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Abstract  
Global warming puts the focus on the reduction of CO2 emissions, as they are one of the 
biggest contributors to it. A lack of focus on the food industry in those regards should be 
addressed for further improvements in this direction, which is what this thesis focuses on. 
The purpose of this thesis is to examine the effects that a CO2 compensation strategy of 
a company on the customer base. Moreover, it is about exploring, how the labelling of 
CO2 emission and compensation models are perceived and understood as sustainability 
communication by consumers 
To examine this, a qualitative approach was chosen where 16 semi-structured interviews 
with consumers of the fast-food chain MAX Burgers were conducted. 
The results of this thesis show that the demand for sustainable products is not as high as 
the literature assumes. Many people do not consider the sustainable aspect of products. 
Nevertheless, it was agreed, that the importance of lowering those emissions is given and 
should be executed, it is just a lack of personal participation and feeling responsible as a 
consumer. 
These findings implicate that the sustainable communication of companies needs to be 
improved to reach the customer base more effectively and to make it part of their decision 
process. 
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1. Introduction 

The first chapter of this thesis is focusing on the role of fast-food chains, particularly those 

which offer items like burgers on their menu, regarding compensation strategies of CO2 

emissions. Including a background, where the history for CO2 emissions will be 

discussed, while the case company MAX Burgers Sweden (MAX) will briefly be 

introduced. Furthermore, the problematisation evolving from the topic of the thesis is 

presented, followed by the research questions and the purpose. Concluding this chapter, 

a disposition of the chapters of the master thesis is going to be presented. 

The thought of buying clothes from sustainable fashion brands instead of supporting fast 

fashion, or even ultra-fast fashion brands has proven to be common throughout society 

(H. Lee & Ma, 2020). In recent years, the shift from regular transportation systems to 

hybrid or electrical versions has been experienced (Wood, 2021). But when dining out, 

many people rarely consider the effects of fast-food restaurants (Envirotech, 2019). As 

this sector is one of the fastest-growing industries which impacts the environment 

because of greenhouse gases, this should be a reason to think twice about eating in a 

restaurant of that type (Wells, 2019). Approximately 37% of the greenhouse gas 

emissions (GHG) which originate from human behaviour, are attributable to the food 

industry (Sintelly, 2020). This leads to the overall topic of this master thesis, CO2 

emissions in the fast-food industry and its impact on customer behaviour ± case analysis 

of MAX Burgers Sweden, which will be elaborated on and analysed in more detail. The 

relevance of this topic will be specified and discussed when reviewing the subsequent 

sections, where the choice of the thematic will be put into context. 

1.1.  Background 

Emissions generated by fast-food restaurants exceed vehicle emissions (Camfil, 2017). 

However, it seems that nowadays society is focusing more on reducing emissions in the 

travel and automobile sectors instead of focusing on the food industry, even though it is 

the third biggest contributor to emissions which endanger the climate after the transport 

and energy sector (Röös et al., 2014). 

In January 2019, 80 major investors called on fast-food chains such as McDonald's, 

Restaurant Brands International including Tim Hortons, Burger King, and Popeyes, Yum 

Brands including KFC, Pizza Hut, Taco Bell, Wing Street, and The Habit Burger Grill to 

develop plans to reduce carbon emissions (Busby, 2019; McGrath, 2019; Scott, 2019). 

Yet fast-food companies either do not include carbon footprint reduction requirements or 
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fail to develop carbon reduction targets (Britannica, The Editors of Encyclopaedia, 2021; 

Hutchinson et al., 2012). The fast-food industry is drawing public and investor attention 

to other aspects of its environmental performance, such as reducing plastics, food waste, 

and water use (Hutchinson et al., 2012; Shokri et al., 2014). Additionally, fast-food chains 

are in a direct competing situation with restaurants which are not considered fast food. 

Although it is easier for restaurants to include a sustainable thought in their actions in 

various regards as it is for fast-food restaurants (Jacobs & Klosse, 2016). Concerning 

plastic-free packages and reducing waste, it is more challenging for these chains to 

achieve success, as the daily business consists of take-away food, which is packaged for 

the customer to take with them (Jacobs & Klosse, 2016). 6ROHO\�0F'RQDOG¶V�SURGXces 

about three tonnes of packaging waste every minute, which adds up to about two million 

tonnes of packaging waste per year (Takeaway Packaging, 2021). For restaurants, 

packing food instead of serving it on plates is rather an exception (Aarnio & Hämäläinen, 

2008; Reinker, 2020). Reinker (2020) further states, that this is often the case, even if 

one decides to eat at a fast-food restaurant and not take it as a take-away meal; the food 

is still served in plastic or paper packages instead of reusable plates. In addition, another 

reason why it is easier for restaurants to operate sustainably than fast-food chains is that 

they usually do not belong to a large group of companies in the form of a franchise or 

similar, but rather have one owner as an individual restaurant (Jacobs & Klosse, 2016). 

This means, firstly, the restaurant does not have to coordinate with other businesses if 

changes are to be made and can therefore react more quickly and flexibly to changes, 

and secondly, the demand for food and products is much lower than with large fast-food 

chains (M. J. Dailey, 1999). The previously mentioned examples are just some of many 

for why fast-food chains need to invest extra effort to improve their sustainability. As they 

are in a direct competing environment with the food industry, they need to continuously 

stay competitive when compared to no-fast-food restaurants (Jacobs & Klosse, 2016). 

The food industry, or rather sector, in this case, includes more than only fast-food 

restaurants, just as hotels, large volume restaurants, cafeterias, and independent 

restaurants to name just a few (Turenne, 2009). 

What supports this necessary shift in the thinking of the companies is a trend of increasing 

demand for green products in the context of plastic-free goods, vegetarian or vegan 

options, or manufactured under fair circumstances, which can be summarised as greener 

demand (ClimateAction, 2021). An increasing number of customers are becoming aware 

of the human impact on the environment and the sustainability issues and, therefore, 
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decide to change their lifestyle for example to waste-free living or elimination of plastic 

use (Djangogly, 2018). Most of the time, those products are more expensive than the 

non-sustainable alternative, due to higher raw material costs, more expensive 

manufacturing circumstances, or other reasons (Ofei, 2022). However, people are in 

general willing to pay more for products which satisfy their demands by being plastic-free 

or not even producing waste at all, are biodegradable, or without animal products (Li & 

Kallas, 2021). Studies show that 66% are willing to pay more for sustainable goods 

(Djangogly, 2018; Li & Kallas, 2021; Powell et al., 2019; Zhou et al., 2016). Companies 

can make use of this in two aspects, creating a potential win-win situation (Swedish 

Institute, 2022; Umwelt Bundesamt, 2016). By adjusting their offer, the businesses 

continue firstly to attract the customer base, as they listen and adjust according to the 

new needs for the products (Jenkins, 2020). Secondly, the goods are then also more 

environmentally friendly and sustainable, which is better for various reasons just as global 

warming and waste reduction (Clarke et al., 1994). Moreover, the adjustments are not 

necessarily connected to higher costs for the companies as at the same time the 

customers are willing to pay more for a product which fulfils their demands as mentioned 

before (Clarke et al., 1994; Djangogly, 2018). 

Complementary the importance of greenhouse gases, in general, can be seen in various 

literature over the years (Herrero et al., 2011; Westervelt et al., 2020). To mention a few 

examples, elaborated in the Kyoto Protocol of 1997, the 17 Sustainable Development 

Goals, and the German Climate Protection Plan 2050 amongst others, there is a need for 

CO2 emissions to be reduced and compensated elaborated in those regulations (Aichele 

& Felbermayr, 2012; Britannica, The Editors of Encyclopaedia, 2021; Csutora & Mózner, 

2012; Die Bundesregierung, 2022; United Nations, 2022). Nevertheless, this seems to be 

more of a theoretical approach so far, as there is a lack of laws and regulations which 

forces companies to take action regarding CO2 emissions (Silverglade, 2021). There is 

no federal or state regulatory agency which has set standards for such programs 

(Silverglade, 2021). Judging from this fact, the demand of the consumer base is therefore 

extremely relevant for changes (Schlaile et al., 2018). Increased demand for CO2 neutral 

or even positive products, meatless options, and further plastic-free packages make the 

companies develop in those directions (Djangogly, 2018).   

Because of these latest trends, it becomes clear, why there should be a focus of fast-food 

chains on CO2 emissions (Winters, 2022). Until now, these new requirements have not 

yet been implemented by many companies to achieve improvements (Lynch, 2021). A 
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company known for its open communication and efforts with to not only emissions, but 

also waste, energy, and plastic-free packages is the Swedish fast-food company called 

MAX Burgers, which is why this company was chosen as a case example to investigate 

the research questions with the help of an actual company (Food Service, 2018; MAX 

Burgers AB, 2022 d; Sustainable Brands, 2018; United Nations, 2019). This will help to 

make the outcomes more visible. MAX Burgers offers not only the information about how 

much CO2 emission is caused by which individual product and compensates 110% of 

that value which makes them CO2 positive but also is very transparent with their 

compensation models and calculations (Food Service, 2018; MAX Burgers AB, 2022 a; 

Sustainable Brands, 2018; United Nations, 2019). The company will be further mentioned 

during the literature review and analysis parts of this master thesis, as well as in the 

discussion and conclusion. 

1.2. Problematisation 

A large share of greenhouse gas emissions is directly influenced by the customers 

(Matasci et al., 2021). If the entire population behaved like the 20% of the population 

currently is in regards to sustainability, greenhouse gas emissions would fall to 83 million 

t CO2 eq./a, a 16% reduction in emissions (Matasci et al., 2021). ³Carbon dioxide 

equivalent (CO2eq) stands for a unit based on the global warming potential (GWP) of 

different greenhouse gases. The CO2eq unit measures the environmental impact of one 

tonne of these greenhouse gases in comparison to the impact of one tonne of CO2.´�

(Bagchi, 2020, p. 1). Conversely, if the entire population were to behave like the 20% of 

the population with the worst attitude towards sustainability, greenhouse gas emissions 

would increase to 116 million t CO2- eq./a, an increase of 17%. The spectrum of 

greenhouse gas emissions per person ranges between 9.7 t CO2 eq./a (low greenhouse 

gas quintile) and 13.5 t CO2 eq./a (high greenhouse gas quintile) (Matasci et al., 2021). 

There is no federal or state regulatory agency that has set standards for such 

compensating programs yet, which might prove to be problematic if more companies 

strive for changes in this direction and need set rules for them to follow (Silverglade, 

2021)��+RZHYHU��WKH�LQFUHDVLQJ�GHPDQG�IRU�JUHHQHU�RUJDQLVDWLRQV�OLNH�µ)ULGD\V�IRU�IXWXUH¶��

and many more, are a sign of the demand for companies that focus on CO2 emissions 

(Hecking, 2019). Increased demand for CO2 neutral or even positive products, meatless 

options, and further plastic-free packages make the companies develop in the mentioned 

directions (Djangogly, 2018). 
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Fast-food chains exist for many years, even decades, and still receive enough demand, 

which implies that they are still wanted by society (Rafter, 2021). On the one hand, the 

gained popularity is due to the food being served rather quickly, while also having the 

option to order and pick up the food almost contactless, for example via drive-in 

(McDowell, 2021). This was especially important during the peak phases of the still 

ongoing global pandemic called COVID-19 (McDowell, 2021). On the other hand, the fact 

that there are many different options, such as vegetarian or vegan, appeals to a wide 

mass of people (Celentano, 2019). Due to the already mentioned continuous growth of 

the customer base, the consumer gains more control to provide change within the industry 

(Matasci et al., 2021). Considering this, putting more focus on sustainability becomes 

more important (Donato et al., 2021). This is a phenomenon which is applicable 

worldwide, as the numbers are increasing in every country (Grand View Research, 2021). 

The problem that goes along with the topic of CO2 emissions is that it causes global 

warming to increase and has drastic consequences such as loss of sea ice, accelerated 

sea-level rise, and longer, more intense heat waves (Jones, 1993; Wrachien & Goli, 

2015). Considering the literature, it is possible to say that the greenhouse gases are the 

main reason for global warming, making it more crucial to reduce them with every 

opportunity (European Environment Agency, 2020; Met Office, 2022; WWF, 2016). 

Communicating the CO2 emissions and regulations in a way which showcases their 

importance to customers can be difficult (Otto & Gross, 2021). That means, that 

companies must follow a few rules and regulations to prevent them from accidentally or 

purposely greenwashing the customers by exaggerating (Holger, 2021).  

Compared to the travel industry, where it is very common nowadays to offer CO2 

compensation options when travelling by plane or bus, the food industry is in the rear 

when offering those alternatives (Babakhani et al., 2020). There are only a few examples 

of fast-food chains that openly communicate their efforts regarding a more sustainable 

behaviour (MAX Burgers AB, 2022 e). The sustainable aspects seem to be the focus of 

literature, as various authors include a sustainable approach in their research, but there 

was none found focusing on the perception of the consumers of those sustainability 

approaches (Damdinova, 2020; Hall, 2014; Jacobs & Klosse, 2016; Turenne, 2009). 

Only a few examples of scientific literature could be found when investigating this topic 

for this thesis. There is a very limited number of studies about how customer behaviour, 

for example, demands to change the actions of a company. Existing models demonstrate 
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the power of the brand prestige, and how this can influence the behaviour of a consumer; 

but not with the focus of a sustainable approach (Gudagaddi, 2022; Matasci et al., 2021). 

Concluding, this thesis focuses on closing or minimizing this gap in the existing literature 

and investigating the influences of a sustainability communication strategy of a fast-food 

chain on the customer base. It will develop a framework to find out if the consumer 

focuses on those sustainable approaches and how the actions of the customer get 

influenced by them. 

1.3.  Purpose 

The purpose of this study is to understand the effects that a CO2 compensation strategy 

of a company might have on the customer base. Moreover, it is about exploring, how the 

labelling of CO2 emission and compensation models are perceived and understood as 

sustainability communication by consumers. 

1.4. Research questions 

The following research questions were formulated to guide the research objective. 

RQ 1 What are the effects of a CO2 compensation strategy of a company on the 

           customer base? 

RQ 2 How is the CO2 label and compensation models perceived by consumers 

           to communicate sustainability? And do the CO2 have any effect on the 

           consumer buying decision? 

1.5. Thesis Outline 

In the first chapter of the thesis, the focus is on setting the background of the topic, the 

problematisation and purpose of the thesis and the research questions as well as an 

overview of the chapters of the dissertation. Subsequently to that, the second chapter will 

concentrate on setting the literal and theoretical background for the analysis, which 

means the most important concepts will be elaborated on during the literature review, and 

theoretical concepts applicable to the topic will be explained during the theory chapter. 

Following that, the third chapter will be dealing with the development of the methodology 

with a data collection approach, as well as with the process of generating the necessary 

knowledge for the thesis. It will start with a theoretical methodology, including the 

research philosophy, approach, methodology, objectives, and strategy as well as the 

approach toward the sources and theory in use. Following, an elaboration of the empirical 

methodology, including the data collection, interviews and participants, which is the 
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sample collection, data analysis, time horizon, trustworthiness of the dissertation and 

ethics of the paper will be presented. Finally, a presentation of the empirical data and 

findings from the interviews will be given before those get compared and discussed with 

previously elaborated literature. Lastly, a conclusion will end the thesis consisting of the 

actual conluding thoughts, theoretical contribution of the thesis, managerial implications, 

limitations and a critical reflection as well as suggestions for future research.  
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2. Explanation of relevant knowledge of CO2 emissions 

As this thesis focuses on CO2 emissions, some expressions and processes should be 

known for following along with the subsequent parts of this dissertation. To make sure 

this knowledge is available, during this chapter there will be a presentation of these topics 

originating from secondary data to set the basis for the following chapters. It is supposed 

to provide the necessary background understanding and shows, where previous research 

agrees and disagrees. CO2 emissions are defined, various regulations are explained in 

which CO2 reductions are anchored as targets and various compensation methods are 

presented. Concerning the following analysis, this is supposed to provide a better 

understanding of the presented topic. 

2.1. Definition of CO2 emissions 

CO2, short for Carbon dioxide, is a colourless, odourless, and non-poisonous gas formed 

by the combustion of carbon and in the respiration of living organisms and is considered 

a greenhouse gas (Eurostat, 2017). The following definitions provide an all-

encompassing overview and were therefore chosen to be included in the thesis. 

³(PLVVLRQV�PHDQV�WKH�UHOHDVH�RI�JUHHQKRXse gases and/or their precursors into the 

atmosphere over a specified area and period. Carbon dioxide emissions or CO2 

emissions are emissions stemming from the burning of fossil fuels and the 

manufacture of cement; they include carbon dioxide produced during consumption of 

VROLG��OLTXLG��DQG�JDV�IXHOV�DV�ZHOO�DV�JDV�IODULQJ�´ (Eurostat, 2017, p. 1). 

³*UHHQKRXVH�JDVHV�� VXFK�DV�FDUERQ�GLR[LGH� �&2����PHWKDQH� �&+�), nitrous oxide 

(N2O), perfluorocarbons (PFCs), hydrofluorocarbons (HFCs), and sulfur hexafluoride 

(SF6), affect the energy balance of the global atmosphere in ways expected to lead 

to an overall increase in global average temperature, known as global warming (see 

DOVR�JUHHQKRXVH�HIIHFW��´ (Britannica, The Editors of Encyclopaedia, 2021, p. 1). 

2.2. CO2 regulation targets 

To ensure, that there is a founded knowledge concerning CO2 emissions available for 

the reader for the subsequent parts of the thesis, during this subchapter the different CO2 

regulation targets will be explained. This is important because there are different targets 

for companies to achieve in different years and this will additionally be part of the following 

analysis to find out, how aware customers are of those targets. 
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The importance of the compensation of CO2 emissions can be underlined by the fact, 

that there are many forms and regulations that have a reduction of CO2 emissions set as 

a goal (European Commission, 2020). To name just a few, anchored in the sustainable 

development goals (SDGs) 13 ± climate actions, the Paris agreement of 2015, the Kyoto 

protocol of 1997, and the German climate protection plan 2050.  

SDG 13 has the main message to take urgent action to combat climate change and its 

impacts, whereas rising greenhouse gas emissions require shifting economies towards 

carbon neutrality (United Nations, 2022). It is connected to the Paris agreement, as both 

have the goal of staying at or below 1.5 °C with the global temperature increase due to 

the greenhouse gases, calculated from the beginning of industrialization to the year 2100 

(Szulejko et al., 2017). The average value of the years 1850 to 1900 is used as the pre-

industrial value (Bundesministerium für Umwelt, Naturschutz, nukleare Sicherheit und 

Verbraucherschutz, 2021; Europäische Kommission, 2021; United Nations, 2019). 

The Kyoto Protocol was adopted as the first addition to the United Nations Framework 

Convention on Climate Change (UNFCCC), which committed to developing national 

programs to reduce the emissions of greenhouse gases (Britannica, The Editors of 

Encyclopaedia, 2021). The protocol called for reducing the emissions of six greenhouse 

gases in multiple countries plus the European Union to 5.2 per cent below 1990 levels 

(Britannica, The Editors of Encyclopaedia, 2021). 

The German Protection Plan includes measures to save CO2 for all sectors: the energy 

industry, industry in general, buildings, transport, agriculture and forestry, land use, and 

waste management (Die Bundesregierung, 2022). The centrepiece of the program is the 

introduction of a price for the emission of climate-damaging CO2 for transport and heating 

from 2021 (Die Bundesregierung, 2022). The price, which will increase over the years, is 

intended to provide more incentives for climate protection in the economy and among 

consumers. The federal and state governments agreed in the mediation committee to set 

the CO2 price initially at 25 Euros from January 2021 (Bundesministerium für Wirtschaft 

und Klimaschutz, 2022). After that, the price will gradually rise to 55 Euros in 2025. For 

2026, a price corridor of at least 55 and at most 65 Euros needs to be applied 

(Bundesministerium für Wirtschaft und Klimaschutz, 2022; Die Bundesregierung, 2022). 

In general, there are various regulations, agreements, and targets that include a reduction 

of CO2 emissions as a goal, which illustrates the topicality and importance of the issue. 
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The different agreements were included in this thesis to show how important greenhouse 

gases, in particular CO2 emissions, and more importantly the reduction and 

compensation of those, are for the future society. It is set as a goal in multiple regulations 

and therefore the purpose of the study becomes more apparent. The reduction plans of 

the different protocols agree on the fact, that there need to be changes in businesses to 

achieve the goals of reduction and compensation, but the accurate targets vary. 

Nevertheless, the main message is the same in all of them. 

2.3. Options to compensate for CO2 emissions 

In this subchapter, various methods to compensate for CO2 emissions will be elaborated 

on and stated, which ones are the most common and why. This is important for the further 

parts of the thesis as there will be a focus on the CO2 compensation methods of fast-

food companies and the perception of the consumers of that. 

There are various ways for companies to offset their CO2 emissions (European 

Environment Agency, 2013). In most cases, companies do not offset these emissions 

themselves through measures but support various projects that offset the emissions or 

benefit the climate (Eriksen, 2020). The principle of carbon offsetting is that emissions 

can be expressed financially in Euros and that it is possible to measure how much a 

company must pay to remain carbon neutral (Röhrig & Prusakova, 2016). To date, there 

is no universally accepted formula, however, some standards have been established, 

which will be talked about in the following (Eriksen, 2020; Röhrig & Prusakova, 2016). 

The Gold Standard was initiated by World Wide Fund For Nature (WWF) together with 

other environmental organizations and is considered the most stringent standard (Aydin, 

2021; Gold Standard, 2022). One reason is that it provides lasting social, economic, and 

environmental benefits (Gold Standard, 2022). It has had this reputation since its founding 

in 2003 as it is acknowledged by more than 80 Non-Governmental Organisations (NGOs) 

as the most important best practice standard to ensure such projects (GFA Certification, 

2022). In addition to actual emissions, it also includes other additional benefits such as 

job creation or health aspects in the evaluation of projects (Aydin, 2021; Gold Standard, 

2022). The Clean Development Mechanism (CDM) is the official standard for emission 

certificates (Glachant et al., 2007). It was adopted as part of the Kyoto Protocol (Aichele 

& Felbermayr, 2012; Britannica, The Editors of Encyclopaedia, 2021). To comply with it, 

climate projects must go through a very complex recognition process by the United 

Nations Climate Change Secretariat (Cames et al., 2016; Glachant et al., 2007). The 

Verified Carbon Standard (VCS) is the world's most widely used voluntary standard for 
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offsetting CO2 emissions (Özer, 2022). This is a mechanism for awarding carbon credits 

to projects that reduce or avoid GHG emissions (Özer, 2022). 

The compensation of CO2 emissions is regulated by the sale of so-called certificates 

(Harvey, 2021). Once a company has decided on a climate project, they buy the 

corresponding certificate, which represents a certain amount of CO2 that is saved by the 

project (Eriksen, 2020). An important requirement is that the project could not be 

implemented without the proceeds from the certificates (Eriksen, 2020). These offsetting 

options include, for example, investments in reforestation projects, where the CO2 

sequestration of the trees offsets the company's emissions, which is the most common 

one (Dudek & LeBlanc, 1990). Investments in the rewetting of low-lying soils, where the 

reduced emissions offset the company's emissions, are an option as well (Eriksen, 2020). 

And beyond that, investments in international development projects reduce emissions in 

other countries and transfer the savings to the company's carbon account (Schneider et 

al., 2019). Many offset projects to date have taken place internationally because there 

are more options for projects that way (Schneider et al., 2019). One of the reasons is that 

investments in developing countries often bring greater reductions at a cheaper price and 

can contribute to socially, environmentally, climatically, and economically sustainable 

development (Eriksen, 2020). 

The Federal Environment Agency distinguishes between the following project types 

according to Itani (2021), which are energy projects, that include the use of renewable 

energy and energy efficiency, plans to reduce or integrate CO2 in agriculture, forestry, 

and peatland management as well as programs to reduce emissions from deforestation 

and forest degradation by avoiding deforestation. Furthermore, other projects in areas 

such as emissions from waste and landfills, industrial recovery, or transportation (Itani, 

2021). 

2.4. CO2 emissions in the fast-food industry 

As mentioned previously, food systems are the third most significant contributor to climate 

change after the transport and energy sectors (Röös et al., 2014). Various research found 

that food systems contribute between 19% and 29% of global human-induced 

greenhouse gas (GHG) emissions. When just putting it into a context for carbon dioxide 

equivalents (CO2e), these emissions account for 9,8±16,9 billion tonnes of CO2e 

(Vermeulen et al., 2012).  
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Businesses in the food industry must therefore take responsibility for contributing to 

climate change solutions. Food businesses have previously made individual efforts in 

implementing carbon reduction initiatives but, up to this point, lack guidance, means, and 

a clear understanding of the ways of its achievements (Shokri et al., 2014). By advancing 

the available knowledge on the development and adoption of climate mitigation measures 

in the food industry, businesses will be able to implement low-carbon transition plans 

sooner (Shokri et al., 2014).  

Fast-food chains have a great impact on emissions of different greenhouse gases, which 

was mentioned already during the introduction chapter of this thesis. A possible 

explanation for this is the higher carbon footprint produced by meat products in 

comparison to vegetables or grains. Additionally, the most offered and most purchased 

products include meat just as burger patties or bacon, to name just some examples 

(Garza et al., 2016). Hamburgers which include meat, for example, are one of the most 

popular items at fast-food restaurants (Garza et al., 2016). Additionally, the process of 

grilling the burgers releases double the number of emissions as truck and factory 

emissions (Envirotech, 2012). 

A study by the Environmental Investigation Agency (EIA) found, that some fast-food 

chains are the largest contributors to some types of greenhouse gas emissions and the 

eight largest ones together could produce up to one million tons of carbon emissions by 

2020 (NDTV Convergence, 2016). Further studies show that the CO2 emissions of a Big 

0DF�DW�WKH�UHVWDXUDQW�0F'RQDOG¶V�DUH�WKH�VDPH�DV�LI�D�Far would be driven for eight miles, 

which equals almost 13 kilometres (Webber, 2021). Producing a Big Mac leads to the 

emissions of fast food products with 2,35kg of CO2, amongst others due to the fact, that 

it includes beef, which has been called out as one of the most destructive foods on the 

planet (Webber, 2021). To have a more visual comparison, a beef patty emits 2.11kg of 

CO2 whereas a plant-based one is responsible for 0.12kg of CO2 (Webber, 2021). Even 

though these facts are well known and are also used as an incentive for companies to 

make changes, no other fast-food chain has yet managed to bring about such major 

improvements as the Swedish burger chain MAX Burgers. The company's philosophy will 

be discussed in detail in the analysis part of the thesis.   
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3. Theoretical Framework 

In this chapter, the theoretical framework for the master thesis will be set. The most 

relevant technical terms and models will set the base of knowledge necessary for the 

subsequent analysis. Previous literature will be compared to get a comprehensive 

overview and a theoretical outline will be built using existing literature suitable for the 

topic. 

3.1. Literature Review 

Within the literature review, the information found will be combined and presented, 

providing more information about sustainability in the fast-food industry, CO2 emissions 

as a sustainability communication strategy, and consumer behaviour regarding 

sustainability. This section is relevant to set the ground knowledge for the subsequently 

following part of the analysis. 

3.1.1. Sustainability in the fast-food industry 

For companies, the term sustainability means successfully linking the demands of the 

economy, the environment, and society (Hutchinson et al., 2012).  Vu et al. (2017) explain 

those criteria in more detail, stating, that economic sustainability focuses on internal 

economic performance to evaluate the short- and long-term financial stability as well as 

survival capabilities. He further describes that environmental sustainability provides a 

balanced view of the environmental impact of operation inputs, like resource usage, and 

outputs, like waste, of the products, and services produced (Vu et al., 2017). The aspect 

of social sustainability includes five main criteria (Vu et al., 2017). These are internal 

human resource, health and safety of the workforce, capacity development, product 

responsibility as well as macro social performance (Vu et al., 2017). Nova-Reyes et al. 

(2020) agree with those criteria. Factors that influence the sustainability of a business, in 

general, are the natural environment, purchasing policies, society and the marketplace, 

intermediaries, and transport among others (Hutchinson et al., 2012). As can be seen, he 

states that the influencing factors are slightly different from Vu et al. (2017), yet both 

authors still agree on the three demands that are essential for sustainability (Hutchinson 

et al., 2012). Nowadays, the term is so linked to the success of a company, that a 

business can be downgraded if no sustainable aspect is integrated into its goals (Mahler, 

2007; J. E. Post et al., 2002). Despite this high position of sustainability according to 

Svensson and Wagner (2011), it is nevertheless often the case that research in the field 

of business does not yet necessarily address the issue of core requirements as well as 
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sustainable business operations and sustainable business models (J. E. Post et al., 2002; 

Svensson & Wagner, 2011).  

3.1.2. Sustainability communication perceived by the consumers 

In this chapter, the focus is on elaborating on sustainable communication and how this is 

perceived by the consumers, which influences it has on the customer base and what risks 

are connected to it. 

3.1.2.1. Green marketing 

³*UHHQ�PDUNHWLQJ´� LV�D� FRQFHSW� WKat exists in the literature since the mid-1970s (Bati, 

2016). It describes the use of sustainable and environmentally friendly marketing (Wymer 

& Polonsky, 2015). Marketing can affect consumer behaviour and decisions in various 

ways: through the aXGLHQFH¶V�HPRWLRQDO�UHVSRQVH��%UDQG�LPDJHU\�DQG�PHVVDJLQJ, and 

auGLHQFH¶V� PHPRULHV� (Peek, 2021). Polonsky (1994) adds, that green marketing 

incorporates a broad range of activities just as modifications concerning the actual 

product, changes and adjustments in the production process, improvements in the 

material, and processes of the packaging of the goods, and further modifying 

advertisements. The author Bati (2016) has a similar opinion, as he speaks about the 

fact, that green marketing is related to manufacturing, packing, labelling, and logistics in 

his study. There is a lot involved for a business to be able to state, that they are operating 

in a green way and being able to advertise it as such (Polonsky, 1994). It has been proven 

profitable for companies to have green products and marketing, as it allows for higher 

prices, also known as premium prices, and an increase in consumer loyalty (Wymer & 

Polonsky, 2015). That goes along with the theory introduced in the background 

subchapter, that people are willing to pay more for sustainable products. 

There are different forms of green marketing that companies can use to make their 

company more present in different types of media and to make apparent, how green, and 

ethical that business operates (Aguilera, 2013). To mention the most important of them 

there are green design, green positioning, green pricing, green packaging, and green 

disposal (Mitra & Masunda, 2019). The green design stands for the importance of 

designing green products and services from the beginning, which means implementing 

green strategies during the planning and designing stages of the products so that they 

become more eco-friendly (Mitra & Masunda, 2019). It is the creation of products that are 

energy-efficient, comfortable, flexible in use, and designed for longevity, or reuse (Foster 

and Partners, 2022). Mitra and Masunda (2019) add since it is usually associated with 
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construction, it offers a powerful alternative to the conventional building, by using fewer 

precious natural resources and it increases the health and safety of occupants. Green 

positioning intends to build brand associations by delivering information on 

environmentally sound product attributes (Mitra & Masunda, 2019; Sahu, 2021; Wang, 

2016). There are two types of green positioning (functional and emotional) related to the 

impact on consumer perceptions of a brand (Sahu, 2021). Green pricing is a service 

through which customers can support a greater level of investment by their electric utility 

in renewable energy technologies (Blank et al., 2002). It allows consumers to actively 

participate in sustainability as they become aware of their choice to invest in something 

that will allow them to save money and resources in the future (Mitra & Masunda, 2019). 

Another effective strategy for green marketing is green packaging. Companies can use 

environmentally friendly packaging to attract new environmentally conscious customers 

(Mitra & Masunda, 2019). Green packaging refers to the use of materials and 

manufacturing processes for packaging goods that have a low impact on energy 

consumption and the environment (Rokka & Uusitalo, 2008). Green disposal considers 

every aspect of a product's life cycle: from production to disposal, everything must be 

sustainable (Mitra & Masunda, 2019). Green disposal refers to the recycling of old 

products or used materials, as unsustainable disposal practices can be hazardous to the 

environment and human health (Mitra & Masunda, 2019). Green disposal has influenced 

the development of food recycling programs and machines that grind food waste (Mitra & 

Masunda, 2019). 

With green marketing, WKHUH�LV�DOVR�WKH�ULVN�RI�³JUHHQZDVKLQJ´�FRQQHFWHG�WR�LW (Mitra & 

Masunda, 2019). Greenwashing is the use of marketing tactics to create a false 

impression or make misleading claims about a company's environmental performance 

(Mitra & Masunda, 2019). Thus, when companies exaggerate the positive presentation of 

their company and emphasize it, or even present it in such a way that claims are made 

that do not correspond to reality, this can be called greenwashing (Delmas & Burbano, 

2011). It can cost a company its hard-earned reputation and potentially its value and 

profits (Mitra & Masunda, 2019). Before the introduction of the International Organization 

for Standardization (ISO) 14000 series, there was no coordinated effort to standardize 

environmental communication, particularly in environmental labelling, which has led to 

confusion in the marketplace about sustainable products (Kuhre, 1997). To prevent 

misunderstandings, the ISO 14000 series was created to guide the environmental 

management system in internal and external areas of the organization. The structures of 
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the series are all based on the general strategy that all the standard processes follow: 

Plan, Implement, Track, and Improve (Lefébure & Muñoz, 2011).  

In 2004, ISO introduced a method for environmental communication that can be used by 

any organization internally or externally within this series under the number ISO 14063 

(Lefébure & Muñoz, 2011). By applying the structure of ISO 14063, a company or 

organization can establish an environmental communication policy with interested parties 

or promote information about its environmental performance. Within this model, five main 

principles should be considered, which are firstly transparency, so that all information 

about the ecolabel certification process and all communication methods should be easily 

accessible to all stakeholders. Secondly, appropriateness, including that the information 

provided should be relevant to all stakeholders and be easily usable. Thirdly, credibility, 

which includes that information should be communicated in a way that stakeholders can 

trust the organization. The fourth aspect is responsiveness, so the information should be 

readily available and offered promptly. The last aspect is clarity, so all information should 

be easy to understand (Lefébure & Muñoz, 2011). 

)XUWKHUPRUH�� WKHUH� DUH� FRQFHUQV� DERXW� WKH� WHUP� ³JUHHQ´� LWVHOI (Dangelico & Vocalelli, 

2017). According to Dangelico and Vocalelli (2017), it has different meanings in research, 

sometimes including the terms environmental, sustainable, and eco, but also sometimes 

excluding these, which leads to different understandings. Mitra and Masunda (2019) 

agree with this. The concept of green marketing will be one of the aspects to focus on for 

the analysis chapter of the thesis to investigate more about how consumers perceive that 

model, if they are aware of it and what associations they have with it. 

3.1.2.2. Sustainability communication 

Sustainable communication defines a business strategy, where companies that included 

sustainability in their operational and strategic activities can use that as a marketing tool 

to attract more consumers or a different customer base (Bhatia, 2021). The audience for 

this communication strategy includes the consumers, which are important for this thesis, 

the employees, investors of the companies as well as other stakeholders (Bhatia, 2021). 

The teams considered responsible for this marketing tool are the CSR & Sustainability 

team and the employees responsible for corporate communication (Ohlsson & Riihimäki, 

2015). It is a mechanism to inform, that the company cares about the environment or 

other social causes (Bhatia, 2021). It is used to communicate, how the business is 

operating using a sustainable approach (Bhatia, 2021). 
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Within the scope of this thesis, the concept of sustainable communication will be used to 

analyse if the customer base perceives the information communicated by the company 

in the correct way. Attention will be paid to all types of effort a business is communicating 

that has to do with sustainability, but to fulfil the purpose of the study there will be an extra 

focus on CO2 emissions. 

3.1.2.3. Customer behaviour principles in regard to sustainability 

Current trends of consumer behaviour include clean and green companies among others 

as transparency, online buying, and anonymity (Peek, 2021). Research shows, that 

customers care increasingly more about the sustainability and the commitment 

businesses show toward green behaviours, just as reducing CO2 emissions, plastic, and 

waste (Deloitte, 2021; Orzan et al., 2018; Rasool et al., 2020). As of 2020, avoiding single-

use plastic is the most common way consumers demonstrate their commitment to 

sustainability, with 61% saying they have reduced their consumption (Deloitte, 2021). A 

focus on seasonality (49%) and buying local (45%) are the next biggest areas (Deloitte, 

2021). Although the figure is slightly down from the previous year, ethical and sustainable 

aspects are still an important reason for almost a third of consumers to stop buying certain 

brands for this reason (Deloitte, 2021; Orzan et al., 2018). As in preceding research, 

around one in five have opted for low-carbon transport or switched to renewable energy. 

That's double the number of those, who have changed their financial investments or 

turned to a brand to solve a similar problem (Deloitte, 2021). Yet a frustrating paradox 

remains at the heart of the green economy: Few consumers who have a positive attitude 

toward environmentally friendly products and services reflect it in their wallets (White et 

al., 2019). In a recent survey, 65% of respondents said they want to buy purpose-driven 

brands that are committed to sustainability, but only about 26% do so (White et al., 2019). 

It is because of that very hard for companies to engage in changes. As the customer 

would have the demand for the businesses to make changes, on the other hand, a high 

percentage of that demand only exists theoretically, and those customers never really 

consume those items and spend money on them (White et al., 2019). So, they would 

demand it, but at the same time do not in reality. 

For this thesis, customer behaviour will be used to investigate whether these factors are 

important for the participants of the interviews or if there are other principles to mention. 

Those will be done within the scope of this thesis, elaborated in more detail in the 

methodology chapter. 



 

24 
 

3.1.2.4. Influences on the consumer behaviour 

Consumer behaviour is influenced by many factors such as situation, psychological, 

environmental, and marketing factors, personal factors, family, and culture (Gudagaddi, 

2022). Businesses try to collect data so that they can make decisions on how they can 

reach their target audience in the most efficient way (QuestionPro, 2022). Further 

influencing factors are named to be Psychological Factors, Social Factors, Cultural 

Factors, Personal Factors and Economic Factors (Gudagaddi, 2022). Psychological 

factors include motivation, perception, learning and attitudes as well as beliefs (Rangaiah, 

2021). According to Rangaiah (2021), social factors include family, reference groups and 

roles as well as status. And under cultural factors, culture, subculture and social class 

can be classified. (Rangaiah, 2021). Personal factors include age, income, occupation 

and lifestyle and personal income, family income, income expectations, consumer credit, 

liquid assets and savings can be grouped under economic factors (Rangaiah, 2021).  

There are six principles of influence: Reciprocity: Humans tend to feel the need to return 

a favour or reciprocate kind gestures. This might mean offering a free sample or a 

generous discount for consumers (Peek, 2021). Commitment: Once someone has 

committed to something, they are more likely to stick with it. In business, this means 

cultivating brand loyalty; if someone uses a product or service, they are more likely to pay 

for it again (Cohen et al., 2014; Peek, 2021). Consensus: If more people do something, 

others are likely to do it as well. When brands can demonstrate their popularity or 

satisfaction across a wide customer base, other consumers are likely to buy in as well 

(Peek, 2021; Singh et al., 2021). Authority: People are more likely to listen to an expert 

than anyone off the street. So, while pack mentality is important, a relevant expert 

speaking about WKH�HIIHFWLYHQHVV�RI�D�EUDQG¶V�SURGXFW�RU�VHUYLFH is important to convert 

new consumers (Peek, 2021; Singh et al., 2021). Liking: People who are like the target 

consumer are more likely to persuade the consumer to buy. People from similar 

demographics ± whether in terms of ethnicity, socioeconomic class, religious inclination, 

or even shared interests ± are far more effective at persuading consumers than those 

they perceive as vastly different (Nayeem, 2012; Peek, 2021). Scarcity: People tend to 

want what they perceive they cannot have. Making a product or service seem exclusive 

RU�DV�LI�LW�ZLOO�JR�RXW�RI�VWRFN�LI�WKH\�GRQ¶W�DFW�TXLFNO\�RIWHQ�PDNHV�LW�PRUH�HQWLFLQJ�WR�WKH�

consumer and increases the likelihood that they will buy (Cohen et al., 2014; Peek, 2021). 

Groening et al. (2015) found in their study, that consumers were willing to pay more for 

products from a company that was committed to CSR and for products from a company 
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that have lower carbon emissions. On the other hand, respondents indicated that they 

rarely pay attention to CSR and carbon emissions when purchasing products (Groening 

et al., 2015). The latter answer regarding the carbon emissions is an understandable 

response given that there are currently few if any, indicators of the level of CSR or carbon 

emissions on product packaging (Groening et al., 2015). 

Companies should, therefore, according to Groening et al. (2015) aim to be no worse 

than the industry average in carbon emissions, but that completely avoiding carbon 

emissions has relatively few benefits from a consumer preference perspective. This 

whole subchapter gives an overview of the different influential types of consumer 

behaviour. Within the scope of this work, various of those factors are tested by asking the 

interview participants, if they get influenced by friends and family, advertisements, 

recommendations of someone and many other potentially influencing factors. 
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3.2. Theories 

In this subchapter of the dissertation, the theories applicable are presented and 

connected. Those are the stakeholder theory with a special focus on the customer base 

as stakeholders and sustainability, consumer social responsibility (CnSR) which is a 

developed form of corporate social responsibility (CSR) and focuses more on the 

customer side. Furthermore, a conceptual framework will be developed and presented, 

consisting of the theory of reasoned action and planned behaviour, influences on the 

brand image in the fast-food industry and purchase decision influences in the fast-food 

industry. Out of various models in those areas, one all-encompassing framework will 

connect the most important criteria. 

3.2.1. Consumers¶ power as a stakeholder 

The present notion of the stakeholder theory has its origin in Edward Freeman¶V (1984 ) 

Strategic Management: A Stakeholder Approach (R. E. Freeman, 1984; R. E. E. Freeman 

& McVea, 2001). Stakeholders are defined as "any group or individual who can affect or 

LV�DIIHFWHG�E\�WKH�DFKLHYHPHQW�RI� WKH�RUJDQL]DWLRQ
V�REMHFWLYHV´ (R. E. Freeman, 1984, 

p. 46). Mitchell et al. (1997) added to that, that they can be individuals, communities, 

organizations, institutions or governments. Stakeholder theory can be used as a 

management and ethical framework (Phillips, 2003; Phillips et al., 2003). The 

fundamental premise of the theory is to prioritize the interests of actors who may help the 

organization in accomplishing its goals (Phillips et al., 2003). The literature says that a 

stakeholder has three main characteristics, which are namely the power to impact the 

company, the validity of the association with the company, and the stakeholder's priority 

in making a case against the company (Mitchell et al., 1997; Phillips et al., 2003). 

Compared to Clarkson et al. (1994), who define stakeholders as voluntary or involuntary 

risk-takers, R. E. Freeman (2004) defines them in a broader manner (Clarkson et al., 

1994; R. E. Freeman, 2004; Phillips et al., 2003). 

As this master thesis focuses on the perspective of the customers and those who are 

considered part of the stakeholders of a company, the stakeholder theory can be used as 

an approach for the theory lenses of this paper (Sulkowski et al., 2018). The main 

stakeholder theory is a company view concept, but for the thesis, there will only be a 

focus on the relation of a company to one of its stakeholders, the customers (Mitchell et 

al., 1997). Of course, there are more stakeholders than just consumers, just like 

shareholders, employees and many more, but this thesis focuses on the connection 

between company and customer, from a customer view (Sulkowski et al., 2018). 
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According to various authors, it is of great importance to involve stakeholders in the 

sustainable business practices within and beyond the organisation (Gupta, 1995; A. Post 

& Mikkola, 2012). One of the aspects a company should focus on to achieve 

organizational sustainability is listening to the demand of the stakeholders and trying to 

satisfy them, as can be seen in the study of Garvare and Johansson (2010) as well as in 

the research article of Amran et al. (2015). Perrigot et al. (2021) agree with that opinion 

in their paper about the role of stakeholder power in fast-food franchise chains. Of course, 

those demands include a wide range of aspects, that need to be prioritized by the 

business to focus on the most relevant for further achievements (Amran et al., 2015; 

Garvare & Johansson, 2010; Jenkins, 2020; Perrigot et al., 2021). Studies focus on how 

pressure from stakeholders such as the customer base may motivate organizations to 

engage in green activities (Buysse & Verbeke, 2003; Raub & Martin-Rios, 2019; 

Sulkowski et al., 2018). However, the perspective of the model gets slightly switched 

around for the study, as it is more about the effects of the actions of a company on the 

consumer base, which can be seen in the figures below. It is more about finding out, if, 

for example, a sustainability strategy of a company has effects on the consumers, 

something like a change in their personal lives, like trying to reduce waste. However, the 

stakeholder theory can be used to see how the labelling of the strategy and the use of 

the strategy itself can be used to communicate with the stakeholders (Ferro et al., 2017). 

As was mentioned above, most of the existing literature focuses on the influence of the 

consumer base on the business. But within the scope of this thesis, the influence should 

be analysed the other way around, namely how the actions of a company in regard to 

sustainability can influence the consumers. The purpose of this thesis is to explore the 

stakeholder theory with a focus on the company-customer relationship and to find out if 

there is any influence coming from a sustainable behaviour of a company affecting the 

personal life of the consumer. However, to ensure a more solid foundation two additional 

frameworks will be used, the consumer social responsibility, which is elaborated in the 

following subchapter, and a conceptual framework explained in the last subchapter of this 

part of the thesis, consisting of multiple theoretical approaches. 

Stakeholder theory is a perspective that is closely related to and at the same time very 

different from the CSR approach. Stakeholder theory and CSR encompass a wide range 

of theories that, while distinctly different, are not mutually exclusive. However, 

stakeholder theory may be more specifically and holistically focused on increasing 

corporate value, while CSR may shed light on the desired ethical societal goal, in this 
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case, carbon neutrality (Dmytriyev et al., 2021). When used together, stakeholder theory 

and CSR can prove to be effective tools in developing strategies to achieve sustainability 

goals (Dmytriyev et al., 2021). Because of that, CSR of even a more developed version 

of it will be used within the scope of this thesis as well and will be elaborated on in more 

detail in the following subchapter. 

3.2.2. CSR setting the base for CnSR 

The concept of CSR has been contested since the 1950s (Moratis, 2016). It is an evolving 

concept that was built to reflect upon various views and approaches regarding corporate 

relationships (Fordham & Robinson, 2018). Blowfield (2005) argues, that it is a concept 

that describes the responsibility of businesses to the environment, the stakeholders and 

society in general. It can be declared as an open concept that changed and got developed 

over time due to altered circumstances and changing expectations of society (Blowfield, 

2005; M. D. P. Lee, 2008). Bice (2011) adds on that by saying that it can be used as a 

theory, research agenda, corporate practice or ideal. The two authors agree, that it was 

not fully adopted as a business discourse and managerial strategy until the 1990s and 

2000s when there was a focus on business practice accounting for and meeting 

stakeholder needs (Bice, 2011; M. D. P. Lee, 2008). 

Okoye (2009) describes CSR as a contested concept whose actual meaning is always 

debated and argued. He discusses that this is similar to other broad concepts that are 

important in society, such as democracy and sustainable development, which are also 

shaped by the respective needs of society (Okoye, 2009). CSR is nowadays a complex 

issue that involves addressing local impacts such as water and biodiversity but also 

helping to address broader issues such as prosperity at the national level and problems 

at the international level such as climate change (Fordham & Robinson, 2018). It is 

important to many groups and organizations because economic activity has significant 

impacts on society, including on development trajectories and development outcomes at 

the community level (Bendell, 2010). 

As a result, various stakeholders want to engage in the CSR debate and influence the 

direction of companies and the use of resources generated by development (Fordham & 

Robinson, 2018). This includes stakeholders imposing a higher level of responsibility on 

companies to go beyond legal compliance and strive for broader societal goals (Carroll, 

2016). CSR is the idea that a company should play a positive role in the community and 

consider the environmental and social impacts of business decisions. It is closely related 
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to sustainability - creating economic, social and environmental value - and ESG, which 

stands for Environmental, Social, and Governance. All three focus on non-financial 

factors that companies, large and small, should consider in their business decisions 

(Fordham & Robinson, 2018). 

Originally, CSR was seen as a way for companies to make a voluntary contribution to 

society that was not required by law (Blowfield, 2005). Today, CSR goes beyond charity 

and has evolved into a strategy for companies to incorporate various social and 

environmental aspects into their business. For companies to survive, they must 

implement a CSR strategy as it has become an important part of the relationship between 

companies and stakeholders (Blowfield, 2005). A properly implemented CSR strategy 

can give the company competitive advantages, such as higher profits through increased 

sales, better customer loyalty, brand image, and reputation. Not only customers are 

affected by CSR strategy, but studies have also shown that CSR has a positive impact 

on employees and company performance, as they are more engaged and motivated 

(Frolova & Lapina, 2015). 

CnSR is a concept that emerged from CSR (Quazi et al., 2016). For several decades, 

companies were held accountable for sustainable (Soni et al., 2021) products and social 

responsibility, but in the last decade, the responsibility has shifted more to become the 

consumers (Soni et al., 2021). Consumers' growing awareness of the impact they have 

on the planet, as well as the power they have to effect change, has led to visible changes 

in society and opened a new field for researchers (Nova-Reyes et al., 2020). According 

to Quazi et al. (2016) CnSR and CSR are interdependent, and both are necessary to be 

successful.  CnSR refers to a consumer who is socially responsible and ethical and is 

guided by his or her morals when purchasing and consuming products and services (Soni 

et al., 2021). In addition, Quazi et al. (2015) stated that socially responsible consumer 

wants their consumption to have the least negative impact and provide the most benefit 

to society. However, there is no universal definition of CnSR, which has led to a variety 

of different definitions and interpretations (Vitell, 2015). 

3.2.3. Combination of several frameworks/Conceptual framework 

During this chapter, there will be a presentation of many different frameworks. However, 

those are not used within the scope of this thesis individually, as this would be too much 

to focus on considering the time horizon of the thesis, elaborated in more detail in chapter 

4.2.4. But these theories will be used to build one conceptual framework at the end of the 
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chapter, where ground knowledge is needed. This will be provided in the following 

subchapters. 

3.2.3.1. Theory of Reasoned Action and Planned Behaviour 

A theory describing consumer behaviour is the Theory of Reasoned Action (TRA) 

developed by Fishbein and Ajzen in 1975 (Ajzen & Fishbein, 2014). This model was 

extended and became known as the Theory of Planned Behaviour (TPB) (Ajzen, 2020). 

This theoretical framework investigates the different belief types behavioural, normative 

and control finally leading to the behaviour (Sung & Woo, 2019). Within the model, Ajzen 

(2020) states, that attitudes toward a particular behaviour are formed by beliefs about the 

behaviour that are formed based on the expected outcome or experience of that 

behaviour. The subjective norm is then the consideration of what others think about a 

particular behaviour (Sung & Woo, 2019). Ajzen (2020) further subdivides divides the 

subjective norm into injunctive (approval/disapproval of the reference group) and 

descriptive (whether they also perform the behaviour) social pressures. TRA thus clarifies 

that individuals act in a way that simultaneously generates good feelings for themselves 

and simultaneously satisfies others' expectations, which affects their purchase intentions 

(Sniehotta et al., 2014; Sung & Woo, 2019; Wiederhold & Martinez, 2018). The latter 

theory adds perceived behavioural control as an additional influencing factor, which is 

indicating whether consumers feel they have control over their behaviour, which helps 

them act according to their intentions (Ajzen & Fishbein, 2014). Some scholars just as 

Sniehotta et al. (2014) and Wiederhold and Martinez (2018) criticise the model, arguing 

that it excludes unconscious influences and emotions, does not consider internal and 

external factors and does not consider that consumers may act irrationally. However, 

Ajzen (2020) argues, that the underlying beliefs that determine intention based on invalid 

or selective information can be irrational and do not correspond to reality. 
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Figure 1 

Theory of Reasoned Action and Planned Behaviour 

 
Source: Own adaption of the framework of Ajzen (2020) 

3.2.3.2. Influences on the brand image in the fast-food industry 

According to Hanaysha and Pech (2018), there are many factors influencing the brand 

image of fast-food chains. The developed framework can be used within the scope of this 

master thesis. Brand Prestige is consisting of word of mouth, which describes the process 

of consumers spreading their opinion about a specific company or product by talking 

about it (Hanaysha & Pech, 2018). There is the possibility of positive impressions spread 

that way, but also the risk of negative word of mouth (Richins, 1984). Leading to word of 

mouth in the first place is a combination of the physical environment, food quality, 

customer service and price fairness (Hanaysha & Pech, 2018). 

Phau et al. (2009) take the whole model even one step further and define brand prestige 

as one of the decision-making aspects for a customer when looking for purchasing a 

good. Amongst others like brand- and value-conscious, personal gratification, price-

quality inference, and social influence (Phau et al., 2009). It influences the attitude of 

customers towards products and shapes the intention to buy a product. 

Concluding from those two frameworks there is the option of combining them, as Brand 

prestige can be found in both of them, which represents the connection between the two 

models. 
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3.2.3.3. Purchase decision influencing factors in the fast-food industry 

The fast-food sector is part of the food industry, which is one of the fastest-changing ones 

globally (Damdinova, 2020). Therefore, companies have to react quickly to evolving 

demands and adjust their strategies according to that, to stay competitive (Rafter, 2021). 

A framework developed by Xue et al. (2021) visualizes the different influencing factors on 

fast-food purchase decisions. Those consist of uniqueness-seeking traits, social influence 

and knowledge of fast food on the first level, attitude for fast food on the second level 

leading to the purchase intention, while the structure of the family influences that last level 

(Xue et al., 2021). 

Figure 2 

Fast Food Purchase Decision 

 
Source: Own visualisation according to Xue et al. (2021) 

What can be seen in this model is the connection between the frameworks shown in the 

previous parts. The process of attitude leading to the purchase intention can be seen as 

comparable, and further, the social influence can be found in the framework of Xue et al. 

(2021) as well as in the one of Phau et al. (2009). Through this connecting point, those 

two models can be put together as well. 
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3.2.3.4. Combination 

When looking into the theoretical models that were just introduced in the previous 

subchapters of this master thesis, it can be seen, that some expressions and relations 

get mentioned in more than one of the frameworks. Therefore, it was decided, that those 

frameworks can be combined to receive an even more comprehensive model, which can 

be used for the analysis chapter to check, whether the relations can be proven by the 

answers given by the participants or denied.  

The first level consists of the physical environment, food quality, customer service and 

price fairness, just as the framework of Hanaysha and Pech (2018). Those four factors 

together influence the word of mouth, which then leads to band prestige, social influence, 

sustainability communication, value- and brand-consciousness as well as the personal 

gratification on the third level. These five aspects form together with the price-quality 

inference the basis for the attitude towards sustainable behaviour. This is an adaption of 

Phau et al. (2008), as it leads in his model to attitude towards the brand. This was adjusted 

to fit the purpose of the thesis. On the fourth layer, the attitude toward sustainable 

behaviour forms the intention to purchase, which finally leads to the consumer behaviour, 

which is the main focus of this thesis. The last levels are inspired by the model Theory of 

Planned Behaviour (TPB) by Fishbein and Ajzen (1975). The concept of green marketing 

is used for the sustainability communication on the third level, however, CnSR and the 

stakeholder consumer approach will be used as an overall view of the consumer 

behaviour process. This conceptual framework will be used to guide parts of the analysis 

chapter to have a structure to work along. Additionally, this will be formed within the 

discussion to get an adjusted conceptual framework, which ideally represents the 

answers given within the interviews in the best way possible. The levels build on each 

other, which means that for example, word-of-mouth on the second level consists of the 

physical environment, food quality, customer service and price fairness. 

It was tried to combine all of the in the previous chapters introduced frameworks to create 

one conceptual framework which represents all of the important opinions. 
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Figure 3 

Conceptual Framework 

 
Source: Own adaption after various authors mentioned throughout the chapter 

The combination was possible as there were many points where the various frameworks 

had overlapping positions. Additionally, sustainability communication was added in the 

process as well as the attitude in regard to sustainable behaviour. This finally leads to 

customer behaviour, which is one of the main aspects to investigate during this thesis. 
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4. Methodology 

This chapter is divided into two main sub-chapters. The theoretical part provides a better 

understanding of the research philosophy, the research approach, the research methods, 

the research objectives and the research strategy used. In addition, the approach to the 

sources and the theory used are explained. This is followed by the empirical part, which 

deals with data collection, sampling and data analysis and concludes the section with 

time horizon, trustworthiness and ethics. 

4.1. Theoretical Methodology  

In this section, the methodological choices will be presented and examined to understand 

the deeper meaning behind the theoretical methodology. 

4.1.1. Research Philosophy 

When conducting research, different philosophical views determine the way data is 

analysed and collected. The two types of research philosophies are mainly ontological 

and epistemological assumptions (Bell et al., 2019; Saunders et al., 2009).  

They are considered the philosophy of the social sciences and help make sense of reality 

in research (Bell et al., 2019). Epistemology is concerned with how research should be 

conducted (Bell et al., 2019). Epistemology is linked to ontology in that how reality is 

understood in a particular position then implies the epistemological position on how reality 

can be understood, which increases knowledge about the subject matter (Bryman & Bell, 

2011). This concept enables researchers to understand business-related phenomena by 

collecting and analysing data (Bell et al., 2019). It helps to make statements about the 

business world as a whole more concrete and sounder. Like ontology, epistemology takes 

different positions within the natural sciences: positivism and interpretivism (Bell et al., 

2019). 

Interpretivism focuses on human behaviour and the explanation and understanding of it 

(Saunders et al., 2009). It takes a stand on the "why" and "how" of things that happen 

among social actors (Bell et al., 2019). An interpretive viewpoint can lead to many 

interesting insights, especially when the viewpoint is viewed from outside a normal social 

context. These interpretations are then brought into the theoretical framework to provide 

more insight and make sense of the data in the literature discipline. 

The research philosophy of this thesis will take an epistemological standpoint with an 

interpretivist position. This is most appropriate for this thesis because epistemology, 
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which focuses on the overall knowledge of this research, takes the standpoint of "what 

we know about the subject matter" and "how we know that about the subject matter", and 

this is what should be understood in consumer behaviour. Therefore, there will be an 

interpretivist view to analyse these issues and understand them accordingly in the interest 

of the research questions. 

4.1.2. Research Approach 

After choosing the philosophical standpoint of this work, the research approach must be 

chosen concerning the research philosophy. There are three main theories in economic 

research: deductive, inductive and abductive approaches (Bell et al., 2019). The inductive 

approach considers theory as the outcome of research and draws generalisable 

conclusions from observations (Bryman & Bell, 2011). This is considered the most 

relevant to this thesis and is therefore explained next. In inductive research, theory 

building begins to generalise these theories for data analysis. An inductive approach is 

often taken in the context of a qualitative study, which is the case for this thesis (Bell et 

al., 2019; Saunders et al., 2009). An inductive strategy is a key to linking data and theory, 

which is why it is often used in qualitative studies. However, Bell et al. (2019) point out 

that the inductive strategy cannot always be linked to qualitative research, as theory 

provides a background for the investigations in these studies. Furthermore, an inductive 

approach may involve conducting interviews and using these data to conclude the 

analysis. The thesis is also inductive in nature, as the data collection will not only be 

based on the data collection and analysis of existing theories, but the existing theories 

will contribute to the understanding and analysis. Interpretive inferences will be drawn 

from the interviews to arrive at an assumption about what is known of the factors that 

influence consumer purchasing decisions and behaviour to fast-food chains. Also 

because of the approach with individual interviews, interpretative or inductive case 

research in the field of epistemology is suitable to analyse the data. There is no single 

real world that is the same for everyone and in which everyone experiences and feels the 

same, but the perception of each individual is decisive (Wichary et al., 2008). Therefore, 

the authors have to interpret the results. 

4.1.3. Research Methodology 

According to Bell et al. (2019), qualitative research can be described as a strategy which 

uses words to analyse the collected data. This differs from quantitative research, which 

focuses on using 'numbers' to analyse data. Inductive, constructivist or interpretivist 

strategies are usually used when conducting qualitative research, although not all of these 
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positions need to be used simultaneously (Bell et al., 2019). Notable features of 

qualitative research in the context of this thesis include the epistemological position and 

the interpretive perspective. As each of these concepts is relevant to this thesis, this is 

the main reason why conducting a qualitative study is the research methodology to be 

used. This type of research emphasises social interactions, which is a focus of this thesis, 

in order to gain insights into how consumers behave in relation to their purchase 

intentions. In addition, qualitative research describes various methods which can be used 

for data collection, such as focus groups, interviews, participant observation, etc. (Bell et 

al., 2019). In this thesis, qualitative interviewing, which is presented in more detail in 

Chapter 4.2.1, is used to better interpret the attitudes and factors that influence 

consumers' intentions and behaviour when visiting fast-food chains. In addition, some 

main steps of qualitative research will be followed throughout the development of this 

thesis. General research questions, the development of an interview guide, and the 

collection and interpretation of data were the most important aspects of this thesis. In 

addition, a conceptual and theoretical framework helped to clarify the relationship 

between theory and research, an important aspect of qualitative research (Bell et al., 

2019). The remainder of the thesis took the perspective of people in the natural world, 

common in qualitative research, to provide a summary of the overall research questions. 

4.1.4. Research objectives 

The main objectives of this research are to gain familiarity with the topic of CO2 emissions 

with a focus on the fast-food industry. The goal is to find out how the consumer reacts to 

marketing strategies in that context if the customer changes its personal behaviour 

because of the actions of a company or if there is no influence whatsoever. The 

hypotheses are, that there is an influence in some way, and that female consumer are 

more sensitive in regard to sustainable behaviour. The Swedish fast-food chain MAX 

Burgers will be used as a case study within the scope of this work to explore the topic 

with a practical example. 

4.1.5. Research strategy 

The research strategy of a paper describes the general or generic approach that 

researchers take (Saunders et al., 2009), which includes type of research design, the 

research question, the philosophical assumptions and the choice of method (Bell et al., 

2019). It is important to define the research strategy to determine the direction of the 

paper and to develop the best logical strategy for the proper development of a research 

paper or thesis. As mentioned earlier, this paper adopts an interpretivist point of view due 
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to the need to understand consumers' behaviour and the intention of their social actions 

when they decide to visit MAX Burgers. Due to the philosophical assumption chosen, a 

case study is conducted in this thesis to better understand the reality. Furthermore, 

qualitative research is closely related to case studies, so the research question of this 

thesis is influenced by the research design (Bell et al., 2019). A case study can be a single 

organisation, place, person or event that is intensively analysed (Bell et al., 2019). The 

case study of this thesis, as mentioned in the purpose of this thesis, focuses on MAX 

Burgers in Sweden, which will give us an insight into consumer behaviour from an 

individual's perspective.  

4.1.6. Approach toward Sources 

To be able to write this thesis, relevant articles were found in the database of Kristianstad 

8QLYHUVLW\¶V�OLEUDU\�WKURXJK�6XPPRQ��DV�ZHOO�DV�with Google Scholar and the database of 

the University of Applied Sciences Landshut. The main words that were used for the 

search were Sustainability in the fast-food industry, CO2 compensation, CO2 emission, 

sustainability communication, consumer behaviour as well as combinations of those 

keywords. All the articles found were analysed and the most relevant ones were used to 

find the hypotheses of this thesis and to elaborate more on the background of the topic 

in the literature review. To ensure a certain degree of timeliness and accuracy of the 

sources used, care was taken to ensure that predominantly peer-reviewed sources were 

used. In addition, care was taken to ensure that the selected articles were as current as 

possible. However, older literature was used as well as non-peer-reviewed sources to 

provide as comprehensive a picture as possible. In addition, the MAX Burgers website 

and various articles about the company were also used as sources. 

4.1.7. Theory in Use 

This thesis is in the area of consumer behaviour, and the main theories used are 

presented in Chapter 3. The theory used in conjunction with the interview guide is 

presented in Table 2 ± Interview questions presented with purpose and connected to 

theory. This table can be seen in Appendix B of this thesis. In this table, the purpose of 

each set of questions is described and linked to the theory used. For each set of 

questions, the number of questions to which it relates is indicated; the complete interview 

guide can be found in Appendix A. The overall used theory consisted of the stakeholder 

behaviour, CnSR and the conceptual framework. It was made sure that each theory was 

at least covered with one question. Where it was applicable, the more questions were 

asked, to receive all the needed information. 
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4.2. Empirical Methodology 

Following the theoretical methodology, in this chapter the empirical methodology will be 

elaborated in more detail, focusing especially on the data collection, samples, data 

analysis, the time horizon, trustworthiness, ethics as well as the limitations of the thesis. 

4.2.1. Data Collection 

Data can be collected either from a 'primary source' such as interviews, surveys and 

experiments or from a 'secondary source' such as previous studies (Bryman & Bell, 2011). 

The authors used a combination of primary and secondary data in this study. The primary 

data are interviews that contribute to a deeper understanding of the topic. 

In this thesis, the methodology of qualitative research is used. In qualitative research, it 

is common to conduct interviews, focus groups or observations (Bell et al., 2019). Semi-

structured interviews were chosen as the best approach for the purpose of this work. The 

list of questions in semi-structured interviews can open up additional questions or 

discussions to the original topic. They are more subjective, and the information gathered 

can explain consumer behaviour and attitudes better than the other survey methods. The 

interviewer could change the order of questions to maintain a good flow of conversation 

and was flexible in the order if a question suited the conversation (Bell et al., 2019). The 

fact that the interviewer could ask follow-up questions can also be seen as a major 

advantage of this method (Kallio et al., 2016). The possibility of not necessarily asking all 

questions in order to get all essential information is also a big advantage of the semi-

structured interview method. Therefore, the interview guide itself serves as a rough plan 

of what topics should be covered during the process. The time frame for the interviews 

was between the 10th and 22nd of May 2022. Each interview was arranged individually at 

a fixed time, so as not to influence the responses of the other participants, each interview 

was conducted individually. Some were scheduled via Zoom because the interviewees 

were too far away from the researcher, but most took place face-to-face to also get 

information from body language, etc. An advantage of face-to-face interviews is that non-

verbal communication is also captured, allowing interviewers to interpret other perceived 

emotions such as enthusiasm, which allows conclusions to be drawn about how 

personally involved respondents were (Bell et al., 2019). All interviews took place in a 

relaxed and calm atmosphere to allow participants to feel comfortable and respond 

honestly. In addition, all participants agreed that the interview would be recorded for the 

SXUSRVHV�RI�WKLV�PDVWHU¶V�thesis, and it was agreed that they could decline any question 

and that their names would not be used publicly. The need to record the interviews was 
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important because each interview was intense, and many important conversations took 

place. The length of the interviews varied between 27 and 43 minutes, and sometimes 

the conversation deviated from the interview guide. These moments offered unique 

insights into the topic and opinions. It would not have been sufficient to just take notes 

during the interviews, and due to the length of the conversations, important data might 

have been missed. Each interviewee offered unique insights into the topic of this work 

and their information from the data collection was relevant to the analysis. 

4.2.2. Sampling 

A sample can be explained as a type of segment of a population and is also a subset of 

the population (Bell et al., 2019). The interviews were conducted in English to be 

consistent with the master's program, but also because the interviewers and interviewees 

had different language backgrounds. Furthermore, some interviews were conducted in 

German, as the participants were more comfortable with that, and later transcribed. The 

interviews were recorded with the permission of each of the interviewees. Therefore, the 

interviews could be transcribed properly via applications as well as manually. 

The participants were chosen because they eat at MAX Burgers regularly and not only 

have been there once, and further are familiar with the brand. Male as well as female 

participants were interviewed for the purpose of this study with an age range from 21 

years to 52 years. There were 16 participants coming from Italy, Austria, Germany, 

Sweden and the Netherlands.  

It was decided to go for a convenience sampling approach. This was chosen as it allows 

the researcher to recruit participants that are easily accessible and convenient (Chandler 

& Shapiro, 2016; Jager et al., 2017). This means all of the participants are part of the 

social surrounding of the author and were flexible with taking the time for the interview. 

Another advantage of asking contacts is that there is a familiar atmosphere between the 

interviewer and the interviewee (Jager et al., 2017). This means that there is the 

possibility of more honest answers and further discussions that help answer the research 

questions. By displaying Table 1 below, the demographics of the interviewees can be 

observed, as well as highlighting their gender, age, nationality, education, and 

occupation, which provides a better understanding of the different types of people that 

are included in this thesis. Additionally, the names of the participants were changed to 

ensure that anonymity is kept. But for the purpose of this thesis, it seemed to be beneficial 

to still use names, especially for the analysis, instead of talking about the participants as 



 

41 
 

Interviewee 1, Interviewee 2 or something like this, as this makes the text harder to follow 

�³3VHXGRQ\P�´�������6FDUWK�������. Therefore, all of the in the following and the analysis 

mentioned names were changed by the author. 

Table 1 

Overview of Interviews 

Intervie
w Date Duration Name Age Gender Nationalit

y 

1 10.05.2022 27 min 14 sec. Claudia 27 Female German 

2 10.05.2022 28 min 48 sec. Jens 31 Male German 

3 11.05.2022 32 min 12 sec Antonio 47 Male Italian 

4 11.05.2022 29 min 17 sec. Björn 31 Male Swedish 

5 12.05.2022 27 min 19 sec. Leonie 24 Female Austrian 

6 13.05.2022 31 min 24 sec. Maria 22 Female German 

7 13.05.2022 32 min 11 sec. Jenny 23 Female German 

8 14.05.2022 28 min 38 sec. Theresa 26 Female Dutch 

9 14.05.2022 32 min 03 sec. Jim 21 Male German 

10 14.05.2022 33 min 21 sec. Karl 23 Male Swedish 

11 19.05.2022 43 min 17 sec. Bianca 25 Female Swedish 

12 20.05.2022 28 min 17 sec. Alina 21 Female German 

13 20.05.2022 31 min 23 sec. Charlotte 22 Female German 

14 20.05.2022 35 min 56 sec. Emilia 23 Female German 

15 21.05.2022 42 min 47 sec. Finn 52 Male Swedish 

16 22.05.2022 37 min 8 sec. Frieda 37 Female Swedish 

Source: Own representation 

4.2.3. Data Analysis 

Most interviews were transcribed in the online programme Otter, which resulted in a rough 

written transcription of each interview, but which had to be corrected by hand due to some 

errors in the programme. After correcting errors that the programme had transcribed and 

adding the interviews that were conducted in German by hand, there were 115 pages of 
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interview notes from consumers to analyse. The German interviews could not be 

transcribed, as multiple applications available were tested, but did not work properly. One 

reason for this could be, that some of the participants had a dialect and therefore the 

programs could not understand and transcribe what was said. Concluding, the German 

interviews were transcribed manually. The transcriptions also helped to find various 

similarities and correlations that were needed for the main analysis. Superfluous data in 

the interviews was deleted, e.g., conversations that were superfluous for this work or 

anything that was deemed unimportant. The times that can be seen in the table above 

still include the time of the whole audio file, which means, that not everything that was 

said can be found in the transcribed document. This is why longer interviews timewise 

might be shorter in the transcription, as some parts were unnecessary and therefore 

erased. The specific type of data analysis chosen for this thesis was a thematic analysis 

approach. The thematic analysis looks for themes within the data collection, and Bell et 

al. (2019) explain that it is more or less the same as a code. A theme in the context of 

this thesis means that it focuses on providing theoretical insight into the data collected to 

make a theoretical contribution to the research question formulated (Bell et al., 2019). 

When looking for specific themes, there are several ways in which the data can be 

grouped (Braun & Clarke, 2006). Ryan and Bernard (2003) suggest looking for repetition, 

categories, metaphors and analogies, similarities and differences, theory-related 

material, etc. By looking for these different concepts, themes can be found more efficiently 

and placed appropriately in the analysis to make the necessary connections (Ryan & 

Bernard, 2003). In addition, Bell et al. (2019) say that a focus on repetition is often used 

in identifying themes, especially in transcribed data, provided the repetition is relevant to 

the research question and objective. Repetition highlights repetition in data and was one 

of the few primary methods used to find themes from the transcribed interviews. To make 

themes as efficient as possible for analysis, factors were colour-coded to make the most 

important information more visible. In addition, the specific answers to each question in 

the interview guide were searched for and colour-coded in relation to the factors, and the 

answers were linked to the previously written literature. After identifying the various 

themes in the data related to the factors in this thesis, the analysis could begin. An 

overview of the used colours and topic schemes can be seen in Appendix C ± Table 3. 

4.2.4. Time Horizon 

In every type of research, it is important to consider the time horizon as an important 

framework (Saunders et al., 2009). There are two different types of studies in regard to 
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the time horizon, which are namely longitudinal and cross-sectional (Bell et al., 2019). 

Longitudinal studies describe those kinds of studies that were conducted over a longer 

period and are therefore more extensive (Bell et al., 2019). The exact timeframe is not 

set, as those types of research can continue for multiple years, depending on the research 

area and other conditions (Bell et al., 2019). For a case study approach, longitudinal 

elements are commonly included, but according to literature this type of study is not 

frequently used in the business world, as it is considered to be cost- and time-intensive 

(Bell et al., 2019). Cross-sectional studies can be considered to be the opposite approach 

of longitudinal, as they go over a short period (Saunders et al., 2009). As the timeframe 

for this thesis is about ten weeks and therefore only lasts over a short time, a cross-

sectional approach seems to be the most appropriate. For the scope of this thesis, it was, 

therefore, decided to stick with a cross-sectional approach, to respect the time limit given. 

4.2.5. Trustworthiness 

Bell et al. (2019) suggest two main criteria for evaluating a qualitative study: 

Trustworthiness and Authenticity. Trustworthiness has four main criteria: Credibility, 

Transferability, Reliability and Confirmability (Bell et al., 2019). Authenticity does not have 

specific criteria like trustworthiness; however, Lincoln and Guba (1985) discuss that 

authenticity can be considered as the fifth criterion of trustworthiness. Therefore, each of 

these five criteria will be explained in more detail as to why they are considered important 

for this thesis (Lincoln & Guba, 1985).  

Credibility refers to how reliable the collected data is and whether the observations made 

are credible overall (Morrow, 2005). The empirical data collected through interviews for 

this thesis should reflect the reality of the interviewees in order to obtain the most accurate 

information possible (Bell et al., 2019). To strengthen credibility, interviews are recorded 

and transcribed to avoid misunderstandings of what participants say. This was particularly 

relevant as this thesis was written by only one author and thus there were no witnesses 

present during the interviews to corroborate the statements if necessary. 

The transferability of qualitative studies is difficult to achieve because the results of a 

qualitative study, unlike quantitative studies, are often not generalisable (Saunders et al., 

2019). It is only possible to attempt to generalise the study results and apply them to other 

situations and contexts, which can lead to the transferability of the results (Morrow, 2005). 

So, while a qualitative study cannot definitively prove that the results based on the 

interpretation of the data are transferable, researchers can assume that this is likely to be 
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the case. With regard to the transferability of this study, an attempt was made to cover as 

many age groups as possible, as well as cultures and eating behaviours in terms of, for 

example, vegetarian or vegan diets, in order to obtain a generalisable final result. 

Reliability, as the third criterion, is part of trustworthiness and stands for the consistency 

of the data collection (Lincoln & Guba, 1985). However, consistency is questionable in 

semi-structured interviews. Therefore, the researcher made sure that the interview guide 

questions were answered directly or indirectly by the participants, which provides some 

kind of consistency during the interviews. As participants are not interviewed multiple 

times for this work to ensure consistency, this approach is not fully applicable to the work.  

Confirmability is about being objective rather than presenting the information gathered in 

the interviews as biased or untrustworthy (Bell et al., 2019; Lincoln & Guba, 1985). The 

interviewer should not express their values during the interview process and should be 

fair and equal with each participant involved (Bell et al., 2019). Accordingly, the 

researcher's influence on the study is considered here. Maintaining objectivity is a top 

priority in this work during the interviews and contributes to the trustworthiness of the 

research.  

Finally, authenticity places emphasis on the overall picture of the social and political 

influence of the research conducted (Bell et al., 2019; Lincoln & Guba, 1985). This means 

that the different viewpoints of the respondents are fairly represented in the given social 

setting and well thought out conclusions are drawn (Bell et al., 2019). For this study, it 

should be emphasised that emphasis was placed on making it clear to participants that 

there are no right or wrong answers. Throughout the interview, participants were 

encouraged to speak freely. In some cases, statements were made that were not 

necessarily within the scope of this paper, such as statements that deviated from the 

topic. In this case, the participant was not interrupted, but the person was allowed to finish 

and merely steered in the desired direction by repeating the question. In this way, all 

relevant answers were given. 

4.2.6. Ethics 

For this qualitative work, different ethical approaches are taken to avoid unethical 

situations. It is said that ethical appropriateness is an important aspect for the interviewee 

to pay attention to when conducting interviews (Bell et al., 2019). Some important ethical 

considerations are made for the interview process. The interview guide, which can be 
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found in Appendix A, contains some ethical statements that are explained before the 

actual interview begins. As the interview participants were friends and knew the author 

beforehand, the risks of interviewees questioning the reliability of the interview were 

limited. Participants are asked if they consent to be recorded and if the information, they 

provide can be used for the purpose of this master thesis. Additionally, the name of the 

participants is not even asked or mentioned during the interview, as the author was 

familiar with the interviewees and therefore there was no need in stating this. Adding to 

that it was stated before the first question, that every answer is voluntarily and just helps 

analyse the answers in the end, but no one is forced to answer what they are not 

comfortable with. Furthermore, the participants were asked to elaborate their answers as 

much as possible and to not give only one-word answers where it could be avoided. The 

answers will exclusively be used for the purpose of this study and not published or shared 

in any other way.  
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5. Empirical Analysis and Findings from the Interviews 

Under this part of the master thesis, there will be an analysis and presentation of the 

finding originating from the survey and the secondary data. Those will be combined with 

knowledge gathered in the literature review. The goal of this chapter is to find answers to 

the research questions that guide this work and further be able to conclude that chapter 

later. 

5.1. Empirical data  

Especially younger generations which include Generation Z and Y have a higher demand 

for those types of items that are greener, as they seem to be more educated in regard to 

global warming and pollution, which needs to be avoided to sustain the planet in the status 

it is now (Haaland, 2019; Hassim, 2021). Studies show that 88% of people between 14 

and 25 years of age put focus on environmental awareness when deciding on a purchase 

(Umwelt Bundesamt, 2016). Further, 13% of the greener generation are more likely to 

choose a most of the time more expensive but environmentally friendly product or service 

over non-environmentally friendly and cheaper products (Djangogly, 2018; Eric, 2021). 

The Greener generation includes the people that can be sorted under millennials, as they 

put a lot of attention into living and working and just being in environmentally friendly 

surroundings (Berry, 2020). 

5.1.1. Introduction of the company MAX Burgers   

This thesis has a focus on the Swedish fast-food brand MAX Burgers (MAX). MAX 

Burgers is a company founded in 1968 by Curt Bergfors and Britta Andersson with the 

first restaurant opening in Gällivare, which is in the northern part of Sweden (MAX Burgers 

AB, 2022 c). They had a good start from the beginning which caused them to open more 

restaurants shortly after the first one. Today, they have more than 170 restaurants 

worldwide, among others in Norway, Denmark, Poland and the United Arab Emirates, 

and are the most profitable restaurant chain all over Sweden, performing even better than 

MF'RQDOG¶V�DQG�%XUJHU�.LQJ��ZKR�DUH�RQH�RI�WKH�OHDGHUV�ZRUOGZLGH�DQG�KDYH�D�VLPLODU�

product range like MAX Burgers (Forbes, 2014; MAX Burgers AB, 2022 c). They 

generated a profit of approximately 428 million Swedish kronor in 2019 with net sales of 

about 3.4 billion Swedish kronor (López, 2021).  

The company can be sorted under family-owned, as the son of the founder Curt Bergfors, 

Richard Bergfors, is the CEO of the company. Curt Bergfors recently passed away, but 
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the company is still 100% owned by his family. The business model is structured in a 

franchise way (MAX Burgers AB, 2022 a).  

What also sets them apart from the competition is the product range. For example, MAX 

Burgers has its own "green menu", offering many vegetarian and vegan options such as 

burgers and salads. A vegan or vegetarian burger is not uncommon among competitors 

either, but they usually offer a much smaller selection (MAX Burgers AB, 2022 b). The 

company has been a committed climate protection advocate for years and began to show 

the CO2 footprint of all products on the menu as early as 2008 (Pfannschmidt-Wahl, 

2019). In 2008, MAX became the world's first fast-food restaurant chain to air-condition 

its menu and offset 100% of all emissions from the farmers' land to the diners' hands 

(Pfannschmidt-Wahl, 2019). They subsequently increased the number of vegetarian 

options fivefold, leading to further reductions in emissions (MAX Burgers AB, 2022 b). 

Today, more than 13 vegetarian and vegan options are a fixed part of the menu (MAX 

Burgers AB, 2022 c). For them to use only beef, bacon and chicken from Sweden is a 

matter of course (Pfannschmidt-Wahl, 2019). MAX is one of the nationwide burger chains 

that only serves meat from cows, chickens and pigs raised in Sweden (MAX Burgers AB, 

2022 c). 

Building on the introduction of plant-base green burgers in 2016, in June 2018 the 

company succeeded in offering a climate-positive menu (United Nations, 2019). Climate-

positive is defined as removing more climate gases than the value chain emits while 

reducing emissions as well (Bernoville, 2021). MAX Burgers makes sure to emit 110% of 

all the emissions they are causing (MAX Burgers AB, 2022 c). They ensure that every 

product on its menu is climate-positive by considering all emissions from the origin until 

the finished product as mentioned before and even including the customer's journey to 

and from the restaurant (Food Service, 2018). This required extensive efforts by the 

company to measure its entire footprint. Every dish on MAX Burger's menu has a CO2 

label to help customers better understand the climate impact of food and guide them to 

options with a lower carbon footprint (Food Service, 2018).  

MAX Burgers is the only fast-food chain in the world that compensates for its GHG 

emissions more than it emits (Sustainable Brands, 2018). The Swedish fast-food chain 

MAX Burgers, which describes itself as "carbon positive," served as a case study to 

achieve this goal (MAX Burgers AB, 2022 a). MAX Burgers measures the emissions of 

its products to achieve a climate-friendly burger. The all emissions from the farmer's land 
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to the guest's hand as well as the travel of guests and staff to and from the restaurants 

and the handling of waste generated at each meal are included (MAX Burgers AB, 2022 

e). Furthermore, they work hard to reduce emissions and add new approaches to 

continue to make reductions in their process and products and on top of that capture the 

equivalent of at least 110 % of emissions by planting trees. That means they go beyond 

WKH�ZRUOG¶V�RQO\�LQGHSHQGHQW�VWDQGDUG�IRU�FDUERQ�QHXWUDOLW\� - ISO 14021 (MAX Burgers 

AB, 2022 e). 

Supplementary, the burger chain has managed to switch to 100% wind-generated 

electricity in all Swedish shops and already sources 92% of its packaging from 

sustainable sources (United Nations, 2019).  Up to this point, the company had already 

been represented in several scientific studies, including sustainable communications 

(Ohlsson & Riihimäki, 2015) and the effects of carbon labelling menu (Babakhani et al., 

2020). As MAX invites other companies to join its carbon reduction journey, it makes a 

special effort to be as transparent and open as possible (MAX Burgers AB, 2022 b). Such 

an attitude enabled access to detailed information for this research project. 

5.1.2. CO2 compensation methods of MAX Burgers 

MAX Burgers relies on only one type of compensation, which they have been faithful to 

for years and which, in the eyes of founder Curt Bergfors, is the most effective (MAX 

Burgers AB, 2022 e). They plant trees or support various reforestation projects around 

the world because trees can compensate for CO2. As mentioned in Chapter Options to 

compensate for CO2 emissions, planting trees is one of the most commonly used 

methods to compensate for emissions. In doing so, they invest in more trees than would 

be necessary to neutralise their emissions, thereby creating CO2 positivity by 10%. They 

have been doing this kind of compensation for more than 10 years now and started it by 

planting trees in Africa (MAX Burgers AB, 2022 e). 

Whether it's generating 100% of its electricity from wind power, recycling frying oil, 

drastically minimising food waste in its restaurants, doing away with palm oil, or using 

only Swedish-produced beef, MAX puts a lot of effort into a sustainable behaviour and 

development (MAX Burgers AB, 2022 c). According to CEO Richard Bergfors, the carbon 

footprint of Swedish beef is far below the European average, its antibiotic load is the 

lowest in Europe, and Sweden is a pioneer in animal welfare (Wachholz, 2018). Then a 

review of cash flow and reparations converted into more tree planting.  



 

49 
 

More recently, MAX's carbon footprint benefited from an initiative launched in 2016 that 

added five new vegetarian and vegan options to its burger line-up under the title "The 

Green Family" - knowing full well that cattle farming is an extremely damaging factor in 

the carbon footprint (MAX Burgers AB, 2022 b). 

According to the founder, the Green Meals were a huge success from the start. Within 

two years, sales of the climate-friendly product segment increased by 900%. This has 

since contributed significantly to reducing MAX's CO2 emissions - by 10% less in 2016 

alone (MAX Burgers AB, 2022 b). Bergfors emphasises that this can only work because 

the "green" burgers are in no way inferior to the beef classics in terms of taste experience 

(MAX Burgers AB, 2022 b). MAX's stated goal is for every second dish sold to contain no 

beef by 2022. This alone would reduce MAX's CO2 emissions by 30% compared to 2015 

(Wachholz, 2018). 

MAX Burgers is communicating the CO2 emissions in an obvious way, as they are 

focused on making the customers aware of the situation with all the compensating stuff 

they are doing. They are having large posters visible for customers once entering the 

restaurants and further put them on their ordering monitors (MAX Burgers AB, 2022 c). 

5.1.3. Trends of customer behaviour of MAX Burgers 

Studies have shown that 22.7% of customers would not go to MAX next time and only 

11.3% of them would not recommend Max to their friends. However, 51.5% would advise 

their friends to go to MAX if they wanted to eat fast food (Du & Lu, 2014). Judging by the 

fact that MAX Burgers has been able to operate in such a way since the beginning of the 

business and has managed to become the leader in the Swedish market, it shows that 

the company has had an existing and loyal crowd of customers for years (MAX Burgers 

AB, 2022 c). 
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5.2. Analysis of interview data 

During this subchapter, the focus will be put on analysing the interviews that were 

conducted. As mentioned in the method chapter, the interview guide was structured 

according to the theoretical frameworks the study is based on. Because of that, the 

following parts will keep that order as well. First, the knowledge about CO2 emissions of 

the participants will be elaborated, leading to the knowledge about green marketing and 

following that the consumer behaviour. Afterwards, the stakeholder power will be a topic, 

finding out, where the participants see the power of the consumers. Subsequently to that, 

the conceptual framework will be used to analyse the different aspects included in it. 

5.2.1. CO2 emission knowledge 

When the question about CO2 emissions was asked, how important they would define 

sustainability for a business, all participants agreed that this is a very important topic, 

especially in the last years. All participants agreed at this point, which shows that today's 

society is aware of the consequences of unsustainable corporate behaviour for the 

environment and issues such as global warming. -HQQ\¶V�DQVZHU�LQFOXGHG�WKH�IROORZLQJ�

statement when being asked about the importance of sustainability for a company: 

³9HU\�LPSRUWDQW�EHFDXVH�WKH\�KDYH�D�JUHDW�LPSDFW�RQ�WKH�ZKROH�HQYLUonment. And 

,�WKLQN�ZLWKRXW�WKH�SRZHU�RI�EXVLQHVV��ZH�FDQ
W�UHDOO\�VWRS�WKH�FOLPDWH�FKDQJH�´ 

Karl contributed to that question by giving the following answer: 

³I think in the last year's it became more and more important. So, it's a topic, which 

is always news. And it's always getting more in the mind of the people. And yeah, 

I think, as we can see, the weather is changing, and it's good getting hotter on the 

earth. And I think the topic is very important, and it will increase its importance in 

the next few \HDUV�´ 

 The next question, which was one step more detailed and aimed at finding out whether 

the respondents are aware of what CO2 emissions mean, was not answered quite as 

clearly. Here, some of the participants said that they have a basic idea of what is 

described by this term, but that they are unsure whether this is correct. They were 

therefore asked for a definition in their own words, which was also given by all but one of 

the respondents, all of whom were found to be correct. Of course, the interview did not 

define as in textbooks, but all participants mentioned correct aspects of CO2 emissions. 

Jenny described them in the following way: 
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³They are emissions which are produced through all they are a side effect of the 

production and going up in the air and they contribute to the global warming. And 

the layer of the ozone layer is getting thinner and thinner. And thereby the global 

ZDUPLQJ�LV�DFFHOHUDWHG�´ 

Greenhouse gases, the ozone layer, global warming, the extinction of various animal and 

plant species and environmental pollution were sometimes mentioned. Following this 

question, participants were asked whether they saw any importance in offsetting these 

emissions. Here again, there was a clear answer, because without exception everyone 

agreed that this is necessary to prevent and slow down catastrophes such as climate 

change. Karl answered this question in the following way: 

³Yes, I do. I also know that a lot of a lot of companies try to compensate their 

emissions by for example, supporting projects, which, yeah, which tried to help 

reducing these emissions. And a lot of companies, for example, buy some papers, 

where they support these, these projects. And, for my own behaviour, I see that I 

try to avoid buying projects or buying products that which have a high footprint. 

And yes, I think it's getting more important for people and also for myself.´ 

5.2.2. Green marketing 

To investigate their knowledge regarding green marketing the participants were asked to 

state if they heard of that concept and if so if they are aware of the meaning. Everyone 

could imagine something under the name, as all the interviewees stated that they knew 

what marketing is and therefore guessed that green marketing is a marketing approach 

with a green or better sustainable approach. Bianca summarized it in the following way: 

³Oh, yes, if the marketing of green products, which are typically, as far as I know, 

referred to when, like, environmentally sustainable products are green products, 

and the marketing of said green products is green marketing�´ 

After a short discussion about the concept in almost all the interviews, there was an input 

about greenwashing, which is the risk going along with using green marketing. And this 

term was described as negative by the interview partners. Here the conversation 

developed in the direction of clarifying whether green marketing advertising could be 

trusted more by relying on stricter guidelines to create a higher basis of trust for 

statements from the companies. If there were stricter regulations that companies had to 

adhere to, this could prevent false facts and massive exaggerations from creating a false 
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lasting impression of companies. Besides one participant all the interviewees said that 

this would help them in their decision process, as now they are not trusting if they read a 

sustainable advertisement of a company, as there were too many cases where this just 

was not true and therefore they are very careful with trusting those statements. Bianca 

commented on greenwashing in the following way: 

³I suppose it would, because then there would be like an external factor, judging it 

and making sure that it was correct.´ 

Karl additionally commented on that by saying: 

³Yes, it would help. I think a lot of governments try to make some words there. But 

I think it's hard for customers to look through what really what they really do, and 

what is just telling and what is advertisement�´ 

However, Jim felt it was better if this was not the case. He founded his statement with the 

following explanation, after being asked if those stricter rules would help him trust those 

advertisements:  

³Not necessarily. I think it's nice to do the thinking part on your own to evaluate all 

that on your own and don't give that decision making to others. Because, too, I 

think it's good to be more conscious about what companies are saying. And not to 

give like all the framework away.´  

Suggestions from Theresa after being asked if it can be helpful to provide more 

guidelines, included: 

³Also let you have like, really good definitions, when they use some terms for some 

of these climates neutral and all these words, they're not really words. You can, 

yeah, label your product as carbon neutral. No one knows what it is what you did. 

And so, it would be really helpful and say some words.´ 

So there also seems to be the problem of not having enough knowledge to understand 

green marketing strategies in some examples because of the lack of knowledge about 

some expressions. Another impression given by Maria supported that opinion and asks 

for more transparency:  

³Yeah, I think there have to be stricter rules for those marketing claims in order to 

for the consumers to be able to decide whether it's environmentally friendly or not. 
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And I think then you should always communicate why your product is more 

greener, and what consumers can do with the choice of choosing this product 

instead of another product. So that consumers have to transparency, what their 

purchase is, what the impacts are.´ 

Furthermore, the participants were asked to state, if they see green marketing as an 

important way for companies to communicate sustainable behaviour. Here, again, the 

majority agreed that it is an important tool, but many interviewees mentioned, that it would 

be even better if there were regulations to prevent the wrong use of this form of marketing. 

Jenny summarized it in the following way:  

³Yes, I think so. Because we are daily surrounded by commercials. And thereby 

even people which are not aware of the importance of climate change are getting 

the feeling of the urgency, which we are, which we have currently. So, I think green 

marketing is very important, because they show us how every company has to do 

their job to really contribute to saving the climate or the world.´ 

5.2.3. Consumer behaviour 

The next questions focused on the consumer behaviour of the participants. When being 

asked if their behaviour changed in the last years the majority stated that they noticed 

different kinds of changes. Those included a different type of financial stability, as they 

either went from a student status with a low budget to a working position, which gave 

them more financial stability and more power in their choices as they had more options 

to choose from and could take more aspects into their consideration. Just as it was in 

%LDQFD¶V�FDVH� 

³I would say I have, I don't know, I have more money to spend, which sounds like 

I don't know how to say it. But I am willing to pay more for what I think is better 

products. Which probably has to do a lot with the fact that I'm getting older. And 

also it's what I spend, I spend my own money so I can prioritize as I see it.´ 

Or they went from living at home with their parents and not having to pay for purchases 

themselves to their household, with a smaller budget for expenses and therefore their 

choices got more limited. That statement gets supported by what Jim had to say: 

³Yeah. So OLNH��ZKHQ�,�PRYHG�RXW� IURP�P\�SDUHQWV¶�KRXVH�WR�WKH�VWDJH�ZKHUH� ,�

studied, I think there's the price factors become more important because I have to 
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get all the stuff on my own now. So that's why I tend to go for the cheaper products, 

even though I know that they probably aren't not better, but feel better for newbies 

that are cheaper, but have some maybe some bigger negative influence on the 

environment. And also, during the last year of COVID. Also, I think COVID also 

has changed what I consume and how I consume products.´ 

Generally, a majority stated, that sustainable aspects are more present when deciding on 

specific products. For this, different examples were given, such as trying to avoid meat 

products and look for plant-based alternatives, as this helps reduce factory farming where 

animals are kept under cruel conditions and additionally plant-based options tend to have 

a lower carbon footprint. Furthermore, the participants mentioned that they are trying to 

buy more local and seasonal products that do not need to be transported over long 

distances, as this supports local businesses and farmers on the one hand and on the 

other hand there are not that many emissions caused by the long transport. It was 

mentioned by one participant, Leonie, that her behaviour changed massively:  

³I changed, like, from eating everything to vegetarian. And yeah, since I'm, like, 

buying my food on myself, not my mom anymore. I'm also trying to buy as I like, 

to, or regional.´ 

Another interviewee, Jenny, summarised the change in her behaviour with the following 

words:  

³Of course, I think five years ago, I was eating a lot of meat, I was not aware of 

what I'm eating I was, I didn't care about how many plastic bags I was using, I did 

not want to be considered as ECO or something. And it changed. I'm more aware 

of where we are living what nature is giving us and more appreciating it and tried 

to save it instead of destroying the whole climate or a world where we are living in 

and it's I'm always trying to get better. And I know there's a long way to go because 

I'm still not perfect. But I think it's more about trying to do some small steps instead 

of reducing everything we are consuming. So, I'm just appreciating what I'm doing 

now and trying to be better in the future.´. 

5.2.4. Stakeholder power 

To investigate the stakeholder power of the participants it was asked if they think they as 

a customer have any power of influencing a company. It was agreed upon by the 

interviewees that they as an individual could not influence the company to a major extent, 
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but if more people tried to achieve changes and for example demanded increasingly more 

vegetarian and vegan options this would send signals to the company and let them know, 

that the consumers are demanding more of those goods.  

³I think I can even show you my experience like, I'm now like three, four- or five-

years vegetarian, and my friends tried to do, or to buy the same things as I am. 

And they considered it as, yeah, they didn't need them the meet, and they saw that 

more options were available in the stores.´� 

Puts that opinion into words from -HQQ\¶V point of view. A very similar statement given by 

another participant, Theresa, was the following:  

³Not me individually, but I would say are the customers. Yeah, definitely, I would 

say the best example is the, I don't know these alternatives for me products, 

because like a lot of people, ask for them or want to buy them. So, we have them 

now in a supermarket and a lot of them. So yeah, definitely.´� 

Which underlines the same main reasons. Adding to that another participant, Jim, 

mentioned, that the customer has power but simply just by demanding products or letting 

a company run out of business. He stated that consumers cannot decide in what direction 

the product range develops. Jim said: 

³:HOO��LI�D�FRPSDQ\�KDV�QR�FXVWRPHUV��WKHQ�WKH\
UH�UXQQLQJ�RXW�RI�EXVLQHVV��$QG�

so, the power of the consumer is actually pretty huge. But I think that personally, 

on my own, I don't think that I can do very much, but I, if I stopped using a product, 

or if I decide to go with another company, then the reason I do that is not because 

I want to kind of have some power over company or whatever. It's just because I 

decided to do something different. And then I didn't really think about I want to, 

because I don't think about why I do this, in terms of I want to really change the 

company or whatever. But because I want to change the product, because I think 

it's better for me, so I go with a product or service fits my needs best. That changes 

and I go for a different product, and the company has to deal with it on their own. 

$QG�,�GRQ
W�FDUH�DERXW�WKDW�´ 
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5.2.5. Questions regarding the conceptual framework 

During this chapter, the conceptual framework built in previous chapters will be 

investigated and the statements from the interviews will be categorised into the framework 

to find out, what influences the customer behaviour with the example of MAX Burgers. 

5.2.5.1. Level one 

On the first level of the conceptual framework built and elaborated in the theoretical 

framework of this thesis are the physical environment, the food quality, customer service 

and price fairness.  

Starting with the physical environment, the participants were asked to describe what 

catches their attention when entering a MAX Burgers restaurant and how they would 

describe it. The most given answers included the interior itself, meaning the way the 

restaurant looks from the inside, just like the old-fashioned style of the furniture, the 

frequent usage of the colour white and the uniforms of the employees that reminded some 

participants of American diners in the 50s. Frieda for example described it with those 

words: 

³The whole design maybe catches my attention. I would say the have a kind of old-

fashioned design in their restaurants, but on the other hand are quite modern with 

the ordering monitors.´ 

Only a few people mentioned the advertisements in different forms just as posters about 

their CO2 emissions and sustainable behaviour in the restaurant. It was noticeable that 

mostly Swedish people noticed that and a possible reason for that might be, that the 

participants who are not able to understand Swedish did not pay attention to posters with 

Swedish explanations or advertisements on them, as they would not be able to 

understand it anyway. Emilia for example mentioned, that she is not able to understand 

Swedish and therefore never paid attention to Swedish advertisements, so she saw the 

posters but never tried to read what it says, as there is no English version included. 

The question regarding the food quality was answered by almost all the interviewees with 

the feedback, that the taste is very nice, the products taste fresh and especially the non-

meat products convince with their taste. Even for non-vegetarians and vegans, the meat-

free options tasted better than the options with meat, which results in good feedback to 

that question. Jens, who is a non-vegetarian himself, still enjoys those options better: 
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³The plant-based burgers were better than expected and even tasted better than 

the cheeseburger.´ 

However, a minority responded, that they recently either witnessed issues with some 

products, as they were returned while the interviewee waited for their food to be ready or 

had issues with the products themselves. One participant shared the information, that 

during the last two visits she had issues with the food. During the interview, Bianca stated 

this concerning the food quality:  

³Well, if you would have asked me a week ago, I would have said, great. Ah, in the 

last week, I've actually been to MAX twice in the last week, which is a lot to me, I 

normally don't do that. But I'm like, had to return both times. So, I would say 

average.´� 

When asked about what actual issues she was faced with, she UHVSRQGHG��³Well, the first 

time to chicken was not cooked.´�which is a serious problem considering the risks this 

has when being consumed. 

Regarding the customer service, all the participants gave similar answers, which 

included, that there is not much interaction between the employees and the customer. As 

the whole ordering process of the food got outsourced so to say as there is no contact 

with the human employees, but there are computer terminals where this can be done. 

The only touchpoint for a regular ordering process is when the food is handed out by the 

employees, but most of the time this also does not need any interaction besides that. One 

of the participants, Bianca, included in the answer, that there were issues with her food 

recently. As it was taken for take-away she could not complain in the restaurant but had 

to write an email about the situation. The online customer service answered quickly and 

refunded the money for the order. Bianca stated: 

³I would think good. They are. I mean, all the ones I met are nice service minded 

people in the restaurant. I did send a complaint about the chicken and like the first 

customer service person answered like within 20 minutes, which was really good, 

and like send it to the one who was supposed to compensated for it. And then they 

sent me an email so we say good, and I think they are, they seem to be quite quick, 

which is good.´ 
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So, judging from that interaction as well as from the in-store interaction with the 

employees, the customer service can be described as fast, polite and helpful. 

The last aspect of the first level the interview participants were asked about was the price 

fairness of the products at MAX Burgers. The most common answer given was that the 

price range is a bit higher compared to the competition, just like Burger King or 

0F'RQDOG¶V��EXW� LW� LV� VWLOO� LQ�D� UDQJH�ZKHUH� LW� LV�QRW�RYHUSULFHG��)XUWKHUPRUH�� the non-

Swedish participants answered, that Sweden is, in general, more expensive than 

Germany, Austria or other countries and therefore the slightly higher prices seemed 

normal for a Swedish fast-food chain. In general, all of the interviewees agreed on 

declaring the prices fair. Jim commented on it in the following way: 

³I think taking the Swedish price level and I think it's pretty fair price of course what 

it's more than what I'm used to in Germany, but so is anything else in Sweden. So, 

I think that the prices are just justified.´ 

5.2.5.2. Level two 

For the second level of the conceptual framework, there is word-of-mouth, which is 

formed by the four aspects elaborated above. 

For word-of-mouth the participants were asked if they could remember a moment, when 

someone recommended the company MAX Burgers to them and what the reasons were 

for them to point that fast-food chain out. A repeatedly given answer was that Swedish 

people recommended the chain at some point, either at the university, at the night club 

or just during weekend activities it was suggested to go there.  

Some of the participants also stated, that they would not have gone to that burger place 

if it was not because of recommendations, which fits the principle of commitment. To fund 

that statement Maria said that she would stick to restaurant brands she knows and would 

go there because they know the quality and the options there.  

³But when I arrived in Sweden, somebody said that MAX Burgers is great, and it 

tastes good. And that we should try it. So that was the reason we went there. 

Without the recommendation I would have probably gone to a place I knew before.´ 

For them to try something unfamiliar needs to be based on recommendations, otherwise, 

the risk for them of getting disappointed would not be worth it. Therefore, the word-of 

mouth is a topic that is important for MAX Burgers. Furthermore, because people going 
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on holidays to Sweden would unlikely watch Swedish television or read Swedish 

newspapers, where advertisement could reach them. So, for tourists getting 

recommendations for MAX is important because this influences their decision. One of the 

Swedish participants mentioned that she has not received any recommendation for the 

brand but rather gave them, as she has a good impression of the company and therefore 

wants to make people aware that it is a restaurant that should be supported. This shows, 

that the nationality is in that respect decisive, as the Swedish participants know the brand 

and are not dependent of recommendations, word-of-mouth or social influence. The 

whole concept of people trusting recommendations additionally goes along with the 

principle of consensus of the six principles of influence. It fulfils it because people are 

more likely to do something, so they want to try it too. 

5.2.5.3. Level three 

The third stage of the conceptual framework consists of sustainability communication, 

social influence, brand prestige, price-quality inference, value and brand consciousness 

and personal gratification. 

The first aspect to focus on the third level is the sustainability communication the company 

is performing within the restaurants. The participants were asked to state what they think 

about the advertisements in the restaurants about their CO2 emissions and if that is 

something they find annoying or rather helpful. Many participants, that were non-Swedish, 

said, that they never focused on those posters, as it is only written in Swedish, and they 

would not be able to understand them anyway, which was already mentioned previously 

by naming a comment of Emilia. Also, for the advertisements itself, a lot of the 

interviewees demanded that it would be more visible if they gave comparisons for their 

compensations, for example saying how much someone could drive with their car when 

deciding to go for a product with lower CO2 emissions. Bianca mentioned during her 

interview: 

³I'm well educated on different sustainability aspects, I would say. So I know what 

they mean. I haven't really, like thought about if they have clear information on 

what it means that they are saying. So if they say how much CO2 emissions, for 

example, there is for the burgers, I don't know, if they like, compare it to something. 

So if you weren't that aware, you would be able to understand it. And if they don't 

do that, then I think that would be a good thing that�´ 
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Additionally, this gets influenced by the word-of-mouth communication form elaborated in 

the previous subchapter and the goal was to find out if the sustainable approach that MAX 

Burgers has is something that spreads via word of mouth. When being asked what the 

reasons were that people, recommending MAX to the participants, mentioned, the green 

behaviour was only stated a few times. The majority of the interviewees mentioned other 

factors worth a recommendation, but not their efforts in regard to sustainability. Theresa 

here said: 

³Say in Sweden, a lot of people talked about next burgers. And yeah, I would say 

they said that they are like they're really good food. Also, these vegetarian and 

vegan options, like a lot of them, and they are really nice. So that's what they told 

me�´ 

Furthermore, not all of the participants were even aware of their approaches for a more 

sustainable company, which is why they would not recommend the company because of 

this reason as well. 

To find out what social influence the participants have in their social environment it was 

asked to state, what influencing factors they could name on their demand. That means, 

that the participants should answer if anyone is involved in the process of their purchase 

or decision towards a product. As for influencing factors, the participants named social 

media, as influencers introducing new products or sharing their experiences and motivate 

to try new things. Another influencing factor that was frequently mentioned is friends and 

family. Through a regular exchange of information and experiences, the participants said 

that they felt more motivated to try unknown things. So, bringing it to the example of MAX 

Burgers, most of the non-Swedish answered, that the reason for them trying the to them 

unknown burger brand was based on the recommendation of friends. One interviewee, 

Jens, stated:  

³Yeah, I was in Sweden before on the road trip to flume and we saw MAX burgers 

there as well. But we didn't want to try it. Because we didn't know it. But with the 

recommended recommendation of a friend. There was the thinking hey, why don't 

we try it this time and it really was a great experience.´ 

Saying he was in Sweden before and saw MAX Burgers, but as he did not know it by then 

he did not want to try it. What the participant stated here also goes along with the 

principles of influence according to Peek (2021). It fulfils the approach of commitment, 
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meaning that someone who has committed to a specific brand is more likely to stick with 

the product instead of trying something new, at least as long as they are happy and 

satisfied. Concluding this means that it is even harder for MAX Burgers to attract non-

Swedish customers, as those tend to go to the brands they know and not try something 

unknown. 

To find out more about the brand prestige amongst the participants, they were asked to 

state their overall impression of the company. The most given answers included 

statements such as good quality, fair prices, and better taste than the competition. One 

participant, Bianca stated:  

³I mean, I like the fact I like the thought of that is Swedish and that is from the north 

of Sweden and that it's, like, built its way, all the way down to the southern Sweden 

and they're quite popular >«@ is quite interesting that McDonald's is such like a big 

American brand has to take a step back and the Swedish brand was able to take 

that place.´� 

MAX burgers have a good reputation all over which can be summarised here, as the 

answers were similar enough. 

Next, the price-quality inference is a measurement on the third level of the framework. 

When being asked to rate the inference, once again all of the participants agreed, that it 

is fair, and they are willing to pay that amount of money for those products. Maria 

commented on this question with the following statement: 

³I think it's okay. I mean, it's still a fast food chain, and you can't expect high quality 

premium food. But that's, I mean, you have to see that Sweden is in general, a bit 

more expensive. So if the prices were the same in Germany, you would say okay, 

that's too much for fast food chain, but he in Sweden, it's okay.´ 

However, there is still room to improve that, as the price-quality inference was described 

by many as good and satisfying but not great and more than just fulfilling the expectations. 

Of course, this is easy to say in theory but hard or even impossible to implement for 

companies in reality, as there are always costs connected to the prices and therefore it is 

not that easy to just lower the prices, to make the quality-price inference better.  

The next aspect summarizes two aspects at once namely the value and the brand 

consciousness. For this part of the framework, it was about finding out, to what extent the 



 

62 
 

participants are aware of the value and the brand itself. It became apparent, that most of 

the participants never thought about the brand MAX burgers as such, but just enjoyed the 

taste and the product range and did not let the brand as such influence their decision. 

Contrasting to that some of the Swedish participants stated, that they are aware of the 

brand and the value of the company, as they kind of grew up with the company. They 

value, that it is a Swedish company, founded in Sweden almost 60 years ago and still 

under the leadership of the family that founded it. This convinced the participants to 

support the business. Also, the fact, that the company gets their products from Swedish 

sources like farmers, butchers and sellers, in general, is for many of the participants a 

sign of a good brand philosophy and therefore support it. Frieda said: 

³I like to support them. I like the philosophy of them being climate positive and 

really trying to change something with avoiding plastic and many other efforts. I 

like the fact, that they are a Swedish company who supports the Swedish economy 

as they are using meat and products that come from the country. So I have a good 

impression of them overall.´ 

The last aspect to focus on at the third level is personal gratification. Here the focus was 

put on finding out if there is any personal connection to the company. The participants 

that identified as Swedish were asked if they had any personal connection to the brand. 

Most of the non-Swedish participants were left out for this question, as there will not be 

any connection as such if the person is only aware of the company for a short period of 

time. However, the asked people stated, that they had a personal connection by knowing 

people that work for MAX Burgers and therefore have a connection from their social 

environment. Also, some said, that they connect it to their childhood memories if they 

used to visit the chain with their family. Bianca commented on the personal connection to 

the brand with the following words: 

³I have, like a colleague at work who also work at MAX. But other than that, no�´ 

5.2.5.4. Level four 

The fourth level of the framework describes the attitude towards sustainable behaviour. 

The attitude towards the sustainable behaviour of the interview partners was tested by 

asking how they would rate sustainable behaviour for companies and additionally by 

asking how their demand has changed in the last years. The goal was to receive answers 

in regard to a more sustainable behaviour in the demand, and most of the participants 
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said that this was the case for them, so that their demand developed to a more sustainable 

approach. When being asked about the importance of sustainable behaviour for 

companies all the participants answered that they would define it as very important. One 

of the interviewees, Antonio, stated:  

´I would consider it as important. The topic is getting more important by time and 

you can also see that the youth is very interested in it. So I think it is very important 

that companies think about their sustainability and that they work with it. We can 

also see it in the HR sector, for example, a lot of applicants asked me all the time 

how sustainable the company is, and I need to show them the strategy very often.´� 

This statement shows the relevance of the topic in nowadays society. One comment by 

Jens represented a slightly similar opinion by saying  

³I think it's a pretty important part of the businesses. But first, they should focus on 

the product itself. And if the sustainability comes with it, it's great. But yeah, it's not 

so important for me.´� 

This shows that the topic of sustainability is still seen as very important by that person, 

but they think, it nevertheless should not be the main focus of the business, as the 

products themselves and the quality of those should be the most important thing to 

consider during the production and value chain. And if the sustainability aspect is 

considered in this as well it is a plus, but it is not mandatory. When it comes to the 

personal choices and the focus on sustainability, only some participants, which were the 

clear minority, take the price factor more into consideration. They either said, that they 

now as a student are looking for cheaper products than the ones, they purchased when 

living with their families and not having to pay for everything by themselves. Or they said 

that they have started a job after being done with university and are more financially 

independent and are because of that treating themselves to more expensive products. 

That also goes along with the sustainable aspect, as was stated before, because 

sustainable products tend to be more expensive. Only some participants stated that they 

would not say that their behaviour in regard to demand has changed in the last years and 

that they still consume the same products as they have for a while. They are just used to 

the products and know them and do not want to change their patterns in any way, which 

also means that a sustainable point of view does not concern them too much. Finn stated 

here: 
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³I would not say so, no. As I said I tend to purchase the same products we have at 

home all the time as we are used to it. So, I do not look for any other products, just 

for example if I need milk, I get the milk I know�´ 

5.2.5.5. Level five 

On the fifth and penultimate level is the intention to purchase which combines all of the 

factors considered in the previous steps of the model. For the interviewees to purchase 

a meal at MAX Burgers, the most important features of the previous levels need to be 

fulfilled to a satisfying amount, as those shape the attitude towards sustainable behaviour 

which is important for the intention to purchase. 

To answer the question about the purchase intention in the interviews, the participants 

were asked to state what their reasons are for choosing MAX instead of competitors. 

Charlotte answered, that for her personally, the reasons for choosing MAX include the 

larger range of options to choose from. She appreciates the meatless options and feels 

like she has a wider variety of products compared to other brands. Alina agreed with that 

opinion and added, that another reason for her to choose MAX is that the chain so far 

does not exist in Germany, where she currently lives. Therefore, she wanted to be able 

to go there as often as possible and decided because of that to eat at MAX instead of 

competition places. Claudia commented on the question in the following way: 

³I think that it tastes better so at least the vegetarian options. And there were more 

vegetarian options, so you have a lot of options to choose from. At other 

restaurants there are only like two or three options for vegetarians, but at MAX 

Burgers there are a lot and yeah, it's also with the CO2 emissions and yeah, I think 

that's why I mainly chose them.´ 

Jens had the following opinion on that question: 

³They're only local in Sweden. So, I just wanted to try it. So, it's cool to try local 

food brands and friends recommended so I just wanted to try it as well.´ 

5.2.5.6. Level six 

The sixth and final level leads to sustainable consumer behaviour, which combines the 

factors mentioned during the previous stages of the framework. The main focus of this 

thesis is to investigate more about the influencing factors on the consumer behaviour, 

especially in regard to the CO2 compensation strategy of companies, which can be seen 
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in the research questions as well. To repeat the research questions this dissertation is 

putting the focus on those are ³What are the effects of a CO2 compensation strategy of 

a company on the customer base?´�$QG ³+RZ�LV�WKH�&2��ODEHO�DQG�FRPSHQVDWLRQ�PRGHOV�

perceived by consumers to communicate sustainability? And do the CO2 have any effect 

on the FRQVXPHU� EX\LQJ� GHFLVLRQ"´� It is assumed that the on the previous levels 

mentioned factors have an impact on sustainable consumer behaviour. To touch upon 

that level, it was asked, if the participants consider the CO2 emissions their food causes 

when eating at a fast-food restaurant. Here all the interviewees answered that they do 

not consider that in their decision process, rather the origin of the products, if the animals 

were kept under good conditions for example. The goals are to investigate, whether the 

factors on the previous levels are really all necessary and are taken into consideration for 

sustainable consumer behaviour. This will be compared and discussed in the subsequent 

chapter, the discussion and comparison.  
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6. Discussion and Comparison 

In this chapter, the findings will be compared with the literature and either confirmed or 

denied with giving explanations on the decision. 

6.1. CO2 emission knowledge 

Regarding the knowledge of CO2 emissions, it can be said that in most cases the 

participants knew what was meant by this, but a clear definition according to Eurostat 

(2017) or Britannica, The Editors of Encyclopaedia (2021) could not be provided by any 

of the participants. This highlighted the need to address Chapter 2. in the context of this 

thesis. The importance as described by Matasci et al. (2021) at the beginning was 

confirmed by the interview participants. They define sustainability as particularly 

important in today's world and believe that companies should focus on it. CO2 emissions 

were discussed, as they are the main cause of global warming and compensation is 

therefore considered very important. 

6.2. Green marketing 

On the topic of green marketing, Mitra and Masunda's (2019) statement that there is a 

high risk of greenwashing associated with the concept can be confirmed. As already 

mentioned in the findings, the negative example came up in all interviews, which shows 

that the marketing concept itself is very negatively tainted. It turned out that even though 

some participants noticed the information about the company's CO2 offsetting, some 

simply did not believe these promises. This was because these participants assumed that 

this must be greenwashing and did not investigate it further. This form of sustainable 

communication with the customers seems to be only semi-successful because a large 

percentage simply think of greenwashing with such communication strategies and do not 

believe the information to be true. 

6.3. Consumer behaviour 

Regarding consumer behaviour, the following can be stated, namely that Peek's (2021) 

six principles of influence can only be classified as partially applicable. Reciprocity could 

not be applied to the interview material. Commitment, on the other hand, did, as 

interviewees reported that they are convinced of the products and services of MAX and 

will therefore always eat at this chain again. Consensus, authority, and liking can be 

summarized as they are all about satisfied customers talking about it and sharing their 

satisfaction with their social environment, which then leads to other people also trying the 

restaurant based on this recommendation. For the participants, however, the similar 



 

67 
 

demographics, as well as the authority role of the person who made the recommendation, 

did not play a role in the decision-making process. Scarcity could not be demonstrated in 

the context of this work. 

Furthermore, the concept of CnSR could be used within the thesis as well. As Quazi et 

al. (2016) argue, socially responsible consumers want their consumption to have as little 

negative effects as possible and are therefore taking this into consideration. Many 

participants said that they are focusing on purchasing better products, not only about CO2 

emissions, but also regarding the quality and production circumstances. Therefore, this 

concept can supported with the statements that were given during the interviews which 

can be seen in the findings chapter. 

6.4. Stakeholder power 

In terms of consumer stakeholder power, the statement on which Garvare and Johansson 

(2010), Amran et al. (2015), and Perrigot et al. (2021) agree can be confirmed. This states 

that companies should pay attention to customer demands and align decision-making 

processes with consumer demands to achieve long-term success. The participants 

believed that although a single customer has no power and has no influence on a 

company's offerings if several people join and demand different products or demand 

some products specifically, that will lead to changes in the company's offerings. Here, the 

statement that customers have the purchasing power and can do a lot with it was 

important. However, the participants agreed that consumer stakeholder power can only 

be used for company product variation and has no influence on a company's behaviour. 

6.5. Comments on the conceptual framework 

For the thesis the conceptual framework, which was developed in previous chapters, was 

changed to fit the purpose better. This could be done after analysing the data collected 

from the interviews. 
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Figure 4 

Developed Conceptual Framework 

 
Source: Own representation according to the findings presented in the analysis 

When investigating the data collected from the interviews it became apparent, that not all 

the factors of the conceptual model seem to be relevant to the consumer behaviour, at 

least not in the case of MAX Burgers. On the first level of the conceptual framework, 

according to Hanaysha and Pech (2018), there is the influence of the customer service. 

For the case of this thesis, this does not seem to play such a great role. Most of the 

participants said, that for them the customer service does not influence their behaviour, 

as for the company MAX burgers there is not much customer service, besides the 

interaction of giving out the food. This thesis, therefore, disagrees with that opinion and 

for the purpose of a developed conceptual framework, the customer service can be left 

out. Furthermore, for the case used in this dissertation, the physical environment, which 

Hanaysha and Pech (2018) define as essential for word-of-mouth, can be left out as well. 

Many responses of participants agreed that they do not recognize anything special when 

they enter a restaurant of MAX, even though the furnishing is different from competitors. 

At least for the interviewees of this thesis, this does not influence their decision at all, 

which is why it is left out just as the customer service for the developed conceptual 

framework which can be seen in Figure 4. On the other hand, participants considered the 

quality of the food and the fairness of the prices to be very important in their decision-

making process, with a tendency for the quality of the food to have the greatest impact 

on the decision. This is also the reason why this box is shown larger in Figure 4 to 

emphasise its importance. In these two points, the approach of Hanaysha and Pech 

(2018) was confirmed. In addition, the statement by Li and Kallas (2021) can be 

confirmed, who claim that people are generally willing to spend more on more sustainable 

products. This was confirmed by the interviews, in which many respondents stated that 
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they consider the price to be somewhat higher than that of comparable competitors, but 

that they will accept this price if the products are better in many respects. In this case, 

this includes taste, quality, and sustainability. 

For Levels 2, 3 and 4 there are different options, mostly depending on the nationality of 

the participants, which was mentioned during the analysis chapter, because of the 

familiarity with the fast-food chain MAX. Starting with the first one, participants answered, 

that they are solely happy with the food quality and the prices and there are no further 

influencing factors on their purchase decision, so they skip Levels 2-4 and have the 

intention to purchase right away. Sustainability does not affect their behaviour either, why 

it was decided to keep that in brackets in Figure 4. Thus, on the one hand, these answers 

contradict Hanaysha and Pech (2018), as word-of-mouth does not enter the process. 

Furthermore, it cannot be agreed with Phau et al. (2009), which is decisive for the third 

stage of the model, which is also skipped. Furthermore, this variant also skips level 4 

according to Xue et al. (2021), which is why this approach also contradicts these authors. 

It can therefore be stated here that levels 2-4 were not decisive for each of the 16 

participants and had an influence on consumer behaviour, which is to be clarified by the 

newly inserted arrow, which can be seen in Figure 4. It is also noticeable that no 

sustainable approach is considered in the decision-making process. Contrary to what 

ClimateAction (2021) argues, it can be seen from this that the demand for more 

sustainable products is not great enough, at least for some of the interview participants, 

to integrate it into the decision-making process and select the products or the company 

accordingly.  

The second variant, where the participants did not skip the three levels, was mainly 

reported as such by non-Swedish respondents. Word-of-mouth played a role on the 

second level, as the company would otherwise have been unknown, and the majority said 

that without a recommendation they would not have tried the burger joint but would rather 

have gone to a chain they knew. This confirms the theory of Hanaysha and Pech (2018). 

Word-of-mouth communication then led to the third stage of consumer behaviour. Here, 

the participants predominantly named three points that were considered influential for the 

process. These are sustainability communication, social influence, and price-quality 

inference. Brand prestige, value and brand consciousness and personal gratification are 

therefore no longer used in this case study, in contrast to the literature presented by Phau 

et al. (2009). Social influence, on the other hand, is considered influential by both Phau 
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et al. (2009) and Xue et al. (2021), which can also be confirmed by the observations of 

the interviews. Xue et al. (2021) state in their framework that social influence together 

with other aspects that are not relevant to this thesis lead to an attitude toward fast food. 

This can neither be confirmed nor refuted by the research within the framework of the 

thesis, as this was not the research objective of the dissertation. However, on the fourth 

level of the conceptual framework, an attitude towards sustainable behaviour was 

demonstrated, which has a similar statement in terms of attitude as the framework by Xue 

et al. (2021). 

The two options just presented, which represent most respondents come together again 

at the fifth stage of the framework. Each of the participants mentioned an intention to 

purchase, which was mainly based on the first level for the Swedish respondents and 

different aspects of levels 1-4 for the international respondents. However, all agreed that 

it is the purchase intention that leads to consumer behaviour. At level 6 of the framework, 

the term sustainable was intentionally placed in brackets, as this is the goal of the 

conceptual framework, but not all participants spoke about including a sustainable aspect 

in their consumption process. For this reason, sustainability can only be partially fulfilled. 

For example, among the participants who jumped directly from level 1 to level 5, a 

sustainable approach does not apply. Since the points of intention and behaviour were 

confirmed by all interviewees, the model of the theory of reasoned action and planned 

behaviour according to Ajzen (2020) and Ajzen and Fishbein (2014) proves this. This 

sequence was derived from this and can be confirmed by the survey of various interview 

participants. 

Not all points in the framework applied to each of the respondents. For example, there 

were cases where participants rated sustainability communication as irrelevant at the 

third level and skipped level 4, as this did not influence their decision. 

In summarizing, on the first Level the aspects of the physical environment and customer 

service were left out and on the third level brand prestige, value- and brand-conscious as 

well as personal gratification could be made redundant. 
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7. Conclusion 

This chapter presents the conclusions and the theoretical and practical contributions. It 

also presents the limitations and critical considerations and finally makes 

recommendations for future research. 

7.1.  Conclusion 

The purpose of this study was to understand the effects of a CO2 compensation strategy 

of a company on the customer base. To conclude here it can be said that this is dependant 

on the knowledge and personal interest in the field of sustainability of the consumer, but 

in general there is an increasing demand for sustainable options. Moreover, it was about 

exploring, how the labelling of CO2 emission and compensation models are perceived 

and understood as sustainability communication by consumers. Concluding this it can be 

stated that there are conditions to be fulfilled for the customer to be able to fully 

understand the sustainability communication. This will be elaborated in more detail in the 

following paragraph. 

From the analysis and discussion, it can be concluded that, contrary to what is stated in 

the literature, product sustainability is not yet inextricably interwoven with the consumer 

decision-making process. Although it could be found that all interviewees classify 

sustainability as a very important point for companies and in general, in very few cases 

they also project this aspect on their activities and decision-making processes. To 

counteract this, some approaches were compiled under 7.3 Managerial implications to 

make the sustainability aspect more present for the customers. 

In addition, it could be concluded that, at least at present, the quality of the product and 

the price still have a far greater influence on the decision than customer service or the 

physical environment. Of course, this does not mean that these points can be completely 

neglected, but price and quality are more influential. 

What can also be concluded is that the type of sustainability communication largely 

determines how customers perceive and value this green marketing measure. Since the 

language barrier and the resulting lack of interest in the sustainable communication tools 

became clear to some of the interviewees, it can be deduced that it is essential for 

effective communication that the customers who are to be addressed can clearly 

understand the messages. Not only the language barrier was noticeable here, but also 

the lack of background knowledge was partly a decisive reason why the interviewees 
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could not understand the messages in the form of sustainable communication and thus 

did not change their decision. 

A conclusion that can also be drawn is that some of the participants know and understand 

the topic of sustainability in principle, but do not project this on their actions and thus do 

not pay attention to it when making purchasing decisions. This means that they are aware 

of the information and can understand it, but they do not use this information to change 

their lives and demand patterns. In a concrete example, this means that the customer 

notices that a product produces less CO2 and would therefore be more environmentally 

friendly but does not take this into account and bases his purchase decision solely on 

other factors. 

7.2. Theoretical contribution 

The theoretical contribution of this work becomes particularly clear when looking at the 

further developed conceptual framework, which is based on various authors. In particular, 

the account of Phau et al. (2009) could be refuted, which could also be because this 

model is already 13 years old and the needs and demands of customers have changed 

massively in the meantime. Another contribution to the theory is the change of the first 

level from four to two categories, which seems sufficient according to the results of the 

work. It, therefore, simplifies the approach of Hanaysha and Pech (2018) who base the 

whole thing on four characteristics. 

To the best of the authors' knowledge, there is a gap in previous research on the practices 

of companies in the food industry regarding environmental sustainability and the 

representation of the reception of these practices by consumers (Winters, 2022). 

7.3. Managerial Implications 

During the interviews conducted as part of this thesis, the participants mentioned various 

approaches and potentials for improvement that they would identify for MAX. On the one 

hand, it was often mentioned that a more detailed explanation of the CO2 compensation 

measures that are advertised in various ways would help. This refers to the fact that MAX 

openly advertises that they offset the CO2 emissions of their products, and even more, 

and can thus offer climate-positive products. However, one must specifically look for an 

explanation of what exactly this means and how this is achieved. The interviewees 

frequently mentioned that it would help them if, for example, the order monitors not only 

indicated which products had a particularly low CO2 balance but also included information 
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that better illustrated and explained the whole thing. In this way, customers who have not 

yet dealt with emissions and the associated consequences would also be able to relate 

to them and understand the importance better. 

The advertising posters were also rated as in need of improvement by some of the 

interview participants. As not all interviewees can understand Swedish, they remarked 

that they have never paid attention to the posters that contain information about the 

sustainability aspects of the company. It would therefore help if the posters also contained 

English explanations, as this would enable them to be understood by a larger number of 

people. The communication strategy is therefore missing its mark here, simply because 

the language barrier has not yet been circumvented. 

Another recommendation for the company was to reduce waste production by 

employees. A few of the interviewees observed that customers are asked whether they 

want the complete receipt or whether a printout of the order number is sufficient, which 

reduces waste production. However, a slip with the order is printed out behind the counter 

for the staff so that they can compile the order and check it for completeness. The 

question here is whether this paper printout is necessary or whether this process can be 

replaced, for example, by electronic devices that display the order. 

Another recommendation that was mentioned in some interviews also relates to waste 

reduction, but in a different place in the company. This is about serving food wrapped in 

non-reusable packaging, even if you want to consume it in the restaurant. Of course, this 

simplifies the production processes, like burgers, for example, can be produced and 

packaged identically and then only placed on a tray for consumption on-site or packed in 

bags for takeaway. However, this creates waste, some of which could be avoided in the 

eyes of the customers interviewed. One option would be to offer the food, when 

consumed on-site, in reusable packaging such as plates and glasses, which can then be 

cleaned and reused. The whole thing could be regulated by a deposit system so that no 

damage occurs if the customer should take the dishes with him. This could save a large 

amount of residual waste. It could also be considered whether the trays should be 

permanently printed with information instead of having a piece of paper placed on them 

every time an order is placed. These are rarely read by the customer and end up in the 

rubbish after the meal, which could be avoided. 
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7.4. Limitations and Critical Reflection 

There are a few limitations and critical reflections to the thesis, which will be presented in 

this subchapter. 

Because of time limitations and scope, there would be more theories to be used for the 

approach just as the triple bottom line, but it would have been too much for this thesis 

and not manageable within the time frame. Another limitation is the choice of interview 

participants via convenience sampling. Those were available and therefore suited the 

limited timeframe of the thesis but were in relation to the author and therefore not impartial 

whatsoever. This did not harm the outcome of the study as such but for further research, 

there can be a focus on a more random selection of participants. Furthermore, because 

of the non-Swedish background and because of the international social environment of 

the author, there were interview participants from many different countries and not that 

many Swedish participants.  

They could also have surveyed the customers of more than one burger chain or included 

other fast-food providers instead of limiting themselves to MAX Burgers. However, this 

can also be justified by the lack of time. 

Despite all the limitations presented, it is assumed that the aim of this study has been 

achieved and to have investigated in detail what effects a CO2 compensation strategy 

has on end consumers and how the presentation of CO2 compensation models as a 

marketing measure affects consumers. Furthermore, it is assumed that the results are 

robust and fulfil the purpose of this qualitative research. It is also assumed that the results 

are robust and fulfil the purpose of this qualitative research and that there is a certain 

degree of generalisation, as the number of interviews is considered sufficient for this 

purpose. 

7.5. Future Research 

During the writing process of the thesis the founder of MAX Burgers, Curt Bergfors, died, 

which could not be considered. Subsequent research could therefore investigate more 

about the changes in the philosophy of the company, as the founder is now not an active 

part anymore. Furthermore, the data could be analysed by several researchers to reduce 

WKH�UHVHDUFKHU¶V�ELDV� 

Furthermore, the research could be done with a more random sampling of participants 

and strive for a more mixed-age representation. This was already tried to be implemented 
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as best as possible within the framework of this thesis and to include as large an age 

group as possible, but the focus is still on the age group of 20-30 years. 

Another approach for further work in the topic area could be quantitative work. This could 

be used to confirm or refute the hypotheses that could be derived from this thesis by 

including a much larger number of people in the values through an online survey, for 

example. 

As briefly mentioned in the previous sub-chapter, further research could look at other fast-

food providers and not limit the survey to Sweden alone. 
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Appendix A ± Interview guide 

General/Personal questions: 

1. How old are you? 

2. What gender do you identify with? 

3. What nationality do you feel you belong to? 

4. Do you live in Kristianstad? 

5. What is your education status? 

6. What is your occupation/job? 

 

CO2 Emission knowledge: 

7. How important would you define sustainability in general for businesses? 

8. Are you aware of what CO2 emissions mean? If not, I can provide you a 

Definition so that you can follow along the following questions. 

9. Do you see any relevance in compensating these emissions? If so, why? 

10. Do you know how a compensation process of CO2 emissions works? 

11. Do you think about CO2 emissions caused by you in general by consuming food 

at home? 

12. Do you think about the CO2 emissions caused by your food when eating at a fast 

food restaurant? 

 

Green marketing: 

13. Have you heard of the concept of green marketing? Do you know what is 

Included in that expression? 

14. If not give definition 

15. Do you think this is important for companies to communicate sustainability in this 

way? 

 

Consumer behaviour: 

16. Would you say your behaviour in regards of demand has changed over the last 

\HDUV"��6XSSRUW�JUHHQHU�EXVLQHVVHV��ORRN�IRU�WUDQVSDUHQF\«"� 

17. What would you say influences your behaviour? (Opinions of friends, 

DGYHUWLVHPHQWV«"� 
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Stakeholder power: 

18. Do you feel like you as a customer can influence a company? If so, how? 

19. How much influence would you say do you have as a consumer on the behaviour 

of a company? 

 

Consumer behaviour in regards of MAX Burgers: 

20. How often do you eat at MAX Burgers? 

21. When you enter a MAX Burgers restaurant, is there anything in particular that 

catches your attention? 

22. What do you think about their advertising of CO2 compensations? 

23. How would you rate the food quality? 

24. How would you rate the customer service? 

25. What do you think about the prices? 

26. How would you rank the price-quality inference? 

27. What would you say is for you personally the reason to choose MAX Burgers 

instead of competitors? 

28. Has anyone ever recommended MAX Burgers to you? Do you remember the 

reasons they pointed out? 

29. What do you think about the chain in general? 

30. What are the opinions in your social environment about MAX Burgers? 

31. Do you have a personal connection to the brand? 

32. What recommendations would you have for MAX Burgers for improvement? 
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Appendix B - Interview questions presented with purpose and connected to theory 

Table 2 

Interview questions presented with purpose and connected to theory 

Question Set Purpose and connected theory 

Ethical Statement This section is included to briefly explain to 
participants what to expect, why their answers are 
important for the study and to ensure their consent 
(Bryman & Bell, 2011; Bell et al., 2019). 

General and Personal questions (Questions 1-6) These questions were asked to be able to 
categorise the participants and analyse results with 
different aspects just as nationality, age or gender 
(Bell et al., 2019). 

CO2 Emission knowledge and Sustainability 
(Questions 7-12) 

These questions were decided on to be included in 
the questions, as they should find out more about 
how aware the participants are about CO2 
emissions in general. Additionally, how much they 
know about compensation processes of 
companies and what causes CO2 emissions (Bati, 
2016; Deloitte, 2021; Hutchinson et al., 2012; Mitra 
& Masunda, 2019; Peek, 2021; Vu et al., 2017). 

Green marketing related questions (13-14) These questions put the focus on the knowledge of 
green marketing, as this is a concept used within 
the scope of this thesis. The participants should 
give a definition of the concepts and state how 
important they think this form of sustainability 
communication is for companies to use (Dangelico 
& Vocalelli, 2017; Mitra & Masunda, 2019; Peek, 
2021). 

Consumer behaviour related questions (15-16) These questions focus on consumer behaviour, 
and it was about investigating, how the behaviour 
of the participants has changed in the last years. 
Furthermore, the influencing factors were asked to 
see, what the participants see as influencing 
factors on their decision (Groening et al., 2015; 
Peek, 2021; Rangaiah, 2021). 

Stakeholder power (17-18) For this set of questions, it was about finding out 
how much power the participants would say they 
have on the products and behaviours of a company 
(Buysse & Verbeke, 2003; R. E. Freeman, 1984, 
2004; R. E. E. Freeman & McVea, 2001; Phillips et 
al., 2003). 

Questions regarding the behaviour towards MAX 
Burgers (19-31) focusing on the conceptual 
framework 

These questions focused on the case example 
chosen for this thesis, MAX Burgers. Beforehand, 
it was made sure, that all of the interviewees have 
been to MAX Burgers before and could therefore 
answer the questions that concerned the company 
itself. These set of questions focused on the 
opinions of that specific burger chain (Ajzen & 
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Fishbein, 2014; Blowfield, 2005; Hanaysha & 
Pech, 2018; Phau et al., 2009; Xue et al., 2021). 

Consent for further contact to be able to ask 
follow-up questions if needed 

This section is included to make sure the 
interview participants were comfortable during the 
interview, as it is asked to ensure, that they would 
be willing to contribute to more questions in case 
this is needed. 
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Appendix C ± Overview of Colour Codes 

Table 3 

Overview of Colour Codes 

Questions Colour 

Ethical Statement example 

General and Personal questions 
(Questions 1-6) example 

CO2 Emission knowledge and 
Sustainability (Questions 7-12) example 

Green marketing related questions (13-
14) example 

Consumer behaviour related questions 
(15-16) example 

Stakeholder power (17-18) example 

Questions regarding the behaviour 
towards Burgers (19-31) example 

Consent for further contact to be able to 
ask follow-up questions if needed example 
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