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Abstract 

During the past years, purchasing decisions have changed considerably in many companies. This is 

reflected in the increased attention on sustainability and health aspects in many companies, in particular 

fast food industries. An efficiently well managed purchasing can make a significant contribution to the 

company results and business goals. Traditionally, the purchasing department works on negotiating 

agreements and contracts with suppliers. However, this role is rapidly changing in all industries, specif-

ically in fast food industries. Changing the traditional role, purchasing managers are taking in to ac-

count sustainability and health more, aiming to get better performance. These are few important rea-

sons why management is becoming critical in purchasing decisions of fast food industries. 

To investigate the purpose of the study a case study of Max purchasing decisions regarding sustainabil-

ity and health aspects was made and interviews were conducted within Managers that are experts with-

in the required fields. The study is based on theoretical framework including different relative theories. 

The empirical findings represent the interview answers and information from Max cooperation. In the 

empirical chapter, information regarding sustainability and health, suppliers, international expansion, 

and product portfolio were gathered. This gave a clear image about the purchasing decisions taken by 

Max to maintain sustainability and health which provide Max with a competitive advantage in the mar-

ket. However, there is still space for adjustment for better results. 
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1. Introduction 
 

This chapter will present the background and the core logic of the research by stressing the importance 

of sustainability and health. Furthermore, it acquaints readers with definitions and discussions of 

sustainability and health in fast food industries. Afterward, a glance at the background of the study and 

its context is presented, followed by the research problem. Finally, the delimitations are presented. 

 

1.1 Global Sustainability and Health 

  

There are hundreds of millions of people purchasing fast food daily without giving it much thought, 

unconcerned with the consequences and complications of their decisions. Without taking in to 

consideration where did the food come from, how were it made, and the effects it has on people around 

them. Rather, they take their tray, look for a table, sit, open their food, and dig in... When instead they 

should be considering what is really behind those hamburgers they are eating. As the old saying goes: 

You are what you eat (Guthman, 2003). 

 

On the contrary, Maloni &Brown (2006) believes that the food sector is facing several criticisms from 

the public concerning corporate social responsibility. There are numerous consumers complaining on 

the deficiencies in corporate social responsibility. Due to the complains and the direct effect it has on 

profitability and market share, food industries are working on managing corporate social responsibility 

and taking it more seriously (Ibid). As food industries are failing in maintaining the good image of their 

ethical practices, both consumers and governmental organizations are working towards increasing 

social responsibility practices (Maloni &Brown, 2006). 

Knowing that deficiencies in corporate social responsibilities are more common in fast food industries, 

require a high level of self-regulation from the fast food sector. Successful self-regulation needs 

specific standards that fast food industries can obtain to gain the trust of the consumers and government. 

The requirements can act as a base for self-regulatory standards (Sharma, Teret & Brownell, 2010). 

 

Sustainability is one of the means for fast food industries to promote corporate social responsibilities. 

Nowadays, many businesses are taking this aspect in to consideration, and working towards 
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implementing it (Hutchinson, Singh & Walker, 2012). According to Hutchinson, Singh & Walker (2012) 

sustainable development can be defined as the development that satisfy the needs of today’s consumers 

without having a negative influence on the future generations to satisfy their own needs. 

 

The huge human impact on the environment is one of the main reasons that lead to the awareness of 

environmental sustainability. A major cause of the environmental problems our society is facing today 

goes back to the industrial revolution business (Hutchinson, Singh & Walker, 2012). Unfortunately, 

there were no actions taken by the government which in return require the businesses to take action to 

come up with an effective solution. This was evident in the meeting that happened in Copenhagen in 

2009 that included 200 countries to discuss what can be done regarding this issue (Ibid). 

 

In addition to sustainability, obesity is perceived as another critical issue that fast food industries need 

to take in to consideration.  Even though it was recognized that obesity is due to many other causes, 

food marketing is still considered to play a serious role (Matthews, 2007). 

Children and teenagers represent a big market opportunity for food companies. Therefore it is not 

surprising that food companies invest heavily to increase sales and create brand loyalty among 

consumers (Harris, Pomeranz, Lobstein & Brownell, 2009). 

Researchers have found that advertisers spend a large proportion of their budgets on the food sector and 

the proportions are continuously increasing (Matthews, 2007). This deviation in the marketing section 

of fast food industries lead to several changes in the market. One of which is the increase of obesity. 

However, according to the fast food chain restaurants and marketing industries they defend their right 

to advertise their products refusing restrictions which in return reflects their commercial aims (Ibid). 

 

The study will focus on fast food industry in Sweden and their purchase decisions regarding 

sustainability and healthy products. 

 

1.2 Background 
 

The arise of the European agro-food crisis, lead to the increase of numerous disease, which in return 

caused consumers to become more aware and concerned about food safety and quality. Moreover, 

business managers started to take sustainability and sustainable production more seriously throughout 

the food chain (Vermeir & Verbeke, 2006). 
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The side effects of the crisis did not stop there. Moreover, industrial agriculture relies heavily on inputs 

such as pesticides and fertilizers, which cause excess wastes that harm the environment. This is due to 

the large amounts of nonrenewable fossil fuels used to increase production. This in return have many 

effects on the environment such as the pollution of soil, water, and air that is caused by the chemical 

pesticides and fertilizers that harm both the environment and human health. It also causes soil to erode 

faster which in return cause nutrients and the land's fertility to diminish. Moreover, water is being used 

in unsustainable rates (Horrigan, Lawrence & Walker, 2002). 

To increase sustainability managers shall work on strategies concerning economic, environmental, and 

social targets. Sustainable products are products that add through their traits to one or more of the 

aspects mentioned earlier (Vermeir & Verbeke, 2006). The economic aspect is concerned with the price 

of agricultural manufacturers, and reasonable consumer prices. The ecological aspects are concerned 

with the environment and the production settings, in other words the living environment, and quality of 

life for the people. Ecological aspects are also concerned with protecting the environment and the 

sustainable consumption for the natural resources. Whereas, the social aspect is concerned with a 

sustainable supporting policy in which there is a balance between the consumers' demand and the 

society’s' support for the agro-food industry. Therefore, sustainable consumption can be perceived as 

obtaining a balance between the consumer’s social responsibility and their needs (Ibid). 

An essential driver for change is the reflexivity tendency that is increasing in today’s society, which is 

when individuals of the society constantly reflect on the norms of the culture. Reflexive consumers take 

food consumption as a critical aspect, especially with the ethical consumer phenomena that have 

increased in the last 10 years that draws a connection between the food consumed and the social issue. 

It is important to note that an ethical consumer is that who is concerned about the ethical results of his 

or her behavior, whereas the reflexive consumer is the one who is concerned with cultural norms 

(Vermeir & Verbeke, 2006). 

 

All the above have lead to the increase in the consumption of meat, fish, and processed food and less 

basic grains which have been stimulated by agro-food processing. Therefore, the increase of energy 

obtained from processed, nutrient-poor food has highly increased the obesity risk (Hawkes, 2007). 

 

Therefore, sustainability problem is highly associated with the obesity problem. Obesity is rapidly 

increasing which in return increase the risk of establishing chronic and cardiovascular diseases in 

addition to diabetes (Matthews, 2007). 
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Diabetes is expected to increase by 36.5% in the United States in the coming 25 years, in China 75.5%, 

and in India 134% (Harris, Pomeranz, Lobstein & Brownell, 2009). 

This has caused sustainability to become a critical issue for businesses. The figure below, discuss the 

elements that needs to be taken in to consideration to establish a sustainable business approach. Those 

elements consist of the natural environment, driving forces, purchasing policies, market place, retail, 

value-adding processes, and Intermediaries and transport. When taking all the elements in to 

consideration, the company will accomplish a sustainable business approach (Hutchinson, Singh & 

Walker, 2012). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: A frame work of a sustainable business model (Hutchinson, Singh & Walker, 2012, p.522). 

 

Therefore, different factors can act as a motivation for a company to obtain self-regulation, where the 

reason behind the motivation plays a critical role in the success of the company. In order to protect the 

public health, aspects such as transparency and objectives related to sustainability must be taken more 

seriously (Sharma, Teret & Brownell, 2010). 
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1.3 Problem Discussion 
 

The buying decision process is critical aspect for a company's success. A buyer passes through different 

stages before reaching a buying decision. Figure 2 describes the five stages the consumer goes through, 

which starts in the need recognition state where the consumer recognizing a specific need, then 

information search stage where the consumer starts gathering information about the product, moving to 

the evaluation of alternative stage where the consumer starts evaluating the available alternatives based 

on his needs, then purchase decision stage where the consumer make the actual purchase, ending with 

the post purchase decision stage which is the stage where the consumer evaluates the product after he 

have tried it (Kolter, Armstrong, Wong & Saunders, 2008). 

 

Figure 2: Buyer decision process (Kolter, Armstrong, Wong & Saunders, 2008, p.265). 

 

The figure above explains the fact that the buying decision begins prior to the actual purchase and does 

not stop there. The stages above illustrate the stages the consumer goes through prior to each purchase. 

However, when in the case of regular purchases, the consumer tend to skip some of the stages above 

(Kolter, Armstrong, Wong & Saunders, 2008). 

 

The figure below illustrates the considerations the consumer passes through in complex purchasing 

situations. In which is begins with the evaluation of alternative step and then moves to the purchase 

intention which is dependent on two variable that are the attitudes of others and unexpected situational 

factors to move to the actual purchase decision (Kolter, Armstrong, Wong & Saunders, 2008). 
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Figure 3: Steps between evaluation of alternatives and a purchase decision (Kolter, Armstrong, Wong & 

Saunders, 2008, p.265). 

 

In the case were the consumer is a company, the purchasing decisions becomes highly dependent on the 

choice of the supplier. Several factors can influence the choice of supplier such as flexibility, price, 

quality, and delivery performance (Verma & Pullman, 1998). Due to the recognition of the importance 

of just-in-time and total quality management aspects, the supplier selection have became even more 

critical than before (Ibid). 

Verma & Pullman (1998) states that within the criteria of the supplier selection, quality is considered as 

the most essential one followed by delivery performance and cost. Verma & Pullman (1998) further 

explain that even though managers claim that quality is the most important criteria while choosing 

suppliers. However, they place more attention to the cost and delivery performance when deciding on 

which supplier to chose. This creates a gap between what is being practiced and the perception. 

Kolter, Armstrong, Wong & Saunders (2008) argues that the company makes its supplier selection, 

based on specific needs and benefits that can be received when selecting a supplier. 

Therefore, consumers differ according to the attributes that they perceive relevant and often pay the 

most attention to the attributes that are related the most to their needs (Kolter, Armstrong, Wong & 

Saunders, 2008). 

 

1.4 Purpose 
 

The purpose of this study is to describe the fast food industry purchase decisions regarding 

sustainability and the suppliers’ ability to provide them with healthy products. 

 

1.5 Research Questions 
 

RQ 1: How does sustainability affect purchasing decisions in fast food industries? 

RQ 2: How does health related subjects affect purchasing decisions in fast food industries? 
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1.6 Delimitations 
 

During the work with the paper, the author faced some delimitation. Knowing that the paper is limited 

to Sweden was perceived as a main delimitation. The fact that Max is located in other countries could 

have made it possible for the author to broaden the case study in other countries than Sweden. However, 

due to the time concerns this delimitation was hard to overcome. 

Furthermore, the duration of the case study was perceived as delimitation, where the study could have 

been conducted over a longer period of time. However, due to the time concerns it was not possible to 

prolong the period of the case study. 
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2. Literature Review 

 

The current chapter will offer an overview of what has been done, and it will spot the gaps in the 

existing research. The aim of this chapter is also to present the basis for the improvement of a 

conceptual framework and research model, which will act as a guideline for the following empirical 

examination of the hypothesis in this study. 

 

2.1 Marketing Strategy 
 

Marketing strategy is the integration of the decisions in an organization that identify the critical choices 

related to markets, and products in the creation of products which deliver value for customers and helps 

the organization in return to accomplish certain objectives (Varadarajan, 2009). Marketing strategy is 

perceived as the organizational strategy construct. Therefore, marketing strategies emphasize on 

marketing segmentation, targeting, and positioning aiming to compete in a specific market. At the 

operating level, marketing managers’ focus mainly on the marketing tactics, the 4Ps' of product, price, 

promotion, and place/distribution, which are the elements of the marketing mix (Ibid). 

The major role for a successful marketing strategy is to drive a firm to become customer centered. It 

also aims to determine the market trends before the competitors. The members of the organization 

which participate in the marketing-decision making process are considered to be the marketing strategy 

center (Hutt & Speh, 2014). 

 

Nowadays, with the increase of competition among firms, the choice of the marketing strategy or 

combination of strategies is critical aspect that marketing managers need to take in to account and make 

sure that their choice is the most appropriate to the firm requirements (Smith, 2014). The strategy that 

will be selected might aim to increase the demand for particular products which is accomplished by 

generating new offers to the market. Marketing managers achieve that by product differentiation 

through promotion advertising. Therefore, both market segmentation and product differentiation are 

two critical aspects to consider for a successful marketing strategy (Ibid). 
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2.2 Communication strategy 
 

There are different approaches for the concept of communication strategies. The traditional view views 

communication strategies as a verbal or nonverbal assistance tool used to compensate gaps (Dornyei & 

Scott, 1997). Communication strategies include any attempt to raise the efficiency of communication 

where individuals agree that the goal is to solve communication problems (Dornyei & Scott, 1997). 

 

Communication strategies are perceived as tools in a negotiation where both parties are willing to reach 

a communicative goal (Dornyei & Scott, 1997). The main purpose of the communication strategy is to 

convey an organization’s values and vision values, to stakeholders (Steyn, 2002). Communication 

strategies are also seen as methods that aim to communicate information relevant to a certain issue, 

situation, or event. They play as blueprints for connecting with the stakeholder and public (Ibid). 

 

Communication strategies should summarize the goals from the communication, determine stakeholder, 

describe key messages, recognize communication methods, and indicate the possible mechanisms that 

will help in attaining feedback on the strategy. Communication strategies do not have to be official 

documents. They can simply mean to discuss the possible communication problems and determining 

the most suitable way communicate the information. However, more controversial concerns will need a 

more official written strategy to assure communication with all stakeholders and all fundamental 

messages are communicated efficiently (www.epa.gov). 

 

2.2.1 Cross-cultural Communication 

 

The increase of movements of workers that was due to the globalization phenomena and strategic 

alliances has lead the cross-cultural communication competence to increase. With the increase of 

competitive advantage not only domestically but globally as well, communication skills plays a critical 

role in enhancing the quality of relationship (Okoro, 2012). Cross-cultural communication skills are 

seen to play a critical role to achieve effective management. With the increase of joint ventures, 

strategic alliances around the world cross-cultural communication become more essential. It has been 

consistently argued that international business activities are highly dependent on cross-cultural 

communication. In international business management, the degree of operational competitiveness relies 

on the degree of the cross-communication level the company has established with its stakeholders 

http://www.epa.gov/
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(Ibid). 

 

2.3 Supply Chain Management 
 

Historically, the management of the three main phases of the supply chain which are procurement, 

distribution, and production were managed separately. However, with the increase of competition and 

globalization, the need to establish a supply chain that can respond rapidly to the continuous market 

changes and customer needs increased. The firms needed to reduce their operating costs together with 

enhancing their services to stay competitive in the market. From there the need to manage the planning 

of the three phases became essential for all firms (Thomas & Griffin, 1996). 

 

Supply chain management is related to the information technologies, logistic service, efficient supplier 

management, and customer relationship management (Fawcett & Magnan, 2002). It is perceived as an 

approach that links a manufacturer’s activities with those of the suppliers and its main intermediaries 

and consumers to increase efficiency of performance. The essentials of supply chain management are 

the coordination and associated activities taking place with the partners, which may be customers, 

intermediates, or suppliers. Where it can enhance a firm's financial performance by revenue 

improvement, and cost reduction (Hutt M, Speh T, 2014). 

Supply chain management is the integration of the main processes from the end user till the main 

supplier (Lambert & Cooper, 2000). It involve a conversion in physical flows, arrangement, and 

manufacturing planning and control systems between the boundaries of the company (Vollmann, Berry, 

Whybark &Jacobs, 2005). 

 

The figure below demonstrates the general structure of a supply chain network. 
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Figure4: Schematic of a generic supply chain (Thomas & Griffin, 1996, p.2). 

 

A strong supply chain management is in need of a cross-functional integration where marketing is has 

an essential role. However, it is critical to be able to successfully achieve this integration (Lambert & 

Cooper, 2000). 

 

2.3.1 Supplier Relationship Management 

 

Supplier Relationship Management is a critical aspect for firms since it can secure the supply of good 

and constant deliveries in a competitive market. For the relationship to be efficient and successful it 

needs to be favorable for both the buyer and supplier (Al-Abdallah & Hamdan, 2014). Al-Abdallah & 

Hamdan (2014) states that the long term relationships from suppliers generate commitment. 

The method used for a successful supplier relationship management aims to simplify the selection of 

suppliers according to a help desk and centralized case based supplier selection. Which intent to chose 

the most appropriate suppliers that have premium achievements records from a case base warehouse. 

Therefore it acts as a guidance for companies to chose favored suppliers and trading partners to design 

a supply network that they use for their distribution, products and services (Choy, Lee & Lo, 2003). In 

addition to the above, the increase in competition makes customer-supplier-relationship management a 

critical aspect in businesses (Ibid). 

 

A good supplier relationship management has several benefits for the organization. It will help to 

identify the suppliers according to how important they are for the company, it will decide on the 

expectations and create a governance structure for supplier communication within the life cycle of the 

supplier relationship. Moreover, it seeks to identity the official processes for management involvement 

within the relationship. Finally, it creates a process to an efficient performance that includes identifying 

the internal roles and responsibilities (www.principlesandpractices.org). Moreover, long relationship 

will suppliers tend to be linked with the increase of quality (Al-Abdallah & Hamdan, 2014). 

 

2.3.2 Supply Chain Integration 

 

With the increase of global competition managers are looking for different unique approaches in their 

business to differentiate themselves. Scholars and practitioners have found that integrating the supply 

http://www.principlesandpractices.org/
http://www.principlesandpractices.org/
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chain have an essential link with gaining a competitive advantage (Oghazi, 2009). The increase of 

outsourcing and consumer demands and preferences, lead firms to increase their efforts on the 

coordination of their internal processes together with the supplier (Jayaram, Tan & Nachiappan, 2009). 

Designing the most appropriate supply chain and then implementing it is complicated because of its 

dynamic and the adverse purposes of the partners and facilities. However, outstanding firms have 

proved that integrated supply chain have several advantages such as increasing market share and 

financial performance (Oghazi, 2009). 

 

There are several definitions for supply chain integration. One of those definitions is the cross-

functional process integration in an organization to establish the supply chain integration (Fawcett & 

Magnan, 2002). The level of integration used by different firms relies on the firm’s integration strategy. 

The integration level of the firm consist of four different levels. Internal integration which is the first 

level, integration with suppliers which is the second level, integration with customers which is the third 

level, and full integration which is the fourth level (Oghazi, 2009). 

Examining the figure below, it shows the path over which resources from suppliers are turned into 

products by a firm. Then, they are stored and dispersed by distributors to retailers before finally getting 

to the end customer. If a product is returned by a customer, then it moves from downstream to upstream. 

For this reason, the information, product, and finance flow between the components of the supply chain 

network in both directions (Oghazi, 2009). 

 

Figure 5: Integrated supply chain network (Oghazi, 2009, p.38). 

 

2.4 Sustainable Supply Chain 
 

Sustainability today is becoming an important aspect more than ever, especially in the business world. 

This goes back to several drivers, such as the increase of the supply and demand, increase of 

understanding between science and climate changes, and the increase of transparency in organizations 

(Carter & Easton, 2011).Those issues are applicable to managers since their stakeholder, organizations, 

and also employees are consistently demanding that the organizations take social and environmental 
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issue in to account. Supply chain management can have a great impact on environmental and social 

performance (Ibid). 

 

A sustainable supply chain does not cause any damage to nature or social system at the same time its 

producing profit over a long period of time, which with the willingness of customers the firm can 

continue doing business forever (Pagell, 2009). The relationship with suppliers play a critical role in 

improving sustainability in supply chains this is due to the fact that companies nowadays employ more 

people outside their company than they do inside (Welee, 2009). The purpose is to establish business 

solutions in a way were the needs of the current world population are satisfied without harming the 

needs of the future generation (Ibid). 

 

There are four factors in which managers can increase sustainability in the supply chain. First, is 

through strategy, which means having an organizational strategy that supports the organization's 

sustainable strategy. Second, is risk management, managers should plan for both the positive and 

negative risks that might occur in the supply chain. Third, is the organizational culture, it includes 

having employees with high ethic standards and knowledge about the sustainability in the supply chain. 

Fourth, is transparency when interacting with stakeholders (Carter & Easton, 2011). 

 

2.4.1 Supplier Sustainability 

 

Deciding on the suppliers within the supply chain management is a critical choice for operations and 

purchasing managers aiming to achieve and maintain competitive position in the market. The focus on 

sustainability have made choosing suppliers more complex (Bai & Sarkis, 2009). Decision support 

tools aim to guide the organization and supply managers to make more efficient decisions. There are 

several tools were established with several formal modeling techniques. Knowing the complexity of 

sustainability factors that aim to influence the choice of suppliers the tables below list some supplier 

selection attributes (Ibid). 

 

Table 1:  Business and economic supplier selection attributes (Bai & Sarkis, 2009, p.254). 
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The table above explains divides the supplier selection attributes in to two categories. The first category 

is the strategic performance measures such as cost, quality, time, flexibility, and service capability. 

Under each of the five subcategories there are several factors affecting it. The second category is the 

organizational factors such as culture, technology, and relationships. 

 

Table 2: Environmental metrics in supplier selection decision (Bai & Sarkis, 2009, p.254). 
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The table above describes two main categories for the supplier selection decision. The first category is 

environmental practices and there are factors affecting it such as pollution controls, pollution 

prevention, and environmental management system, there are also sub factors affecting each of the 

three main factors. The second category is environmental performance and there are two main factors 

affecting it. Those factors are resource consumption and pollution production and there are sub factors 

affecting each of the two main factors. 

 

Table 3: Social metrics in supplier selection decision (Bai & Sarkis, 2009, p.255). 

 

The table above describes the three main categories for the social metrics in supplier selection decision. 

The first category is social internal criteria. There are two factors affecting it, employment practices 

and health and safety. Each of the two factors is affected by several sub factors. The second category is 

external social criteria. There are three factors affecting it, local communities influence, contractual 

stakeholders influence, and other stakeholders influence. Each of the three factors is affected by several 

sub factors. 
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2.5 Buyer Behavior 
 

The buying behavior varies depending on the product purchased. More complex decisions involve a 

higher degree of involvement. Figure 5 describes the types of the buying behavior with respect to the 

degree of involvement (Kolter, Armstrong, Wong & Saunders, 2008). 

 

                               High involvement       Low involvement 

                         

Significant 

Differences 

Between Brands 

 

 

Few Differences 

Between Brands 

 

 

 

Figure 6: Four types of buying behavior (Kolter, Armstrong, Wong & Saunders, 2008, p.262). 

 

In complex buying behavior type the buyer have high level of involvement in the purchase and the 

brands have significant differences. It is also common when it is an expensive or risky product. 

Dissonance-reducing buying behavior is when the product is expensive and risky but there are not 

significant differences between the brands. The consumer might buy the product quickly due to the 

similarities in the brands, or might make the buying decision based on the price and experience a post 

purchase effects. Whereas, the habitual buying behavior when there is little differences in the brands 

available and the consumer have low involvement and those include products that consumers buy based 

on the habit rather than brand loyalty. Due to the low involvement, price can be a good differentiator in 

such products. Finally, the variety-seeking buying behavior is when there is low involvement but 

significant differences between the brands. In such products the evaluation stage occur while 

consuming the product where the purchase decision can be made due to old beliefs the consumer 

already have (Kolter, Armstrong, Wong & Saunders, 2008). 

 

 Complex Buying 

 Behaviour 
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2.5.1 Organizational Buying Behavior 
 

A framework for analyzing organizational buying behavior could aid in the design of marketing 

strategy (Wind & Webster, 1972). There are four main variables that can influence an organizational 

buying behavior which are individual, social, organizational and environmental. In each class there are 

two main categories of variables, task and non task variables. Task variables are those that are directly 

related to the buying problem. Whereas the none task variables are those that go beyond the buying 

problem (Ibid). 

 

Table 4: Classification and Examples of Variables Influencing Organizational Buying Decisions (Wind 

& Webster, 1972, p. 13). 

 Task Non task 

Individual Desire to obtain lowest price. Personal value and needs. 

Social Meeting to set specifications. Informal, off-the-job 

interactions. 

Organizational Policy regarding local suppliers’ 

preference. 

Methods of personnel evaluation. 

Environmental Anticipated changes in prices. Political climate in an election 

year. 

 

 

Figure 6: Stages of organizational buying. 
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Source: (www.saylor.org). 

 

2.6 Product Portfolio Management 
 

Nowadays, product portfolio management is becoming a more critical aspect in product innovation. 

With the increase of new technologies, and competition and smaller product life cycles, the way one 

spends resource have became even more critical for the survival of any firm. Therefore, the importance 

of product portfolio becomes clearer since it tells managers where and how they will invest their 

resources later. Product portfolio management aims to increase the value of the portfolio in order to 

return the R&D spending, to have a well established portfolio, and a strategy that serves the company's 

overall business strategy (Cooper, Edgett & Kleinschmidt, 2001). 

 

Product portfolio management describes how a product portfolio should be managed. This includes 

taking long-term views in to consideration. Knowing that markets are continuously changing makes the 

product portfolio management essential since it takes this aspect in to account. It considers different 

brands' roles and the relationship between them over time while conducting a product portfolio (Elliot, 

Percy & Pervan, 2007). By assuming changes in the market, and determining the gaps in the present 

company's portfolio, it will be clearer to find fields for possible branding strategies (Ibid). 

 

Portfolio management is decision process which consistently changes by time, where new products are 

continually being updated. On the other hand, new projects are being looked at, chosen, and prioritized, 

and some of the existing projects might be changed or removed (Cooper, Edgett & Kleinschmidt, 2001). 

There are seven reasons that made product portfolio management essential. First, the financial reason 

since it maximizes returns. Second, is for strategy reasons, where product portfolio management 

supports the overall firm’s strategy. Third, is to communicate vertically and create visibility. Fourth, is 

to communicate horizontally. Fourth, is to increase objectivity. Fifth, is to increase sales and market 

share.  Sixth, is to achieve focus. All the above reasons have made the product portfolio management a 

more critical aspect for firms to take in to account (Ibid). 

http://www.saylor.org/
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3. Measurement of variables 
 

This chapter presents the main concepts of the purpose, research questions, and the problem discussion. 

Then a conceptual and operational definition will be presented, followed by a scale for each concept. 

 

3.1 Concept and Operationalization 

Operationalization is perceived as a highly complex process that begins with selecting the main 

concepts through the purpose, research questions, and the problem discussion. Then the either a 

descriptive or a nominal definition is chosen (Krishnaswami & Satyaprasad, 2010). 

 

Table 4:  Operationalization table 

Concept Conceptual Definition Conceptual Definition Scale 

 

 

 

 

      Supply chain 

      management 

''Supply Chain 

Management is the 

integration of key 

business processes from 

end user through 

original suppliers that 

provides products, 

services, and 

information that add 

value for customers and 

other stakeholder'' 

(Lambert & Cooper, 

2000, p.66). 

The way Max manages 

their supply chain in 

order to maintain 

sustainability and 

healthy choices for their 

customers. 

Questions 12-

13(Appendix B) 

 

 

 

 

  Supplier Relationship 

         Management 

Supplier Relationship 

Management acts as a 

guidance for companies 

to chose favored 

suppliers and trading 

partners to design a 

supply network that they 

use for their 

distribution, products 

and services (Choy, Lee 

& Lo, 2003). 

The aspects Max 

focuses on regarding 

their relationship with 

their suppliers in order 

to maintain 

sustainability and 

healthy choices for their 

customers. 

Questions 1-5(Appendix 

B) 
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Concept Conceptual Definition Conceptual Definition Scale 

 

 

       

 

 

 

 

 

       

 

 

 

      Cross-cultural 

communication strategy 

 

Cross-culture 

communication theory 

begins with recognizing 

cultural differences. 

This  can act as 

obstacles sometimes to 

communicate. 

Recognizing those 

differences and the 

effects they might have 

on communication will 

help the communicator 

to be more sensitive and 

adapt with the 

differences. In other 

words, for 

communication to take 

place communicators 

much have some 

common points in their 

background which will 

help to perceive the 

stimuli equivalently 

(www.nus.edu). 

 

Weather decisions Max 

takes to maintain 

sustainability and 

healthy choices are 

customized according to 

the country they are in. 

 

Questions 9-11 

(Appendix B) 

 

 

 

 

    Sustainable Supply 

              Chain 

''A sustainable supply 

chain is then one that 

performs well on both 

traditional measures of 

profit and loss as well 

as on an expanded 

conceptualization of 

performance that 

includes social and 

natural dimensions. 

Where such a 

conceptualization of 

performance is 

generally referred to as 

the triple bottom line'' 

(Pagell, 2009, p.38). 

The aspects in which a 

sustainable supply chain 

help Max in obtaining 

sustainability and 

healthy choices. 

Questions 6-8 

(Appendix B) 

 

The author has decided on four main concepts which were highly relevant to the purpose of the study.  

The first concept is supply chain management where the author aims to measure it based on the way 

http://www.nus.edu/
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Max manage their supply chain in order to maintain sustainability and healthy choices for their 

customers. The second concept is the supplier relationship management where the author examines the 

aspects Max focuses on regarding their relationship with their suppliers in order to maintain 

sustainability and healthy choices for their customers. The third concept is cross-cultural 

communication where it aims to examine the decisions Max takes to maintain sustainability and 

healthy choices are customized according to the country they are in. Whereas, the last concept is the 

sustainable supply chain where the author examines the aspects in which a sustainable supply chain 

help Max in obtaining sustainability and healthy choices. Moreover, the interview questions were 

divided according with the concepts in order to give a more defined structure for the interview and a 

stronger base for the findings. 

The division of the concepts aims to clarify the each concept separately and increase the validity of the 

research. The concepts where chosen according to purpose of the study and the author perceive them as 

the main concepts that acts as the base of the framework. 
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4. Methodology 
 

The methodology section will include the stages that facilitated the conduction of the research. In each 

stage relevant data was gathered from specified resources and compiling databases, aiming to get a 

more complete understanding. It will discuss the research methodology used in the study; establish a 

logical approach for examining the conceptual framework, and asses the validity of the hypotheses 

developed for this study. 

 

4.1. Research Approach 
 

The following section will include the tools and methods in which data was collected and analyzed. 

The research approach drives the research decisions and outcomes (Bryman, 2008). 

First the author explains whether a deductive of inductive approach was most appropriate to use. Then 

data collection method was chosen among three choices, qualitative, quantitative, or mix of both. 

 

4.1.1 Inductive vs. Deductive Research 
 

There are two approaches that could be used in the theory and empirical findings chapter.  Which are 

inductive and deductive research methods (Gray, 2009). 

Inductive research is a theory building process, where it begins with an observation, and aim to come 

up with a generalization of a certain phenomenon that is being studied. Whereas a deductive research 

aims to test a process that initiated with a fixed theory or a generalization, and then analyze if the 

theory works in certain circumstances (Hyde, 2000). 

Both approaches compose of two distinct research philosophies. The inductive approach relies on 

empirical data where they are used to generate theories based on events. However, in deductive 

approach the researcher uses pre-existing theories and examines them by using different methods 

(Oghazi, 2009). 

 

The study below is based on a deductive approach since it starts with a general level and then moves to 

a more specific one. The author describes the purchase decisions for fast food restaurants regarding 

sustainability and healthy food and then move to a more specific aspect where he discusses their 

communication with their suppliers. Moreover, the theoretical frame work of sustainability and health 
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will act as the base of the empirical data. 

 

4.1.2 Qualitative vs. Quantitative Research 
 

According to Creswell (2014) there are three main research approaches which are quantitative, 

qualitative, and mixed method. 

Qualitative research depends on image data and documents in which it have a unique procedure for 

data analysis and conduct different strategies of analysis. When conducting a qualitative research the 

researcher gather information through analyzing documents, observing attitudes, and interviewing 

people rather than depending on questionnaire (Creswell, 2009). 

Qualitative approaches have several characteristics. They have are perceived to have a natural setting, 

which means that the data collected is in the same setting of the problem being studied. Researches of 

qualitative approaches are perceived as key instruments where they are responsible for the data 

collection throughout several methods such as observing and interviewing. Qualitative approaches have 

multiple sources of data where they do not rely on one data source; they also focus on understanding 

the beliefs of the participant regarding the problem being studied. Moreover, they are known for their 

emergent design which means that they are constantly changing after the researcher starts collecting 

data. Another main characteristic for qualitative approaches is there reflexivity, where many aspects 

such as culture and personal experience can affect the interpretation of the problem discussed. In 

addition to what was mentioned above, qualitative approaches are holistic where they aims to create a 

complex picture of what is being studied (Creswell, 2014). 

 

Whereas a quantitative research include numerical explanation of attitudes of a population where a 

sample is being studied. Then from the sample outcome the researcher will conduct a generalization 

about the population. The purpose is to generalize an outcome from a sample group to the population 

so that assumptions can be made about behaviors or attitudes (Creswell, 2009). 

A researcher in a quantitative approach aim to test his theory rather than establishing it, where the 

theory being tested acts as a foundation of the study (Creswell, 2014). 

''The researcher tests or verifies a theory by examining hypotheses or questions derives from it. These 

hypotheses or questions contain variables that the researcher needs to define'' (Creswell, 2014, p.59). 

 

Mixed methods involve the combination of quantitative and qualitative approach throughout the study. 
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It is a relatively new field involving both open ended and close ended responses (Creswell, 2014). 

 

Due to little previous research done in the field a qualitative method was chosen to complete the 

purpose and build a strong foundation for the empirical findings. The choice of a quantitative method 

will provide the author with a better understanding of the purchasing decisions between the fast food 

restaurants and their suppliers. Whereas the descriptive data that will be collected from the chosen 

qualitative method will benefit the purpose of the study. 

On the other hand, the relatively small size of the scale which will be examined will increase the 

quality of the information collected and provide in depth description of complicated situations. 

 

4.2 Research Design 
 

''Research designs are types of inquiry within qualitative, quantitative, and mixed methods approaches 

that provide specific direction for procedures in a research design'' (Creswell, 2014, p.12). 

There are numerous methods which one can use to classify the research designs. However, a common 

way is to to classify them according to the main objective of the study as exploratory, descriptive, 

and/or causal (Oghazi, 2009). 

Exploratory designs aims to help obtain a basic knowledge within a problem area. The approach is 

most appropriate when the purpose is hard to determine (Oghazi, 2009). 

 

Descriptive research is the most appropriate to use when the problem is structured in a clear way. It 

require from the author to have a deep knowledge about the subject being studied. In addition to the 

above, a descriptive research design has two forms, longitudinal or cross-sectional. A longitudinal study 

has a constant sample of elements that have different points of measurement over an extended period of 

time. Whereas a cross-sectional study measures a certain sample over one point in time (Oghazi, 2009). 

 

Finally, a causality research design is most appropriate when studying the connection between causes 

and symptoms, where it makes complicated issues easier to be understood by emphasizing on the link 

between the component parts according to certain rules (Oghazi, 2009). 

 

A descriptive research design was chosen for the study since due to its flexibility and the need to 

describe the theory and phenomena that is being studied in order to conduct the empirical findings. 
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Using the descriptive research design the author describes the integration between fast food restaurants 

and their suppliers in a natural environment aiming to conduct data that will help the author is 

conducting essential recommendations. 

 

4.3 Data Sources 
 

When choosing a method for data collection the researcher has two options; primary data and 

secondary data. The author can chose to use one method or combine both. Secondary data is data that 

already has been collected by someone and data that have already been used in a statistical process 

(Sanjeev, 2010). 

''Primary analysis is the original analysis of data in a research study. It is what one typically imagines 

as the application of statistical methods. Secondary analysis is the reanalysis of data for the purpose of 

answering the original research question with better statistical techniques, or answering new questions 

with old data'' (Glass, 2014, p. 3). 

 

The author has decided to do a case study about Max. The study bellow is based on primary and 

secondary data. Primary data was used since the author is studying something that has not been studied 

earlier which aims to answer the research question of the paper and act as a foundation for the 

empirical findings. 

Moreover, due to the need of specific information that was up to date and directly related to the 

research topic and have not been studied before the author have chosen primary data as the most 

appropriate source for the research purpose. The primary data was collected through interviews with 

the sustainability and product development managers of Max in different regions in Sweden. 

However, to be able to get insight about the sustainability and health issue from Max perspective 

external secondary data was used. 

 

4.4 Research Strategy 
 

There are several ways of doing a social research: experiments, history, and analysis of archival 

information, surveys and case studies (Oghazi & Österberg 2003; Yin 2009). The five research 

strategies will be illustrated briefly below. 

The experiment approach aims to confirm, verify, or create validity of a hypothesis where one or few 
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variables are altered to resolve the opposing effect. Whereas, the survey research tend to form statistical 

indication with the support of a sample of the population. Archival analysis is considered an 

observational method, where the researcher determines and analyzes the documents collected or 

archives of the unit of the analysis. The history approach aims to collect, audit, and evaluate historical 

documents. In addition to the above, the case study approach intent to interpret a complete analysis of 

an individual, group or event (Beheshti et al. 2014; Oghazi 2014; Bryman & Bell, 2011). 

 

Table 5: The Relevant Situations for Different Research Methods (Yin, 2009, p.8). 

Strategy Form of Research 

Question 

Requires Control of 

Behavioral Events 

Focuses on 

Contemporary Events? 

Experiment How, Why? Yes Yes 

Survey Who, what, where, how 

many, how much? 

No Yes 

Archival Analysis Who, what, where, how 

many, how much? 

No Yes/No 

History How, why? No No 

Case Study How, why? No Yes 

 

 

Taking in to consideration the above research strategies available together with the objective and 

purpose of the study, a case study was perceived as the most appropriate strategy. Since the study is 

focusing on current behaviors then both history and experiment strategies were excluded in early stages. 

Moreover, due to the qualitative nature of the study, archival strategies were excluded as well. Due to 

the reasons above and the exploratory nature of the paper a case study was chosen to help with the 

analysis of the data collected with respect to the theories. 

 

4.5 Data Collection Method 
 

When deciding on the data collection method there was a variety of documents to consider. ''The 

sources of evidence are most commonly used in doing case studies: documentation, archival records, 
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interviews, direct observations, and physical artifacts'' (Yin, 2009, p.101). 

 

Table 6: Strengths and Weakness of the Six Sources of Evidence (Yin, 2009, p.102). 

 Sources of Evidence Strengths Weaknesses 

Documentation  Stable-can be reviewed 

repeatedly 

 Unobtrusive-not created 

as a result of the case 

study 

 Exact-contains exact 

names, references, and 

detail of an event 

 Broad coverage-long 

span of time, many 

events, and many settings 

 Irretrievability-can be 

difficult to find 

 Biased selectivity, if 

collection is incomplete 

 Reporting bias-

reflects(unknown) bias of 

author 

 Access-may be 

deliberately withheld 

 

Archival records  (Same as those for 

documentation) 

 Precise and usually 

quantitative 

 (Same as those for 

documentation) 

 Accessibility due to 

privacy reasons 

 

Interviews  Targeted-focuses directly 

on case study topics 

 Insightful-provides 

perceived causal 

inferences and 

explanations 

 Bias due to poorly 

articulated questions 

 Response bias 

 Inaccuracies due to poor 

recall 

 Reflexivity-interviewee 

gives what interviewer 

wants to hear 

 

Direct observations  Reality-covers events in 

real time 

 Contextual-covers 

context of ''case'' 

 -Time-consuming 

 Selectivity-broad 

coverage difficult without 

a team of observers 

 Reflexivity-event may 

proceed differently 

because it is being 

observed 

 Cost-hours needed by 

human observers 
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Sources of Evidence Strengths Weaknesses  

Participant observation  (Same as above for direct 

observations) 

 Insightful into 

interpersonal behavior 

and motives 

 (Same as above for direct 

observations) 

 Bias due to participant-

observer's manipulation 

of events 

 

Physical artifacts  Insightful into cultural 

features 

 Insightful into technical 

operations 

 Selectivity 

 Availability 

 

 

After deciding to have a case study as a research strategy, the author found interviews as the most 

relevant option for data collection which is due to the previous choice of a qualitative approach. 

In depth interviews were conducted where the author asked Max manager open questions to obtain a 

clear image about their purchasing decisions. The author will be doing a semi-structured interview 

since it is a deductive research. The approach flexibility is useful to the purpose of the paper where it 

can provide the author with large amount of detailed information. 

Moreover, archival records were useful for the study to strengthen the theoretical work where data from 

previous researches was gathered. 

 

4.6 Data Collection Instrument 
 

As mentioned earlier in-depth interviews were the main source of data collection. According to Rubin 

& Rubin (1995) interviews as considered as one of the most vital methods for data collection. 

It is a useful instrument since the author aims to get detailed information about the relationship between 

Max and their suppliers including their thoughts and behaviors. 

 

However, in-depth interviews still have limitations, in addition to its numerous advantages. The main 

advantage of in-depth interviews is the detailed information is provides the researcher with. On the 

other hand, there are several limitations for in-depth interviews such as prone to bias, which means that 

because a program aim to ''prove'' that a program or there method of working with something is 

working they might be biased. This implies as well for community members since they are part of the 

community. It can be time-intensive, this goes back to the time it takes to conduct interviews, interpret, 
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and analyze the results. Moreover, interviewers must be well trained in interviewing techniques, a good 

interviewer tends to make the interviewee comfortable and seem interested in what they are saying. It is 

important as well that they take intervening techniques in to consideration such as not asking questions 

that will lead to a yes or no answer. The last limitation is that in-depth interviews cannot be generalized; 

this is because small samples are chosen instead of random sampling (Oghazi 2013; Shah et al. 2010; 

Boyce & Neale, 2006). 

 

4.6.2 Interview Guide 
 

The author has three different choices when conducting the interviews. They are fully structured 

interviews, semi-structured, or an un-structured one. The author has chosen to use semi-structured 

interview. In a semi-structured interview, the interviewee has some fixed questions or keywords used 

throughout the interview. It differ from the structured interview since the questions are asked at the 

time the interviewer finds appropriate and in an open-ended way (Tutty,  Rothery & Grinell, 1996). 

 

Due to the authors will to get an overview of the interviewee opinions regarding their purchasing decisions 

and their beliefs regarding sustainability and health, semi-structured interviews were conducted. It also 

helped the author is probing and hence getting to understand the interviewee opinions in depth. 

During the process of designing the questions the author avoided long questions. Long questions were only 

used to ask questions regarding the opinion of a certain aspect. Bryman and Bell (2011) argues that ''when 

the focus is on behavior, longer questions have certain positive features in interviews'' (p.256). Double-

barreled questions were avoided as well; this was obtained by asking first a yes or a no question followed 

by a different question for either a yes or a no answer. The author as well tried to ask specific questions. 

Bryman and Bell (2011) stated that '' questions that are very general lack frame of reference'' (p.256). 

The author as well avoided leading questions since ''leading questions suggest a particular reply to 

respondents, although invariably they do have the ability to rebut any implied answer, or might feel pushed 

towards a certain direction'' (Bryman and Bell, 2011, p.257). 

In addition to the above, the questions were divided in to five main categories before conducting the 

interviews. The categories are: Questions related to suppliers, questions related to sustainability and health, 

questions related to culture, questions related to supply chain, and questions related to product portfolio. 

(Appendix B). The categories were based on the purpose of the study aiming to act as a foundation for the 

empirical data and analysis. 
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4.6.3 Pretesting 
 

To ensure that data collection is done precisely as possible and to assure the uniformity of responses, it 

is recommended that the last version of a questionnaire should be pretested to validate that there are no 

problems regarding the transparency of questions, and to make certain that each question is relevant, 

clearly worded, and explicit (Oghazi, 2009). 

 Before the interviews were conducted a pre-test took place in order to ensure the reliability of the 

questions asked. A pre-test is seen as the existence of the knowledge of the experimental variable prior 

an interview takes place (Mostaghel et al 2012; Oghazi et al 2009; Sachdeva, 2009). 

In order to increase reliability of the questions and their relevance to the purpose of the study, expert’s 

within the field including professors at Linnaeus University, School of Business and Economics were 

asked to preview and examine the questions that are available in Appendix B. 

 

4.7 Data Analysis Method 
 

The methods used in the study for analysis are data reduction and pattern matching approach. 

In the data reduction the researcher select, focus, reduce, and alter the collected data from Max 

managers. Which evaluate the needed data to simplify coming up with conclusions (Hultman et al. 

2008; Miles & Huberman, 1994).   

There are six main steps for data analysis in qualitative research (Creswell, 2014). The first step is 

transcribing the interviews done which includes taking notes and categorizing the data obtained based 

on the source. The second step is reading through the information collected and trying to comprehend 

the meaning of the information. The third step is coding the data, which includes categorizing the 

information under specific title categories. The fourth step is using the coding in order to obtain a 

general description, which may include information regarding people and places. The fifth step is 

illustrating how the description made in the fourth step will be placed in the qualitative study. The sixth 

step is the interpreting the information gathered (Ibid). Cresswell (2014) stated that in this step one 

should ask the question '' What are the lessons learned'' (p.200). 
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Figure 7: Data Analysis in Qualitative Research (Creswell, 2014, p.197). 

 

The author has gone through four main steps for the data analysis. The transcriptions were written the 

same day of the interviews aiming to prepare the data that will be later used in the analysis. Then the 

information that was transcribed was reread several times and the author obtained a general 

understanding of what was meant. Then coding took place were the information were categorized under 

five main categories and finally the author interpreted how the information collected will be presented 

in the qualitative study to act as a strong foundation for the analysis. 

 

4.8 Quality Criteria 
 

The chapter below will give an overview of the validity criteria that was taken in to consideration while 

conducting the study. 

In every part of academic research, the quality and the validity of findings are vital. For this reason it is 

essential to use good measures when developing the quality standards (Oghazi, 2009). Regardless of 

the strategy or technique used, the quality of the work and analysis must always be assured to be at the 
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highest levels. This includes four main principles. First, the analysis should reveal that all the evidences 

have been attended. This mean that the strategies used must have the development of the hypotheses. 

The analysis must show that the most relevant evidence available was chosen. Second, the analyses 

need to address if possible the main interpretations. Third, the main aspects of the case study should be 

addressed in both single and multiple case studies. Fourth, own previous expert knowledge should be 

used which aim to illustrate the awareness of the current thinking about the case study topic (Yin, 2003). 

 

4.8.1 Content Validity 

 

Considering what aspects needs to be measure in a research is called validity (Sachdeva, 2009). 

Validity is harder to maintain in a qualitative study than a quantitative, as a qualitative research is 

intangible which makes it hard to build quality (Whittemore, Chase & Mandle 2001). Content validity is 

tested by investigating whether the content is a good representative of the phenomena being measured 

(Wayne, Benveniste, Janczewski, & O'Brien, 1989). 

 

In order to assure the content validity, the interview questions were divided in to five main categories 

that were chosen according to the nominal concepts. Those were confirmed by four professors within 

the field at Linnaeus University to strengthen the content validity of the study. 

 

4.8.2 Construct Validity 

 

Construct Validity refers to whether the program has been implemented and if the results have been 

measured as desired (Sachdeva, 2009). Bryman & Bell (2011) believes that construct validity is 

obtained when the hypotheses of study is obtained from a suitable theory. 

 

In order to assure the content validity in-depth interviews were conducted with people that have the 

best knowledge within the field, such as Mr Pär Larshans the sustainability manager, and Mr Jonas 

Mårtensson, head of Product development at Max. All interviews were recorded and then transcribed 

for further revision. In addition to the above, a pretesting was done before the interview. The questions 

were altered after the first pretesting in order to insure the measurement of the desired results 

throughout the interviews. 
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4.8.3 External Validity 

 

Yin (2009) defined external as the field to which a study's results can be generalized. In order to test the 

external validity of a study, the findings ought to be applicable to other areas of the same field studied. 

This has been an obstacle for case studies if it did not provide the paper with strong basis for 

generalization (Yin, 2009). Bryman & Bell (2011) argues that external validity represents a difficulty 

for qualitative researchers since they have big tendency to utilize case studies and small samples. 

 

The foundation of the framework relies on the measure established in the operationalization process 

which was conducted based on the literature of the paper. The above process was helpful while 

conducting the interview questions (Appendix B) and increased the external validity of the overall 

framework. Moreover, the multiple interviews conducted strengthen the external validity of the paper. 

 

4.8.4 Reliability 

 

Bryman & Bell (2011) states that ''Reliability refers to the consistency of a measure of a concept '' 

(p.158). 

The main factors to consider when trying to increase the reliability of a paper is stability, internal 

reliability, and inter-observer consistency. Stability refers to weather a measure is stable under a 

specific time period which will make one sure that the outcome related to that measure is not being 

altered. Internal reliability refers to weather the indicator that the index relies on is being consistent 

over time. Whereas, inter-observer consistency relies on degree of subjectivity involved in the activities, 

for example recording and the information translation. Moreover, reliability depends on whether the 

outcome can be repeatable (Philipson & Oghazi 2013; Bryman & Bell, 2011). 

 

The reliability of the paper was conducted by three in depth interviews that was highly related to 

purpose of the paper and is capable to give a solid framework for the empirical findings. The 

interviewer made sure to record all three interviews for a higher inter-observer consistency. It is 

important to note that the author was not capable of conducting more interviews since the most suitable 

people to interview were interviewed and security reasons limited the number of interviewees. 

However, repetition in the answers started taking place after the second interview which assures that 
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the number of interviews was sufficient to fulfill the purpose. 

Moreover, due to the deductive nature of the paper it can be easily repeatable through various means, 

such as taking another fast food restaurant as a case study or conduct the case study in another country. 

It is important to note that the interviewer conducted all interviews through a short period of time in 

order to assure the consistency of the measures and therefore increase stability. 
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5. Empirical Findings 
 

This chapter represent the research findings under four main categories. The categories are suppliers, 

sustainability and health, international expansion, and product portfolio. Under each category the 

interview answers from Max are represented together with secondary data from Max Cooperation. 

 

5.1 Suppliers 
 

Suppliers have a significant role in assisting organizations to meet the customers’ needs and maintain a 

competitive advantage in the market (Hines & Rich, 1997). Max have several suppliers, some of which 

are suppliers for beef, chicken, bacon, bread, french fries, vegetables, etc. where each of the suppliers 

have a different level of impact on the climate. The Diagram below illustrates the impact Max and their 

suppliers have on the climate. 

 

Figure8: Max’s climate impacts (including suppliers) 

 

The figure above shows that all Max suppliers have an impact on the climate. However, the level of 
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impact varies. For example, the beef supplier has the greatest impact on the climate where it is 

perceived to have 77% from all the other factors Max has on the climate. Whereas, the vegetables, and 

soft drinks suppliers have the second most impact on the climate which is 11% of all the other factors. 

Then comes the suppliers of the other animals used by Max and then the least supplier that have an 

impact on the climate is the bread and flour supplier (Max Cooperation, 2011). 

 

According to the sustainability Manager at Max, Mr Pär Larshans, Max is considered to have hundreds 

of branched suppliers, which is due to the fact that Max suppliers also have their own suppliers. Max 

suppliers are either direct or indirect suppliers. The direct suppliers, are the suppliers that Max deal 

with directly and they are 25, where Max perceive 20 of those as main suppliers. As the head of 

Product development, Mr Jonas Mårtensson, explained further, the main suppliers are located between 

Sweden and Europe. 

 

For higher company's profile standards, Max classify their suppliers in to two main categories: the 

premium brand suppliers, and the standard products suppliers. Under the premium brand suppliers 

category falls the suppliers that provide Max with main products, such as suppliers for beef, bacon, 

chicken, mayonnaise, etc. Whereas the standard product suppliers are the suppliers of what Max 

perceive as less important products, such as the salt, pepper, etc.  Mr Jonas Mårtensson added that 

classifications are based on suppliers size and what they produce in addition to the specifications that 

Max require, and their BRC (Business Resource Centre) classification. 

 

To avoid unpredictable situations, and maintain Max competitive level in the market, Max have 

alternative suppliers. This helps Max not to place complete liability on one supplier which can be 

crucial in emergency situations. 

Due to the strong relationship Max have with their suppliers they rarely change them. In contrary, they 

work together with them and support them to develop their products, and enhance their quality. As Mr 

Jonas Mårtensson, explained further that Max have been working with some of their suppliers for over 

20 years. They constantly work on maintaining a strong relationship with their suppliers by several 

means, such as working together on projects. 

 

According to Mr Pär Larshans there are four main reasons that can lead Max to replace existing 

suppliers. Those reasons are the price, inability to provide the amount needed quality, and CSR 
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(Cooperate Social Responsibility) measures. 

However, according to Mr Jonas Mårtensson trust is a critical aspect that can lead Max to change 

suppliers. Lack of trust can be detected from different situations such as a down side in production, low 

profits, or in extreme cases bankrupting. 

 

5.2 Sustainability and Health 
 

Deciding on the suppliers within the supply chain management is a critical choice for operations and 

purchasing managers aiming to achieve and maintain competitive position in the market. The focus on 

sustainability and health have made the choice of suppliers more complex (Bai & Sarkis, 2009). 

Max is taking serious steps to increase sustainable consumption aiming for a significant change in the 

food system (Max Cooperation, 2011). Max started taking climate changes more seriously in to 

consideration in 2007. With the increase of global warming and its effects on the planet Max started to 

think about what can be done to have a positive effect on the planet (Ibid). 

Max began by cooperating with professionals from The Natural Step and U&W. The two organizations 

aimed to review the operations at Max and came up with proposals for critical environmental initiatives. 

Which have made Max realize that their meat is the main source of emissions, which made them decide 

to become climate neutral (Max Cooperation, 2011). 

In 2008, Max decided to work on another aspect besides increasing environmental sustainability. 

Where they have began to determine the carbon dioxide emissions produced by all Max products. 

Moreover, Max introduced their climate-friendly products. Afterwards, Max decided to take a step 

further and plant trees in Africa. Together with that, they worked continually to decrease their 

emissions. For example, they put wind-source electricity at all of their restaurants. Furthermore, they 

implemented environmental sound materials in their restaurants and solar panels at several of their 

restaurants' roofs to help produce energy for the grills (Max Cooperation, 2011). 

 

After all the efforts Max have made it reached its aim to become an inspiration for other companies to 

focus on green issues. Max today is the head in green issues. In 2011 a survey was made were Swedes 

were asked about the company that they think cooperate mostly with the environment and Max had the 

most ratio which was on top of Greenpeace and all the others (Max Cooperation, 2011). In 2011 Max 

planted around 70,000 trees in Uganda. This has resulted in several jobs for the locals. And they are 

still working towards achieving their target of carbon neutrality were they work daily on obtaining new 
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knowledge that can guide them and help them improve (Ibid). In 2012 a sustainable brand survey was 

made by Ipsos/Syncopate which aims to develop sustainable businesses and Max was the first in its 

industry and number 18 in all the rankings (Ibid). 

The survey relied on the UN's Global Compact, which illustrates what companies can do to increase 

sustainability, minimize corruption, and improve working conditions and human rights where 8000 

participants were chosen to represent the Swedish population (Max Cooperation, 2011). 

Max has implemented some measures in order to maintain sustainability and healthy choices for their 

customers. In addition to what have been mentioned earlier that Max only serve Swedish beef, chicken, 

and bacon, Max ensure that their cars are according to the environmental requirements, and 90% of 

their bulbs consume low amounts of energy, where also a new procedure is being used in the kitchen 

that which is called ''turn on/turn off'' which aims to decrease the energy usage and the same time were 

is increase the usage of the equipments. Max restaurants also use LED lighting instead of neon, and not 

all their food, plastic, and paper are being recycled, they also make sure that all the products they 

produce are from recyclable materials.. Moreover, recently Max is not using palm oil anymore since it 

is being produced from rainforest and also the trans-fats have been eliminated from the oil being used. 

In addition to the above, none of Max products contain GMOs, and they ensure that only organic milk 

is being served at all their restaurants (Max Cooperation, 2011). Moreover, Max new employees have 

to go to a course were they get to know about Max’s environmental initiatives. Max have also 

introduced 24 stations for their customers to recharge their electric cars free of charge (Ibid). 

 

According to Mr Pär Larshans, Max perceives sustainability as a fundamental aspect that needs 

consistently to be taken in to consideration. Therefore, efforts on regular basis are made to reduce 

emissions by them and their suppliers, bearing in mind to maintain a balance between emission 

reduction by the suppliers and the prices of raw material in order to be able to provide the customers 

with good prices without the need of charging them extra. In other words, Max suppliers are supporters 

for sustainability and health. However, according to Mr Jonas Mårtensson, Max maintain sustainability 

and health by different means such as new product development processes, where it is considered a 

way to encourage customers to eat healthier without charging them more. 

 

On the other hand, Mrs Carina Dyberg, an employee at the Marketing Department, explained that due 

to the fact that Swedish people are perceived to be highly health concerned, and have high level of 

awareness of what is healthy, with the increase of demand of ecological products in the market, and 



44 

 

market demand have all lead Max to chose this direction, aiming to give a ''choice'' to their customers. 

Mrs Carina explained further that since Max started in 1978; the founder of Max had the sustainability 

concept in mind. However, it was not until 2002 where Max started actively communicating this by 

introducing the healthy meals, which have made them a step ahead of their competitors in the market. 

Today Max the ''green key hold'' logos on their products which compiles the fact that the products have 

specific nutrition standards concerning the amount of calories from sugar and fat. 

 

According to Mr Pär Larshans, in addition to the procedures Max undertake to maintain sustainability 

and health, Max perceive the choice of suppliers as critical role in those fields, in particular the supplier 

for beef, chicken, and bacon. 

For the reasons above, Max has Swedish beef, chicken, and bacon in all the products, which are 

difficult to obtain due to the decrease of Swedish production. Moreover, the product development acts 

as the driving force behind the choice of suppliers. It is also the roots to reduce the emissions. 

 

5.3 International Expansion 
 

Today Max is located in Sweden, Denmark, Norway, and UAE (www.max.se). 

According to Mr Pär Larshans, when Max are expanding their brand it becomes hard to control the 

standards of health and sustainability being implemented everywhere at the same level. For instance, 

with respect to the health aspect, the fresh menus were highly highlighted in Dubai due to the diabetes 

problem that is increasing in the society, which also have lead Max to increase their efforts on 

promoting the deli fresh menus. However, Mr Jonas Mårtensson added that the amounts of chicken 

products are more in Dubai which is means to adopt to the market. 

On the other hand, unlike the Middle East, Scandinavian countries are relatively similar. Therefore, 

product which Max provide in Norway and in Denmark are a similar to Sweden taking in to 

consideration having local products as means to adopt to the market. 

Mrs. Carina discussed the communication strategies used in each country. Communication strategies 

used are similar in Norway and Denmark. However, the health aspect was not highlighted as much 

when first Max started in Dubai. Whereas, today Max is placing more emphasize on communicating 

those aspects in the Middle East market as a way of differentiation among competitors. 

 

According to Mr Pär Larshans, the product portfolio differs from one country to another. For instance, 

http://www.max.se/
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Max launched the salmon burger in Norway due to the market demand, and eliminated the use of bacon 

in its products in the Middle East due to the country regulations that band selling bacon in the market. 

Whereas in Denmark the products are the same as in Sweden. 

 

The criteria for choosing suppliers differ from a country to another due to regulations of each country 

and the amount of restaurants. For instance, regulations in Dubai limit the beef and chicken to only 

''halal'' which in return limit the choice of suppliers. Therefore, Max import the chicken and beef from 

Austria bearing in mind the importance of maintaining the same quality standards as their products in 

other countries.  Mr Jonas Mårtensson added that in Denmark for instance they need smaller suppliers 

due to the small amount of restaurants located there with respect to Sweden. 

Mrs Carina Dyberg discussed further the differences in the amounts of energy, calories, and 

carbohydrates in each of Max products with respect to the country. Those differences are due to the 

choice of suppliers in each country which is based on each countries regulation such as the strict 

regulation on import in Norway. 

 

5.4 Product Portfolio 
 

Product portfolio is the set of products an organization has. The management of the product portfolio 

has a significant role in meeting the market demand. This includes taking long-term views in to 

consideration. Knowing that markets are continuously changing makes the product portfolio 

management essential since it takes this aspect in to account. Product portfolio management considers 

different brands' roles and the relationship between them over time (Elliot, Percy & Pervan, 2007). 

 

Max product portfolio consist of several alternative such as chicken, hamburgers, fish, french fries, side 

orders, desserts, pie, drinks, vegetarian alternatives and a lot more (www.max.se). Max product 

portfolio also includes the deli fresh meals which are drinks and desserts with low amounts of fat in 

them (Ibid). 

There have been changes in the deli fresh meals within the product portfolio menu. The changes have 

took around 7 months so it can reach the progress it have reached today. For instance, the amount of fat 

have decreased to 6% in the bread of the chicken burger, Max have also launched the GI-bun, low carb 

products, and decreased the amount of fat in the dressings served and their ice creams (www.max.se). 

The products that Max serve lack GMO (Generic Modified Organism), growth hormones, trans fat, or 

http://www.max.se/
http://www.max.se/
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antibiotics (Ibid). 

 

Since Max has started the climate labelling concept in 2008, the sales have rose by 28% for the 

climate-friendly products. Some examples on climate friendly products are:  Max Fish Burger, which 

contains 0.2 kg of CO2 emission per meal, Max Green Burger containing 0.3 kg of CO2 emission per 

meal, Chicken Burger classic containing 0.4 of CO2 emission per meal, and Deli fresh Chicken Burger 

containing 0.4 kg of CO2 emissions per meal (Max Cooperation, 2011). 

 

According to Mr Pär Larshans, Max has been consistently doing changes in the product portfolio. 

When developing new products Max often search for new suppliers that can help them to produce it. 

Whereas in the case of product adjustments, it depends on the existing suppliers ability to serve what 

Max need together with maintaining high standards of quality. 

 

This year Max introduced two new products. A new coffee that was a replacement of the free coffee 

Max used to offer. That was due to the fact that the decrease of coffee intake is environmental friendly, 

were it is also being sold in glass cups instead of the coffee cups that were used earlier aiming to have a 

positive impact on the environment. 

The other change for this year were concerning the french fries, which was launched the first of April 

and contains very low amounts of acrylamide to make it healthier. 

Mr Jonas Mårtensson added that a lot f changes was done the past three years depending on the goal 

behind each product launching. Recently, Max launched the grand de leux portfolio, which was a huge 

success and other premier shakes. 

 

Mr Pär Larshans explained that Max have different product according to consumers preferences such as 

the GI burger, which are addressed for consumers following the GI diet. Whereas the deli fresh menu 

are addressed to the consumers that prefer meals with low fat. In addition to the low carb products Max 

provide. As mentioned earlier, the changes have increased over the years and are continuing to increase 

to be able to satisfy the biggest amount of consumers in the market. However, the product portfolio 

differs from a country to another. For instance, in Norway Max have introduced the salmon burger 

since the market consumes large amounts of fish products. Whereas the products in Dubai lack bacon. 

Unlike Denmark which have the same product portfolio as Sweden. 
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Mrs Carina Dyberg, added that the changes done in Max product portfolio are highly dependent on the 

market demand, which can result in either adding or removing products. 
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6. Analysis 
 

This chapter represent the analysis of the results of the empirical data conducted from the 

interviews, and secondary data. It includes 4 results displayed which are the suppliers, 

sustainability and health, international expansion, and product portfolio  

6.1 Suppliers 
 

Researchers are finding a significant increase in the link between suppliers and the competitive success 

of firms. This goes back to different reasons. First, firms are placing their focus on their core 

competence which requires more dependence on external suppliers. Second, establishing an efficient 

supply base management strategy will increase the global competitive advantage. Third, suppliers play 

a critical role in the innovation of critical areas concerning the product, which can be critical for the 

success of a firm (Monczka, Trent & Callahan, 1993). 

 

Max cooperates with hundreds of suppliers, directly or indirectly. The direct suppliers are 25 and 20 of 

those as perceived as main suppliers. Max seldom replaces their suppliers due to the well-built 

relationship they have. Furthermore, they work together with them and support them to develop their 

products, and enhance their quality. They have been working with some of their suppliers for over 20 

years, and they continually work on maintaining a strong relationship with their suppliers by different 

means such as working together on projects. Building a strong relationship with the suppliers have 

several benefits for the company such as ensuring supply and deliveries as Al-Abdallah & Hamdan 

(2014) explains that the supplier Relationship Management is a critical aspect for firms since it can 

secure the supply of good and constant deliveries in a competitive market. 

 

Nowadays with the intensity of competition, customer-supplier-relationship management is becoming a 

critical aspect in businesses (Choy, Lee & Lo, 2003). Knowing that Max competitors are both domestic 

and global place an emphasize on maintain a good relationship with their suppliers. 

As Al-Abdallah & Hamdan (2014) explained, long relationship will suppliers tend to be linked with the 

increase of quality. Therefore, maintaining a good relationship with the suppliers has an impact on 

increasing the quality of products at Max. The supplier relationship can be also enhanced through a 

strategic management of the supply chain. It can be achieved as Lambert & Cooper (2000) suggest by 
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the integration of the main processes from the end user till the main supplier. 

 

Max work together with their suppliers to help them improve. The integration of the supply chain will 

increase Max competitive advantage. As Oghazi (2009) explains that integrating the supply chain has 

an essential link with gaining a competitive advantage. According to Jayaram, Tan & Nachiappan 

(2009) integration of supply chain can be achieved through the coordination of the firm’s internal 

processes together with the supplier. 

Therefore, integrating and managing the supply chain helps Max to maintain a good relationship with 

their suppliers which in return increase their quality and help to maintain a competitive advantage in 

the market. 

 

6.2 Sustainability and health 
 

The food industry is facing several criticism regarding corporate social responsibility, and health 

problems in the supply chain (Maloni & Brown, 2006). 

Max is taking serious steps to increase sustainable consumption aiming for a significant change in the 

food system. Where they have implemented some measures in order to maintain sustainability and 

healthy choices for their customers. According to Max cooperation, sustainability is a fundamental 

aspect that needs to be taking to consideration consistently. Therefore, efforts on regular basis are made 

to reduce emissions by them and their suppliers, bearing in mind to maintain a balance between 

emission reduction by the suppliers and the prices of raw material in order to be able to provide the 

customers with good prices without the need of charging them extra. In other words Max suppliers are 

supporters for sustainability and health. On the other hand, Max maintain sustainability and health by 

means such as new product development processes, where is it perceived as way to encourage 

customers to eat healthier without charging them more. As Max mentioned that people nowadays are 

more aware of the sustainability and health problems makes it more important to place a greater focus 

on those issues and increase the transparency regarding sustainability and health. Since as Carter & 

Easton (2011) stated that sustainability today is becoming an important aspect more than ever, 

especially in the business world. This goes back to several drivers, such as the increase of the supply 

and demand, increase of understanding between science and climate changes, and the increase of 

transparency in organizations. The above issues are applicable to managers since their stakeholder, 

organizations, and also employees are consistently demanding that the organizations take social and 
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environmental issue in to account. 

 

Max considers the choice of suppliers critical for sustainability and health for certain products such as 

suppliers for beef, chicken, and bacon. For that reasons, Max have Swedish beef, chicken, and bacon in 

all the products, which are difficult to obtain due to the decrease of Swedish production. Moreover, the 

product development acts as the driving force behind the choice of suppliers. It is also the roots to 

reduce the emissions. The way Max is choosing their suppliers is aligned with their business strategy 

which is essential in providing Max with a competitive advantage in the market. As Bai & Sarkis (2009) 

stated that deciding on the suppliers within the supply chain management is a critical choice for 

operations and purchasing managers aiming to achieve and maintain competitive position in the market. 

The focus on sustainability and health has made choosing suppliers more complex. Whereas Welee 

(2009) added that the relationship with suppliers play a critical role in improving sustainability in 

supply chains which is due to the fact that companies nowadays employ more people outside their 

company than they do inside. 

 

When Max started in 1978, the founder of Max had the sustainability concept in mind. However, it was 

not until 2002 where Max started actively communicating this by introducing the healthy meals, which 

have made them a step ahead of their competitors in the market. Working on maintaining sustainability 

will provide Max with a competitive advantage and increase their profits. As Pagell (2009) explains 

sustainability does not only guarantee a competitive advantage it also produce profit over a long period 

of time without causing any damage to nature or social system, which with the willingness of 

customers the firm can continue doing business forever. 

 

6.3 International Expansion 
 

The business success relies on expanding the global reach of a firm (Boudrea, Loch, Robey & 

Straud,1998). Today, Max is going international. However, when they are expanding their brand it is 

hard to control the standards of health and sustainability being implemented everywhere at the same 

level. For instance, with respect to the health aspect, the fresh menus were highly highlighted in Dubai 

due to the diabetes problem that is increasing in the society, which have lead Max to increase their 

efforts on promoting the deli fresh menus. However, the amounts of chicken products are more in 

Dubai which is means to adopt to the market. 
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On the other hand, unlike the Middle East, Scandinavian countries are relatively similar. Therefore, 

product which Max provide in Norway and in Denmark are a similar to Sweden taking in to 

consideration having local products as means to adopt to the market. This have lead Max to have 

suppliers in each country they are located in and therefore, different communication strategies. Having 

strong cross-cultural communication skills aiming to achieve the organizational goals will improve the 

quality of the relationship Max has with their suppliers. As Okoro (2012) explained that the increase of 

movements of workers that was due to the globalization phenomena and strategic alliances have lead 

the cross-cultural communication competence to increase. With the increase of competitive advantage 

not only domestically but globally as well, communication skills plays a critical role in enhancing the 

quality of relationship. 

 

The communication strategies Max uses in each country differ. Where it considered similar in Norway 

and Denmark. However, in Dubai the health aspect was not highlighted as much when first Max started. 

Whereas, today Max is placing more emphasize on communicating those aspects in the Middle East 

market as a way of differentiation among competitors. This will help to provide Max with a strong base 

of business management and a high degree of competitiveness. As Okoro (2012) explained that the 

cross-cultural communication skills are seen to play a critical role to achieve effective management. 

With the increase of joint ventures, strategic alliances around the world cross-cultural communication 

become more essential. It has been consistently argued that international business activities are highly 

dependent on cross-cultural communication. In international business management, the degree of 

operational competitiveness relies on the degree of the cross-communication level the company have 

established with its stakeholders. 

 

On the other hand, the product portfolio differ from one country to another such as the salmon burger in 

Norway which was launched based on the market demand, and the elimination of bacon products in the 

middle east based on the country regulations that band selling bacon in the market. Whereas in 

Denmark the products are the same as in Sweden. Max adapt their product portfolio depending on the 

country they are in bearing in mind the sustainability and health concept which is aligned with Max 

strategy. As Cooper, Edgett & Kleinschmidt (2001) explained that the product portfolio management is 

becoming a more critical aspect in product innovation. Therefore, the importance of product portfolio 

becomes clearer since it tells managers where and how they will invest their resources later. Product 

portfolio management aims to increase the value of the portfolio in order to return the R&D spending, 



52 

 

to have a well established portfolio, and a strategy that serves the company's overall business strategy. 

 

The criteria for choosing suppliers differ from a country to another according to the regulations of each 

country. The amount of restaurants also have an impact on the choice of suppliers, nevertheless Max 

sustain similar quality standards in all countries. According to Max cooperation the choice of the 

suppliers assist Max to adapt to the market which also acts as a tool in their marketing strategy as 

Varadarajan (2009) explained marketing strategies emphasize on marketing segmentation, targeting, 

and positioning aiming to compete in a specific market. Which is what Max does when they chose to 

increase the chicken in Dubai for instant, they aim to target and segment the market in that way. This 

adaptation helped Max is becoming which contributes to the success of Max. As Hutt & Speh (2014) 

explains that the major role for a successful marketing strategy is to drive a firm to become customer 

centred. And as Smith (2014) explained further that both market segmentation and product 

differentiation are two critical aspects to consider for a successful marketing strategy. 

 

6.4 Product Portfolio 
 

The product portfolio has a significant impact in the firm’s success among its competitors in the market 

(Jiao & Zhang, 2004). 

Max has been consistently doing changes in the product portfolio. When developing new products Max 

search for new suppliers sometimes that can help them to produce it. Whereas in product adjustments it 

depends on the existing suppliers’ ability serve what Max need together with maintaining high 

standards of quality. The constant changes in the product portfolio helps Max is maintaining its 

competitive position in the market and as Cooper, Edgett & Kleinschmidt (2001) mentioned that 

product portfolio management is becoming a more critical aspect in product innovation. Since the way 

one spends resource have became even more critical for the survival of any firm. 

The changes that are done in Max product portfolio are highly dependent on the market demand and 

aim to maintain and increase sustainability and health. This strategy Max is following will increase the 

value of the product portfolio since it serves the business strategy Max follows concerning 

sustainability and health. As Cooper, Edgett & Kleinschmidt (2001) explained, product portfolio 

management aims to increase the value of the portfolio in order to return the R&D spending, to have a 

well established portfolio, and a strategy that serves the company's overall business strategy. 
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Max product portfolio aims to constantly adapt to the market needs and it is changes in according to the 

country Max is in. Those changes and the adaptation guarantee Max a strong product portfolio since it 

does not only adapt to the changes but also it takes the long-term view of Max strategy in to 

consideration. As Elliot, Percy & Pervan (2007) explained that the product portfolio management 

includes taking long-term views in to consideration. Knowing that markets are continuously changing 

makes the product portfolio management essential since it takes this aspect in to account. On the other 

hand, it will help Max to find possible branding strategies since as Elliot, Percy & Pervan (2007) stated 

that by assuming changes in the market, and determining the gaps in the present company's portfolio, it 

will be clearer to find fields for possible branding strategies. 

 

Max have different product according to consumers preferences such as the GI burger, which are 

addressed for consumers following the GI diet. Whereas the deli fresh menu are addressed to the 

consumers that prefer meals with low fat. In addition to the low carb products Max provide. 

Changes have increased over the years and are continuing to increase to be able to satisfy the biggest 

amount of consumers in the market. The above adaptation provides Max with a strong product portfolio 

management since as Cooper, Edgett & Kleinschmidt (2001) explained that a strong portfolio 

management is a decision process which consistently change by time, where new products are 

continually being updated. On the other hand, new projects are being looked at, chosen, and prioritized, 

and some of the existing projects might be changed or removed. 

 

There are several benefits for a well managed product portfolio. Cooper, Edgett & Kleinschmidt (2001) 

mentions some. First, is the financial reason since it maximizes returns. Second, is a better strategy, 

where product portfolio management support the overall firm’s strategy. Third, the vertical 

communication and visibility. Fourth, is the horizontal communication. Fifth, the increase of objectivity. 

Sixth, is the increase in sales and market share. Seventh, is focus achievement. All the above reasons 

have made the product portfolio management a more critical aspect for firms to take in to account. 
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7. Conclusion 
 

This chapter aims to answer both research questions and conclude weather sustainability and health 

affect purchasing decision in Max. Moreover, it discusses the academic and managerial implications of 

the research, the limitations, how the research could be continued further, ending with concluding 

remarks. 

The conclusion of the research was that both sustainability and health have an impact on fast food 

companies' purchasing decisions through several ways. The suppliers’ decision is one of the key aspects 

that can have an impact on sustainability and health in fast food companies. As Welee (2009) stated that 

the relationship with suppliers play a critical role in improving sustainability in supply chains which is 

due to the fact that companies nowadays employ more people outside their company than they do 

inside. 

Since Max was established in 1978, the founder of Max had the sustainability and health concept in 

mind. However, it was not until 2002 where Max started actively communicating this to their 

customers, which have made them step ahead of their competitors. Today, Max is taking serious steps 

to increase sustainable and healthy consumption aiming for a significant change in the food system. In 

order to maintain that Max work together with their suppliers to reach their goal and efforts on regular 

basis are made to reduce emissions by them and their suppliers. 

Max suppliers are supporters for sustainability and health. However, other ways that Max supplier 

decision can affect sustainability and health is when there is new product development process. Max 

perceive the choice of suppliers as critical role in maintaining sustainability and health choices, in 

particular the supplier for beef, chicken, and bacon. All those suppliers are Swedish suppliers, which 

are difficult to obtain due to the decrease of Swedish production. Moreover, the product development 

acts as the driving force behind the choice of suppliers. It is also the roots to reduce the emissions. 

Another significant way Max work on maintaining sustainability and health is by managing their 

supplier relationship management which also have an impact on the quality. As Al-Abdallah & Hamdan 

(2014) explained, long relationship will suppliers tend to be linked with the increase of quality.  It also 

have different advantages for companies such as ensuring supply, deliveries, and a competitive 

advantage as Al-Abdallah & Hamdan (2014) explained further that the supplier Relationship 

Management is a critical aspect for firms since it can secure the supply of good and constant deliveries 

in a competitive market. 
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7.1 Implications 
 

The study has both academic and managerial implications. Carter & Easton (2011) stated the 

importance of sustainability today in the business world. And Bai & Sarkis (2009) explained further the 

importance of the choice of suppliers when focusing on the sustainable and health aspects to maintain a 

competitive advantage. Due to the lack of the same study in this area. The author chose a qualitative 

approach to gain a deep insight on the fast food industry purchase decisions regarding sustainability 

and the suppliers’ ability to provide them with healthy products. 

 

7.1.1 Academic Implications 

 

This section represent the contribution of the research to the theory. It was concluded that the study 

supported some theories related to sustainability and health and also contributes different information 

regarding sustainability and health. 

Carter & Easton (2011) stated a significant theory regarding the importance of sustainability today I the 

business world and explained further the drivers for that. During the interview with Max it was clear 

that Max perceive sustainability and health as a fundamental aspect to ensure competitive advantage in 

the market and for the same reasons that Carter & Easton (2011) mentioned such as the increase of 

demand and the increase of understanding between science and climate changes. 

Another theory for Bai & Sarkis (2009) stated that deciding on the suppliers within the supply chain 

management is a critical choice for operations and purchasing managers aiming to achieve and 

maintain competitive position in the market. The focus on sustainability and health has made choosing 

suppliers more complex. This theory was clearly supported by the interview conducted by Max where 

it was stated that sustainability and health were one of the means that Max uses to maintain competitive 

advantage in the market and the choice of the suppliers have became more complex especially when 

Max started to expand, it was hard to maintain same standards concerning sustainability and health in 

all the countries due to the complexity of supplier choice. 

Max believes that not only the choice of their suppliers plays a significant role in maintaining 

sustainability and health. However, the relationship with the suppliers as well, since Max works 

together with their suppliers and help them to improve. This supports the theory of Welee (2009) which 

states that the relationship with suppliers play a critical role in improving sustainability in supply 

chains which is due to the fact that companies nowadays employ more people outside their company 
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than they do inside. 

 

On the other hand, Max have emphasized on the importance of the communication strategies used to 

communicating sustainability and health aspects in the different markets and highlighted some 

obstacles when expanding the brand to other countries, such as the country's regulations which can 

restrict having the same suppliers standards and therefore, having the same sustainability and health 

standards. 

Max has also mentioned new product development as a mean to increase sustainability and health. 

 

7.1.2 Managerial Implications 

 

In addition to the theoretical implications the research provides managerial implications which will be 

presented in the section below. Those implications will be beneficial for managers in the fast food 

industry in general specifically in Sweden. 

The results of the study showed that sustainability and heath are both fundamental aspects for fast food 

industries in Sweden to maintain a competitive advantage in the market. That is due to the high level of 

awareness of the people living in Sweden regarding both aspects, and the market demand. This can be 

achieved by increasing transparency regarding sustainability and health in fast food industries. 

Maintaining a good relationship with the suppliers has an impact on increasing the quality of products 

in fast food industries. As Al-Abdallah & Hamdan (2014) explained, long relationship will suppliers 

tend to be linked with the increase of quality.  It also have different advantages for companies such as 

ensuring supply, deliveries, and a competitive advantage as Al-Abdallah & Hamdan (2014) explained 

further that the supplier Relationship Management is a critical aspect for firms since it can secure the 

supply of good and constant deliveries in a competitive market. 

Moreover, managing the product portfolio by taking in to consideration sustainability and health 

together with the market demand can maintain a competitive advantage for fast food restaurants. Since 

as Cooper, Edgett & Kleinschmidt (2001) mentioned that product portfolio management is becoming a 

more critical aspect in product innovation. Whereas, new product development can be another mean for 

fast food companies to increase sustainability and health together with the choice of the suppliers, and 

their own efforts. 

When a fast food industry is planning to go international it is very critical to bear in mind to adapt to 

the market which can be by adjusting the product portfolio. Moreover, the communication strategies 
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play a significant role in communicating the sustainability and health aspect to the market. The cross-

cultural communication is essential when expanding one brand, which will provide a strong base of 

business management and a high degree of competitiveness. As Okoro (2012) explained that the cross-

cultural communication skills are seen to play a critical role to achieve effective management. In 

international business management, the degree of operational competitiveness relies on the degree of 

the cross-communication level the company have established with its stakeholders. 

 

7.2 Limitations 
 

Every research has its limitations. Even though all measures were taken in to consideration to minimize 

its weaknesses and possible flaws. In this section the author explains the most remarkable limitations of 

the study. 

The author has been able to interview only three people out of the many people that were asked to be 

interviewed. This was due to security reasons that limited the number of interviewees. However, the 

author made sure to interview the most suitable people at Max that can best answer the interview 

questions and have the most knowledge n the area of the study. Moreover, repetition in the answers 

started taking place after the second interview which assures that the number of interviews were 

sufficient to fulfill the purpose. 

Another limitation to address is that the interview questions were not based on peer-reviewed articles. 

However, the four expert’s within the field including professors at Linnaeus University, School of 

Business and Economics were asked to preview and examine the questions before conducting the 

interviews which in return increased the reliability of the questions. 

It is important to note that the time was perceived as one of the limitations for the study since with 

more time, more information could have been collected, or the study could have been extended over a 

period of time to ensure that the answers of the interview questions remain the same over a certain 

period of time. 

Money was perceived as the last limitation of the study since the author could have traveled to 

interview the Managers of Max in the three other countries they are located in. However, both money 

and time concerns have limited this possibility. 

Finally, although every effort was made in order to minimize the limitations. There above limitations 

were difficult to overcome. 
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7.3 Further Research 
 

In the following section the author present some suggestions for future researches. The following 

aspects can be explored in future studies. 

In the market research aspect, it is possible to conduct a research on other international fast food 

restaurant chains, instead of limiting the study for Sweden fast food industries. 

Another aspect would be to do a comparison between Max and another fast food industry by using 

multiple case studies to explore the differences in the purchase decisions regarding sustainability and 

the suppliers’ ability to provide them with healthy products. 

Moreover, future research can explore what are the aspects that can be done to increase sustainability 

and health in fast food industries other than the supplier decisions. 

 

7.4 Concluding Remarks 

 

It is almost impossible to monitor all suppliers’ decisions regarding sustainability and health aspects. 

This is certainly true for the area of fast food industries. However, there are many purchasing decisions 

fast food industries can take to maintain sustainability and health and this thesis represent several as-

pects. Over the past few years sustainability and health aspects has met an increasing interest. Not only 

from general managers, but for the interest from the consumers is stronger than ever before. Managers 

are coming aware that sustainability and health in general and supplier relationship in particular repre-

sent an area for improvement. Over the past few years, the number of articles on sustainability and 

health topics has increased as has the acceptance of suppliers relationship and purchasing decisions 

have been acknowledged as a key area for improving competitive advantage. When dealing with sup-

pliers it is tempting to make the price the main issue in negotiation. Strategic purchasing is more than 

negotiating a deal with the suppliers. This thesis emphasizes on managing the relationship with the 

suppliers so that the suppliers actively support the sustainability and health aspects of the company. 

To arrive to a sustainable competitive advantage, fast food managers need to take several aspects in to 

account in their purchasing decisions that are illustrated clearly in the thesis. Focusing on those aspects 

will provide them with a competitive advantage in their end-use markets. Therefore, the effect of pur-

chasing decisions on the company's survival and competitive advantage is increasing in many sectors, 

especially in fast food industries. 
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Appendix A: Company Overview 
 

 

Max is considered one of the leading hamburger restaurant chains in Sweden. Where the first restaurant 

was established in 1968 in north Sweden. Their hamburgers became highly favored that they managed 

to open more restaurants within two years and then soon Max was established in several other cities in 

the north. Today Max acquire 86 restaurants in Sweden, with an average of 2 million Euro turnover per 

restaurant and they are considered to be the most profitable restaurant chain in Sweden. Their vision is 

to become the world's best fast food chain (ww.max.se). 

 

Moreover, Max is working towards obtaining healthier fast food options. Where they strive for 

obtaining premium quality of their food and natural ingredients. They work on reducing the amount of 

fat in their food to make it healthier. Therefore, each year they complete a year-end fat statement to see 

weather they have accomplished their goal.  In the first year, Max managed to reduce their fat by 83 

tons, and in 2011 92 tons of fat was reduced (ww.max.se). 

Another way Max aims to make their food healthier is by their ''Delifresh'' products which include a 

range of food, drinks, and desserts with very few amount of fat. Finally, Max do not use any Genetic 

Modified Organism (GMO), antibiotics, trans fat or growth hormones in their food striving for 

healthier food for their customers (ww.max.se). 

 

Today Max have branches in Sweden, Norway, Denmark and UAE (ww.max.se). 
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Appendix B: Interview Guide 
 

 

Questions related to suppliers 

1. How many suppliers do you deal with? 

2. Do you classify your suppliers? If no why? If yes based on what? 

3. How often do you change your suppliers? Can you list some of the reasons that can lead you to 

change suppliers? 

4. Tell me some of the reasons that can make you prefer a supplier on another from the most important 

reasons to the least 

5. Do you have a good relationship with all your suppliers? If no, why? If yes, in what ways do you try 

to maintain a good relationship with your suppliers? 

 

Questions related to sustainability and healthy choices 

6. Could you share some of your opinions about the ongoing healthy and sustainability discussion? 

7. Do you take sustainability and healthy choices in to consideration? If no, why? If yes, can you tell 

me more about how you think your choice of suppliers have an impact on sustainability and healthy 

meals 

8. Are there other ways rather than the choice of your suppliers helps you to maintain sustainability and 

healthy choices 

 

Questions related to Culture 

9. Knowing that you have branches in other countries. Does the decisions you take to maintain 

sustainability and healthy choices are customized according to the country you are in? 

10. Does the criteria that you chose your suppliers according to differ according to the country you are 

in? 

11. Does the product portfolio differ from one country to another? 

 

Questions regarding Supply chain 

12. Which aspects in your supply chain help you to maintain sustainability and healthy choices? 

13. How do you use your supply chain to increase sustainability and healthy choices? If no, why? If yes, 

how? 
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Questions regarding changes in their product portfolio 

14. Can you tell me more about your product portfolio changes? 

15. When was the last time you adjusted it and what were the reasons that lead to that? 
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Appendix C: Interview Transcript 1 
 

 

Interviewer Noura Barakeh 

Interviewee Mr Pär Larshans 

Position Sustainability Manager at Max 

Setting Phone Interview 

Duration 30 minutes 

 

Noura: How many suppliers do you deal with? 

Par: In total I would say something like, the main suppliers we talk about 20 of them, and because the 

products are put together with some other factories so then we have hundreds of suppliers but what are 

selling directly to us it is something like 25 suppliers. 

 

Noura: So you do classify your suppliers? 

Par: Yes 

 

Noura: Based on what? 

Par: We count the ones we r buying directly from them but then in hat terms they have their own 

suppliers too so we have hundreds of suppliers if we calculate the line between us down to the real 

factor 

 

Noura: Those you deal directly with do you classify them based on specific aspects? 

Par: We decided to cut down on some suppliers so we have them on two different levels, we have 

some major, more important suppliers like the beef, chicken, potatoes, the cheese and the mayonnaise. 

So the premium brands suppliers and the standard products. 

 

Noura: How often do you change your suppliers? 

Par: It is seldom we change the suppliers but it’s important for us to always have alternative suppliers 

to be able to help us 

 

Noura: What are some of the reasons that can lead you to change your suppliers? 
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Par: Some of the major things are pricing and another thing is if it is possible to get enough products 

from this supplier. If they at our standards when it comes to quality, CSR measures. 

The majority of our suppliers are Swedish or European and therefore, we have the regulations are 

pretty tough. 

 

Noura: Do you think you have a good relationship with all of your suppliers? 

Par: Yes we have a very close relationship 

 

Noura: What are the things you do to maintain this relationship 

Par: They are producing products to us in the market and if you sell to Max then you are known to 

your quality and then we work a lot on how we can help them to develop also. 

 

Noura: Could you share some of your opinions about the ongoing healthy and sustainability discussion 

Par: From Max point of view when it comes to sustainability I would say that it is important that many 

of the companies are trying to reduce their emissions, what they can do then is that they are being 

highlighted for their performance because they are doing that and another thing is that of course 

because we are doing carbon oxide things so we would like if you can reduce your emissions we will 

appreciate it but for us it is important that we should buy the products at a reasonable level so they can 

not charge extra so in that way our suppliers would be more supporting us. 

 

Noura: I have already read on your website that you take sustainability and healthy choices in to 

consideration. So can you tell me more about how you think your choice of suppliers have an impact 

on sustainability and healthy meals? 

Par: Definitely we chose our suppliers based on whether they can provide us with healthy meals and 

sustainability. Especially when it comes to beef sector, we would like to source which beef or chicken 

so there are many things there that could be resourced. 

 

Noura: Is your beef ecological? 

Par: No it is not but it is Swedish beef and that is really hard to get because the production of Swedish 

beef is really decreasing. And then of course you would understand that the amounts of eco labels will 

be almost zero which makes it almost impossible for us. 
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Noura: Do you have any Organic food? 

Par: We do not serve any organic products expect for the milk it is true organic 

 

Noura: Is there any other ways were you aim to maintain sustainability and healthy choices? 

Par: It is a combination of developing new products. The product development is the driving force 

behind whom will we select as suppliers. So the product development is the roots that help us to reduce 

our emissions and not the suppliers by their selves. When we cut down the amount of beef we changed 

our recipe on a burger. SO product development is producing also new products that we are working 

very much on 

 

Noura: So you have changed your product portfolio? 

Par: Yes and we are still working on that. And when we are developing new products we are looking 

for companies that would help us produce it. When we are changing then its depending on if they can 

serve the products depending on quality and their ability to serve or what we want them to serve. 

 

Noura: When was the last time you did changed in the product portfolio, weather you edited an 

existing product or added a new product?  

Par: There are two new products this year. There have been a new coffee that we replaced by the free 

coffee that we used to have at Max and we started selling coffee instead and that is also good for the 

environment because we are not using the coffee cups anymore, we don’t need to use that much coffee 

either so that’s good for the environment and that is one positive impact. Another thing we changed was 

french fries, a healthier french fries since it is a lower amounts of acryl amide. At really low levels. And 

the future ones would definitely be to obtain healthier choices. Like G I burger, that Is for people that 

are following the GI diet, and we have deli fresh menu with low fat and we have also low carb products 

so it is depending on what kind of diet you are on defines your way of consuming at Max. 

 

Noura: Have those changes been recent? 

Par: They have been increased over the years we are producing more products within the product 

Range. 

 

Noura: Knowing that you have branches in other countries. Does the decisions you take to maintain 

sustainability and healthy choices are customized according to the country you are in? 
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Par: We cannot really control 100% when we are expanding our brand what we are doing exactly in 

Sweden to other countries. In health perspective for example, the fresh menu was really highlighted in 

Dubai because they have a big problem n he society with diabetes so they are doing a good job when it 

comes on focusing on the deli fresh menu so today I would say yes, we have the same situation in 

Norway and Denmark also. 

 

Noura: Does the product portfolio differ from one country to another? 

Par: the product portfolios differ from one country to another for instance we have a salmon burger in 

Norway and anther mayonnaise in Norway. The products in Dubai are with no bacon because you 

cannot serve Bacon or pork their and then in Denmark it is the same products that we have in Sweden. 

 

Noura: So the changes are because of cultural and religious reasons only? 

Par: Yes and in Norway because they consume more fish 

 

Noura: Does the criteria that you chose your suppliers according to differ according to the country you 

are in? 

Par: we have same basic criteria but different regulations. In Dubai the beef should be hallal too and 

we do not have that in Sweden so we cannot have Swedish beef or European beef. It is beef from 

Australia. And the product quality is the same 
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Appendix D: Interview Transcript 2 
 

 

Interviewer Noura Barakeh 

Interviewee Mr Jonas Mårtensson 

Position Head of Product development at Max 

Setting Phone Interview 

Duration 30 minutes 

 

 

Noura: How many suppliers do you deal with? 

Jonas: I do not have the exact number but between 12 and 15 

 

Noura: Are those the main suppliers? 

Jonas: Our main are the Swedish suppliers 

 

Noura: And are they all in Sweden? 

Jonas: No not all of them 

 

Noura: Were they located? 

Jonas: Between Sweden and Europe 

 

Noura: Do you classify your suppliers? 

Jonas: Yes 

 

Noura: Based on what do you classify them? 

Jonas: Based on the size and what are they producing but of course we want the best specifications and 

also their BRC (Business Resource Center) classification. 

 

Noura: How often do you change your suppliers? 

Jonas: Depends on the product but normally we try to stay quite long it depends on the producers so I 

can’t give you any numbers, some of them we have been working with them for 20 years. 



76 

 

 

Noura: In the cases were you change suppliers, what can be the reasons to do so? 

Jonas: Price issues and of course if we see the suppliers have a down side in production, they are not 

earning money, going bankrupt of something like that, because we need supplier that we can trust. 

 

Noura: Do you have reserve suppliers? 

Jonas: Yes of course. 

 

Noura: And do you think that you have a good relationship with all your suppliers? 

Jonas: Yes we have a very good relationship 

 

Noura: Are there specific ways to maintain the good relationship? 

Jonas: We do a lot of projects together 

  

Noura: Can you share some of your opinions about the ongoing healthy and sustainability issue? 

Jonas: I cant answer about sustainability, you have to talk to Par about it. 

 

Noura: How about the healthy issue? 

Jonas: We have a lot of products that Max have been producing for over 15 years, we try to get our 

customers to change from french fries to for example green salad. 

 

Noura: Are the healthy choices you just mentioned recent changes Max did? 

Jonas: No this has been since a long time, and the changes are done for free, we do not charge the 

consumer to change to healthier products. 

 

Noura: Is there any specific recent change you have done? 

Jonas: No 

 

Noura: Do you think the choice of your suppliers have an impact on providing healthy meals? 

Jonas: Yes some of them 

 

Noura: Can you give an example on which suppliers can have an impact on providing your customers 
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with healthier products? 

Jonas: We do our decisions ourselves, so we are the ones who make all the recipes, so if we want 

something we will contact somebody to make it for us 

 

Noura: So you do not choose your suppliers because they can provide you with healthier products? 

Jonas: Yes of course if we want something that is new and no one have it 

 

Noura: I know you have branches in other countries as well; do you customize the products according 

to the country you are in? 

Jonas: Yes of course, for Middle East we have a lot more chicken products, we adapted a lot to the 

market. 

 

Noura: How about Norway and Denmark? 

Jonas: It is quite similar to Sweden but of course we have local products also just to adapt to the local 

market, but in the Middle East we have bigger changes, for the Scandinavia we are quite similar. 

 

Noura: So do you get local beef, chicken and bacon for your products in Norway and Denmark? 

Jonas: Yes 

 

Noura: Does the criteria you chose your suppliers according to differ according to which country you 

are in? 

Jonas: Yes of course but still we have 100 restaurants in Sweden but for example in Denmark we need 

to look for smaller suppliers 

 

Noura: Have you done any recent changed to your product portfolio? 

Jonas: The major changes we did right now, we changes the fries. We launched the grand de leux 

portfolio, it was a huge success and other premier shakes and now we have launched a new fries. Last 

year we had new salad. We did a lot the last three years. 

 

Noura: The changes you did are based on what? 

Jonas: In depends on the product and the goal for the product. 
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Noura: When did you do the last change which you mentioned earlier that it was the fries? 

Jonas: First of April 

 

Noura: The new products and changed you made, was it as well the same in Denmark, Norway and 

UAE? 

Jonas: Not in Norway 
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Appendix E: Interview Transcript 3. 
 

Interviewer Noura Barakeh 

Interviewee Mrs Carina Dyberg 

Position Employee at the Marketing Department at Max 

Setting Phone Interview 

Duration 30 minutes 

 

 

Noura: How many suppliers do you deal with? 

Carina: I work with marketing and do not have any contact with suppliers on daily bases; I work with 

agencies and marketing communication branch 

 

Noura: Do you have any information about the suppliers if I want to ask more questions? 

Carina: No, that is Jonas area 

 

Noura: Can you share some of your opinions about the sustainability and health issue 

Carina: We have chosen to develop more healthy products due to the demand in the market and 

because Max wants to go to this direction and give our customers a choice if you want to have salad or 

fries. We want to give the choice to the customers. In Sweden generally I would say people are very 

health concerned, there awareness is high and it is not just healthy but quality and ecological in the 

products is a market that is growing, the demands of ecological products is increasing. The restaurants 

are starting to show in the menus what are ecological and also sustainability for companies in general is 

also getting more important and we started working with that long time ago it was because of the 

demand of the customers so we have been a step ahead from the competitors and the market. 

 

Noura: You said you have been working with it since long time ago, so is the sustainability and health 

issue something Max took in to consideration when they first established? 

Carina: Max started in 1968 so sustainability thought was already there when the founder found the 

company and he is still an active chairman so he always had this mind set but as far as taking it out as 

we do now, we started really be active and communicate this recently. The healthy meals we introduced 

them in 2002 and we also could brand them, we have the nutrition standards that are called the green 
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key hold and it is a market tat you can put on the products that fit some standards concerning the 

calories they have from sugar and fat. So we started in 2002 and then there is something we always 

look in to, to always have choice for the customers. 

 

Noura: Do you know if it affected the choice of your suppliers? 

Carina: I do not know, I am not in that area 

 

Noura: Did you do anything more than working on the product portfolio in order to increase 

sustainability and healthy choices? 

Carina: We work with our suppliers to fit the standards we want to achieve 

 

Noura: Have you done any recent changes to the product portfolio? 

Carina: Concerning the healthy products we introduced them in 2002. And we did a lot of adjustments 

through out the years like adding new products and taking away products that were not in demand and 

the latest adjustment we did was somewhere around 2007 or 2008. 

 

Noura: Can you give me an example of a product you took away? And why? 

Carina: When we take products away it is because it is not in demand from our customers 

 

Noura: Have you ever taken away a product due to health concerns? 

Carina: I do not know, but we have sauces that you can take with you french fries and we decreased 

the fat in the products. 

 

Noura: Do you take the same steps to maintain sustainability and healthy choices in all the countries 

Max is locates in? 

Carina: In Norway we have the same approach we have in Sweden, we promote the healthy issue and 

in Denmark it is the same. When we open in Denmark they did not have the green hold but they have it 

now. In Sweden consumers are more aware in the health issue in their mind set so we brought that to 

Denmark with us and there are using the same communication we are around this product. And in 

Dubai they are going to use that now more to differentiate Max, since they have not done that much 

when they started. 
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Noura: So you basically use health and sustainability to differentiation Max in all the countries you are 

located in? 

Carina: We talk about it in similar ways but we do not talk about the healthy products in some sort of 

diet, we do not want to go in that area. The taste and quality is the most important for us and that it is 

up to the customers to chose. We do not want to speak in form of diet we think it is the wrong approach 

to us since we love all our products and we want our customers to chose. 

 

Noura: Do you have the same products in all the countries? 

Carina: In Denmark they have the same products as Sweden and in Norway it is almost not all the 

products are the same since you cannot export in to Norway the same as in Sweden, It is difficult since 

they have very strict import regulations and in Dubai they have their own products we do not fly our 

products to Dubai we just work with local companies to produce for Max in Dubai. So it is not exactly 

the same in terms of energy and calories and carbohydrates since it is different suppliers. 

 

Noura: In Dubai do you have as well local chicken and beef? 

Carina: I cannot say local in Dubai but local from the area 
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