.  

2.6 The company ICA 

ICA is well-known as Sweden’s biggest grocery retailers. The company was founded in 1917 

by Hakon Swenson as Hakon-bolaget. The idea was to gather merchants in a joint purchasing 

central (ICA Gruppen, 2015). This was then developed to become ICA, which was founded in 

1938. The current ICA model was created in 1972, but the original idea is still a central figure 

in the brand: Bringing individual merchants together.  

ICA is now the biggest grocery store retailer in Sweden and has since the start expanded to 

ICA Gruppen, which is a publicly traded corporate group. The group covers a bank, 

pharmacies, properties, etc.  

The vision is to make every day easier. The mission is to become the leading retailing 

company with a focus on food and meals. The values of ICA are simplicity, entrepreneurship 

and commitment (ICA Gruppen, 2015). The simplicity should permeate all products and 

services; everything should be simple from the customer point of view (Nilsson, 2017). The 

entrepreneurship is evident in the business idea of individual merchants in collaboration. The 

engagement shows in their sustainability profile, and in the support of local communities and 

organizations.  

Private Label 

ICA offers products under private labels since 1922 (ICA, 2017). Historically, the purpose of 

these products was to push prices, but as popularity increased, additional values were needed 

to keep customer satisfaction (Nilsson, 2017). Today ICA has ten different private labels such 
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as ICA Basic, ICA Gott Liv, ICA I love eco and ICA Selection. The brands have different 

target groups, but the overall strategy for the private label products is to be the customer’s 

first-hand choice.  

The Private Label department at ICA is responsible for these products, and has a sub-

department called Product Development Innovation & Concept (Nilsson, 2017). The purpose 

of the latter is to identify where innovation is needed. The innovation department’s tasks 

include identifying innovation potential, scouting trends and performing deeper market 

analysis. The team develops ideas into concepts, which are then passed on to other 

departments. 

When a concept has been developed into a new product or assortment, it is up to each 

merchant to decide if they want to buy the products or not (Nilsson, 2017).  This sometimes 

poses a challenge to the innovation of ICA, but at the same time acts as an extra quality 

check. To succeed in this process, merchants are involved in the innovation projects.  
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3.  Methodology 

The following chapter presents the methodology of this project , describing 

methods used in the research phase, during each loop and during the 

development of the final concept.  The first time a method is mentioned, it will be 

described and then the implementation in the project will be explained. The 

following times it is mentioned, only the implementation will be described. The 

results of the used methods will be presented in the next chapter.  

3.1 Overview of methodology  

The project started with a research phase. This included a literature study and a study visit to 

two existing package-free grocery shops. The project then used the method of an iterative 

three-loop process, where user interactions, analysis, ideation and prototyping were 

conducted respectively in each loop. The three loops were carried out accordingly to the 

methodology of service design.  

3.2 Research and literature study 

The literature study was conducted as background research. Reports from earlier research 

was found through the Royal Institute of Technology library search engine Primo. This is a 

search engine for scientific and academic material. The results from the literature study is 

presented in the chapter Frame of reference. 

3.3 Study visit to existing package-free grocery stores 

Study visits were made to two existing package-free grocery stores; LØS market in 

Copenhagen and GRAM in Malmö. The purpose of the visit was to increase the 

understanding of the package-free grocery stores and the shopping environment, as well as 

the zero-waste movement. The visit included two longer interviews with the different shop 

owners lasting 30-60 minutes each, four contextual interviews with customers lasting 10-15 

minutes each and observations of customers and potential customers. See Appendix 1 for the 

full interview guides and Appendix 2 for images from the study visit. 
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Observations 

Observation is a qualitative method of gathering information. The main purpose is to observe 

people, events, and other things of interest to gather insights. Apart from being either 

overt/covert or disclosed/undisclosed, there are three types of observation methods, namely 

controlled observations, natural observations, and participant observations (McLeod, 2015).  

In this project, the conducted observation was naturalistic. This is an observation method 

performed in an unaffected environment of the service and are usually unstructured and 

focused on observing spontaneous behavior. The observation was conducted at GRAM in 

Malmö, as a covert and undisclosed observation. It was made to gather insight on how 

customers or potential customers behaved in the food market. 

Contextual interviews 

Contextual interviews are a qualitative method for gathering data. The interviews are 

conducted in the environment of the service and commonly last 10-20 minutes. The 

interviewees can be service users, staff, owners or other stakeholders. The interview format is 

a mix between questions and observations of the environment, and how the interviewees act 

in the environment (Stickdorn & Schneider, 2011).  

Since contextual interviews are conducted in the environment of the service, the interviewee 

can more easily reflect over certain experiences or details that would have been forgotten 

otherwise. The environment or context can also help the interviewee explain specific matters.  

Four contextual interviews with customers were conducted at LØS market and GRAM. The 

interviews focused on the values of shopping zero-waste and practical topics around grocery 

shopping habits.  

3.4 Interviews with ICA shop owners and managers 

Short unstructured interviews were held with three owners or managers of ICA shops in 

central Stockholm. The interviews concerned the attitude towards package-free food 

solutions, and what advantages and disadvantages there are for the store and the customers. 

The purpose of these interviews was to get a grasp of the attitude and to suggest a 

collaboration throughout the thesis when it comes to contextual interviews of customers and 

staff. The collaboration was established with ICA Supermarket Medborgarplatsen.  

3.5 First loop 

The first loop took on a broad perspective, allowing for an explorative approach. This loop 

focused on understanding ICA customers’ attitudes towards grocery shopping, environmental 

issues, and bulk food shopping. The loop started by mapping out stakeholders in the service, 

which was followed by customer interactions, analyzing sessions, an idea generation and a 

construction of trigger material.  
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Stakeholder map 

Stakeholder mapping is a method to map out and illustrate how possible stakeholders relate to 

each other and the constructed service (Stickdorn & Schneider, 2011). It allows service 

designers to focus on problems and possibilities for each stakeholder, and cluster the direct 

and indirect users. This can result in a more thoroughly designed service, since it creates 

more attention to shared interests and issues between stakeholders.  

A stakeholder map was made in the beginning of the project, to illustrate and understand the 

connection between ICA and other stakeholders. The stakeholders were split into primary and 

secondary stakeholders and drawn as a map. See Figure 14 for the making of a stakeholder 

map sketch in the project. 

 

Figure 14. The making of a stakeholder map 

Contextual interviews 

In the first loop, a total of 18 contextual interviews were conducted in an ICA store or close 

by an ICA store on weekday afternoons. Four interviews took place in Liljeholmsgallerian in 

Stockholm and 14 at ICA Supermarket Medborgarplatsen. The interviews lasted 15-20 

minutes each and were semi-structured. The interviewees were approached by trying to 

achieve as much diversity in respondents as possible.  

Subjects discussed were thoughts and feelings on bulk food shopping, what customers are 

feeling when doing grocery shopping, feelings toward online shopping, why they are making 

certain choices, and if there is any confusion on how to shop environmentally friendly. For 

the full interview guide 1:1, see Appendix 3. 

Analysis 

Analysis within design research has much in common with analysis in social sciences. In 

both disciplines, analysis is commonly carried out by clustering post-it notes of gathered 
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information. There is a variety of techniques for this, but a common one is called Affinity 

Diagramming (Rodgers & Yee, 2014). 

The analysis activities were performed within the team. The analysis in the first loop first 

used the affinity walls technique to structure information from interviews, and then used the 

Life ValuesTM model to map responses by values.   

Affinity Diagram 

This technique is used to analyze and understand information, by grouping it in clusters. 

Information from, for example, interviews is put on small notes that can be moved around. It 

is often done during a workshop where participants may read the notes aloud and discuss the 

placing with others. This technique is good for structuring and understanding big amounts of 

data. (Information & Design, 1999) 

In this project, the contextual interviews were analyzed to structure the responses and gather 

insights. The analysis focused on grouping opinions on regular grocery shopping and 

package-free grocery shopping. The interview responses were structured on a white wall, see 

Figure 15. The orange post-it notes are responses from ICA customers and the yellow post-it 

notes are responses from zero-waste customers at LØS market and GRAM. 

 

Figure 15. The post-it wall before clustering 
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The post-it notes were then clustered in nine groups, see Figure 16: 

 Thoughts on package-free grocery shopping 

 Thoughts on the environment 

 Behaviors 

 Feelings on shopping in physical stores 

 E-commerce 

 Future vision of grocery shopping 

 Confusion on environmentally friendly products 

 Disbelief of the production chain 

 Discontent of grocery stores 

 

Figure 16. The post-it wall after clustering 

For a full view and close-ups of the clusters, see Appendix 4. 

Life ValuesTM 

In addition to the clusters, the interview responses were analyzed according to the Life 

ValuesTM model. The interview responses were mapped out along the two axes in the model, 

see Figure 17. This part of the analysis was done to see which connections there are between 

people’s values and their thoughts and behaviors in grocery shopping.  
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Figure 17. Interview responses mapped after Life ValuesTM axes 

For each value group, possibilities and difficulties of zero-waste food shopping were added, 

see Figure 18. The focus of this analysis was to examine how the different groups react to 

change. 

 

Figure 18. Possibilities and difficulties with zero-waste shopping in Life ValuesTM clusters  
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For a detailed view of the Life ValuesTM analysis, see Appendix 5. 

Idea generation 

Idea generation can involve a variety of techniques, all with the aim of stimulating inspiration 

while creating structure in an ideation session. The structure can help groups to generate 

meaningful ideas and discussions. It can be simple exercises that start a discussion or trigger 

imagination. The specific techniques used in idea generations vary depending on the goal of 

the session (Stickdorn & Schneider, 2011). The technique used for this idea generation was 

How Might We questions.  

How Might We questions 

This technique is used in ideation phases to offer a frame for innovative thinking within the 

design team. It requires pens, post-it notes and insights found in customer interactions. The 

technique implies identifying customer needs and then turning them into an opportunity for 

design by asking “How might we help … to…?”. The question should not suggest a solution, 

but rather give a frame for the brainstorming. Several questions can be used to be able to 

widely explore ideas (IDEO.org, 2017). 

In this project, a brainstorming session was performed, based on the clusters in the Life 

ValuesTM analysis. How Might We questions were created for each value group. The 

brainstorming session was a quiet brainstorming where ideas were generated individually and 

discussed afterwards. The ideas with potential were marked and then developed into three 

concepts. Each concept was designed to meet a cluster from the Life ValuesTM map.  See 

Appendix 6 for the wall of ideas arranged according to Life ValuesTM.  

Trigger material 

Trigger material is visualizations of ideas, making the ideas more real and substantial to 

customers. It is preferable if the trigger material is not detailed, since this allows the customer 

to build on the idea and be creative. The goal of the trigger material is to spark reactions and 

discussions with the users (Transformator Design, 2017). 

Trigger material was created for the three concepts as visualizations, made by combining 

simple icons. This material was used in customer interactions in the second loop to examine 

customers’ view on the three concepts, how it would work for them, and if they had any ideas 

for improvement. 

3.6 Second loop 

The second loop in the service design process allows the service designer to dig deeper into 

the user needs and behaviors. Ideas from the previous loop can be tested and reassessed. In 

service design, the first loop is used to broaden the perspective and generate as much 

knowledge as possible, and the second loop is used to narrow down and deepen the 

knowledge. 
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In this project, the second loop focused on understanding the customer journey. The customer 

interactions consisted of 10 contextual interviews with customers at ICA and four in-depth 

interviews in the homes of customers. The customer interactions were analyzed using 

customer journey mapping, and need groups were developed from the most typical customer 

journeys. Ideation was done based on these need groups and trigger material was created, to 

be used during the coming loop.   

Contextual interviews 

Ten contextual interviews were conducted, using the trigger material created in the first loop. 

The interviews were conducted on a weekday afternoon at ICA Supermarket 

Medborgarplatsen. The interviews were semi-structured and lasted 15-20 minutes each. For 

the full interview guide 2:1, see Appendix 7. The interviews investigated behaviors related to 

grocery shopping and aspects of the three concepts.  

In-depth interviews 

In-depth interviews (also called long interviews) are commonly used in qualitative research 

and viewed as a potent tool to gather insight and understanding (McCracken, 1988). This 

kind of method requires the interviewer to be a good listener and to interrupt where it is 

needed. In-depth interviews can be used in a range of areas, for example to improve 

understanding in quantitative research or on its own in social sciences (McCracken, 1988).  

In this project, in-depth interviews were used to increase the understanding of the customers’ 

journeys when doing grocery shopping. They were also used to understand why certain 

choices are made, such as special diets or choice of brands. The interviewees in all in-depth 

interviews in this project live in Södermalm in Stockholm. This choice was made based on 

the geographical delimitation set in the project. All interviewees were acquaintances to the 

project team members and were chosen to include a variety of ages and life phases (students, 

workers, parents to young children and parents to adult children). 

Four in-depth interviews were held, three were conducted in the home of the interviewee and 

one at a café. Interviewees were chosen. The interviews lasted approximately 60 minutes 

each and were semi-structured. All interviews were recorded. The interview areas were the 

journey of a recent grocery shopping, food storage at home, recycling and their view on food 

and how their daily life is affected by it. The full interview guide 2:2 can be found in 

Appendix 8 and the interviewee journeys can be seen in Appendix 9.  

After each interview, a transcribing session took place. The recordings were listened to, and 

quotes of value were written down on post-it notes. The post-it notes were then used in the 

analysis sessions. 

Customer journey maps 

The customer journey map is a tool used to collect user experiences and needs, and visualize 

them in a timeline representing the journey of a customer before, during and after interacting 

with a service (Stickdorn & Schneider, 2011). The timeline is based on the touch points in the 
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customer’s journey. The customer journey map is constructed by identifying the touchpoints 

between the user and the service, and then mapping out positive and negative emotions and 

other insights that were collected through user research. The map is created from the user’s 

behavior and emotional experiences, making it possible to point out areas of problem and 

opportunity. See Figure 19 for an example of a customer journey map.  

 

Figure 19. The figure shows an example of a customer journey map. (TurboTax, 2015)  

In this project, the customer journey map was constructed by adding relevant post-it notes 

from all interviews on a foldable wall. The activities were gathered and sorted 

chronologically. Customers’ feelings were also gathered and placed above, respectively 

below, the activity where the feeling arose. The aim was to get a holistic yet detailed view of 

what customers experience before, during and after grocery shopping.  For a detailed view of 

the customer journey post-it notes, see Appendix 10.  

Analysis 

As mentioned in the Frame of reference – Service design chapter, creating a user-centered 

service and understanding the sequencing of services is key when designing. In the analysis 

of the second loop, customer journey maps were used as a tool to understand the touchpoints, 

needs, and behaviors of grocery shopping.  

Answers from contextual interviews and in-depth interviews were added into the customer 

journey map. While looking at the complete customer journey map with all information 

gathered from all interviews, several typical journeys were sketched and reinforced with 

citations and insights from the interviews. All the sketched journeys were discussed, and the 

most typical and relevant were selected. Four customer journey maps were decided to be the 

need groups to design for throughout the rest of the project. For a view of the customer 

journey map sketches, see Appendix 11. 
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Idea generation 

Opportunities and solutions were brainstormed based on the feelings connected to each 

touchpoint in the service. Ideas were generated for each journey, with the following questions 

in mind: 

 How can the user needs be met? 

 How can negative emotions be avoided? 

 How can positive emotions be captured? 

The ideas were gathered on post-its and categorized for the different journeys. The ideas with 

the biggest potential to meet the need groups were marked and then combined into three 

service concepts.  

Trigger material 

Trigger material was created for the three concepts. The trigger material for one concept was 

to show pictures from package-free grocery shops and bringing various kinds of food 

containers for the user to reflect upon. Two of the concepts were visualized using 

storyboards. The storyboards were created with the customer journey maps and previous 

interviews as inspiration. 

Storyboards 

Storyboards is a method used to visualize a service, most commonly as a comic-strip that 

displays a user scenario for a current service or a hypothetical service. This allows the user 

experience to be told as a story. The key aspects of the service should be incorporated in a 

straightforward way. The storyboard can be presented to different stakeholders, with the 

purpose of generating insight around the user scenario. By putting a service into a user 

context, it can trigger meaningful discussion and enable identification of problems and 

opportunities. (Stickdorn & Schneider, 2011).  

In this project, storyboards were used to visualize the user context of two out of three service 

concepts. The storyboards were presented and discussed in a co-creation workshop with the 

team Product Development Innovation & Concept at ICA and in three longer interviews with 

potential customers. See Figure 20 for a storyboard in the making and Appendix 12 for the 

Swedish storyboards used as trigger material. 
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Figure 20. The making of a storyboard 

3.7 Third loop 

The third loop in service designing is a finalizing loop where thoughts, ideas and concepts 

can be tested one last time. The designer has received deep understanding in certain topics 

from previous loops, and uses the third loop to implement the knowledge in the designed 

service. 

This project used the third loop to dig deeper in the concepts and enrich the customer journey 

maps. This was done through in-depth interviews and a co-creation workshop with ICA. One 

concept was chosen to be developed further. 

In-depth interviews 

Three in-depth interviews were held in the third loop, two were conducted in the home of the 

interviewee and one at the office of Transformator Design. The interviews lasted around 60 

minutes each and were semi-structured. The interview included the journey of a recent 

grocery shopping, planning, and the three concepts. Trigger material was shown to the 

interviewees while discussing aspects of the concepts. The full interview guide 3:1 can be 

found in Appendix 13. See Figure 21 for a view from an in-depth interview. 
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Figure 21. The interview setting at an in-depth interview 

The interviewees were asked to describe how they store groceries at home. For an example of 

these interactions, see Figure 22. 

 

Figure 22. The interviewee describes how food is stored in her home  

Co-creation workshop 

Co-creation makes use of the experiences and knowledge of service stakeholders, such as 

staff, owners and users. It is a method were stakeholders take part in the innovative process of 

creating or changing services (Stickdorn & Schneider, 2011). Co-creation is however not 

meant to be used as a jury making final decisions on the service. The decisions still lie on the 

designer to make. 

In this project, a co-creation workshop was used to involve ICA employees in the design 

process. The five participants work at the departments Product Development Innovation & 
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Concept and Private Label. At the workshop, the three concepts were briefly presented 

together with the trigger material. A collaborative ideation was made, where concepts were 

built upon and evaluated. There were discussions about what each concept would require 

from ICA’s perspective as well as the potential that was seen in each concept. 

Choosing concept  

We chose the final concept based on several criteria. The criteria derived from the co-creation 

workshop and insights gathered throughout the project.  

Criteria for the final concept: 

 Does the service concept provide a solution to decrease household waste? 

 Does the service concept meet important customer needs? 

 Is the service concept realistic in terms of customer behavior?  

 Is it possible to implement the service concept in the company ICA in present time? 

 Does the service concept match the values of ICA? 

 Does the service concept match the vision of ICA? 

 Would the service be approved by ICA merchants? 

 Would the service be profitable or provide goodwill for ICA? 

 What would be required from ICA to realize the concept? 

After the criteria were set, we discussed how the three concepts met them. The concept which 

met the criteria best was chosen as the final concept. The co-creation workshop allowed 

insight into the potential and feasibility of each concept from ICA’s point of view.  

3.8 Final concept 

The final concept was further developed by finding design principles and making a business 

model canvas. 

Design principles 

Design principles are a method used by Transformator Design to get a clear view of what is 

required in a concept to make it successful from the customer point of view. The method 

involves first defining the customer needs that are specific to this concept. These should be 

defined based on customer interactions. Design principles are then formulated based on those 

needs, describing how the needs can be met but not in which way. The designer can then 

propose examples of solutions for how each design principle can be realized.  

The design principles are crucial for a successful concept, no matter how they are solved, and 

should be considered as stationary in relation to the user needs. See Figure 23 for a 

visualization of design principles. 
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Figure 23. The figure shows a visualization of how design principles can be sketched out 

Business Model Canvas 

Business Model Canvas is a tool to design and describe a business model in nine building 

blocks. Each building block contains a description of a certain aspect of the business (Pigneur 

& Oswalder, 2010). A description of each building block is presented below.  

1. Customer segments 

Describes the people and organizations that the business will create value for.  

2. Value proposition 

Describes the value that is created for each customer segment.  

3. Channels 

Describes the touchpoints between the business and customers, through which value 

is delivered. 

4. Customer relationship 

Describes the relationship of the business to its customers. It can be the relationship in 

personal contact with staff, but also how products and services are perceived.  

5. Revenue streams 

Describes where and how income is generated, for example the pricing mechanisms 

that would be used.  

6. Key resources 

Describes crucial assets in the business, that are needed to create and maintain value 

for customers. The key resources can be materials, equipment or people.  

7. Key activities 

Describes the main activities needed for the business. It can be activities needed to 

create value, capture value, maintain customer relationships and manage distribution 

channels.   

8. Key partners 

Describes which external partners can leverage the business. The key partners can 

provide key resources and key activities. 
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9. Cost structure 

Describes the costs that will occur in the business.  

The Business Model Canvas with all building blocks is illustrated in Figure 24. 

 

Figure 24. Business Model Canvas (Strategyzer, 2017) 

The model is aimed for everyone from new entrepreneurs to senior executives.  It is used to 

describe a business model, but it also implies several other benefits for organizations. These 

are benefits in teamwork, idea generation, creating strategic conversations and creating a 

mutual understanding of the business (Pigneur & Oswalder, 2010).  

In this thesis, the Business Model Canvas was used to get a holistic view of the service from 

ICA’s perspective and explore opportunities for a future business model. An interview was 

held with an employee from the department Digital Experience at ICA, to better understand 

what is required from ICA when digital services are created.  
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4.  Results 

The results of the project are presented in this chapter. The method results will 

be presented chronologically. 

4.1 Study visit to existing package-free grocery stores  

After the visits to the existing package-free stores, the value creating factors of the stores 

were discussed among the team members. The most important factor was found to be 

allowing customers to shop in a sustainable way that corresponds to their values.  

The shopping experience involves using all senses, making it an enjoyable experience. The 

absence of packaging also leads to a more transparent and simple message to the customer. 

There is no overflow of visible information that packaged products create, the customers are 

free to see what and how much they are buying. 

Another value that LØS market provides, partly thanks to having a stand-alone-shop, is the 

shopping environment, with a calm atmosphere and personal interaction. Customers tend to 

have a slow shopping experience, which helps them make conscious choices. A value that 

GRAM provides to customers is the accessibility. Customers can buy everything needed 

conveniently under the same roof. See Figure 25 for a collection of value-creating traits of the 

zero-waste shops. See Appendix 2 for images from the study visit. 

 

Figure 25. The image shows a collection of value-creating traits of the zero-waste shops 
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Contextual interviews with customer and observations 

Out of the four contextual interviews, three were with experienced shoppers and one was 

with a new customer. The key insights were that: 

 The shopping procedure requires more planning than shopping in a regular 

supermarket. It seems common to go once a week to the package-free store and refill 

with foods needed for the week. 

 Getting used to this shopping procedure is perceived as a one-time change. Once into 

the habit, customers do not think of it as more time consuming than shopping in a 

regular supermarket.  

 Customers have a positive outlook to the future. Customers feel good about 

themselves and feel like they are contributing to a more sustainable future.  

 Customers buy what they can package-free and complement with other products 

elsewhere.  

 Some experience a problem in bringing glass jars because of the weight. A solution to 

this can be to bring small cotton bags instead. They can be used for most dry foods, 

and the food can be transferred into glass jars at home.  

 Many people walking by GRAM seemed curious, but maybe too unconfident to buy 

anything. Out of 17 people, only one seemed like a regular customer and brought her 

own containers. 

4.2 Interviews with ICA store owners and managers 

Short interviews were held with three store owners and managers. The reactions towards 

package-free food solutions and zero-waste shops were mostly negative. The main concerns 

were hygiene, ineffectiveness and increase of work force. One store owner thought of zero-

waste shops as a step back for grocery stores, while another thought Sweden was not ready 

for this innovative way of shopping yet. 

4.3 First loop 

The first loop focused on exploring the subject and understanding the customers. Through a 

variety of tools, such as stakeholder mapping and interviewing customers, it was possible to 

gain an understanding of how a change would be received. However, uncertainties remained 

as the project progressed into the second loop. 

Stakeholder map 

The stakeholder map resulted in an increased awareness of the stakeholders and it became 

clear that a service would affect stakeholders differently. See Figure 26 for the stakeholder 

map. 
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Figure 26. Stakeholder map with ICA, internal stakeholders and external stakeholders 

The stakeholder map was divided into ICA, internal stakeholders, and external stakeholders. 

Internal stakeholders are customers, staff, customer service, and transportation staff. These 

would be heavily affected if ICA as a grocery retailer would change in some way. The 

external stakeholders are competing grocery stores, restaurants, parking lots, recycling 

centrals and farmers. These would be indirectly affected if a change was made to ICA as a 

grocery retailer. 

Contextual interviews 

The interviews showed among other things that the environment is an important and 

engaging topic for many people, see Figure 27 for responses regarding the environment and 

Appendix 4 for more clusters. In the subchapter Key insights in the first loop, the key insights 

from the contextual interviews are presented.  
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Figure 27. Interview responses on environmental questions. 

Analysis 

In the analysis, it became clear that customers spend much time thinking about environmental 

changes and regard themselves as environmentally conscious consumers. However, a 

confusion about how to act environmentally friendly was obvious. There are also disbeliefs 

and deeply rooted ideas among consumers that might be difficult to change. 

Another insight of interest was that although many consumers experience stress when 

shopping groceries, several enjoy shopping in physical stores. However, at this point it was 

unclear what caused this disjunction in opinions. 

To develop deeper insight, the interview answers were mapped along the two axes in the Life 

ValuesTM model. See Figure 28 for a picture of the post-it analysis board with post-its 

arranged according to Life valuesTM axes. This showed that the zero-waste shoppers are more 

prone to be in the change and community quadrant, whereas the opinions of ICA customers 

more scattered across the map. This lead to the insight that bulk food shops might be too 

innovative for mainstream ICA customers. To change their shopping behavior, they need 

clear incentives. For a more detailed view of the Life ValuesTM post-it analysis, see Appendix 

5.  
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Figure 28. The post-it notes arranged according to the Life ValuesTM 

To see how a change in ICA towards a more package-free way of offering groceries would 

affect customers, the graph in Figure 29 was drawn based on the Life ValuesTM map. 

Advantages and disadvantages for each customer cluster can be seen in the figure. Typical 

and simplified quotes are presented in each quadrant. 
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Figure 29. Advantages and disadvantages for each customer cluster according to the Life 

ValuesTM analysis 

Key insights in first loop 

Following is a summary of the key insights and questions from the first loop: 

 Zero-waste shoppers seem to be motivated by the environmental benefits of this type 

of shopping. Is there anything besides environmental benefits that can motivate 

customers to shop package-free? What creates value for ICA customers?   

 The internal stakeholders in the stakeholder map would be directly affected by a 

change in grocery retailing. The external stakeholders would be indirectly affected. 

 Package-free food shops might be too innovative for most ICA customers. To change 

their shopping behavior, they need clear incentives. 

 Customers feel anxious about the environmental changes. 

 Customers are confused on how to shop environmentally friendly. There is a 

discrepancy on how environmentally friendly they think they shop and how 

environmentally friendly they actually shop. 

 There is value in shopping groceries in a physical store. 
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 Shop owners are reluctant to change. They focus on numbers, and making a change in 

the shop is a risk.  

 In the future, people want the staple commodities on subscription and only shop the 

inspiring food products in the store.  

 Consumer groups experience different advantages and disadvantages if they would 

change their grocery shopping behavior into zero-waste shopping, see Figure 29. 

 There are barriers in introducing package-free stores. They include doubts of hygiene, 

doubt of benefits, lack of time and most significantly changing one’s habits. 

Ideation and trigger material 

Three concepts were created in the ideation: Traditional and safe, Community and 

entertaining, and New and flexible. The concepts were created to speak to the biggest clusters 

found in the analysis. How the concepts correspond to the life values map can be seen in  

Figure 30. 

 

Figure 30. The image shows how the generated concepts were placed on the Life ValuesTM 

map 

Traditional and safe 

This concept was created to correspond to the customer section least prone to change. The 

idea was to take advantage of the Swedish bottle depositing routines. The idea would thus 

already exist in customers’ behavior patterns.  
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The concept consisted of five main ideas: 

 Customers would buy prepackaged groceries in reusable food containers. They would 

pick them from the shelves and scan them at the cashier like ordinary groceries.  

 After customers have used the food, they would return the packages to the shop and 

get a refund. 

 ICA would then clean the packages and refill them with groceries, repeating the first 

step. 

 The food would mainly consist of traditional groceries, such as rice or spaghetti 

sauce.  

 The prepackaged groceries could be placed at optional spot in store, allowing for the 

shop owners to place them wherever they think fits best. 

See Figure 31 for the trigger material of the first concept, used for the following loop. The 

trigger material was created to visualize how the food packaging was reused in a cycle and 

trigger discussions around how this system would work for the customers.  

 

Figure 31. The trigger material of concept Traditional and safe 

Community and entertaining  

This concept was created to fit the customer section more prone to change and with a desire 

to live in a community space. The influences for this concept were mainly from coffee shops 

and community gardens, where people go to be social and work together. 

The concept itself consists of five main ideas: 

 The groceries are offered in a way in resembling LØS market and GRAM, with both 

boxes and scoops, and containers with gravity tap handles.  

 The room is separated from the grocery store to provide a calmer atmosphere. 

 Tables and chairs would be placed in the room where customers can chill out, gather 

inspiration and maybe grab a coffee, to provide a homely feeling. There would also be 

washcloths placed around the room to clean up if something is spilled on surfaces.  

 The staff is separated from the grocery store staff. They are more like coffee shop 

staff, walking around and talking with customers, offering coffee and tastings.  
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 There would be QR codes on groceries where origin, qualities and inspiration is 

shown. 

See Figure 32 for the trigger material of the second concept, used for the following loop. The 

visualization shows how regular shopping turns into a different experience when walking 

through the door. On the right side of the image, staff, coffee tables, food packaging, and 

cleaning customers can be seen. 

 

Figure 32. The trigger material of concept Community and entertaining 

New and trendy 

This concept would fit an individualistic customer who is prone to change. The idea was to 

adapt ICA stores to the improvement of digital products, making grocery shopping a more 

flexible and environmentally friendly experience.  

The concept consists of six main ideas: 

 In physical store:  

o The food is contained as package-free food. The customer places a container 

on a weighing scale and underneath a tap handle. The tare weight is subtracted 

and the customer digitally chooses the weight of groceries to fill the container 

with. The container is automatically filled with groceries and a price tag is 

printed automatically. 

o The bulk food containers can be placed freely in the store by the shop owner. 

 Online:  

o The customers order the amount of groceries they want. ICA fills the food 

containers with the ordered amount of food. The groceries are then delivered 

to the desired pick-up place. 

o When the food containers are empty, they are picked up by ICA or a delivery 

firm from a desired pick-up place, maybe outside the customer’s door. 

 There would be an app that can generate recipes, make shopping-lists and remind the 

customer of what to bring to the store. 
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See Figure 33 for the trigger material of the second concept, used for the following loop. The 

trigger material shows how the customers can choose the amount of food. It also shows the 

availability to order online and a pick-up service of empty food containers at home. 

 

Figure 33. The trigger material of concept New and trendy 

4.4 Second loop 

The loop focused on understanding the customers’ journeys and creating concepts based on 

needs and possibilities in those journeys. Contextual and in-depth interviews were used to 

gather information. The analysis resulted in four customer journeys, which were used for the 

idea generation session. This resulted in three new concepts, separated from the concepts 

created in the first loop. 

Contextual interviews 

The customer opinions on the three concepts were diverse. The concept Traditional and safe 

was received well, although many found it to be too much of a burden to bring containers 

back to the store every time they went grocery shopping. Also, customers tend to have small 

kitchens with no room for another recycling bin. The concept Community and entertaining 

was perceived as complicated and with no clear purpose. The concept New and trendy 

received mixed opinions. On one hand, customers appreciated the flexibility of the concept, 

on the other hand it was thought of as too complicated.  

Aside from the discussion of the three concepts, many of the interview responses were 

similar to the ones in the first loop. At this point, it seemed like the progress of understanding 

customers had slowed in. In addition, the feedback suggested that the concepts were a bit 

unclear and unstructured. This led to an important insight. The concepts were too unclear to 

be properly evaluated and a deeper understanding of customer journeys was needed. 
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In-depth interviews 

Four in-depth interviews were conducted in the second loop. Specific topics, such as recent 

grocery shopping events, were brought up and discussed. The interviewees were asked to do 

a walk-through of a recent grocery shopping, see Figure 34. For a full view of all customer 

journeys, see Appendix 9. 

 

Figure 34.  A specific grocery shopping event, drawn by an interviewee 

The in-depth interviews resulted in a deeper understanding of how grocery shopping takes 

place at Södermalm, Stockholm. The interviews also contributed to understanding how 

certain events in the journey can trigger positive and negative feelings. The most important 

result of the in-depth interviews were the customer journey maps.  

Customer journey maps  

The post-it notes with the interview responses were arranged as a customer journey where 

specific events were recognized. The events include everything happening before, during and 

after the grocery shopping.  

Figure 35 displays the full customer journey where the green post-its signify the events. For a 

detailed view of the customer journey post-it notes, see Appendix 10. 
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Figure 35. The full customer journey map with all post-it notes 

For a view of all touchpoints of the service, see Figure 36. 

 

Figure 36. A full customer journey based on the customer interactions 
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Using the full customer journey, several typical journeys were sketched. Out of these, four 

journeys were found to be the most typical: The Inspiration seeker, the Planner, the Everyday 

stress, and the Spontaneous journey. 

The maps all represent different situations or state of minds rather than demographics or 

personas. An individual can be found in a different journey for different rounds of grocery 

shopping. The journeys all have some events in common; At some point, they all decide to do 

grocery shopping, they transport themselves to the store, they are at the shop or on a website, 

and they eat the food.  

The Inspiration seeker 

The Inspiration seeker’s journey begins positively with something to trigger inspiration. It 

might be a new recipe, a newly opened store, the lunch at a restaurant, etc. They look forward 

to the journey ahead. What might bring them down is walking into an uninspiring grocery 

store or if the recipe turned out to not be as good as hoped. See Figure 37 for the Inspiration 

seeker’s customer journey map. 

This customer journey highlights the importance of inspiration and quality when a person 

goes grocery shopping. A rotten vegetable can drag down the experience, whereas samples 

and tastings could mean the opposite.  

 

Figure 37. The customer journey map of the Inspiration seeker 
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The Planner 

The second customer journey is called the Planner. This kind of journey occurs when the 

customer is willing to spend time on planning for a specific purpose, for example saving 

money or saving time.  

The planner starts the journey by collecting recipes, maybe based on discounted food or 

based on food in the fridge that is about to expire. The planner then sets up a strategy for 

what to do, usually by writing a list of what to buy and checking what groceries already exists 

at home. At the store, the planner is shopping in a structured manner following the list. A 

negative incident might be if the grocery on discount is sold-out or if the offer was at another 

location or time. There is also a risk that the planners forget to buy something on the list and 

do not notice until they come home. See Figure 38 for the Planner customer journey map. 

This customer journey highlights the importance of structure when a person goes grocery 

shopping. Planners write their shopping lists according to the store structure. A possibility to 

help Planner’s journey is to offer a service that could decrease the amount of time they spend 

on planning, but still lets them achieve their purpose of planning. 

 

Figure 38. The customer journey map of the planner 
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The Everyday stress 

The customer journey map of the Everyday stress is a journey perceived as a generally 

negative experience. The negativity is based on several things, e.g. the lack of control and the 

short amount of time to do many things. The Everyday stress journey often includes regular 

working hours, which makes it inevitable to shop during rush hours. 

The Everyday stress customer journey begins with being at work and recalling that dinner 

needs to be cooked. There is no time to decide what to cook for dinner at work, so the search 

for recipes (either from a search engine or familiar recipes recalled from memory) starts at 

the trip from the workplace to the grocery store. This is usually a stressful event since the 

amount of time is limited. At the store, the main goal is to shop as quickly as possible to have 

enough time to cook the food at home. Typical negative occurrences are long queues, not 

finding the groceries, and carrying heavy bags to the home. 

Cooking food is perceived as a negative event for someone in an Everyday stress journey. It 

does not matter whether the recipe is inspiring or if the person has a genuine interest in 

cooking, the external pressure makes the cooking experience stressful and something that just 

needs to be done. See Figure 39 for the full customer journey of the Everyday stress. 

There is great potential to make the Everyday stress journey easier. It is important to avoid or 

change the most stressful parts of the journey. One of the few positive events of this journey 

is eating dinner together and enjoying some family time.  



54 

 

 

Figure 39. The customer journey map of the everyday stress 

The Spontaneous 

The fourth customer journey is the Spontaneous journey. A person in the Spontaneous 

journey is not under pressure to cook food at a certain time, or at all. They recognize the need 

to go grocery shopping when they feel hungry, since other things might be more highly 

prioritized and no one is depending on them to provide dinner. At this point, the person in the 

Spontaneous journey might choose to buy food at a restaurant or cook something simple out 

of the groceries at home. Otherwise they go to the grocery store.  

Since they can distribute their time more freely than the Everyday stress person, they can 

choose to go grocery shopping after the rush hour and avoid the stressful environment. They 

are not structured when shopping groceries and choose products based on feelings or 

cravings. For the full customer journey, see Figure 40. 

Negative events for the Spontaneous shopper is that the unstructured way of shopping might 

result in high expenses, buying groceries which already exists at home, or food becoming 

rotten after some time. Another risk is that the cooking might take longer time than 

anticipated, which could cause irritation. These events highlight where there is potential for 

improvement for the Spontaneous shopper. 
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Figure 40. The spontaneous customer journey map 

 

Key insights in second loop 

 Traditional and safe was well received, but it was considered a burden to store the 

containers and bring them back to the store. 

 Community and entertaining was perceived as complicated. 

 Customers liked the flexibility in New and trendy, but it was too complicated. 

 Overall, the concepts from the first loop missed the target. More understanding of 

customer needs and behavior was needed.  

 Events can trigger positive or negative feelings. However, this depends on the context 

the customer is in.  

 The most common behaviors and needs can be gathered in four customer journey 

maps.  

 Customers prepare differently before grocery shopping, depending on the journey 

they are in. 

 Being in the store is perceived as positive or negative depending on which customer 

journey the customer is in. 

 Cooking and eating food is a central part in people’s lives. Most enjoy it when there is 

enough time, but it can easily become a burden. 
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 Many customers enjoy browsing at food markets, but do not have time for it in the 

everyday life. 

 Eating together with the family is perceived as important. 

 The planning event can be time-consuming, but is prioritized since customers find 

other value in it, e.g. saving money. 

 Knowing what to do with food in the fridge is perceived as a burden by some 

customers. 

Idea generation 

The ideation resulted in three concepts, which are presented in the following text. See Figure 

41 for the ideas generated for each of the four customer journeys. 

 

Figure 41. The ideas for the customer journey maps, later combined into concepts 

Concept 1 – Quick fix food bag 

The idea of the Quick fix food bag was to help people stuck in the Everyday stress journey. 

As described earlier, the Everyday stress journey is a stressful experience with many negative 

events. The Quick fix food bag is created to let customers avoid the most stressful ones.  

It consists of a push-a-button principle with an app and home delivery of food bags. Recipes 

are generated in the app, and customers can choose whether to order the recipe or generate a 

new one. The ordered recipe is then packaged into a food bag and delivered. The food bag 

should arrive within 30 minutes, letting the customer save time but also enjoy home-cooked 

food. 

Main parts of the service would be: 
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 A profile with stationary settings to generate recipes 

 Daily settings, for example feelings like stressed, inspired, healthy. The recipes are 

generated based on this 

 Easy to choose recipes and manage the order 

 Staff prepare the food bags 

 Orders will be delivered within 30 minutes 

 The food is delivered in reusable containers and in the proper amount for the ordered 

recipe, made possible by a bulk food section in ICA 

 The food bag is delivered in environmentally friendly transportation, e.g. cargo bikes 

 The containers are picked up by the same delivery service 

The trigger material was created to visualize the feeling of the customer and the solution that 

the concept would provide. See Figure 42 for the Quick fix food bag trigger material. The 

trigger material has been translated from Swedish to English, and the original is available in 

Appendix 12. 

 

Figure 42. The trigger material of the prepared food bag service concept  

Concept 2 – Statistics and food waste app 

The concept derived from the Planner customer journey map, which begins with planning 

grocery shopping events based on discounts or food that needs to be used at home. 

Interviewees described the planning event as time-consuming, and sometimes there is a lack 

of knowledge of what to do with leftovers. The Statistics and food waste app is an attempt to 

improve this. 
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The idea is to let the customer search for tips of what to do with leftover food (for example 

yesterday’s Bolognese or boiled potatoes), and in the end of the month display statistics of 

how much money and food that was saved by avoiding food waste. 

Main parts of the service would be: 

 An app where the customer can fill in food that needs to be used (e.g. boiled potatoes) 

and tips are generated out of this 

 Display statistics of leftover food that has been used 

 Statistics displayed in the end of the month e.g. “You avoided x kg food waste.” or 

“You saved x SEK.” 

Trigger material was created to visualize how the app would function. See Fel! Hittar inte 

referenskälla. for the Statistics and food waste app trigger material. The trigger material has 

been translated from Swedish to English, and the original is available in Appendix 12. 

 

Figure 43. The translated trigger material of the Statistics and food waste app 

Concept 3 – Inspiring store and groceries 

The concept Inspiring store and groceries derived from the Inspiration seeker customer 

journey map, which involves many positive experiences connected to using the senses while 

shopping. Since zero-waste shopping involves more sensory impressions than normal 

shopping, this can be an incentive for them to shop zero-waste. They could be reached by 

making the shopping experience inspiring and premium. 
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The concept consists of a package-free grocery store with inspiring environment and 

groceries, to trigger the customers’ senses. The Inspiring store and groceries would use the 

gravity tap handles used in zero-waste food stores today to ensure good hygiene. There would 

also be some bins with low risk food, such as spices, where customers can pick up the food 

with scoops. A corner with exchangeable groceries would contribute to the inspiring 

atmosphere.  

Main parts of the service would be: 

 Package-free store with gravity tap handles and bins with scoops 

 Inspiring selection of groceries in store 

 Corner with exchangeable products 

 Easy-accessible and attractive reusable food containers 

 Visibility on social media 

Trigger material was created to help the interviewee understand the atmosphere of the zero-

waste store. See Figure 44 for the Inspiring store and groceries trigger material.  

 

Figure 44. The trigger material for inspiring store and groceries 
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4.5 Third loop 

The third loop was used to gather information needed to fill in the gaps of the three concepts 

and choose concept. Information was gathered through three in-depth interviews with 

customers and a co-creation workshop with ICA. Each concept was also connected to the four 

customer need groups, to see which concept would apply to whom. Based on listed criteria, 

the concept Statistics and food waste app was chosen to be further developed. The main 

conclusions were that this concept was the most feasible and had most potential both 

according to ICA and customers.  

In-depth interviews 

The three in-depth interviews focused on grocery shopping, planning, food waste and the 

three concepts. Certain areas of interest were investigated in each concept, leading to the 

discoveries presented below. See Figure 45 for a snapshot of the analysis session. 

 

Figure 45. A picture from an analysis session after the in-depth interviews. 

Quick fix food bag 

Areas of investigation were suitable containers, doubts or uncertainties concerning food or 

recipes, and number of recipes for each delivery. The main insights were: 
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 Customers express worry regarding the delivery time of 30 minutes, due to bad 

experiences of other food deliveries. Customers should be able to pick up the food in 

a store close to them, allowing them to feel in control of the situation.  

 It might be too little to order one recipe, some want the opportunity to order food for 

several days in the same delivery.  

 Small paper bags could be a good container for food in the Quick fix food bag. They 

are easy to recycle, and thought of as nice and good looking. Ingredients not possible 

to pack in paper could be contained in glass jars. 

 It should be possible to remove ingredients from the delivery if the customers already 

have them at home. 

Statistics and food waste app 

Investigation areas were which food typically becomes inedible before being used, what 

statistics that would be of interest, and what could trigger customers to use the app. The main 

insights were: 

 The app should be easy to use, and not include too much information. 

 An interesting aspect of the app would be to show customers how much money they 

save by reducing food waste.  

 Statistics about food consumption that customers would find interesting is how much 

of the bought products are organic, in season, and the transportation of the products.  

 Customers want to see and understand how their food consumption affects the 

environment.  

 The statistics should be able to be personalized. Some statistics may make customers 

feel bad or demotivate them, therefore it should be optional to choose which statistics 

to display.  

 People who feel inspired and know how to use leftovers might be less interested in 

using this app. However, if these people are interested in the environmental aspect, 

they might use it to get personal feedback.  

 Customers can be triggered by saving money, getting environmental statistics and 

competing with themselves. Competing with themselves can be possible if there is a 

logged history of statistics.  

 Smart fridges could be integrated with this service. It would be useful for customers 

to know what is in their fridge and how they can use it, while in the grocery shop.  

Inspiring store and groceries 

Areas of investigation were how customers would like to collect food in the shop and which 

kind of food would be desired to buy package-free.  The main insights were: 

 It would require a fair bit of planning from customers to bring their own containers 

and would not be spontaneous shopping visit. There should be a solution in store in 

case customers forget containers. 
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 The aspect of using all senses while shopping is perceived as positive, especially for 

children. 

 A premium package-free shop might be excluding.  

 Scoops might be preferred since it allows customers to feel in control of the situation. 

It might be arguable that the customer should be able to feel the amount of food in 

their hand, instead of typing in an amount.  

 Customers might be reluctant to use gravity tap handles, since they might be difficult 

to control. 

 It is important that the customer can understand what the food might cost, to avoid a 

chock at the cashier. 

Co-creation workshop 

The co-creation workshop with ICA resulted in insights for each concept, presented below. 

Quick fix food bag 

The immediate response was that the Quick fix food bag was appreciated as consumers, since 

it would be helpful on stressful days. However, in the role of ICA employees it seemed 

unrealistic. It would not be logistically, time-wise or economically possible to package the 

food in reusable containers after an order has been placed. An opinion was that this kind of 

concept would be feasible if it consisted of prepackaged food with disposable packaging, 

which is outside of the project scope.  

The concept was viewed as the most commercially successful one, since there is a clear need 

for it. This kind of concept will probably exist in the near future.  

Statistics and food waste app 

The Statistics and food waste app was appreciated and regarded as high-potential. A younger 

audience might be particularly interested in this app. The instant feedback will probably be a 

positive trigger for many customers. The app would be good for ICA as a brand and would 

also be the most beneficial one for the environment, if food waste is reduced.  

It is important that the app does is not designed as a recipe generator, since these exist. 

Avoiding food waste needs to be the main focus of the service. The app should be easy and 

fun to use.  

Inspiring store and groceries 

There was a concern with how many the concept would reach. If the store is premium it 

might exclude many consumers, which does not correlate with ICA as a brand.  

Another comment was that while it is inspiring, it might be more of a sensational place where 

people go to visit instead of doing regular shopping. 
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Choosing concept and finalizing 

Before choosing a final concept, a list of criteria was set and discussed. The implications of 

each concept were discussed for each customer need group. The result is presented in table 2. 

Table 2. How each concept works for each customer need group 

 
Planner Spontaneous Inspiration seeker Everyday stress 

Statistics 

and food 

waste app 

Suits well, the 

Planner journey 

is suitable for 

using leftovers. 

Needs this 

app to avoid 

the negative 

experiences 

of throwing 

away bad 

moldy food. 

Not suitable since 

the Statistics and 

food Waste app is 

not about inspiring 

the senses. 

Not suitable if the 

customer is in the 

Everyday stress 

journey. Might suit 

as inspiration when 

there are leftovers. 

Quick fix 

food bag 

Not suitable. Do 

not need a quick 

fix like this.  

Could work, 

can be a 

spontaneous 

decision to 

order. 

Not suitable. 

Would miss out on 

positive 

experiences in the 

store. 

Perfect solution. 

Helps to avoid 

negative 

experiences in 

store, save time and 

still enjoy a cooked 

meal. 

Inspiring 

store and 

groceries 

Could use this 

kind of service 

since they can 

plan to bring 

containers.  

Might go 

there if they 

feel like it, 

but not bring 

containers.  

Suits very well 

since it is inspiring 

to the senses. Might 

not remember to 

bring containers 

though. 

Not suitable, there 

is not enough time. 

 

We chose the concept Statistics and food waste app as the concept to develop further. We 

based it on the insights gathered throughout the project, feedback from ICA during the co-

creation workshop, and from the input from the in-depth interviews in the third loop. The 

concept was also found to be suitable for two out of four need groups, which proves potential 

from the customer side. 

The Statistics and food waste app does not involve a package-free solution. The concept 

nevertheless fulfills the aim of helping customers to reduce household waste, by reducing 

food waste. In the project, we found that the environmental impact of the food packaging 

often represents few percent of the total impact. The food production had a bigger 

environmental impact, which makes the food waste problem more relevant to tackle. In 

addition, at present time most customers are not ready for the change in their daily routines 
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that package-free grocery shopping requires. The customers must want to shop this way, 

which often is the case when the customer values the environment enough to sacrifice 

convenience in their everyday life.   

Key insights in third loop 

 The Quick fix food bag was received positively by costumers, but was considered too 

complicated for ICA. 

 The Inspiring store and groceries was viewed as excluding and too sensational to fit 

ICA as a brand. Customers were interested in it but it seemed to complicated.  

 The Statistics and food waste app was received well by ICA and customers, and was 

chosen to be developed further.  

4.6 Final service concept 

The Statistics and food waste app was further developed by deciding on design principles. A 

business model for the concept was also created using the method Business Model Canvas.   

Meeting the customer need groups 

The Statistics and food waste app is well suited for the Planner, since customers in this mode 

have time to plan for using leftover foods. This group already plans meals around certain 

things, such as products on discounts. The app would therefore suit their behavior well and be 

a help for them to avoid the difficulties of coming up with ideas for leftover food. People in 

this mode like to feel in control of the situation, and having control over the fridge and using 

the app would make them feel good about themselves. They might also feel good about 

saving money from it or feeling that they are contributing to the environment. 

The concept can also suit the Spontaneous journey well. They might realize that they must eat 

when they are at home. This journey is not characterized by stress, so the customer has time 

to see what food they already have and find something to complement with. They need the 

food waste app because they have an issue with food going bad, which is a result from too 

much spontaneous shopping or living single and not being able to finish the meals. The app 

would help them to not throw away food and feel frustrated. Another problem in the 

Spontaneous journey is difficulty of know what foods they already have at home. If the app is 

combined with a smart fridge, this concept would simplify their everyday life.  

The concept does not suit the Inspiration seeker. The inspiration they want require using the 

senses and discovering new foods or recipes. The app does not aim to provide this kind of 

inspiration.  

The concept does not suit if a person is in the Everyday stress journey, since there is not 

enough time to plan for using leftover food. However, it might suit as inspiration when there 

are leftovers at the end of the journey, creating a possibility to take the Planner journey the 

following day. 
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Design principles 

Design principles were developed for the chosen concept to establish which critical needs to 

meet. Firstly, four important needs were defined, based on customer interactions with trigger 

material for the concept. Secondly, design principles were created for each need. These were 

accompanied with examples of how the design principles could be met. The needs, design 

principles and examples are presented in Figure 46. 

 

Figure 46. The design principles for the Statistics and food waste app 

The first customer need is clarity in personal feedback. It is important for the customer to 

easily understand and relate to the information that is being presented. The design principle 

is: Show the user in a simple and tangible way how their reduced food waste affects them 

personally.  One example of how this could be realized is that feedback could be presented in 

SEK, showing how much money the user saved by using their food instead of wasting it. 

Another example could be to show personal history of food waste.  

The second customer need is inspiration as help. This need is based on the insight that a lot 

of people do not know how to use their leftover food, or do not feel inspired to do so. The 

design principle is: Help users with tips and inspiration on how to use leftover food. 

Examples of how this could be realized is to provide general tips on a recipe level or provide 

new recipes that can be cooked based on what they have.  

The third customer need is understanding of environmental impact. This is based on the 

insight that many customers experience confusion around how to shop groceries in the best 

way for the environment. The environmental effects of their grocery choices are also 

experienced as unclear. The design principle is: Allow the user to see how their food 

consumption affects the environment. This can be realized by, for example, providing general 

environmental information about different food products, such as information on season, 
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transport effect, what ecological means for this product etc. Another solution could be to 

provide personal feedback of bought products in for example CO2 emissions or energy use. 

The fourth customer need is personification of feedback. This is important since people 

experience that they are already receiving an overflow of information. In addition, some 

would be demotivated by getting undesired statistics. The design principle is: Enable 

individualized feedback. This can be realized by allowing the user to create a profile with 

interests or simply being able to choose which feedback one wants.  

Business Model Canvas 

The Business Model Canvas method was used to explore opportunities for a future business 

model for the concept. The method was also useful to get a view of what the concept would 

imply for ICA. The interview with the employee from the department Digital Experience at 

ICA, resulted in the following insights; ICA strives to have only the app ICA Handla and their 

website as digital channels to avoid confusion, and advertisement of specific food products 

not is allowed. 

The result of the business model canvas is presented in Figure 47. 

 

Figure 47. Business Canvas Model for the chosen concept.  

The customers that this concept is aimed for have behaviors according to the customer 

journey map of the Planner or the Spontaneous. The value proposition to customers is that 

they can help the environment by reducing their food waste. Getting tangible feedback would 

also be a value-adding factor, as well as saving money, getting inspiration, and learning about 

food and environmental effects.  
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The concept would be integrated in the app ICA Handla. This is the main channel through 

which value would be delivered to customers.  The concept should also be available on ICA’s 

website and maybe be visible in grocery stores. The customer relationship that ICA would 

maintain through these channels should be perceived as helpful, pedagogic, encouraging, 

clear and personal. The qualities in the relationship are connected to the design principles that 

the concept should follow to meet the customer needs.  

The key activities that ICA would have to perform are to program the app and maintain it, 

gather statistics, create environmental analysis tools and marketing. To be able to perform 

these activities, the key resources needed are programmers, and information such as personal 

statistics, environmental data and tips for usage of leftover food. Key partners might be 

distributors of apps, environmental analysis experts, and maybe some external partner who is 

knowledgeable of what one can do with leftover food. This knowledge might however 

already be at ICA.   

The main costs would be related to creating content, integrating the concept in ICA Handla 

and on ICA’s website, and analyzing environmental factors. There would probably not be any 

specific revenues connected to the app, but the values for ICA as a company would be in 

building their brand and sustainability profile, creating goodwill and commercial potential.  
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5.  Discussion 

The discussion will cover certain topics, such as Purpose, Research questions, 

Methodology, Delimitations, Results and Further work. The topics are presented 

and discussed in each subchapter.  

5.1 Purpose 

The purpose of the project was to design a service concept to help ICA customers reduce 

household waste. Was this purpose achieved or not? We believe it was. There are several 

ways of fulfilling the purpose, which is why several different concepts were investigated 

during the loops. In the end, it was a matter of balancing cost effectiveness, potential to help 

the environment and customer interest that led to the Statistics and food waste app being 

chosen.  

Great focus was put on investigating how a package-free solution would suit ICA and its 

customers, as this is a trend to reduce both package waste and food waste. We discovered that 

many ICA customers are not ready to shop package-free. There are value-creating factors for 

customers connected to environmental benefits, sensory impressions and transparency. There 

are also barriers, such as doubts of hygiene, lack of time and most significantly changing 

one’s habits. While there are many value-creating factors, a deeper commitment to the 

environment is needed to overcome the barriers for this way of shopping.  

What makes customers ready to change habits? The theories of values might be able to 

explain it. The behavior of individuals is connected to their values and how they hierarchize 

them. This means that one must feel strongly enough for the environment for it to affect their 

values. If they do, they will put in the effort that it requires in terms of time and energy to 

change their behavior.  

According to the theories of values, values are also tied to people’s goals. Goals make people 

more prone to plan, and allow people to focus on the positive aspects rather than the negative. 

These theories were evident after the contextual interviews with package-free customers at 

LØS market and GRAM. It was clear that they valued the environment highly and they were 

doing this to reach a goal of a more sustainable society. This goal makes them plan their 

grocery shopping thoroughly, by bringing containers from home and sometimes travelling up 

to 30 minutes just to get to the package-free store. Although this is time consuming it is not 

perceived as a burden, but rather an adjustment in routines that they got used to quickly. The 

planning makes them feel that the goal can be reached, and therefore allows them to see the 
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positive aspects of this type of grocery shopping. It also allows them to have a more positive 

outlook on the future in general.  

5.2 Research questions 

Were the research questions answered in the project? The main questions and sub-questions 

are discussed below.  

How can a food service be designed to encourage a sustainable lifestyle? 

A service concept was designed to help customers use the leftover food they have at home. 

We designed the service concept by using the user-centered and iterative methodology of 

service design, while reading into theories about values as well as environmental science and 

trends.  All these parts were critical to understanding the customers of ICA and being able to 

design a service that would help them from where they are today to living a more sustainable 

lifestyle. The user-centered methodology allowed us to understand customer behaviors and 

needs, and the iterative process allowed testing ideas and redesigning concepts to fit 

customers the best way. The theories of values were useful for us to understand the 

connection between people, the environment and behaviors. The environmental studies gave 

us inspiration, information and an understanding of how to best tackle the environmental 

aspects of food.   

How do customers’ values affect grocery shopping behaviors? 

This question was answered by examining studies where theories of values were applied to 

the Swedish population. The values guide people in choice and evaluation of actions, people 

and events. Therefore, it is also people’s values that determine behaviors and choices while 

grocery shopping. However, other things also affect the behavior in grocery shops. In the 

project, it was found that behavior is often based on which customer journey one is in, which 

might be dependent on the context of the grocery shopping, mood etc.   

Which grocery shopping related customer behaviors and needs exist today in trendy urban 

areas of Stockholm? 

The behaviors were found to differ depending on various things such as the reason and 

context of the shopping, the available time and mood. This means that an individual can have 

different grocery shopping behaviors from time to time. To group the most typically 

discovered behaviors, four different customer journeys were created. The typical journeys are 

called the Planner, the Spontaneous, the Inspiration Seeker and the Everyday stress. Each 

journey involves different needs and behaviors. These are described in the chapter Results – 

Second loop – Customer journey maps. 

How should the service be designed to fit the customers’ needs and behaviors? 

People need help with what to do with leftover food, and want to know in a tangible way how 

their behavior regarding groceries affect the environment and their personal economy. The 
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app should be designed according to the created design principles, which were based on 

discovered needs of clarity in personal feedback, inspiration as help, understanding of impact 

on environment and personification of feedback. The design principles are descriptions of 

how these needs must be met, and are described in chapter Results – Third loop – Design 

Principles. 

How can a food service be developed to fit the company ICA?  

If a food service should be adapted to ICA, it needs to fulfill the values of ICA as well as their 

idea of individual merchandisers in collaboration. It would also need to be realizable 

according to their production line, business and customer needs. We evaluated the three 

concepts, created in the second loop, on how they could be adapted to ICA. Both the Quick fix 

food bag and the Inspiring store and groceries were considered too complicated to be 

implemented in ICA today. They would require big changes in the production line, 

information channels, product innovation, etc. The Statistics and food waste app concept on 

the other hand, can be adapted to ICA. How the concept and its business model have been 

adapted to ICA are presented in the following sub-questions. 

How can a business model for the service concept be created to suit ICA? 

In general, when creating a business model for an ICA concept, the business idea of 

individual merchandisers in collaboration needs to be taken into consideration. Each 

merchandiser is in control of what to sell in their shop, therefore business models must 

consider both merchandisers and shoppers as customers. If a business model was to be made 

concerning a package-free solution, it would therefore have to concern for example value 

propositions for both merchandisers and shoppers.   

The chosen concept however does not imply any change to separate grocery stores, and it was 

therefore easier to create a business model. Things that were taken into consideration instead 

was how business models work for digital channels at ICA. Things considered were that ICA 

strives to have only the app ICA Handla and their website as digital channels to avoid 

confusion, and that advertisement of specific food products not is allowed. The business 

model was created using a business model canvas. This was a useful tool since it is dynamic, 

which was convenient while working on adapting it to ICA.  

How can the service concept be adapted to go in line with the brand of ICA? 

ICA’s vision is to make every day easier for people, which goes in line with the chosen 

concept since it helps people in their everyday life to use their leftover food. The values of 

ICA are simplicity, entrepreneurship and commitment. The chosen concept would 

communicate each of these values. Simplicity is communicated by showing people in a 

simple way how their food habits affect their economy and the environment. The customers 

are confused about many environmental aspects related to food, and this app would simplify 

and reduce the confusion. Entrepreneurship is communicated by offering this new type of 

service. There are many newly invented apps to avoid food waste on the market, but most of 

them involve sharing food in some way. This concept would be a way for ICA to show both 



72 

 

their innovative side and their environmental commitment. The environmental commitment 

would build on ICA’s sustainable profile.  

5.3 Delimitations 

There were six delimitations set in this project. Due to the first delimitation, the time-frame 

of 20 weeks, only a concept was created as a suggestion to ICA for further development. We 

believe this was the right choice to make. If ICA wants to develop a full service, they need to 

consider more aspects than in this project. They certainly need more time, and need to 

involve different departments. They would also need to consider any laws and regulations 

that were overlooked in this project, because of the delimitation concerning this. 

Another delimitation was to only create a brief business model for the chosen final concept. 

The aim of this was to present ideas and opportunities for a future business model for the 

concept. If the concept is developed further, a complete business model will have to be 

created, and it could take these ideas and opportunities into account.  

There was a delimitation to only focus on food in this project. This was due to the width of 

products that would have been included in the project otherwise. If ICA would investigate the 

possibilities of package-free stores, they would need to consider a range of products that were 

not included in this project. 

The interaction with customers and potential users of the service only took place at ICA 

Supermarket Medborgarplatsen and at Södermalm. This was due to the collaboration with 

ICA Supermarket Medborgarplatsen and to set a geographical context around it. To develop a 

full service, this view needs to be broadened.  

5.4 Methodology 

The method of gathering insights can always be questioned. Is the data gathered reliable? In 

total, 28 shorter contextual interviews and seven in-depth interviews were conducted. For a 

quantitative researcher, this small sample would not be able to give any reliable data with 

statistical significance. Qualitative research on the other hand relies on words and meaning 

rather than numbers, and a small number of interview objects was therefore considered 

acceptable.  

However, good qualitative research relies on the researcher to perform well during interviews 

and have a decent interviewing technique. The researcher should not ask implying questions 

or interrupt the interviewee, nor should the context of the interviewer cause blindness. In this 

project, the in-depth interviews were recorded and listened to afterwards. This also worked as 

a self-analysis session, where such implications or blindness could be spotted and the 

interviewee responses reevaluated. 

There is also a risk that the interviewee wants to please the interviewer and responds what 

they think the researcher is looking for. This is something that was taken into consideration 

when analyzing the interviews, for example the tendency to exaggerate environmental 
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engagement in the first loop. This was evaded by changing the questions slightly and asking 

more on opinions than actions. The iterative process was beneficial at this point, offering the 

possibility to alter the questions slightly and approaching the topic from another angle.  

The massive amount of data gathered in this project was organized by arranging post-it notes 

on a foldable wall. This made it possible to cluster and rearrange the notes while overviewing 

the project data. Thanks to this, the amount of data did not become overwhelming. 

The iterative process used in the project was valuable for several reasons. It allowed us to 

adapt our methods and areas of interest gradually when new insights were gained. Working 

theories could be tested and verified between different iterations, and ideas could be tested 

and redesigned. When creating a new service or product, you interpret what the customers 

want, but sometimes you miss the target. With an iterative process, it is possible to realize 

this early and redesign concepts. On the other hand, customers may as well misunderstand the 

designers during customer interactions, and therefore express unclear feedback. The fast 

prototyping done for each iteration helps to make sure that customers and designers are on 

the same page. Advantages for companies working agile are that they can avoid investing 

money in a product or service that the customers do not have a real need for.  

The drawbacks of working iteratively in the service design process is that customer 

interactions are key, which is time consuming. Furthermore, it might be a drawback that if 

customers express unclear feedback, the project might take on the wrong direction. 

5.5 Results 

The result of the project is a collection of insights, such as the four customer journeys, and 

three concepts, where the Statistic and food waste app was further developed and suggested 

for future work. 

The project started with an open ambition, to create a service that would reduce packaging 

waste, food waste, or both. As the project progressed and with the service design mindset, the 

Statistics and food waste app, a concept which does not tackle the packaging waste issues, 

became the final concept. The interpretation of interviews, workshops, analyses, etc. was that 

it is not the right time for ICA to create a package-free store with enough value for customers. 

It is simply too complicated, and a change in customer values is needed before a large 

company like ICA tries to create package-free shops.   

5.6 Further work 

The project resulted in three concepts, where one was chosen to be further developed. This 

does not mean that the other two concepts should be discarded. They could be further 

investigated, and might be more relevant in a couple of years. As stated in the chapter Frame 

of reference – Private Label, ICA is in the forefront for much of the grocery business 

innovation in Sweden. They have the possibility to change the food retailing business in 

Sweden and consumer behavior. If ICA would want to continue investigating package-free 
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stores, they should consider what kind of customer values are important for succeeding. The 

environmental issues might be even more threatening in the future and customer values might 

have changed, or ICA might find other values they can reach. They could also use the 

customer needs found in this project and continue research based in this work. 

As for the Statistics and food waste app concept itself, it is viewed upon as realizable and 

helpful for customers of ICA. The service concept can be finalized by setting the functions, 

being fully adapted to their business model, and by integrating it into their app ICA Handla 

and their website www.ica.se.  

When it comes to the methods used to gain customer insights, these have been qualitative. A 

possible approach for future work could therefore be to investigate the chosen concept 

quantitatively. This could reinforce the gained insights and the customer views of the 

concept.  

An area of opportunity for the future is to combine the app with internet of things and smart 

fridges. Here, ICA could let customers see what leftovers they have at home while they are in 

the grocery store getting tips or recipes. This would meet a customer need that the app itself 

could not, namely knowing what they already have. 

A topic that needs more research is what needs to be done to make grocery shopping more 

environmentally friendly. There are many theories on the area, such as the one on circular 

economy, but practical research and methods on how companies like ICA should implement 

certain arrangements to help the environment needs to be done. 
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6.  Conclusion 

The conclusion of this project is that the purpose was achievable, since it was possible to 

design a service concept that would help ICA customers reduce household waste. The 

Statistics and food waste app has been recommended for ICA to continue with after the 

finalization of this project. ICA should not develop a package-free solution at the moment, 

but rather investigate the possibilities further. 
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Appendix 1 – Interview guide for study visits 

The appendix shows the interview guides used to interview shop owners and customers at 

package-free stores. 

Interview guide – Shop owners LÖS & GRAM 

 

Present ourselves! We are doing our master thesis at KTH. Exploring bulk food and service 

design. 

 

How is it at the company at the moment? Calm period? Stressful period? 

 

Your responses in this interview will be used in our project, and the results of the project will 

be published according to KTH thesis “regulations”. You can choose to be anonymous or let 

the company be anonymous. You are free to disrupt the interview at any time. 

 

Is it okay if we record this? We are the only ones who will listen to the recording. 

 

Background questions 

1. What is your name? 

 

2. What is your position in this shop? How long have you worked here? 

 

3. What is your background in food and grocery stores? 

 

4. How did this shop start? (Are you the founder? When did it open?) 

 

5. When and why did you get the idea for this shop? 

 

6. Can you describe how a “shopping experience” would be? (Hur går det till när man 

handlar?) (How does it work with “koder”?) What would you like it to be? 

 

7. What does the shopping experience with fluids look like? (LÖS: Why can’t customers 

bring their own containers?) 

Customers 
8. Have you observed any behaviour patterns in customers and what are they? (E.g. 

long/short visits, goal oriented/impulsive, focused/receptive, calm/stressed) 

 

9. How often do you have to help customers understand how the shopping works? In 

what way?  

 

10. How often do you have to inform your customers about what they have to do? Do you 

have to remind them to clean their containers properly? 
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11. Can you describe your different customer groups? 

 

12. What are the typical differences between new and experienced customers?  

 

13. What reactions do you typically get from new customers? 

 

14. What kind of attitude/attitude changes have you observed in customers? 

Logistics 
15. How is the food delivered? (By car, truck, bicycle?) 

 

16. What kind of container is the food transported in? 

 

17. How many suppliers do you have? What are their attitudes toward bulk products? 

 

18. How is the food repackaged into bulk food bins? How much time do you put on 

repackaging? 

 

19. How much food waste does the shop produce? How do you try to prevent food waste? 

What do you do with the food waste? 

Hygiene 
20. What precautions do you take to prevent food contaminations? 

 

21. How often does it happen that something is contaminated? 

 

22. How do you work with traceability? 

 

23. How often do you have to clean around the bins? How do the employees work with 

hygiene? How is the cleaning procedure? 

 

24. Are there any other aspects to hygiene in the shop? (Other than containers) 

 

25. How much time do you have to put on hygiene in the shop?  

 

Future and finishing questions 
26. What is the vision for this shop?  

 

27. What do you think the grocery stores of the future will be like? 

 

28. How do you think bulk food shopping could work in the big supermarkets? 

 

29. Is there any area that you think we have missed in our questions? Is there something 

you would like to add? 

 

 

Thank you so much for your time and participation! 
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Interview guide - Customers LÖS & GRAM 

 

1. What is your name? How old are you? 

2. What is your occupation? 

3. How do you live? Do you live with anyone?  

 

Handla på lösvikt 
 

4. What do you think about shopping in this store? How do you typically feel when you 

are here? What made you start shopping here?  

 

5. What are the differences you experience when shopping here compared to a normal 

supermarket? 

 

6. How often do you go shopping here? Do you tend to also go shopping somewhere 

else? Do you typically need to complement with some products from somewhere 

else? What? Is there any product you wish existed in bulk, that is not available yet?  

 

7. What do you think about buying bulk food? What are the pros and cons according to 

you?  

 

Planering och logistik 
8. Can you tell me what a normal day looks like for you? When do you typically go 

grocery shopping and how often? (Do you normally go home before shopping?) 

 

9. Do you normally plan your purchases when it comes to food? How do you plan them? 

(If they bring containers: How much extra time would you say it takes you compared 

to going to a supermarket?) 

 

10. How do you need to adjust your daily routines in order to shop here?  

 

11. What do you do with your food containers when you get home? How do you store the 

food? How do you handle the containers?  

 

Miljömedvetenhet 
12. How often do you have to throw away food? Any product in in particular?  

 

13. In what way do you think of the environment when you go grocery shopping?  

 

14. How do you feel Hur upplever du klimathot? Känner du att du personligen/din vardag 

påverkas av klimathotet? 

 

Avslutande frågor 
15. What would you like the grocery stores of the future to be like? 

 

16. Anything you would like to add?  

 

Thank you for participating!  
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Appendix 2 – Images from study visit 

The appendix shows images from the study visit to the package-free stores LØS market in 

Copenhagen and GRAM in Malmö. 

Images from LØS market in Copenhagen 

The following photos show different ways of taking food and the type of food offered in the 

store. 
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The following images show information provided in the store. 
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The following photos show packaging offered in the store. 

       

 

 

 



xi 

 

Images from GRAM in Malmö 

The following photos show different ways of taking food and the type of food offered in the 

store. 
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The following images show information provided in the store. 
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The following photos show packaging offered in the store. 
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Appendix 3 – Interview guide in first loop 

The appendix shows the interview guide used to do contextual interviews with ICA 

customers. 

 

Intervjuguide loop 1 

 

Vi är två studenter från KTH, gör nu vårt examensarbete för programmet Design- och 

produktframtagning. Det är ett projektarbete om att utveckla en lösviktstjänst för olika 

matvaror, för att undvika förpackningar. 

 

1. Vanor i butik 
 Berätta om hur en vanlig dag ser ut för dig, när brukar du handla mat och hur ofta? 

 

 Brukar du planera dina inköp? Hur brukar du planera dem? 

 

 Vad tycker du om att handla här i affären? Hur brukar du känna dig när du är här? 

Vad gör dig irriterad/glad? 

 

 Vad är viktigt för dig när du väljer matvaror? (Pris, tillgänglighet, ekologiskt, miljö, 

osv) Vad är avgörande om du väljer mellan några produkter? (Bild på mjölk) 

 

2. Miljömedvetenhet 

 Hur känner du för att sortera avfall? Enkelt/Svårt? Har du det i huset? 

Boendesituation? 

 

 Hur upplever du klimatförändringarna? Gör du något i din vardag för att minska din 

miljöpåverkan? Om ja, vad? 

 

 I Sverige slänger vi nästan ett halvt ton var per år i hushållsavfall. Vad tänker du när 

du hör det?  

 

 Tycker du att det är lätt eller svårt att handla mat miljömedvetet? Varför? Är det något 

som gör dig förvirrad?  

 

3. Lösvikt  
 Vad tycker du om att köpa livsmedel på lösvikt? Vad brukar du köpa på lösvikt? 

 

 

Det har börjat komma en trend där människor försöker undvika engångsförpackningar och 

istället använder förpackningar om och om igen för att handla på lösvikt. I Europa finns en 

mängd butiker i Tyskland och Frankrike, men också i Storbritannien, Danmark och nu i 

Malmö. Ofta är det torrvaror, men även vätskor som olivolja, mjölk, vinäger osv. BILD 

 

 Vad tycker/tror du om det här? 
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 Hur skulle du känna för att handla mer mat på lösvikt? (Varför, varför, varför, varför, 

varför?) 

 

 Vad tror du är fördelarna med att handla på lösvikt? Nackdelarna med att handla på 

lösvikt? 

 

 Finns det något som du önskar fanns på lösvikt? 

 

4. Digitalisering 
 Hur känner du för att handla mat på nätet? Brukar du göra det? Varför, varför, varför? 

Vad brukar du handla på nätet?  

 

5. Avslutande frågor 
 Hur skulle du vilja handla i framtiden? Hur tror du att framtidens mataffärer kommer 

se ut? 

 

Tack för din medverkan! 

  



xxi 

 

Appendix 4 – Post-it analysis clusters in first loop 

The appendix shows overall images close-ups of clusters created in the first loop. 
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Appendix 5 – Post-it note analysis life values map 

The following images show a detailed view of the life valuesTM analysis done in the first 

loop. Each image represents a quadrant in the life value map. The green post-it note shows 

where the orientation of the quadrants. 
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Appendix 6 – Brainstorming images in first loop 

The appendix shows the post-it note brainstorming session from the first loop. The ideas have 

been placed out according to the life values map and combined to create full concepts.  The 

first image shows the full brainstorming ideas, and the following images show the ideas for 

the three concepts in their clusters. 
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Appendix 7 – Contextual interview guide, loop 2 

The appendix shows the interview guide used to do contextual interviews with ICA-

customers in the second loop. 

 

Intervjuguide 2:1 

 

Vi är två studenter från KTH, gör nu vårt examensarbete för programmet Design- och 

produktframtagning. Det är ett projektarbete om att utveckla en lösviktstjänst för olika 

matvaror, för att undvika förpackningar. 

 

1. Vanor i butik 
 Berätta om hur en vanlig dag ser ut för dig, när brukar du handla mat och hur ofta? 

 

 Brukar du planera dina inköp? Hur brukar du planera dem? 

 

 Vad tycker du om att handla här i affären? Hur brukar du känna dig när du är här? 

Vad gör dig irriterad/glad? 

 

 Vad är viktigt för dig när du väljer matvaror? (Pris, tillgänglighet, ekologiskt, miljö, 

osv) Vad är avgörande om du väljer mellan några produkter? (Bild på mjölk) 

 

2. Koncept 1 
Visa konceptet och diskutera det. 

 Vad tror du om det här? Hur får det dig att känna? Hur skulle det funka för dig? 

 

 Vilka fördelar och nackdelar tror du att det här konceptet skulle innebära för dig? 

 

 Finns det något du tycker saknas som du tror kan förbättra konceptet? 

 

3. Koncept 2 
Visa konceptet och diskutera det. 

 Vad tror du om det här? Hur får det dig att känna? Hur skulle det funka för dig? 

 

 Vilka fördelar och nackdelar tror du att det här konceptet skulle innebära för dig? 

 

 Finns det något du tycker saknas som du tror kan förbättra konceptet? 

 

4. Koncept 3 
Visa konceptet och diskutera det. 

 

 Vad tror du om det här? Hur får det dig att känna? Hur skulle det funka för dig? 

 

 Vilka fördelar och nackdelar tror du att det här konceptet skulle innebära för dig? 

 

 Finns det något du tycker saknas som du tror kan förbättra konceptet? 
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5. Avslutande frågor 
 Hur skulle du vilja handla i framtiden? Hur tror du att framtidens mataffärer kommer 

se ut? 

Tack för din medverkan! 
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Appendix 8 – In-depth interview guide, loop 2 

The appendix shows the interview guide used to do in-depth interviews in the second loop. 

 

Intervjuguide 2:2 

 

Vårt projektarbete handlar om att utveckla en lösviktstjänst för olika matvaror, för att undvika 

förpackningar. 

 

Hur är det med dig nu? Är det lugnt eller stressigt? Ser du fram emot något kul?  

Du är välkommen att avbryta intervjun när du vill. 

Är det okej om vi spelar in svaren? Vi är de enda som kommer lyssna på inspelningen, och vi 

vill spela in för att kunna fokusera på intervjun. 

 

1. Vill du berätta om din dag idag? Har du gjort något roligt? Något tråkigt? 

 

2. Visa kundresan och be person prata kring den. Be personen beskriva hur det gick till 

och dela med sig av tankar och funderingar. 

 

 När under dagen beslutade du dig för att gå och handla? Vad var det som gjorde att du 

beslutade dig för att handla just då? Hur kom du på vad du skulle handla? Hur visste 

du vad som fanns hemma? 

 

 Vad hände mellan att du tog beslutet att handla och när du handlade? (Hur bestämde 

du vad som skulle köpas, hur tog du dig till butiken) Rita ut punkter på bilden. 

 

 Vad gjorde du i butiken? Hur valde du dina varor? Hur packade du varorna? 

 

 Vad gjorde du mellan butiken och uppackningen av varor? Rita ut punkter på bilden. 

 

 Hur går det till när du packar upp dina varor? Beskriv! 

 

3. Berätta om en “sån här resa” som inte gick riktigt som du tänkte.   

 

4. Vilka är de två till tre största skillnaderna mellan ... och ... ?   

 

5. Äter du någon speciell kost? Hur påverkar det ditt mående? Hur påverkar det din 

vardag? 

 

6. Har du något intresse som du brukar ägna dig åt på fritiden? Hur påverkar det din 

vardag? 

 

7. Hur tror Du en idealisk butiksupplevelse/resa skulle se ut för dig? 

 

8. Kan du visa ditt skafferi och berätta lite om det? 
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9. Hur ser du på att slänga, återvinna och återanvända förpackningar? Hur gör du? Göra 

rent förpackningar?  

 

Tack för din medverkan! 

  



xxxiii 

 

Appendix 9 – Customer journeys from interviews 

The in-depth interviewees customer journeys from the second and third loop. One 

interviewee did not feel comfortable with drawing a customer journey, which is why there are 

six journeys displayed here. 
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Appendix 10 – Close-ups of customer journey map 

The appendix shows close-up views of the post-it note customer journey map created in the 

second loop. 
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Appendix 11 – Customer journey maps 

The customer journey maps presented in this appendix are the first complete sketches all 

customer journey maps. 
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Appendix 12 – Swedish storyboards  

The storyboards were used as trigger material in the in-depth interviews and in the co-

creation workshop. They are presented in as translated English versions in the report, these 

are the originals. 
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Appendix 13 – In-depth interview guide, loop 3 

The appendix shows the interview guide used to do in-depth interviews in the third loop. 

 

Intervjuguide 3:1 

 

Är det okej om vi spelar in svaren? Vi är de enda som kommer lyssna på inspelningen, och vi 

vill spela in för att kunna fokusera på intervjun. 

 

Vårt projektarbete handlar om att utveckla en lösviktstjänst för olika matvaror, för att undvika 

förpackningar. Metod - tjänstedesign, utgår så mycket som möjligt från användaren för att 

kunna skapa en så bra tjänst som möjligt.  

 

Du är välkommen att avbryta intervjun när du vill. 

 

Okej, kör igång!  

 

Hur är det med dig nu? Är det lugnt eller stressigt? Ser du fram emot något kul?  

 

1. Vill du berätta om din dag idag? Har du gjort något roligt? Något tråkigt? 

 

2. Tänk tillbaka på en specifik gång när du handlade. Kanske senaste gången?  

Visa kundresan, förklara antalet punkter. Be personen beskriva hur det gick till och 

dela med sig av tankar och funderingar. 

 

 När under dagen beslutade du dig för att gå och handla? Vad var det som gjorde att du 

beslutade dig för att handla just då? Hur kom du på vad du skulle handla? Hur visste 

du vad som fanns hemma? 

 

 Vad hände mellan att du tog beslutet att handla och när du handlade? (Hur bestämde 

du vad som skulle köpas, hur tog du dig till butiken) Rita ut punkter på bilden. 

 

 Vad gjorde du i butiken? Hur valde du dina varor? Hur packade du varorna? 

 

 Vad gjorde du mellan butiken och uppackningen av varor? Rita ut punkter på bilden. 

 

 Hur går det till när du packar upp dina varor? Beskriv! 

 

 Vad tycker du om matlagning? Matlåda? 

 

Slut på kundresan 

 

3. Kan du tänka tillbaka på någon gång när du slängde mat? Vill du berätta om det? Vad 

tänker du om att slänga mat? Vad brukar stå länge i kylskåpet? Hur kommer det sig? 

Brukar du ibland planera en ny måltid utifrån rester? Hur brukar det gå för dig att hitta 

på någon ny maträtt i så fall? 
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4. Finns det något tillfälle som du skulle säga att du är mer planerande än andra gånger? 

När? Hur är en sån här resa då? Hur känns det? 

 

5. Koncept: Färdiga middagskassen 

Förklara hur tjänsten är tänkt mha serie.  

Ta reda på:  

 Testa vilken typ av behållare som skulle kännas bäst och varför (mha fysiska burkar). 

Fråga om för- och nackdelar med varje. 

 Osäkerhet kring maten som kommer? Om det blir gott? 

 Vilken typ av förpackning föredras? Utseendemässigt? Tillgänglighet? 

 Hur många dagar åt gången? Engångstillfälle eller prenumeration? 

 

6. Koncept: Inspirerande och varierande lösviktsvaror i butik 

Ha kvar bilder från LÖS.  

Ta reda på:  

 Hur man skulle vilja ta maten?  

 Vilka skillnader upplever man när man har burkar med mat/vanliga paketerade 

matvaror hemma? 

 Vilken mat är relevant? 

 

7. Koncept: Svinn-app 

Visa utskrivna bilder från LÖS. Visa serie för att förklara hur svinn-appen är tänkt.  

Ta reda på:  

 Vilken typ av mat? 

 Fråga om annan statistik som skulle vara intressant? 

 Skulle den användas av intervjupersonen eller inte? 

 Kan det funka som en trigger? Miljö, pengar eller något annat? 

 Vilka skulle vilja använda den? 

 

Avslutande 
 

Kolla om det går bra att vi kollar i ditt skafferi och kylskåp och att du berättar lite kort om 

dem? 

Fråga om: Förvaring? Finns något som du lätt glömmer bort i kylskåpet? 

 

Tack för din medverkan!  
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