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Abstract: 

 

The aim of this research is to find out what’s attitude Swedish consumers have to 

Chinese food. The questionnaires based on the Food Choice Questionnaire (FCQ) are 

handed out to 100 Swedish respondents in order to investigate their motivation on 

Chinese food choice. 78 questionnaires which were filled completely were selected 

for this study. Eleven factors involved in the questionnaire are labeled health, mood, 

convenience, sensory appeal, natural content, price, weight control, familiarity, image 

of China, culture and safety. The information from two semi-structured interviews 

with Chinese food suppliers showed Swedish consumers’ attitude to Chinese food in 

another angles. The ABC model and Balance Theory are seen as the theoretical basis 

for empirical research analysis. The eating habits of Swedish and Chinese are 

compared to show their difference which influence Swedish consumers on food 

choice more or less. According to the result of the questionnaire survey, Swedish 

consumers have positive attitude to Chinese food on factors of health, sensory appeal, 

natural content, safety, price and mood and relative negative attitude on factors of 

convenience and familiarity. This outcome is confirmed by the information collected 

from interviews. Many Swedish consumers choose Chinese food from information 

processing perspectives; few of them are from behavioral learning processing; a good 

few of them are from hedonic consumption perspective. The relationship among 

Swedes, Chinese food and China is unstable at present time. Swedes do not know 

much about China and they are not familiar with Chinese food either. Competitors of 

Chinese food in Sweden such as Thai food, Japanese sushi and west fast food are 

important aspects which disperse people’s attention and enlarge their food choice 

range.  

 

Keyword: attitude, Swedish consumer, Chinese food 
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1 Introduction 

The opening chapter introduces the readers to the background, problematization and 

aim of this thesis which analyze the Swedish consumers’ attitude to Chinese food. I, 

the author, will explain why I choose this topic firstly. The background is followed by 

what the problem exit in this research area and then the purpose of this thesis will be 

defined. Furthermore, the structure of this research will be described at the end of this 

chapter which is completed by a presentation of the outline of this thesis. 

1.1 Background 

With the globalization, a large number of products from other countries become 

alternatives for customers compared with domestic products. Some of consumers 

prefer to choose the native products in order to support national industry. Others 

would like to try something abroad. At the same time, suppliers want to develop 

overseas marketing which means more opportunities and wealth. You can see many 

foreign restaurants when walking on the street of Stockholm and you also could find 

different kind of imported food in native or Asian supermarkets in Sweden, such as 

Chinese tofu, Japanese sushi or Thailand curry etc.  

 

According to my Chinese background and my present student life in Sweden, this 

thesis will focus on Swedish consumers’ attitude to Chinese food. Furthermore, 

Sweden is a developed country located in Northern Europe. China is a developing 

country with broad land and huge number of people in Asia. It will be interesting to 

see the collision of the two different cultures.  

 

Generally, when food from one place is exported to another place, there are two 

situations would happen. For one thing, it will influence consumers’ eating habit. For 

another, the food will do some changes to meet customers’ expectation and favor. For 

example, most of people like hamburger, but hamburgers are different from 

hamburgers even under the same brand. The Indians do not eat beef burger because of 

their religion, McDonald's launch mutton burger there; In China, McDonald's take 

into account the Chinese consumer's eating habits, introduced Mak chicken, Mak fish, 

spicy chicken burgers and other egg dishes. Its success depends on their successful 

localization, not impose BIG MAC to everybody. For Swedish people, they do not 

want to spend much time on preparing meal. I remember my landlady here asked me 

that why I cook every day? I answer the question with the same one: why not cook 

every day? It is determined by our relative culture. While in China, people said that 

bread comes first which was from The History of the Former Han Dynasty, wrote by 

Ban Gu. Food is the paramount necessity of the people. Most Chinese people are glad 

to spend energy on eating and cooking. On the one hand, eating habit of Swede will 

determine their general attitude to imported food products. On the other hand, Chinese 

food may influence their eating habit more or less and Chinese food needs to do some 
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changes to be accepted by Swede more easily.   

 

A friend of mine has done Chinese restaurant business in Sweden for more than ten 

years. He said that the attitude to Chinese food of Swedish people changed these years 

which made some restaurant faltered and some of them become more succeed. He 

was a motor mechanic, but did cook job after he came to Sweden. He thought that no 

professional cooking just for the first barrel of gold hurt the reputation of Chinese 

food in many Swedish people’s mind. Moreover, the competitions from Japanese 

sushi and Indian restaurant are threat for Chinese food as well. The change of attitude 

can be used to predict the change of behavior. When I scan the website of kina.cc, the 

home of Chinese in Sweden, where many people ask whether it is a good idea to open 

a Chinese restaurant in Sweden now? 

 

This thesis will review the previous lecture about consumers’ attitude applicable for 

the title and find out Swedish consumers’ attitude to Chinese food based on the food 

choice perspectives of Swede.  

1.2 Problematization 

People make a decision to buy some product usually from three perspectives. The first 

one is that consumers choose something rational because they know much about it. 

Some vegetarians like eating tofu (a kind of soybean product) because of its high in 

protein, low in calories and no cholesterol. Secondly, they are forced to choose in 

different situations. Some people choose Chinese food, maybe because it is the only 

food left in shelf. The last one is that people buy something because they enjoy the 

consumption experience. People show special preference to Chinese food, because 

they gain happiness form it. Therefore, Swedish consumers choose Chinese food with 

nothing else but the three kinds of attitude mentioned above.  

 

There are different elements influencing consumers’ attitude on food choice. The 

Food Choice Questionnaire (FCQ) is a common way used to investigate consumers’ 

attitude to food. Nine factors were labeled health, mood, convenience, sensory appeal, 

natural content, price, weight control, familiarity and ethical concern. They are 

recognized the most important factors in food choice by Steptoe et al., in 1995. But 

our contemporary world is quite different from fifteen years ago. Furthermore, 

Chinese food as an imported product for Swede, factors of culture and image of 

country of origin need to be considered. 

 

There are many researches on consumers’ attitude to food and imported products. 

Most of them paid attention to some kind of product like car or wine. Some of them 

researched and compared attitude of consumers who are from different countries to a 

certain food. But there is a paucity of focusing on specific food like Chinese food to 

figure out the specific characters affect consumers attitude. 
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Some factors get more concerns, such as culture, safety and image of country of 

origin. Furthermore, the development of modern food technologies and culture 

exchange also contributed to the evolution of the diet (Mariani-Costantini, 2000). On 

the other hand, food habits are a component of culture that makes an important 

contribution to the food decision customers make (Elaine, 1999). To some extent, 

effects of culture reflect different dietary histories, which in turn will determine which 

foods and food qualities are acceptable in terms of their sensory properties (Prescott, 

et al., 2002). From my point of view, the European eating habit and culture are 

different from Chinese. Accordingly, the cultural factor should be paid attention in 

this study. Chinese food as imported product for Swedish people, the image and 

understanding of country of origin will influence consumers’ attitude as well. It is 

easy to be understood that evaluations of foreign products have been related to the 

dimensions of a country's image, such as a country's level of economic development 

(Juric and Worsley, 1998). The impression of country of origin would be another 

element which should take into account. Something relate to this factor like food 

safety or consumers’ attitude to other Chinese products. For example, the negative 

news about Chinese food products’ safety maybe influence Swedish consumers’ 

attitude to Chinese food. If they bought something like cloths or mobile phone made 

in China with bad quality, the bad consumption experience would damage the 

impression of China in their mind and even influence their attitude to Chinese 

products including Chinese food. 

  

Chinese food products are not the only choice in terms of imported food products for 

Swedish people. There are a huge number of imported food products in supermarkets 

from different countries. Moreover, the competitions from Japanese sushi, Indian 

restaurant and so on are threat for Chinese food as well. So, the competitive factor 

should also be considered. 

 

This research will pay attention to what attitude Swedes have to Chinese food and 

which factors and how they influence attitude. With these questions in mind, I will 

compare eating habit between Chinese and Swede firstly in order to explain how 

factors work on Swedish consumers’ attitude to Chinese food. Then, analyze their 

attitude based on previous theories. Lastly make a conclusion and try to give some 

suggestion about Chinese food suppliers by presenting the SWOT (strength, weakness, 

opportunity and threat) of Sweden market. 

1.3 Aim  

This research will present Swedish consumers’ attitude to Chinese food and analyze 

why and how they have this attitude. Figure out factors which Swedish consumers 

have positive attitude to and which they have negative attitude to. I hope this thesis 

will be a good guide for people who want to or have run Chinese restaurant in 

Sweden. 
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1.4 Thesis chapter structure 

Chapter 1—introduction 

The opening chapter introduces the reader to the background, problematization and 

aim of this thesis which analyze the Swedish consumers’ attitude to Chinese food. I, 

the author, will explain why I choose this topic firstly. The background is followed by 

what the problem exit in this research area and then the purpose of this thesis will be 

defined. Furthermore, the structure of this research will be described at the last of this 

chapter which is completed by a presentation of the outline of this thesis. 

 

Chapter 2—theoretical framework 

In this chapter the previous literature about “attitude” (the ABC model and Balance 

Theory) and the FCQ (food choice questionnaire) will be described . They will be the 

theoretical basis used to analyze the findings of empirical research. Furthermore, 

Chinese and Swedish eating habit will be defined and compared to present the 

differences between them.  

 

Chapter 3—methodalagy 

In this part the research design, which will be utilized to fulfill the purpose of this 

study will be introduced. This chapter will be opened with how to measure consumers’ 

attitude, which will be broken down into quantitative and qualitative research method.  

After this, I will focus on the discussion about the process of questionnaire design and 

the structure and contents of this study. The chapter is completed by the presentation 

on validity of the research instrument. 

 

Chapter 4—empirical research 

In the fourth chapter the empirical results from the questionnaire survey and 

semi-structured interviews will be introduced. Firstly, 78 out of 100 questionnaires 

were selected and data from that will be presented. Secondly, summarize the 

information from interview with a Chinese restaurant manager. Thirdly, introduce the 

information collected from Willys. 

 

Chapter 5—analysis 

In this chapter, the results presented in the previous part are analyzed in accordance 

with the theories which are introduced in the chapter 2. This part will be opened by 

the analysis according to the questionnaire survey. Two case studies as a supplement 

evaluation of questionnaire research will be followed 

 

Chapter 6—conclusion 

In the last chapter, the analysis will be presented more concrete and combine 

evaluations from different angles which are from consumers’ and suppliers’ 

perspectives. Swedish consumers’ attitude to Chinese food will be concluded in this 

part. At the last, limitations of this study will be described.  

 



 10 / 50 
 

2 Theoretical Framework 

The second chapter will view the previous literature about “attitude” and food choice 

needed to analyze the finding of empirical research. I will discuss the ABC model, 

Balance Theory and factors of the FCQ (food choice questionnaire) in this chapter. 

Moreover, Chinese and Swedish eating habit will be defined and compared to present 

the differences between them.  

2.1 Previous research on attitude 

The concept “attitude” has been defined by many researchers and theorists in different 

ways. An attitude is a lasting, general evaluation of people (including oneself), objects, 

advertisements or issues (Solomon, 2006). Milton Rokeach (1969) thought attitude as 

“a relatively enduring organization of beliefs around an object or situation 

predisposing one to respond in some preferential manner”. Jung’s (1921) definition 

which was from psychological category was that “readiness of the psyche to act or 

react in a certain way". From Tesser’s (1993) point of view, attitude could change as a 

function of experience. 

 

Attitude is important for everybody. The players’ attitude will decide games’ success 

and failure. “Attitude determines everything”, which was said by Велибор 

Милутиновић, the ex-coach of Chinese men's national soccer team. Consumers’ 

attitude to products will determine the suppliers’ future to some degree. Attitude will 

influence words and deeds. If consumers do not like some goods, for one thing, they 

can choose not to buy it, for another, they may say something bad about the product 

when they talk to their friends. At the same time, for suppliers, their attitude will 

influence employees and customers. The negative attitude from suppliers to 

employees will influence the efficiency and quality of production or service. 

Furthermore, bad quality of products or performance of service will hurt the 

reputation of suppliers in consumers’ mind. The relation among suppliers, products 

and consumers needs to be balanced and consistent. The Balance Theory which was 

proposed by Feitz Heider (1958) works here. The relation among Swedish consumers, 

Chinese food products and China or Chinese suppliers is positive or negative will 

affect the consumption behavior. In other words, people’s beliefs and values must be 

consistent. If not, people will do some changes to reestablish the harmony. 

Accordingly, before research Swedish consumers’ attitude to Chinese food, their 

eating habit should be defined firstly. It will be helpful to understand their attitude on 

food choice. 

 

There are diverse attitude theories which divided attitude to different dimensions.  

Rajeev Batra (1991) agreed with that the overall attitudes can be derived from 

utilitarian and hedonic components. When people choose some product, such as food 

product, they are not only for supplementing energy (utilitarian component), but also 
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for experiencing a good feeling because of it delicious taste or fantastic smell 

(hedonic component). There is another theory which divided attitude into three 

components. They are affect, behavior and cognition. They can be understood by 

consumers’ feel, doing and think. Consumers collect the information about target 

product in the beginning (think). The next, they have their own judgment and 

cognition about products through comparison and evaluation (feel). At last, the think 

and feel they had before will turn to behavior (doing). Some researchers add the 

fourth component, desire and the fifth, environment. The five components which are 

called the ABCDE model shown as Table 2.1 represent five questions during 

consumers’ attitude formation. 

 

Table 2.1 ABCDE model 

A Affect What consumer feel 

B Behavior What consumer do 

C Cognition What consumer think 

D Desire What consumer want 

E Environment Where consumer are 

 

But the first three components are common used to investigate attitude. Moreover, the 

different impact of the three components will reveal consumers motivation and 

involvement in consumption.  

2.1.1 The ABC model 

Most researchers agree that an attitude has three components: affect, behavior and 

cognition (Solomon et al., 2006). Affect refers to emotional aspect. Consumers enjoy 

the process of consumption. People show special preference to Chinese food, because 

they gain happiness form it. Behavior highlight the outcome of consumption, it is 

conditioning. Some people choose Chinese food, maybe because it is the only food 

left in goods shelf. Cognition relates to rational choice. Customers know much about 

one product and their own need. Some vegetarians like eating tofu (a kind of bean 

product), because they know that it is with a good taste and promotes health. These 

three elements of attitude can be regarded as the ABC model. This model stemmed 

originally from the Yale Communication Change Program at Yale University through 

the 1950s and 1960s, but shared a fundamental viewpoint with many other 

philosophical traditions (Hilgard, 1980, cited by Augoustinos et al., 2006). 

 

These three components of attitude impact each other. A hierarchy of effects created 

to illustrate their relation. Three different hierarchies are summarized by Solomon et 

al. (2006) as information processing, behavioral learning processes and hedonic 

consumption. 

 

In my thesis, the ABC model is used to analyze Swedish consumers’ attitude to 
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Chinese food and divide them into three dimensions. People make a decision to buy 

some product usually from three possibilities described above. An example shown as 

Table 2.2 of how the ABC model be used to describe an attitude to Chinese food 

 

Table 2.2 Three perspectives on attitude to Chinese food 

 

Looking at the example above you can then recognize three different attitudes from 

Swede to Chinese food. For the information processing perspective, consumers who 

belong to this part usually know much about Chinese food. They consider some 

factors much relating to food before their consumption, such as health, natural content, 

weight control, culture and safety. With their knowledge and cognition increase, they 

have higher demand about these aspects. Usually, they have one or more favorite 

Chinese restaurants or food which can satisfy them with their higher requests. This 

kind of consumers collects and surveys more than others before they make a rational 

choice. They have specific reasons for likes or dislikes. Some of consumers, they 

don’t think calmly and carefully before their consumption. They would like try 

everything which is allowed by their financial capacity, time or location. Some issues 

like convenience, price and familiarity about food products are what they mostly 

concern. They might have no idea about Chinese food or have no setting restaurants 

or food. Something like discount or advertisements of new products or dishes absorb 

them to step in Chinese restaurant or halt at the shelf setting out Chinese food 

products in supermarket. There are no special reasons for them whether choose 

Chinese food or other countries’. Consumers who are from the behavioral processing 

perspective do not spend time in collecting information about attitude objects. They 

do first and then feel. Hedonic consumption means consumers go where their hearts 

lead. Their feel and affect is the most important thing they care. Their mood, the 

sensory appeal of food or some specific imagine referring to food they have will be 

highlighted to make them repeat consumption behavior. One popular dish in China 

named hotpot. People sitting around a table chat with each other when they wait for 

ingredients are boiled in the pot. Most people prefer the spicy soup for boiling. The 

food is hot and the atmosphere is hot as well. It is wonderful when friends get 

together after work, chatting, eating and sweating. People enjoy hotpot not only 

because of the specific taste but also the hedonic experience. Maybe it is not the best 

choice for eating but it is a good idea for party and relaxing. Sometimes, eating some 

Attitude to Chinese food 

Information processing Behavioral learning processes Hedonic consumption. 

Know much about Chinese 

food; have one or more 

favorite Chinese 

restaurants or food; care 

about dishes quality and 

taste; have specific reasons 

for likes or dislikes   

Know less about Chinese food; 

have no setting restaurants or 

food; absorbed by random 

elements (ad., discount or new 

product); no specific reasons 

for choosing Chinese and other 

options are ok. 

Like eating Chinese 

food and hard to 

explain why. 
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kind of food is an unforgettable memory because a certain feeling touch them. 

Recalling of the experience makes them repeating once again. So, hedonic consumers 

cannot explain the exactly reasons of their consumption behavior.  

2.1.2 Balance Theory  

Balance Theory is produced by Fritz Heider (1958) who presented a motivational 

theory of attitude change, which conceptualizes the consistency motive as a drive 

toward psychological balance. Heider (1958) proposed that "sentiment" or liking 

relationships are balanced if the affect valence in a system multiplies out to a positive 

result. 

 

Balance Theory considers relations among elements a person might perceive as 

belonging together. This perspective involves relations (always from the perceiver’s 

subjective point of view) among three elements, so the resulting attitude structures are 

called triads. Each triad contains 

(1) A person and his or her perceptions of;  

(2) An attitude object and; 

(3) Some other person or object. (Solomon et al., 2006) 

 

The relationships among the three elements should be balanced if the triad exits. Two 

parts of the system are usually one person and something belongs to or relates to the 

one. In this case they are Chinese food and China, the country where the food 

imported to Swedish consumers. When the triad is found not consistent, people will 

change their attitude to reestablish the balance. There are different ways to make the 

system harmony.  

 

• A Swede named Anna who likes Chinese food very much. She usually goes to 

Chinese restaurant or buys some ingredients which are imported from China 

cooking at home.  

• One day, she read news that Chinese car took over Volvo. It was hard to 

accept for her who supports native industry. She felt uncomfortable when she 

saw the Chinese food which made her reminded the sad news. 

• Chinese people are proud of their food which is a kind of mark of China. 

Different dishes and food from diverse places in China represent various 

regional cultures. Now Chinese food products are exported to all over the 

world. People can almost taste delicious Chinese dishes in Chinese restaurant 

run in different countries. 

 

According to the Balance Theory, Anna has positive relation with Chinese food, but 

she has negative attitude to China because of the news about the takeover of Volvo. 

Consequently, the triad is not balance any more. Anna will perceive imbalance in this 

relationship, and will be motivated to correct the imbalance somehow. She will 

change her perspectives about China or Chinese food in order to restore the balance 
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between the three aspects, herself, Chinese food and China. There are some choices 

for her shown in Figure 2.1.  

 

 

Figure 2.1 Alternative routes to restoring balance in a triad 

 
 

Firstly, she could refuse Chinese food from now on and keep her negative attitude to 

China. Secondly, she would try to know more about China, for example, the positive 

aspect between China and her country, like the cooperation between the two countries. 

The last one, she does not think about China or Chinese food anymore, but try 

something new or just support local food industry. Then, there is no triad for her any 

more.  

 

Balance Theory reminds us that when perceptions are balanced, attitudes are likely to 

be stable. On the other hand, when inconsistencies are observed we are more likely to 

observe changes in attitudes. Balance Theory also helps to explain why consumers 

like to be associated with positively valued objects, forming a unit relation with a 

popular product may improve one’s chances of being included as a positive sentiment 

relation in other people’s triads. (Solomon et al., 2006) 

 

In this case, if Anna’s perceptions of China and Chinese food is consistent, in another 

word, if the triad keep balance, her attitude is stable and not easy to be altered. The 
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reader could see that the element, Anna’s imagine of China is an important aspect. 

Imagine of China has closed relationship with Chinese food. Consumers’ attitude to 

one will affect their attitude to the other. The conflict attitude between the two 

elements usually causes a dilemma for people.  

2.2 Food choice questionnaire (FCQ) 

Many models have been presented to organize a huge range of food choice factors. 

Food choice questionnaire (FCQ) which was proposed by Steptoe and Pollard in 1995 

is a kind of multidimensional measure of motives related to food choice. They found 

that health factors were focused and emphasized too much in previous food choice 

models and theories which ignored the non-health factors, such as health belief model 

and the transtheoretical model (Kristal et al., 1990; Smith and Owen, 1992). Hence, 

they made effort to develop a multidimensional measure for food choice including 

health factors and non-health factors.  

 

The preliminary FCQ included 9 factors and 36 items which might influence 

consumers’ attitude to food. Those factors were health, mood, convenience, sensory 

appeal, natural content, price, weight control, familiarity and ethical concern. These 

factors will be discussed later in the chapter of Methodology. Their questionnaires 

were posted to 358 people who were selected randomly in London, UK. Respondents 

rated the importance of each items with 4 points scale. That means 1=not at all 

important, 2=little important, 3=moderately important, and 4= very important. In their 

research, they also compared and described the differences in sex, age and income of 

respondents who would be influenced by these factors when choosing food products.  

 

In their study, they found that “Sensory appeal, health, convenience and price are the 

most important factors on average, with the five other factors being typically endorsed 

less strongly. Health is certainly not more important than other factors on average, and 

this supports the argument that a multidimensional approach to motives governing 

food choice is appropriate. The variation in the relative importance of different factors 

for different segments of the population may make it possible to create profiles for 

distinct groups.” (Steptoe et al., 1995) 

 

The questionnaire has been used in many research (Ares and Gámbaro, 2007; 

Eertmans et al., 2005 and Prescott et al., 2001) related to food selection. However, the 

FCQ still has some limitation in cross culture survey on food choice and it was just 

based on 358 respondents’ feedbacks. Steekamp and Baumgartener (1998) thought 

that the FCQ might be not suitable for other non- English speaking countries. Some 

researchers used it selectively with some of motivational dimensions. Some 

researchers like Fotopoulos et al. (2009), they developed the FCQ and made it more 

suitable for general food motivation surveys. Their study validated and confirmed the 

FCQ and enhanced it to “discriminate among consumer segments with clear-cut 

socio-demographic profile in terms of the importance consumers in each cluster 
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assign to different food selection motives”(Fotopoulos et al, 2009). They select 997 

Greek households to be their respondents who were organized by a professional 

research agency in Athens. They used the 7-point scale rating the FCQ instead of the 

previous 4-point one. Their questionnaire was translated into Greece and English in 

order to ensure linguistic equivalence. Compared with Steptoe et al.’s (1995) output, 

the factor which was assigned to food, “natural content” became the most important 

one among all motives in the later research. That means, 13 years later, people paid 

more attention to food safety. We can see that consumers’ attitude to food products are 

not stable and changeless from the differences of outcomes between the two 

researches. The FCQ is not universal for different places and all cultures. It is an easy 

and convenient instrument for surveying consumers’ motivation of food products, but 

researchers need to adjust it, adding or cutting some items or factors, in order to suit 

for specific research aim or fields.  

 

2.3 Eating habit of Chinese and Swede 

The term eating habits refers to why and how people eat, which foods they eat, and 

with whom they eat, as well as the ways people obtain, store, use, and discard food 

(faqs.org). From my point of view, eating habit which was formed from people born 

belongs to culture dimension. It is about value, concerned with why people eat and 

related to behavior, how they eat. Accordingly, before discussing what the attitude 

Swedes have to Chinese foods, let’s know about their eating habit of Chinese and 

Swede firstly.  

2.3.1 Swedish people’s eating habit  

“Swedish people eat well; the quantity and quality of good is high. Somatic health is 

generally good. These people live long, even the males. The expected life span is 77 

for males and 82 for females. This is very good. Just compare to the expected lifespan 

of a Russian or Hungarian male, which is around 55. It wouldn’t be possible without 

biologically satisfying nutrition.” (Biro, 2009) 

 

However, it seems that Swede don’t like cooking very much. I, the author, still 

remember my experience during first week in Sweden. My landlady came to my place 

every day to check whether everything was ok. By the way, she is a nice person, 

thoughtful and straightforward. She asked me why I cooked every day. In my memory, 

my mother always cooks three times a day, so does everybody I know in China. I 

thought Swedish people just eat one time or two during a day because of landlady’s 

question. Gradually, I find that they eat three times a day like Chinese people do and 

have “fika”(s) (like brunch) at anytime if they are free. Actually, Swedish people eat 

more times than Chinese. But they seldom set fire to cook. Bread and butter are the 

most common meal they have. The food they eat and water they drink are all cold.  

 



 17 / 50 
 

There is a kind of hard bread which looks like biscuit. It is dry and no special taste but 

Swedish people eat it quite often. It is hard for me to understand why this kind of food 

is popular. You can find it from a few brands in any Swedish supermarket. Biro (2009) 

gave us a funny explanation. It is about a Christian story which teaches people that if 

somebody throws a stone at you, you as Christian are supposed to throw back bread. 

This kind of Swedish hard bread is produced for this purpose. It sounds like an old 

Chinese story talking about returning good for evil.  

 

Something I noticed that Swedish people would like to add some spices or oil to their 

food after cooking. Even the salt they use afterward, but not during the cooking 

process. It is common to see some small packets of salt or black pepper offering on 

the table of Swedish restaurant. “The Swedes don’t use spice. This has a very rational 

and natural explanation……You may believe that Swedish food is tasteless. That is 

definitely wrong. You can learn the wonderful natural taste of meat and seafood, 

which is simple not possible in spicy countries.” (Biro, 2009) I agree with him, I ate 

crab in Goteborg and shrimp in Gotland. Both of them were kept in sea water before I 

ate. The seafood tastes fresh and pure, no extra flavor. From Biro’s book, he joked 

that if you go to Thai restaurant, how many miles away the next restroom should be 

considered when you choose the level (No. 1 to No.10) of spicy food you could stand. 

Swedish people cannot accept strong taste and much species. They are nature lover 

reflecting in their daily diet as well.  

 

Biro (2009) thought Swedish people don’t like use spices because of the cold northern 

Europe weather. They don’t need to add much spice for preserving food compared 

with other south warm countries. There is another eating habit of Swedes related to 

weather issue. They consume huge amount of milk and cheese in daily diet. “The love 

of milk develops from biological necessity. The Nordic climate is cold and dark. 

Sunlight is a source of vitamin D and healthy calcium metabolism including strong 

bones. Milk is an excellent source of fat and calcium.” (Biro, 2009) 

 

The cost of eating is relative high in Sweden. Meat products’ price makes me step 

back and the vegetables are expensive as well, especially in winter. All in all, the fresh 

materials for cooking are all not cheap. “The government tries to keep Swedish 

farming and country life alive, which is possible only by excessive taxation of any 

import from countries with more efficient agriculture (Biro, 2009).”  

 

People cook according to private recipe or cookbook. There are many kinds of 

cookbooks for sale in shops. Some booklets teaching people how to produce specific 

food were shown beside food products. Consumers can take them for free. The first 

dessert I learned from my Swedish neighbor is chocolate ball. She taught me on the 

basis of her private recipe which is a hundreds of notebook full of material ratios of 

different Swedish dishes and desserts. She made a copy of chocolate ball recipe for 

me: 250g butter, 15ml water or coffee, three big spoons of cornmeal, 15ml coco 

powder and three spoons of sugar, which are for 20 chocolate balls.  
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2.3.2 Chinese people’s eating habit 

Chinese eating habit is quite different from the westerns. Chinese people use 

chopsticks with one hand when they eat instead of knife and fork which western 

people used to. Different from “individual dining”, Chinese people would like to 

sitting around table and enjoy meals with common plates or bowls. They chat during 

eating and even do business on dinner table. Eating is one of the most important 

things in their lives. Sally Hammond (2007) has said：” Eating in this country (means 

China here) is a happy social activity and the plentiful, freshly-prepared and tasty 

food is meant to be shared and enjoyed.”  

 

About ten years ago, when people met outdoor, they usually greeted each other with 

one sentence, “have you eaten?” They did not look forward to be replied with what 

someone had eaten exactly, it just shown their care and politeness. Having a good 

appetite and eating good food mean someone live a nice life and have a good mood. 

Chinese not only enjoy eating but believe eating good food can bring harmony and 

closeness to the family and relationships, holds true (Vivian, 2009). 

 

Chinese people like eating together. They also like getting different ingredients 

combined for cooking. If you never try some dishes, you hardly recognize which 

materials are used. Chinese people, especially herbalist doctors, they believe different 

materials have different natures. There is a saying in China, “food is better than 

medicine for health” (Eating Custom in China).  

 

The philosophy of Yin and Yang (a kind of Chinese ancient philosophy theory which 

presented everything has two sides, opposite and unity) finds prominence in Chinese 

food. The Chinese maintain a balance in the food texture, color and flavor by 

following the basic principles of Yin and Yang. Food that has the cooling properties 

are said to have yin and those items which have the warm properties are said to have 

yang. The idea is to achieve a healthy balance between the two. (Vivian, 2009)  

 

For example, lamb has the nature of hot. It is good to eat with turnip which has the 

cooling nature. The two materials can supplement each other in properties as the 

result of getting their most efficient role of offering nutrition for human body.    

 

People in south of China live on rice and people in north prefer wheaten food. 

Chinese people like eating good food and spending time on cooking. For example, the 

wheaten foods have a few kinds, such as steam bread, noodle, pancake, dumpling, 

steamed stuffed bun and etc. Each of them has lots of different taste and shapes differ 

from production method and process. The rice and wheaten foods is the staple food 

which are called “fan” in Chinese. While the dishes made of vegetables, meats, fish or 

eggs have the Chinese name of “cai” which is full of changes more than “fan”. 

Chinese cuisine is excellent in color, smell, taste, meaning and shape. It is not good 

enough for one dish which just has delicious taste and nice smell. It also needs to be 



 19 / 50 
 

easy on the eye and with a good meaning, like a story about the dish’s name or 

background.  

2.4 Summing up 

The differences of eating habit between Chinese and Swede reflect in their culture 

differences. Swedish people love nature and cherish freedom. From their eating habit, 

you can see the equality, freedom, independence and preciseness. They order dishes 

individually; they try to keep the ingredients’ natural tastes; they do not usually set 

fire for cooking, but eat simply when starving; they do not have complicated rules 

about eating; they have serious attitude to cooking. While for Chinese eating habit, it 

should be understood as “integration”. They would like eating together and share food 

with common plates and bowls; they gather a few ingredients for cooking and they 

treat cooking as playing, depending on their mood or taste, but not some setting 

patterns.  

 

Both Chinese and Swedish people, they have some common points on eating habit. 

Most Swedish people cannot live without coffee, which just like many Chinese people 

drink tea every day. With the culture communication among different countries, more 

and more Swedish people begin to drink tea and Chinese people, especially for the 

young generation, they enjoy drinking coffee. On the other hand, bread comes to 

Chinese breakfast gradually because of its convenience and Swedish people eat rice as 

their staple diet more often than before.  

 

Considering differences between the two countries’ culture, the attitude of Swedish 

consumers to some kinds of Chinese food could be predicted. For example, hot pot is 

popular in China but it might a failure if someone decides to open a Chinese hot pot 

restaurant in Sweden. The failure determined by Swedish eating habit, individual 

dinning. I have never seen Swedish people eating in a common container except my 

neighbors who were invited by me to try hot pot I made. I did not know they were out 

of politeness or really liked it. But I think it is dangerous to challenge catering culture. 

Another thing I can image is that do not cook the dishes made of meat or fish with 

bones. They cannot accept that neither. However, Chinese people would like and are 

good at finishing this kind of job. The meat with bones like chicken wings and pork 

ribs have high rate of ordering in restaurant in China.  

 

There are various kinds of Chinese food which have traditional characteristics, such 

as dumpling, bean curd, spring roll and etc. They do not conflict with Swedish eating 

habit and have obvious Chinese elements. Furthermore, China is a great agriculture 

country producing a huge number of different vegetables, fruits and grains with 

relative low price and good quality. If Chinese food products could be exported to 

Sweden, it will highly enlarge Swedish consumers’ food choice range.  
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3 Methodology 

The following chapter will introduce the methodology adopted in this research. The 

method of measuring consumers’ attitude will be described. Besides, I will focus on 

the discussion about the process of questionnaire design for this study. The chapter 

will end up by the presentation on validity of the research instrument. 

3.1 How to measure consumers’ attitude 

After defining the research questions, it is necessary to describe the methods used to 

collect relevant data concerning to Swedish consumers’ attitude to Chinese food in 

order to realize the object of this study. Referring to attitude investigation, different 

ways can be adopted. Ranjit Kumar (2005) presented that the process of research is 

similar to take a journey (Figure 3.1). There are a lot of routes leading to the 

destination.  

 

Figure3.1: The research journey (Ranjit Kumar, 2005) 

 

Two important thing need to be decided. What do you want to find out and how to go 

about finding answers? I have figured out the first aspect in chapter 2, the following 

step is to find the suitable route. The way leading to answers to research questions 

constitutes methodology. In this research journey as shown in Figure 3.1, eight steps 

need to be followed: 

1. Formulating a research problem; 

2. Conceptualizing a research design; 

3. Constructing an instrument for data collection; 

4. Selecting a sample; 

5. Writing a research proposal; 

6. Collecting data; 

7. Processing data; 

8. Writing a research report. (Ranjit Kumar, 2005)   

     

“Deciding what” part has been introduced in the previous chapters. The stage Ⅱ, 
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constructing an instrument for data collecting, concerns to the methods and tools of 

data collection which is the first practical step in the research. The research instrument 

(the one will be or have been constructed) need to be developed for data collection. 

Selecting a sample has two principles: (1) the avoidance of bias in the selection of a 

sample; and (2) the attainment of maximum precision for a given outlay of resources 

(Ranjit Kumar, 2005). A research proposal is an operational plan of which way you 

choose to find the answer and the description of the process how you go based on the 

route. The rest of steps like collecting data, processing data and writing a research 

report will be presented in the chapters coming after.  

 

There are many methods which can be utilized to collect and analyze data. Different 

research approaches would lead to various results. Qualitative and quantitative 

research methods are usually used in market research.  

3.1.1 Quantitative method 

Quantitative researcher which is a dominant strategy for business research was 

described as “entailing the collection of numerical data and as exhibiting a view of the 

relationship between theory and research as deductive, a predilection for a natural 

science approach (and of positivism in particular), and as having an objectivist 

conception of social reality” by Bryman and Bell (2007). The traditional empirical 

quantitative technique in market research is the survey questionnaire, administered to 

a stratified or random sample of a population, enabling us to draw inferences about 

the behavior of a whole population from a smaller (and less expensive!) number (Rod 

Davies, 2000). 

 

A very useful thing to do when we wish to make our statements of quantity more 

precise is to make use of numbers. This is what is usually meant by "measurement". 

(John Ray, 1982) 

3.1.2 Qualitative method    

Qualitative research usually emphasizes words rather than quantification in the 

collection and analysis of data. As a research strategy it is intuitivist, constructivist, 

and interpretivist, but qualitative researchers do not always subscribe to all three of 

these features compared with quantitative research. (Bryman and Bell 2007)  

Unstructured interview or observation as the method of data collection belongs to 

qualitative research category.  

 

“The chosen focus shapes what the researcher looks for as 'data'. This is both useful 

and a danger……A key strategy is to look for the alternative viewpoints that other 

people bring to social situations” (John Schostak, 2005).  
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3.1.3 Summing up 

Qualitative research method and quantitative research approach are often contrasted 

with each other. They are differentiated in terms of the methods of data collection, the 

procedures adopted for data processing and analysis, and the style of communication 

of the finding (Ranjit Kumar, 2005). Rod Davies (2000) gave a simple way of 

differentiating between the two. Quantitative research deals in numbers, logic and the 

objective, such as survey questionnaire; while qualitative research deals in words, 

images and the subjective, for example, the unstructured interview (Rod Davies, 

2000). Five different aspects are shown in Table 3.1. 

 

Table3.1 Qualitative vs. Quantitative research, (Malhotra and Peterson, 2006)  

 Qualitative Research Quantitative Research 

Objective 

To gain a qualitative 

understanding of the underlying 

reasons and motivations 

To quantify the data and generalize 

the results from the sample to the 

population of interest 

sample 
Small number of 

non-representative cases 

Large number of representative 

cases 

Data 

Collection 
Unstructured Structured 

Data 

Analysis 
Non-statistical Statistical 

Outcome Develop a richer understanding 
Recommend a final course of 

action 

In this research focusing on Swedish consumers’ attitude to Chinese food will use 

survey questionnaire, a kind of quantitative approach, in order to investigate and 

evaluate customer’s attitude to Chinese food. The advantage of this method is that it 

can quantify attitude with numbers which are more direct and precise. Qualitative 

research method will be used in the form of semi--structured interviews to discover 

more information about the study topic. Mangers of Chinese restaurant and 

supermarket will present their own points of view from a supplier’s angle. The 

information from interviews will be a supplement for questionnaire survey. 

3.2 Questionnaire design 

Questionnaire is one of common ways to market research. The questionnaire for this 

study contains three parts. It opens with 36 closed ended questions designed based on 

the FCQ by Steptoe et al. (1995), but adding some questions about culture, impression 

about China and food safety. Besides, some of questions about ethical concern are 

moved out, because they are not suitable for research about food from specific country. 

The design of this part will be described in detail in the following section.  
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The second part consists of three open ended questions as follow, 

1. What’s your favorite Chinese food? Why you like it? 

2. Do you have any comments or suggestions to Chinese food or Chinese 

restaurant? 

3. What is your first choice when you go to foreign restaurants or buy imported 

food products? 

 

Open ended question and closed ended question are all adopted. They have their 

advantages and disadvantages. The data collected from closed ended question is easier 

to be calculated and evaluated. While answering open ended question, respondents 

could express their opinions with their own words compared with closed ended 

question with certain alternatives from questionnaire designer. Moreover, open ended 

question can avoid or eliminate the possibility of investigator bias which is introduced 

through the response pattern presented to respondents (Ranjit Kumar, 2005) and the 

information got from open ended question could be a supplement for closed ended 

question research.  

 

The questionnaire end with personal information related to gender, age, income, 

marital status, household size and place of residence in Sweden. 

 

Besides, the questionnaires is translated into English and Swedish to ensure accuracy 

and maximize linguistic equivalence and a bipolar 7-point Likert scales measuring 

either positive or negative response is used as follows: 1=”strongly disagree”, 2=” 

disagree”, 3= “slightly disagree”, 4=”neither disagree nor agree”, 5= “slightly agree”, 

6=” agree” and 7=”strongly agree”. 

3.2.1 Factors for specific food choice 

Food Choice Questionnaire (FCQ) was developed by Steptoe et al. in 1995. It is a 

useful instrument from both health and non-health aspects to investigate consumers’ 

motivation on food choice and evaluate their attitude to food products. The previous 

FCQ has 9 factors with 36 items and the factors are labeled health, mood convenience, 

convenience, sensory appeal, natural content, price, weight control, familiarity and 

ethical concern. Each of them has three to six items in the form of easy closed ended 

questions. From their results of the research, they found that sensory appeal, health, 

convenience and price are rated as the most important among the food choice motives 

(Steptoe et al.,1995). Thereafter, many researchers contributing to attitude to food 

choice research tried to revise the FCQ in order to advance it with times. Fotopoulos 

et al, (2009), found consumers paid more attention to natural content when they 

choose food products, but not the three factors Steptoe and Pollard found.  

 

This research is aimed at find out Swedish consumers’ attitude to Chinese food. The 

time and object are all different from the previous researches. Firstly, with the 
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globalization and development of different aspects of our world, people’s lives are 

changing in every minute. It is unsuitable to copy the FCQ produced fifteen years ago. 

Secondly, this research focus on the attitude to food from a specific country, in other 

word, the factors contained in the questionnaire should reflect characteristics 

distinguishing Chinese food from others or general food products.  

 

The questionnaire of this study is designed based on the FCQ. Considering the topic, 

there are 34 items contained in 11 factors which are marked health, mood, 

convenience, sensory appeal, natural content, price, weight control, familiarity, image 

of China, culture and safety. Compared with the original FCQ, the dimension “ethical 

concern” is eliminated from the list. There are two main reasons. On the one hand, 

through the comparison between Swedish people’s eating habit and Chinese, there is 

no special taboo in their food choice and table manners. On the other hand, factors 

reliability was checked through Confirmatory Factor Analysis (CFA) which is 

performed to confirm and validate the factorial pattern by Fotopoulos et al (2009). 

They found all the nine motivational dimensions showed moderate to good reliability, 

with the exception of the “ethical concern” factor. That means people do not care 

about ethical issues very much when they choose food products. To distinguishing the 

attitude research of specific imported food with general food choice study, three more 

dimensions, image of country of origin, culture and safety are added into the 

questionnaire. Swedish consumers do not know about Chinese food as much as their 

native goods. When they face different alternatives, especially from other countries, 

the stereotype of country of origin will influence their choice. Evaluations of foreign 

products have been related to the dimensions of a country’s image, such as a country’s 

level of economic development (Juric and Worsley, 1998). Another element is culture 

which determines people’s value and behavior. The perceived similarity of the 

consumer’s culture or belief system with that of the exporting country appears to be 

an important influence on product evaluation (Tongberg, 1972, cited by Juric and 

Worsley, 1998). The food safety as a separated factor, but not belonging to health 

dimension or else, it is a focus of attention all the time, especially in food choice 

researches by such as Juric and Worsley in1998, Guerrero et al. in 2009. Recently, 

some cases related to food safety in China are valued highly by Chinese government 

and absorb foreign media’s attention. Consequently, “safety” is an important factor in 

this research. Each of the eleven factors includes 2 to 5 items in the form of easy 

questions. They are distributed as follows in Table 3.2, 

 

Questions for each factor are similar. Thus, their previous sequent according to factor 

is break when the questionnaire is designed in order to avoiding disturb respondents’ 

judgment. In addition to this, each factor is marked with A, B or C which separately 

represent affect, behavior and cognition according to the ABC model. 
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Table 3.2 The contents of closed ended questions 

Factor No. Item 
ABC 

model 

Health 

9 Keeps me healthy 

C 
18 Is nutritious 

21 Is high in protein 

25 Is high in fiber and roughage 

Mood 

14 Helps me relax 

A 23 Cheers me up 

26  Makes me feel good 

convenience 

19 Takes no time to prepare 

B 20 Can be bought in shops close to where I live 

24 Is easily available in shops and Supermarkets 

Sensory appeal 

4 Smells nice 

A 10 Looks nice 

22 Tastes good 

Natural content 
5 Contains natural ingredients 

C 
12 Contains no artificial ingredients 

Price 

1 Is not expensive 

B 7 Is cheap 

15 Is good value for money 

Weight control 
6 Helps me control my weight 

C 
17 Is low in fat 

Familiarity 

3 Is what I usually eat 

B 8 Is familiar 

16 Is like the food I ate when I was a child 

Image of China 
29 I want to go to China 

A 
34 I usually buy Chinese products 

Culture 

27 I like eat rice 

C 

28 I like drink tea 

30 I am allergic to bean products 

31 I can use chopsticks  

32 I would like spend time to cook or wait for 

Safety 

2 Is safe to eat/ buy 

C 11 Worry about the safety 

13 Has a pleasant texture 

   

3.2.2 Data collection 

Ranjit Kumar (2005) defined three ways of questionnaire administering.  

1. The mailed questionnaire—the most common approach to collect information 

by mail. It is also the most fast and convenient way, as long as you have enough 
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addresses of respondents. However, the weakness of this approach is the low 

response rate.  

2. Collective administration—one of the best ways of administering a 

questionnaire is to obtain data from people assembled in one place, such as 

student in a classroom or staff of one company. 

3. Administration in a public place—means administering a questionnaire in a 

public place, such as a shopping centre, health centre or pub. What place you 

choose depends on what type of study population you are looking for and where 

it is likely to be found. (Ranjit Kumar, 2005) 

 

Considering my, the author’s, situation the second and the last ways are more feasible. 

The questionnaires are handed out mainly at ferries to and from Stockholm (the 

capital city of Sweden). Something will be confirmed firstly before dispensing 

questionnaire whether respondents have ever tried Chinese food before.  

3.3 Semi--structured interview 

Semi—structured interview is a term that covers a wide range of types, it typically 

refers to a context in which the interviewer has a series of questions that are in the 

general form of an interview guide but is able to vary the sequence of questions. 

(Bryma and Bell, 2007) 

 

The target respondents of interviews are managers of Chinese restaurant and native 

supermarket in Sweden. They are seen as supplier or middle man of Chinese food 

products. Accordingly, I will collect information about Chinese food sales situation or 

their operations which reflect or influence Swedish consumers’ attitude to Chinese 

food.  

 

The semi—structured interview belongs to qualitative interview which is much 

greater interest in the interviewee’s point of view (Bryma and Bell, 2007). The result 

of semi—structured interviews for this study will be a supplement for questionnaire 

research. Some questions which aim at promote thinking for interviewees will be 

raised at the beginning. They are shown as follow, 

 

For manger of Chinese restaurant, 

1. Do you keep the traditional cuisine or do some changes? What are the changes 

compared with traditional Chinese food? 

2. Have the attitude to Chinese food of Swedish people ever changed? What made the 

changes happen? 

3. Where are the materials for cooking from?  

4. Are chefs in your restaurant professional?  

5. Does your restaurant highlight Chinese elements, such as tableware and decoration 

inside restaurant, package of food?  

6. Do you have customer segmentation? Do gender, age, social class and income 
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influence the consumption of Chinese food?  

7. What have you done for sale? 

 

For manager of supermarket 

1. How many kinds of Chinese food productions for sale in your store?  

2. How is the Chinese food selling? (sales figures) 

3. Which kind of Chinese food product is selling the most? 
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4 Empirical research 

In this chapter the findings from the questionnaire and semi-structured interviews will 

be presented. This part is introduced by a description of the questionnaire survey 

results and then the interviews from managers of Chinese restaurant and supermarket. 

The data collected from this research is shown for the following analysis.  

4.1 Questionnaire survey 

In the questionnaire survey for this study, there are 100 individuals asked to answer 

the questionnaire in English or Swedish. A total of 78 out of 100 questionnaires were 

selected for calculating. The rest of questionnaires were not completed by my 

checking. The demographics of these respondents are shown in Table 4.1. 

 

Table 4.1 The demographics of respondents  

Gender  
Male 

Female 

57% 

43% 

Age 

 

<25 

26-35 

36-45 

46-55 

56-65 

>65 

18% 

9% 

25% 

21% 

13% 

14% 

Income  

<10000 

10000-20000 

20000-30000 

>30000 

22% 

15% 

39% 

24% 

Marital status 

Single 

Married 

Divorced/widowed 

Living with a parter 

36% 

40% 

4% 

20% 

Household size 

1 

2 

3 

4 

>4 

15% 

4% 

15% 

23% 

7% 

Place of residence in 

Sweden  

North 

South 

Middle 

3% 

54% 

43% 

Key: Bold characters mark the highest means among the questionnaire variables. 

 

Most of questionnaires were handed out mainly on the ferries from and to Stockholm 

and others were given out in supermarkets or Chinese restaurants. All respondents 
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were asked for sure that they have ever tried Chinese food in Sweden before  

 

Table 4.2 Consumers’ attitude to Chinese food from different factors  

Factor No. Item Mean 

Health 

9 Keeps me healthy 4.38  

18 Is nutritious 4.97  

21 Is high in protein 4.29  

25 Is high in fiber and roughage 3.75  

Mood 

14 Helps me relax 3.88  

23 Cheers me up 4.64  

26  Makes me feel good 4.51  

convenience 

19 Takes no time to prepare 3.85  

20 Can be bought in shops close to where I live 3.54  

24 Is easily available in shops and Supermarkets 3.36  

Sensory 

appeal 

4 Smells nice 5.03  

10 Looks nice 5.43  

22 Tastes good 5.67  

Natural 

content 

5 Contains natural ingredients 5.03  

12 Contains no artificial ingredients 4.31  

Price 

1 Is not expensive 4.47  

7 Is cheap 4.51  

15 Is good value for money 4.85  

Weight control 
6 Helps me control my weight 3.86  

17 Is low in fat 4.75  

Familiarity 

3 Is what I usually eat 3.08  

8 Is familiar 4.72  

16 Is like the food I ate when I was a child 1.96  

Image of 

China 

29 I want to go to China 4.50 

34 I usually buy Chinese products 3.25  

35 I have good impression of China 4.47 

Culture 

27 I like eat rice 5.38  

28 I like drink tea 6.13  

30 I am allergic to bean products 1.19 

31 I can use chopsticks  3.04 

32 I would like spend time to cook or wait for 3.62  

Safety 

2 Is safe to eat/ buy 5.42  

11 Worry about the safety 3.47  

13 Has a pleasant texture 4.97  

The factor’s grade is the average of all relevant items’ mark (from 1 to 7) given by respondents 

and 1=”strongly disagree”, 2=” disagree”, 3= “slightly disagree”, 4=”neither disagree nor agree”, 

5= “slightly agree”, 6=” agree” and 7=”strongly agree”. 

 

filled in the questionnaire. The table (Table 4.1) above shows that 57% (44 people) 



 30 / 50 
 

respondents are male and 43% (34 people) are female. Most of them have the average 

age of 36—55 years old (46%) and the least share was the age 26—35 years old by 

9%. In terms of marital status, the married subjects was 40%, while 36% were single 

and 4% were divorced or widowed and the rest of 20% were live with a partner. For 

the income part, 22% reported an income of less than 10000kr per month; 

10000—20000, 15%, 20000—30000, 39%; more than 30000, 24%. There are 40% 

respondents whose family consists of 2 persons and 7% whose family consists of 

more than 4 persons. It was obvious to see that respondents who live in the south of 

Sweden take up the most share, 54%. Only 2 persons living in north are asked for 

answering the questionnaire.  

 

The means of each item were calculated according to grades of 78 respondents’ 

questionnaires. The result is shown as Table 4.2. This questionnaire survey can be 

divided into two stages. 50 questionnaires were handed out in the first stage and other 

50 were given in the second stage. There are some changes in the questionnaire for 

the second half survey. Firstly, to investigate Swedish people’s impression of China 

more directly, I add one question “I have a good impression of China” to the 

questionnaire during my second half survey. 56 % respondents gave a grade of 4; 25%, 

more than 4; 19%, less than 4. Secondly, the scales design was unreasonable in the 

beginning. The first 26 closed ended questions were rated from “strongly disagree” to 

“strongly agree”, while the rest questions from No. 27 to No. 34 were rated from 

“absolutely right” to “absolutely wrong”. This kind of design might influence 

answerers’ judgment. Some of respondents questioned this part and some of them 

might not notice this. To ensure the accuracy of data, I changed the scales to make 

them consistent. The means of questions from 27 to 34 which are shown in the Table 

4.2 are just from data of second half survey.  

 

The 33th question “I often visit Chinese restaurants or buy Chinese food” has a mean 

of 4.24. More than half respondents choose the grade 5, 6 or 7.  

 

In the last closed ended question “Which is the element that you concern the most 

when you choose Chinese food”, 27% respondents (21 people) chose health factor 

which take the most share for this question and natural content takes the second most 

share with 22% respondents (17 people) choosing. No more than 3% respondents (2 

people) chose familiarity.   

 

All the respondents differ from their gender, age, income, marital status, household 

size and place of residence (see Appendix 3). Means are calculated in terms of the 

ABC model dimensions. A (affect) includes factors of sensory appeal, mood and 

image of China; B (behavior) contains dimensions of convenience, price and 

familiarity; C (cognition) is consisted of factors of health, natural content, weight 

control, culture and safety.  

 

The data (see Appendix 3) reflects that respondents who have different gender, age, 
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income, marital status, household size and place of residence, all have positive 

attitude to factors which refer to A (affect) and C (cognition) dimension, but negative 

attitude to B (behavior) aspect. People with the age no more than 25 year-old have the 

highest score than other people in factors belonging to A, while they have the lowest 

score than others in B aspect. With the age increasing, Swedish consumers’ attitude to 

Chinese food has a slow trend downward.  There is a gradually increase in 

consumers’ attitude with income increase in C part. People who are married gave little 

lower grade to factors relating to A aspect than other people who are single, divorced 

or widowed and living with a partner. Respondents who live in a family of three gave 

a little higher grade than others. Consumers from south of Sweden have the maximum 

mean in C aspect and minimum mean in A part than people living in north and 

middle.  

 

The second part of the questionnaire consists of three open ended questions. Most of 

respondents partly answered the first question “What’s your favorite Chinese food? 

Why you like it?” Their answers are dumpling (15 people), noodle (11 people), 

chicken (11people), rice (9 people), four small dishes (9 people), Beijing duck (4 

people), spring roll (4 people) and bamboo shoot (3 people). Few people express their 

own opinions for the second question “Do you have any comments or suggestions to 

Chinese food or Chinese restaurant”. Some of respondents reply the third question 

“What’s your first choice when you go to foreign restaurants or buy imported food 

products?” with answers such as Thai food (10 people), sushi (8 people), Italian food 

(3 people).  

4.2 Case study 1—Chinese restaurant 

Mr. Pan had run a Chinese restaurant in Stockholm for more than ten years, however, 

he quite it now because of his health problem. In the beginning he came to Sweden, 

he worked for others in a Chinese restaurant. He remembered that it was easier to 

have a restaurant than it is now. “As I remember, when the first group of people came 

to Sweden to open Chinese restaurant during 1970s, Chinese food is well received and 

the business was booming.” I raised some questions I mentioned in the questionnaire 

design part and add some questions else which were asked by respondents of the 

questionnaire survey. 

 

The author: 

When I talk to native people how about Chinese food in Sweden? Some of them who 

have ever been to China and try Chinese food in China said that they don’t think the 

Chinese food they had in Sweden is real or traditional Chinese food. What do you 

think about it.  

 

Mr. Pan: 

I can say the Chinese dishes in my restaurant were real Chinese food, but they might 

not be traditional food. More than 90% dressing we used for cooking was imported 
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from China. You cannot make the same taste dishes with spices you could buy here, 

whereas, most of the materials such as meat and vegetables were made here. The cost 

would be very high if we imported all the ingredients from China. Some traditional 

Chinese dishes cannot be accepted by Swedes, such as the meat with bone or fish with 

fishbone. They dare not eat, because they are afraid of breaking their tooth. Swedish 

ways of cooking sea food are quite different from Chinese ways. Moreover, sea food 

here is very expensive and hard to keep its fresh taste after cooking. So we avoid 

cooking some traditional dishes out of consideration for these points. If they want to 

eat the real traditional Chinese food, they’d better go to China.   

 

The author: 

What do you think the attitude of Swedish people to Chinese food? Does their attitude 

change these years? 

 

Mr. Pan: 

I think most of Swedish consumers coming to Chinese restaurant could accept 

Chinese food and like it. With more and more Chinese restaurants opening here, 

people know more about Chinese food. For example, ten or twenty years ago when 

we launch dumpling, many Swedes didn’t know what it is. But now, some people 

could ask whether we afford dumpling before they decide to stay. From my point of 

view, Swedes could stand more spicy food than before, especially young people. That 

is also why Thai food is popular here. Besides, some fast food is also a strong 

competitor for Chinese food. Swedes do not have as high demand as Chinese people 

on the taste and arrangement of food, something like convenience, fast cooking or 

price of food looks like more important when they make a choice.  

 

The author: 

Does Chinese food or dishes here make some changes to cater to Swedish consumers’ 

taste? What do you think about these changes? 

 

Mr. Pan 

Yes, we change all the time with the trend. For example, we launch Chinese buffet, 

they can have different choices at the same time, such as meat, vegetable and rice. 

Compared with pizza or hamburger, our dishes seem more various. If you go to an al 

carte in Swedish or other restaurant, the price of meal will be much higher than us. 

We try and observe, if some food is welcomed by consumers, we will keep on it. After 

all, the restaurants become more and more. Consumers have various choices. 

Therefore, the competition for restaurants is stronger than before. To meet some 

special demands from consumers who might know much about China and Chinese 

food, we can cook some dishes like roast duck (Beijing duck) and hot pot for them. 

But it need to reservation in advance.  

 

China is big country and there are a huge numbers of kinds of Chinese food. Not 

every kind of Chinese food can be accepted by everyone. The Si Chuan food is very 
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spicy and Shang Hai dishes taste sweaty. Swedes have their own favor. We just cook 

what they like as long as we can. Dishes with sour and sweet taste are popular with 

native people, so we usually prepare some fried chicken or shrimp with sour and 

sweet sauce.    

 

The author: 

Do you have some experience of running a restaurant in China? Were chefs in your 

restaurant professional?  

 

Mr. Pan 

Of course, both chefs and I have some experience of cooking or managing a 

restaurant. After all, Chinese food is kind of foreign food for Swedes. When I decided 

to open a restaurant of my own, a lot of problems need to be considered. The cost of 

running a restaurant here is higher than China, especially the cost of rent. In some big 

cities like Stockholm, Goteborg or Malmo, the number of customers is bigger than 

some small cities. It would be easier to cover the cost.  

 

The author: 

Did your restaurant highlight Chinese elements, such as tableware and decoration 

inside restaurant, package of food? What have you done for sale? 

 

Mr. Pan: 

The decoration style of my restaurant was brief and the main color was red. I don’t 

know whether it was what you mentioned Chinese element. I just opened as many big 

windows as possible and improved service to make consumers more comfortable and 

try to make the dish arrangement more beautiful. Nothing special behavior had been 

done for sale. 

 

The author: 

Do you have customer segmentation? Do gender, age, social class and income 

influence the consumption of Chinese food?  

 

Mr. Pan 

I can’t say there was some segmentation. Most of customers were middle-aged people 

and young people. Children and elder people usually could not stand hot food which 

was mainly offered in my restaurant. 

 

The author: 

What do you think about your experience of running a Chinese restaurant in Sweden?  

 

Mr. Pan: 

Through this experience I have gained a great sense of satisfaction and happiness. 

Bringing Chinese food to Sweden and witting Swedes enjoying it gave me a sense of 

accomplishment. Chinese food or dish is more complicated to cook compared with 
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Swedish food. Most of Swedes who like Chinese food prefer to enjoy it in Chinese 

restaurant. It is hard for them to season with different Chinese spices at home. It is an 

opportunity for bosses who open Chinese restaurant in Sweden. Moreover, my 

employees and I tried to satisfy every customer who came to my restaurant. More and 

more people know about Chinese food. If they want to try some kind of dishes we 

didn’t have, we would try our best to make it. This experience was a nice memory for 

me. 

 

4.3 Case study 2—Willys 

Willys is Sweden's leading discount chain with 113 modern supermarkets from 

Trelleborg south to Luleå in the north. They provide many kinds of products from 

different countries with relative low price, particularly in fresh produce such as fruit 

and vegetables. On Willys website, they mentioned that they currently have no 

opportunities to help with essays and student work and they do not want to show their 

sales figure either. For my study, I still tried to send an E-mail to them. Fortunately, I 

contacted to Helena Björklund who is responsible for "Världens mat" (the world’s 

food) in Willys. She said that the Chinese food is not very big in retail stores in 

Sweden. Her job taking change of world’s food is mainly about Thai, Mexican, 

Japanese and Indian food. There is no specific category of Chinese food for them. 

Suppliers don’t focus on Chinese food, but more on Thai food. Therefore the help and 

information she could offer to me was limited. She said that people are used to eat 

Chinese food in restaurants.  

 

“The biggest Chinese products in my categories are Hoi Sin sauce and Sweet and 

Sour sauce”, Helena introduced. As she said, I found Hoi Sin sauce and other Chinese 

seasonings in Willys chain store located in Gotland. The shelf setting out Chinese 

food products is not big compared with Thai food and Japanese products which 

occupy a whole shelf. 

 

In the fresh vegetable and fruit area, some of products from China such as garlic and 

grape can be seen in decentralized places, but the Spanish food products in terms of 

quantity or kind, to be much more than Chinese food. As my observation, few 

consumers notice the country name labeled with little letters on the shelf when they 

pick food products. 
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5 Analysis 

In this chapter, the attitude of Swedish consumers to Chinese food will be evaluated 

and analyzed by using the collected information from the questionnaire and 

interviews. Theories introduced in chapter 2 will be the main theoretical basis for this 

part.  

5.1 Questionnaire survey 

For investigating Swedish consumers’ attitude to Chinese food, the questionnaire 

consisting of 36 closed ended questions and three open ended questions was designed 

based on Food Choice Questionnaire developed by Steptoe et al. in 1995. These 

questions are raised from 11 factors labeled health, mood, convenience, sensory 

appeal, natural content, price, weight control, familiarity, image of China, culture and 

safety. According to the ABC model, the hierarchy of attitude (Solomon et al., 2006), 

I divided them into different perspectives. Factors of sensory appeal, mood and 

imagine of China are attributed to A (affect); convenience, price and familiarity 

belong to B (behavior); factors of health, natural content, weight control, culture and 

safety belong to C (cognition). But this division might be not absolutely right. Some 

factors such as sensory appeal, culture and imagine of country of origin is hard to 

decide which dimensions (A or C) they should be in. In this study, according to the 

definition of the ABC model (Solomon et al., 2006) and the questions design in 

questionnaire survey, the author think factors divided as mentioned above would be 

more reasonable.  

 

From the Table 4.2, means of most questions which relate to factors of health, mood, 

sensory appeal, natural content, price and safety are more than 4. Number 4 is 

recognized because the questionnaire was designed in 7-point scale and the middle 

scale is 4. Thus, if some factor represents consumers’ positive attitude to Chinese food, 

the mean should be more than 4.  

 

Factors belonging to the A (affect) have relative high scores. Especially, all the three 

factors of sensory appeal have the average more than 5. It could be seen as an 

affirmation of Chinese food in Swedes’ mind. Most of Swedish people like Chinese 

food and the taste and the form of Chinese food are accepted by Swedish consumers. 

2 out of 3questions of mood factor have averages of more than 4. It makes sense 

according to their high valuation about Chinese food sensory appeal. The good eating 

experience will bring their good mood and feeling. 

 

The price element relating to the B (behavior) part has a mean of more than 4 as well. 

The present price of Chinese food is reasonable for Swedish consumers compared 

with what they have during or after their consumption. They are content about the 

comparison of the performance and cost. 
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In the C (cognition) category, half of factors have means more than 4. That represents 

Swedish consumers have positive attitude to Chinese food on its health, natural 

content and safety aspects.  

 

However, there are still some factors which respondents gave relative low grade such 

as convenience and familiarity.  

 

The B (behavior) part which includes convenience, price and familiarity factors has 

the lowest mean compared with other two perspectives, A (affect) and C (cognition). 

The same situation happened to respondents who are in different gender, age, income, 

marital status, household size and place of residence. 2 out of 3 items, convenience 

and familiarity, belonging to this part have averages of less than 4. The data I 

collected illustrates that even though the price of Chinese food is accepted, it is not 

convenient to buy and not easy to prepare for Swedish consumers.  

 

There are two factors, culture and image of China which are necessary to be analyzed 

specifically. Chinese food as a foreign food for Swedish consumers, it reflects and 

represents Chinese culture in some degree. The number of questions in culture 

dimension is the biggest, because this factor is abstract and hard to be measured. 

Scores of 3 (out of 5) questions “I like eat rice”, “I like drink tea” and “I am allergic 

to bean products” (for this question, the score of 5, 6 or 7 indicates consumers have 

allergies problem to bean products) show Swedish consumers’ highly positive attitude 

in these aspects. Another two questions, “I can use chopsticks” and “I would like 

spend time to cook or wait for” have scores of 3.04 and 3.62 separately. These two 

questions reflect the difference of eating habit between Swedes and Chinese. The 

result highlight one fact again that once a habit is formed; it is hard to be changed. 

Like the cultural factor, the dimension of image of China also show consumers 

different attitude in diverse items. Consumers gave 4.5 to the question “I want to go to 

China” show their positive motivation of going to China. Although people who are 

asked in the second half of my questionnaire investigation gave the average of 4.47 on 

the question of “I have good impression of China”. Most of them (56.3%) gave a 

grade of 4 which could be understood as firstly their impression of China is not good 

or bad; secondly, they cannot tell their impression of China because they do not know 

much about it. The question “I usually buy Chinese produces” has a mean less than 4. 

Swedish consumers tell us their image of China through the data. They do not like 

Chinese products very much; they sort of want to go to China; they are not sure what 

kind of impression they have about China.  

 

The last question relates to the factor consumers care mostly when they choose 

Chinese food settled to insure the result from other 35 closed ended questions. Health 

and natural content take the most two shares and familiarity is chosen only by 2 

respondents out of 78. This outcome can prove and affirm the analysis I made above. 
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Swedish people like Chinese food, but they do not know much about it. In the open 

ended question part, few respondents gave their opinion with their own words about 

Chinese food. When they are asked about comments about Chinese food products, 

most people wrote “Nej” (no). During the questionnaire research process, if I found 

somebody wrote something about their comments for Chinese food, I would like to 

inquire. To my surprise, these few people all have ever been to China and try Chinese 

food there. One elder lady said that “the Chinese food in Sweden cannot be called real 

Chinese food” and a middle age man told to me that “I like Chinese food but I don’t 

like the Chinese food here”. One woman who have been to China for several times 

said that “I don't think I get authentic Chinese food in Sweden. They should keep 

what real Chinese food is”. It is interesting to know that Swedish people who have 

never been to China express their love for Chinese food by rating questionnaires, 

while native people who have ever been to China told me that they do not like 

Chinese food here.  

5.2 Case study 1—Chinese restaurant 

From the manager of Chinese restaurant, Mr. Pan’s opinion, I can feel his satisfaction 

and achievability of running a Chinese restaurant in Sweden. Chinese food in Sweden 

has more than 30 years’ history. Swedish consumers learn more and more about 

Chinese food through Chinese restaurant. At the same time, managers like Mr. Pan 

change Chinese dishes according to Swedish consumers’ need and try to cater to 

Swedes. He gave me much positive aspects about Swedish consumers’ attitude to 

Chinese food such as competitive price and good taste. Furthermore, consumers’ 

demands for Chinese food become higher than before, not only because the 

competition from other countries’ food products, but also as a result of the increasing 

of acknowledge about Chinese food of Swedish consumers.  

 

However, most of Swedish people still do not have enough familiarity to Chinese 

food. It is still hard to run a Chinese restaurant in some small city. The income from 

limited number of customers there is not enough for covering cost. It is also one of 

reasons making Chinese food inconvenient to be bought in Sweden.  

 

He compared the cooking way between Swedish and Chinese. Chinese food is more 

complicated to prepare for Swedes even they can buy some imported spices in 

supermarket. It reduces feasibility of Chinese food consumption. The best and simple 

way for them is to go to restaurant. That is also an obstruction for Chinese food 

coming into general Swedish family. 

5.3 Case study 2—Willys 

For some reasons I mentioned before, the help and information from Willys is very 

limited. I thank for the reply from Helena Björklund all the same. Her views about 

Chinese food reflects the situation of Chinese food products in Swedish stores, 

moreover, her words correspond with what I found through questionnaire survey and 
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interviews of manager of Chinese restaurant. Chinese food is not familiar to Swedish 

people and not easy to cook. Some Chinese food products consumers could find in 

supermarket are mainly some sauces which are easy to use. People prefer to enjoy 

Chinese food in restaurant.   

 

Compared with Thai food and Japanese food, Chinese food products do not have 

specific category and concept from Swedish suppliers’ point of view and have less 

market share. These facts cause inconvenience for consumers who want to buy 

Chinese food. That could explain why Swedish consumers are not familiar to Chinese 

food, which is proved by questionnaire survey result.   

5.4 Summing up 

The empirical research of this study is developed in three ways which are the 

questionnaire survey, interviews with managers of Chinese restaurant and Willys 

supermarket. Information and data are collected from consumers’ perspectives as well 

as suppliers’ perspectives. Respondents and interviewees expressed their opinions 

about Swedish consumers’ attitude to Chinese food from different angles.  

 

According to the hierarchy of attitude from the ABC model (Somolon et al., 2006) 

and the analysis from the questionnaire survey, many Swedish consumers who choose 

Chinese food are from information processing perspective. They have positive 

attitude to Chinese food on its health, natural content and safety factors. People 

choose Chinese food usually because of their knowledge about Chinese food. Few of 

consumers choose it due to behavior learning perspective. These people have Chinese 

food because of its reasonable price. Most respondents show their negative attitude on 

convenience and familiarity dimensions. Swedish people do not know much about 

Chinese food, even when they pick food products in Swedish supermarkets. The 

number of kinds and brands of Chinese food products are very limited. Furthermore, 

Mr. Pan, a manager of Chinese restaurant admitted that Chinese food is relative 

difficult to cook as far as he know about Chinese and Swedish food. And one of 

manager of Willys supermarket, Helena Björklund expressed the similar meaning 

with Mr. Pan. Swedish people would like to enjoy Chinese food in restaurant. A good 

few people make a decision of eating Chinese food from hedonic consumption 

perspective. They enjoy the wonderful sensory appeal of Chinese food which can 

bring them good mood at the same time.  

 

According to the Balance Theory, the impression of country of origin can influence 

consumers’ attitude to products from that country. I have analyzed the relationship 

among Swedes, Chinese food and China in chapter 2. The impression of China will 

influence Swedish consumers’ attitude to Chinese food. Solomon et al. (2006) said 

that when perceptions are balanced, attitudes are likely to be stable. I remember Mr. 

Pan mentioned that during 1970s, in the beginning of Chinese food coming to Sweden, 

the business of Chinese restaurant was easier and more prosperous than present time. 
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Consumers began to know more about China and Chinese food from then on. They 

even demanded some traditional Chinese food like dumpling, Beijing duck and hot 

pot which were not offered in restaurant. That means Swedes like Chinese food and 

through travelling or other ways to know more about China. The triad was stable at 

that time and the relationship among Swedes, Chinese food and China was positive. 

However, according to this research, the data reflects that Swedes have negative 

motivation to Chinese products and an obscure impression of China. Adding to the 

element of competitors from other foreign countries’ food products such as Thai food, 

Japanese sushi and western fast food, more and more issues involved in Swedish 

consumers’ decision of food choice. The triad of balance among Swedes, Chinese 

food and China become unstable anymore. With the globalization, a huge number of 

Chinese products such as cloth, digital product, car, and commodity etc. are exported 

to Sweden. Knowledge of these products such as quality, price or service will 

influence Swedes’ impression of China. The data from questionnaire survey show that 

consumers have a negative attitude to other Chinese products and they are not sure 

what kind of impression they have about China. These issues are swaying the triad 

referring to Swedes, Chinese food and China. From the results of the first two open 

ended questions in questionnaire, we can see that the numbers of Chinese food or 

dishes Swedish people can tell are limited and fewer people can have some comments 

about Chinese food. More than half respondents choose 4 when they are asked about 

the impression of China. The lack of knowledge about Chinese food and China might 

cause Swedes some one-sided or even incorrect cognition. This kind of unclear 

understand of China must influence the triad in negative way.   
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6 Conclusions and limitations 

Summary of analytical findings for this study will be described in this chapter. After 

the conclusion, the limitations of this research will be remarked as well.    

6.1 Conclusions  

The aim of this study is to investigate Swedish consumers’ attitude to Chinese food. 

Qualitative and quantitative research methods are used in this study in order to collect 

relevant data for analysis. The ABC model and Balance Theory are seen as theoretical 

basis for data analysis. From the empirical research analysis mentioned in the 

previous chapter, the Swedish consumers’ attitude to Chinese food is concluded in the 

following aspects. 

 

Swedish people like Chinese food, but it is not the only or best choice for them. Their 

love to Chinese food not only reflect in their positive attitude to some dimensions 

such as health, natural content and safety, but also the good mood which delicious 

Chinese food could bring to them. Chinese food has not very long history in Sweden. 

There are still many people are unfamiliar with Chinese food. Most of them did not 

try Chinese food when they were children and do not eat Chinese food very often. 

More and more food products from foreign countries increase Swedish consumers’ 

choice and they also become strong competitors of Chinese food, especially Thai food, 

Japanese sushi and west fast food. Chinese food business becomes harder than before. 

Although this study prove Swedish people have positive attitude to Chinese food in 

many aspects, but it does not mean that consumers will choose Chinese food when 

they make a decision on food choice.   

 

Swedish people like Chinese food, but it is not convenient and familiar for them. They 

like Chinese food because they think the price of it is cheaper than Swedish meal. 

Moreover, compared with fast food, Chinese buffet offer more kinds of dishes for 

choosing. But Chinese restaurants are usually opened in main business street of big 

cities. It is not convenient for consumers to go. Considering the complicated process 

of cooking Chinese food, Swedish people who do not want to spend time in cooking 

hardly choose Chinese food preparing at home. Furthermore, the materials of cooking 

Chinese food are limited in supermarket. On one hand, it brings opportunities for 

Chinese restaurant. Consumers like Chinese food but do not want to cook or have no 

condition to make it. The best way is going to restaurant. On the other hand, it limits 

the developing of Chinese food in Sweden. This is another reason why some Swedish 

people are not familiar with Chinese food. 

 

Swedish people like Chinese food, but they know less about China. The food of one 

country can reflect the culture in some degree and the culture is an important part for 

a country. If Swedish people know nothing about China, how they recognize which is 
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Chinese food and which is not Chinese food. The attitudes to Chinese food from 

people who have been to China and people who have never been to China are quite 

different. Even though I just met few of people who had food in China, what they said 

was very impressive. Considering to the Balance Theory, if the impression of China 

could influence Swedish consumers’ attitude to China, I prefer to believe that Chinese 

food in Sweden will attract more Swedish attention to China. 

6.2 Limitations 

There were some limitations for this research. The most important limitation was that 

some of Swedish people have never try Chinese food before or seldom eat it. Before 

every questionnaire handed out, one question—have you ever try Chinese food before, 

would be asked. The result would be more realistic if all respondents have experience 

of eating Chinese food. A few people expressed that they might try Chinese food 

before, but they did not know whether it was real Chinese food or they had no idea 

about that. 

 

Incomplete data and limited information is another limitation of this study. 22out of 

100 questionnaires collected were not filled integrally. Those data was unavailable to 

use for analyzing. Besides, Willys supermarket do not support student study for thesis. 

They could not offer their sales figures and provide little information about Chinese 

food. Therefore the information from interviews is just a supplement for questionnaire 

survey.  

 

Another important limitation is language. Even though the English questionnaires 

were printed, few Swedish people would like to choose it. And only three people 

answer the questionnaire in English. A plenty of time spent in translating Swedish into 

English. There might be some inexact translation of respondents’ opinions or 

misunderstanding caused by language element.   
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Appendix 1 

Questionnaire: consumers’ attitude to Chinese food 
 
This questionnaire has been designed by a student of Gotland University to 
obtain information about Swedish consumers’ attitude to Chinese food. Please 
take a few minutes to answer the following questions.  
                                                                                 

Single choice questions  
I think Chinese food ____        strongly disagree             strongly agree 
1. Is not expensive         □1 □2 □3 □4 □5 □6 □7 
2. Is safe to eat/ buy    □1 □2 □3 □4 □5 □6 □7 
3. Is what I usually eat    □1 □2 □3 □4 □5 □6 □7 
4. Smells nice    □1 □2 □3 □4 □5 □6 □7 
5. Contains natural ingredients    □1 □2 □3 □4 □5 □6 □7 
6. Helps me control my weight    □1 □2 □3 □4 □5 □6 □7 
7. Is cheap    □1 □2 □3 □4 □5 □6 □7 
8. Is familiar    □1 □2 □3 □4 □5 □6 □7 
9. Keeps me healthy    □1 □2 □3 □4 □5 □6 □7 
10. Looks nice    □1 □2 □3 □4 □5 □6 □7 
11. Worry about the safety    □1 □2 □3 □4 □5 □6 □7 
12. Contains no artificial ingredients   □1 □2 □3 □4 □5 □6 □7 
13. Has a pleasant texture    □1 □2 □3 □4 □5 □6 □7 
14. Helps me relax    □1 □2 □3 □4 □5 □6 □7 
15. Is good value for money    □1 □2 □3 □4 □5 □6 □7 
16. Is like the food I ate when I was a child □1 □2 □3 □4 □5 □6 □7 
17. Is low in fat    □1 □2 □3 □4 □5 □6 □7 
18. Is nutritious    □1 □2 □3 □4 □5 □6 □7 
19. Takes no time to prepare    □1 □2 □3 □4 □5 □6 □7 
20. Can be bought in shops close to where   □1 □2 □3 □4 □5 □6 □7 

 I live 
21. Is high in protein    □1 □2 □3 □4 □5 □6 □7 
22. Tastes good    □1 □2 □3 □4 □5 □6 □7 
23. Cheers me up    □1 □2 □3 □4 □5 □6 □7 
24. Is easily available in shops and    □1 □2 □3 □4 □5 □6 □7 

Supermarkets                         
25. Is high in fiber and roughage    □1 □2 □3 □4 □5 □6 □7 
26. Makes me feel good         □1 □2 □3 □4 □5 □6 □7 

                              absolutely wrong          absolutely right  
27. I like eat rice    □1 □2 □3 □4 □5 □6 □7 
28. I like drink tea    □1 □2 □3 □4 □5 □6 □7 
29. I want to go to China    □1 □2 □3 □4 □5 □6 □7 
30. I am allergic to bean products    □1 □2 □3 □4 □5 □6 □7 
31. I can use chopsticks     □1 □2 □3 □4 □5 □6 □7 
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32. I would like spend time to cook or  □1 □2 □3 □4 □5 □6 □7 

wait for 
33. I often visit Chinese restaurants/   □1 □2 □3 □4 □5 □6 □7 

buy Chinese food 
34. I usually buy Chinese products         □1 □2 □3 □4 □5 □6 □7 

(except food products) 
35. I have a good impression of China       □1 □2 □3 □4 □5 □6 □7 

36. Which is the element that you concern the most when you choose Chinese 
food? 
□health  □mood  □convenience  □sensory  □natural content □price  
□weight control  □familiarity  □image of country of origin  □safety 

 
Open ended questions  
1. What’s your favorite Chinese food? Why you like it? 
                                                                       
                                                                        
2. Do you have any comments or suggestions to Chinese food or Chinese 
restaurant?   
                                                                       
                                                                       
3. What’s your first choice when you go to foreign restaurants or buy imported 

food products?  
                                                                       
                                                                       
 
Personal information 

Gender:  

□Male  □Female 

Age:  

□<25  □26-35  □36-45  □46-55  □56-65  □>65 

Income  

□<10000  □10000-20000  □20000-30000  □>30000 

Marital status:  

□single  □married  □divorced/widowed  □living with a partner 

Household size:  

□1  □2  □3  □4  □>4 

Place of residence in Sweden:  

□north  □south  □middle  

 

Thanks for your help!  
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Appendix 2 

Frågeformulär: konsumenternas attityd till kinesisk mat 

 

Detta frågeformulär har utformats av en student på Högskolan på Gotland att få 
information om svenska konsumenters inställning till kinesisk mat. Ta några 
minuter att besvara följande frågor. 
                                                                       

Enda val frågor 

Jag tycker att kinesisk mat ___     instämmer inte alls          instämmer helt 

1. Inte är dyrt         □1 □2 □3 □4 □5 □6 □7 

2. Är säkert att äta / köpa    □1 □2 □3 □4 □5 □6 □7 

3. Är vad jag brukar äta    □1 □2 □3 □4 □5 □6 □7 

4. Luktar gott    □1 □2 □3 □4 □5 □6 □7 

5. Innehåller naturliga ingredienser   □1 □2 □3 □4 □5 □6 □7 

6. Hjälper mig att kontrollera min vikt  □1 □2 □3 □4 □5 □6 □7 

7. Är billig    □1 □2 □3 □4 □5 □6 □7 

8. Är bekant    □1 □2 □3 □4 □5 □6 □7 

9. Håller mig frisk    □1 □2 □3 □4 □5 □6 □7 

10. Ser gott ut    □1 □2 □3 □4 □5 □6 □7 

11. Gör mig orolig för säkerheten    □1 □2 □3 □4 □5 □6 □7 

12. Innehåller inga konstgjorda ingredienser □1 □2 □3 □4 □5 □6 □7 

13. Har en behaglig konsistens    □1 □2 □3 □4 □5 □6 □7 

14. Hjälper mig att slappna ar    □1 □2 □3 □4 □5 □6 □7 

15. Är bra valuta för pengarna    □1 □2 □3 □4 □5 □6 □7 

16. Är som maten jag åt när jag var barn    □1 □2 □3 □4 □5 □6 □7 

17. Har låg fetthalt    □1 □2 □3 □4 □5 □6 □7 

18. Är näringsrikt    □1 □2 □3 □4 □5 □6 □7 

19. Tar ingen tid att förbereda    □1 □2 □3 □4 □5 □6 □7 

20. Kan köpas i butiker nära där jag bor   □1 □2 □3 □4 □5 □6 □7 

21. Har hög halt av protein    □1 □2 □3 □4 □5 □6 □7 

22. Smakar gott    □1 □2 □3 □4 □5 □6 □7 

23. Gör mig glad    □1 □2 □3 □4 □5 □6 □7 

24. Är lätt att få tag på i livsmedelsbutiker □1 □2 □3 □4 □5 □6 □7 

25. Innehåller mycket fibrer     □1 □2 □3 □4 □5 □6 □7 

26. Får mig att må bra          □1 □2 □3 □4 □5 □6 □7 

                                    helt fel                 helt rätt 

27. Jag tycker om att äta ris    □1 □2 □3 □4 □5 □6 □7 

28. Jag tycker om att dricka te    □1 □2 □3 □4 □5 □6 □7 

29. Jag vill åka till Kina    □1 □2 □3 □4 □5 □6 □7 

30. Jag är allergisk mot bönprodukter   □1 □2 □3 □4 □5 □6 □7 
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31. Jag kan använda ätpinnar     □1 □2 □3 □4 □5 □6 □7 

32. Jag tycker om att lägga tid på matlagning □1 □2 □3 □4 □5 □6 □7 

33. Jag besöker ofta kinesiska restauranger/ □1 □2 □3 □4 □5 □6 □7 

köper ofta kinesisk mat 

34. Jag brukar köpa kinesiska produkter  □1 □2 □3 □4 □5 □6 □7 

(ej livsmedel) 

35. Jag har en bra bild av Kina              □1 □2 □3 □4 □5 □6 □7 

36. Vilken faktor betyder mest när du väljer kinesisk mat? 

□hälsa □stämning □bekvämlighet  □sinnesintryck  □naturliga 

ingredienser □pris  □viktkontroll  □vana  □bild av ursprungslandet  

□säkerhet 

 

Öppna frågor  

1. Vilken är din favorit av kinesisk mat? Varför? 

                                                                       
                                                                                  

2. Har du några synpunkter på eller förslag till kinesisk mat eller kinesisk 
restaurang? 

                                                                       

                                                                       

3. Vad är ditt första val när du går till utländska restauranger eller köpa 

importerade livsmedel? 

                                                                       

                                                                      

 

Personuppgifter 

Kön:  

□Man  □Kvinna 

Ålder:  

□<25  □26-35  □36-45  □46-55  □56-65  □>65 

Intäkter  

□<10000  □10000-20000  □20000-30000  □>30000 

Civilstånd:  

□singel  □gift  □frånskild / änka  □lever med en partner 

Hushållsstorlek:  

□1  □2  □3  □4  □>4 

Hemvist i Sverige:  

□norr  □söder  □mitten 

                                                                       

Tack för din hjälp! 
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Appendix 3 

Swedish consumers’ attitude to Chinese food in relation to gender 

ABC model Factor 
Mean 

Man Woman 

A 

Sensory appeal 

4.73 4.59 Mood 

Image of China 

B 

Convenience 

3.75 3.67 Price 

Familiarity 

C 

Health 

4.49 4.69 

Natural content 

Weight control 

Culture  

Safety 

 

 

 

 

 

 

Swedish consumers’ attitude to Chinese food in relation to age 

ABC model Factor 
Mean 

<25 26-35 36-45 46-55 56-65 >65 

A 

Sensory appeal 

5.11 4.78 4.72 4.33 4.66 4.26 Mood 

Image of China 

B 

Convenience 

3.48 3.81 3.81 3.78 4.16 3.63 Price 

Familiarity 

C 

Health 

4.48 4.36 4.61 4.32 4.61 4.40 

Natural content 

Weight control 

Culture  

Safety 
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Swedish consumers’ attitude to Chinese food in relation to income 

ABC model Factor 
Mean 

<10000 10000-20000 20000-30000 >30000 

A 

Sensory appeal 

4.81 4.64 4.58 4.68 Mood 

Image of China 

B 

Convenience 

3.44 3.86 3.83 3.90 Price 

Familiarity 

C 

Health 

4.37 4.39 4.53 4.70 

Natural content 

Weight control 

Culture  

Safety 

 

 

 

 

 

Swedish consumers’ attitude to Chinese food in relation to marital status 

ABC model Factor 

Mean 

Single Married 
Divorced/ 

widowed 

Living 

with a 

partner 

A 

Sensory appeal 

4.73 4.34 4.94 4.93 Mood 

Image of China 

B 

Convenience 

3.46 3.90 3.82 4.02 Price 

Familiarity 

C 

Health 

4.35 4.49 4.48 4.70 

Natural content 

Weight control 

Culture  

Safety 
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Swedish consumers’ attitude to Chinese food in relation to household size: 

ABC model Factor 
Mean 

1 2 3 4 >4 

A 

Sensory appeal 

4.84 4.47 4.77 4.75 4.88 Mood 

Image of China 

B 

Convenience 

3.55 3.81 4.07 3.71 3.42 Price 

Familiarity 

C 

Health 

4.35 4.33 4.89 4.62 4.37 

Natural content 

Weight control 

Culture  

Safety 

 

 

 

 

 

Swedish consumers’ attitude to Chinese food in relation to place of residence 

ABC model Factor 

Mean 

North South Middle 

A 

Sensory appeal 

4.30 4.25 4.45 Mood 

Image of China 

B 

Convenience 

4.11 3.79 3.72 Price 

Familiarity 

C 

Health 

3.98 4.53 4.48 

Natural content 

Weight control 

Culture  

Safety 

 


