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Abstract 

 

This study aimed to investigate what proportion of two household staples, soap and crispbread 

products, in two Swedish supermarkets had English product names or descriptions, and 

attempted a qualitative analysis of the English language used. Out of the Swedish brands, 54-

62% of the soap products had names and/or product descriptions containing English, 

compared to 13-15% of the crispbread; these differences were in line with previous research, 

suggesting English is used more to market certain product groups than other ones. Earlier 

studies have also proposed that English could be considered an ‘elite’ language in Sweden, 

and it might thus be more commonly found on more exclusive/expensive products, or in the 

supermarket primarily aiming at higher-income customers. However, the differences between 

the two supermarkets, and between the more and less expensive products, were not great 

enough for any firm conclusions. When products had a mixture of languages on the label, 

English was most often used for product names or part of names, not so often for product 

descriptions. Further studies with a larger amount of data would be required for more reliable 

conclusions, especially for the qualitative analyses. It would also be interesting to investigate 

customers’ attitudes towards the use of English on product labels. 
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1. Introduction 

Over the past few decades, concerns have been expressed that an increasing use of English in 

Sweden is a threat to the Swedish language (e.g. Melander, 2001). There is certainly 

widespread agreement that English has come to function as the dominating international 

language; if not in the whole world, then at least across Europe (Crystal, 2007, pp. 5-6; 

Garcia-Yeste, 2013, p. 65; Seidlhofer, Breiteneder, & Pitzl, 2006, p.3). The dominance of 

English has not been considered entirely unproblematic. In France, for example, laws are in 

place to restrict the use of foreign terms in various contexts so as to protect the French 

language (Ruellot, 2011, p. 6). While it is generally accepted that English is the dominating 

language in scientific publications and international organisations, and increasingly in higher 

education (Bolton & Meierkord, 2013, p. 94; Crystal, 2007, pp. 111-112; Seidlhofer et al., 

2006, pp. 4-5) it has also been argued that English is expanding in less ‘elite’ contexts, such 

as advertising and entertainment (Berns, 2009, pp. 195-196; Seidlhofer et al., 2006, p. 5). The 

Swedish interest group Språkförsvaret (Eng. “Language Defence League”) have been 

problematising the situation, and in 2013 published a collection of essays on the use of 

English in Swedish marketing. Here, Lund describes a visit to an ordinary Swedish 

supermarket, listing a multitude of English or mixed product names, while at the same time 

conceding that “most” products are “presented” in Swedish (2013, p. 60); this is an incidental 

observation rather than any form of empirical study, but it raises the question of how common 

the use of English actually is on supermarket shelves. 

Needless to say, a comprehensive analysis of how many and what type of products are 

named or advertised in English in Swedish supermarkets in general is beyond the scope of this 

study. The aim is instead limited to finding out what proportion of Swedish brands of two 

everyday products, soap and crispbread, sold in two Swedish supermarket chains, have 
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English product names and/or product descriptions; this could help shed light on the role and 

connotations of the English language in a Swedish context. Is there a difference in the 

frequency of English use between the two product groups? Is there a difference between the 

two supermarket chains (one primarily aiming at lower income customers and one at 

relatively higher income customers) or between the more or less expensive products? Finally, 

how is English used – what type of words are in English, and how ‘difficult’ may these words 

be for a speaker of English as a second language? 

 

2. Theoretical background 

2.1 English as a lingua franca  

Even though English seems well on its way to becoming a world language, Crystal (2007, p. 

28) points out that it is by no means a global lingua franca (yet), as only one third of the world 

population actually uses it. In certain contexts, however, it is completely dominant – Crystal 

mentions such areas as international relations, science, popular culture and the Internet (2007, 

pp. 86-117). A well-established and widely cited model for ‘mapping’ the use of English 

across the globe is Braj Kachru’s three circle diagram (Crystal, 2007, p. 60): the “inner circle” 

consists of the countries where English is the main or dominating language, i.e. the UK and 

the earliest English colonies: Ireland, USA, Canada, Australia and New Zealand. The “outer 

circle” includes those countries where English can be considered a ‘second language’ and is 

used both as a lingua franca and in official contexts – examples (reflecting the later spread of 

the British Empire) are India, Singapore and Kenya. Finally, in the countries of the 

“expanding circle”, English is taught as a foreign language, but it does not hold any official 

status. Here, we find Japan, Russia and many European countries, including Sweden (Berg, 
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Hult, & King, 2001, p. 306). Crystal (2007, p. 61) estimates that the inner circle has around 

350 million English speakers, the outer one between 300 and 500 million, and the expanding 

circle as many as 500 to 1,000 million speakers. However, as Jenkins (2006, p. 159) points 

out, Kachru’s model was developed in the 1980s and several linguists have suggested 

modifications to adapt it according to the changes that have taken place since then. 

There are several different ways of defining a lingua franca. Put simply, it means a 

“common language” (Crystal, 2007, p. 11). Jenkins (2006, p. 160) observes that “in its purest 

form”, English as a lingua franca, or ELF, is by definition never used by native speakers – the 

concept of a lingua franca here makes implicit that said language is ‘foreign’ to all those 

communicating. Berns (2009, p. 194) also discusses ways of defining what exactly a lingua 

franca is, noting that it is generally used in reference to “English in international encounters 

among non-native speakers”. However, depending on the object of the research, various 

definitions are used. For example, Elder & Davies (2006, p. 282) mention four different ways 

of understanding the term, including the use of it in a context where some or all of the 

participants are non-native speakers; interestingly, they point out that these non-native 

speakers may well share the same first language.  

In Europe, there is indeed a certain overlap of first language speakers between countries, or 

at least mutual intelligibility between closely related languages – consider, for example, the 

use of French in France, Switzerland and Belgium, or the similarities between the Romance or 

the Scandinavian languages. For Europe as a whole, however, English has become the 

predominant means of communication, as Breiteneder (2009, p. 256) points out, both 

politically, scientifically and economically. A decent knowledge of English is coming to be 

considered a basic skill in European education (Seidlhofer et al., 2006, p. 4), and English is 
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the most widely spoken foreign language in the EU countries, with 38% of non-native 

speakers claiming to speak it well enough to have a conversation in it (European Commission, 

2012, p. 19). 

There is also the intranational use of English as a lingua franca that Elder & Davies (2006, 

p. 283) touch upon, e.g. two native German speakers communicating in English, which is 

thought to be restricted to highly specific contexts, such as a discussion between foreign 

language teachers. Ultimately, though, as the areas of business, science and education become 

more and more internationalised, the line between intra- and international communications is 

gradually blurred, and ELF may be used professionally regardless of the native language(s) of 

the interacting speakers (Elder & Davies, 2006, p. 283). As the European Union has made 

English one of its official languages (Berns, 2009, p. 196), it could be argued that the EU 

countries are moving towards the outer circle, away from the expanding one, but Berns 

maintains that “European English” still belongs in the expanding circle.  

The idea of a global lingua franca and the seeming consensus that English is (or is 

becoming) this global lingua franca is not uncontroversial. Phillipson (2006) discusses the 

idea of Anglo-American linguistic imperialism, arguing that the choice of English over other 

languages in international communication puts native English speakers at an unfair advantage 

and keeps non-native speakers subordinated in an anglocentric society. He takes issue with 

the very phrase “lingua franca”, calling it “a misleading term for what is often asymmetrical 

communication between first language and foreign/second language speakers” (2006, p. 79), 

in contrast to the more democratic definitions seen above. Rather than calling English a lingua 

franca, he proposes the narrower, more context-related terms lingua economica, lingua 
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academica, etc., all the way to “lingua tyrannosaura (…) the language that gobbles up others” 

(2006, p. 80). 

 

2.2 Use of English in Sweden  

The fear that Swedish should indeed be ‘gobbled up’ by English has been expressed 

repeatedly over the last few decades, largely by Swedish scholars (Berg et al., 2001, p. 306; 

Bolton & Meierkord, 2013, p. 94; Hult, 2003, p. 43 and 2012, p. 232). According to 

Melander, it is “obvious that within certain areas Swedish is losing ground to English” (2001, 

p. 17). Some such areas, where Swedish is perceived as particularly threatened, are business, 

media and culture, technology, international politics, and academia; the term ‘domain loss’ 

has been used to describe the alleged displacement of Swedish (Bolton & Meierkord, 2013, p. 

97; Hult, 2012, p. 237; Phillipson, 2006, p. 71). Melander goes as far as to suggest that a 

diglossic1 situation may be developing, with English as the language used in higher status 

domains. However, although he cites a number of other Swedish articles expressing similar 

concerns, Melander (2001, p. 17) acknowledges that few empirical studies have been done to 

analyse the actual situation. As Phillipson (2006, p. 70) reports, there has been considerable 

activity in Sweden to ensure that Swedish maintains its position, and a national Language Act, 

with the explicit aim to protect the language, was adopted in 2009 (Swedish Government, 

2009).  

Throughout Europe, English is the vastly dominating language of scientific publications 

(Crystal, 2003, p. 112; Seidlhofer et al., 2006, p. 4), and academia is one domain where 

English is seen to be gaining ground at the cost of Swedish (Bolton & Meierkord, 2013, p. 94; 

                                                           
1 As defined by Yule (2014, p. 290), diglossia is “a situation where there is a “high” or special variety 

of a language used in formal situations (…) and a “low” variety used (…) informally”. 
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Melander, 2001, p. 18). This could be considered a threat to the language, as Swedish is thus 

used progressively less in ‘higher level’ discourse, with a subsequent loss of prestige 

(Melander, 2001, p. 28), loss of terminology, and scholars less able to discuss their subjects in 

Swedish at all (Gunnarsson, 2001, p. 61; Hult, 2003, p. 47). A good knowledge of English is 

indeed essential for those who wish to pursue higher education, both as an entry requirement 

and as a tool for acquiring information (Berg et al., 2001, p. 313), as the bulk of the literature 

in most subjects will only be available in English. 

Another domain that Berg et al. refer to as “elite” (2001, p. 308) is the business world. 

When it comes to higher employment, they point out that knowledge of English is possibly so 

taken for granted that it may not even be stated as a requirement when a position is advertised 

(2001, p. 310). While both Swedish and English may well be used in this domain, their results 

indicate that “there is a tendency to defer Swedish to English” in a situation where the choice 

of language is not straightforward (2001, p. 314). This tallies well with Seidlhofer et al.’s 

observation that steadily more Europeans use English professionally, and that national as well 

as multinational companies continue to adopt English as their official language, regardless of 

whether any of their clients are native English speakers or not (2006, p. 5). Phillipson’s claim 

that “Englishisation” is a result of globalisation and, specifically, American dominance (2006, 

p. 72), could be particularly true for the business domain.  

The idea of American dominance also applies to a great extent to popular culture, with 

‘popular’ by definition being the opposite of ‘elite’. Seidlhofer et al. even regard the use of 

English in popular culture, media, advertising and so on as its greatest influence on Europe as 

a whole (2006, p. 5). Anglophone film, television and music certainly make sure that English 

plays a prominent role in the Swedish entertainment sphere, but, as Bolton & Meierkord 
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(2013, p.104) observe, this may be due to the general popularity of (predominantly) American 

culture and productions rather than any linguistic imbalance. An interesting point to the 

contrary is made by Käll (2013), who observes not only that most English film titles are no 

longer translated into Swedish, but also that titles in other languages sometimes receive an 

English title in Sweden, rather than a Swedish translation – this, in Käll’s opinion, is a sign  of 

Swedish subservience (2013, p. 50). 

Swedes do have a reputation for being very competent English speakers (Bolton & 

Meierkord, 2012, p. 96). Hult (2003, p. 52) claims that “English proficiency is quite good. 

Nearly everybody one meets […] will be able to answer questions in English with relatively 

little difficulty.” He also observes that most Swedes with a higher education can quite 

comfortably have a conversation in English. It is also a fact that English replaced German as 

the main foreign language taught in Swedish schools in 1946 (Hult, 2012, p. 232; Bolton & 

Meierkord, 2013, p. 96). In 1962, it was made compulsory for all students (Hult, 2012, p. 

232), and these days it is taught from the early primary grades. 

Adding the Anglophone cultural influences mentioned above, it is thus unsurprising that, 

according to the most recent European Commission survey (2012, p. 21), 86% of Swedes 

claimed to speak English well enough to be able to have a conversation in it. When asked if 

their level of English was basic, good or very good, 40% of Swedes rated themselves as “very 

good”. However, as Phillipson (2006, pp. 69-70) points out (in relation to an earlier survey, 

but nonetheless relevant in this case), this is self-reported data, and the level of ‘conversation’ 

is not specified. Consequently, a ‘speaker’ of English would possibly have to be more closely 

defined for the term to have any practical relevance. It is interesting to note that while 40% of 

Swedes claimed to speak “very good” English, only 28% deemed themselves able to read a 
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newspaper article in that language (European Commission, 2012, p. 33). In concordance with 

the strong influence of popular culture, 52% of Swedes reported that one of the ways in which 

they had acquired English was through “teaching yourself while watching TV, films, listening 

to radio”; this was considered “exceptionally high,” with the European average at 11% (2012, 

pp. 101-102).  

Bolton & Meierkord agree that English may be important in the so-called elite domains, 

but that, when it comes to daily usage for the majority of Swedes, their native language is 

unrivalled (2013, pp. 95-96); they point out that the symbolic value of English may vary 

between the so-called elite and the “masses” (2013, p. 100). A conclusion of their study is that 

knowledge of Swedish is much more essential for participating in most domains of Swedish 

society than knowledge of English (2013, pp. 110-111). While this seems likely, a drawback 

of Bolton & Meierkord’s study is that a total of only 28 respondents were interviewed, most 

of whom were not born in Sweden and had a native language other than Swedish, and the 

authors point out that they “did not aim to cover the Swedish population in any representative 

sense” (2013, p. 101). It is thus difficult to apply their results to Swedish society in general. 

Hult (2012, p. 238) touches upon the discussion of whether English should now be considered 

a second language in Sweden, rather than a foreign one2, due to the increased use of English 

in the range of domains discussed above, or whether it remains a foreign language which is, 

on the whole, only sporadically and superficially used.  

                                                           
2 According to Yule (2014, p. 187), the difference between a “second” and a “foreign” language is the 

setting in which they are acquired. A “foreign” language “is not generally spoken in the surrounding 

community”, while a “second” language is. Whether English should be considered a second or a 

foreign language in Sweden is thus determined by how prevalent the language is in Swedish society, 

and not an indication of the level of proficiency of the English speakers in Sweden. 
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The second-versus-foreign language aspect is also brought up by Sharp, who points out 

that English is not only used internationally, but also intranationally, in contexts where all 

participants are native Swedish speakers (2007, p. 224) – she notes that English words and 

phrases are not infrequently inserted into an otherwise fully Swedish discourse. This 

contradicts Melander, who believes that a Swede who started code-switching to English in 

everyday conversation would be ridiculed (2001, p. 26). However, Melander’s article predates 

Sharp’s study by 11 years, and he may be referring to more extensive code-switching than 

occasional words and phrases. Sharp’s study is a quantitative and qualitative analysis of the 

intranational communication of two different groups: business executives in the shipping 

industry, and young adults having casual conversations. The results indicate that, overall, 

English is used less than is commonly perceived. Out of the 148,000 words in the two corpora 

of the study, only 2.5% were English (2007, p. 228), and the syntax remained consistently 

Swedish (2007, p. 226). Predictably, the executives’ main use of English was business jargon 

terms (77%), while the young adults inserted English (regardless of topic) playfully or to add 

emphasis (2007, p. 237), often in short or mixed utterances. Sharp concludes that the language 

mixing in these domains reflects “a conscious use of English as an auxiliary language for 

specific purposes” (2007, p. 238); there are no signs that speakers unintentionally slip into 

English. 

The questions thus remain precisely how frequent and widespread the use of English is in 

Swedish society, and what level of English the general public understand and/or speak. Also, 

the issue of whether English is a threat to Swedish, on the whole or in certain domains, or 

whether a linguistic hierarchy might be developing, with English as a prestige or elite 
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language, is unresolved. As Hult (2012, p. 241) puts it, “[t]he discursive space for English in 

Sweden is, to some extent, still being negotiated.” 

 

2.3 English in international advertising 

Several authors have studied the use of English in European advertising (e.g. Garcia-Yeste, 

2013; Gerritsen et al, 2007; Ruellot, 2011; Pahta & Taavitsainen, 2004), in countries where it 

is neither a native nor an official language. Crystal (2003, p. 94) mentions advertising 

billboards, shop signs and displays as one of the most obvious ways that English is used 

throughout the world – even if Anglophone advertisements may be fewer than the ones in the 

local language, they tend to stand out. Pahta & Taavitsainen (2004, p. 168) claim that Finnish 

companies, whether they operate internationally or not, increasingly adopt names or slogans 

in English, and that English is “frequently” used in advertising. According to Garcia-Yeste, 

(2013, p. 65), “its use in advertising stands out as a common practice worldwide”. As 

Gerritsen et al. (2007, p. 293) point out, there is an impression among linguists as well as the 

general public that the use of English is increasing among non-native speakers in Europe, but 

that this claim needs to be investigated through empirical research. The overarching research 

questions addressed in these studies can be summed up as ‘How much English is used?’ and 

‘Why is English used?”. 

In 2001, Piller found that around 50% of German television advertisements (out of a 

corpus of more than 600) contained some use of English3 (2001, p. 157). Pahta and 

Taavitsainen (2004, p. 183) claim that the use of English in the Helsinki yellow pages 

                                                           
3 Piller states that in ”more than 70%” of the adverts a language other than German was used; out of 

this 70%, in turn, 70% used English. It follows that around 50% of the total number of adverts (0.7 x 

0.7 = 0.49) contained English. 
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increased during the period of 1953 to 2003. With English being much more widely taught in 

recent decades, combined with the increasingly globalised business market, its use in 

advertising was indeed expected to increase accordingly (2004, p. 172). The quality of use 

would also be expected to change, which it did, with more complex structures, longer phrases, 

and bilingual word-play appearing over time (2004, p. 174 & 182). Crucially, though, the 

authors give no actual numbers of the proportion of advertisements in Finnish and/or English. 

Similarly, in a survey of French magazines, the percentage of advertisements containing 

English increased from 29.9 in 1999 to 45.8 in 2007 (Ruellot, 2011, p. 10), despite the 1994 

French law that restricts use of foreign languages in areas such as commercial advertising 

(2011, p. 6). Gerritsen et al. (2007) looked at advertisements in Belgian, French, German, 

Dutch and Spanish magazines; out of their corpus of nearly 2,400 advertisements, 60% 

contained some English and 6% were completely in English (p. 303). In contrast, Garcia-

Yeste found that, out of 430 Swedish magazine advertisements, only 15% contained some 

English and 2% were completely in English (2013, p. 71). The large difference between these 

results might however be attributable to variations in methodology. In a study of shop signs in 

Klagenfurt (Germany) and Udine (Italy), 36% of the German signs and 19% of the Italian 

signs contained some English (Schlick, 2002, pp. 5-6); this study also cites an older one, 

where shop signs in Zurich (Switzerland) and Uppsala (Sweden) were similarly analysed. In 

that case, 18% of the Swiss and 38% of the Swedish signs contained English (Schlick, 2002, 

p. 4). 

As to the question of why English is used where it is not the first language, it is claimed to 

be associated with a broad range of positive values, and it can apparently be used for specific 

linguistic reasons. There is also the obvious practical issue of an international company being 
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able to use the same campaign for marketing across the world, and the widespread assumption 

in the advertising business that ‘everyone’ understands English, or at least the young and the 

well educated (Gerritsen et al., 2007, p. 295). Here, it may again be worth referring to the 

2012 Eurobarometer. In Europe as a whole, certain groups (out of the 38% of non-native 

English speakers, see section 2.1) were more likely than others to rate their English as “very 

good”: younger rather than older people; those with higher education as opposed to those who 

left school earlier; people in more urban areas compared to those in rural areas; and 

professionals that were self-employed or held managerial positions, as opposed to (for 

example) manual workers (European Commission, 2012, pp. 24-25). It does thus appear that 

the younger and better educated Europeans are more likely to see themselves as good English 

speakers. 

This association of a “good” level of English with youth, as well as with the ‘elite’ groups 

of higher level professionals and those with an academic background, is echoed by Piller 

(2001). In Piller’s view, the combined use of German and English in German magazine 

advertisements is associated with exclusive or high-quality products, suggesting that a high 

level of proficiency in English is associated with successful business executives (2001, p. 

167), sophistication and “the good life” (p. 168). She claims there is a hierarchical 

relationship between English and (in this case) German, where the latter is largely restricted to 

relating boring facts, while the former is used to symbolise youth, success, cosmopolitanism 

and elitism (p. 180). This elitism, in Piller’s words, takes on “[almost] Darwinist terms. If you 

read English, fine; if not, you are an outsider. Tough luck” (p. 168). Ruellot also suggests that 

the effect achieved by the use of English appears to be more important than the extent to 

which this English is actually understood (2011, p. 16). Gerritsen et al., on the other hand, 
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work on the less elitist assumption that most of advertising text is meant to be understood by 

average consumers (2007, p. 294), but that English could sometimes be used less to convey 

information and more to simply capture the attention of the target audience. As Piller 

explains, this works because it takes the brain longer to process a text in a foreign language, 

making it harder for the potential customer to ignore the message (2001, p. 163). 

The function of English in the advertisements is also in several cases related to where in 

the advertisements it is found. In line with Piller’s proposed hierarchical relationship, she 

found that English was used more often for attention-grabbing headlines and slogans, while 

details and restrictions were conveyed in the target audience’s first language, presumably to 

make sure that these details were understood (2001, p. 180). Garcia-Yeste (2013, p. 79) notes 

a similar trend: English was more commonly used for catchphrases and headlines, while 

Swedish (in this case) was used for most of the product information. Gerritsen et al., however, 

found precisely the opposite, i.e. that English was used mainly in the product information 

section and least of all in the name or headline (2007, p. 308); but, as they point out, a reason 

for their differing results could be variations in methodology. 

When it comes to values commonly associated with English, Gerritsen et al. list modernity, 

progress and globalisation (2007, p. 298). They found that English was most commonly used 

to advertise travel and hotels, electronic equipment, and make-up or skin treatment products, 

while it was used the least in advertisements for food and drink or books and magazines (p. 

306). This was taken as support for the connection of English with modernity, as the products 

in the former category were said to be more associated with modernity, and with Piller’s 

suggestions of success, fun and elitism, than the more mundane products of the latter category 

(p. 310). Ruellot cites concepts typically associated with bilingual English advertisements as 
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technological advance, sophistication, reliability and efficiency (2011, p. 10); this is also in 

line with her own findings (p. 13). Pahta and Taavitsainen agree that English has certain 

symbolic values, such as modernity and high product standards, but that this may be more 

applicable in developing countries rather than, for example, Scandinavian countries, where 

national brands and locally made products often carry a lot of prestige (2004, p. 173). Still, 

the association of English with modernity may remain in terms of ‘trendiness’ rather than any 

notion of actual superior product quality. In contrast, the language could also be associated 

with traditional or conservative Western values, and British upper-class living standards, 

when advertising certain products (2004, p. 183). Garcia-Yeste’s study concludes that English 

is most often used to convey effectiveness, adventure and distinctiveness (2013, p. 77).  

Pahta and Taavitsainen make a few interesting linguistic points. English words, on 

average, are notably shorter than Finnish words, making the former more naturally “catchy”, 

or easy to repeat and remember (2004, p. 173). This is echoed by Gerritsen et al. in reference 

to other languages (2007, p. 295) and they believe that English phrases are sometimes used 

for practical reasons, to avoid cumbersome or clumsy translations (p. 309). Also, combining 

English and another (local) language creates scope for word-play and creativity on a different 

scale compared to a monolingual advert, which may further help catch the consumers’ 

attention. 

 

2.4 Hypotheses 

It is clearly beyond the scope of this study to test whether English is taking over certain 

domains of the Swedish language, or even analysing its overall prevalence in a certain 

environment, such as a supermarket. The present study aims instead to test a number of more 
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specific hypotheses, based on findings in previous research. The first hypothesis is that the 

soap products overall will have more English names and/or descriptions than the crispbread, 

since soap products are generally advertised as more ‘glamorous’ (cf. Gerritsen et al.’s “skin 

treatment”) than a traditional Swedish food such as crispbread. The second hypothesis is that 

the groups of products from one store will have more English product names/descriptions than 

the same range of products from the other store, based on the suggestion that English is 

predominantly used in so-called elite contexts in Sweden (Berg et al., 2001; Bolton & 

Meierkord, 2013), and that one store generally caters to customers with a higher disposable 

income than the other one does. For the same reasons, the third hypothesis is that, within the 

range of products examined, the more expensive products are more likely to have English or 

bilingual names and descriptions. Finally, the English language found on the products will be 

analysed qualitatively, to determine any pattern in type of words or level of complexity used. 

The fourth hypothesis is that if a product has a mixture of English and Swedish on the label, 

English will more commonly be used in the product name and less frequently to convey 

factual information about the product, in line with the findings of Garcia-Yeste (2013) and 

Piller (2001) discussed in section 2.3. 

 

3. Methodology and data collection 

3.1 Data 

The material for this study consisted of language collected from a total of 214 products of two 

different types – soap products and crispbread (see table 1).4  

                                                           
4 The number of foreign brand products were counted, but they were not further analysed, as 

the language used on their labels would not contribute so much information on the role of 

English in Sweden – they are presumably aimed at an international market, and/or originate 
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Table 1. Total number of products 

 ICA 

soap 

ICA 

crispbread 

Willy:s 

soap 

Willy:s 

crispbread 

Number of Swedish 

brand products  

58 88 30 38 

Number of international 

products 

58 14 33 4 

   

 

The language examined included the names and product descriptions of soap products (liquid 

hand soap, shower gel, bars of soap) and crispbread (not including hard types of the Swedish 

speciality tunnbröd) on the front of the product. Information and ingredients lists on the back 

of the products were not included, but the language(s) of the supermarket’s own printed labels 

on the shelf edges were also recorded. Finally, in other to test the third hypothesis, the prices 

per kilo (for crispbread) and per litre (for liquid soaps) were noted. The products examined 

were collected from two supermarkets in Limhamn, an area of Malmö in the south of Sweden. 

Both supermarkets are part of nationwide chains, namely ICA and Willy:s . These two 

supermarkets were chosen because as big chains, they could be considered reasonably 

representative of Swedish supermarkets in general, and also because the two branches in 

question are next door to one another, which eliminates differences that could otherwise have 

been due to two shops’ location in different socioeconomic areas. 

The reason for analysing product names and descriptions on the labels, rather than 

advertisements, is a) that the names and descriptions on the packets could be considered 

                                                           
from English-speaking countries, and so the use of English in their product names could be 

more of a practical issue. 



 

19 
 

permanent advertising, and b) that no previous studies focussing on product names and/or 

descriptions rather than advertisements were found.  

 

3.2 Method of analysis 

Firstly, the total number of products in the soap and crispbread category were counted (see 

Table 1). It should be noted that different flavours/fragrances of the same product type from 

the same company were counted as unique products. As certain product types from the same 

company came in many more varieties than other ones, this may skew results. However, since 

there appeared to be some variation within the product types, i.e. some names of 

flavours/fragrances of the same product were in English and some in Swedish, this was 

considered necessary to accurately reflect the range of products available. The brand names 

were looked up online using the Google search engine, to determine which brands could be 

classed as international and which were Swedish. The names and descriptions of the 

international brand products were not included in the study; examples of products excluded 

were soap products from Dove and Dettol, and crispbread products such as Ryvita.  

The products made by Swedish companies were divided into three groups: those with fully 

Swedish names and product descriptions, those with fully English names and product 

descriptions, and those with mixed names and/or product descriptions. The average prices per 

kilo or litre of the different groups were compared. So-called refill bottles for soap and 

shower gel were not included, as they were just a more cheaply packaged version of the same 

product. Neither were the hard bars of soap included, as they were not priced per litre or kilo. 

No discounts or reduced prices were used for the calculations. The language on the shelf label 
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was also compared to that of the actual product, to determine the extent of the supermarkets’ 

own efforts (or lack thereof) to use more or less of one language or the other. 

Once the analysis began, it was difficult in some cases to determine whether a word should 

be considered Swedish or English - for instance, in the case of words borrowed from other 

languages, such as yoghurt (borrowed from Turkish into both languages) or creme as a prefix 

for soap. This was used in both Swedish and English phrases, but does not appear in a 

dictionary of either language (Norstedts, 2010). It is likely that this is also modified 

borrowing of the French crème. In an attempt to balance these uncertain cases, words of this 

type were counted as Swedish when appearing in an otherwise Swedish phrase (e.g. “Creme 

& olja kakao”, Eng. Creme & oil cocoa) and as English if the rest of the phrase was in 

English (e.g. “Creme rich”).  

Finally, the mixed language products were analysed in terms of what type of information 

(such as the product name or the description) was in English, and if there was any pattern in 

what words (such as certain word classes) it was used for. The products with four or more 

English words in their names and descriptions were analysed using the Lexical Frequency 

Profiler (available at http://www.lextutor.ca/vp/eng/). This tool for analysis was developed by 

Laufer and Nation (1995), and assigns words to four different groups: the first 1,000 most 

frequent words (in the language as a whole), the second 1,000 most frequent, a list of so-

called ‘academic’ words, and the remaining, low-frequency, “rare” or “off-list” words. Laufer 

and Nation (1995, p. 311) propose that “the less proficient learner is less likely to use rare 

vocabulary than the advanced one”. Consequently, a higher number of  low-frequency or 

academic words in a text would suggest that the reader might need a higher level of 

proficiency to understand it. 

http://www.lextutor.ca/vp/eng/


 

21 
 

4. Results 

ICA had a broader range of products in both categories (see table 1), and most of the products 

that were found in Willy:s were also found in ICA, apart from the Willy:s’ own brand 

products. In both supermarket chains, more soap products (around 60%) than crispbread 

products (around 14%) had some English in their names and/or descriptions (see figures 1 and 

2). No crispbread products had labels that were wholly in English, while around a third of the 

soap products did. Overall, ICA had a slightly higher percentage of products with labels 

containing English than Willy:s, but the difference between the product types was decidedly 

greater than the difference between the chains. All of the own brand products in both chains 

had Swedish names and descriptions, but, notably, two of ICA’s brand names are in English 

in ICA (I love Eco, ICA Basic), while the Willy:s own brands (Garant, Eldorado5) are not. 

 

Fig. 1. Percentages of crispbread products with names and/or product descriptions in 

Swedish, English or a mix of the two languages 

                                                           
5 ”Eldorado” in Swedish has the same meaning as El Dorado (of Spanish origin) in English, i.e. a land 

of gold and riches, but has (commonly) lost its capitalisation and is grammatically and phonetically 

treated as a Swedish word. The Swedish “garant” translates as guarantor (Norstedts, 2010). 

85%

0% 15%

Crispbread products in ICA

Swedish English Mixed

87%

0% 13%

Crispbread products in Willy:s

Swedish English Mixed
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In the crispbread category, there were several examples of products with an English name 

accompanied by a fully Swedish product description. Names such as “Crisp’n wheat”, 

“French herbs” and “Fiber Balance” appeared on packaging otherwise completely in 

Swedish. Some brands, however, mixed the languages within the product name, with results 

along the lines of “Kanel fikasticks” (Eng. Cinnamon snack sticks) and “Raw Food Kex” 

(Eng. Raw Food Biscuits).  

 

Fig. 2. Percentages of soap products with names and/or product descriptions in Swedish, 

English or a mix of the two languages. 

 

Among the soap products, there were also several cases of mixed product names, e.g. 

“Flytande tvål moisturizing blåbär” (Eng. Liquid soap moisturizing blueberry) and “Handtvål 

aqua fresh” (Eng. Hand soap aqua fresh). An interesting case is the range of liquid soaps 

made by Bliw: all the product names were in Swedish (“Skogsviol” (Eng. Forest violet), 

38%

38%

24%

Soap products in ICA

Swedish English Mixed

46%

27%

27%

Soap products in Willy:s

Swedish English Mixed
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“Smultrondröm” (Eng. Wild strawberry dream) etc.), but they all shared a product description 

wholly in English, “moisturising soap with nectar extract”.  

All three groups of soap products had similar prices per litre (see Table 2). The average 

prices per kilo for the crispbread products were difficult to compare, due to the big differences 

in the size of the packaging, and the fact that some of the more expensive products in smaller 

packages could be considered snacks rather than bread. The small size of the mixed language 

crispbread group also limits useful comparisons. 

 

Table 2. Average prices per kg/litre. 

Products Average price per 

kg/litre (SEK) 

Total number of 

products in the 

group 

All crispbread products 98 126 

Crispbread products with wholly Swedish 

names and descriptions 

70 108 

Crispbread products with mixed language 

names/ descriptions 

173 18 

All soap products 59 88 

Soap products with wholly Swedish names and 

descriptions 

65 36 

Soap products with wholly English names and 

descriptions 

56 30 

Soap products with mixed language 

names/descriptions 

55 22 

  

Overall, the majority of the 214 products had shelf labels corresponding to the product 

names and descriptions in terms of being mono- or bilingual; differences were noted in only 

14% of the cases: 

 In ICA, one case of translating English name into Swedish was found: “French herbs 

> “Fr örter” (sic).  
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 Six of the eight Bliw soap varieties, all of which had mixed Swedish-English product 

names and descriptions, had shelf labels with no English in Willy:s. 

 In Willy:s, all eight products with wholly English names and descriptions had a mixed 

language shelf label, with the English product name and the explanatory Swedish 

word duschkräm (Eng. shower gel) added. In ICA, most (20) of the products with 

labels wholly in English also had English only shelf labels, while the remaining two 

had mixed ones. 

 Interestingly, three ICA products with wholly Swedish names and descriptions had 

mixed language shelf labels: “Duschcreme utan parfym” (Eng. Unperfumed shower 

gel) and “Duschcreme med parfym” (Eng. Perfumed shower gel) were both referred to 

as “Skin care” on the shelf. The ICA Basic shower gel, “Duschtvål” (Eng. Shower 

gel), was mysteriously renamed “Duschgel Energy” on the shelf. This could 

potentially be a failure to change the shelf label after the product itself had been 

changed. 

 

In summary, Willy:s had more of a tendency (14 instances) to have a higher proportion of 

Swedish on the shelf label compared to ICA (three instances), with regard to the English-

Swedish language ratio in the product name and description. In addition, ICA actually had a 

lower proportion of Swedish on the shelf label compared to the English-Swedish language 

ratio on the product label in three cases. Still, for firm conclusions to be drawn regarding any 

general pattern of one supermarket or the other using more or less English or Swedish on the 

shelf labels, more data would be required. 
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Eleven different constructions with mixed languages were found (see Table 3). Five of 

these had English product names, while only one had an English product description. The 

remaining five constructions had mixed languages within the product names. In the cases 

where languages were mixed within the product names, English was sometimes used only for 

the adjectives (moisturising, aqua fresh) but sometimes for the main noun (-sticks) and 

nothing else. 

 

Table 3. Product names and descriptions of the mixed language products 

Product name Product description 

Crisp’n wheat (Swe) 

French herbs (Swe) 

Fiber balance (Swe) 

Crisp (Swe) 

Soap + lotion (Swe) 

  

Skogsviol/Tusensköna/etc. Moisturising soap with nectar extract 

  

Raw food kex (Swe) 

Kantarell/Kardemumma/etc. 

fikasticks 

(Swe) 

Ugnsbakade rågsticks med 

sesam/havssalt/etc. 

(Swe) 

Flytande tvål moisturising 

blåbär/softening oliv 

(Swe) 

Handtvål aqua fresh (Swe) 

 

Texts from a total of 32 products (all of which were soaps) were analysed using the lexical 

frequency profiler. These samples contained 10% “academic” words in total, represented by 

the three words extract, energy and normal. The total average of low-frequency or “off-list” 

words was 33%. These were mainly nature- or fruit-related nouns and health-related 

adjectives and verbs; examples include lavender, nectar, citrus, mint, energising, hydrating 

and nourishing (see appendix for the full list of text samples and analyses). A comparison 
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with the Swedish product names also suggests a general tendency to use many fruit- or 

season-related words. Percentages for individual products or brands were not compared – as 

the individual samples consisted of relatively few words, comparisons were deemed too likely 

to yield insufficient or misleading results.  

 

5. Discussion and conclusion 

First of all, the limitations of this study must be emphasized. Only two product groups were 

analysed, and it is unclear to what extent these are representative of the general quantity or 

quality of English used on Swedish product labels. Similarly, only two supermarkets were 

included in the study, and these were located in the same area – a broader range of shops, 

located throughout Sweden, might yield different results. Also, as the ICA supermarket had a 

broader range of products, twice as many products from that store as from Willy:s were 

analysed, which may affect the results and limit the validity of any inter-store comparisons. 

Overall, less English language was found on the products than expected, giving insufficient 

data for any satisfying qualitative analysis. 

The first hypothesis, that the soap products would have more English names and/or 

descriptions than the crispbread products, is indeed confirmed by the results. Support for the 

second hypothesis, that ICA would have more English product names/descriptions than 

Willy:s, was found to a smaller extent, including the somewhat stronger inclination of Willy:s 

to use more Swedish on the shelf labels than ICA. However, more data would be required in 

this case. The fact that more soap products than crispbread products had English names and/or 

descriptions is in line with the findings of Gerritsen et al. (2007), i.e. a traditional Swedish 

foodstuff is more likely to be marketed in Swedish than a ‘beauty’ product such as shower 

gel, based on the idea that English can be associated with such values as youth, sophistication 
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and so on. The small difference between use of English in Ica and Willy:s also suggests some 

support for the idea that English, as a potential ‘elite’ language, could be used more to convey 

a sense of exclusiveness, the good life and so on, but the difference is not marked enough to 

indicate any strict divide between the two supermarkets. 

A look at the average prices per litre revealed little correlation between cost and use of 

English for the soap products; if anything, the trend was for products containing English 

language to be cheaper than those which did not. The third hypothesis is thus rejected. As 

mentioned, the crispbread product groups were too disproportionate for any meaningful 

comparison. 

The fourth hypothesis is supported by the results (although, again, the data is insufficient). 

On the mixed-language product labels, English was most commonly found in the product 

name, while only one brand used English product descriptions. As Sharp (2007) notes, there 

are several reasons for such intranational code-switching between Swedish and English. Her 

example of English being used to add emphasis could be said to apply in some cases of the 

mixed-language product names. An English word probably stands out more in the case of a 

crispbread product than a soap product, as Swedish is the completely dominant language for 

crispbread – this could be the function of a hybrid word such as “fikasticks”. When it comes 

to the soap products, it may be difficult to argue that English would catch the customers’ 

attention, since the majority of the products on those shelves have English names (if the 

international brands are included). However, as mentioned in section 2.3, mixed or English 

product names may hold the customers’ attention for longer because they take longer to read, 

and a construction such as “Flytande tvål moisturising blåbär” may take longer to process 

than a monolingual phrase in either language. 
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The lexical frequency analysis showed that a total of 43% of the English words (on the 

products with more than four English words in total) were considered “academic” or “rare”. 

While this could be taken to indicate that the English language used on the products is 

relatively difficult, other factors might also affect the level of proficiency required to 

understand these words. The three so-called academic words, extract, energy and normal, are 

spelled very similarly to the corresponding Swedish words extrakt, energi and normal, which 

arguably makes them easy for a Swedish L2-speaker of English to understand. The “rare” or 

off-list words, meanwhile, may be infrequent in the language as a whole, but it seems 

reasonable to assume that they are much more common in the ‘genre’ of body care products. 

Many of the low-frequency nouns would also be easy for a Swedish-speaker to understand, as 

they are spelled the same or almost the same way in both languages; examples include mint, 

citrus, melon, vitamin, nectar and shampoo. The relatively high incidence of low-frequency 

words in this sample may therefore not necessarily indicate that an advanced overall level of 

English is needed to understand the product names and descriptions.  

Apart from catching the customers’ attention, some other reasons for using English were 

discussed in section 2.3: the scope for bilingual word-play, the potential clumsiness of certain 

originally English words or phrases in translation, and the association of English with certain 

qualities. No examples of English being used for bilingual word-play could be found, but it 

could be argued that certain words or phrases, such as the ‘concept’ of “Raw food”, would be 

awkward or have the wrong connotations in translation. The question of what qualities 

English might be associated with would require more material, ideally from a broader range 

of different products. It is generally hard to compare the results of this study to those cited in 

section 2.3. Those studies mostly looked at advertisements in magazines or on television, 
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rather than actual product names. They also did not restrict themselves to domestic brands, 

and they studied a much broader range of products. The closest comparison that can 

reasonably be made is with the findings of Gerritsen et al. (2007, p. 306), as they have 

analysed the results according to product category. In their “Make up/skin treatment” group, 

82% of advertisements contained English, while in the “Food/drinks” group, only 42% did. If 

the international brands had been included in the present study, as they were in Gerritsen et 

al.’s, it emerges that 78-81% of the soap products had bilingual or wholly English names and 

product descriptions, compared to only 21-26% of the crispbreads. These results would have 

been more similar, especially taking into account the fact that crispbread is a typically 

Swedish food, and a more diverse range of food products is probably more likely to be 

advertised using elements of English. 

There is clearly an element of written intranational code-switching between English and 

Swedish on Swedish products, but the overall majority of the products looked at had mostly 

Swedish on the labels. Differences in English use were greater between product types than 

between supermarkets or between cheaper and more expensive products, which may suggest 

that the association of English with certain ‘genres’ is stronger than its potential role as a 

‘status’ marker. However, a selection of different product types may have yielded different 

results. The qualitative analysis indicates that English may primarily be used in the product 

names, leaving scope for further information about the products to be conveyed in Swedish. 

 

6. Future directions 

It would be interesting to note if the proportion of English product names and descriptions has 

indeed increased over the last few decades, and what other product types are more or less 

likely to have English or Swedish names. Data from several different product groups would 
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hopefully allow for broader conclusions, and a bigger qualitative study could potentially 

reveal what qualities are more or less associated with the use of English. With a broader range 

of different products, for example, the adjectives commonly used in English or in Swedish 

could be compared.  Future research could also monitor if certain product types, such as 

beauty products, over time become completely ‘English domains’, and how this reflects any 

general role or function of English in Swedish society. Also, an important question is whether 

Swedish consumers in general, or particular groups more so than other ones, find the 

prevalence of English in the supermarkets problematic; for example, could it limit their ability 

to choose a suitable product? This might be particularly true for the elderly, who have not 

studied English so extensively in school and are less exposed to popular culture, but also for 

many non-European immigrants, who will primarily be focusing on learning Swedish. 
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Appendix 

ICA crispbread 

Brand Product name Descr. 
language 

Shelf 
language 

Price, SEK/kg 
 

Vika Surdeg & korn S S 140 

Leksands Sur-Rut S S (Unavailable) 

 MiniRut normalgräddat S S 55 

 MiniRut brungräddat S S 55 

 Fyra sädesslag S S 52 

 Knäcke, brungräddat S S 50 

 Knäcke, normalgräddat S S 50 

 Tunnknäcke med nässlor & 
bovete 

S S 166 

 Tunnknäcke med pumpa & 
melonkärnor 

S S 166 

 Tunnknäcke med krossat råg 
& surdeg 

S S 166 

 Tunnknäcke med havssalt & 
frön 

S S 166 

 Tunnknäcke med soltorkad 
tomat, korn & oregano 

S S 216 

 Tunnknäcke med dinkel, 
quinoa, havre & linfrö 

S S 216 

 Hjärtan S S 49 

 Rundrut, normalgräddat S S 36 

 Rundrut, brungräddat S S 36 

 Knäcke S S 30 

 Surdeg S S 49 

 Fäbodknäcke S S 53 

 Fäbodknäcke surdeg S S 53 

Pyramid Dala-Järna knäcke surdeg S S 70 

 Dala-Järna knäcke surdeg 
med fullkorn 

S S 70 

 Spisbröd S S 199 

 Spelt-dinkelbröd S S 199 

 Batanun frön S S 145 

 Batanun frön & surdeg S S 145 

 Surdegsknäcke med 
bockhornsklöver 

S S 145 

 Batanun råg & chia S S 145 

Wasa Crisp’n wheat S mixed 126 

 Sesam och havssalt S S 69 

 French herbs S S – ”Fr 
örter” 

80 

 Kanel S S 60 

 Surdeg gourmet S S 63 

 Krögarens S S 57 

 Husman S S 19 



 

ii 
 

 Rågi S S 34 

 Sport + S S 51 

 Frukost fullkorn S S 57 

 Havre S S 59 

 Sport S S 29 

 Delikatess S S 46 

 Frukost S S 41 

 Surdeg flerkorn S S 51 

 Surdeg råg S S 47 

 Falu Råg-Rut S S 36 

 Sesam gourmet S S 81 

 Müsli gourmet S S 81 

 Grov Falu Råg-Rut S S 40 

 Fiber Balance S mixed 73 

 Delikatess linfrö S S 59 

 Rågrut S S 45 

 Normalgräddat S S 31 

 Brungräddat S S 31 

 Delikatess sesam S S 59 

ICA I love Eco Rågknäcke S S 64 

 Tunna knäckebröd S S 68 

ICA Surdegknäcke med frön S S 96 

 Knäcke havre/honung S S 107 

 Surdegsknäcke S S 107 

 Tunna knäckebröd S S 48 

 Knäckebröd S S 25 

 Crisp S Mixed 50 

Va’gott proteinknäcke S S 180 

     

Vilmas 
Fjällberget 
bageri 

Kardemumma fikasticks S Mixed  216 

 Kanel fikasticks S Mixed 216 

 Eko Sesam fikasticks S Mixed 216 

 Dill & lök fikasticks S Mixed 216 

 Chili & sesam fikasticks S Mixed 216 

 Eko svart & vit fikasticks S Mixed 216 

 Eko rosmarin fikasticks S Mixed 216 

 Kantarell fikasticks S Mixed 216 

 Ekologiskt fjällknäcke S S 216 

 Ekologiskt fröknäcke S S 216 

 Ekologiskt råg surdeg 
knäckebröd 

S S 216 

Kung Markatta Gourmetknäcke ost & 
pumpafrön 

S S 180 

 Gourmetknäcke chia S S 180 
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 Gourmatknäcke müsli S S 180 

 Gourmetknäcke tre fröer S S 180 

Renée Voltaire Raw Food Kex S Mixed  399 

Ewa Lie Fröknäcke  S S 306 

 Knäckebröd S S 306 

Sigdal Helsprött knäckebröd med 
öretr och havssalt 

S S 145 

 Helsprött knäckebröd med 
ost 

S S 199 

 Helsprött knäckebröd med 
dinkel & pumpakärnor 

S S 145 

 Helsprött knäckebrödmed 
havre 

S S 145 

 Helsprött knäckebröd med 
råg & dinkel 

S S 145 

Gammelgården Original S S 60 

     

     

 

  



 

iv 
 

Willy:s crispbread 

Brand Product name Descr. language Shelf 
language 

Price, SEK/kg 

Leksands Sur-Rut S S 60 

 MiniRut normalgräddat S S 50 

 MiniRut brungräddat S S 48 

 Fyra sädesslag S S 47 

 Knäcke, brungräddat S S 44 

 Knäcke, normalgräddat S S 44 

 Tunnknäcke med pumpa & 
melonkärnor 

S S 160 

 Tunnknäcke med havssalt & 
frön 

S S 160 

 Tunnknäcke med soltorkad 
tomat, korn & oregano 

S S 207 

 Tunnknäcke med dinkel, 
quinoa, havre & linfrö 

S S 199 

 Rundrut, normalgräddat S S 35 

 Fäbodknäcke S S 52 

 Fäbodknäcke surdeg S S 52 

Kornbageriet Ovnbagte rugstave/rågsticks 
med sesam, vallmofrö & 
linfrö 

S Mixed 92 

 Ovnbagte rugstave/rågsticks 
med sesam och havssalt 

S Mixed 82 

WASA Sesam och havssalt S S 65 

 French herbs S Mixed  76 

 Kanel S S 57 

 Surdeg gourmet S S 51 

 Krögarens S S 57 

 Husman S S 33 

 Rågi S S 30 

 Havre S S 62 

 Sport S S 43 

 Frukost S S 52 

 Surdeg flerkorn S S 49 

 Surdeg råg S S 44 

 Falu Råg-Rut S S 37 

 Sesam gourmet S S 77 

 Müsli gourmet S S 77 

 Grov Falu Råg-Rut S S (unavailable) 

 Delikatess linfrö S S 56 

 Normalgräddat S S 27 

 Brungräddat S S 27 

 Delikatess sesam S S 56 

Va’gott proteinknäcke S S 175 
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Vilmas 
Fjällberget 
bageri 

Eko svart & vit fikasticks S Mixed 204 

 Eko rosmarin fikasticks S Mixed 204 
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ICA soap products 

Brand Product name Descr. language Shelf 
language 

Price (SEK/litre) 

Lactacyd Flytande tvål S S 80 

 Duschcreme utan 
parfym 

S Mixed: ”Skin 
care oparfym 
Lactacyd” 

80 

 Duschcreme med 
parfym 

S Mixed: ”Skin 
care parfym 
Lactacyd” 

80 

Sana Mild intimtvätt S S 105 

ICA Intimtvål S S 104 

 Duschtvål oparfymerad S S 68 

 Duschtvål normal hud S S 68 

 Duschtvål torr hud S S 68 

Barnängen Yoghurt aloe vera S S 76 

 Naturlig & mjuk S S 76 

 Creme & olja kakao S S 76 

 Creme & olja magnolia S S 76 

 Yoghurt honung & 
vanilj 

S S 76 

 Extra fyllig yoghurt S S 76 

 Vitamin & styrka S S 76 

 Soap + lotion S Mixed 76 

 Barntvål S S n/a, bar of soap 

Family Fresh Spring rain Revitalising shower cream 
with stimulating birch 
extract 
Produced in Scandinavia 
since 1970 

E 44 

 Aloe care Soothing shower and 
shampoo with calming Aloe 
Vera and vitamin C 
Produced in Scandinavia 
since 1970 

E 44 

 Melon crush Hydrating and refreshing 
shower gel with lime 
extract 
Produced in Scandinavia 
since 1970 

E 44 

 Honey rich Moisturising shower cream 
with softening honey 
extract 
Produced in Scandinavia 
since 1970 

E 44 
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 Creamy berry Indulgent and moisturising 
shower cream with 
raspberry extract 
Produced in Scandinavia 
since 1970 

E 44 

 Forest energy Refreshing and energising 
shower & shampoo with 
cranberry extract 
Produced in Scandinavia 
since 1970 

E 44 

 Bright energy Energising shower cream 
with refreshing citrus 
extract 
Produced in Scandinavia 
since 1970 

E 44 

 Midnight sun Mild and caring shower 
cream enriched with 
moisturising oil 
Produced in Scandinavia 
since 1970 

E 44 

 So soft Caring shower cream with 
nourishing silk extract 
Produced in Scandinavia 
since 1970 

E 44 

 Pear & lily Hydrating shower cream 
with moisturising pear 
extract 
Produced in Scandinavia 
since 1970 

E 44 

 Fresh blossom Refreshing and caring 
shower cream with apple 
blossom extract  
Produced in Scandinavia 
since 1970 

E 44 

 Peach & cream Rich shower cream with 
softening peach extract 
Produced in Scandinavia 
since 1970 

E 44 

 Kids Shower and shampoo with 
caring oat extract 
Produced in Scandinavia 
since 1970 

E 44 

 Kids oat extract Shower and shampoo with 
caring oat extract 
Produced in Scandinavia 
since 1970 

E 44 

LdB Hydra sensitive Apple & Aloe Vera E 88 
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 Shower  
With aloe vera to soothe 
and moisturize your skin 
For sensitive skin 

 Creme rich Jasmine & Shea 
Shower 
With shea to moisturize 
and nourish your skin 
For very dry skin 

E 88 

 Hydrating Aqua & Sea Pearls 
Shower 
With sea pearls to revive 
and nourish your skin 
For normal to dry skin 

E 88 

 Vitalizing Sweet Pea & Silk 
Shower 
With silk to smooth and 
soften your skin 
For normal skin 

E 88 

 Give me strength Mango, sweet citrus & 
mint 
Giving your skin a 
refreshing energy boost 
Shower cream 

E 88 

 Fun and fabulous Wild strawberries & cocoa 
Bringing you precious 
moisture & lovely 
sweetness 
Shower cream 

E 88 

Bliw    Björnbär Moisturising soap with 
nectar extract 

S 63 

 Timotej Moisturising soap with 
nectar extract 

S 63 

 Skogsviol Moisturising soap with 
nectar extract 

S 63 

 Vitsippa Moisturising soap with 
nectar extract 

S 63 

 Tusensköna Moisturising soap with 
nectar extract 

S 63 

 Smultrondröm Moisturising soap with 
nectar extract 

S 63 

 Skogsbär Moisturising soap with 
nectar extract 

S 63 

 Kök Moisturising soap with 
nectar extract 

S 63 

 Rödklöver & hallon Moisturising soap with 
nectar extract 

S 63 
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 Blåbär Moisturising soap with 
nectar extract 

S 63 

Online   Sensitive soap 
rosemary almond 

- Mixed 36 

 Sensitive soap 
sandalwood lavender 

- Mixed 36 

Botanical 
essence 

Flytande tvål 
moisturising blåbär 

S Mixed 22 

 Flytande tvål softening 
oliv 

S Mixed 22 

ICA Basic   Duschtvål S Mixed: 
“Duschgel 
Energy” 

20 

 Handtvål mango-
papaya 

S S  

 Handtvål mandelblom S S  

 Handtvål aqua fresh S Mixed  
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Willy:s soap products 

Brand Product name Descr. language Shelf 
language 

Price (SEK/litre) 

Lactacyd Flytande tvål S S 78 

 Duschcreme utan 
parfym 

S S 78 

Willy:s Oliv tvål S S 96 

Garant Såklart duschtvål  S S 72 

 Såklart handtvål S S 68 

Eldorado Uppfriskande 
duschtvål 

S S 19 

 Handtvål våräng S S 17 

 Handtvål sommarblom S S 17 

Barnängen Naturlig & mjuk S S 68 

 Creme & olja kakao S S 68 

 Creme & olja magnolia S S 68 

 Yoghurt honung & 
vanilj 

S S 68 

 Barntvål S S n/a, bar of soap 

Family Fresh  Spring rain Revitalising shower cream 
with stimulating birch 
extract 
Produced in Scandinavia 
since 1970 

Mixed 38 

 Melon crush Hydrating and refreshing 
shower gel with lime 
extract 
Produced in Scandinavia 
since 1970 

Mixed 38 

 Honey rich Moisturising shower cream 
with softening honey 
extract 
Produced in Scandinavia 
since 1970 

Mixed 38 

 Creamy berry Indulgent and moisturising 
shower cream with 
raspberry extract 
Produced in Scandinavia 
since 1970 

Mixed 38 

 So soft Caring shower cream with 
nourishing silk extract 
Produced in Scandinavia 
since 1970 

Mixed 38 

LdB  Hydra sensitive Apple & Aloe Vera 
 Shower  
With aloe vera to soothe 
and moisturize your skin 

Mixed 88 
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For sensitive skin 

 Hydrating Aqua & Sea Pearls 
Shower 
With sea pearls to revive 
and nourish your skin 
For normal to dry skin 

Mixed 88 

 Vitalizing Sweet Pea & Silk 
Shower 
With silk to smooth and 
soften yor skin 
For normal skin 

Mixed 88 

Bliw   Skogsviol Moisturising soap with 
nectar extract 

S 63 

 Vitsippa Moisturising soap with 
nectar extract 

S 63 

 Tusensköna Moisturising soap with 
nectar extract 

S 63 

 Smultrondröm Moisturising soap with 
nectar extract 

S 63 

 Skogsbär Moisturising soap with 
nectar extract 

Mixed 63 

 Kök Moisturising soap with 
nectar extract 

Mixed 63 

 Rödklöver & hallon Moisturising soap with 
nectar extract 

S 63 

 Blåbär Moisturising soap with 
nectar extract 

S 63 
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Lexical frequency analysis. Off-list words in bold, Swedish words (not analysed) in brackets. 

AWL = Academic Word List. 

Brand Product name Product description Lexical frequency 
profile 

Family 
Fresh 

Spring rain Revitalising shower cream 
with stimulating birch 
extract 
Produced in Scandinavia 
since 1970 

K1              43% 
K2              21% 
AWL          7% 
Off-list      29% 

 Aloe care Soothing shower and 
shampoo with calming 
Aloe Vera and vitamin C 
Produced in Scandinavia 
since 1970 

K1              47% 
K2              12% 
AWL          0% 
Off-list      41% 

 Melon crush Hydrating and refreshing 
shower gel with lime 
extract 
Produced in Scandinavia 
since 1970 

K1              40% 
K2              20% 
AWL          7% 
Off-list      33% 

 Honey rich Moisturising shower cream 
with softening honey 
extract 
Produced in Scandinavia 
since 1970 

K1              50% 
K2              14% 
AWL          7% 
Off-list      29% 

 Creamy berry Indulgent and moisturising 
shower cream with 
raspberry extract 
Produced in Scandinavia 
since 1970 

K1              40% 
K2              20% 
AWL          7% 
Off-list      33% 

 Forest energy Refreshing and energising 
shower & shampoo with 
cranberry extract 
Produced in Scandinavia 
since 1970 

K1              47% 
K2              13% 
AWL          13% 
Off-list      27% 

 Bright energy Energising shower cream 
with refreshing citrus 
extract 
Produced in Scandinavia 
since 1970 

K1              43% 
K2              21% 
AWL          14% 
Off-list      22% 

 Midnight sun Mild and caring shower 
cream enriched with 
moisturising oil 
Produced in Scandinavia 
since 1970 

K1              62% 
K2              19% 
AWL          0% 
Off-list      19% 

 So soft Caring shower cream with 
nourishing silk extract 

K1              57% 
K2              22% 
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Produced in Scandinavia 
since 1970 

AWL          7% 
Off-list      14% 

 Pear & lily Hydrating shower cream 
with moisturising pear 
extract 
Produced in Scandinavia 
since 1970 

K1              36% 
K2              14% 
AWL          7% 
Off-list      43% 

 Fresh blossom Refreshing and caring 
shower cream with apple 
blossom extract  
Produced in Scandinavia 
since 1970 

K1              50% 
K2              25% 
AWL          6% 
Off-list      19% 

 Peach & cream Rich shower cream with 
softening peach extract 
Produced in Scandinavia 
since 1970 

K1              50% 
K2              21% 
AWL          7% 
Off-list      22% 

 Kids Shower and shampoo with 
caring oat extract 
Produced in Scandinavia 
since 1970 

K1              54% 
K2              8% 
AWL          8% 
Off-list      30% 

 Kids oat extract Shower and shampoo with 
caring oat extract 
Produced in Scandinavia 
since 1970 

K1              47% 
K2              7% 
AWL          13% 
Off-list      33% 

LdB Hydra sensitive Apple & Aloe Vera 
 Shower  
With aloe vera to soothe 
and moisturize your skin 
For sensitive skin 

K1              39% 
K2              22% 
AWL          0% 
Off-list      39% 

 Creme rich Jasmine & Shea 
Shower 
With shea to moisturize 
and nourish your skin 
For very dry skin 

K1              47% 
K2              18% 
AWL          0% 
Off-list      35% 

 Hydrating Aqua & Sea Pearls 
Shower 
With sea pearls to revive 
and nourish your skin 
For normal to dry skin 

K1              47% 
K2              26% 
AWL          5% 
Off-list      21% 

 Vitalizing Sweet Pea & Silk 
Shower 
With silk to smooth and 
soften your skin 
For normal skin 

K1              44% 
K2              38% 
AWL          6% 
Off-list      12% 

 Give me strength Mango, sweet citrus & 
mint 

K1              44% 
K2              25% 
AWL          6% 



 

xiv 
 

Giving your skin a 
refreshing energy boost 
Shower cream 

Off-list      25% 

 Fun and fabulous Wild strawberries & cocoa 
Bringing you precious 
moisture & lovely 
sweetness 
Shower cream 

K1              43% 
K2              29% 
AWL          0% 
Off-list      28% 

Bliw    (10 different Swedish 
product names) 

Moisturising soap with 
nectar extract 

K1              20% 
K2              20% 
AWL          20% 
Off-list      40% 

Online   Sensitive soap rosemary 
almond 

- K1              25% 
K2              25% 
AWL          0% 
Off-list      50% 

 Sensitive soap 
sandalwood lavender 

- K1              25% 
K2              25% 
AWL          0% 
Off-list      50% 

 

 


