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1 INTRODUCTION 

This first chapter is intended to give background information on the area of research. In 
order to position the private label concept, first a brief background discussion regarding 
branding will be provided to tie branding strategy decisions to private label concept. By 
doing this, the ground will be prepared for introducing private label brands (PLBs), 
explaining their importance and position within the literature. Afterwards, the problem 
discussion - leading to the purpose -, research question, and finally potential significance 
and limitations for this study will be cited. 

 

1.1 Background	
It is well established that brands are the major enduring asset of a company (Kotler et 
al., 2008). Traditionally, brand is defined as a “name, term, sign, symbol, or any other 
feature that identifies one seller’s good or service as distinct from those of other sellers” 
(AMA, 2015). Today, brand notion focuses mainly on the firm's input activity of 
differentiating its offering – still by means of a name and a visual identity – to enable 
consumers to recognize different brands at the point of purchase (Keller et al., 2008). 
As a result, brands are viewed as more than just names and symbols; and since the real 
worth of a brand is coming from its power to capture consumer preference and loyalty 
company (Kotler et al., 2008), they are key elements in the company’s relationships 
with consumers. In other words, a successful brand is the one that a buyer or user 
perceives relevant and unique added values, which match their needs more closely.  

A key to building successful brands is the selection of an appropriate branding strategy 
that includes making a set of decisions (Kotler et al., 2008). Figure 1 shows the major 
brand strategy decisions. 

 

Figure 1 - Major brand strategy decisions (based on Kotler et al., 2008, p523) 
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As depicted in figure 1, a manufacturer has four options when it comes to brand 
sponsorship: 

1. To lunch the product as a manufacturer’s brand (also known as national brand) 
2. To sell the product to intermediaries that give it a private brand (also called a 

retailer brand, distributor brand or store brand) 
3. To market licensed brands 
4. To join forces and co-brand a product company (Kotler et al., 2008) 

Therefore, private labels encompass all merchandise sold under a retailer’s brand 
(PLMA, 2015). 

For a long time, manufacturer brands have dominated the retail sector (Kotler et al., 
2008). However, retailers have in later years realized the benefits associated with 
carrying own created brands and made large investments to launch PLBs with the 
primary objective of securing significant financial benefits (Kremer and Viot, 2012). 
Today major supermarkets, hypermarkets and drug stores offer many products under 
retailer’s brand (Hultman and Ljungros, 2003), and - as is evidenced by their impressive 
growth over the past decade - PLBs have become a challenge for manufacturer brands 
(Hakansson, 2000; Hultman et al., 2008). The latest market share data demonstrates that 
the popularity of PLBs continues to spread across Europe (Vlachos, 2014). Sweden 
made the biggest percentage increase and crossed the 30% market share line last year 
for the first time, and shares are higher in countries such as Switzerland (53%), Spain 
(51%), the United Kingdom (45%), Portugal (45%), and Germany (44%) (PLMA, 
2015). 

Literature remarks that PLBs are popular both with retailers and consumers. According 
to Huei-Chen (2007) retailers embrace private labels because of their potential to 
increase store loyalty, chain profitability, control over shelf space, and bargaining 
power over manufacturers; and among consumers one obvious reason for private label 
popularity and growth is their price advantage over manufacturer brands. 

Expectedly and on account of its growing PLBs has received considerable attention 
from scholars. According to Altintas et al. (2010) private label-based studies can be 
classified into three categories:  

a) Consumer-based and related studies 
b) Manufacturer brands and PLBs comparisons 
c) And manufacturing-related studies 

Studies within the first category attempt to identify the characteristics of private label 
buyers and thereby to profile the private label consumer. The illustrations of this 
category are the works of Moore and Carpenter (2010), Thanasuta (2015) and Zhou et 
al. (2012). 

The work of Hultman et al. (2008), Verhoef et al. (2002) and Arce-Urriza and 
Cebollada (2012) are examples of the second category. This category mostly 
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investigates how manufacturer brands deal with the increase usage of PLBs, or analyze 
the competitive battle between retail-owned private labels and manufacturer brands in 
the marketplace.  

Studies within the last category aim to assess manufacturing related issues that private 
label manufacturers face with. Relatively large quantities of these researches examine 
the following question: ‘should leading brand manufacturers produce PLBs or not?’ 
Examples of this category are the work of Tarzijan (2007) and Gomez-Arias and Bello-
Acebron (2008). 

 

1.2 Problem	Discussion	
In 2010, Hyman et al. (2010, p 381) recommend since – in the authors word – “much” 
research has focused on the ways to build successful PLBs and their benefits, future 
research must recognize a fundamental market change: as PLB market shares increase, 
traditional distinctions (for example quality and price) between PLBs and manufacturer 
brands will blur further. 

Such changes in PLB strategies earlier are mentioned by Halstead and Ward (1995). 
The authors believe the sudden boom in private labels has led to a number of changes in 
PLB strategies i.e. private label marketing appears to be shifting from its usual no 
frills/low-cost strategy to one which more closely resembles a manufacturer brand-
marketing strategy. The idea is discussed a decade later by Olson (2012), who states in 
earlier days private label products were objectively and perceptually far inferior in 
quality to manufacturer brands and purchased by people that were very price sensitive 
by temperament or need; of late however, objective private label quality has improved 
and become more important relative to price in private label trial and value for money 
perceptions.  

In other words, retailers make efforts to close the objective quality gap between their 
private labels and manufacturer brands (Stanton et al., 2015), while they offer price 
advantages to achieve higher margins over leading manufacturer brands. But how 
retailers can do it? Kotler et al. (2008) state that retailers can often locate manufacturers 
with excess capacity that will produce the private label at a low cost. Olson (2012) 
claim that PLBs are often ‘quietly’ made by one of the large manufacturers.  

Apart from who is producing PLBs, the general consensus is that there are benefits for 
the manufacturers to produce PLBs: 

a) Manufacturer has an incentive to supply PLBs in order to fill idle capacity (Gomez-
Arias and Bello-Acebron, 2008) and therefore benefit from economies of scale 
(Tarzijan, 2007). 

b) To take share from other manufacturer brands (Olson, 2012) and use PLBs as a 
buffer between their own brands and the followers’ (Gomez-Arias and Bello-
Acebron, 2008). 
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c) And finally, to build closer relationship with major retailers (Olson, 2012) and 
respond to retailers who condition the purchase of the products to the supply of 
PLBs (Gomez-Arias and Bello-Acebron, 2008). 

Thereby, there is a battle between leading brand manufacturers and independent 
manufacturers to produce PLBs. As retailers are shifting PLB strategies from lower 
price/lower quality to competitive price/competitive quality strategies (Stanton et al., 
2015) and competition is not limited to product prices, but also extended to product 
quality (Olbrich and Jansen, 2014), retailers go with the ideal product offering coming 
from any manufacturer that meet these demands. While Vlachos (2014) claims retailers 
use contracts and prefer small suppliers than medium-sized companies, Steenkamp et 
al. (2010) state to make the manufacturing environment more conductive and overcome 
manufacturing difficulties, retailers prefer national brand manufacturers to produce 
PLBs.  

In this so-called battle of producing PLBs between brand manufacturers and 
independent manufacturers, business buying process must be evolved into a strategic 
element in the competitive arsenal of the manufacturers; because in any manufacturing 
unit the purchasing’s share in the total turnover ranges between 50 up to 90 percentage 
(de Boer et al., 2001) and purchasing contributes profoundly to cost saving and quality 
improvements (Ellram and Carr, 1994). Consequently, the present study assumes 
winning this battle urges for a more systematic and forward-thinking approach to 
purchasing decisions-making, especially regarding the area of supplier selection. 

As such, the present study will take a deeper look into the acquisition processes 
employed by current winners of this battle to draw a fairly accurate picture of the 
business buying process within private label manufacturing sector.  

For a national brand supply chain, the mid and late 1990s witnessed a veritable 
explosion in academic research conducted on the subject, where the majority of studies 
emphasize the importance of cooperative relationships within the chain (Fulconis and 
Paché, 2005). 

For a private label supply chain however, researches in supply chain focus on the 
relationship between the manufacturer and the retailer. Cases in point are the works of 
Vlachos (2014) and Olson (2012). Vlachos (2014) investigates the impact of PLBs upon 
the supply chain governance. The findings clarify retailers choose suppliers based on 
criteria such as: compliance to quality assurance standards, modernization of processing 
facilities, and implementation of legislation, credibility, experience, and reputation. 
Another scholar that examines supply chain related topic between manufacturers and 
PLBs is Olson (2012).  

Yet to my knowledge, there is no research that gives attention to the relationship 
between the manufacturer and the supplier within a private label supply chain. It is 
within this gap that the present study is positioned. 
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1.3 Purpose	
The aim of the present research is to explore business buying process within private 
label manufacturing sector.  

The present study is narrowed down to the private label manufacturers within food 
production industry in Sweden.  

According to Private Label Manufacturer Association, Sweden made the biggest 
percentage increases in 2014 (PLMA, 2015). ICA - the leading retail company in 
Sweden – addresses its private label as a contributory factor for an increased share of 
sales in 2014 and a focus area for investment for the upcoming years (ICA, 2015). 
Axfood - another giant retailer in Swedish market – set out having a high share of 
private label as a key part of its strategic objective to be the most profitable company in 
the Swedish food retail market (Axfood, 2015). Therefore an examination of the field 
from a Swedish market perspective is both relevant and timely 

1.4 Research	Question	
In order to further clarify the scope of the present work, the research purpose is 
recapitulated into the following research question: 

RQ1. How do PLB manufacturers within food production industry employ the business 
buying process? 

1.5 Potential	Significance	
The studies on private label manufacturing topic neglect to pay attention to business 
buying process. Private Label Manufacturing Association addresses private label 
strategy, manufacturing-retailer relations, supply chain management, new product 
development, scenario planning, and innovation management as the essential topics 
within the sector that are worth studying (PLMA, 2015). As supplier selection – one of 
the critical stages within business buying process (Kotler et al., 2008) - is one of the 
classic areas of research in supply chain management (Kar and Pani, 2014), it is within 
this syllabus that the present study is positioned.  

Therefore, findings will be useful for academicians and practitioners for benchmarking 
business buying process within private label supply chain. Also the outcome will 
provide insights for suppliers for developing systemic improvements, if they wish for 
becoming a supplier to private label manufacturers. 

1.6 Limitations	
The sampling frame is set to companies vending food products mainly through retail 
outlets in the Swedish market. However private labels are not confined to one industry. 
Therefore result of this study is limited to understand the reality of the topic in terms of 
transferability to other industries. Likewise and as this study is limited to Swedish 
market, further studies can be done for comparison with similar western countries or 
different countries. 
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1.7 Outline	
Under the first head - introduction – the background of the study is explained. Private 
label is introduced; its place within today’s business world along with the issues that it 
brings – including the one that is subject to this study - are presented. The discussion 
then links with problem formulation and finally, the aim of the work is clearly stated. 

The remainder of the present study is organized as follows:  

In section 2 the existing literature on the business buying process topic will be reviewed 
to mainly apprehend business buying process within manufacturing sector as a 
related/comparable phenomenon, and furthermore to support scheming the questions for 
the interviews. 

In the third section, methods that have been used to collect data and the reasons for 
selecting them will be addressed and explained. Within this section, validity and 
reliability of the study will also be discussed and case companies and interviewees will 
be introduced.  

In the fourth section, the collected data will be presented, followed by critical analysis 
of the data in the fifth section. Finally conclusions will be drawn and comments will be 
made in the final section. 

 

 

Figure 2 – Thesis Outline  
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2 LITERATURE REVIEW: PREVIOUS WORK ON THE TOPIC 

Since in the previous chapter the subject of PLBs has received enough attention, in this 
chapter business buying theories will be the focus of attention. First, it is explained what 
type of theories the present study needs in order to fulfill its purpose. Afterwards, the 
most recognized theories and models are presented - leading to choosing an appropriate 
model. Later on, the model is expounded. 
 

2.1 Business	Buying	Process	
The purpose of the present research is to explore business buying process within private 
label manufacturing sector. According to Kotler et al. (2008) throughout this process, 
business buyers establish which product and services they need to purchase, and then 
find, evaluate and choose among alternative suppliers. The authors refer to the process 
as a decision-making one by which business buyer determines the need for purchased 
products and services, and identify, evaluate and choose among alternative suppliers. 

Hence, the present study seeks to explain the decision-making process underlying 
private label manufacturers buying behavior. As such addressing the theories of buying 
behavior assists.   

In the present section a review of such theories will be presented to: 

1) Provide the present study with an analytical device 
2) Apprehend the process within other sectors as a related/comparable phenomenon 
3) Enhance our ability to interpret key informants’ words 
4) Put ourselves in a much better position to assess the significance of this work and to 

convince others that it is important 

2.2 Foremost	Models	
It can be traced back to the late 1960s when interest in studying and understanding the 
organizational-buying process began to increase dramatically. There are many different 
models that have been developed for the purpose of finding the right suppliers for a 
company (Motwani et al., 1999). In the following, three models will be presented as 
representatives of this research stream. They may be called the genesis of research in 
this area. In fact, these three works together laid the conceptual foundation for the study 
of organizational-buying behavior. Up to today, hundreds of conceptual and empirical 
research projects either extend or test part or all of the models proposed by these 
authors (Kleinaltenkamp et al., 2015). 

2.2.1 BUYGRID	model	
The BUYGRID model developed by Robinson, Faris, and Wind is one of the first and 
most influential models of organizational-buying behavior. They combine three types 
of purchase situations with an eight-stage model of the industrial buying process to 
create the BUYGRID framework. 

The buy class framework presented defines purchase situations on three different 
dimensions: 



8 
 

Problem 
recognition

General need 
description

Product 
specification

Supplier search

Performance

review

Order‐routine 
specification

Supplier 
selection

Proposal 
solicitation

 The newness of the purchasing problem for the persons involved in the buying 
process 

 The amount and kind of information required 

 The extent to which new alternatives are considered (Kleinaltenkamp et al., 2015) 

By combining these three characteristics, three types of purchase situations can be 
distinguished: the new task, the modified rebuy, and the straight rebuy (Kotler et al., 
2008). They combine this buying class framework with eight stages or phases in 
industrial-buying behavior whose existence and duration depend upon the purchase 
situation (see the figure below).  

 

 

Figure 3 - Business Buying Process (Kotler at el, 2008, p 304) 

The BUYGRID model is simple and, therefore, widely accepted in business. It is often 
used in marketing-strategy discussions. 

 

2.2.2 Organizational‐buying	Model	
Another widely accepted model is the organizational-buying-behavior model by 
Webster and Wind (Kleinaltenkamp et al., 2015). While the BUYGRID model is 
empirically based on a descriptive study of three organizations and a large number of 
purchasing situations actually faced by them, the organizational-buying-behavior 
model attempts to integrate a large number of individual, interpersonal, inter 
organizational and environmental variables into a consistent framework. The basic 
assertion of the model is that all organizations - profit, nonprofit, public, and private - 
buy in a similar manner. Organizational-buying behavior is seen as a decision-making 
process carried out by individuals in interaction with others in the context of a formal 
organization. Figure 4 gives a summary of the organizational-buying behavior model. 
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Figure 4 – The organizational-buying behavior model (Kleinaltenkamp at el, 2015, p 193) 

 

Kleinaltenkamp et al. (2015) argue that the model emphasizes the need to understand 
the psychological characteristics of the buying center members and to study their 
attitudes and preferences toward particular products and suppliers; yet, they fail to 
establish a process of identifying the organizational members who play the various 
roles in the buying center. As such the conclusion made by Kleinaltenkamp et al. 
(2015) is the model is loosely constructed and offers no testable properties, and at best 
provides vague predictions of actual behavior. 

2.2.3 Industrial	Buying	Behavior	Model	
One year later Sheth develops the industrial buyer behavior model. The model is an 
attempt to describe and explain every type of industrial-buying decision from simple 
to complex (Kleinaltenkamp et al., 2015). The model recognizes the existence of 
distinctions between the various members of the buying center as to their expectations 
concerning product characteristics and suppliers. 

Figure 5 gives an overview of the Sheth model. 
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Figure 5 – The industrial buyer behavior model (Kleinaltenkamp at el, 2015, p 200) 

 

Which model to use? 

The models presented above are three of the best-known and most influential models in 
research on industrial-buying behavior (Kleinaltenkamp et al., 2015). 

Kleinaltenkamp et al. (2015) address the three models of BUYGRID (introduced in 
1967), organizational buying (developed in 1972) and industrial buying model 
(introduced in 1973) as the “original models” that laid the conceptual foundation for the 
study of organizational buying behavior.  

According to Kleinaltenkamp et al. (2015), hundreds of conceptual and empirical works 
have been published that extend or test (part or all) of these models. 

To see which model suits better for the purpose of the present study, we should bear in 
mind that they all provide the general categories of constructs expected to influence 
business buying behavior. All three models contain environmental and organizational 
influences as well as the characteristics of the individuals involved in the buying 
decision process. Environmental factors influencing the organizational-buying behavior 
include variables such as physical, political, economic, suppliers, and competitors, 
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technological, legal, cultural, and global. Organizational variables include size, 
structure, orientation, technology rewards, tasks, and goals of an organization. 

However, organizational-buying model does not take into account the purchase 
(product) characteristics (Kleinaltenkamp et al., 2015). Thus, it is not suitable for the 
purpose of the present study, as it is based on the fact that the characteristics of PLBs 
count.   

The BUYGRID model and the industrial buyer behavior model not only consider the 
purchase (product) characteristics as an influencing factor - including variables such as 
buy task, product type, perceived risk, prior experience, product complexity, and time 
pressure – but also contain seller characteristics, or the criteria by which potential 
vendors are evaluated, described by variables such as price, ability to meet 
specifications, product quality, delivery time, and after-sales service (Kleinaltenkamp et 
al., 2015).  

Though, the industrial buyer behavior model is an extremely complex stimulus–
response model of the buying process with a large number of variables that are 
interwoven in a flowchart-type diagram (Kleinaltenkamp et al., 2015) and per se, it is 
not appropriate within the scope of the present study.  

That leaves us with one model: BUYGRID.  

The reasons for using the BUYGRID model are listed below: 

 Kleinaltenkamp et al., (2015, p 195) assert that the BUYGRID model “provides 
the general categories of constructs expected to influence business buying 
behavior”, that makes it appropriate for the present study. This corresponds with 
Kauffman (1996) that stresses that studies in this filed must review and 
categorize influences on buying decisions in a general framework. 

 According to Ferguson (1979,) many of the research studies with the objective 
of development of a special-purpose model that is descriptive of buying 
behavior used in specific industries or product lines use this model. The present 
study investigates a specific industry and products.  

 The model not only contains environmental and organizational influences, but 
also considers the product characteristics – as an influencing factor. Hence, it is 
apt to analyze the business buying process employed by PLB manufacturers, as 
the product features matter.  

 This model being used by Kotler justifies it for the present study too. From this 
point of view, it is justified because Bourassa et al. (2007) believe that Kotler’s 
frameworks make marketing problems more approachable and they come clear 
and in an organized fashion.  

 BUYGRID provides a general structure within which to categorize and 
distinguish business buying activities, and contributes greatly to our 
understanding of when and why particular buying decision approaches and 
associated buying activities are likely to be used. 
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Hence and as the BUYGRID model is chosen as the main model to be used within this 
study, the following section will expound the model in detail. 

2.3 BUYGRID	Model	in	detail	
As it is depicted in figure 3, the BUYGRID model is an eight-stage process that begins 
with problem recognition and ends in performance review. 

Problem Recognition 

De Boer et al. (2001) state that the first phase of any industrial-buyer behavior is 
characterized by the objective of determining the ultimate problem: ‘why going 
throughout such a process is an appropriate line of action?’ Kleinaltenkamp et al. (2008, 
p 189) state “all business buying models view the buying process as a reaction 
generated by an individual buyer resulting from the buyer exposure to various stimuli 
presented by a supplier”. 

Kotler et al. (2008) give a more generic picture of the start of the process, that is 
process starts when someone in the company recognizes a problem or need that can be 
met by acquiring a specific product or service (Kotler et al., 2008). Problem recognition 
can result from internal stimuli e.g. launching a new product, or external stimuli e.g. 
new idea from a salesperson.  

Therefore, problem is the perceived pressure to find a solution to a task. 

General Need Description 

Having recognized the need, the buyer makes afterwards a general need and description 
that describes the characteristics and quantity of the needed item (Kotler et al., 2008). 
The importance of reliability, durability, price and other attributes desired in the item 
will be ranked at this stage. 

There are few problems for standard items, and for complex items, the buyer may have 
to work with engineers, consultants and so on to define the item. Sollish and Semanik 
(2011) state that typically there are three possible general characteristics. The authors 
outline the three main categories of product, which can be applied to commercial 
purchasing: 

1. The product or service is commercially available, meaning that it can be 
purchased in its present form. 

2. The product or service is commercially available but will need some 
modification to meet the requirements and specifications. 

3. There is no commercially available product or service that can be used to meet 
the requirements. 

Product Specification 

Next stage is to develop the item’s technical product specifications, often by means of a 
value analysis. It is an approach that carried out by an engineering team to reduce cost 
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by redesigning the item, or modifying the production methods. The team decides on the 
best product characteristics and specifies them accordingly. 

Supplier Search 

Subsequently, in order to find the best vendors, the buyer conducts a supplier search. 
Sollish and Semanik (2011) define supplier search a the process of obtaining 
information for sources specific to the item being acquired in order to facilitate 
competitive practices and supplier selection. 

Supplier search is used for two main purposes: 

1. To identify qualifiable suppliers or contractors that can provide goods or 
services to the organization. 

2. To determine an appropriate strategy for solicitation, evaluation and assembling 
the bidders’ list. 

They argue by the word “qualifiable”, they mean suppliers that have been screened and 
meet the capability, financial and capacity requirements for the current requirement. 

Methods and techniques to compile a small list of potential suppliers are different e.g. 
reviewing trade directories, doing computer searches, phoning other companies for 
recommendations, etc.  

Proposal Solicitation 

The next step in the process is the solicitation phase. In simple terms, it is the process of 
requesting bids or proposals from potential suppliers (Sollish and Semanik, 2011). 

According to the authors the solicitation plan should establish the method to be used for 
solicitation and each of the categories outlined in general need description, leads to a 
somewhat different set of solicitation possibilities. 

In a competitive market with commercially available products – subject of the present 
study – there are several viable options for solicitation: 

1. The invitation for bid within which the bidder responds with a sealed bid to be 
opened publicity at a stated date and time. It is primarily a price competition and 
the lowest bid will win.  

2. The request for quotation that simply requests a quotation for price and delivery 
where other terms are already specified. 

3. Reverse auction that enables suppliers bidding against each other in a real-time 
bidding event. Here again, terms and conditions are already specified so the 
lowest price wins the business. 

4. Competitive negotiation that is the process of negotiating with suppliers whose 
bids are the most favorable.    
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Kotler et al. (2008) state that within the stage of proposal solicitation, the buyer invites 
‘qualified’ suppliers to submit proposals. However, the authors do not explain how the 
buyer has come down to this list of these ‘qualified’ suppliers. de Boer et al. (2001) 
define the qualification phase as the process of reducing the set of all available suppliers 
to a more narrow set of acceptable suppliers and the last phase in the process is referred 
to as final selection or choice. They introduce two steps of ‘supplier identification’ and 
‘supplier limitation’ that ought to occur before proposal solicitation stage. 

Consistent with de Boer et al. (2001), Lasch and Janker (2005) name these two steps 
together ‘supplier pre-qualification’.  

 

Supplier Selection 

Fundamentally, present research on supplier selection topic can be divided into two 
broad streams (Beil, 2009). The first stream, which dominates the purchasing literature, 
identifies appropriate criteria and methods supporting supplier evaluation; and the 
primary objectives are to help the buyer decide what he wants to achieve, what 
dimensions to evaluate, and how to evaluate suppliers using these dimensions. The 
second stream assumes that the buyer knows what he wants and has an existing 
methodology for evaluating suppliers and therefore, it focuses on decisions such as 
what types of negotiation formats or contracts to employ, and how to elicit information 
that suppliers may be reluctant to reveal. The present research falls into the first stream. 

Within BUYGRID and this stage, by reviewing the proposals, the buyer selects a 
supplier or suppliers.  

During this stage, the buying center regularly will draw up a list of the desired supplier 
attributes and their relevant importance e.g. quality products and services. The buyer 
will rate suppliers against these attributes and recognize the best suppliers (Kotler et al., 
2008). Here, many of criteria and methods to evaluate and select the suppliers, play the 
major role (Beil, 2009). 

According to Sollish and Semanik (2011) how to choose a particular supplier is largely 
dependent on the criteria the buying organization use for evaluation, and they are 
applied. 

There is a vast pool of criteria to choose from, but all are equally valuable in any given 
situation so they must be chosen carefully and with the objectives clearly in sight. 

Beatriz et al. (2009) describe the process as: before selecting the supplier, it is important 
to gather the opinions of stakeholders and define the criteria for the selection process. 
Sollish and Semanik (2011) state that evaluation metrics – criteria - have a dual 
function; they will be used to evaluate supplier ongoing performance. 
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This list of stakeholders may include members from research and development, 
purchasing, marketing, quality assurance and any other area of the organization that 
touches the supplier selection process (Beatriz et al., 2009). 

 Sollish and Semanik (2011) divide the criteria the buying organization use for 
evaluation into business and technical criteria. Beatriz et al. (2009) group them 
according to two other perspectives:  

1) Quantitative criteria 
2) Qualitative criteria 

The quantitative criteria, in lower number than the qualitative ones, must be expressed 
in monetary value, i.e. indicating their costs to the company that selects the suppliers. 
This quantitative grouping generates two analytical categories, which are, costs 
generated to mitigate supplier pollution and costs generated to improve and support 
environmental management at suppliers. 

In general, many quantitative and qualitative factors must be considered to determine 
suitable suppliers. Many previous studies have been focused on determining what 
criteria should be used in this phase of the supplier selection process (Cheraghi et al., 
2004), (Ageron et al., 2013) and (Kar and Pani, 2014). 

Conventionally supplier have been evaluated and selected based on criteria such as cost, 
time and delivery (Ageron et al., 2013). Cheraghi et al., (2004) conduct a cluster 
analysis of 110 research papers regarding critical success factors in supplier selection. 
The study identified the fourteen most popular selection criteria (see table 1).  

As seen in Table 1, the most important supplier selection criteria complied in the mid-
1960s was price and delivery. More recent studies have discovered a shift away from 
price as a primary determinant of supplier selection. The set of relevant supplier 
selection criteria changes over time as a natural adaption to changing business climates 
and competitive environments. 

Based on another study that has been conducted by Kar and Pani (2014) to identify the 
critical supplier selection criteria across manufacturing industries and collecting and 
analyzing data from 188 firms across 12 industries, more than 60 generic criteria have 
been identified and proposed, to evaluate and select the most appropriate suppliers. 
‘Quality’, ‘delivery schedule’, ‘price’, ‘warranties’, ‘technical capability’, ‘production 
capability’, ‘financial positions’, ‘management capability’, ‘vendor reputation’, ‘past 
business records’, ‘labor relations’, ‘post sales services’, ‘past business records’ and 
‘reciprocal arrangements’ are referred as the classic and highly cited criteria.  



16 
 

 

Table 1 – The present and past ranking of vendor selection criteria (Cheraghi et al., 2001, p 97) 

‘Culture’, ‘communication barriers’, ‘relationship’, ‘geographical location’, ‘foreign 
exchange rates’, ‘tariffs or customs duties’, ‘trade restrictions’, ‘quality management 
system’ and ‘environmental factors’ are newer evaluation criteria that started gaining 
prominence in literature (Kar and Pani, 2014). Moreover, adoption of information 
technology offered new criteria for supplier selection; ‘electronic transaction 
capabilities’, ‘quality management systems’ and ‘EDI capability’. 

Table 2 illustrates all these criteria. 

The relative importance of each criterion varies largely due to the nature of the situation 
and what industry the organization operates within. This implies that there probably 
cannot be a generalized consensus on how to weight the relative relevance of the 
different criteria (de Boer et al., 2001). 

Hence the formulation of criteria where relevant criteria are defined is a prerequisite to 
this stage. These criteria should reflect what the buying organization demands from a 
potential supplier. 
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Snapshot of different supplier evaluation criteria used across literature 
Product quality Delivery reliability Warranties 
Product pricing Production capability Technical capability 
Management capability Supplier’s reputation Financial position 
Labor relations Service quality experience Past business records 
Reciprocal arrangements Cultural fitment Communication barriers  
Geographical distance Foreign exchange rates Trade tariffs 
Trade restrictions Buyer’s commitment e-transaction capabilities 
Quality Management IT standards Cost reduction capability 
Documentation Design capability Supply variety 
Lead time/response time Indirect costs Response flexibility 
Innovation Facility planning Safety adherence 
Domain experience Exporting status Conflict resolution system 
Customs duties Product line diversity Intimacy of relationships 
Inventory position Electronic data interchange Value-added productivity 
Total cost of acquisition Risk perception Certification and standards 
Research and development Organizational culture Availability of parts 
Sub-component pricing Regulatory compliance Self-audits 
Billing accuracy Cost reduction performance Indirect costs 
Service quality credence Supplier’s commitment Skill level of staff 
Exporting status Packaging capability Intellectual property rights 
Data administration Improvement commitment 

 
Procedural compliance 

Table 2- different criteria used in supplier selection literature (Kar and Pani, 2014, p 91) 

With a clearly documented set of evaluation criteria that the organization intends to use 
to assess and select the supplier on hand, it will be ready to select the best supplier. 

Negotiations occur within this stage.  

Order-routine Specification 

The buyer then prepares an order-routine specification. It is the final order.  

Performance Review 

In the final stage, the buyer appraises supplier performance. 

Summary 

In line with Kauffman (1996) that stresses that studies that looking into organizational 
buying behavior must review and categorize influences on buying decisions in a general 
framework, the BUYGRID model has been chosen for this study. The model is a 
business model depicting rational organizational decision making. The steps businesses 
go through in making purchase decisions are presented in this model as follows: need 
recognition, definition of product type needed, development of detailed specifications, 
search for qualified suppliers, acquisition and analysis of proposals, evaluation of 
proposals and selection of a supplier, order-routine specification or selection of an order 
procedure, and review of product performance.  
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3 RESEARCH METHODOLOGY 

This chapter will address the methodological issues associated with the present study. In 
the beginning the aim of the study from research point of view and research approach 
will be presented. This will be followed by the explanation and justification of the 
selected design. Subsequently the sample selection will describe the case companies, 
respondents and their consistent with the objective of the study. Then the strategy for 
analyzing the data will be presented. Eventually a discussion regarding the validity and 
reliability of the study will be put forth. 

 

3.1 Purpose	of	Research	
Gray et al. (2007) state that systematic research in any field of inquiry may be 
accomplished in three major ways: exploration, description, and explanation. 
Exploration is “finding out about some previously unexamined phenomenon” (Gray et 
al., 2007, p 2). Description is “noting in meticulous detail how something or someone 
looks and acts, both as a separate entity and in combination with other things or people” 
and explanation is telling why something or someone behaves as it does . 

This study combines all. It is exploratory, since its primarily purpose is to realize what 
is most significant or useful about the business buying process within private label 
manufacturing sector in Swedish food production industry - which is an unexamined 
subject -, and to gain a general overview of it. It is also descriptive, since it intends to 
describe the patterns discovered in the exploratory stage. And as the researcher aims to 
explain the results through an attempt to answer the research question and draw 
conclusion, it is explanatory too.  

As this thesis’ exploratory, descriptive, and somewhat explanatory purpose is now 
motivated, the research approach will be presented in the following section. 

3.2 Research	Approach	
There are different ways of approaching the matter of academic research. These ways 
will be addressed in the following lines. 

3.2.1 Inductive	versus	Deductive	Approach	
This section discusses the implementation of these two approaches. According to Gray 
et al. (2007) the central purpose of a research might be to make generalizations 
relative to a phenomenon. Such a general explanation is called a theory. Another 
reason for conducting a scientific study – rather than theorizing - is to find out whether 
or not an already existing theory makes sense in light of new observation. Thus, a 
scientific study may begin with a theory or a hunch1 and then test it, or may begin with 
observation and construct theory step by step. 

                                                 
1 Less formalized ideas or guesses that may eventually be refined into a theory 
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When research strategy begins with a theory and then will be subjected to observation, 
the mode of inquiry is called deduction, and the other alternative mode of inquiry – 
where new theory is discovered and built as research progresses - is induction (Gray et 
al., 2007).  

For the present study the research cycle is begun with the theory. By reviewing the 
BUYGRID model that is developed to explain business buying process within 
manufacturing sector, a generalized understanding of the same process within private 
label manufacturing sector will be gradually deduced. This model derived from 
previous works on the topic as an analytical tool and will be developed in advance and 
the answers to the research question emerge as a result of direct confrontation of this 
model with a set of performances. Hence the approach is deductive. 

3.2.2 Qualitative	versus	Quantitative	Approach	
Another basic choice in research is the distinction between quantitative and qualitative 
data.  

Gray et al. (2007, p 42) clarify while in quantitative approach the researcher makes 
use of numbers “to describe what exists”, in qualitative approach he/she relies on 
“words, especially nouns and adjectives that convey what exists.” 

Based on the present study’s purpose and research question, the approach chosen will 
be qualitative in its nature. This choice is justified since qualitative research is the 
occasion for developing new concepts (Yin, 1994) and numbers are often a poor 
substitute for a researcher’s vivid descriptions whereas the main advantage of words in 
qualitative research is that they can capture subtleties of meaning and interpretation 
that numbers do not convey (Gray et al., 2007). 

This implies that the present study does not intend to make any generalizations, but 
instead by studying a relatively small sample it will be able to more deeply investigate 
several aspects related to the process of buying and thus, better reach the 
understanding it desires. 

As the present thesis now is focused on a deductive and qualitative research approach, 
the research strategy will be presented in the following section. 

3.3 Research	Design	
Gray et al. (2007, p 34) define research design as “the overall process of using 
imagination as well as strategy and tactics of science to guide the collection and 
analysis of data.” 

Yin (1994) name five major methods technique available for a researcher: experiments, 
surveys, case studies, history and archival analysis. In order to choose the appropriate 
strategy, the researcher ought to take three facets of the research into account: 

1. The type of research question posed 
2. The extent of control a researcher has over actual behavioral events 



20 
 

3. The degree of focus on contemporary as opposed to historical events  

Table below indicates how Yin (1994) relates each facet to the five alternatives. 

Research Strategy Form of research 
question 

Requires control over 
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 

Table 3 - Relevant Situations for Different Research Strategies (Yin, 1994, p6) 

By taking a look at the research question and applying it to the table, it is apparent that 
experiment, history and case study strategies could be applicable to this thesis. History 
strategy focusing on non-contemporary events and experiment strategy is a quantitative 
method (Gray et al., 2007). This leaves us with only one strategy: the case study. 

A case study is an empirical inquiry studying a contemporary phenomenon within its 
actual context and is generally superior when answering how and why questions about a 
specific topic and can be in the form of both a single-, as well as a multiple case study 
(Yin, 1994). 

As the present research question simply cannot be answered except through 
comparative analysis, and since by using comparative data the researcher can improve 
the validity (Gray et al., 2007), the selected research strategy of the present study 
becomes a multiple case study. 

The next section will deal with how the actual sample on whom to conduct the 
interviews with, was selected. 

3.4 Sampling	
Since researchers do not have the time and money to study all cases in the population of 
interest to them, they use sampling (Gray et al., 2007). Sampling is “the selection of a 
relatively small group of individuals from whom we obtain data in order to be able to 
generalize about a larger group” (, p 102). Likewise, the present study follows 
conducting a sample selection than investigating the entire population, due to 
restrictions mainly in terms of time and access to informants within the population. As 
stated by Gray et al. (2007), there are some rules for proper sampling that are essential. 
In the following line, the detailed examination of each rule will be the focus. 

3.4.1 Population	
“The term used to describe all the possible cases of interest is the population” (Gray et 
al., 2007, p 103). As such, the population for the present study consists of all 
companies involved in food production industry that are represented as actively 
involved in manufacturing PLBs in Sweden. In order to find companies that fitted 
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within the sampling frame set, Swedish companies that have registered within private 
label manufacturer association until 2014 are located. 

Any individual case in the population is called an element of the population. Once a 
population has been defined for a particular study, it is necessary to list all the 
elements so that a sample can be drawn from the population (Gray et al., 2007). The 
sampling frame is such a list. Accordingly, the sampling frame of the present study is 
depicted in the Appendix C. It is a list of 22 active food production Swedish 
companies that manufacture PLBs.  

As the population is defined, in the next chapter sampling plan will be explained. 

3.4.2 Sampling	Plan	
With a proper sampling - in accordance with one of the standard sampling plans - it 
should be possible for another researcher to replicate the findings; this is an important 
aspect of reliability. As a result, a well-designed sampling plan not only contributes to 
reliability, but also to the validity of the research findings (Gray et al., 2007). 

Gray et al. (2007, p 104) cite two basic kinds of samples: probability and 
nonprobability. In a probability sample every element of the population has “a known, 
though not necessarily equal, chance of being selected for inclusion” and “at least a 
nonzero chance of being part of the sample”. Neither of these conditions generally 
holds for nonprobability samples. Gray et al. (2007) further refer to the most important 
types of nonprobability sampling:  

a) Accidental sampling 
b) Quota sampling 
c) Purposive sampling  

Where accidental sampling is interviewing whoever happens to stroll by; quota sample 
is the one in which interviewers are told to screen potential respondents in terms of 
desired characteristics; and purposive sampling is a general term for judgmental 
sampling in which the researcher purposely selects certain groups or individuals for 
their relevance to the issue being studied (Gray et al., 2007).  

By calling up all companies within the defined population in order to locate suitable 
respondents and to find out the possibility of an interview, the choice of case 
companies fell on the four organizations, with which the best contacts were 
established. Therefore, nonprobability mode and accidental sampling is employed in 
the present study.  

3.4.3 Case	Companies	
The companies chosen as sample for the present study are Albina Snacks AB, 
Domstein Foods AB, Foodimpex International AB and Hägges FINBAGERI. 

A profile of each of the companies chosen as the sample for this study is set out in 
table 4. 
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Table 4 - Profile of the case companies 

In order to reach this thesis’ purpose, it is of greatest importance to reach those 
persons possessing the most accurate information and understanding, and experience 
dealing with business buying process and directly and actively take part in decision-
making processes in this regard within the organization. By making contacts with the 
case companies, such persons have been identified and interviews with them 
scheduled. 

Table 5 shows the respondents’ profile. 

 

 

 

Company 
 

 

ALBINA SNACKS 
 

Company Structure and market 
Provides private labeling for many prominent companies in Scandinavia 
Product range: freshly produced packs of nuts, seeds and grains 
 
Background, turnover and size 
Turnover is around 154 million SEK in 2015, with 20 employees (Ratsit, 
2016) 

DOMSTEIN 
FOODS  
 

Company Structure and market 
The leading fishery enterprise in the Nordic region that offers sea foods, 
caviar and frozen meals from sea to plate 
 
Background, turnover and size 
Turnover is around 481 million SEK in 2015, with 194 employees 
(Ratsit, 2016) 

FOODIMPEX 
INTERNATIONAL  
 

Company Structure and market 
The main focus is private label packing and food service along with 
direct supplies to the food industry within Europe 
Product range: deep frozen fruits, berries and vegetables 
 
Background, turnover and size 
Turnover is around 320 million SEK in 2015, with 8 employees (Ratist, 
2016) 
 
 

HÄGGES 
FINSBAGERI 
 

Company Structure and market 
The company have baked cakes since 1956 with 5 production lines and 
has its own distribution system 
 
Background, turnover and size 
Turnover is around 96 million SEK in 2014, with 40 employees (Ratist, 
2016) 
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Company Name Position 

Albina Snacks AB Mohanad Badawi Owner and Purchase Director 
 Abbas Fayad Marketing Manager 

 
Hägges Finbageri AB Jonas Åberg Managing Director 
 Marie Gidlund Marketing Manager 
 Peter Jansson Supply Chain Director 

 
Domstein Foods AB Lars-Erik Mattsson Purchasing Manager 
 Tommy Haak Marketing Manager 
 Caroline Fredgren R&D Manager 

 
Foodimpex International AB Martin Arnekull Commercial Manager 

 Nils Thott 
 

Business Manager 

Table 5 - Profile of the respondents  

Since among our chosen respondents they are ones holding positions of Purchaser 
Director, Commercial Purchaser, Supply Chain Director, and Marketing Manager, 
they are suitable individuals, as they most likely would possess the relevant 
knowledge in order to answer the questions dealt with in the interview guide.  

Since systematic research in any field of inquiry involves two basic operations: data 
collection and data analysis (Gray et al., 2007), the following sections explain how the 
present study deals with these operations. 

3.5 Data	Collection	Method	
There are several types of data collection methods in qualitative research. According to 
Marshall and Rossman (1999) the most common methods are:  

a) Direct observation 
b) Participation in the setting 
c) Analyzing documents and material culture 
d) In-depth interviewing 

The first two are qualitative research in which social phenomena are observed firsthand 
in their natural setting (Gray et al., 2007). The researcher establishes continuing social 
relations with the phenomenon being studied. If the observer participates and takes a 
more active role in the studied events, it is called participation in the setting and if 
he/she does not disturb the process/situation, it is direct observation (Marshall and 
Rossman, 1999). Another source of evidence is analyzing documents and material 
cultural-, or physical artifacts. However, many qualitative research studies rely on 
interviews with participants (Saldana, 2011). 

For the present thesis in-depth interviewing will be employed, because: 

1) Participation in the setting, observation, and artifacts do not fit into the scope of 
the study (i.e. observations are too expensive and time consuming to fit the 
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scope of this study. Moreover, the study does not either require evidence on 
cultural features, thus artifacts are excluded) 

2) The present study follows a deductive approach. Hence the researcher must take 
in a vast amount of information, because he has to develop categories for 
classifying data, based not on already existing theory but on the actual range and 
variety of data in the field (Gray et al., 2007) and as stated by Marshall and 
Rossman (1999) interviewing is useful way to get large amounts of data quickly. 

3) Interviewing can foster face-to-face interactions with participants and be useful 
for uncovering participants’ perspectives, and facilitates immediate follow-up 
for clarification (Marshall and Rossman, 1999). Therefore it can prepare the 
ground for obtaining unique information and interpretation held by the person 
interviewed to meet the aim of the study. 

Marshall and Rossman (1999) define interviewing as a conversation with a purpose. 
Depending on the degrees of structure, an interview can manifest itself in three forms:  

a) Structured or standardized 
b) Nonscheduled standardized 
c) Unstructured or non-standardized (Gray et al., 2007) 

In a structured interview, all questions are asked exactly the same way and usually in 
the same order for all respondents. In nonscheduled standardized interview all questions 
are asked of each respondent, but they may be asked in different ways and in different 
sequences. In unstructured or non-standardized interview no standardized schedule of 
questions is used. 

There are variations involving combinations of these types: semi-structured interviews 
that include questions that are asked of all respondents (either in a structured or 
nonscheduled form) as well as other, unstructured questions (Gray et al., 2007). 

The present study mainly employs structured to semi-structured type of interviews. It is 
structured since the adopted research strategy to the present study is case study and it is 
semi structured because: 

a) Determining in advance the specific questions to be asked (structured part) has 
the advantage of reducing wasted time, both during the interview and later in 
data analysis  

b) It ensures that all subjects will be responding to the same issues 
c) Without having questions in common, making comparison between selected 

companies and consequently figuring out the similarities and dissimilarities – in 
this case within business buying processes employed by them - would not be 
possible (Marshall and Rossman, 1999). 

The interview proceeded according to the structure if the interview guide and dealt with 
the different issues as they appear in Appendix A. At the same time, respondents have 
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the freedom and opportunity to put forth their overall view regarding the buying 
process. 

The interviews are performed via Skype due to: 

1. Geographical distance to the respondents  
2. Limited time  
3. Limited financial resources  

The interviews are conducted in English. In order to efficiently record and manage data 
in a way that allows for easy retrieval an IPhone recorded all each of the interviews. 
The respondents are aware of the use of IPhone. Transcripts are created from the 
recorded files afterwards. When judged by the researcher to be necessary, additional 
communications are undertaken. In the end of each interview, it is made sure that no 
questions according to the interview guide were forgotten. The interviews take about 45 
minutes each to conduct. 

The next section will deal with how the selected data was analyzed.  

3.6 Data	analysis	procedures	
As Seidman (2006) implies working with the material that interviewing generates 
requires the researcher to make it accessible by organizing, i.e. a text ought to be made 
out of recorded interviews. In doing so, the primary step is to transcribe them. In the 
present study all transcripts can be found in Appendix B.  

Therefore, up to now we end up with a substantial number of pages of written text that 
needs to be analyzed. 

As stated by Varkevisser et al. (2003) procedures and outcomes of qualitative data 
analysis consist of: 

a) Describing the sample populations; 
b) Ordering and reducing/coding the data (data processing); 
c) Displaying summaries of data in such a way that interpretation becomes 

easy, e.g. by preparing compilation sheets, flowcharts, diagrams or matrices; 
d) Drawing conclusions, relate these to the other data sets of the study and 

decide how to integrate the data in the report;  
e) And if required, developing strategies for further testing or confirming the 

(qualitative) data in order to prove their validity 

Since sample population has been described in previous section, the other points of this 
procedure will now be examined in more detail. 

Interviewing generates an enormous amount of text. In order to come to terms with 
what to analyze and why, the next step is data reduction. According to Seidman (2006), 
first step in reducing the text is to read it and mark with brackets the passages that are 
interesting; to make what is of interest in the text. This procedure of data reduction as 
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such will be put forth in the next chapter. By selecting, arranging and focusing and 
sharpening relevant data, conclusions can be drawn and verified later on. 

One goal of the researcher in marking what is of interest in the interview transcripts is 
to reduce and then shape the material into a form in which it can be shared or displayed 
(Seidman, 2006). This brings the research onto the second step of data analysis, which 
is data displaying. In the present study, the reduced data will be displayed through cross 
case analyses in chapter 5; comparing the four cases between each other. This will 
facilitate the noting of regularities and patterns and also help us look beyond initial 
impressions by seeing the evidence through multiple lenses (Hultman and Ljungros, 
2003).  

And the final step is conclusion drawing/verification, which practically means deciding 
what things mean – noting regularities, patterns, explanations, possible configurations, 
casual flows, and propositions (Hultman and Ljungros, 2003). Once the data reduction 
and the data display have been carried out through the use of within- and cross case 
analysis respectively, conclusions on each research question will be drawn based on the 
previous stages of analysis and the findings of the study.  

As the data analysis method now is explained, the next section will deal with the quality 
standards of this thesis. 

3.7 Quality	Standards	
The nuances and complexities of the human experience present unique challenges to 
qualitative researchers, who strive to develop research designs that result in rich, 
contextual data while incorporating quality measures that maximize the ultimate 
usefulness of their research (Roller and Lavrakas, 2015). Because of these challenges, 
research design considerations associated with reliability and validity are frequently 
examined and discussed among qualitative researchers. 

Thus, these two will be discussed in the following sections. 

3.7.1 Reliability	
Gray et al. (2007, p 103) define reliability as “being able to reproduce a study 
consistently”. In other words, a researcher who follows the exact same procedures as 
described by an earlier researcher, should reach the same results and draw the same 
conclusions as the earlier researcher did.   

In this study, a lot of effort has been put into explaining every procedure and aspect of 
the research. Besides, a well-thought-out approach has been followed throughout the 
entire work to provide the possible future researcher with a logical flow. Nevertheless, 
there are some factors that may have affected the reliability negatively. For instance, 
when conducting interviews, the respondents may have been biased to some extent. 
Also, since the researcher himself has interpreted the interviews, the influence of his 
attitude and knowledge can be questioned as well.  
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3.7.2 Validity	
“Validity means that we are measuring what we intend to measure” (Gray et al., 2007, 
p 103). In order to increase the validity of the present study, much effort is put into 
locating the respondents with the correct knowledge to answer the questions. Since 
among our chosen respondents they are ones holding positions of Purchaser Director, 
Commercial Purchaser, Supply Chain Director, and Commercial Manager, they are 
suitable individuals, as they most likely would possess the relevant knowledge in order 
to answer the questions dealt with in the interview guide. 

During the interviews, the complicated and unclear questions are thoroughly explained 
to really make sure that the respondents understood the questions correctly. 

However, there are some factors that could have imposed negative effects on this 
study’s validity. This mainly happens due to limitations and weaknesses to 
interviewing. Since, it is especially dependent on openness and honesty of participant 
(Marshall and Rossman, 1999). This issue could have lessened the validity. 
Apparently and as 17 companies turned down the request for interviewing, the subject 
in hand is a rather sensitive one that many companies are not particularly keen on 
talking about. Yet, since I put a lot of effort into locating the right case companies, 
fortunately I feel that I found companies and respondents who did not have any direct 
restraints against talking openly about these subjects. 
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4 EMPIRICAL FINDINGS 

In this chapter, the empirical data - collected by the interviews - will be presented. Here, 
the data from each case will be presented separately. First a general presentation of the 
company will be provided together with the company’s relation to the private label 
sector, which will be followed by the company’s business buying process details. During 
the data presentation, viewpoints from participants are reported and they will be 
frequently referred to as key informants. Later, the reduced data will be organized within 
a table. 

 

4.1 Case	One	–	ALBINA	SNACKS	AB	
Albina Food was founded in 1997 and today it is among the largest suppliers within the 
ethnic food segment in Scandinavia. In 2003 company started to offer wholesalers as 
well as the retail trade freshly produced packs of nuts, seeds and grains from all over the 
world (Albina Snacks, 2016). Other examples of the today’s company’s assortment are 
dried fruits and nut flour. Examples of the company’s more important core brands are 
SANDIALA, dafco, and Albina. 

Albina Snacks provides private labelling for many prominent companies. According to 
the key informants about 80% of the turnover is coming from private label 
manufacturing. 

For several years the company has dry roasted and packed a wide assortment of nuts in 
Axfood existing packages; named Eldorado. Eldorado is a private label brand that can 
be found for many products and all over Sweden at Willys, Hemköp and Tempo/Hanlarn 
– Axfood’s supermarket chains. Other important PLBs that are producing by Albina 
Snacks are COOP, Risentas, Helsing, Nöt-Crème, Bergendahls, Lantmännen, Privab 
and Rumsben (Albina Snacks, 2016).  These product ranges consist of nuts, seeds, 
grains, dried fruit and various berries. 

With regards to how the company perceives the increased utilization of PLBs, the key 
informants argue that PLBs without a doubt will continue to grow in Sweden:  

“Private Label market is taking bigger shares within European markets…and (it is) not 
just in snack segment but also in any other segments…to survive, you cannot focus only 
on your own brand…you have to work with private label also.” 

4.1.1 Business	Buying	Process	
The key informants respond to the question whether or not the company follows a 
defined or standard process as: 
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“We work with a type of ISO certificate called BRC.2”  

The key informants explain that BRC is a quality certification program to ensure 
safety on the products. He considers the purpose of employing such program is to 
assure the safety of the products for the consumers. 

Historically, BRC was developed by the largest retail chains in the United Kingdom to 
evaluate suppliers of products for its private labels, which requires inter alia, plant, 
product and process control, and hygiene in order to guarantee good food (BRC, 
2016). The main requirements of this standard are the adoption of HACCP3, a 
documented quality management system and control of factory environmental 
standards, process and personnel (SAI, 2016). It is designed to be used as a pillar to 
help retailers and brand owners with their 'due diligence' defense, should they be 
subject to a prosecution by the enforcement authorities.  

The company makes a number of risk assessments, documents them, takes action and 
then makes regular checks of the results. Each year, an audit by certified BRC auditors 
who control the company against the requirements included in the standard. Therefore, 
the company’s customers benefit from the quality system, while its potential suppliers 
are expected to perform in accord with the quality system. 

Having elaborated the company’s quality standard, the marketing manager - through 
explaining his role– describes the business buying process within the company. It is 
his role to find a supplier that can supply the company with a good quality product at a 
good price. He uses all the channels – Internet, trade shows, directories and etc. – to 
find them. Having compiled a list of potential suppliers, the company will afterwards 
send a questionnaire to the potential suppliers to collect written information about the 
capabilities of various suppliers. The next stage is to choose the final suppliers. 

After doing business with the supplier, the supplier performance will be reviewed 
according to the criteria of delivery reliability:   

“The most important is keeping promises, especially when it comes to delivery time.” 

The suppliers that could supply Albina Snacks with the contracted product on time 
usually have become their long-lasting suppliers. According to key informants the 
company has been working for most of its suppliers for 10-15 years.  

Establishing such supplier relationships has significant importance to the company. It 
gives the company many advantages: 

                                                 
2 BRC is an acronym for “British Retail Consortium”, which is a safety and quality certification program that 
guarantee the standardization of quality, safety and operational criteria and ensure that manufacturers fulfill their 
legal obligation and provide protection for the end consumer (BRC, 2016) 
3 HACCP – Hazard analysis and critical control points – is a management system and systematic preventive 
approach in which food safety is addressed through the analysis and control of biological, chemical, and physical 
hazards from raw material production, procurement and handling, to manufacturing, distribution and 
consumption of the finished product (FDA, 2016). 
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“Good relationships with suppliers gives you shorter delivery time…the possibility to 
be flexible with your production planning, to be more agile…better prices, 
information about the market...” 

While the marketing manager, elaborating his role, has listed the quality and price as 
most important attributes, the key informants correct him about the price: 

“(In) the nuts market the prices are fixed worldwide. It is regulated…and because the 
prices are fixed, we do not care about the price when we select a supplier.”  

By eliminating the price from the criteria, the key informants refer to delivery time 
and quality as the most important criteria in the process: 

“But our main concerns are time delivery and the item safety for the consumers.4”    

While the Marketing Manager is reviewing proposals in order to select the final 
supplier, besides delivery reliability and quality – “safe for consumers” in his words -, 
the following criteria are considered as the relatively important ones as well: social 
and environmental certifications and standards, and supplier financial position.  

“Our main consideration is time delivery and the item safety for the consumers… 
environmental issues for example, financial issues…and working environment issues.” 

 

4.2 Case	Two	–	HÄGGES	FINBAGERI	AB	
HÄGGES FINBAGERI has baked cakes since 1956 (Hägges, 2016). The Swedish 
bakery giant has five production lines and is also BRC certified - a standard that is 
tailored to the requirements of the food industry and retailers to ensure high food 
quality. The company sells and distributes its products under six different product 
categories to over 1000 stores daily and their mission is to bake the most delicious 
cakes to the customers with a quality that is expected (Hägges, 2016). 

HÄGGES FINBAGERI provides private labelling for many prominent companies 
including providing Axfood with its brand: Eldorado. According to the key informants, 
ICA and COOP are the other prominent companies to which the HÄGGES FINBAGERI 
provides private labelling. 

4.2.1 Business	Buying	Process	
As stated by the key informants, the company does not follow any defined or standard 
process for business buying. According to the Supply Chain Director the process can 

                                                 
4 Although the key informant does not refer to quality directly and he cites the safety for the customers instead, 
the fact is - as a BRC-certified company - they are obligated to have the relative level of sophistication of the 
quality system, including regulatory requirements or mandated quality system registration to ensure the safe food 
for the customers. Consequently, a supplier that fails in supplying the company with the item that meets the 
quality system registration – BRC in this case – cannot be put forth in the supplier selection process. Therefore, 
this criteria can be referred to as quality in general 
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begins by a supplier making the first contact or vice versa. Although the key 
informants did not mention it, but this private label manufacturer is BRC certified too.   

Although the starting point seems blurred, but when the company recognizes a need 
that can be met by buying a product - HÄGGES FINBAGERI will outsource it to a 
Danish company. The Danish company is essentially consists of one person - a Buying 
Director - who is a member of the executive of HÄGGES FINBAGERI too. Although 
it might look like an outsourced job, however, as the key informants elaborate, it 
becomes clear that the Buying Director is only in charge of executing supplier search.  

According to key informants, outsourcing their buying process to the Danish company 
at first glance may seem redundant; but HÄGGES FINBAGERI and other buying 
organizations benefit from it since the total cost of doing business with a supplier 
would be less: 

“Sometimes these raw materials are wheat, oils, fat oils and so on, that he has order 
from many companies and the sales is so huge that he has the power to negotiate.” 

The buying process within HÄGGES FINBAGERI starts when the company fills the 
buying director of the Danish company in with the information of the item that is in 
need. Then, he goes after it in the market and will source it. The item needed has to be 
defined first and tested within HÄGGES FINBAGERI afterwards: 

“Our product development and staff in the factories…they know the quality that we 
want for the end product. We know what we need.” 

After handing over the information of what is needed by HÄGGES FINBAGERI to the 
Danish Company, its buying director acts on behalf of the company. He administers 
the supplier search and proposal solicitation stages.  

The ability of the supplier to meet specifications will be verified by HÄGGES 
FINBAGERI. To rigorously check the supplier’s capabilities, HÄGGES FINBAGERI 
requests samples of supplier products and test them to ensure conformance to its 
requirements. 

And eventually HÄGGES FINBAGERI itself will approve the purchase. In the case of 
HÄGGES FINBAGERI, quality and price are the most important criteria. The Danish 
company “looks for the best and cheapest price.” 

The key informants emphasize that quality is defined within HÄGGES FINBAGERI. 
The Supply Chain Director clarifies if the company’s technicians approved the 
purchasing item, then it is qualified to the company:  

“Product development and staff in the factories know the quality that we want for the 
end product.” 
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Quality regularly has been defined in terms of numbers and specifications within the 
related departments and these specifications will reflect in production specification 
paper in the purchasing process.  

The third criterion for HÄGGES FINBAGERI is the social and environmental 
certifications and standards that a supplier possesses. Since its customers request for 
some specific certifications, now HÄGGES FINBAGERI is looking for certified 
suppliers: 

“We seek suppliers with certifications like BRC and RFS5…they can supply us with 
certified products…I think these are big and important criteria.” 

The key informants list delivery reliability, supplier’s commitment, and technical and 
production capabilities as the other important criteria in supplier management. 

When it comes to buyer-supplier relationship, the company develops its partnerships 
with the suppliers based on the following criteria: the possibility of exchange 
(reciprocal arrangement), technical and production capabilities, supply variety, and 
R&D capabilities. 

4.3 Case	Three	–	DOMSTEIN	FOODS	AB	
Domstein ASA is one of the leading fishery enterprises from the Nordic region 
(Domstein, 2016). Its operations range from catch to sales, including both a fleet of 
fishing vessels and specialized facilities for each step of the refinement process. 
Domstein Sverige AB is a fully owned subsidiary of Domstein ASA and is focusing on 
the production of processed fish products such as fish au gratin, breaded fish products, 
natural fish fillets, seafood pâtés, caviar and roe products region (Domstein, 2016). 

The company operates through two production sites: one plant in Kungshamn and the 
other in Lysekil region (Domstein, 2016). The first production facility is built to meet 
the requirements made on a modern facility for highly refined frozen and refrigerated 
products and the second site is a fusion of Farm Foods and Domstein operations at 
which the company produces herring, anchovies, chilled tube products, spreads and 
mayonnaise for markets all over the world. In Kungshamn there are four separate 
production lines used for gratins, breaded and pre-fried products and caviar, and raw, 
plain filets of fish are also processed in this plant region (Domstein, 2016). 

The company follows approved quality systems by which it can maintain full control of 
production region (Domstein, 2016).  It was one of the first BRC certified companies in 
Sweden. It is also certified for ISO 14001, ISO 9001, and HACCP. While the 
Kungshamn site is approved by the Swedish National Food Administration, the Lysekil 
site is certified for PAS 220/ISO 22000 / FS22000, ISO 14001, HACCP and BRC.   

                                                 
5 Royal Forestry Society Certification: the standard for craftsman-level arborists. The RFS Certificate is widely 
recognised throughout the arboriculture industry as proof that the holder has both a good theoretical knowledge 
of arboriculture and is proficient in the practical skills needed to succeed (RFS, 2016). 
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Domstein Sweden is primarily a producer of its clients' private labels, but also have its 
own brands such as Enghav, Ocean, Boviks and Domstein region (Domstein, 2016).  
According to key informants, Domstein Foods AB has a long experience in producing 
private label products: 

“In retail sector we are a private label producer; 95% in Nordic countries. So we have 
really little capacity for our own branding in the Nordic countries. Regarding the food 
service market, we have also private label brands but also our own brand.  Private 
brand there, it accounts for 40% of all.” 

 

4.3.1 Business	Buying	Process	
The key informants clarify that the company follows a defined/standard business 
buying process. No matter if the supplier comes to the company or the company itself 
seeks out the supplier, in order to be qualified, here suppliers need to pass the 
qualification stage - characterized by a questionnaire – as well. The company’s quality 
assurance systems follow strict requirements. Therefore, the questionnaire consider 
supplier’s quality systems:  

“First of all, there is a supplier questionnaire where we have lots of questions about 
certifications and the different kinds of standards.” 

Another important code to the leading fishery company in the Nordic area is to ensure 
that their own and associated activities take place in accordance with the principles of 
sustainable development. Consequently, the questionnaire takes into account social 
and environmental qualifications of the supplier as well. 

They also believe that having quality systems ensures traceability from raw materials 
to the final consumers: 

“if they (suppliers) do not have some (quality) system that is approved by us - by 
which we can detect if something wrong in the company - then I can decide not to 
purchase from them.” 

Having reduced the set of all available suppliers to a more narrow set of acceptable 
suppliers based on new data that have been collected through the questionnaire, 
Domstein request of suppliers’ products and test then to ensure conformance to its 
requirements: 

The company selects raw materials with great care and carry out hygiene inspections 
in order to qualify suppliers. Once a supplier meets the requirements in this regard, the 
process of purchasing can begin. The last phase in the process is final selection of a 
supplier according to the criteria. 

As it stressed out by the Purchasing Manager constantly, owning social and 
environmental certifications and being quality certified is by far the most important 
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criteria to Domstein. It is so vital that it can be referred as a filter rather than a 
criterion. The reason for that is because the company must obey 42/2001 standard set 
by European Parliament. Having set it as filter, the key informants then directly refer 
to price and quality as the most important criteria. The key informants cite trust as the 
third important criteria: 

“You can build up the relations and save a lot of time and money if you treat them 
back OK. If there is any problem; for example with credit, they will understand; 
something like that. And by trust, you know that the product will be delivered on time 
too.” 

 

4.4 Case	Four	–	FOODIMPEX	INTERNATIONAL	AB		
Founded in 1973 and located in Helsingborg, Sweden, FOODIMPEX has a strong 
position and a vast experience within the trade of frozen fruits, berries and vegetables in 
Europe (Foodimpex, 2016). 

FOODIMPEX is committed to private label sector. Acknowledged by the key 
informants, the main focus is private label packing and foodservice along with direct 
supplies to the food industry (Foodimpex, 2016).   

“70% of our sales go to private labels. We also deliver to important industries for food 
services…70% is for the retail market in Scandinavia and Northern Europe.” 

The company does not own any brand for itself. It only produces PLBs.  

 

4.4.1 Business	Buying	Process	
As stated by the key informants, the company does not follow any defined or standard 
business buying process, since the operations are different from country to country. 
The company is also present in Spain and Italy, and developed partnerships in Asia 
and America.   

“Since we work globally and every country is so different.” 

The key informants explain that the company is not in favor of finding suppliers 
online. As FOODIMPEX prefer developing business long-term relationships, they 
attend on exhibitions and fairs to meet with potential suppliers in-person. The other 
technique to find suppliers is through source lists from other sections within the 
company: 

“We have a daughter company in Spain, we have a joint venture with an American 
company and with China also. So we work closely with the American company for 
sourcing the South America, and we work with China to source Asian material” 
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Having had a potential supplier at hand, the company will afterwards evaluate the 
supplier’s capabilities by means of quality tests; it has its own quality personnel. 

FOODIMPEX is BRC certified too. Therefore, they are subjected to BRC rules and 
regulations i.e. questionnaire and periodic audits to their suppliers. 

The key informants elaborate in order to place the final order, BRC certified 
companies such as FOODIMPEX, must face few limitations. Having environment and 
social certifications, the company must look for suppliers that are environmentally and 
socially responsible too. In that sense, reaching out to the local farmers is not an 
option. Instead, the company turns to certified suppliers that have collected the 
harvest. 

FOODIMPEX follows close relationship strategies with its partners. According to the 
key informants such relations can be characterized by openness in communication, 
trust and strategic collaboration. 

The key informants believe the criteria to select and evaluate suppliers are varied from 
one company to another. What customers (retailers) want influence FOODIMPEX to 
select its criteria.  

“Some of the retailers are focusing on price only, the others also have the price as an 
issue but they have other aspects in mind and are willing to pay extra for that.” 

They emphasize on the role of price in the private label sector, yet credits other criteria 
as well. 



36 
 

4.5 Findings	Summary		
Table 6 categorizes the highlights of findings. 

 

 Case One Case Two Case Three Case Four 
Purely PLB 
manufacturer?  

No 
Although 80% of the 
company’s revenue 
comes from PLB 

No 
The company has its 
own brands too  

No 
But 95% of the 
company’s turnover 
is coming from PLB 
  

No 
The company has 
its own brands too  

Standard buying 
process/department 
in place? 

No 
Despite having 
some structure i.e. 
standard 
questionnaire the 
key informant 
believes there is no 
standard process in 
place 
 

No 
According to the key 
informant there is 
no standard process 
in place 
Purchasing process 
is outsourced 

Yes 
 

No 
According to the 
key informant the 
process varies from 
purchase to 
purchase 

Key informants’ 
description of the 
buying stages 

-Supplier search 
-Supplier evaluation  
-Supplier selection 

-Reaching out to 
purchasing partner 
-Quality check on 
samples  
-Showing approval 
to purchasing 
partner  
 

-Supplier pre-
qualification 
assessment 
-Quality check on 
samples  
-Supplier selection  

-Supplier search 
-Supplier pre-
qualification 
assessment 
-Quality check on 
samples  
-Supplier selection 

Criteria for 
selecting supplier 

-quality  
-delivery time 

-delivery time 
-quality  

-quality 
-possibility of 
building long-term 
relationships (trust) 
 

-price 
-quality 
 

Table 6 – Findings Summary  
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5 ANALYSIS & DISCUSSION 

In this chapter, first by using the stages within BUYGRID model, the empirical data 
outlined in the previous chapter will be analyzed. This analysis chapter will lead to a 
proper base for the drawing of conclusions in the upcoming chapter. 

5.1 Analysis	of	data	by	using	BUYGRID	model	as	analytical	tool	
First of all, it is necessary to establish if the case companies always follow a standard 
and defined business buying process within their organization or not. Because if a 
business buying behavior is not explicit and formally organized, understanding it is a 
challenge. 

Kotler et al. (2008) argue that the business buying process tends to be formalized. 
While most of key informants remain skeptical about the presence of a standard 
business buying process within their companies, the findings illustrate that there is a 
usual procedure to select suppliers within each case. This is in line with Beker (2015) 
who finds there is a tendency in large firms to be dependent on formalized procedures 
and standard practices to enable them to select between alternative courses of actions. 

These results are explainable by Gronhaug (2015) findings that state in product-
dependent organizations, the purchasing activities are more structured. The case 
companies are highly dependent on private label products. Therefore, their purchasing 
activities is more structured.  

Having established that case companies not only benefit from a comparable, 
standardized business buying process, the BUYGRID model stages will be used as 
analytical tool to analyze the business buying process within the case companies. 

 

Problem Recognition 

The trigger to this stage of BUYGRID model must be a stimulus. Kleinaltenkamp et al. 
(2008, p 189) claim “all business buying models view the buying process as a reaction 
generated by an individual buyer resulting from the buyer exposure to various stimuli 
presented by a supplier”. It is apparent that within the case companies, there is no sign 
of any stimuli presented by a supplier. The key informants state that they go through 
such a process to hold shares in the market by producing PLBs, and therefore – in one 
of the key informants’ words - survive. 

de Boer et al, (2001) argue that the first phase of any industrial-buyer behavior is 
characterized by the objective of determining the ultimate problem: why going 
throughout such a process is an appropriate line of action? Surviving and holding shares 
in the market are the responses coming out of the case companies.  

Hence, competitiveness - as a stimulus posed by the environment – entered the case 
companies and was turned into their responses: product choice, supplier choice, order 
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quantities, and so on. Kotler et al. (2008) acknowledge competitiveness as a stimulus. 
Findings show that the case companies acknowledge the importance of PLBs. The 
pressure imposed by private label market acts as an external stimulus that enforces the 
case companies to become PLB manufacturers. 

This stimulus is not the only one for three cases of Albina Snacks, Hägges and 
Domstein, since they have their own brands too. Moreover, according to key 
informants, sometimes current suppliers are not able to provide a demanded product and 
that can be considered as another simulators. Either way, the stage of problem 
recognition occurs within all case companies as they all have recognized the same 
stimuli - that is to perceive the boom in private label market. 

Despite the differences in stimuli, this stage of BUYGRID model is obvious to occur 
within the business buying process of case companies. 

 

General Need Description  

Describing the characteristics of the needed item occurs in the case companies in the 
case of buying a product for the first time. Since all case companies are involved in 
modified rebuy - a situation where the buyer may want to modify or confirm product 
specifications; such as, price, other terms of purchase, or suppliers (Kotler et al., 2008) 
– the findings related to this stage are confined. 

 

Product Specification 

Kotler et al., (2008) believe that this stage within BUYGRID model is uniquely 
important as within this stage the buying organization develops the item’s technical 
product specification (Keller et al. 2008). 

Albina Snacks and Foodimpex supply standard items, e.g. seeds, nuts, fruits and 
barriers. Hence, preparing product specification that describes the characteristics of 
these items is rather straightforward and can be handled on a routine basis by the 
purchasing department.  

Hägges and Domstein however deal with more complex items, e.g. baked products and 
seafood. General need description as a result involves more decision participants. For 
instance both cases have specialized teams for product development. 

Product specification stage is detectable as a separate stage within the buying process of 
all case companies, however the quality of the stage and its necessities seems to be 
different due to their products. 
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Supplier Search 

All case companies aim to find the best vendors. So they go through this stage. 
However, they approach it differently.  

While Albina Snacks and Domstein are flexible on methods and techniques for locating 
potential suppliers, Foodimpex strategy is to find its potential suppliers at trade shows. 
The key informants rationalize it by saying it is part of the company’s main strategy of 
having an open dialogue with stakeholders and business partners. As a result, the 
company does not turn to the Internet to find suppliers. The other method for locating 
potential suppliers that is followed by this company is sourcing through other sections 
within the company i.e. its daughter companies. 

Hägges outsource the responsibility of finding the best vendor to the Danish company. 
And that is because the company pursues a purchasing strategy that allows them to buy 
at cheapest price by ordering high amounts via single sourcing. By taking into account 
what literature describes as buying centers - as part of organization that is composed of 
users, influencers, deciders, buyers and gatekeepers (Kotler et al., 2008) - it is obvious 
that the Danish company plays buyer role in the business buying process employed by 
Hägges. 

 

Proposal Solicitation 

At this point and before going thorough supplier selection stage, all companies request 
potential suppliers to fill in a questionnaire. 

Kotler et al. (2008) state that within the stage of proposal solicitation, the buyer invites 
qualified suppliers to submit proposals. However, the authors do not explain how the 
buyer has come down to this list of these ‘qualified’ suppliers.  

Since case companies are private label manufacturers, they must have a certification 
named BRC. Historically, BRC was developed by the largest retail chains in the United 
Kingdom to evaluate suppliers of products for its private labels, which requires inter 
alia, plant, product and process control, and hygiene in order to guarantee good food 
(BRC, 2016). 

de Boer et al (2001) define this stage of purchasing as the process of reducing the set of 
all available suppliers to a more narrow set of acceptable suppliers and the last phase in 
the process is referred to as final selection or choice. The authors then introduce two 
steps of ‘supplier identification’ and ‘supplier limitation’ that ought to occur before 
proposal solicitation stage. Consistent with de Boer et al (2001), Lasch and Janker 
(2005) name these two steps together ‘supplier pre-qualification’. According to the 
authors - based on a specific need - it is a matter within the framework of supplier 
identification to identify the vendors who offer the required objects. This specific need 
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for the case companies is suppliers’ social and environmental certifications in order to 
meet the requirements of BRC standard. 

Therefore, according to what happens during the buying process within case companies 
and in order to make the model more compatible with the business buying process 
employed by private label manufacturers, there is a stage of ‘supplier prequalification’ 
before proposal solicitation stage. This is consistent with de Boer et al, (2001) and 
Lasch and Janker (2005). 

Apart from that, the BUYGRID stage of proposal solicitation is evident within case 
companies, as they for instance request samples to reduce the set of available suppliers 
to even a more narrow set of acceptable supplier. 

 

Supplier Selection 

The case companies want to use best value as the overriding consideration where price 
is not the single controlling factor. Case companies assess the best value not only based 
on price and associated costs, but they also take into account non price factors that offer 
greatest benefits in terms of performance.   

These factors represent the key areas of importance and emphasis to be considered in 
the supplier selection decision. Within Albina Snacks, during the stage of supplier 
selection the marketing manager having reviewed the questionnaires and drawn up a list 
of the desired supplier attributes and their relative importance, selects the final supplier 
based on the criteria of quality, delivery reliability, and social and environmental 
certifications of the supplier. He cites price as an important criteria but not for the nuts 
market, since prices are fixed. According to Sollish and Seminak (2011), price refers to 
the overall cost of acquisition. Therefore, shipping the nuts from different continents 
brings different prices to the company. The marketing manager also refers to supplier’s 
financial status as an equally important criterion. Evaluating the health and performance 
of an organization will help predict how well a particular supplier can meet its 
contractual obligations over time (Sollish and Seminak, 2011).  

For Hägges, the company’s technicians select the suppliers. Quality, price, and social 
and environmental certifications and standards possessed by supplier are the most 
important criteria. Supplier certification is one way of reducing or eliminating 
altogether the need for incoming inspection. In certifying a supplier, the buying 
organization typically determines that the supplier’s internal system for measurement 
and control of quality is sufficient (Sollish and Seminak, 2011). Therefore, asking for 
certification is actually related to the first two criteria – price and quality - that are 
important to Hägges.    

For Domstein, the purchasing manager selects the final supplier. Here the stress is more 
on supplier’s social and environmental certifications and quality system standards. 
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Having set this criterion as filter, the purchasing manager directly refers to price and 
quality as the most important criteria to select the final supplier. This stage within 
Foodimpex resembles to the one within Domstein and the reason for that has already 
been explained.  

Another reason for asking their suppliers to put quality certification program forth is 
that the retailer are affected by regulatory developments in the environment. Under EU6 
food Law, retailers and brand owners have a legal responsibility for their brands, and 
there are certification bodies that provide supplier evaluations in the world to standards 
such as BRC. The most prominent one is directive 2001/42/EC of the European 
Parliament on the assessment of the effects of certain plans and programs on the 
environment. The objective of this Directive is to provide for a high level of protection 
of the environment and to contribute to the integration of environmental considerations 
into the preparation and adoption of plans and programs with a view to promoting 
sustainable development, by ensuring that, in accordance with this Directive, an 
environmental assessment is carried out of certain plans and programs which are likely 
to have significant effects on the environment. This in turn puts pressure on 
manufacturers to alter their criteria when it comes to supplier selection. 

Consequently the purchase criteria within all cases are comparable. They are price, 
quality and suppliers’ social and environmental certifications. The emphasis on quality 
and certifications proves that the traditional distinctions in terms of quality between 
PLBs and manufacturer brands is blurring, which is in corresponds with Hyman et al. 
(2010). According to respondents, retailers make efforts to close the objective quality 
gap between their PLBs and manufacturer brands.  

 

Order-routine Specification 

Albina Snacks, Domstein and Foodimpex prepare an order-routine specification. Rather 
than periodic purchase order, they use contract in which the supplier promises to 
resupply the buyer as needed at agreed prices for a set time period. 

For Hägges, as the process has been outsourced, this stage is rather different. The 
Danish company gathers all the orders for needed item from different companies and by 
ordering high amounts via single sourcing it accomplishes the strategy of buying at 
cheapest price. Thus, the Danish company on behalf of the company carries out the 
purchase. Therefore, the order-routine specification stage happens outside the company. 

 

 

                                                 
6 European Union 
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Performance Review 

After doing business, the companies put supplier appraisal forth to evaluate and monitor 
suppliers’ capabilities. Albina Snacks evaluates performance mainly according to one 
criterion: delivery reliability. Which in turn has broader definition that just receiving 
items on time, it is also about whether or not the quality conforms to the defined 
specifications. 

Besides delivery reliability, the ability of supplier to be involved in the design stage for 
new products matters to Hägges. 

Domstein is heavily influenced by the notion of sustainability. Affected and forced by 
its customers, case three must adopt its purchasing strategies and shift towards suppliers 
with latest social and environmental certifications. 

For Hägges, the objective of the procurement process must be the harmonization of 
internal processes of buyer and suppliers in order to avoid a waste of resources within 
the logistics chain. The possibility of conducting frequent on-site supplier evaluations is 
another criteria to continue collaborating with a supplier. 

 

5.2 A	Discussion	on	Supplier	Selection	Criteria	
While quality, price and having social and economic certifications are the common 
criteria on the agenda of all the cases, it seems that there is not a general consensus 
about it. Albina Snacks marketing manager knows quality equal to having certifications. 
Other cases question the process of obtaining such certifications. The audit of the 
suppliers’ production farcicalities happens once or twice per year with a notice. One of 
the key informants questions the reliability of the results of these audits. He thinks it is 
easy for a supplier to “cheat” and get away with it. Moreover, concluding quality from 
certifications is under question itself. 

Key informants within all cases but Albina Snacks discuss the role of price, especially 
when it comes to PLBs. They believe many suppliers can offer low prices. But the 
problem with this criterion is that it cannot be considered as a separate one. While other 
criteria i.e. certifications, production abilities, financial statues can be analyzed on a 
separate sheet, in key informants’ opinion price must be analyzed alongside the quality. 
And this quality is not the one that can be proves by certifications, this is the quality that 
is determined by the quality staff inside the organization.  

All key informants acknowledge the pressure from retailers to pushing the prices even 
downer form one hand, and increasing the quality for PLBs from the other, and they 
perceive it as the biggest challenge ahead to remain as the producer to PLBs of the 
retailers.  
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5.3 Cross	Case	Analysis		
In this section, the empirical data gathered from the four cases will be analyzed against 
each other and the stages with BUGRID model. This is done graphically by compiling 
the collected data in a table. The cross case analysis will be structured according to 
methodology part. 

 Case One Case Two Case Three Case Four 
Problem 
Recognition 
 
 
 
 

Yes 
To provide company 
with raw materials 
to meet the demand 
for PLBs and its own 
brands 

Yes 
It begins within the 
production 
department by 
recognizing a need 
that can be met by 
acquiring a product 
 

Yes 
It may begin by 
internal stimuli or 
external stimuli 

Yes 
Stimulated by the 
growing share of 
PLBs in the market 

General 
Need Recognition 
And 
Product 
Specification 
 

Yes 
The characteristics 
of the needed items 
are relatively 
standard 

Yes 
Characterized by 
owning a product 
development team 
comprises of experts 

Yes 
Characterized by 
owning R&D 
development section 

Yes 
The characteristics 
of the needed items 
are relatively 
standard 

Supplier 
Search 
 
 
 
 

Yes 
Characterized by 
using different 
methods and 
techniques for 
locating potential 
suppliers 
 

Yes 
Outsourced to the 
Danish Company 

Yes 
Characterized by 
using different 
methods and 
techniques for 
locating potential 
suppliers 
 

Yes 
Attending on trade 
shows or sourcing 
through its daughter 
companies 
 

Proposal 
Solicitation 
 
 
 
 

Yes 
Potential suppliers 
will be requested to 
fill the company’s 
questionnaire 
 
Characterized by 
owning quality 
development 

Yes 
Mainly 
characterized by 
imposing a detailed 
description of what 
its product 
development 
department wants  

Yes 
Characterized by 
both questionnaire 
and tests on samples 

Yes 
Characterized by 
owning quality 
development 
 

Supplier 
Selection 
 
 
 
 

Yes 
Criteria:  
 Quality 

 Delivery Reliability 
 Certifications 

Yes 
Criteria:  
 Quality 

 Price 
 Certifications 
 

Yes 
Criteria:  
 Certifications 
 Quality 
 Price 
 

Yes 
Criteria:  
 Certifications 
 Quality 
 Price 
 

Order-routine 
Specification 
 
 
 
 

Yes 
Characterized by 
long-term flexible 
contracts with 
suppliers 

Yes 
Purchase will be 
carried out by the 
Danish Company 

Yes 
Characterized by 
long-term flexible 
contracts with 
suppliers 

Yes 
Characterized by 
long-term flexible 
contracts with 
suppliers 

Performance 
Review 
 
 
 
 

Yes 
Criteria:  
 Delivery Reliability 
 

Yes 
Criteria:  
 Delivery Reliability 

 Production 
Capabilities 

 R&D Capabilities 
 

Yes 
Criteria:  
 Sustainability  

 Quality Standards 
 Certifications 

Yes 
 

Table 7 – Cross Case Analysis  
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Cross case analysis shows the business buying process within case companies is similar 
since it can be characterized by all stages within the BUYGRID model. Despite key 
informants being skeptical about the presence of such a process within their companies, 
the cross case analysis clearly illustrate that all these companies go through the alike 
process in order to complete their business purchase. In spite of some minor differences 
in implementation and the way they tackle each stage, the sequence and nature of stages 
are the matching. 

Moreover, looking into the criteria for performance review establishes that the case 
companies are practicing supplier development, which is systematically developing 
networks of supplier-partners to ensure an appropriate and dependable supply of products 
and materials that they will use in making private label products. 
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6 CONCLUSIONS 

In this chapter, the research question posed in chapter one is answered. This is followed 
by a discussion regarding overall conclusions and the researcher’s view of issues that 
have been raised throughout this thesis. Next, implications for managers, theory and 
further research will be suggested.  

6.1 Addressing	the	research	question	
I started by defining the research question as: 

How do PLB manufacturers within food production industry employ the business 
buying process? 

The very first conclusion is that the research findings indicate that all case companies 
have a formal, alike and comparable business buying process that is to large extent 
conferring to the BUYGRID model. My study shows the various stages within the 
model occur in a chronological order with a distinction of whatever happens within the 
stage of supplier search.  

According to Sollish and Semanik (2011) the aim of conducting supplier search is to 
identify “qualifiable” suppliers. Kotler et al. (2008) state that the buyer invites 
‘qualified’ suppliers to submit proposals. However, the authors do not explain how the 
buyer has come down to this list of these ‘qualified’ suppliers. Sollish and Semanik 
(2011) explain that the word “qualifiable” refers to capability, financial and capacity 
qualifications of potential suppliers. The findings of my study undeniably show that the 
word “qualifiable” in PLB sector includes suppliers’ eco-social qualifications as well. It 
is imposed by the retailers – who owes the brand and are customers to PLB 
manufacturers – and authorities – as the case companies are involved in rather regulated 
industry. 

Therefore the BUYGRID model is not 100% in compliance with the business buying 
process employed by PLB manufacturers. To rectify incompliance, a procedure of 
supplier qualification must be consider as a separate stage after supplier selection in the 
model. This is in line with de Boer et al. (2001) who consider such phase as the process 
of reducing the set of all available suppliers to a more narrow set of acceptable 
suppliers. They introduce two steps of ‘supplier identification’ and ‘supplier limitation’ 
that ought to occur before proposal solicitation stage. Consistent with de Boer et al. 
(2001), Lasch and Janker (2005) name these two steps together “supplier pre-
qualification”.  

As such, I recommend adding the stage of “supplier pre-qualification” to the 
BUYGRID model after supplier selection stage in order to develop more powerful tool 
to interpret the business buying process employed by private label manufacturers. 
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This model is depicted below: 

 

Figure 6 - Business Buying Process within private label manufacturing sector 

 

Adding this stage makes the model more compatible with the business buying process 
employed by private label manufacturers. Besides, it does not automatically make the 
developed model to the buying process within private label exclusively; as de Boer et 
al, (2001) and Lasch and Janker (2005) detect similar stage within the buying process of 
industrial manufacturers. 

Adaption of the BUYGRID framework previously is done by Kotler, Morris (1992) and 
Zinszer (1997) for different buying situations, sectors, and industries. Consistent with 
the original BUYGRID model, this extended model will provide for PLB 
manufacturers’ needs anyway. 

In general and apart from the stage of ‘supplier pre-qualification’ and after drawing on 
the collected data onto the BUYGRID model, it became clear that the process within 
private label manufacturing sector is similar to the one within manufacturing sector. 
Manufacturers that supply both PLBs and their own brands, follow one process for 
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buying the needed items. Albeit there are differences between the two sectors when it 
comes to perceiving the stimuli and purchases criteria. While stimuli in the 
manufacturing sector can be both internal and external, and even imposing by the 
suppliers, the stimuli within private label sector are enforced by the sudden boom in the 
PLBs.    

 

6.2 Contribution	
There is no similar research that gives attention to the business buying process within 
private label manufacturing sector. Throughout this research, the researcher attempts to 
shed light on the decision-making process underlying buying behavior of PLB 
manufacturers.  

This study presents the BUYGRID model, taken from industrial marketing and then 
extends it to include private label sector. It is not the main purpose of this work, 
however it demonstrates that the BUYGRID model can be extended to include 

characteristics of private label sector. By the means of analyzing the data, the BUYGRID 
model is proven to be an excellent analytical tool to look into the organizational buying 
process of manufacturers within private label sector. 

 

6.3 Implications	
The present study understands the recent boom in private label as an adequate motive to 
organizations that enforce them to seek more efficient and effective business buying 
processes. It provided insights to business buying process employed by private label 
manufacturers. 

6.3.1 Theoretical	Implications	
Two main theoretical implications of the present study are as follows: 

1. Elucidating the business buying process within private label manufacturing 
sector and the decision-making process underlying buying behavior of PLB 
manufacturers, which in turn can be used to extend the BUYGRID model to be 
compatible with private label sector 

2. Pinpointing the supplier selection criteria in private label sector. It includes 
still the conventionally accepted quality and price criteria, but also social and 
environmental certifications. Retailers choose the PLB manufacturers based on 
compliance to quality assurance standards and implementation of legislation. 
The manufacturers then push forward these criteria on their suppliers. Hence, 
quality and implementation of legislation are the criteria that rule throughout a 
private label supply chain. Alternative implication is the fact that demands and 
requirements within a PLB supply chain mostly dictate and flow from the 
downstream side of the chain. This in turn implies on the fact that one supply 
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chain within private label market cannot remain static and changes within the 
chain happens more often. 

6.3.2 Practical	Implications	
The results of this work can be used by three types of players in the market: 

a) Suppliers can apply this information. By being aware of the popular criteria 
and developing a picture of the future in this regard, suppliers that are currently 
supplying private label manufacturers can exploit it to maintain their position. 
Managers who their units already provide private label manufacturers with the 
raw materials ought to know the retailers push the private label manufacturers 
towards reducing the prices and increasing the quality to fill the gap between 
PLBs and national brands. Therefore, price and quality are still the main 
criteria to win the demand in the market. However it is not enough. Rules and 
regulation imposed by knowledgeable customers and authorities leave no 
option for the retailers and eventually private label manufacturers but to 
develop social and environmental considerations throughout their supply 
chains. Managers already have become aware that in order to remain and 
compete in such market they must tackle these issue and follow an 
environmental and social friendly approach.    

b) Similarly, suppliers that wish to become supplier to private label manufacturers 
and expand their market can use it as a guideline to gain new business i.e. by 
knowing the criteria and type of certifications that are required, they can 
improve their chance of winning the process. Suppliers, especially in the 
developing countries, by focusing on the social and environmental aspects of 
their production can take the initials and necessary steps towards becoming 
part of PLBs supply chain.  

c) Also the manufacturers by gaining the knowledge about this part of PLB 
supply chain can find new ways to add value to their supply chain and become 
PLB manufacturers to the retailers. By developing their networks and 
collaborating with the suppliers that can offer quality and certifications, these 
manufacturers can not only increase their chances of gaining new markets but 
also decreasing the expenses throughout their supply chain and become more 
competent.  

This study also indicates important aspects to the buyer-supplier relationships. Many 
of the case companies have developed business relationships with their suppliers over 
years. This in turn result in improving many aspects of the acquisition process such as 
reducing the price e.g. by the eliminating the number of audits or cutting off the 
expenses related to locate the potential suppliers.  

Moreover, it implies the influence that certain retail buyers have on how these PLB 
manufacturers approach their buying task. The retailers always ask for reducing in the 
price. That leads the PLB manufacturers to look for new sources outside of their 
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current network. It can be said that one supply chain within private label market 
cannot remain static and changes within the chain happens more often.    

Finally, this study can serve for foreseeing the future needs e.g. understanding the 
PLBs new product development and outcomes. The key informants from the 
companies that produce both private and national brands admit that the approach to 
buying process and eventually the supplies are identical. Hence, another conclusion is 
that private label products are not inferior in quality compared to the national brands; 
PLB manufacturers provide more than a cheap alternative to national brands; the new 
PLBs encourage shoppers with premium ingredients, portability, and health benefits. 

Critical Reflection 

This study uses a qualitative approach to be able to more deeply investigate several 
aspects related to the process of buying. A multiple case study has been conducted 
through interview with four Swedish companies in the food production industry. 

I have found the interviews valuable; I video recorded the interview, which made it 
possible to focus on what the informants were saying. I have heard each individual 
word and how the informant expressed them.  

Not all the information was relevant though. What I have found useful contributed to 
my ability to form an overview on the topic at hand. Though, the share of relevant 
information could have been higher. Also I should have dug deeper into the buying 
process and not found the first answers adequate, which in turn resulted in stretching 
the interviews. 

 

6.4 Suggestion	for	Future	Research	
The sampling frame is set to companies vending food products mainly through retail 
outlets in the Swedish market. Further studies can be done within other industries or for 
comparison with similar to Sweden or different countries. By utilizing a rather large 
sample, the findings and conclusions can be considered generalizable. It is concluded 
that demands and requirements within a PLB supply chain mostly dictate and flow from 
the downstream side of the chain i.e. knowledgeable customers. By comparing the 
importance of selection criteria within chains in other countries, the sensitivity of the 
authorities and consumers toward the issue of friendly social and environmental supply 
chain can be investigated.   

This study has also discovered a shift away from price as a primary determinant of 
supplier selection. The set of relevant supplier selection criteria changes over time as a 
natural adaption to changing business climates and competitive environments; it seems 
supplier certifications and its ability to secure a sustainable supply chain for the buyer is 
becoming new criteria. Investigating new criteria and the challenges these trends 
introduce can be a topic to a study. 
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APPENDICES 

Appendix	A	–	Interview	Guide	
a) General Information 

a. Company name: 
b. Name and position of respondent: 
c. Company’s operation: 

b) Relation between the Company and Private Label Brands 
a. Do you produce any private label brand? 

c) Supplier Selection Process within the company 
a. Is there any defined/standard supplier selection process within your 

organization? 
i. Qualification Phase 

1. How a potential supplier can qualify for the final selection? 
ii. Formulation of Criteria Phase 

1. What are the criteria you consider when you want to select 
suppliers? 

2. How important are every selection criteria in your supplier 
selection process? 

3. Are you going to revise and possibly change these criteria in 
near future?  

iii. Final Selection Phase 
1. How do you select your supplier(s) finally? 
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Appendix	B	–	Interview	transcripts		
Case	One	
 

Case Company Albina Snacks AB Participant     
Date  Duration 33 minutes   

 
Would you please introduce yourself? “My name is Abbas Fayad. I am the marketing manager at Albina 
Snacks AB and I have been in the company for 5 years.” Would you please tell us more about the 
company? “Albina started in 1998 with importing and exporting Halal food from Middle East. In 2004 they 
decided to expand the company by producing nuts and company intended to produce everything itself. 
Because earlier they used to import everything from Middle East; so by roasting everything themselves, they 
could guarantee better quality. In 2009, two owners decided to split up. So the new company was registered 
under the Swedish government regulation in 2009. The turnover was around 30 million Swedish krona in 
2009 and increases approximately 30% per year.” So at the beginning you were just importing then you 
bought manufacturing facilities and right now you are a producer, right? “That’s right.” Do you 
produce for retailers? Do you produce private label brands? “About 80% of the turnover is coming from 
Private Label.” Where this demand for private label is coming from? From Sweden or from outside 
Sweden as well? “It is primarily from Sweden. But there is also demand from the rest of Scandinavia, and 
even Europe, for example Austrian market. And the main reason is that the turnover of our partner in Austria 
is increasing due to high quality of the product we offer.”  You are also supplier of private labels to Axfood 
and Coop. Is that right? “Axfood is the second largest wholesale company in Sweden; the first one is ICA. 
And Coop in number 3 in Sweden but they also operate in the rest of Scandinavia. So those are the two 
biggest of our customers. We also produce for industries”. Are these demands from Coop and Axfood 
increasing during the time? “It is an increasing demand both in terms of quantity and also in terms of 
Swedish krona. Since we started until today the cost of raw materials has approximately doubled or tripled in 
some cases. So the demand is still increasing so are the prices.” Do you want to add any other comment 
about private label market in Sweden or within Europe? “Private Label market is taking bigger and 
bigger shares within European markets. Today, the private label market is about 60% of complete market in 
Europe. And not just in snack segment but also in any other segments. So for producers like us, to survive, you 
cannot focus only on your own brand. But you have to work with private label also.” Do you have any 
standard or defined process to select suppliers within Albina Snacks? “With work with a type of ISO 
certificate called BRC. NASA introduced this certificate for the first time. The idea is to make every aspect of 
the company’s operation as safe as possible for consumers. So everything we do is based on BRC standard.” 
Would you please tell me more about the role you play within this process? “My role is actually to find a 
supplier that might supply us with good quality that meet our demand for a good price. When we find a 
supplier that might be suitable, we have a questionnaire that the supplier needs to fill up. And this 
questionnaire concerns about different points. This is the first stage. The second stage is to choose potential 
suppliers depending on the answers. And then we decide which one is the best to continue working with” Can 
you categorize the questions in the questionnaire? For example are there any questions concerning 
financial status of the supplier or its manufacturing abilities? “We have these aspects and several other 
aspects in the questionnaire that we consider. But our main concerns are time delivery and the item safety for 
the consumers.” How do you figure out if an item is safe for your customers? For example do you ask 
for a certification? “We have different kinds of certifications; depends on what kind of supplier it is. The idea 
is the supplier must show us an organization endorse them.” Do you trust these organizations? “We follow 
the Swedish government regulations regarding the validity of these certifications. The products have been 
tested by an audit company in exporting country and for Swedish suppliers, we trust the certificate that they 
show us and we can confirm that it is correct and not manipulated. When we work with supplier and find that 
something is not correct, we contact the same audit firm the provided the certificate and they will come back 
with second audit to tell us why there has been a problem, was it an accident, or whether or not it is 
temporary.” You said the main issue that the questionnaire concerns about is the item safety. What are 
the other issues that the questionnaire concerns about? Environmental issues for example, financial issues 
as you mentioned, and working environment issues. For example we control to see if there is any child labor 
within our Vietnamese suppliers. No one forced to work. People working have good working environment.” 
My personal opinion is that it seems you concern about the issues that Swedish market or in better 
word Swedish consumers concern about. Because Swedish consumers want the product to be organic, 
to be fair trade. These are the things you care about. But from the supplier point of view, they care 
about the margin and profit. You talked about safety, quality, environmental concerns and working 



57 
 

environment, but you have not mentioned about other issues like price. Theoretically and traditionally, 
literature on supplier selection refer to price, delivery time and keep promises as main criteria to pick a 
supplier. But you have not mentioned these types of criteria. Why is that? “The market we operate within, 
the nuts market, the prices are fixed worldwide. It does not matter if it is from US or from India or China. The 
price would be the same or approximately the same in all markets. It is regulated. Raw materials costs for 
80% of total cost of the product. And because the prices are fixed, we don’t care about the price when we 
select a supplier. We add our margin and offer it to the market. If customers want it, buy it.” What about the 
freight cost? It will be different if you supply it from China or inside Europe. “Freight prices are also 
almost the same. Because you cannot find any casual nuts in Europe. Casual nuts are only cultivated in South 
Africa, India and Vietnam. So transportation cost would not be an issue. When we want to find a carrier, the 
transportation cost would be an issue. Because we buy EX-works. So the transportation cost, we don’t 
consider it when we want to select a supplier, we consider it when we want to select the carrier company” 
Generally what is your opinion about the most important criteria when it comes to supplier selection? 
“It depends on which market you operate within.” Imagine that you are a manufacturer in food 
production. Just leave the assumption the whole ingredients doesn’t have the same price. Imagine that 
we don’t have such a situation. Imagine that you can provide yourself with different types of raw 
materials from different parts of the world with different prices. In that scenario what would be the 
most important criteria for you? “In that scenario, I think that price would be an important criteria but not 
the most important one.” What would be the most important then? “From my experience, the most 
important is keeping promises, especially when it comes to delivery times.” Do you work with your main 
suppliers for long time? “Yes, we have worked with them for 10-15 years.” Do you have a contract with 
them? “We sign a new contract every year or every six months, depends on demand from the market.” What 
has been changed during these years? What is the different between the first contract you have signed 
with one of the suppliers and the new contract? “Because we import from other countries, we don’t pay 
down payments. They increased our credit. So we have more flexibility to buy. We have more control on the 
relationship now. We have also more demands regarding delivery time.” Right now, I am just going to 
name a couple of criteria cited in literature and you please share your opinion with us regarding these 
criteria. We have talked about costs, time and delivery, and quality so far. Would you tell us your 
opinion about business relationship with a supplier? How important is it to you? “It is really important. 
A good relationship might give you shorter delivery time, might give you the possibility to be flexible with 
your production planning, to be more agile compare to your competitors, might give you better prices, might 
give you also information about the market in general; like what is going on in the market. A good 
relationship with suppliers is really important.” Do you care about the reputation of your supplier when 
you want to start working with one? “Absolutely, we have several suppliers that we decided not to work 
with. Because of the products that have been delivered was not the one that has been contracted.” If a 
supplier cannot keep promises, would you give it a second chance? “It depends on the situation. In some 
cases we decided to not work with them anymore. In some cases, because it was a temporary thing, a broken 
machine or an accident, we continued working with the supplier.” Do you think the process you are 
following now within the company to select suppliers will be changed in near future? Would you change 
the questions in the questionnaire any time soon? “Absolutely, we have our internal auditing once every 
year, to check some aspects that have not been working as thought. It is called routine. If we find out 
something is not working as routine, we look after the problem and we find a solution.” Could these 
solutions change your priorities in supplier selection process? “We are an organization and organizations 
like organic systems, they change all the time, adopting themselves to their environment. We develop this 
way.” Last question, imagine I‘d like to become your new supplier. You sent the aforementioned 
questionnaire to me. I filled it up and sent it back to you. Now I am calling you, what would be your 
questions? “The questions that are in the questionnaire. But it would be questions like how long have you 
been in the market; which markets do you serve; how many employees do you have; what business partners 
do you have; what are the legislations within your country; what types of certificates do you have; what 
grades have you got from your auditors.” Why the number of employees matters to you? What does it 
suggest? “It indicates how well you company have been developing; it indicates how reliable it is within a 
short run and long run.” Thank you for your time and consideration. I am going to prepare the 
transcript of this interview and send it to you to confirm.  
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Case	two	
 

Case Company Hägges Finbageri AB Participant     
Date  Duration    

 
Would you please introduce yourself? “My name is Peter Jansson. I am the supply chain director of Switsbake 
International and Hägges Finbageri. I have been working here since September last year when I came from 
Vaasan. I have been there for 5 years. I have basically worked with management, business development, sales, and 
building management departments before this job. As supply chain director I am responsible for production in 3 
bakeries together with all logistics, warehousing, quality, customer service, business systems and IT.” How 
company is related to private label sector? “If we consider Switsbake and Hägges Finsbageri together, they are 
producers with big customers like ICA, Coop and Axfood in Sweden and customers with their own brands also. 
Basically we provide these customers with private label brands and our own brand through our distributer partner 
– Polfärskt. We also do some price brand, for example Eldorado for Axfood.” How much of the company’s 
turnover comes from private brands? “That is a though question. I do not have the answer.” Do you have any 
standard or defined process to select suppliers? “I would say no, we do not have any standard procedure. Either 
customers can come to us or we can go to customers.” Imagine I am a potential supplier; I will come to you, 
what would you ask for? “We have a central buying center, a Danish company. That is only one person, the 
Buying Director of the company. He asks us about the kind of material we need and their specifications and then 
he goes after them on the market. He looks for the best and cheapest price. That how it works. We ask for material, 
we send the samples for tests, and then we will back to him to say if it is ok or not. Sometimes these are raw 
materials such as wheat, oil and fat oils and he has the order from many companies and the demand is so huge that 
gives him extreme power to negotiate.” Do you know what these criteria that make buying OK are? “It is 
quality of course! We had bad history trying to switch our wheat supplier. And then it is going to be the price. It is 
not the other way around. Because then it will not work.” What is quality to you? Who defines this quality? 
“Our product development and staff in the factories, they know the quality that we want for the end product. We 
know what we need.” Is there any difference in this regard between private label manufacturing sector and 
national brands manufacturing sector? “It is hard to answer this question. I hope it is still the quality that is the 
most important criteria in that sector and whether or not the suppliers are certified. For example now we are going 
to buy red soy bean oil. And we seek suppliers with certifications like BRC and RFS. We want to take care of the 
rain forest. We are looking for that certification. And those questions of course are important. We have just started 
that to secure that our suppliers also are certified. And they can supply us with certified products. I think that we 
may be quite early at this stage compared to other companies. We have demands from our customers that we 
should be ready in August for one customer and ready in December for the rest. Same goes by end of this year for 
palm oil. And I think these are big and important criteria, depending what you are doing of course. To us it is 
important too” To my understanding, demand from customers made you go for these certifications, 
otherwise you would not do that, right? “Yes, we got it from every customer. I think it was in October or 
November. We will go for this anyway. We want to go that way. And we have to get customers paid for it of course. 
It is going to be more expensive to buy certified palm oil than regular palm oil.” So the most important criteria 
to you is quality. Can you cite another important criteria? “I would say the possibility to delivery of course.” 
Sorry for interrupting! By possibility to delivery you mean to deliver it on time or to see if the shipment is 
doable or not? “To keep the promise. Other important criteria is their ability to supply bigger volumes, and if we 
can have long contract with them. We have some of our suppliers today; they are developing ingredients for our 
products that might not be our raw material today but we need them in our products that we are developing. And 
we can have close contact with those suppliers. We have some really big suppliers in Sweden today that we deliver 
products to and buy ingredients from. And we have really close contacts with them regarding developing 
ingredients.” Your relationship with these suppliers/customers must be so tight then. You mentioned your 
company prefers to have long-term contract with suppliers. And you constantly mentioned that wheat is one 
of your main raw materials. To my knowledge, price of wheat changes day to day.  Do you expect your 
supplier to supply you with wheat for example for one year with a fixed price? “Yes, it does change. But you 
buy on a contract. For wheat, we have 12 months contracts. So I think that is quite common in the business. And of 
course the more raw materials fluctuate, the more short- contract you have.” What is fixed within these 
contracts? Is it volume, price, so on? “It is both. We fix the price. The price is fixed and the volume is fixed. If we 
are going to buy 30 tons of wheat for one month for example, we need to buy at the negotiated price. That is how 
the deal is. And often it is a deal for one year, 3 month or whatever the contract says. So it is an agreed price, and 
agreed volume.” When you produce private label you are expected to have an eye for price as a criteria. 
What is you comment on that? “Yes, in a way. But today if you talk to COOP, Axfood and ICA, they want the 
same taste, the same structure, and the same quality as brand leaders. That is the goal of private labels.” Is there 
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going to be any changes within these criteria in near future? “No, I don’t think so.” Quality will remain the 
most important criteria, keeping promises the second and the third one? “It is really an old word but 
nowadays everyone is talking about sustainability. But for the companies it is a long way to get there, although 
they have been talking about it for 10 years and I do not think we are even close. But discussion over this issue is 
increasing and sustainability would come out as a criteria in near future and gets more important. But still I do not 
think it will come before quality ever. If the product does not taste as you expected, you would not buy it. You only 
buy it once. So quality will still remain the first one.” A question regarding geographical convenience; where 
are you suppliers? “They are all over the world. Mostly in Europe, in Sweden and outside Europe. We buy 
chocolate from Malaysia for example.” Are you taking into account the political and economic situation in 
Malaysia when you want to buy from that country “It is matter to us. But I am not aware of the decision about 
that. I am not taking part on those negotiations. So I do not know about all the decisions of the buying director.” 
Have you been affected by these issues before? “Not that I am aware of” Thank you for your time and 
consideration. I am going to prepare the transcript of this interview and send it to you to confirm.  
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Case	three	
 

Case Company Domstein Foods AB Participant     
Date  Duration    

 
Would you please introduce yourself? “I am Lars-Erik Mattsson. I am the purchasing manager of Domstein 
Food AB in Kungshamn, Sweden. We are producing company.  We produce ready meals and other fish baked 
products, all kind of tasty and Northeast Atlantic.” How long have you been working for this company? “Well, 
the company started a long time ago and it changed the name and owners a couple of times and in first of August 
we are going to change the name again, we have new owners.” How Domstein Foods AB is related to private 
label sector? How do you work with private label sector?  “In retail sector, we are a private label producer; 
95% in Nordic countries. So we have really little capacity for our own branding in the Nordic countries. Regarding 
the food service market, we have also private label brands but also our own brand.  Private brand there, it is 
maybe only 40% of all.” Do you have any standard or defined process to select suppliers? “Yes, we do. First of 
all, there is a supplier questionnaire where we have lots of questions about certifications and the different kinds of 
standards and etc. And we also ask about things like whether or not they use child labor, and also that what kind of 
environmental efforts they have done. We have a standard formula that we stand out to every new supplier that we 
are making contact with.” Where are these suppliers? “The suppliers can come from the entire world. But most 
from Northeast Atlantics atmosphere and then also from the Pacific where we buy a lot of cola, salmon and etc. but 
Northeast Atlantics is the biggest supplier area.” What issues your questionnaire is concerning about? “There 
are certifying contractors that approve different standards, according to 42/2001 Standard. We also ask them if 
they have any other standard; whether or not they have been approved by any national or local business related 
authorities, we also ask about traceability and established bank for withdraw; and guarantee; do they have any 
guarantee for the product; any food legislation in the country of the production, and ask if they use any child labor 
in production facilities and whether or not they fulfill the nation’s law, and treating their staff appropriate and 
accordingly.” Traditionally, there are a couple of supplier selection criteria such as price, quality, delivery 
time, guarantee and geographical location. It seems your questionnaire is more concerning about legal 
matters than these “Yes! Because this is the base really for starting the business. I mean if they have problems in 
some of these things, for example if they use child labor or something like that, or if they don’t have some system 
that is approved by us by which we can detect if something wrong in the company, then I can decide not to 
purchase from them. And this questionnaire is the base where we start. When they fulfilled it and we approved, then 
I can go on and bargain, asking for samples, seeing the product, then buy a pallet for test production, then we can 
go to buy a container. So the questionnaire is just the base.” How do you make sure they were honest during 
filling the questionnaire? “They are certifying bodies according to the standard. For example, for ISO 14001 
there is a standard certificate. They are going to send us the certification and we can make sure by checking it with 
the audit company.” In post-questionnaire phase, which criteria are important to you? “There are a couple of 
criteria that are important to us. The quality must be correct. Of course you have different kinds of products, high 
graded products, normal grade (sort of speak) and low-graded products. By having a quality control center, we test 
samples to see what we can use. There is always a standard in the fish business like Norwegian standard for cod; 
and then of course it is the price. It should be a price that we could live with and we do the calculation for the end 
product.” So the most important criteria to you is quality and then it is price? “Yes” How different these 
criteria are from national leading brands? “Private label brands want their product to be like leading brands. It 
should not be exactly the same, but at least as good as it, sometimes even better.” in terms of quality? “Yes, of 
course in terms of quality. Meanwhile the price must be competitive. Private brands are really strong. In Sweden, 
you have ICA, Coop, and Axfood. They are very powerful. The other ones is coming. Lidl is coming, and the 
competition is huge.” Let me elaborate; you might stress more on price when it comes to supplier selection 
criteria in private label sector, compared to a national brand manufacturer. Isn’t it so? “Private brands are 
not always cheap. There is a different. More often they are cheaper. But yes. Because national brand 
manufacturers have huge investments and costs. We are not doing TV campaign. Our private label customers are 
doing it themselves. We have our own brands too. They are very small. We do not put too much advertisement in it. 
But when we do, it costs us one hell of a money. You have to sell more in order to cover that costs.” So far you 
ranked the criteria as quality the first, and price the second. What would be the third one in your opinion? 
“It is trust. Maybe it sounds stupid to a company in our size. But I do a lot of business and I take them quite 
personal. I have long-term relations with buyers of course. But I have learnt during years, if you have a good 
supplier and you treat them well, you will get a win-win. You can also build up the relations and save a lot of time 
and money if you treat them back OK. If there is any problem; for example with credit, they will understand. 
Something like that. And by trust, you know that the product will be delivered on time too.” What is your 
perception of geographical location of the supplier as a criteria? “I do not know if you know carbon prints. 
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When we buy from Norway, we try not to buy only one pallet. It can be an important criteria of course. We have to 
be careful when we buy from the other parts of the world. We do not know how the factory looks for example. We 
should be a bit more careful with buying from Asia for example. We try to focus on Northeast Atlantics and the 
Pacific, where we know that there are good facilities over there. And of course we go to pay a visit to facilities in 
Norway. So if they are close, you can check them.” Thank you for your time and consideration. I am going to 
prepare the transcript of this interview and send it to you to confirm.  
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Case	Four	
 

Case Company FOODIMPEX Participant     
Date  Duration    

 
Would you please introduce yourself? “My name is Martin Arnekull. I am working for Foodimpex as commercial 
manager. I have been working here for the past eleven years. Foodimpex is a privately held company. It is founded 
in 1973, so we are quite an old company from that perspective. We work mainly with frozen from a range of berries 
to vegetables” Do you have any standard or defined process to select suppliers? “No, not standard as that. 
Since we work globally and every country is so different. We only work long term, so we visit everything with 
supplier several times per year.” Where do you find these suppliers? “Basically we work with suppliers in South 
America, from Europe and from Asia” How do you find them? Online, on a fair or…? “No, we do not find 
anything basically online. We exhibit ourselves on big fairs for food like SIAL and Anuga, and we also exhibit 
ourselves every year on PLMA in Amsterdam. That’s one way. But of course, we have a daughter company in 
Spain; we have a joint venture with an American company and with China also. So we work closely with American 
company for sourcing the South America, and we work with China to source Asian material” How do you select 
and evaluate suppliers? “We have our own quality personnel, checking them and of course we are BRC certified 
company, and we are also CSR. It is really an important one. Our customers, they are mainly retailers. They 
demand we have all of these certifications. We have very open dialogue with them, where the product has been 
produced, and so on. We work also with private label frozen fruits, berries and stuff. We have a packing facility in 
Hungry. They are our co-packing” Do you have any brand of your own? “We don’t have any brand. We only 
work private label. The raw materials come from 18 different countries and we put them together, different mixes 
or special packaging solutions for the customer. So we work with a really close cooperation with the customer.” So 
you make all the sales to the private label sector, right? “I wouldn’t say so. 70% of our sales go to private 
labels. We also deliver to important industries for food services. But 70% is for the retail market in Scandinavia 
and Northern Europe.” What are the criteria when you want to select the suppliers? “It is different from 
company to company. Some of the retailers are focusing on price only, the others also have the price as an issue 
but they have other aspects in mind and are willing to pay extra for that. We don’t work with the first type. We like 
to have a direct dialogue with the customer to find out what exactly they are looking for. If we are not able to have 
that, we will pass. Because jut discussing the price, it is a … anyone can give a low price. And for us that is not a 
criteria to do the business. We like to have a dialogue with the customer and build something together. That why 
we work only long term. We can build our programs with our customers.” Is there any different in supplier 
selection between manufacturing and private label sector? “Yes, price is important to private label sector. It is 
easy for private label brand owners to change the suppliers. Of course the actual producer or supplier is not sure. 
If you look at ICA in Sweden for example, or Axfood, they are our customers and they are open to change. We 
don’t have our own brand. You build a brand of your own on a different culture. We are a small organization, so 
we don’t have organization for managing our own brand. That is our way of saving money and reducing the 
expenses from that perspective.” Why you think ICA and Axfood want to change their suppliers? “So far we 
have been lucky to work with them for many years. We are getting bigger and bigger and take our shares in 
business, but they are open up for that of course. No one likes the change. They always want to get the price from 
someone else to use it as leverage on the current supplier, so they can get the prices down and keep the quality and 
the relationship you have. That is how it works.” From what you are saying I got the idea that price is the most 
important criteria in private label sector? “The whole idea of private label is of course to have a price below the 
market leaders. The difference in our case compared to many other items is that for frozen fruits and berries, there 
is no market leader. In Swedish market, there is no market leader. There is no brand for many producers, that has 
real impact. Private label packed with the market leader, which is quite unique.” But to you as a manufacturer, 
is the price important as well as it is important to them? “Of course, we always wanted to be competitive. It is 
number one. But we have to offer safety, to have the sample quality for long term. There are other aspects as well. 
But of course price is always important. It is one of the important criteria, 10:00 - 11:26 
What about the product quality? “It is definitely really important” Delivery reliability? “What we are doing 
here is to handle frozen products. They have a very short season. Frozen mango for example, it is produced during 
three weeks period. During these three weeks period, we take what we need for the next 14 months. We take it in 
into inventory in Holland, where we keep it, and then from there, we deliver and pack it for different customers 
during the year. From that perspective, it is really important. But we take on most of the responsibilities in this 
regard. It is the only way that ensures us that we have the product.” Are you geographically confined to work 
with only one region to supply what you need? “We have different options. Of course what we need is a grown 
product that is depending on nature. But we have options. For instance, for broccoli, we grow it ourselves, but also 
we have a supplier in Guatemala, and possibility to supply it in Spain, and we have possibility in China. We always 
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know that something in not under control somewhere. So we have the product in more than one place” Which one 
do you prefer? “It depends. 15:00 – 15:40 
Do you purchase directly from the famers? “We cannot purchase from the farmers since we are working with 
everything that is frozen. So we need to have a freezing facility” Environmental and social certifications? “That 
one of the criteria in certification. We check it all the time. All the factories have been approved in the BRC. When 
they have BRC, these are also the issues that supplier has to follow to become certified. But we also double check 
on that. But of course, you cannot be 100% sure of anything. But it is part of our strategy that we are working on. 
We care who we are working with, specially when we work with Asia and South America that could be an issue.” 
Relationship with your suppliers? “Our relationships with current suppliers are important. But there are always 
new suppliers, knocking on the door. We are willing to hear what they have. We don’t want to change our plans 
over a night. we could start with small supplies. We do it step by step. And we develop our relationship with 
suppliers based on that.”   
“Safety, Quality, Price” 
 
Thank you for your time and consideration. I am going to prepare the transcript of this interview and send 
it to you to confirm.  
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Appendix C – List of all elements within the present study 

 

Elements 
1 ALBINA SNACKS 
2 BO FOOD AB 
3 CALDIC 
4 CLEANO PRODUCTION AB 
5 DAM-BI PRODUKTION AKTIEBOLAG 
6 DOMSTEIN FOODS AB 
7 FOODIMPEX INTERNATIONAL AB 
8 FREBACO KVARN AB 
9 GUNNAR DARGÅRD AB 

10 HÄGGES FINSBAGERI 
12 KRON INTERNATIONAL AB 
13 KRONOSEPT AB 
14 LANTMÄNNEN DOGGY AB 
15 LINDEN INTERNATIONAL AB 
16 M&P PAINT & COATINGS AB 
17 MILLER GRAPHICS AB 
18 MM BRANDED GOODS AB 
19 NORDIC STREAM AB 
20 SVENSKA LATCHIPS AB 
21 TRENSUMS FOOD AB 
22 VÄSTKUSTFILE AB 

 


