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Abstract	
Sustainable	 behavior	 in	 grocery	 shopping	 has	 great	 significance	 today	 due	 to	 the	 increase	 in	 food	
consumption.	 Consumers	 play	 an	 important	 role	 in	 contributing	 towards	 sustainability	 with	 their	
sustainable	behavior	in	grocery	shopping.	The	study	aims	to	develop	an	understanding	on	how	to	design	
an	online	grocery	shopping	application	to	support	sustainable	consumer	behavior	by	applying	Design	
Science	 Research	 (DSR)	 and	 Persuasive	 Systems	Design	 (PSD)	model.	 The	 focal	 contribution	 of	 the	
research	is	to	investigate	what	motivates	consumer	behavior	towards	sustainable	consumer	behavior	
and	with	that	knowledge	providing	a	design	solution	for	that.	In	the	end,	a	prototype	of	an	online	grocery	
shopping	application	will	be	designed	and	tested	 in	 iterations	that	should	support	 the	consumers	 in	
making	better	informed	sustainable	choices	with	the	help	and	persuasiveness	of	the	design.		
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1. Introduction	
Consumption	 of	 food	 has	 been	 increasing	 with	 the	 growing	 population	 of	 the	 world.	 The	
production	 of	 food	 has	 led	 to	 many	 negative	 impacts	 on	 the	 Earth,	 such	 as	 climate	 change,	
biodiversity	 loss,	 and	 the	 degradation	 of	 ecosystems	 [1,	 2].	 Thus,	 the	 challenge	 is	 to	 produce	
sufficient,	 nutritious	 food	 to	 feed	 a	 growing	 number	 of	 global	 citizens,	 while	 concurrently	
reducing	 the	 environmental	 footprint	 of	 the	 entire	 food	 chain,	 but	 perhaps	 especially	 that	 of	
consumers,	since	61%	of	the	world’s	food	waste	takes	place	within	households	[3].	Meaning	that	
consumers	play	a	vital	role	in	transitioning	towards	a	more	sustainable	future	when	it	comes	to	
groceries.		
Changing	 consumer	 behaviour	 is,	 however,	 more	 difficult	 than	 it	 sounds.	 Despite	 our	

increasing	 awareness	 about	 the	 factors	 influencing	 sustainable	 behaviour,	 or	 its	 lack	 thereof,	
there	is	still	a	dearth	of	empirical	research	about	effective	ways	to	target	these	factors	and	put	
what	we	have	learned	into	practice	[4,	5].	Additionally,	there	is	a	lack	of	research	on	the	role	of	
digital	information	systems	in	aiding	and	nudging	consumers	to	make	more	sustainable	grocery	
choices.	 The	 existing	 digital	 tools	 in	 grocery	 stores	 for	 consumers	 are	 focused	 only	 on	 the	
streamline	of	cash	flow,	but	not	consumer	behaviour	or	their	preferences.	This	project	focuses	on	
enabling	consumers	to	act	more	sustainably	in	their	purchase	decisions	of	groceries	with	a	digital	
technology	(e.g.,	app),	based	on	the	consumer’s	decision-making	and	behaviour	processes.	We	
will	 interview	 consumers	 to	 understand	 their	 grocery	 buying	 process,	 their	 views	 on	
sustainability	 and	 sustainable	 consumption,	what	 factors	 and	design	 solutions	 influence	 their	
grocery	choices	and	behaviour,	and	how	a	digital	technology	might	aid	them	with	better	informed	
options.	 The	 purpose	 of	 this	 project	 is,	 with	 a	 particular	 focus	 on	 sustainability,	 to	 develop	
knowledge	on	influencing	factors	on	consumers’	decision-making	of	grocery	purchases	and	the	
potential	knowledge	on	the	design	factor	of	digital	technologies	in	this	process.	The	design	factor	
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involves	how	to	design	a	digital	technology	keeping	the	consumers	at	the	centre	in	the	design	
process.	

2. Literature	Review	
Consumers	with	a	positive	attitude	 towards	environmental	 concerns	are	more	 likely	 to	 try	 to	
reduce	environmental	impact	[6].	Despite	showing	positive	attitudes	towards	the	environment,	
consumers	later	do	not	perform	sustainable	actions	[7].	Research	on	the	attitude-behavior	gap	
between	 sustainable	 attitude	 and	 sustainable	 actions	 are	 explored	 by	 scholars	 [8,	 9],	 which	
suggests	 that	 customers	 do	 not	 act	 as	 they	 say;	 this	 “attitude-behavior	 gap”.	 Framework	 like	
“SHIFT’	can	be	useful	in	addressing	sustainability	[10].			
There	has	been	an	 increased	 interest	 in	sustainable	development	 in	 IS	 field	due	 to	climate	

change	 and	 environmental	 problems	 [11].	 IT	 can	 be	 instrumental	 in	 fighting	 and	 providing	
solutions	 to	 the	 negative	 effects	 of	 the	 environment	 [12].	 IT	 can	 be	 a	 change	 actant	 in	
sustainability	 innovation	 [4]	 through	 the	 force	 that	 changes	human	behavior	 [13].	 IS	 scholars	
advocate	that	IS	can	contribute	with	its	solutions	in	lessening	negative	environmental	impacts	of	
people’s	behavior	by	demonstrating	societal	values	[14].	However,	there	have	been	few	works	on	
IS	solutions	that	contribute	to	sustainable	development	[4,	15].	There	is	also	a	lack	of	focus	on	
social	aspects	in	most	of	the	papers	on	IS	and	sustainability	[16].			
Persuasive	technology/	design	plays	a	vital	role	in	encouraging	people	to	behave	in	certain	

ways	for	the	better.	There	are	many	research	on	persuasive	technology,	but	most	of	them	are	
health,	wellbeing	or	medical	related	[17-21].	However,	very	few	research	focuses	on	food,	though	
in	different	ways,	such	as,	wastage	awareness	[22]	and	health-conscious	grocery	shopping	[23]	
etc.	 Thus,	 this	 project	 is	 an	 opportunity	 to	 explore	 the	 persuasiveness	 of	 design	 and	 its	 role	
towards	sustainable	consumer	behavior.			
This	 project	 attempts	 to	 investigate	 how	 technology	 with	 its	 design	 can	 be	 influential	 in	
consumers	grocery	purchase	decision-making.	Thus,	this	project	can	help	in	understanding	the	
role	of	the	design	of	a	digital	solution	that	motivate	consumers	towards	better	aware	and	better-
informed	choices	in	their	grocery	shopping,	thus	sustainable	consumer	behavior.			

3. Research	Objectives	
The	purpose	of	this	study	is	to	aid	sustainable	behaviour	in	grocery	shopping	through	the	design	
of	 an	 online	 application.	 We	 want	 to	 explore	 what	 motivates	 consumers	 to	 buy	 sustainable	
groceries	 and	how	we	 can	 integrate	 consumers’	 decision-making	 and	behaviour	processes	 as	
different	features	in	designing	an	online	grocery	shopping	application.	The	results	of	consumer’s	
experience	 of	 grocery	 shopping	will	 provide	us	with	 the	 insights	 of	what	 they	 look	 for	when	
selecting	 or	 buying	 products,	 the	 influencing	 factors	 of	 their	 choices,	 what	 features	 of	 the	
application	they	most	and	least	enjoy,	and	how	they	navigate	through	the	application	in	the	whole	
buying	 process.	 The	 results	will	 be	 useful	 in	 academia,	 as	 it	will	 provide	 knowledge	with	 its	
explorative	 approach	 on	 what	 and	 how	 design	 features/principles	 can	 be	 used	 to	 motivate	
consumers	 towards	 sustainable	 behaviour,	 in	 this	 case,	 behaviour	 of	 sustainable	 grocery	
purchasing.	It	also	contributes	to	practice	by	showing	what	consumers	find	important	or	difficult	
in	their	grocery	shopping,	and	thus	how	they	can	implement	the	design	in	real	life	to	motivate	
consumers	towards	sustainable	grocery	behaviour.	

4. Research	Questions	
As	the	work	focuses	on	designing	information	technology	to	promote	consumers	towards	more	
sustainable	 food	 purchasing	 habits.	 The	 main	 research	 objective	 is	 to	 contribute	 with	 new	
knowledge	on	how	digital	services	can	influence	sustainable	consumer	decision	making.	To	meet	
the	aim	of	the	research,	it	is	necessary	to	investigate	the	factors	influencing	consumers’	decision-



making	regarding	grocery	shopping	 [24],	and	 to	draw	from	the	 theoretical	 insights	as	well	as	
practice	to	design,	develop	and	evaluate-	an	online	application.		
	

• How	does	 the	 design	 of	 an	 online	 grocery	 shopping	 application	 affect	 the	 consumer’s	
grocery	choices?		

• What	characteristics/features	are	required	in	an	online	grocery	shopping	application	to	
aid	sustainable	consumer	behaviour?	

5. Related	Work	
There	 are	 several	 technologies	 developed	 for	 shopping,	 from	 smart	 phone	 applications	 to	
hardware	 integrated	 into	 shopping	 trolleys.	 There	 have	 been	 some	 applications	 that	 enable	
consumers	 to	 get	 information	 about	 a	 product	 just	 by	 scanning	 the	 product’s	 barcode,	 e.g.,	
GoodGuide,	RedLaser,	and	GoogleShopper	[25].	Most	of	the	applications	did	not	 last	that	 long.	
Despite	this	fact,	it	is	evident	that	there	is	an	active	community	that	wants	consumers	to	be	aware	
of	their	purchase	choices.	In	the	last	couple	of	years,	especially	regarding	food	purchase,	grocery	
companies	 like	Axfood	 [26]	 and	COOP	 [27]	 started	providing	 consumers	with	 information	on	
different	factors	of	the	products.		
Axfood’s	mat.se	[26]	started	to	show	product’s	CO2	emissions,	however	the	online	application	
has	now	changed	 to	mathem.se	where	 it	only	 shows	 information	such	as	product	origin,	 eco-
labelled	etc.	COOP	app	[27]	shows	different	sustainability	aspects	in	their	application.	However,	
it	 is	 not	 clear	 to	 what	 extent	 they	 have	 considered	 consumers’	 behavior	 and	 preferences	 in	
developing	the	applications,	but	 they	do	mention	that	customers	are	 interested	and	willing	to	
consider	food’s	carbon	footprint	[26].	These	applications	can	help	consumers	to	make	informed	
and	 conscious	 choices.	 These	 applications	 provide	 information	 on	 the	 environmental	 and	
sustainability	aspects	on	food	products.	There	is,	however,	a	gap	on	knowledge	on	how,	consumer	
decision	making	is	affected	by	such	information.	The	practical	initiatives	by	the	grocery	chains	
thus	signal	the	relevance	of	our	research,	and	provide	us	with	practically	grounded	questions,	
e.g.,	Is	it	(the	information	provided	in	the	application)	motivating	consumers	towards	sustainable	
decisions	 regarding	 food	 purchase?,	 What	 factors	 of	 decision	 making	 can	 help	 in	 nudging	
consumers	 to	 have	 sustainable	 consumption?,	 What	 features	 of	 an	 application	 promote	
sustainable	consumption	behavior?	These	questions	will	be	considered	in	this	research.	Our	work	
thus	explores	many	issues	with	the	existing	tools	in	grocery	stores	and	aims	at	improving	and	
developing	the	technology	to	encourage	consumers	in	making	sustainable	choices	in	their	food	
purchase	activities.	

6. Related	Work	

6.1. SHIFT	

SHIFT	 framework	 for	 sustainable	 consumer	 behavior	will	 be	 used	 in	 this	 research	 [10].	 The	
acronym	SHIFT	emerged	from	different	factors	(Social	influence,	Habit	formation,	Individual	self,	
Feelings	and	cognition,	and	Tangibility)	that	can	help	in	encouraging	consumers	towards	more	
sustainable	behavior.	These	factors	will	be	implemented	throughout	the	project.	These	factors	
can	guide	both	in	designing	and	evaluating	the	application.	The	results	can	show	what	factors	
should	 be	 considered	 more	 of	 importance	 than	 other	 factors.	 It	 can	 also	 help	 in	 presenting	
consumer’s	 responses	 towards	 the	 factors	 which	 can	 guide	 us	 to	 design	 for	 consumers	
sustainable	behavior.	

6.2. Design	science	research	

The	 study	will	 follow	Hevner’s	 [28]	 three-cycle	 design	 science	 research	 approach	 (relevance,	
rigor,	and	design)	as	the	problem	domain	needs	to	be	understood	first	and	then	find	solutions	



based	on	 that;	drawing	 relevance	of	 the	problem,	working	on	a	 rigor	 cycle	 through	 literature	
studies,	and	conducting	design-evaluation	cycles	to	iteratively	refine	problem	conceptualization	
and	solution	 for	 the	problem	domain.	Through	 this	process	we	 iterate,	evaluate,	validate,	and	
provide	 refined	 outcomes	 continuously,	 supporting	 the	 emergence	 of	 both	 technology	 design	
(technological	contributions)	and	abstract	design	knowledge	(theoretical	contributions).	

6.3. 	An	Eight-Step	Design	Process		

The	study	will	also	follow	Fogg’s	[29]	eight-step	design	process.	This	process	can	be	helpful	as	a	
guidance	to	the	design	process.	The	process	 is	also	flexible,	so	 it	can	be	used	according	to	the	
necessity	of	the	project.	It	helps	the	design	process	to	be	on	track	and	going	back	and	forth	with	
the	steps,	along	with	the	design	can	provide	better	outcome	for	the	desired	result.				

6.4. Persuasive	Systems	Design	

The	key	element	of	 this	 research	 is	 to	persuade	consumers	 in	 sustainable	decision-making	 in	
grocery	 shopping.	 As	 an	 artifact	will	 be	 designed	 to	 support	 consumers	 to	make	 sustainable	
grocery	choices,	so	the	artifact	will	contain	persuasive	designs.	Therefore,	the	study	will	follow	
Fogg’s	Persuasive	Technology	[30,	31]	and	Persuasive	System	Design	Model	(PSD)	[32]	 in	the	
design	process.	Different	design	principles	of	PSD	model	will	be	implemented	in	the	design	of	the	
application,	 which	 will	 go	 through	 iterations	 with	 the	 evaluation	 and	 testing	 done	 by	 the	
consumers.	

7. Research	Methodology	

7.1. Ethics	Application	

The	 research	 intends	 to	 change	 consumer	 behavior	 towards	 more	 sustainable	 in	 grocery	
shopping,	 which	 requires	 some	 ethical	 consideration.	 Therefore,	 we	 applied	 for	 Ethical	
Application	for	the	project	to	Swedish	Ethics	Board	in	December	2022	and	received	the	approval	
in	 February	 2023.	 The	 ethical	 application	 included	 the	 plan	 for	 the	 project,	 such	 as	 how	 the	
empirical	work	will	be	conducted,	how	the	data	will	be	stored	and	managed	etc.			

7.2. Survey	

A	survey	is	being	conducted	from	April	2023	with	a	combination	of	open-ended	questions	and	
multiple	 choice	 to	 get	 an	 understanding	 of	 what	 consumers	 think	 and	 want	 when	 they	 buy	
groceries.	It	will	provide	insight	into	how	consumers	do	grocery	shopping,	what	matters	to	them,	
their	opinion	on	sustainability	and	sustainable	grocery	shopping,	and	what	affects	their	decision-
making	 in	buying	groceries.	The	 survey	will	 stay	open	until	May	2023.	Consumers	of	diverse	
backgrounds	(age,	gender,	marital	status)	are	responding	to	it.	The	survey	will	later	be	analysed	
and	the	key	important	themes	from	the	respondents’	answers	will	be	taken	into	consideration	for	
the	design	phase.			

7.3. Usability	testing	

Three	types	of	prototypes	will	be	designed,	low-fidelity,	mid-fidelity	and	high-fidelity.	The	low	
fidelity	 prototype	will	 be	 designed	 from	 the	 analysis	 of	 the	 survey	 and	 existing	 applications.	
Usability	testing	will	be	conducted	for	all	the	prototypes,	which	will	include	think-aloud	method	
while	 testing	 the	 application	 that	 will	 be	 followed	 by	 semi-structured	 interviews	 with	 the	
consumers.	The	think-aloud	method	will	help	 in	understanding	what	comes	to	the	consumers	
mind	 while	 using	 the	 prototype	 that	 will	 help	 in	 editing	 the	 designs	 of	 the	 application.	 The	
interviews	can	be	helpful	in	understanding	consumers	online	grocery	behavior	in	depth.			



The	objective	of	the	usability	testing	is	to	understand	whether	the	designed	prototype	has	been	
successful	 in	 promoting	 or	 motivating	 consumers	 towards	 sustainable	 grocery	 purchasing	
behaviour.	It	will	give	us	insights	of	what	and	how	the	implemented	design	criteria	have	been	
utilised	in	this	study	and	give	us	opportunities	for	further	improvements	in	future.	

8. Research	Contribution	
This	study	will	design	an	online	grocery	shopping	application	prototype,	by	applying	a	design	
science	research	approach	with	persuasive	design	principles,	in	an	iterative	process	of	empirical	
studies,	 inquiry	 into	 consumers’	 requirements	 and	 views,	 and	 evaluations	 of	 the	 designed	
prototype,	that	will	help	consumers	to	make	sustainable	choices	in	their	online	grocery	shopping.		
The	 project	 will	 contribute	 to	 both	 Information	 Systems	 (IS)	 literature	 and	 practitioners	 by	
improving	 the	 existing	 applications	 for	 grocery	 purchase,	 especially	 towards	 sustainable	
consumer	behvaior.	The	study	is	going	to	use	DSR	and	persuasive	design	principles	and	consider	
consumers	behavior	regarding	 food	purchase	so	that	consumers	act	more	sustainably	 in	their	
purchase	 decisions	 with	 the	 help	 of	 a	 simpler,	 easier,	 and	 smarter	 online	 application.	 This	
research	 is	 Invention	 style	 DSR	 [33],	 a	 prototype	 will	 be	 designed	 where	 there	 is	 little	
understanding	of	 the	problem	context	and	 there	are	no	effective	artifacts	are	available	yet	as	
solutions	[33].	The	results	of	the	study	will	help	us	identify	a	design	guideline	for	designing	an	
online	 application,	 in	 this	 case	 for	 online	 grocery	 shopping,	 that	 can	 aid	 consumers	 towards	
sustainable	behavior.		
The	study	is	very	relevant	in	today’s	time	and	can	be	used	for	further	research	as	well.	As	it	is	
mentioned	 in	 the	 literature	 review	section	 that	 social	 aspect	of	 sustainability	 should	be	more	
studied	which	can	change	or	motivate	people	towards	sustainable	behavior.	This	research	with	
design	science	research	and	persuasive	systems	design	attempts	to	help	consumers	to	make	more	
informed	choices	with	their	grocery	shopping,	and	thus	motivating	them	to	sustainable	consumer	
behavior.			

References	

[1] 	Foley,	J.	A.,	Ramankutty,	N.,	Brauman,	K.	A.,	Cassidy,	E.	S.,	Gerber,	J.	S.,	 Johnston,	M.,	 .	 .	 .	
Zaks,	D.	P.	(2011).	Solutions	for	a	cultivated	planet.	Nature,	478	(7369),	337-342.		

[2] Tanner,	C.,	&	Kast,	C.	W.	 (2003).	Promoting	sustainable	consumption:	Determinants	of	
green	purchases	by	Swiss	consumers.,	20(10),	883–902.		

[3] UNEP	Food	Waste	Index	Report	(2021).	UN	Environment	Programme.		
[4] Bengtsson,	 F.	 &	 Ågerfalk,	 P.	 (2011).	 Information	 technology	 as	 a	 change	 actant	 in	

sustainability	 innovation:	 Insights	 from	 Uppsala.	 The	 Journal	 of	 Strategic	 Information	
Systems.	20,	96-112.		

[5] Elliot,	S.,	and	Binney	D.	(2008).	Environmentally	sustainable	ICT:	developing	corporate	
capabilities	and	an	 industry-relevant	 is	 research	agenda.	 In:	Proceedings	of	 the	Pacific	
Asia	Conference	on	Information	Systems	(PACIS).	Suzhou,	China,	July	2008.		

[6] Paul,	J.,	Modi,	A.,	and	Patel,	J.	(2016).	Predicting	green	product	consumption	using	theory	
of	planned	behavior	and	reasoned	action.	Journal	of	Retailing	and	Consumer	Services.	29,	
123–134.		

[7] Young,	W.,	Kumju	H.,	Seonaidh	M.,	and	Caroline	J.	O.	(2010),	“Sustainable	Consumption:	
Green	Consumer	Behaviour	When	Purchasing	Products,”	 Sustainable	Development,	 18	
(1),	20–31.		

[8] Ajzen,	I.,	and	Fishbein,	M.	(1977).	Attitude-behavior	relations:	A	theoretical	analysis	and	
review	of	empirical	research.	Psychological	Bulletin,	84(5),	888-918.		

[9] Vermeir,	 I.,	 and	 Verbeke,	 W.,	 (2006).	 Sustainable	 food	 consumption:	 exploring	 the	
consumer	“attitude	–	behavioral	intention”	gap.	J.	Agric.	Environ.	Ethics	19,	169–194.		



[10] White,	K.,	Habib,	R.,	&	Hardisty,	D.	J.	(2019).	How	to	SHIFT	Consumer	Behaviors	to	be	More	
Sustainable:	A	Literature	Review	and	Guiding	Framework.	 Journal	of	Marketing,	83(3),	
22-49.		

[11] Watson,	 R.T.,	 Boudreau,	 M.C.,	 and	 Chen,	 A.J.	 (2010).	 Information	 systems	 and	
environmentally	sustainable	development:	energy	informatics	and	new	directions	for	the	
IS	community.	MIS	Quarterly	1	(34),	23–38.		

[12] Erek,	 K.,	 Schmidt,	 N.-H.,	 Zarnekow,	 R.,	 and	 Kolbe,	 L.M.	 (2009).	 Sustainability	 in	
information	systems:	assortment	of	current	practices	in	IS	organizations.	In:	Proceedings	
of	the	Americas	Conference	on	Information	Systems	(AMCIS).	San	Francisco,	August	2009.		

[13] Akrich,	M.,	Latour,	B.	(1992).	A	summary	of	a	convenient	vocabulary	for	the	semiotics	of	
human	 and	 non-human	 assemblies.	 In:	 Bijker,	 W.E.,	 Law,	 J.	 (Eds.),	 Shaping	
Technology/Building	Society:	Studies	in	Sociotechnical	Change.	MIT	Press,	Cambridge,	pp.	
256–264.		

[14] Melville,	N.P.,	(2010).	Information	systems	innovation	for	environmental	sustainability.	
MIS	Quarterly	31	(1),	1–21.		

[15] Gholami,	R.,	Watson,	R.	T.,	Hasan,	H.,	Molla,	A.,	and	Bjorn-Andersen,	N.	(2016).	Information	
Systems	Solutions	for	Environmental	Sustainability:	How	Can	We	Do	More?,	Journal	of	the	
Association	for	Information	Systems.	Vol.	17,	Iss.	8,	Article	2.		

[16] Butler,	 B.S.,	 Ridings,	 C.,	 and	Pike,	 J.C.	 (2009).	 Growing	 local	 food	 systems:	 information	
technology	use	and	impacts	in	geographically	embedded	markets.	In:	Proceedings	of	the	
International	Conference	on	Information	Systems	(ICIS).	Phoenix,	December	2009.		

[17] Senette,	C.,	Buzzi,	M.	C.,	Paratore,	M.	T.,	&	Trujillo,	A.	(2018).	Persuasive	design	of	a	mobile	
coaching	app	to	encourage	a	healthy	lifestyle	during	menopause.	Proceedings	of	the	17th	
International	Conference	on	Mobile	and	Ubiquitous	Multimedia.		

[18] Buzzi,	M.,	Giugni,	F.,	Parodi,	O.,	Rapisarda,	B.,	&	Vozzi,	F.	(2019).	Designing	User	Inter	faces	
for	a	Wellbeing	Persuasive	App.	Proceedings	of	the	31st	Australian	Conference	on	Human-
Computer-Interaction.			

[19] Oyebode,	O.,	Graham-Kalio,	B.,	&	Orji,	R.	(2020).	HeartHealth:	A	Persuasive	Mobile	App	for	
Mitigating	 the	 Risk	 of	 Ischemic	 Heart	 Disease.	 Proceedings	 at	 15th	 International	 Con	
ference	on	Persuasive	Technology,	126–138.		

[20] Oyebode,	 O.,	 Alhasani,	M.,	Mulchandani,	 D.,	 Olagunju,	 T.,	 &	 Orji,	 R.	 (2021).	 SleepFit:	 A	
Persuasive	Mobile	App	for	Improving	Sleep	Habits	in	Young	Adults.	2021	IEEE	9th	Inter	
national	Conference	on	Serious	Games	and	Applications	for	Health	(SeGAH).		

[21] Chatterjee,	 A.,	 Prinz,	 A.,	 Gerdes,	 M.,	 Martinez,	 S.,	 Pahari,	 N.,	 and	 Meena,	 Y.	 K.	 (2022).	
ProHealth	eCoach:	User-Centered	Design	and	Development	of	an	eCoach	App	to	Promote	
Healthy	 Lifestyle	 with	 Personalized	 Activity	 Recommendations.	 BMC	 Health	 Services	
Research	22.	1120.		

[22] Aydin,	A.,	Micallef,	A.,	Lovelace,	S.,	Li,	X.,	Cheung,	V.,	&	Girouard,	A.	(2017).	Save	the	Kiwi.	
Proceedings	 of	 the	 2017	 CHI	 Conference	 Extended	 Abstracts	 on	 Human	 Factors	 in	
Computing	Systems.		

[23] Siawsolit,	C.,	Seepun,	S.,	Choi,	J.,	Do,	A.,	&	Kao,	Y.	(2017).	Personalized	Assistant	for	Health-
Conscious	Grocery	Shoppers.	Persuasive	Technology:	Development	and	Implemen	tation	
of	Personalized	Technologies	to	Change	Attitudes	and	Behaviors,	95–106.		

[24] Hofmeister-Tóth,	 Á.	 Kelemen,	 K.,	 &	 Piskóti,	 M.	 (2011).	 Environmentally	 conscious	
consumption	patterns	in	Hungarian	households.	Society	and	Economy,	33(1),	51–68.		

[25] Kalnikaite,	 V.,	 Bird,	 J.	 and	Rogers,	 Y.	 (2012).	 Decision-making	 in	 the	 aisles:	 informing,	
overwhelming	or	nudging	supermarket	shoppers?	Personal	and	Ubiquitous	Computing.	
17	(6),	1247-1259.		

[26] Axfood	 (2019).	 Mat.se	 först	 i	 världen	 med	 klimatmärkt	 sortiment.	 Retrieved	 from	
https://www.axfood.se/nyhetsrum/pressmeddelanden/2019/11/mat.se-forst-i-
varldenmed-



klimatmarktsortiment/#:~:text=Mat.se%20lanserar%20idag%20den,i%20samarbete%
20med%20fors	kningsinstitutet%20RISE.			

[27] COOP	(2021).	Coop	blir	 först	med	att	visa	matens	hållbarhetsavtryck.	COOP	Pressrum.	
Retrieved	 from	 https://pressrum.coop.se/coop-blir-forst-med-att-visa-
matenshallbarhetsavtryck/		

[28] Hevner,	A.	R.	(2007).	A	Three	Cycle	View	of	Design	Science	Research.	Scandinavian	Journal	
of	Information	Systems,	19	(2),	87-92.		

[29] BJ	 Fogg.	 (2009).	 Creating	 persuasive	 technologies:	 an	 eight-step	 design	 process.	 In	
Proceedings	of	the	4th	International	Conference	on	Persuasive	Technology	(Persuasive	
'09).	Association	for	Computing	Machinery,	New	York,	NY,	USA,	Article	44,	1–6.		

[30] Fogg,	B.J.	(2002).	Persuasive	Technology:	Using	Computers	to	Change	What	We	Think	and	
Do.	Morgan	Kaufmann,	San	Francisco.		

[31] Fogg,	 B.J.	 (2009).	 A	 behavior	 model	 for	 persuasive	 design.	 In	 Proceedings	 of	 the	 4th	
International	 Conference	 on	 Persuasive	 Technology	 (Persuasive	 '09).	 Association	 for	
Computing	Machinery,	New	York,	NY,	USA,	Article	40,	1–7.		

[32] Oinas-Kukkonen,	H.,	Harjumaa,	M.:	Persuasive	Systems	Design:	Key	Issues,	Process	Model,	
and	System	Features.	Communications	of	the	Association	for	Information	Systems	24(1),	
485–500	(2009).		

[33] Gregor,	S.,	and	Hevner,	A.	R.	(2013).	Positioning	and	Presenting	Design	Science	Research	
for	Maximum	Impact.	MIS	Quarterly,	37(2),	337-355.		

	


