English in Swedish
product packages

An exploratory study of how English is used in
product packages sold in the dairy section in

Swedish retall

Inga -Lena Bohm Fiederling

Department of English

Bachelor Degree Project

English Linguistics
Autumn 2014

Supervisor:  Maria Kuteeva

Stockholms
universitet



English in Swedish product
packages

An exploratory study of how English is used in pr oduct packages in
the dairy section in Swedish retail

Inga -Lena Bohm Fiederling

Abstract

This study explores the use of English in the texts of product packages sold in Swedish
retail. This includedooking at the proportion of English of the packagefoaf brands

God Morgon, Froosh, Oatland Wellnessas well as exploring what moves are most
likely to be in English and furthermore, what cultural values are conveyed by the texts
The most significant findings arthat the proportion of English varies ang both
between and within the brands, depending on the specific niche the products have.
Furthermore, in line with previous studies, English is mainly found in the attention
grabbing moves such as headlines and leads, whereas Swedish is more fretipgent in
copy which serves a more explanatory and detailing function. This is true except for the
texts of the brandDatly, with the main copy also in English. The cultural values
conveyed by the texts, finally, both support previous findings, but it may lyesieg

that some of the values, such resture and morality, havejust recently begun to be
associated to English.
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1. Introduction

1.1 Background and literature review

These days, English is seen in many contexts in Sweden. According to Bolton and
Meierkord (2013), English is increasingly used in domains such as education, §usines
popular culture, the internet and mass media. Sweden has one of the highest proportions
of English speleers in Europe amounting to 89%uropean Commission 2006:13).
English is evidently entering into more domains in Swedish society.

Advertising isone of the most widespread ways of conveying messages and cultural
values in todayds society, as it i's commut
Given the cultural impact advertising has on society and its members, it is logical that it
has been thoughly studied within various disciplines. Pollay, for instance, created a
method for categorizing the cultural values that are conveyed in advertising (1983), El
dal yés arti cl emodalxdigdowse efadvdrtisieg innthe [Egyptian media
(2011) and Bhatia has produced extensive work in the field of promotional genres
(2005) These and other studies have contributed to the research on the discourse of
advertising, other promotional genres and their subcategories. Other research has been
conductd on English in advertisements in countries where English is a second
language, such as Pahta & Taavitsainen on the use of English in advertisements in the
Finnish Yellow Pages (2004), Cheshire & Moser on the use of English in
advertisements in Frendpe&k i ng Switzerl and (2010) as wel
English in Hungarian advertising (2011). Until now, the explored material has consisted
of print advertisements, business letters and other promotional texts.

Accor di ng t o(208%) mdambotianals/aluesshpve inved many forms of
discourseHe describes advertisements as a form of promatidiscourse designed to
sell products or services to a certain target group by employing a cettairisetorical
moves namely:

Headlines

Targding the market

Justifying the product/service by establishing a niche
Detailing the product/service

Establishing credentials

Endorsement or Testimonials

Offering incentives

Using pressure tactics

© ©o N o g ko DNPRE

Soliciting response
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©
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Most advertisenents make use of the moves in this list to promote products. Worth
noting is also that Bhatia says that advertisements do not make use of all of these moves
in the same advertisement, and that they are often used in a creative way to create a
memorable déct. Furthermore he claims théte most important aspect of advertising

is to differentiate the product, that is, giving the produmigueniche that fills a gap in

the consumer 06s n e tadisonaly Bahievedby e straighfarwardon i s
descriptionof the product as good, positive fawvourable in a way that other products

are not However, Bhatiapoints to the fact that advertisements are increasingly
becoming objects of genmaixing and embedding of messages. Hence, it is concluded
thatthe production of advertisementamre like an art form where copywriters need to
challenge their creativity and invent new ways of promoting products, partly by
introducing new genres intbe discourse of advertising

In Garcia¥Y e st e 6 2018)r Englishl as advertisement language in Sweden is
explored.The study is builaroundthe three questions 1) How much English is there in
Swedish print advertisements? 2) Which part(s) of the message are more likely to
contain English? and 3) Which vakiare attributed to the products through English
words and phrasesThe major findings show that first of all, only very few
advertisements are complsteéh English (9 of 73), antlis sample as a whole contains
few messages only written in English. Furthere, his results support previous studies
showing that English is mainly used in the attentjoabbing parts of the text, such as
headlines and lead®n the other hand, in the copyhich is the more elaborated and
explanatory text, Swedish is by fdret most used languag@nly in a few cases, the
copy included EnglishThis is given the possible explanation that English stands out
more in an otherwise Swedish text, and therefore serves asaatigrabbing as it is
different. The copy on the other hd, provides more detailed informatioand is
therefore preferably in Swedish to make sure the audience fully understands the
message.

Finally, to explore the cultural values manifest in the advertisements, &asia
(2013)made use o felwherd cultargl ¥atuesrare dategorized in a system of
42 differentappealsthat is, certain ways of expressing the cultural values intended to
influence the target audien¢@ppendix B) According to the studythe three most
common appealsere effectvenessadventureand distinctiveness and it is suggested
that in Swedish advertisements, there might be an association between these cultural
values and the English languagen P o | | #1983 sthe sulturadl walues manifest
in advertising are expted. The aim for his study was to invent a category system that
covers all cultural valuesound in advertisements. As Pollay further claims, it is
important to understand how advertisements affect us, as they are more widespread
through mass media thanettommunication of other institutions in society where our
cultural values are present. Therefore, the values carried by advertisements become
universal (Pollay 1983).

Furthermore, the studyexplained how cultural values are expressed in the
advertisenents and Pollay describes in short terms that the values are communicated in
arny way possible to depictther od u ct ia the effeg of dhé society where the
marketing message is conveydebllay (1983) and Bhatia (20provide adequate
models andrisights onhe discourse of advertisemernitmwever,it seems as if there are

no studiesfocusing on the use of English as packaging language on products aimed for the
Swedish market, and that is the reason for carrying out this first, exploratory sthdyfiild.
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1.2. Aim

This study aims to explore the use of English in theydd@partment in Swedish retail.

In contrast to most product categories within the dairy department, some product
categoriesseem tostand out with more English used as pacKagguage than others,
namely functional products (i.e. products claiming to give more benefits than being just
food) and chilled fruit drinks (juices and smoothies). In those product categories,
English is beginning to be used more often, sometimes asthéanguage, sometimes
mixed with Swedish. The aim of this study builds on Gaxtie s t e 6 of Emglishu d y
used in Swedish print advertiseme(2913) but in this project, the use of English in

the packages of products in the dairy section in Swedisiil wll be explored.The
sameresearch questions are applied to another set of data in this project:

1. How much English is there in packages in the products sold in the dairy
section in Swedish retail?

2. Which parts of the message are more likely to beewrith English?

3. What values are attributed to the products through English words or
phrases?

13. Aut hor 6 s egieer sp

The idea ér this project is a fruit of mpackground. Working with marketing of as
widely spread product categories as French yogurtcaewche fraiche and American
batteries and flashlights, | have been involved in changing the language of packages and
point-of-sales matéal from Swedish into EnglishThis background gives me both
uniqueand valuable insightmto the subjectand thismay most likely add a marketing
perspective tothe analysisof data, apart from a linguistic ondhe marketing
perspective includes adding knowledge and assumptions that are considered as truths
within the discourse of marketing, anthy not alwaysxplicitly reflected upon in the
analysisas they may be taken for granted

2. Methodology

2.1. The rhetorical moves in advertising

First, the texts willbe analgzd usi ng Bhatiads moves. The
GarciaYest ebs article (Healidel jmoviH (head and move £ 2
(Copy) are the three moves applicable for the products in this study. For this project,
brand logotypes, such @sla, have been included in the categbleadline instead of

move 5, §nature This is due to the fachat the brand logo has been given a central
and emphasized placement on the front safethe packages and not in the actual
signature which is often placed at theabk or the side of the package. This implies that

3



the actual signature plays a less pramirrole in packages than in print advertisements
Move 1 (Visuals),is also left outbecauseof the scope of this studyMove 6,
(Coupons/offering incentive$3 left out as it is not applicable to the chosen media

Table2 . 1. Bhati ads moves

Bhat iegdriss c at

Move 1: Visuals/readThe visual elements are generally crucial in terms of cat
attraction peopl eds attenti on. Thesg
drawings, or graphic accessories, such as color backgr
borders, etc.

Move 2: Headline The headline is usually the most important element 4
with the visual elementdypically, it includes the slogan
catchphrase.

Move 3: Lead Some adverts include a subhead or lead that briefly ex

the main headline. Sometimes it becomes the slogamadir
objective is to justify the product by establishing a niche.

Move 4: Copy The copy is the main text of the advertisement. This |

can present different realizations, namely:
Detailing the product
Establishing credentials
Endorsement or testimais
Using pressure tactics
Soliciting response

Move 5: Signature The sigaturepr ovi des the adver
advertiseros name, addr e s
address etc.

Move 6/Coupons and otherrstat egi es attract

Coupons/offering and may raise their response by offering an incentive.

incentives

After defining the texts according to the moves above, one representative product from
each product group was selected in order to see how much Erghshig in the
packages overall. After that, the movasEnglishare exploredand if there are some
connections between move and language. That is, are the headings, the leads and the
copies mainly in English or Swedish? To do so, images of all the sidiee packages

were put in a visual presentation. The relevant texts in each package were then encircled
and marked for which move they represent and thereafter categorized in a spreadsheet
to see the extent of Englistersus Swedish in the packag€&beredter, the texts from

the packages weranalyzedu si ng Pol |l aybés appeals (Poll ay
values are carried by the English texts. The purpose of doing that was to see what
meaning the English texts have, in the sense of which values aeel ¢arithe texts.
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22. Pol | ay 6 s intis ptan |

Below is a listof the appeals from Pollay (1983) that are referred to in this skaty.
reasons of space and relevance, the comprehensive list is found in the appendix.

1 Modern
- contemporarymnodern new, improved, progressive, advanced
- introducing, announcing

1 Technological
- engineered, fabricated, formulated, manufactured, constructed, processed
- resulting from science, invention, discovery, research
- containing secret ingredients

1 Natural
- referencesa the elements, animals, vegetables, minerals, farming
- unadultered, purity (of product), organic, grown, nutritious

1 Ornamental
- beautiful, decorative, ornate, adorned, embellished, detailed, designed, styled

1 Practical- effective
- feasible, workable, usefupragmatic, appropriate, functional, consistent, efficient,
helpful, comfortable (clothes), tasty (food)

1 Plain
- unaffectedpatural prosaic, homespun, simple, artless, unpretentious

1 Wisdom
- knowledge, education, awareness, intelligence, curiosityfaaten, comprehension,
sagasity, expertise, judgment, experience

1 Traditional
- classic, historical, antique, old, legendary, thmoured, longtanding, venerable,
nostalgic

1 Unique
- expensive, rich, valuable, highly regarded, costly, extravagant, exatbiixurious,
priceless

9 Distinctive
- rare, unique unusual, scarce, infrequent, exclusive, tasteful, elegant, subtle, esoteric,
handcrafted

1 Morality
- humane, just, fair, honest, ethical, reputable, principled, religious, devoted, spiritual



1 Adventure
- baldness, daringhravery, courage
- seekingadventurethrill, or, excitement

1 Youth
- being young or rejuvenated, children, kids
- immature, undeveloped, junior, adolescent

1 Freedom
- spontaneous, carefree, abandoned, indulgent, at liberty, uninhibited, passionate

1 Casual
- unkempt, disheveled, messy, disordered, untidy, ruffled, rumpled, sloppy
- casualirregular, noncompulsive, imperfect

1 Untamed
- primitive, untamed fierce, coarse, rowdy, ribald, obscene, voracious, glutonous,
frenzied, uncotrolled, unreliable, capt, obscene, deceitful, savage

1 Tamed
- docile, civilized, restrained, obedient, compliant, faithful, reliable, responsible,
domesticated, sacrificing, selenying

1 Sexy-vain
- having a socially desirable appearance, being beautiful, pretty, handsomg, bein
fashionable, welgroomed, tailored, graceful, glamourous

2.3. Interview with a former employee at Arla

Finally, for extra insight into the reasons for choosing English as package language, one
former employee aArla was interviewed in an unstructurgderview. The interviewee
was chosen because he was involved in the deaisaking process when launching
Wellnessand also had insights into the company strategyfmt Morgon The reasons
for an unstructured interview is partly because this methadbeaassumed to fully
bring the extra insight regarding the reason for this choice, partly to avoid biasing the
information with suppositions, and partly because the method allows for fofjow
guestiondased on information that the interviewee givesrmdyuthe interview

Onepossible risk of interviewing a former employee is the time factor, meaning that
the interviewee might be influenced by the fact that he is no longer employed by the
company. However, had he still been employed that would nke$y haveaffectedhis
answers but in a different way. Another aspedbearin mind is that some years have
passed since the events that the interview focuses on took place, which also may affect
the response.

2.4. Material and scope

As described in # introduction, English has been widely used as package language
within many product categories in food stores, such as cosmetics, cle@tengents
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and echnical productsin the fresh food departments, however, including bread,
charcuteries and the adse, Swedish is still the preferred language. It is only in the past
few years that this has begun to change and as we shall see, one example of this is the
dairy department.

It appearghat within the subcategoridgnctional, (with products claimingo bring
more health benefits than just being fiyodnd chilled fruit drinks within the dairy
section are product categories widenglish is more used than the traditional
cooking and breakfast dairy categori€serefore, four brands have been cimofee this
study:

Oatly, with oatbased products suitable for people on a special diet
Arla Wellnesswith functional products made of milk

God Morgon with chilled fruit drinks

Froosh with smoothies

NS =

The brands are chosen because they are all Swedislkdsbfroosh and Oatly) or
perceived to beArla, which owns the brandé/elinessand God Morgon was once a
Swedish brand with strong local connection to the Swedish region of Malardalen, but is
now a globalbrand with its base in Denmarkhe second criteon to which they are
chosen is that they all have English texts on the packddmesfinal reason for the
selection of packages is that they are sold in the dairy department. This does not
necessarily mean that the products can be classified as dalncfgo

For this study, marketing texts have been defined as follows:

Headlines, leads and copy on the package whose puaposeis to
appeal to the consumerds demand to buy t hi

This limitation leaves out more technical texts, such as dnmgnés lists, nutritional

values, the legal name of the product, and other measurements such as volume, fat
content or instructions on how to use the package. The reason for these limitations is
mainly because there are legal restrictions to the layoubtagdage used in these texts,

or because they simply are notiqueto the productorpradct gr oup, such as
il % fat. o

2.5 . Collection, selection and categorization

First, all packages have been photographed in order to catch all the bitles o
products After that, the pictures of each prodieve beemut in a visual presentation,

one product per page. For this project, the packages from one of eachdlgumduct

group, have been selected for analydtsoosh has one product groupyvhereasGod

Morgon Wellnessand Oatly all have different subordinate product groups. In these
cases, one of each product group has been chosen to categorize the moves and quantify
the use of English on the packages. It is natten anywhere on the padkes but
according to their official website, th@od Morgonbrand includes the product groups
Bifido, Classic, Green Juicing, EKO, Inspiration, Origin, Plusd Premium
(http://www.godmorgon.com/se/productsyellnesss divided into product groups by
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the names of the three product groupalance, Protein Contrchnd Immune Oatly is
divided into product groups by type of produtt: drinks, creme fraiche substitute, 250
ml cream gbstitute, 250 ml junior drinkandcustard

After that, one reprentative package from each product group withgbrands has
been chosen to categorize and quantify the use of English versus Sweedisiore
precisely to see if there are patterns in language choice connected to the specific moves.
The guantificationsire solely made for this study and cannot be claim@dawide data
for any generalizations outside of the actual data set selected for this study.

After deciding on which packages from each brand to include, all the texts on the
packages that quajyifas marketing texts have been circled and tagg#ddthe moves
they representThe aim was to see how many and which ofrttevesheadline, lead
andcopyon the packagetat are in English.

Once this first analysis has been done, the values céyiselected textaccording
toPol | ayd6s s d9383) wdre eagpepl.eFarltrss pdrt of thanalysis, only
selected packaging texts frabatly andFrooshhave been used. Tiselection is first of
all due to the time and space limitations of thiglgfubut also because those are the two
brands which turned out to have far more English than Swedish. @atityecase, only
the longcopyfrom thesix of thebacksides has been analyzed and inRito®sh case,
Headline1l (for explanation see section 3.has been analyzed, as that is the most
interesting text on the packages regarding the communication of cultural values.

2.5.1. Bord erline cases

One of the borderline cases in this project Wwaw to classify one text on thHe&roosh
packaging. All markemg texts on these packages are written in English, and according
to the definitions made for this project, there is one text on the package that is written in
prose in Swedish, Danish, Norwegian and Finnisbweler,the purpose of the text
regards storagand how to consume thdrde to avoid that it gets bad anklerefore, it
is not regarded to be a marketing text and hence it has not been included in the data set.
Anothercase was how to treat thexts on the front side of tHerooshpackages (see
figure 3.3.2.). As the texts are short and catchy, it is arguable they be treated as leads.
However, since they sometimes consist of more than one sentence, they have in this
project been treated as copy.
The third borderline case was how to trea¢ ¢ext onGod MorgonOrigins. This
product group consists of the flavdBscilia and Florida. Sicilia is clearly written in
Italian and is hence not qualified to be part of the data. However, Florida has the same
name in Swedish and in English and therefibis not completely clear how to classify
it. But given that Siciliawhich is written in Italianjt may beassumd that Florida is
meant to be written in English, and therefore it has been included in the data.



3. Results

The disposition of this chagr is as follows: First, the extent of English used in the texts
is explored. After that follows a sectiamalyzingwhat moves are more often written in
English than in Swedish. The following section consists of an analysis of the texts using
Pol | atyfoappeats Pollay 1983) to explore the cultural values conveyed by the
texts in English. In the last section, the results are summarized.

3.1. The extent of English in the packages

In this section the extent of English in the packages of the fouddiarexplored. How

much English is there in the packages? Since all brands have both English and Swedish
in the packages, are there some patterns of text typesamguage choicePhe charts
presented under each sséxction have abbreviations for simplyc They read
accordingly:

1 H1, H2, H3 read out Headline 1, Headline 2, Headline 3 etcetera

1 L1, L2, L3 read out Lead 1, Lead 2, Lead 3 etcetera.

7 C1, C2, C3 read out Copy 1, Copy 2, Copy 3 etcetera

1 E stands for English and S stands for Swedish

1 SUM E, SUM Smeans the total amount of moves in English and
Swedish, assorted both for each product group in columns to the right and for
each move in the rows on the bottom.

1 % E means percentage of moves in English, compared to the total
amount of explored moves the package.

3.1.1. Oatly

Within this brandthe oneproduct group with the most text types overall in this study,
namelyHavredryck 1 Ilwith its 16 differentmoveson the packages found The other
product groups with smaller packages have substantesly text in total, which is
likely to be related to the size of the space to print. Theitarepacks of oat drinks are
also the ones within th@atly brand that have the highest percentage of English, with
88 % English in tadl, as can be seen in tald.11. In fact, English is the most used
language in all of the text types in all of the five product groups thaD#tky brand
consists of.

IMat FraicheandiMat som matlagningsgradda the second and third woin table
3.11, are substitutes focremefraiche and cooking cream. Those packagage the
lowest percentage of English although the language is still dominant.

In all product groups, the pattern is clear: in H1, L1 and C1, the only language used
is English.Looking further into thanoves,some Swedisltan be seeas well, as for
instance in H2, L2 and L3 as well as C4.



Table 3.1.1 Proportion of Englishin O a t |pgckages.

Oatly

Product group H1H2H3H4H5L1L2L3L4L5L6L7C1C2C3C4SUMISUM (% E
Havredryck 1 | ESEEEEEEEEEEEETES 14 2 889
iMat Fraiche ES- |- |- EI- |- | - - - - - 2 1679
iMat som matlagningsgraddeE S E - - E S S E - |E|- |- |- 5 3 639
Havredryck choklad 250 ml S E - - E - - - - |E|- |- |- 4 1 809
Vaniisas E SE- - ESE- - E - - - 5 2719
SUM E 5041 151221114110 30 T7%
SUM S 0500002100000001 9

3.1.2. Wellness

This brand is the one of the four brands with less English overall, with consistently
about 20 % English in all the product groups, and the only moves where English is
present is irheadline2 and 3. H1, which is the brand nadwa, is in Swedish and all
leads and all copy are in Swedish. The reason immyunehas a slightly higher
percentge in English is because it lacks a C4, which in the other product groups is in
Swedish.

Table 3.1.2 Proportion of English inWe | | mackages.

Ara Wellness
Product group H1H2H3H4H5L1L2L3L4L5L6L7C1C2C3C4SUMIESUM (% E
Balance SEESSS------SSS8SS 2 8 209
Protein Control SEESSS------SSSS 2 8 209
Immune SEESSS------SSS - 2 7 219
SUM E 0 33 0000000O0O0ODO0DO0O0CDO0 6 21%
SUM S 3 003 3300000032332 23

3.1.3. God Morgon

Within the God Morgonbrand, the use of English varies to a large extent. The most
Endish is used in the packages of the Green Juicing group, and with its 90 % of English
the only text type in Swedish is H1, which is the brand n&od Morgon Other
product groups with a large amount of English texts @rigin, Premium, Plusand
Inspiration with more than 70 % English.

The product group with the least EnglishBsido with only 44 %, and this is the
only product group within th&od Morgonbrand with a high proportion of Swedish
texts. Two other product groups that have less EnglisticKO, with only 57 % and
Classicwith 67 %.

Except for H1, which is the brand na@®d Morgon all L1 and C1 (except for in
Bifido) are in English, and in the lower text hierarchies, Swedish is seen to some extent.
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Table 3.1.3 Proportion of EnglishinGo d Mo rpgokages.s

God Morgon

Product group H1 H2 H3HAH5L1L2L3L41L5L6L7C1C2C3C4SUM ISUM (% E
Classic S E - - - E------EES - 4 2 67%
Origin S E - - - EE - E ES - 5 2 71%
EKO S E E - - EE- - S E - - 4 2 67%
Premium S E - - - EESEE E E - - 7 2 78%
Plus S E/[S(O5E - - EE - - E E - - 55 1.579%
Green Juicing S E EE- EE- - E EEE 9 1 90%
Inspiration S E E - - EEE- - E S E - 6 2 75%
Bifido S E/s(05- - - ESES- - - S - - - 3.5 4.544%
SUM E 0 7410862110066 21 45 71%
SUM S 8 2 0000111000212 18
3.1.4. Froosh

Within this brand, there is only one product group, namely smoothies in 250 ml and 750
ml packages. They all have the same layout and the same setup of texts regardless of the
package size. Of the markaditexts, 100 % are in English. The packages do not have as
much text as the other brands in this study.

Table 3.1.4. Proportion of English inF r o o pakkdges.

Froosh
Product group H1H2 H3H4H5L11L2L3L4L5L6L7C1C2C3C4SUM EESUM % E
Smoothie EEE- - EEE- - - - - - - - 1009
SUM E 1110- 11100000000 6 100%
SUM S 0 000 O0O0O00O0O0O0OO0OO0O0O0O0OO0O0OOQO 0
3.2. The cultural values manifest in the English texts of the Oatly

and Froosh packages

In this section we will look in more detail into the actual texts of two of the four brands,
partly because this study has time and space limitations, and partly because these two
brands have the packages with the highest percentage of English.

Regardingthe Oatly texts, the different product groups all share a fixed set of texts.
Since the texts cannot be tied to a specific product group and since the number of texts
is limited, six of them havdeenincluded in the analysis. In the package&@osh gx
packaging texts a@nalyzedone of eaclflavor.

All Oatlytexts can be found in figure 3.2.dnd allFrooshtexts in figure 3.1.3

3.2.1. Oatly
3.211AThe most amazing fiberso

Applying Po Il | ay és | i $983), o fs evadgnp thaa thidext, (including the
headline, leadsind copy, contains quite a few cultural values. First of all, the heading
and lead can be interpreted to allude to bemgdern fintroducing... most
amazi ng. . .t he asdhisiphrdsiaghellsehe woasurttet this product, and
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in fact this innovation with drinkable ofibers, is new. This allusion tsoderrty, and
alsotechnologycanalsobe seen in the first sentence in the copy:

If you want to send an email or stream a movie then offileals are way more amazing, but if
you just want to get sonfibersin your body so that your body can get some nutritional goodness,
then a glass or two of our liquid oats are pretty great.

Using references tanoderntechnology by comparing thdibers of oats wih email,
streaming movies and the use of optifthérs alludes to the appe&tchnology and
also to the appeahaturg as finutritional g 0 o d nasswelb asfliquid oat® is
mentioned.In the second seence, there are allusions to the appeahnology as
specific terminologywi t hi n nutri tibenagbumamsdonedi ¢
described as fAstieatithiecelblypr scoadthit msd iut d e a
language, and also adding setiny to the text.Furthermore, the second senteratso
conveys the appealrnamental with words | ihkoen off badbd wetoi. f uT h
alus ons to the body wihthrwoodsoasdfibedyateg
than one appeal, such gwacticalteffective ( Af uncth elnmfl yhaturein o r
(rut r i tThe relatige)clause in the second sentence also tefé¢he effect obat
fiberswi t h dowal badmngt Ai100 megazilion megabyt
line with thetechnologyallusions in the first sentence, and also connectsetausle of
selfirony in the second sentence.

Alsoworthnotingg n t hi s t e x tb eitsa gtl haacia agtehtsk pomting d
to a text in Swedish describing what they are, their effect, and how much one needs to
consume to get the effect. Thecfahat the more explanatory text is in the local
language is in line with the findings in Gardlae st e 6s study (2013) .
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Figure 3.2.1.0atly texts
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3.2.We 20nldy do oat so

The headline of tlsi t e x t , AWe only do oraturg ait convey
mentionsthe natural raw produdats. It also conveyglain, as it says thaDatlyfion | y
do oat®, communicatingsimplicity and modesty. The modestypéin continues in the
first sentence ithe copy, as it enumerates all the products or raw materialsQhady
do not know anything about. This modesty, however, turns into the apseimin
the second sentence, where the process of producing the oat milk, from growing them to
putting theminto a carton is described followed by how convenient it is the
consumer t o .bse that yotu can takeothem thomé@ and drink them and
receive all of their goodness into your bod
appeal ohature(nutrition) andplain (simple).

The second sentence claims the product and the production tcadigonal-
longstandingas well asunique  wi t h p It was o eriginali idea in the early
1990s. .. 0. Thi s sent e nnookawsloto doigood forspeople t h  t h
andtheenvilmme nt becaus e ..inbreintpne witdthedhuman bady and i
t he pl amcenvegsmoralith assthis means thaDatly is a humane and fair
company with environmental ethics in mind.

In the relative clause of the second sentence, the modesty expressed in the first
sentence has turned intgarhapsmore flaunty attitude, as the text here claims that this
is the best oat drink in the world, somewwha hedged by t.hiteasourni t i al
idea. . .to make theveest si nicieqguihtto ditr mtsien Hende
this implies that they are producing the best liquid oats now and always have been, at
least since the 1990s. The appeal conveyed by this relative clause idistincéve
and alsaraditiona. The f i nal , i ntHHome!| ethatserst erkcevi it h
back to the content of the relative clause, and makes dterstnt of being best even
more flaunty almost on the verge of being arrogant. Thereby, the finatesee
emphasizes the appeahstinctive

3.213ADecl aration of macronutritional independenc

The headlineof this text Décl ar ati on of macr omakdsiti t i onal
obvious that this text alludes to the Declaration of Independence, maittgn by the
third American president Thomas Jefferson and used as the formatatiecl of the
sovereign natiothe United States of America, as the congress voted for independence
from Great Britain in 1776.
By using this paratexQatly managego attach values such aslventure which is
evident both by the parallels to the first Americans who were brave enough to declare
independence from the British governmheT his could alsen a waybe comparedtb the
adolescerit s r evol t angsandessirng newmerals. This alsoesvident in
the phraker fanyone that may be so0o courageo:
where the boldness is spelled out. Topyb egi ns wi t h selfleey i dansgs , beli
which oats cannot be, as thatan attribute that belongs to more abstract thisgsh as
truths However,the word play can help the reader make essions between oats and
the original word in the texfi t r uhusgiving oats an elevated status compared to
other food és in he analysis further dowmore specifically compared to cow milk).
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Then, the first sentence continues by claiming thatctresumers of this product
w e r .eendidwed by their creator with certain unalienable right, that among these are
Life, Liberty and Happiness for anyone that may be so courageous as to apply them to
t hei r dsugdesyinghht oaet get® lively, free and happy by drinking oats milk.
This is both signs of the appsaluth but most of all it is probably conveyiriggedom

After this paratext, the text proceeds with a metatextrgnat smoothing over the
firstratherseb us | mpr e s s i o nf you tvould ke tp knowgwhy \keaate
writing in such a for mal | anguageeidsnoom t he
reason to which we know, really. Forget it. Pretend itneveplemed . 0 Just as
seenThien niiost a mmpyitha secondiparteof tise dext becomes-ieliic
and tries to smooth over the serious part, which both gives theasul appeal, as
well as anuntamed It thereby depict®atly and their products as being a bit rebellious
and unconventional in the marketing text on a package.

Furthermore, the questioreeds to be raised as to wlatly would write these
serious textand then try to g¥ain away their purpose of putting the texts there. Most
likely, every single word that is put on a package has gone through careful review and is
significate to the communication. In this case, the serious texts need to be Detly as
of course have something important to dawyt, smooth it over in order to stayodern
trendyandcasual Overall, this copyalso says somettgnabout the target group of the
product. This olefashioned and formal text requires the reader to be finelBnhglish,
as well as educated in history to be able to understand the reference.

3.2.11.1do0véi my products. o

This copyis an interview with Toni Peterson, the CEOQuitly. The interviewer is an

employee at the company, as is evident in thé $iemtence here the writer refers to

flour CEQO. The use ofa personalpossessive pronoun not only makes the text very
personal, but also suggests that the words of the CEO represent each person working at
Oatly. The first sentencdiStraight from the lipefour CEO, Toni Peterson
direct and shows that he is close to the activities at the company and also passionate
about his job. After that, the interviewer comments on the fact that Petevasntheir
product sdarsk yode,i naihisiattrd fermany CEGCato love their products

since that is what CEOs get paid for. This movarguablya way to | i ft the
assumed suspicion that Peterson is just saying empty phrases to the surface and in the
following sentences counterattis by elaborating omis feelings for the productén

the following sentences, Peterson says he is proud to work at a company with the power

to upgrade peopleds |ives as wel |l as being
Pol | ayds a apydhe vaduesnomlity]l ag it is humane, anmed as it is
reliable. Iti s al so Ilikely thatuptgheeadwor csar fipo weére

technological
Finally, in line with the previous text@nalyzed the last two sentences adds some
irony tothe text saying that the CEO should not be so obvious about how eitikes
t he productt si,s sliinkcee hie is trying to sell y
aware of itself being a commercial text. It is most likely in line with marketingdafyto
as the consumers are overloaded with commercial text and hence become tired and
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bored of it and see through the most obvious attenfpselbng products oservices
(Jobber & Fahy 2009).

3.2.BHvé&rytihing below is truebo

In this text, the focus isn the raw product oats and the specific traits of the land where
they are grown, namely Sweden. The first sentence is straightforward, claiming that oats
are figood for youw. After that, thetex ment i ons t hmacrenatitienalt i f i ¢ t
v a | u ewe,h@ve ensountered in another text of @aly packayes. Once more, the
rather formalphrase is followed by a parenthesiplaining the seriousness away,
which both brings a metalevel to the text, letting the reader know that the text is aware
of itself being commercial, as well as adding a more relaxed and humoristic approach,
which is likely to be preferred by wung and trendy target groupfter that, it is
explained that the raw product grows in Sweden, which may be claimed as carrying the
value traditional as it refers tothe origins of the product. Togethwith words and
phrases | ike fdapgrdfooddi andeit manages
technological
Furthermore, the valueniquedearis manifest in the following sentencehere it is
claimed that Swedish oats are particularlydjsoce they grow in clean soilnder the
midnight sun (which sounds exotic to people outsideaain8inavig, and with lots of
rain, all of which convey the appealature The three characteristicdescribed are
probably in this text because three in a row is a rhetorical device, and in classical
rhetoric, an argumentative speech should consist of exactly three arguments along with
one counteargument which you hide between argument two and thiedispong
2011). The referenceto anything Swedish camalso be assumed to arise positive
connotations, especially among people outside of Sweden.
The sentence that follows suggests that oat milk looks better than cow milk, and
tastes great. It is nopslled outthat he r ef er e n c eliquids bonanvthe mi | k , |
body of real ly cute yet occasionally over
alternatives to choose from. In this sentence, we find allusions to valoesaasenta
pretty as well asdistinctive. Finally, as we have seen in all previoDstly package
texts, the move is to lead the text into something completely different towards the end
and with a sense dfumorand seHldistance, it is claimed that Swedes are better than
Finns at hockewnless this product is sold in Finland, in that case it is vice versa. This,
again, serves the valewasualand most likely appeals to a young a@gualkudience.

3.2.Ye$%, vie are vegan. So0?0

The headline and the introductiazan be described askbellious in this text. Not only
because of saying that the products are vegan, which is also implied to be considered an
extreme choice of diet, but it is rebelioue b ause of tbke?qilrgédei onin
sentence of theopycan be considered rebell®was itoutspoken says th&@atly are
ibei ng a minority, di fferent, an alternat
rebelliousness amntamedyouth as well asiniquedistinctive

Following this, the second sentence is once more brushing over ahaigt been
claimed, almost patronizing what was boldly claimed in thteoduction. However,
with subtlehumbleness, the text continues on the theme of being vegan as something to
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be proud of, since it is argued that the productsiifuk of goodness ah perfectly
nutritious without being derived from the animal kingdorihe textis finished with a
sentencecontaining aroxymoron, referring to being vegamd still fully nutritious as
fiamazing yet c oThedbg the texy ififtingthgei podudts. t@almost a
divine status, proving that less is more and that the simple thing often is the best. This
carries the valuesagicas well aplain.

3.2.2 . Froosh

In line withO a t Ippduds, he smoothies fronfrrooshhavepackages that are filled

with English. In this section, one text from edlelvor has been selected to represent the
brand. There are quite many packaging texts orirtheshproducts, and the hierarchy

of text types is different from most other products found in retaffréosito s packages,
the most important message after brand name and logo is actually the witty texts
describing a secondary value that is assumedly achieved by consuming the products.
Theflavor of the smoothie is most definitely subordinate, as it is writtea emall tag

on the ca of the bottles (see figure 322 and on the backside, where thatritional

values and the ingredients lste found The Frooshtexts are comparablghort, only

two to three sentences each. As they are sometimes longer thaenterecs, theylo

not actually fit into the categoridsgeadlineor lead However, they are too short to be
treated asopy, and since they arguably are of the attenggoabbing kind rather than
explaining something in detail, they are referred theedlne Because they are short,

they areanalyzedogether in one section.
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1. Pineapple, banana & coconuoaturalpower. unlike lance.
2.Mango & orange: more immunity than berlusconi.

3. Strawberry, banana & guana: speedos: yes you can.
4. Blueberry & raspberry: say yes to skinny dipping.

5. Peach & passion fruit: more passion than hollande.

6. Orange, carrot & ginger: caution: ginger. bites back.

First of all, it is evident that there are references to contempoedeyprities in these
packayes and mainly politicians such alian president Silvio Berluscoii), French
president Francois Hollande (5) as wellfaserican president Barack Obama (3) with a
reference to Isi New Hampshire Primary Speech. Another skalbwn person that is
referred to isAmerican professional racing cyclist Lance Armstrong, (1) who won Tour
de France seven times but was disqualified from all those victories in 2012 due to
doping offences which he later confessed. These texts refer to contemporary events or
persondtraits, a trait that carries the appeabdernas well ascommunity a sense of
belonging, and in this case, most likely a sense of belonging to the world, or perhaps
even AngleSaxon culture rather than being only Swedish.

Secondly, the texts depia sense omorality, as consumind-rooshis claimed to
give you finaturalpower, unlike Lana&(who won by doping) and alswature as it is
finaturab It is also assumable that drinkikgooshwill give you more immunity than
Berlusconi, but in thd-roosh case it ismost likely aboutthdd o dy 6 s I mmune Sy ¢
which is ehanced by vitamins whereas Beconi seems to be immune to the
accusations of corruption. This, too, is a way of communicating buttality and
nature

There are also quite a few Bigy of sexyvain being one important value that is
carried, with exprssions like in examples 3 and 4. Therés assumed that you want to
be naked or wear tiny swimming pants because you consume smoothies. In example 6,
it is also obvious that ginger ek to both the root and, the colloquial expression for a
person with red hair. People with red hair have for a long time been objects for a variety
of prejudices, one of them being that red heads have a more aggressive temper, another
that they have a stnger libido than people with other hawlors

Finally, the value that can be seen in all texts and that is most likely the most
important one, isatural, which can also be concluded by tlead belonging with the
brand namefiFruit: bottledo Both form (short and concise) and content (only fruit in a
bottle) communicate a clear message: this smoothie is pure fruit and nothing else.
Hence, it isnatural.

To summari ze the analysis of the texts us
asmodern nature technological uniquedistinctive youthanddistinctiveare the ones
most often encountered. This is not directly in line with Gaxcemst e 6s study (2
where effectivenessadventureand distinctive are the most common appeals. One
possible explanation for this discrepancy is that the material explored in his study
contained advertisements for a much wider range of product categories whereas this
study only deals with products sold in the dairy department. Another explanation could
also be that print advertisements and product packages are different media,
communicating in different settings.
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3.3 . Interview with a former employee at Arla

For deeperunderstanding, one unstructured interview was conveyed with a former
employee afrla. The former employee was chosen because he had professional insight
into the decision making process behind launcihing Wellnessand the new design of

the God Morgonbrand. According to the interviewee, the main reason for choosing
English in both théVellnessand theGod Morgoncases was to rationalize the brands
and be able to sell them in more than one Nordic maileethe interviewee states

It was a decision made for economic reasons, to make our product range simpler
and easily overviewed a&rla became a Nordic company. It made production
easier, we could use the same packing material.

By having English as package language, the same production material could be used for
all markets and this would give economic benefits both in the purchase aigpagk
material, which can be printed for the whole production volume at once, as well as the
fact that the production line does not need to be stopped for changing packaging
material in the packing machine.

Finally, if the plans for theWNellnessbrandwould have been to launch it only in
Sweden, thénterviewees a Yy éif: thatfivould have been clear from the beginning, it would
have had only Swedish in the packagdes.

RegardingGod Morgon he says that changing the package text into English had a
much smaller impact on the consumerhasxplains:

| think it has to do with the rest of the packages. We did not change anything else
than the language. The packages were still black, with the same font and the same
images, so the consumer still fout juice in the store shelf.

4. Discussion

In this section the findings in the results sectialt be discussedy answering the
researchlguestions 1) How much English is there in packages in the products sold in the
dairy section in Swedish retail? 2Yhich parts of the message are more likely to be
written in English? and 3) What values are attributed to the products through English
words or phrases?

How much English there is in the packaging texts varies between the brands, but also
within thebrands and their subordinate product groups. Ifrtbeshpackages, English
is the only language used in the marketing texts (section 3.1.4.). Many consumers
probably sed-rooshas a British or American brand due to the use of English, and also
because athe colloquialisms and references to foreign politics.

In the Oatly packages (section 3.1.1.), it varies between 63 % and 88 % with an
average of 77 % of the texts being in English. Interestingly, the products made for direct
consumption, the drinkdjave a much higher percentage than the products made for
cooking, such agMat. There, the percentage of English is drastically lower, perhaps
explained by them ling benchmarked againsboking products(such as Kelda
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MatlagningsgraddeanotherArla brard) where all texts are in Swedishhis may be
explained bycooking products, such as creamd Swedish sour cream, are considered
to be traditionally Swedis Thereforethe consumer might prefer the texts being in
Swedish, as thatould give strongeas®ciations to being locally producedhedrinks

on the other hand, are perhapst assensitiveas they areprobably benchmarked
against other products for direct consumptguch as soft drinks which often have texts
in English.

The amount of Englis texts in theGod Morgon products (section 3.1.3.),
furthermore, varies the most between the product groups, Bitido with only 44 %
English toGreenJuicingwith as much as 90 % of the texts being in English. This wide
spread of usage of English is stdikely due to the different product groups being
niched. TheBifido products are probably compared with Swedish compé®itoviva,
another brad of fruit drinks that providea stomacHriendly bacteria culture and
therefore the communicatias likely to beadaptedand hencesasily compared. Apart
from selling products, markeg communication also educatié® corsumer in how to
use the product. In the caseBifido, it can be assumed thAtoviva which has bee on
the market for much longds the narket leaderand therefore it can be a strategic
decision to make the communicationBifido alike in order to allude to the same target
group. The possible reason th&tifidko Aanchor so6 the communicat.
Proviva can be supported by the fattat it takes a tremendous effort of expensive
market communication to get awareness of the target group. Aketeis have budgets
to follow, priorities must be made where the risks and possible gains are weighted
against each otheFurthermore Proviva is a Swedish brand, building on Swedish
research, and that is also a probable explanation for the products niched as-stomach
friendly communicate in Swedish.

On the other handzreenJuicing with a very high percentage of English, is one of
the mostrecently launched products fro@od Morgon and it is most likely closely
linked to the New York trengwww.huffingtonpost.comwith raw fruit juicesthat is
currently strong in Swedefrovided that this is the case, the consumers that like this
trend prdably have a lower threshold for acquiring packaging texts in English.
Furthermore, this assumption is supported by the analysis @fathgdrinks, which are
made for direct consumption and therefore alludes to a specific target group.

Arla Wellnesss thebrand with least English in the packages, dréadline2 and 3
which consistof the subbrand name/Nellnessand the product group name such as
ProteinControl (section 3.1.2.)This might partly be explained in the interview with the
former Arla employee, who at the end said that\ifellnesswere only launched in
Sweden, the products would have been given Swedish-taadgroduct group names.

As for which parts of the message more likely to be written in English, there is
clearly an overweiging part of the mairheadlinesand leads, which isin line with
GarciaYest eds f i ndcopys snord VAarQirlg 3eparding dnaace of language
- from Oatly with nearly only English toWellnesswith only Swedish. However, the
findings of this studyare not completely in line with the results in Gari®@ st e 6s st udy
as there in th©atly packages is almost exclusivelgpyin English One reason fothe
different findings in this studymight be that Garckxest edés data set vV a
whereas the datin this study is more homogenous. Another reason could be the fact
that the media where the texts are displayed are different, and a package probably
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evokes other associahs than a print advertisemenithis could alsde exlained by

the fact that inHe store shelf, the whole package needs be differentiated in the context,
and by having all texts in English, it makes the product stand out more from the
surrounding

Regarding the third research question about which values are manifest in the
packagng texts, we can see that in @atly and Frooshtexts, the values carried by the
texts are mixed, but that some traits are repeated and hence more important.

One of the repeated values communicated in both texts of both brandtunal
Since thee brands include dairy products and fruit smoothies, it is most likely a very
important value in the eyes of the consuragrthese are fresh products, which implies
they have just recently been produced, packed and delivered to the~sttinermore,
natural is probably expected within these product categories, as they are raw products
or combinations of raw products (such as mixed fruit juickspther important feature
of these products are the legal names they are given: naming a ppadectfor
instance, is not allowed if the fruit drink has other ingredients than squeezed fruit and
some other substances, such as vitamins. Regamdikgthe same type of rules apply:
for instancejf lactose is removed, the product has to be caitéll drink as t is no
longerconsideredatural.

Another value that is carried is that oat milk imadernand environmentdariendly
alternative to cow milk, which is depicted as outdated and not really matarf@ans.

Both theOatly texts and th Frooshtexts indirectly claim to be good and delicious, and
represent the ethical choice by referring to other products or negative events and
claiming that they are better.

Furthermore, in th®atly texts,together withallusions to newechnologyand being
modern tradition is a value connected with the products and the brand through these
texts. In theFroosh packages, we can see mampdernallusions, but nothing that
regardstechnologyas in theOatly texts. However, bottechnologicaland moden are
considered to be values that are typically connected with the English language, and
English is widely used in marketing text to convey those appeals (&&@sta 2013).

Something else thas interesting with these texis that they demand atlfrom the
reader, who is also the consumer. First of all, the texts are completely in English, and
secondly, they are full of collogquialisms, referencef\toerican history and politics.
They also includespecific terminology. All these elements pointtkee fact that the
target group of these productsviell-educated, probably young and trendy, and aware
of protection of our environmenthis assumption does not necessarily mean that the
consumers oiMat are less educated, but it may be suggestingttieasame consumer
expects different languages on differently niched prod@ussumersre also tired of
being victims of commercial textddgbber & Fahy 2009 which suggests thegnjoy
that these texts are transparerth themselves being commerciakts.

On the surface level of tH@atly texts, there is a contradiction in them being written
in English at the same time as there are a few references to the Swedish origin of the
product, alongside with the products being sold in the Swedish maiteever, one
can assume that all texts on the packages of any product are carefully produced. Given
the small surface of the packages, each word must definitely deserve its place. The
effect English has on products sold in the Swedish market is prolbebfadt that the
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use of English in itself is connectetb moderrty, trendiness, technological
development and many more values
According to the former employee Atla, the main reason for the texts\6eliness
andGod Morgonbeing in English instehof Swedish were simply economic ones, i.e.
to rationalize the production process, as well as to keep the number of different products
at a lower levefor simplification of market communicatioffhe interviewee also said
that it is most likely thaiVellnesswould have been given a Swedish name if it were
launched in only Sweden. However, it is arguable that the use of EnglishWetimess
product range dds associations to the brand which would be lost in Swedish, for
instance the appealwodern as Emlish connotes trendiness and alludes to popular
culture, according to Garcideste (2013). Furthermore, thechnologicalvalueswould
likely not have been as clear in Swedish as in Enbksiause thgvellnesgproduds are
well-developed inventiondf Swedish had been used instead, appealsadgional and
community emphasi zing the origin of the produc
the origin of the products may have been values conveyed.
Onesuggestion thatesults fromthis study is tlat it would be appropriate to update
the |list of Poll aybs appeals withodapdanew
western society, nameindependentind natural. Independent, as in beinguiqueor
distinctivebut not necessarily in what is pereed as dypically positive manner. This
is something we can seefior instance irtheOatlytextc | ai mi ng t hat they a
minority, different, an alternative, the irritatingha | | guy poki nAjso,t he big
care for the environment has bete a very important value in all areas of doing
business and marketing overall, gocould be argued to give more emphasis to
environmentasnatural does not really cover the meaningitpfandas the care for the
environment is connected bothrtwrality as well asatural, not only one or the other.
Of cour se, both values are available in Pt
individualism andhe protection of our environment habeen given such importance
that it deservesntries of their wn.

5. Conclusion

In conclusion, it is evident that within the data explored in this study, the proportion of
English varies heavily depending on the specific nichthe product. Furthermore

line with GarciaYe st eb6s fi ndi ngs, inbheadihes antl leadssif wemai nl vy
look at all the four brands explordd.contrast t@revious research, however, is the fact

that bothFroosh and Oatly have most of the textsn English. Regarding the values

manifest, they differ to some extent as well, wiltiureandmorality perhapseing the

most remarkable onegjot typically connected with the English language. Still,
technologyand modernare also common in the texts, which is in line with previous

studies (Pahta & Taavitsainen 2004).

Limitationsin this study are firstly the limited set of data explored, which consists of
only four brands in the dairy section in Swedish retail. Therefore, the results should be
interpreted carefully. Furthermore, the data set in this study is homogenous, meaning
that the results cannot be generalized. Another limitation is that the data consists only of
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product packages collected in 2014, meaning that the findings do not include a
comparison of the development of the use of English in packages over a period of time.
For further research, it mdpefruitful to carry out a studgimingto find out how the
target group of the products would perceive the texts if they were written in Swedish
instead. There would most likely be differences in the connotations ixtein the
two languages and as for tlatly and Froosh texts, the multiple layers of meaning
would probably not be conveyed the same. It would also be helpful to the total
understanding of English as marketing language in Sweden to convey a stutimeyer
exploring the development of language use. Finally, a comprehensive study covering a
moreheterogeneougroduct range would contribute immensely to the understanding of
communication in packages.
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Appendix A

This agendix accounts for the complete data collected and the images also show how the
rhetorical moves where categorized.

The order is as follows:
1. God Morgon
2. Wellness
3. Froosh
4. Oatly
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- Varav mattade fettsyror/josta
rnmmmvmalmxrav'?snang‘;/%ge
!edlsyrev/salurated fat/davon Qesdttigte Fettsauren 0g

KoihydraUHuhhydraanl/Kulhydral/Karbohydrate'/

Carbohydrate/Kohlenhydrata

= varav sockerarter/josta sokerit/heraf/hvoray
Sukkerarter/of which sugars/davon Zucker

Protein/Proteiini/Eiwei

Salt/Suola/Sodium/Salz*

Vitamin C/C-vitamiini

* Frén naturligt fSrekommande natrium/Suolapitoisuu
valmistusaineissa luontaisesti esiintyvésta natriumista/Naturligt
indhold af natrium/Fra naturlig forekommende natrium/From
natural occuring sodium/Natrium, natiirlich enthalten,
** 37,5% av/af rekommenderat/anbefalet daglig intag/indtag/
inntak/pdivin saantisuosituksesta/des Richtwertes fir die
Tageszufuhr/of daily recommended intake.
HALLBARHET/MINDST HOLDBAR TiL:
Odppnad/usbnet/udpnet: Se kartongens/kartonens
topp/top (max +8°C)
ad/abnet/apnet: 34 dagar/dage (max +8°C)
PARASTA ENNEN/BEST BEFORE/MINDESTENS HALTBAR BIS:
Avaamanomana/Unopennd/UngeéMnel:
Katso péivélys pakkauksen paalta/See top of carton/
Siehe Oberseite (max +8°C),
Avattuna/Opened/Gedffnet: Siilyy avattuna jaskaapissa
3-4 paivad/3-4 days/3-4 Tage (max/alle +8°C).
RYNKEBY FOODS
SE: Valkommen till Arla Forum. Tet:
5 46 Stockholm. v
MYYJAFORSALJARE, Arla Ingman Oy Ab 0115
omi/Fini SUOMEN KULUTTAJAPALVELU/

SERVICE | FINLAND/CONTACT: 0800 0899,

95¢g
93g
06g
005g
30 mg**
s perdisin

9 66 99 Arla Forum,
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PYNLESY, STTUATED ON THE SMALL

amb ebyf| \sLano OF YN, HAS PROSUCED

] ; INATUEAL AND TASTY .)\Z’\:E MADE
concrm FEOM THE BEST INGREDIENTS,
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MORGON cLASSIC WITH GENTLY

PRESSED SUN RIPENED ORANGES
AND EXTRA JUICY 8iTS

God Morgon Apelsin &r pressad av solmogna apelsiner som
handplockats nér de &r som baist. | férpackningen finns juice
frén 2 kg apelsiner och deras fruktkott. Precis som ailt frdn
Naturen s varierar smaken pd vir apelsinjuice med sésongerna.
Qavsett arstid 4 God Morgon @ lika ritt fr guidkant pd
vardagen som till heigens lyxigare, lugnare frukost. Vi, ape

@ och en massa nyttiga C-vitaminer &n:
riktigt God Morgon!

God Morgon appelsiinititysmehu puris
t@mistd, kiisin poimity 2 a,

a nilden ollessa parhaimmil
tiysmehua kaytetdn noin 2 kg appet
malihaa. Appelsii
maku, vaihtelee
Morgon appelsiinitity

kuten muidenkin

vilkonlopun juhlallisemr

God Morgen A

(H1) Headli
(H2) Headline 2
(L) Lead
(C1) Copy 1
(C2) Copy 2
(C3) Copy 3

LummmmWwnw



