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Abstract
Introduction As the world is becoming increasingly integrated, many firms search for 

partners overseas with hope to find benefits. Internationalization is today 
the industrial norm, and in this new and ever-expanding environment, in-
ternational purchasing has become a major challenge that firms have to face 
in their daily operations. Yet, despite the growing importance of interna-
tional purchasing by retailers, previous studies have mainly focused on in-
ternational purchasing by manufacturing firms, and as the authors have ac-
knowledge the retailers’ significance on the national markets, a gap has been 
identified. 

Purpose The purpose of this thesis is to examine and map out the current state of 
Swedish retailers’ international purchasing activities. 

Method In order to fulfill the purpose, a quantitative research was chosen. In total,
74 telephone interviews have been conducted, resulting in a response rate of 
80 percent. The sample was based on the 120 largest retailers in Sweden,
with regards to turnover.

Conclusion Swedish retailers have been grouped into four distinctive clusters; the Vet-
erans, the Freshmen, the Cravens, and the Intellectuals. Each cluster 
showed clear and specific characteristics that distinguished them from each 
other. One common feature existed; regarding what risks that were con-
nected with international purchasing. Almost everyone highlighted the loss 
of control, due to long distances, as being the main risk with international 
purchasing. The different clusters had diverse suggestions for how to over-
come this; the Veterans focused on long-term relationship-building, the 
Freshmen spread their purchasing activities on multiple suppliers, the Cra-
vens contracted trade companies to take the risk, and the Intellectuals in-
vested in a high level of integration among all actors involved.
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1 Introduction
This chapter will with a funnel approach guide the reader to the main purpose of the study. Beginning with 
the study’s background, the reader will get an introduction to the main themes of the thesis; supply chain 
management, purchasing as a business entity and trends within the subject, and the Swedish retail industry. 
The introduction reveals the inspiration behind the study.

“The series of activities and organizations that materials move through on their journey from initial suppli-
ers to final customers” (Waters, 2007, p. 2).

No organization, whether a regular business or a government, can stand alone; their sur-
vival depends on critical connections to other organizations in a network relationship 
(Christopher, 2005). According to Sadler (2007) a supply network constitutes all supply 
chains across all the products and services provided to end consumer through a focal firm; 
and the closely coordinated and cooperative network is what has come to be called the 
supply chain (Christopher, 2005). The extensive size of a supply chain can be demonstrated 
by the use of a specific firm; for instance in the case of the multinational corporation Nike, 
as posted on their corporate website, more than 30 000 people are employed globally. 
However, this represents only the amount of their direct employees; the people who actu-
ally are hired by Nike. If one would take into account the many indirect employees, the 
people working at Nike’s contract factories, the number would reach almost 800 000 work-
ers (Nike, 2009). 

According to Christopher (2007), the fundamentals of Supply Chain Management (SCM) 
have changed in the last decades, and top management in today’s organizations have a 
completely different approach to the problem compared to before. SCM is in this thesis in-
terpreted as the process of “integrating and managing the sourcing, flow and control of materials using 
a total systems perspective across multiple functions and multiple tiers of suppliers” (Monczka, Trent & 
Handsfield (1998), cited in Mentzer, DeWitt, Keebler, Min, Nix, Smith & Zacharia, 2001, 
p.6). 

Due to various conditions on the world market, traditional models of supply chains have 
been replaced by a new way of thinking. Before, the individual firm’s profitability was in 
focus, and relationships were not always mutually beneficial. However, as firms have 
adapted a completely different thinking, a new model of competition suggests that firms no 
longer compete as company against company, but rather as supply chain against supply 
chain. Thus, the successful companies are assumed to be those whose supply chains are 
more cost-effective (Christopher, 2007). With the development, a number of key themes 
have emerged within the field (Fernie & Sparks, 2004):

 There has been a shift from a push to a pull approach, hence a demand-driven 
supply chain is evident;

 Information systems have gained an enhanced role as greater control of the supply 
chain was needed;

 Unnecessary inventory in the supply chain has been eliminated;

 Core competencies  have become a central issue, and outsourcing of non-core ac-
tivities to specialists a fact.
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According to Fawcett, Magnan & McCarter (2008) successful supply chains are assumed to 
generate benefits on multiple levels; inventory reduction, shorter production development 
cycles, improved delivery services, not to forget the fact that strategic supply chain alliances 
gain greater bargaining power and a chance to encounter even greater barriers. Lee, Kwon 
& Severance (2007) identify a well defined supply chain linkage with efficient information 
flow as a key determinant in order to reach improved supply chain performance. Further-
more, Rhonda, Lummus & Vokurka (1999) stress that no firm effectively can compete in 
isolation, and highlight collaborations and partnerships as linkages that are in critical need 
to be nourished and updated in order to hold a leading position compared to competitors. 
Also, according to previous stated authors, untapped opportunities need to be identified 
and explored before competitors do, and being one step ahead is of utterly importance. Ef-
ficient supply chain strategies are necessary and management need to use the right tools to 
be able to pursue the most suitable actors on the market (Lee et al., 2007). De facto for 
companies is that they indeed need to scrutinize their supply chains in order to become as 
efficient as possible as a player on today’s extremely integrated and globalized market (Cap-
gemini Consulting, 2009).

Alexander & Myers (2000) accuse the body of international retailing literature to focus too 
much on the retail process itself rather than developments within the broader framework 
of conceptual thought on international business. Retail Supply Chain management (RSCM) 
is a field within SCM that focuses on the relationships in a retailer’s supply chain. Accord-
ing to Fernie & Sparks (2004), retailers were once viewed as the passive recipients of prod-
ucts that were allocated to the stores by manufacturers in anticipation of demand. Today, 
retailers’ position has changed and they are now dynamic designers and controllers of 
product supply in reaction to customer demand. Their control has increased substantially, 
and they actively organize and supervise the supply chain, all the way from production to 
consumption. 

Fernie (2007) recognizes that retailers have been in the forefront of applying best-practice 
principles to their businesses and acknowledged as innovators in logistics management. A 
link has been identified between logistics and competitive strategy, with many of the recent 
ideas on SCM and competitive advantage having their roots in the work of Michael Porter. 

What has happened within the retail industry is that it has become more and more essential 
to turn manufacturers into partners; particularly, since this business function has been in-
ternationalized (Fernie, 2007). Dupuis & Dawson (1999) mention three fundamental prin-
ciples that retailers but also international manufacturers have to master in this changing 
market place: firstly, respect for the terms of the contracts on both sides; secondly, partner-
ship in the development of retailers’ own brands; and lastly, partnership in seeking for new 
ways to cut costs right down the chain, from production to distribution. Fernie (2007) fur-
thermore states that if further costs are going to be taken out of the retailers’ supply chain, 
this final stage of relationship building is of significant importance.

1.1 Purchasing – An inbound supply chain activity
Christopher (2007) recognizes that purchasing, as an activity, previously has been paid little 
attention by firms, and even though many firm’s largest single cost pool is the cost of pur-
chases, this activity has not been seen as a strategic task. However, as this view is changing, 
the role and importance of purchasing is growing. Firms realize that it is not only costs that 
can be dramatically impacted by purchasing decisions and procedures, also innovation and 
response-to-market capability are affected (Christopher, 2007, p.24). 
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In line with the current trend of international purchasing, the purchasing manager’s posi-
tion demands a far different person compared to before (Cook, 2007; Assaf, Bonincontro, 
& Johnsen, 2005). According to van Weele (2004), there are two current developments that 
contribute to the purchasing department gaining an increasing amount of power compared 
to the sales department. Firstly, in many instances the market has changed from a seller’s 
market to a buyer’s market; hence, leaving the buyer increasingly dominant. Secondly, the 
escalating pressure on sales prices and margins has resulted in an increased pressure on di-
rect materials-related costs. As a result, there has been a shift within many businesses, and 
with current market conditions, the purchasing manager has to deal with more and more 
complex tasks compared to before. With those trends, the skill sets that are required by a 
purchasing manager are much broader in scope compared to earlier, and also much more 
detailed in execution. Cook (2007) identifies among others, the following skills as neces-
sary; the ability to speak foreign languages; negotiation skills in numerous cultures; under-
standing of how to access information on legal, political, economic, and social factors in 
various countries; understanding of currency conversions, letter of credit, drafts, and for-
eign exchange and other international monetary considerations. 

Hence, successful purchasing managers will need diverse skills, and they will make sure to 
work with those of qualified expertise as well as to take time to know all the basics and the 
areas in which enhanced knowledge must be gained (Cook, 2007; Assaf et al., 2005). van 
Weele (2004) further acknowledges that purchasing and supply is developing as a business 
function which cut across other disciplines in the organization. Therefore, he argues that 
managing this function requires a thorough understanding of the purchasing function that 
takes place within the organization. Cook (2007) recognizes that some companies are even 
moving the position of purchasing manager to the highest level of the corporate ladder, 
and as globalization becomes even more critical, he assume the position to gain even more 
credibility in the corporate structure.

1.1.1 Trends in Purchasing

Purchasing has in the past been viewed as an activity- and task-focused entity, in which 
employees were told “when you know how we do it around here, then we’ll give you some responsibili-
ties” (Cavinato, Flynn, & Kauffman, 2006, p.4). Yet, even though this former business 
thinking worked perfectly in a stable environment in which competitive forces were slow to 
shift, current trends on the market place has forced a new thinking. Webster & Wind dis-
cussed this already in 1972 in their classic paper; a general model for understanding organizational 
buying behavior. What they acknowledged was that there existed a distinction between a task-
oriented objective of purchasing versus a non-task-oriented objective of purchasing. The 
former, and hence more “rational” view of purchasing focuses mainly on pure economic 
factors, such as to obtain the minimum price or the lowest total cost-in-use. Non-task pur-
chasing on the other hand, emphasizes variables such as emotion, personal goals, and in-
ternal politics; that all represents factors involved in the buying task but that are not directly 
related to the actual goal of the buying task. 
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Figure 1 Eras of purchasing development (Cavinato et al., 2006, p.5).

Figure 1 illustrates the development of purchasing as a business function, and reveals three 
eras. Cavinato et al. (2006) recognize the first era of purchasing as a period when consolida-
tion was a market trend. However, in the fast-paced industries, the shortening of life-cycles 
started to pose a threat for the product life-cycles, and firms therefore, had to rethink as 
they no longer could do everything from design to launch on their own. The make-or-buy
decision was the most basic one and the importance of considering this issue grew together 
with the importance of the role of purchasing. Strategic purchasing decisions needed to be 
based on trustworthy analyses in order to stay competitive regarding on whether to in-
source or out-source production and services (Gadde & Håkansson, 1994). As this trend 
became evident, firms had to look outside their own firm in order to find input to their 
creation of value, and forming strategic alliances was assumed to be the most efficient tac-
tic in order to cope with the fast-growing industries. By expanding the scope of purchasing, 
starting with requisitions and ending with closeout towards logistics, supplier activities, and 
customer matters, the purchasing was argued to bring additional value to the competitive-
ness of products and services and also to the overall performance of the firm (Cavinato et 
al., 2006). 

However, the story does not end here. Cavinato et al. (2006) identify the last era of pur-
chasing as one when integration is of main focus. Increasingly sophisticated forms of pur-
chasing practices are established and longer-term supply market thinking initiated. Purchas-
ing has in this era begun to influence suppliers’ investment, innovation, supply chain prac-
tices, and so forth. Gadde & Håkansson (1994) acknowledge that in this era the supply-base
issue covered the decision on the number of suppliers to contract. The trend during the 
1990’s showed a decreased number of suppliers; i.e., single sourcing was preferred to mul-
tiple sourcing. This promoted closer collaboration which lead to a second issue; stronger 
supplier-buyer relationship. Closer collaboration cut costs and also enhanced technological de-
velopment and cut down R&D costs. According to Cavinato et al. (2006) the latter years of 
the 1990s, therefore, evidenced a period in which purchasing started to become involved in 
being the group to seek out innovation opportunities with suppliers, be evaluated upon 
new product and service revenue, and also take charge of outsourcing activities.
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The trend within purchasing is fairly obvious; outsourcing has increased and with that came 
a decision to reduce the supply base and coordinate the suppliers. This has resulted in en-
hanced relationships between buyers and suppliers, this in order to become more coopera-
tive and alike in business strategy and vision (Gadde & Håkansson, 1994).

1.2 Swedish retail market
There are currently half a million people working in retail and wholesale commerce in Swe-
den; and retail, wholesale and import have come to play a prominent role in the Swedish 
economy. The retail industry comprises the second largest source of total GNP, and plays a 
significant role to the country’s productivity; only the commerce constitutes a tenth of 
Sweden’s GNP (Svensk Handel, 2009).

Cronholm & Hedlund (2006)  reveal in their report that the Swedish retail industry makes 
up a significant amount of all imports; close to 20 percent of the imports to Sweden are 
made by companies within this sector. The imports made by retail companies are very dif-
ferent compared to general imports. While general imports usually are refined in order to 
later on be exported; the majority of retail imports are consumed in Sweden.

Statistics show that the greatest increase of imports is from China, and between the years 
1998 and 2005 imports from China increased by more than three times in value. China is 
according to definition a low cost country. Low Cost Country Sourcing (LCCS) refers to 
outsourcing production or services to countries where labor costs are significantly lower than in the home-
country. Some countries labeled low-cost countries are; China, Costa Rica, Estonia, India, Peru, Russia,
Turkey (Gadde & Jonsson, 2007; Fredriksson & Jonsson, 2009).

Importing from the traditional export countries UK and US has simultaneously slightly de-
creased (Cronholm & Hedlund, 2006). However, the largest source of imports come from 
Germany (Statistiska Central Byrån, 2009). See Figure 2 and Figure 3 for further details. 

Figure 2 Import statistics (SCB, 2009).
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Figure 3 Import statistics (SCB, 2009).

1.3 Problem Discussion
As the world is becoming increasingly integrated, many firms search for partners overseas 
with hope to find benefits. Over the last two decades, research reveal that an increase has 
occurred in internationalization and other change processes of firms and markets (Mattson, 
2003). The main drivers for international purchasing are said to be the access to high-
quality products, lower prices, better delivery performance and world-wide technology 
(Quintens, Pauwels, & Matthyssens, 2006a; Trent & Monczka, 2003b).  In the past decades, 
the intense globalization has forced companies all around the world to re-organize their 
operations, and start to cooperate within the supply chain. The new partnerships are argued 
to be mutually beneficial for suppliers, distributors, retailers, and other firms in the supply 
chain, with main objectives such as quality improvements and cost advantages (Wisner & 
Tan, 2000). However, in this increasingly globalized environment, with fierce competition, 
it is becoming even more important for each company to protect itself from disruptions. 
Competitors are eager to take advantage of any chance to penetrate the market, and a spe-
cific firm’s success may depend on how well it handles the unexpected when it comes to its 
global supply chain (Farber, 2008). 

Quintens et al. (2006a) identify various terms international purchasing can be associated 
with; global sourcing, worldwide sourcing, import sourcing, etc. Therefore, international 
purchasing is in this thesis acknowledged as “the activity of searching and obtaining goods, services 
& other resources on a possible worldwide scale, to comply with the needs of the company and with a view to 
continuing and enhancing the current competitive position of the company” (Quintens et al., 2006a, p.2).
Global sourcing on the other hand, “differs from international buying in scope and complexity, in-
volves proactively integrating and coordinating common items and materials, processes, designs, technologies, 
and suppliers across worldwide purchasing, engineering, and operating locations” (Trent & Monczka, 
2003a, p.29).

International purchasing could be both a reactive and proactive action; a reactive decision in 
order to aim for decreasing purchasing costs of a certain product, or a proactive strategic ef-
fort to enhance the competitive position of the company on the market. Trent & Monczka 
(2003) claim that the main difference between global sourcing and international purchasing 
is that international purchasing is seen as a more reactive approach to foreign purchasing 
activities, and global sourcing is more a strategic choice to enhance the competitive advan-
tage of the firm (Trent & Monczka, 2003b). The empirical investigation of the Swedish re-
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tail industry will reveal whether or not the participating firms have come as far as to be 
classified to practice global sourcing.

As the preceding discussion regarding purchasing trends illustrates; this field was and is ex-
panding substantially. Purchasing, being for many years viewed as a traditional, standar-
dized department, is today instead, regarded to be a non-traditional practice that is broa-
dening its scope of activities in both directions of the supply chain (Cavinato et al., 2006). 
Moreover, corporations, multinationals, and businesses of all various sizes constantly feel 
the pressure of world competition as globalization is becoming more and more evident 
(Cook, 2007). Assaf et al. (2005) stress that in today’s business world, firms in all various 
industries find themselves part of extended enterprises with trading partners from all over 
the world. This has also come to be the reality for Swedish retailers. Internationalization is 
today the industrial norm and in this new and ever-expanding environment, international 
purchasing has become a major challenge that firms have to face in their daily operations. 
Demand for knowledgeable and experienced supply chain planning and import personnel 
have come to be a must to meet these challenges (Assaf et al., 2005), and a key to success 
and survival is managing the cost cuts and successfully operating an inbound global supply 
chain (Cook, 2007).

Hence, as a firm contemplates to purchase products globally, many critical factors have to 
be considered. Cost aspects are just one of them; other consist of quality aspects, time as-
pects, liability aspects, etc. (Assaf et al., 2005). As the tasks for the purchasing department 
becomes increasingly complex, it is quite understandable that there is an increasing amount 
of risks involved with international purchasing that must be acknowledged. Supply chain 
executives should analyze potential problems, what effects the problems might have on the 
inbound supply chain, and also determine proactive steps to alleviate them (Cook, 2007). 

Despite the growing importance of international purchasing by retailers, previous studies 
have mainly focused on international purchasing by manufacturing firms. Cho & Kang 
(2001) stress that findings from such studies are not directly applicable to explain retailers’ 
purchasing activities; this primarily due to the fact that the nature of the products that re-
tailers import differ from those imported by manufacturing companies, and that key cha-
racteristics differ between the two business settings. Retailers buy finished products and are 
for example smaller in size and sourcing volume, compared to manufacturers’ which only 
buy components (Cho & Kang, 2001). However, there are empirical evidence stressing the 
critical interaction between retailers and their suppliers. In order to reach success within the 
logistics system of a retailer, interaction at multiple levels is of high importance (Kotzab, 
2005).

Retailing is not only of interest to research because of this factor; statistics also prove that 
this sector is of major economic size. Betancourt (2004) states that a good measure of the 
economic importance of a specific sector in terms of size is its contribution to gross do-
mestic product (GDP) relative to other sectors. Research show that the average contribu-
tion to GDP of the retail and wholesale trade for a group of 74 countries during the period 
1950-1983 is 13.5 percent (Betancourt, 2004); and with current conditions of a globalized 
economy, this figure is expected to have an even more significant importance. 

This research is conducted on a general theoretical base; hence not all theory presented is 
specific for the retail supply chain. This strategy was chosen since little retail-specific theo-
ries are to be found, especially concerning the supply chain. This, most evidently, proposes 
a need for research to be done within this area of interest. 
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1.3.1 The three pillars

This study will investigate Swedish retailers’ attitudes towards their international purchasing 
activities; with main purpose to scrutinize the field of international purchasing. No specific 
area within retailing is chosen, and the respondents represent firms from various business 
areas. This approach is argued for as the authors aim to examine the largest retailers, with 
respect to turnover, in Sweden, and not the specific products they bring to market. 

As the authors approached the problem a number of interesting questions arose. The three 
questions were according to the authors believed to cover the fundamental problems of in-
ternational purchasing. Therefore, the theoretical study is based on three fundamental pil-
lars; what Swedish retailers purchase internationally, how they perform international purchas-
ing activities; and where they turn for international purchasing – what factors to consider. A 
concluding section will also consider future aspects of purchasing activities.

The first pillar will investigate what type of products the different retailers purchase and how 
the decisions are done depending on what business strategy the organization has. It will be 
of interest to see whether there is a trend of what kind of products that are purchased in-
ternationally; strategic items or less critical items (Kraljic, 1983). 

The second pillar regarding how Swedish retailers execute international purchasing activities 
is related to how strategic collaborations are formed and also how the business is organiza-
tionally managed; whether retailers purchase directly from manufacturers or deal with a 
third party; such as trade agents or wholesalers. Of interest is also to see what the relation-
ship looks like and how screening is done to find suitable suppliers. This is crucial to ex-
amine in order to understand how integrated Swedish retailers are with their international 
suppliers. The organizational aspect will further look into whether international purchasing 
is a centralized or decentralized activity among Swedish retailers. 

The third pillar emerged from an interest to examine and identify factors Swedish retailers 
take into consideration when evaluating international purchasing locations. Research reveal 
major differences between managing a domestic supply chain compared to a global supply 
chain; forcing firms to thoroughly scrutinize their global sourcing strategies. Environmental 
complexity is furthermore regarded to be of growing importance as the world is becoming 
a unified marketplace (Skjøtt-Larsen, Schary, Mikkola, & Kotzab, 2007).

Finally, a last section examines which direction the field of international purchasing is head-
ing in the future. This area will analyze how today’s purchasing managers and other persons 
with decisive authority, believe the future of international purchasing will look like. It will 
scrutinize benefits, barriers and bridges of international purchasing.

This study is part of a larger research project initiated by CeLS (Centre of Logistics and 
Supply Chain Management) a research and learning centre within the field of logistics and 
SCM at Jönköping International Business School, and is a collaboration with Handels 
Utredningsinstitut (HUI). 
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1.4 Purpose and research questions
The purpose of this thesis is to examine and map out the current state of Swedish retailers’ 
international purchasing activities. From the purpose, three research questions arose that 
will serve as a base for the empirical interpretations:

 In what ways is it possible to group Swedish retailers with regards to their interna-
tional purchasing activities?

 What future challenges do Swedish retailers acknowledge to be of importance?

 What is the current state of Swedish retailers’ international purchasing activities?

The three research questions will be interpreted and scrutinized in chapter four, as part of 
the empirical study and analysis. However, in the very last chapter of this thesis, the re-
search questions will once again be tied back to; as these contribute to fulfill the stated 
purpose. 

1.5 Disposition
The thesis will now proceed with the following disposition:

Chapter 2 The next chapter constitutes the thesis frame of reference and here 
the main theories are presented. Of relevance for this thesis, theo-
ries regarding retail supply chain management, international pur-
chasing, and retail in general will serve as the theoretical base. Three 
assumptions were identified, and the theory has also been an aid 
when forming the questionnaire. 

Chapter 3 The third chapter of this thesis gives a thorough description of how 
the empirical study has been designed. It involves how the ques-
tionnaire was formed, how interviewees were selected, and how the 
final interviews were conducted. In general, this chapter presents the 
strategy for the empirical study. It ends with a discussion about the 
thesis validity and reliability.

Chapter 4 After presenting the chosen method, the authors present the empir-
ical findings that the questionnaire has generated together with a in-
depth analysis. The empirical findings are structurally presented in 
chronological order to provide the reader with a clear and 
straightforward picture of how the result appeared. Based on the 
models and theories presented in the theoretical framework, the re-
sults of the empirical study are analyzed and presented in this chap-
ter.

Chapter 5 The last chapter in this thesis reveals the overall conclusions drawn 
from the empirical study and literature research. It presents the main 
findings from chapter four, and furthermore reconnects with the 
purpose and research questions. The chapter ends with a discussion 
regarding relevant implications of the analysis, as well as recommen-
dations for future studies. 
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2 Frame of reference 
The theoretical base is presented and argued for, as this will serve as a foundation for the upcoming 
empirical analysis. Of relevance, theories regarding retail supply chain management, international 
purchasing, and retail in general are recognized. The chapter ends with a conclusion of theories, where 
possible interpretations are discussed.

Braithwaite (2007) stresses that international purchasing and supply have become a central 
part of many companies’ business strategy, and a task not to oversee. Retailers constantly 
have to be concerned with the flows of products and information both within the business 
and in the wider supply chain (Kraljic, 1983; Gadde & Håkansson, 1994; Fernie & Sparks, 
2004; Quintens et al., 2006a). According to Aaker (1995) retailer’s strategy development 
demands a lot of hard work, dedicated management and staff as well as a clear positioning 
in the market place (cited in Bjerre, 2005). 

Fernie & Sparks (2004) suggest that as the retailers’ suppliers are increasingly spread around 
the world, the complexity of managing the supply chain increases even more. Sales of re-
tailers might number millions a day, thus the task of managing all the operations to get the
supply chain running is not always straightforward (Trent & Monczka, 2003b; Fernie & 
Sparks, 2004; Quintens et al., 2006b). In this thesis, the issue of increased complexity in the 
supply chain will be further elaborated. Swedish retailers are to be interviewed in order to 
identify clusters of purchasing strategies, and three main pillars concerning retail supply 
chain management have been acknowledged for this purpose. Thus, the theoretical base is 
organized around the questions presented in the problem discussion; what do retailers buy 
abroad; how do they organize their international purchasing activities and where do retailers 
turn for international purchasing. These questions will then open up for a discussion on 
how the retailers themselves perceive the future. 

2.1 What to buy abroad?
To start with, a general aspect concerns how the retail firm’s overall strategy is integrated in 
their supply chain. Strategy is said to be highly integrated to what retailers buy abroad, since 
there are various ways for firms to gain competitive advantage (Chopra & Meindl, 2001). 
As  previous studies have illustrated (Morash, 2001; Trent & Monczka, 2003b; van Weele, 
2004; Quintens et al., 2006b), there are clear and tight connections between a firm’s busi-
ness strategy, supply chain strategy and sustainable competitive advantage.

2.1.1 Strategy: Operational excellence versus Customer closeness

The importance for a firm to incorporate a unified value chain has been acknowledged by 
Jones, Hines and Rich in 1997 and later again confirmed by both Morash (2001) and Bhat-
nagar and Teo (2009). As Figure 2 illustrates, “operational excellence” supports business 
strategies of cost leadership while “customer closeness” supports business strategies of dif-
ferentiation. Operational excellence is often referred to as a supply chain focus, and capa-
bilities are identified through achieving total cost reduction, efficient and reliable supply, 
and high level of basic service. Typical characteristics related to such strategy are reduction 
of waste, errors, and cycle times; this is commonly done by continuously seeking perfection 
and operational efficiencies (Morash, 2001). 
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Also identified is that supply chain strategies of customer closeness are correlated to busi-
ness strategies of differentiation (Rich & Hines, 1997; Morash, 2001). What Morash (2001)
suggested was that characteristics such as proactive quality, collaborative communications, 
interaction with customers, and value-added customer service, are closely connected with 
these strategies. 

The figure explains how the different strategy processes are intertwined and in need of in-
formational exchange in order to achieve a coherent strategy necessary to achieve a sustain-
able competitive advantage for the firm (Morash, 2001). The right hand side of the model 
further explains the two extremes for what strategy approach a firm can take, and what 
characterizes respective strategy.

2.1.2 Shaping the supply strategy

Kraljic (1983) wrote over two decades ago an article concerning the fact that purchasing 
has to become a supply management practice and be regarded as a vital department within 
every organization. As he stressed, no company afford their purchasing department to lag 
behind other departments in acknowledging and adjusting to worldwide environmental and 
economic changes. Today, 20 years later, we know for a fact that he was right in his argu-
ments as they have been confirmed by many researchers (Cox, 2001; Hemsworth, Sánchez-
Rodríguez & Bidgood, 2005). Kraljic has over the years been highly acknowledged for his 
work, and his findings are yet today of relevance. In his research paper; Purchasing must be-
come supply management he concludes that an organization’s need for a supply strategy de-
pends on two critical factors: 

Low logistics cost, availability, coverage, 
standardization, dependability versus res-
ponsiveness, value-added customer ser-
vices, innovative solutions, flexibility.

Examples:

Overall Cost Leadership, (e.g. total cost re-
duction, efficient & reliable supply, basic ser-
vice) versus Differentiation (e.g. unique & 
value-added service)

Operational Excellence (e.g. JIT, lean 
supply chains) versus Customer Closeness 
(e.g. customized & segmental logistics, agili-
ty)

Cost & Productivity versus Customer Ser-
vice & Proactive Quality

Components:

SUPPLY CHAIN 
STRATEGY

BUSINESS
STRATEGY

SUPPLY CHAIN 
CAPABILITIES & 
COMBINATIONS

SUPPLY CHAIN 
PERFORMANCE

Figure 4 Supply chain strategy, capabilities, & performance (adapted by Morash, 2001, p.38).
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 The strategic importance of purchasing. He here refers to the value added by prod-
uct line, the percentage of raw materials in total costs and their impact on profit, 
etc.

 The complexity of the supply market; supply scarcity, pace of technology and/or 
materials substitution, entry barriers, logistics costs and complexity, and monopoly 
and oligopoly conditions. 

Identified in his study was that a number of European companies used a four-stage ap-
proach to devise strategies, with attempts to minimize their supply vulnerabilities. Part of 
this approach was, according to Kraljic, to classify different goods based on their strategic 
importance. Two bases are identified in this classification process;

 Profit impact; a given supply item is defined in terms of volume purchased, per-
centage of total purchase cost, impact on product quality, and business growth. 

 Supply risk; availability, number of suppliers, competitive demand, make-or-buy 
opportunities, storage risks, and substitution opportunities.

According to van Weele (2004), factors identified to be critical to support purchasing poli-
cies should have both an internal and external focus. He furthermore supports Kraljic in 
regards that every product category is in need of a customized strategy where different 
areas need to be taken into consideration depending on their strategic importance (van 
Weele, 2004, p.102). Table 2.1 presents how Kraljic (1983) divided different purchasing 
materials into certain classifications; namely, strategic, bottleneck, leverage, and non-critical. Each 
of these four classifications are assumed to require a certain purchasing approach, whose 
complexity is in proportion to the different strategic implications. The classifications are 
more explicitly explained in Table 2.1, and it is apparent that different sorts of goods re-
quire a different level of integration from management. 
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Table 2.1 Classifying purchasing materials requirements (adapted from Kraljic, 1983)

Purchasing 
focus

Main tasks Required information Decision 
level

Strategic 
items

Accurate demand forecasting. 
Detailed market research. 
Development of long-term 
supply relationships. 
Make-or-buy decisions. 
Contract staggering. 
Risk analysis. 
Contingency planning. 
Logistics, inventory and ven-
dor control. 

Highly detailed market data. 
Long-term supply and de-
mand trend information. 
Good competitive intelli-
gence. 
Industry cost curves. 

Top level 
(e.g., vice 
president, 
purchasing). 

Bottlenecks 
items

Volume insurance (at cost 
premium if necessary). 
Control of vendors. 
Security of inventories. 
Backup plans.

Medium-term 
supply/demand forecasts. 
Very good market data. 
Inventory costs. 
Maintenance plans.

Higher level 
(e.g., de-
partment 
heads). 

Leverage 
items

Exploitation of full purchasing 
power. 
Vendor selection. 
Product substitution. 
Targeted pricing strate-
gies/negotiations. 
Contract/spot purchasing mix. 
Order volume optimization. 

Good market data 
Short-to-medium term de-
mand planning. 
Accurate vendor data. 
Price/transport rate fore-
casts. 

Medium lev-
el (e.g., chief 
buyer). 

Non-critical 
items

Product standardization. 
Order volume monitor-
ing/optimization. 
Efficient processing.
Inventory optimization.

Good market overview. 
Short-term demand forecast. 
Economic order quantity in-
ventory levels. 

Lower level 
(e.g., buy-
ers). 

2.2 Organizational aspects – how? 
The average retail businesses do not manufacture their goods themselves. Instead, they 
outsource production; hence, the success of the business results from high quality relation-
ships with their supply chains. A prosperous relationship would include access to a supply 
base that delivers an acceptable level of quality, on time and in the right quantities (Varley, 
2001) suitable with the organization’s supply chain strategy (Fisher, 1997; Chopra & 
Meindl, 2001). 

The relationship-form adapted is often developed over time due to repeated transactions; 
from one-off transactions forming a long-term relationship evolving into partnerships 
(Joint Ventures) or total ownership (Webster, 1992). Cox (2001) argues that with increased 
involvement and integration comes greater power which opens up for stronger bargaining 
and negotiating possibilities for buyers. According to Dawson (2000), a large sized retailer 
given potential power over many aspects in the supplier relationships faces the challenge to 
decide how to use this power; to what extent, and for what purposes. Power in the distri-
bution channel could also be connected to different brands and their power influence on 
end-costumers that retailers will have to take into account. Varley (2001) further takes the 
standpoint that the choice of supplier cannot always be made by the purchasing manager 
him/herself. The end-customer plays an important role since a high demand for a certain 
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product may force the retailer to include their product in their product range. A strong 
brand can therefore possess a greater share of power in the buyer-supplier relationship
(Fernie & Sparks, 2004). 

The right management of a worldwide network is extremely important, and efficient inter-
national purchasing is regarded as one of the most competitive weapons to possess accord-
ing to Guinipero & Monczka (1990). The issue of choosing the most suitable source of 
supply is a challenge for today’s retailers and the choice often depends on factors related to 
the size of the purchasing company, but as Varley (2001) points out, there are also numer-
ous other factors to consider.

One of the reasons to the reduction of barriers and the increased flow of products across 
borders has been the centralization of production and distribution facilities. Retailers have, 
in order to achieve economies of scale, chosen to ‘focus’ their factories. This means pro-
ducing fewer products exclusively at some manufacturers sites instead of producing the full 
range of products at the same site. This results in lower production costs but often longer 
transportation distances across many borders. Other consequences of centralization are the 
loss of flexibility due to the fact that these factories demand production of large batches to 
achieve maximum scale economies (Abrahamsson & Brege, 1997; Christopher, 2005). This 
may result in retailers controlling several different sourcing activities in different forms and 
structures; a reason for the researchers to investigate the Swedish retailers’ purchasing pat-
terns. Theories regarding what different type of sourcing forms that exist will answer the 
question how Swedish retailers decide to source, and below is a comprehensive summary 
of existing theory within the field. 

2.2.1 Manufacturers

Large retailers are generally dealing directly with the manufacturers of the products sold. 
The manufacturing could be geographically spread on both a national and international 
level (Varley, 2001). Retailers buying directly from the manufacturer will often have em-
ployees hired with expertise in global sourcing dedicated to this specific task only. The en-
gagement of consultants with the specific expertise is also common if in-house competence 
is lacking. Having a direct purchasing relationship with the manufacturer will entail travel-
ing to the countries where the manufacturing is situated in order to negotiate and control 
the relationship (Cook, 2007). 

Direct purchasing from the manufacturer will according to Guinipero & Monczka (1990) 
result in many advantages, some are mentioned below;

 Better vendor selection due to the ability to perform on-site inspection of the sup-
plier;

 Better pricing due to the ability to negotiate directly with the supplier;

 On-site quality inspection;

 Faster and more accurate responses in expediting;

 Better communication between the supplier and buying office since it can be done 
person to person;

 Better information about local conditions.
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2.2.2 Ownership

A direct relationship with the manufacturer could be structured in three different ways ac-
cording to Cook (2007);

 Total Ownership

 Joint Venture (JV)

 Third-party relationship.

From a control point of view total ownership is of course to prefer. This though could be 
hindered by unmanageable factors such as; local and regional politics and economics, legal 
complexities and property rights, government postures regarding environmental controls 
and partnership mentality, and not to forget, issues regarding communication and transpor-
tation infrastructure. Furthermore, just as Cook (2007) mentions, total ownership will in-
corporate the largest fixed expense. Some prerequisites for total ownership are not only to 
have extensive knowledge about rules and regulations for the specific country but also view 
the collaboration as a long-term commitment in order to make this structure profitable ac-
cording to both Varley (2001) and Cook (2007).

A more collaborative structure is a JV; which could be approached and structured in sever-
al ways. Either by initiating an alliance with friendly competitors or with the manufacturer 
itself. This approach is less expensive than a total ownership structure since costs can be 
shared on the premises that the level of control is decreased compared to the ownership-
form. Costs to consider in a JV are rather connected to initial legal costs for structuring 
contracts to control the JV (Bailey & Schenkar, 1993; Cook, 2007). Important to consider 
are the problems that this structure opens up for due to shared management where there is 
no dominant partner. Some challenges Bailey and Schenkar highlighted in 1993 were; an 
increased complexity of decision-making, loyalty alignment and communication barriers, 
these issues were later again acknowledged by both Whipple & Frankel (2000) and Cook 
(2007) as still existing. 

At last, according to Varley (2001), third party relationships are preferred in the short run,
or for companies entering their first international purchasing venture. Cook (2007) explains 
the role of the third party to be to handle the work in the foreign country; hence the retail-
er might share technology or perhaps invest in equipment for the manufacturer. The major 
risks concerned with this type of relationship is the potential loss of control regarding pa-
tent issues, trademarks etc. good legal advice and contracts will help mitigate this.

It is recommended for retailers to first engage in a third party-relationship (Whipple & 
Frankel, 2000; Varley, 2001; Cook, 2007) and then stepwise integrate further by entering 
JV’s to finally reach the total ownership-relationship. By doing so, the retailer will take on 
the least exposure and initial costs until the retailer has enough experience to make a larger, 
more risky commitment.  
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Figure 5 Relationship development (adapted from Varley, 2001 p.87).

2.2.3 Trading companies

Retailers placing small orders open up for another relationship structure on how to handle 
purchasing; trading companies. As both Varley (2001) and Cook (2007) explain, economies 
of scale will not be achievable for the producer if the order is small. Hence, a large manu-
facturer will reject enquiries if quantities are insufficient. A trading company would instead 
act as a an intermediary; collecting small orders from different retailers. As considerable 
quantities are reached the wholesaler/distributor will place the order at the manufacturer. 
Trading companies will usually work on a commission basis representing several producers. 

The use of intermediaries has both advantages and disadvantages depending on what type 
of retail setting one operates in (Varley, 2001; Salmi, 2006; Cook, 2007). Different advan-
tages are mentioned; Varley (2001) focuses on the benefit for small retailers being able to 
buy small quantities; hence, increasing the selection of suppliers otherwise out of reach. 
Furthermore, the possibility to order small quantities not only enables retailers to reduce 
their financial investments in stock, but also lets them converse as much of their premises 
as possible to selling-space instead of storage. The existence of huge cultural differences, 
when sourcing from low cost countries could, according to Salmi (2006), be diminished. 
The complexity cultural differences may bring are instead solved and controlled by the 
trading company. Argued is also that a trading company has greater access to market in-
formation for the specific market, as van Weele (2004) points out. He furthermore explains 
that certain products may be perishable or exposed to other risks connected to quality etc. 
Retailers using trade companies will let the trade companies carry these risks. 

The disadvantages faced are instead the issue of a higher price for the products, since the
intermediary includes a profit on top of the cost price. Larger retailers will therefore be able 
to place their orders directly at the manufacturer hence generating the ‘intermediary profit’ 
themselves, as Varley (2001) argues. Another critical disadvantage is exclusivity. An inter-
mediary cannot guarantee total exclusivity which furthermore opens up for harsh competi-
tion. There is of course also the lower possibility to customize purchasing activities due to 
decreased control compared to having a total ownership structure, as mentioned previously 
by Varley (2001) and Cook (2007). 

2.2.4 Supplier selection

The search for suitable suppliers is an ongoing task critical for retail managers to call atten-
tion to. Since international purchasing is used more frequently, the suppliers are today of-
ten the ones seeking out the buyers and not vice versa. Both Varley (2001) and van Weele 
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(2004) point out that the buyer will have to stay up to date and expertly be informed about
international purchasing possibilities within their particular field. Ignoring a prosperous 
supplier could be fatal as this could later turn into a competitor’s competitive advantage.

There are several options for screening the market for potential suppliers (Varley, 2001; 
Cook, 2007). They narrow it down to the following options:

 In-house competence; leverage on existing competence.

 External competence; consultants with expertise within the area.

 Trade shows; exhibitions for buyers and suppliers.

 Different media channels; trade journals, local papers, internet.

After the initial contact, the retailer will introduce the supplier to a number of assessment 
stages to assure relevant qualities are met and appraise suitability of selected supplier (Var-
ley, 2001; van Weele, 2004; Cook, 2007). Presented are some main areas used for assess-
ment in order to measure suitability:

 Product range & quality; the variety of available products, quality standard 
achievable, quality standard for price, and ability of the supplier to assure product 
quality. Indicators: Technical capability of machinery and workforce, production spe-
cialization and flexibility, access to raw materials, design capability, quality assurance 
procedures, nil defect delivery, ethical working practices, and environmental as-
sessment.

 Price; the value of the product for the price, discount available for large quantities 
and for rapid payment, profit margin envisaged on the product. Indicators: scale 
economies, experience effects, low cost raw materials and components, financial 
stability, and willingness to negotiate.

 Delivery; the ability of the supplier to deliver according to the retailer’s specifica-
tions in terms of timing, quantities and product variety. Indicators: capacity, mini-
mum order quantities, lead-times (for initial and repeat-orders), willingness and 
ability to collaborate on consumer-led response initiative, and workforce stability.

 Service; the number of ways in which a supplier adds value through service for
their retail customers both before- and after-sales service. Indicators: innovation 
speed of new product introduction, sampling service, marketing support, handling 
of queries and complaints, and exclusivity deals.

The selection and assessment process is rather rational and straight forward; integrating 
both subjective and objective methods. Subjective methods, as van Weele (2004) mentions, 
are such as personal judgements and personal experiences combined with historical data 
from the suppliers’ previous customers as opposed to objective measures. Instead these are 
quantifiable, and hence easier to use for comparing performance. The process is further 
explained by Varley (2001); a smaller trial order may be placed the first time in order to 
evaluate the supplier. Before placing the trial order, the buyer may conduct further research 
about the supplier. This by taking references from other retail customers, conducting an 
analysis of the supplier’s current customer list or visiting the production plant to inspect 
products manufactured or machines used throughout the production process. Multiple re-
tailers will more commonly control the suitability of the supplier through a trial order, this 
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approach is the most cost effective one since payment is not due until delivery inspection is 
approved hence the financial loss is decreased if the goods needs to be returned. Visiting 
the plants includes more costs, yet may yield better quality controls. These assessment con-
trols are furthermore confirmed by van Weele (2004) and Cook (2007) and may be done by 
the retailer itself or contracted out to a third party.

There are different levels of how deep assessment controls can be taken. van Weele (2004) 
presents four different dimensions that can be connected to the four  areas for suitability
measurement:

 Product level; improving product quality.

 Process level; improving production process.

 Quality assurance system level; improving overall quality of the organization.

 Company level; improving financial aspects and quality of management.

van Weele (2004) points out that the last two points ask for deep integration and assess-
ment hence evaluation controls are normally limited to the first two levels.

2.2.5 Centralization vs. decentralization

Arnold & Essig (1997) referred centralization in global sourcing to the variation of pur-
chasing elements within the global sourcing system. This regards departments, procure-
ment systems, and responsibilities. The higher integration of these areas increases centrali-
zation (cited in Arnold, 1999). 

It is mainly a decision for how to allocate and balance costs, benefits and strategic consid-
erations related to the issue of having a centralized or decentralized organization of pur-
chasing, van Weele (2004) explains. According to Arnold (1999), the main negative aspect
connected to decentralization involves the fact that the different purchasing departments at 
the business units might be too small to purchase efficiently on the global market.

The different choices for what purchasing structure to choose will, according to van Weele 
(2004), connect with how the organization and its business operations are structured. In an 
organization with several business units, every business unit could have its own purchasing 
department. However, this structure could be harming since these units could act as com-
petitors if negotiating with the same suppliers. Therefore, a centralized purchasing structure 
could be preferable in order to synchronize every purchasing process, and suitable if sever-
al business units buy the same products with the same level of strategic importance. As 
mentioned; what is of great importance is to fit the retail sourcing approach with the over-
all purchasing strategy of the organization in order to achieve flexibility and efficiency in 
the sourcing activities (Guinipero & Monczka, 1990).  
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Table 2.2 Centralization vs. Decentralization (adapted from Arnold, 1999)

Positive aspects Negative aspects

Centralization The buyer has a stronger negotiation 
position  better prices & terms of 
conditions. Invites for a unified pur-
chasing strategy creating economies of 
scale. Better knowledge regarding the 
purchase process is achieved when ex-
perience & expertise is acquired. Reduc-
es administrative work & purchasing 
expenses.

A complex process which might in-
vite for a ‘one-size-fits-all’ approach 
due to difficulties in forecasting local 
demand. 

De-
centralization 

A customized fit for market require-
ments is achieved. Internal competition 
between the business units stimulates an 
intrapreneurship-spirit. 

Small business units may have prob-
lems to make efficient purchases on 
the global market. 

The table presented above, explains both the positive and negative aspects of decentraliza-
tion respectively centralization. It gives an overview of the main areas of focus (Guinipero 
& Monczka, 1990; Arnold, 1999; van Weele, 2004).

A study made by Guinipero & Monczka in 1990 investigates the different approaches on 
how to manage global sourcing for retailers. The study is from the late 90s but still today
referred to, by Quintens et al. (2006b), among others, and applied as a relevant model by 
many of the big names within the research field of supply chain management. Guinipero & 
Monczka (1990) present that most retailers involved in international purchasing have spe-
cialized staff at the corporate level specifically for this task. The focus of the study lies on 
firms with a high level of integration to its suppliers where long-term contracts and rela-
tionships are established. van Weele (2004) also refers to this, and furthermore explains 
that this increased commitment often leads to firm establishing foreign buying offices dedi-
cated to only deal with international sourcing. Decisions have to be made regarding what 
role the various subsidiaries, divisions, plants and headquarters should take and where in 
the chain decisions and responsibilities are made. The outcome of the study classified dif-
ferent structures and policies into five groups according to Guinipero & Monczka (1990):

 Totally decentralized international purchasing; here, this approach is characte-
rized with little formalized coordination between the different purchasing groups 
within the organization and each location has the primary responsibility of sourcing 
activities. 

 Decentralized but coordinated international purchasing; sourcing opportuni-
ties are reviewed based on formalized reporting and coordinated methods. This ap-
proach is presented as the most common one. 

 Centralized responsibility for worldwide purchasing; retailers here source their 
overall purchasing on a centralized basis compared to the decentralized plants.
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 Functionally unique international purchasing groups specializing in foreign 
sourcing; the approach here is to have one specialized group that focuses on all 
sourcing activities for the organization.

 Trading companies; off-set purchase groups assisting with the sourcing; these in-
termediaries’ main responsibilities are finding sources, negotiate and minister or-
ders/contracts placed by the retailer.

2.3 Geographical aspects – where? 
Some retailers are assumed unable to control their international purchasing decisions, due 
to that the products they desire to buy might be bound to a certain country or culture. 
Some hand-crafted products, raw materials or skills are only found in specific countries; 
thus the number of potential suppliers is narrowed down, and also restricted to certain 
countries. Where to buy from is also, according to Varley (2001), assumed to depend on 
what type of supply strategy the retailer has implemented, since a trade-off between an effi-
cient and responsible supply chain is inevitable. Braithwaite (2007) explains that this de-
monstrates how international purchasing has grown to be a geopolitical and economic fact 
of life, and the challenge for organizations is to implement it in a way that strengthens its 
sustainable advantage.

Retail companies have in the past decades increased their international purchasing activities 
with main intention to buy products of acceptable quality at competitive prices. According 
to Fernie (2004), this increase in international purchasing has been facilitated by the libera-
lization of markets in the EU in the 1990s, the North American Free Trade Agreement and 
the overall policies of the UN’s World Trade Organization for liberalizing trade on a global 
scale. Technological revolutions in transport and communication are, as Skjøtt-Larsen et al. 
(2007) mentions, also believed to represent two major drivers for international purchasing.

Due to this internationalization, the decision-making process for most purchasing manag-
ers has grown increasingly complex and a study by Guisinger (2001) reveals two main dif-
ferences between managing a domestic supply chain compared to a global supply chain; 
higher environmental and structural complexity (cited in Skjøtt-Larsen et al., 2007). The first 
classification, environmental complexity, encompasses a large variety of dimensions; politi-
cal and foreign-exchange risks; cultural differences; geographical differences; variations in 
legal systems; and differences in infrastructure. These factors represent issues the authors 
believe purchasing managers have to scrutinize when evaluating sourcing locations, and will 
thus be further elaborated in the proceeding subchapters.  

Fredriksson and Jonsson (2009) highlight that another issue that makes international pur-
chasing a complex process is the fact that most of the western countries implement LCCS. 
This is done since labor costs are significantly lower in many developing countries; Bangla-
desh, China, Estonia, India, Latvia and Peru for example. 

It is important to be aware that LCCS is connected with many drawbacks (Levy, 1995; 
Rudberg & Olhager, 2003; Gadde & Jonsson, 2007; Fredriksson &Jonsson, 2009). Physical 
distances increase, lead times become more vulnerable, cultural differences appear, com-
munication becomes more complicated, and control aspects will be a complex issue to 
handle. The cost savings made on lower labor costs may be substituted with higher logistic 
costs and valuable time may have to be spent on ‘firefighting’ issues and conflicts within 
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the supply chain. Below follows a more specific presentation of certain areas mentioned to 
be critical by several previous authors (Levy, 1995; Mattson, 2002; Rudberg & Olhager, 
2003; Gadde & Jonsson, 2009).

2.3.1 Political issues

There are multiple aspects of politics in the global supply chain; e.g. protectionism, trade li-
beralization, development of regional trade, and unification. Despite commitment to free 
trade and free flow of capital, national governments play a highly influential role in the de-
velopment of the global economy (Skjøtt-Larsen et al., 2007). According to Cook (2007),
local and regional politics are major implications for purchasing managers to consider; poli-
tics affect how companies are able to manage commercial relationships with specific coun-
tries, and is a primary determinant for why certain countries are not conducive for partner-
ing with local business. 

The World Trade Organization (WTO) is an agreement among countries to liberalize trade 
and investment, the organizations play a crucial role in this since they provide a base for 
eliminating discrimination and other barriers to trade. The countries which agreed to com-
mitment must pursue lower tariffs, unrestricted flow of capital and enforcement of intellec-
tual property rights. Regional trade and unification areas have also grown substantially in 
the past, and the most recognized today are: ASEAN, EU, Mercosur, and NAFTA (Skjøtt-
Larsen et al., 2007). 

2.3.2 Social Issues

Social criticism of world trade is assumed to have a direct impact on supply chain activities. 
Much work has been done concerning the issue and United Nation’s former Secretary 
General Kofi Annan has contributed substantially to the development of social responsibil-
ity among the world’s business leaders. Among all was the Global Compact initiated in 
2000; introduced in order to encourage individual corporate practices to embrace, enact 
and support public policies. The Global Compact was further developed in 2004 and 
Skjøtt-Larsen et al. (2007) present four areas where the Global Compact have challenged 
firms involved in international purchasing to improve:

 Human rights protection and avoidance of abuses;

 Labor practices including elimination of forced labor, elimination of discrimination, 
collective bargaining, and abolition of child labor;

 Environmental support for precautionary steps, supporting the development and 
diffusion of environmentally friendly technologies, and overall environmental re-
sponsibility;

 Anti-corruption actions including resistance against extortion and bribery. 

2.3.2.1 Corporate Social Responsibility reflects sustainability

Another important field within social issues is the increasing importance of Corporate So-
cial Responsibility (CSR) activities among organizations. CSR is commonly recognized as 
activities of transparency in financial reporting, sustainability reporting, and opportunities 
for stakeholder dialogue. Skjøtt-Larsen et al. (2007) points out the Swedish retail company 
IKEA as known for their prominent corporation implementing CSR. The company has in 
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the past years changed its supplier strategy from short-term relationships with many suppli-
ers to long-term relationships with few suppliers. Also, while IKEA previously demanded a 
certain level of environmental and social responsibility from their suppliers, they are now 
developing these issues together with their suppliers. Hence, IKEA’s relationships are to-
day assumed to be more strategic and mutually beneficial than previously, enhancing a 
stronger commitment to CSR.

According to both McIntyre (2007) and Andersen and Skjøtt-Larsen (2009), sustainability is 
not only about being aware of the environment and workers’ rights, but also about ensur-
ing the long-term viability of a business model and a company. As a doctorate in environ-
mental technology and a well-known publisher within the subject of sustainability, McIn-
tyre (2007) also stresses the  importance of sustainable awareness among purchasing man-
agers. Purchasing is argued to represent a function within a company’s supply chain that is 
very important for the positive progress towards sustainable development, and as custom-
ers’ requirements are becoming increasingly stringent, companies must provide the added 
value that customers search for. Therefore, according to McIntyre (2007), for a purchasing 
manager sustainable development involve the following areas:

 Ensuring social progress and recognition of everybody’s needs;

 Effective protection of the environment;

 Prudent use of resources; and

 Maintenance of stable and high levels of economic growth and employment. 

Retailers have several of times been in the limelight due to their lack of sustainability en-
gagement. However this has led to an increased focus on sustainability in terms of envi-
ronmental, social, and economic impacts, and today, many retailers develop their own safe-
ty initiatives by banning certain chemicals in their products. Some retailers are also asking 
their suppliers of own-labeled products. Child labor issues have also been in focus, and re-
tailers have come to take a much more proactive approach to supplier assurance and 
adapted a more prudent use of resources (McIntyre, 2007; Eltantawy, Fox & Guinipero, 
2009). 

In her study, McIntyre (2007) identified a connection between meeting customer and mar-
ket expectations, improving market access and increasing cost savings, and the competitive 
position of environmentally responsible companies. She stresses the fact that control of the 
social and environmental aspects of the supply chain will lead to a better understanding of 
the supply chain as a whole. 

2.3.3 Culture

Culture exists everywhere and Mattson (2003) recognizes culture to influence supply chains 
in several ways to a great extent. Within management practice there are several dimensions 
of culture that are argued to influence organizational behavior and Hofstede (2005) togeth-
er with Skjøtt-Larsen et al. (2007) explained six dimensions to be related with culture; all 
presented in table 2.3;
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Table 2.3 Different dimensions of culture (Hofstede, 2005; Skjøtt-Larsen et al., 2007)

Language Language is a central issue and more often determines the outcome of meeting 
and negotiations. It can be a major problem, not only between countries, but 
also between professional subcultures. 

Low or high 
context

In low context countries, the explicit message carries the whole communica-
tion, while in high context countries, one have to include inclusion of relation-
ships, history, and status. Hence, it determines the information requirements 
for communication and represents a major implication for management prac-
tices. 

Task-related 
time

Task-related time varies among different countries and in the simplest terms, 
monochromic time refers to single task management. Polychromic time is on 
the other hand, analogous to multi-tasking. 

Time orientation Countries vary in their time orientation and depending if they look at past ex-
perience or to the present or future, negotiations and decision-making will look 
different. 

Relative power 
and equality

Power and equality have a direct impact on the organizational structure, the 
individual’s role and the sensitivity of information within a firm. It refers to 
how important hierarchies are in different countries.

Information 
flows

This involves how decisions result in completed actions and how information 
flows within and between organizations. 

These six dimensions are by Skjøtt-Larsen et al. (2007) argued to be vital to take into ac-
count and to be aware of when involving in international purchasing in order to achieve an 
efficient collaboration.

2.3.4 Information Technology and Information Systems

Information technology (IT) has been a major driver of globalization (Skjøtt-Larsen et al., 
2007), and as far as SCM is concerned, IT consists of telecommunication, networking and 
data-processing technologies (Shi & Chan, 2007). There are many implications worth for 
purchasing managers to consider regarding IT. According to Skjøtt-Larsen et al. (2007),
first of all, IT requires standard data and operating practices, which in turn demands a un-
iformity of management practices. However, beyond this dilemma are specific issues re-
lated to crossing national borders including problems of governmental control, time coor-
dination, ability to access the system, the rate, extent of adoption of technology, the nature 
and volume of data. 

According to Shi and Chan (2007) information systems (IS) are the effective and efficient 
means to manage critical assets within the supply chain and to provide sustainable competi-
tive advantages. As the two issues are closely connected, IS/IT adoption is today thought 
of as a highly vital supply chain management resource as it is assumed to decrease the phys-
ical distance between supplier and buyer.

2.4 The future of international purchasing
As this thesis also looks into the future of international purchasing, this section discusses 
possible factors purchasing managers consider to be important for the future of interna-
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tional operations. Fawcett et al. (2008) emphasize that driving forces of supply chain man-
agement cultivate from two sources; external pressures and potential benefits from strategic 
supply chain alignment. In their research, they identify benefits, barriers and bridges con-
nected with supply chain alignment. 

Even though the potential benefits of supply chain integration are often very intriguing, the 
barriers to supply chain success can be daunting. The identification of the external and in-
ternal barriers must be followed by proactive structuring of bridges in order to effectively 
overcome threats and weaknesses. Management will have to mobilize and redesign its ap-
proach to problem resolution, according to Fawcett et al. (2008), starting with an increased 
focus of collaboration among chain partners in the supply chain. Monczka, Petersen, 
Handfield & Ragatz mentioned in 1998 three main bridges; transparent information systems,
cross-functional collaboration and collaborative planning. The bridges presented will enable the 
right people to analyze and evaluate the situation by having access to relevant information 
at the right time. Management must align supply strategies with the environment to remain
competitive on the market (Monczka et al., 1998; Fawcett et al., 2008).  

Quintens et al. (2006a) further summarize possible antecedents of international purchasing 
and classify them into three categories:

 Drivers; positive elements promoting international purchasing. 

 Facilitators; conditions not necessarily increasing international purchasing, but 
easing its implementation.

 Barriers; obstacles hindering international purchasing or even making it impossi-
ble.

The research identified a large number of factors, presented in table 2.4, though main focus 
lies on; quality requirements, cost pressure, the need for on-time delivery, and the lack of 
locally available products. These different factors have been discussed as both potential 
drivers, facilitators and barriers depending on company and business strategy. This since 
bringing down production costs may affect quality assurance and venture the customers’ 
product/technology quality perception. Some products are more country-of-origin sensi-
tive than others, etc.; hence, the reason for different factors qualifying as both drivers re-
spectively barriers (Quintens et al., 2006a).
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Table 2.4 Proposed antecedents of global purchasing (adapted from Quintens et al., 2006a)

Drivers Facilitators Barriers

Product Cost advantages (materials & 
components) 
Better delivery performance 
Higher quality products 
Unique or differential products 
Obtain better technology

Product type 
Supplier certifica-
tion 
Top management 
support 
Nationality of par-
ent company

Limited production vo-
lume 
Different product stan-
dards 
Regular design changes 
Insufficient product mod-
ification 
Delivery delays

Firm/
Management 

Assure organizational flexibility 
Global attitude, orientation & ex-
perience 
Centralization of decision making 
Integration of worldwide activities 

Knowledge on for-
eign businesses, ex-
change rates & 
global opportuni-
ties 
Planning for global 
purchasing 
Operational phi-
losophy (lot size, 
no. of suppliers) 

Lack of resources needed 
for global purchasing 
(staff, time, money) 
Cost of travel & commu-
nication

Network Take advantage of existing logis-
tics systems 
Diversification of the supplier 
base 

Long-term relation-
ship prospects 
Buying alliances 

JIT sourcing require-
ments 
Finding qualified suppli-
ers 
Foreign supplier image

Industry/
Competition

Competitive positioning 
Protect proprietary technology 
Gain a foothold in new markets 
Market size

Type of industry 
Technological 
orientation of in-
dustry 

Diverse business practic-
es 
Limited industry infor-
mation 
Agents/brokers fees 
Intensity of foreign com-
petition 

Environment Cost advantages (labor) 
Satisfy countertrade requirements 
Guard against currency fluctua-
tions 
Stimulating foreign government 
policies 
Advantageous legal & economic 
environment

Development of 
trade zones 
Better foreign 
transport & com-
munication 
Capable interme-
diaries
Cultural similarities

Import quotas 
Country of origin image 
Adverse political envi-
ronment 
Adverse economic envi-
ronment 
Custom regulations 
Different time zones 
Lack of government as-
sistance 
Language/cultural differ-
ences 

The lack of local potential suppliers may both enhance or retard global purchasing. Some 
negative aspects with outsourcing are especially connected to LCCS. Collaborating with 
low cost countries will affect the outcome of innovation both regarding the production 
process and product development. Low cost countries are said to be less innovative and 
less proactive when it comes to innovation within above mentioned areas (Caddick, Dale & 
Barrie, 1987; Wagner, 2009).
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Little research behind what factors that are most critical has been done and Quintens et al. 
(2006a) imply that the discussion will very much depend on each independent case. The au-
thors of this study will investigate if there can be any evident pattern in what potential risks 
that retailers forecast for the future development within international purchasing activities. 

2.4.1 International purchasing or global sourcing?

Even though different organizations face different drivers, facilitators and barriers, interna-
tional purchasing should, if applied correctly, generate higher-quality products, cheaper 
products, access to world-wide technology, etc. As Quintens et al. (2008) mention, interna-
tional purchasing may not always increase organizations’ performance directly therefore 
thoroughly assessments are necessary before deciding on what outsourcing strategy to ap-
proach.

As mentioned in the problem discussion in section 1.3 there is a difference between inter-
national purchasing and global sourcing. Trent & Monczka (2002) developed a model to 
further explain the differences and to more clearly get an overview on where in the devel-
opment organizations might be classified. It is assumed that investigated retailers to some 
extent engage in international purchasing but may not be fully classified as practicing global 
sourcing. The authors therefore present the model below to evaluate where the majority of 
the Swedish retailers exist. 

Table 2.5 Stages model of global purchasing (adapted from Trent & Monczka, 2002)

Stage 1 Engage in domestic purchasing only. 

Stage 2 Engage in international purchasing as needed. 

Stage 3 International purchasing as part of sourcing 
strategy. 

Stage 4 Integration and coordination of global sourc-
ing strategies across worldwide buying loca-
tions. 

Stage 5 Integration and coordination of global sourc-
ing strategies with other functional groups. 

The different stages explain the way a retailer may take; from domestic purchasing towards 
global sourcing (Trent and Monczka, 2002).

2.5 Summary of theories
This section includes a quick recap of the different theories, and a shorter explanation for 
why these theories have been considered suitable for this master thesis within SCM.

2.5.1 What to buy

The theories presented will be used to identify what type of business strategy the organiza-
tions choose to approach, and if the business strategy is mirrored in what type of products 
that they purchase internationally. Hence, a cost leadership business strategy is assumed to 



Hjälmner & Stener, 2009

27

lead to an operational excellence supply chain strategy, and vice versa; differentiation is as-
sumed to lead to a customer closeness strategy, and vice versa (Morash, 2001). Companies 
will also be analyzed on what type of products they purchase, and if these products are re-
garded by the firms as strategically important. Kraljic’s model from 1983 will furthermore
be applied in order to see if required choice of strategy is used in reality.

2.5.2 How to buy

The structure of how companies purchase internationally can take different shapes; either a 
full ownership approach of the manufacturer can be taken, JVs can be set up, or third par-
ties may be contracted to handle the process. These three different ownership structures 
will influence the amount of control and power the retailer possesses. Total ownership 
gives the greatest power and possibility to influence the whole value chain; it opens up for 
greater insight, and thereby assessment processes are enhanced. Prices will also be reduced. 
The drawback is that it requires big initial costs and investments, and benefits may not ex-
ceed costs if the retailer is of smaller size and operate with smaller quantities. Hence, trad-
ing agencies are more ideal in these situations (Cook, 2007; Varley, 2001). Varley (2001) al-
so suggests that the relationship between retailer and supplier develops over time and starts 
as a one-off transaction to later end up in a long-term relationship taking the shape of total 
ownership.

The size of the retailer could also be reflected in the way the screening process of potential 
suppliers is done (Cook, 2007; Varley, 2001). Either in-house expertise is used or external 
consultants are contracted. Presented, is a very basic and normative list of what areas that 
are taken into consideration when measuring suitability. This in order to furthermore illu-
strate that greater power, achieved through stronger relationships, enables a retailer to have 
the supplier follow desired requirements (Varley, 2001). This is of course also shown in 
how deep the assessment controls are taken as suggested by van Weele (2004). The theory 
section regarding centralization aspects will hopefully enable the authors to classify retailers 
using Guinipero & Monczka’s (1990) model. It is interesting here to see whether this is re-
flected by size, origin of company, ownership structure or some other variable. 

2.5.3 Where to buy

The aspects included in this section are suggested to influence where in the world to pur-
chase from. Issues presented regard social means and take into account how alike the 
sourcing country is compared to the retailer’s. Countries where culture and political issues 
do not differ much may be less complex to purchase from. This is also applicable if a coun-
try’s technological development is equivalent to the retailer’s. The more alike a country is 
regarding these aspects, the less complications are to be expected. Trade agreements have 
standardized certain processes, hence facilitated international purchasing for member states 
of the agreements (Skjøtt-Larsen et al., 2007). 

It will also be of interest to see to what extent the different retail companies engage in ac-
tivities connected to CSRs as mentioned by Skjøtt-Larsen et al., (2007). Long-term relation-
ships will hopefully show a deeper commitment but a responsible company only dealing 
with one-off transactions with suppliers are hopefully just as committed, only at a different 
level. McIntyre (2007) suggests that a long-term, sustainable approach from the retail com-
pany’s point of view, would be for the company to invest in the suppliers development if 
they are lacking in some areas. 
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2.5.4 The future

Theories realize possible barriers for retailers to face and suggest some solutions, so called 
‘bridges’ as Fawcett et al. (2008) label them, in order to overcome these. Quintens et al. 
(2006a) furthermore discuss yet other antecedents which will be discussed more as open 
question with the interviewees. The authors of this thesis will then use Trent & Monczka’s 
model from 2002 to measure in what stage the different clusters are situated, and further 
discuss various reasons for the findings.
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3 Research design and Method
This chapter will present the research methods being used in order to meet the purpose of this study. First, 
an explanation for the choice of research approach is presented followed by the procedure of data collection 
and processing. Further, the authors conclude the method section with a discussion regarding possible criti-
cism against chosen methods in the relevant parts presented. Finally, there is a discussion regarding the is-
sue of objectivity. 

3.1 Research approach
The purpose of this thesis is to examine Swedish retailers’ international purchasing strategy
and collect objective data regarding the matter. The focus here is to map out international 
purchasing activities and identify clusters of Swedish retailers. Thus, for this study, with the 
specific purpose in mind, a quantitative research approach was identified as most suitable.
As Bryman & Bell (2007) emphasize, quantitative studies follow a deductive approach 
which in other words mean testing of theories. Saunders, Lewis, & Thornhill (2007) further 
identify main characteristics of using deduction as research approach. For the relevance of 
the study, the most attractive benefits of a quantitative study are assumed to be; the search 
to explain causality between different variables; controls to allow the testing of hypotheses; 
highly structured methodology to facilitate replication and ensure reliability; ability to make 
generalizations. 

As the aim of this study is to identify clusters of Swedish retailers with relation to their 
various international purchasing strategies, the search to explain causal relationships is a 
rather straight-forward determinant in favour for a quantitative approach. The nature of 
the research design was decided to be multivariate; since many factors are assumed to af-
fect such decisions. Further, as the authors wish to increase the control of the study, a 
structured quantitative research approach is best suited. Two main reasons for using a 
structured approach are to facilitate replication and to ensure validity (Saunders et al., 
2007), and as the authors’ aim was to perform a trustworthy and accurate study, it has been 
of priority throughout the study to assure all sources of validity. The broad deductive ap-
proach to the relationship between research and theory, and the hypotheses deduced from 
theories (Bryman & Bell, 2007) are two additional factors argued to enable a high control 
of the testing variables. 

If a researcher is looking to generalize statistically, it is necessary that the sample size is of 
sufficient size (Saunders et al., 2007). In this study, it is simply the 120 largest Swedish re-
tailers that are included, and the intention is that the result is of relevance even for those 
Swedish retailers that have not been part of the study, and also retailers within the Euro-
pean Union borders. Thus, since quantitative research have the characteristic of selecting 
samples of sufficient numerical size that leads the result to be statistically generalized; this 
characteristic has been, without doubt, in favour for this research approach.

3.1.1 Research Strategy

The quantitative nature of this study led the authors to identify ‘survey strategy’ as the most 
suitable strategy to assess. A survey strategy is according to a definition by Creswell (2009) 
a design that “provides a quantitative or numeric description of trends, attitudes, or opinions of a popula-
tion by studying a sample of that population” (Creswell, 2009, p.145). The main purpose of a sur-
vey research in this case is to be able to generalize the objective data collected from the 
sample to be applicable on the entire population (Babbie, 1990; cited in Creswell, 2009). 
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Survey strategy is also assumed to generate potential benefits due to firstly, its rapid turn-
around in data collection, and secondly, its potential cost advantages (Babbie, 1990; Fowler, 
2002; cited in Creswell, 2009). As the authors chose to have a large sample of 120 respon-
dents, a rapid turnaround in data collection has been of main priority. The maximum time 
allowed for the telephone interviews was set to 15 minutes, as the data collection should be 
as smooth as possible. Also, a survey is a assumed to be of great cost advantage. There is 
less time devoted from the authors side when the survey is conducted over the phone, as 
well as no incurred travelling costs. This has been of importance since the respondents 
have been spread out on a large geographical distance. 

Finally, survey strategy can be utilized for a number of purposes, and data collected in this 
study is used to suggest possible relationships between particular variables. As all other 
things in life, all decisions lead to certain consequences, and in this case the authors have 
put considerable effort into issues such as ensuring that the sample is representative, de-
signing of the questionnaire, piloting the questionnaire, and trying the best to ensure a 
good response rate. The questionnaire is further discussed in section 3.2.4.

3.2 Data collection approach
In this section the data collection approach is presented and argued. Data collection in-
volves essential aspects of research methodology; i.e., defining the population and sample, 
presenting data collection method, forming the questionnaire, analysing answering frequen-
cies, and discussing non-response. 

3.2.1 Methods for data collection

The study was based on both primary and secondary data. The secondary data was re-
trieved from a variety of sources. The authors firstly reviewed HUI’s “Branschfakta 2008”;
a guide over the different divisions within Swedish retail. Statistical analyses present infor-
mation regarding turnover, profit, number of employees, number of stores, and other key 
ratios that were critical to consider when selecting sample size and profile of the companies 
under investigation. It further provided a good initial introduction and overview of the cur-
rent situation within the retail sector. “Branschfakta 2008” is a booklet available for sale 
through HUI themselves and regarded as a highly reliable source. 

Secondary data was also obtained from the journal “Vem är Vem i Detaljhandeln?”. The
magazine presents detailed information about key persons in the Swedish retail sector, and 
it was necessary to purchase this magazine in order to attain details on who to contact at 
the companies in order to guarantee that valid and reliable answers were achieved (Buglear, 
2005). Further information regarding year of establishment and number of employees at 
the companies was retrieved from “Affärsdata”; a database available for students at 
Jönköping International Business School. 

Primary data was collected by the authors themselves through telephone interviews based 
on a structured questionnaire containing 48 questions. The questionnaire’s structure follow 
the theoretical framework and the cluster analysis was later based on the results achieved 
through the interviews. An initial phone call was done in order to present the thesis and ask 
whether there was an interest to participate or not. If interested, a date was set when the in-
terview was to be held. As will be illustrated, the questionnaire was designed with an easy 
and straightforward structure so that the interviewee easily could interpret the questions.
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3.2.2 Selection

The population was identified so as to represent all retailers in Sweden. According to Bry-
man & Bell (2003), once the population is known, the sample selection becomes a key step 
in the research method. This step should be well thought through in order to give valuable 
and trustworthy answers to the research questions.

Aczel & Sounderpandian (2009) state that with regards to The Central Limit Theorem a 
large enough sample should include 30 or more elements in order to be considered repre-
sentative. The bigger the sample, the more trustworthy the results will be; and the Central 
Limit Theorem states that the answers to the questionnaire will be statistically normally dis-
tributed if n (n=number of Swedish retailers answering the questionnaire) is at least 30.

The authors decided to contact the 120 largest retailers, with regards to turnover, in Swe-
den according to “Branschfakta 2008”, on a non-probability basis. The variation in turno-
ver between the largest and smallest retailer included in the sample was fairly distinctive, as 
the largest retailer had a turnover of 86,592 MSEK in 2006, and the smallest a turnover of 
57 MSEK in (2006). The non-probability sample was approached since the largest retailers 
were assumed to practice international purchasing to a greater extent than smaller retailers. 
Another reason was the facility regarding getting hold of secondary information about the 
larger retailers. The non-probability sample selection implies that some retailers have a 
greater chance of being selected i.e. the retailers with the highest turnover in Sweden (Bry-
man & Bell, 2003). The authors further chose to use judgmental sampling. This is a sam-
pling method that is based entirely on the authors consideration of what is a representative 
sample (Buglear, 2005). 

The large sample size, in this case 120 cases, meant that the study could afford a participant 
loss to some extent without jeopardizing the result for a representative study. Bryman & 
Bell (2003) verify that the larger participant size, the greater sample precision and less sig-
nificant sampling error. The large sample size was also due to the fact that the investigated 
population was assumed as fairly heterogeneous both in size (turnover) and product range.

3.2.3 Telephone interviews 

The choice of data collection method fell on telephone interviews for two reasons; firstly, 
because of the large number of respondents; secondly, because of the unknown geographi-
cal spread of the respondents. There are a couple of convincing advantages of telephone 
interviews, such as high confidence that the right person has responded; high response rate, 
50-70 percent is reasonable to assume (Saunders et al., 2007). In this case, the response rate 
actually reached 80 percent.

The strategy of using structured interviews meant designing clear questions in beforehand 
and strictly following the structure during every telephone interview. Since telephone inter-
views were conducted, the interviewer had to administer the questionnaire, being the one 
recording data on the basis on each respondent’s answers. Bryman & Bell (2003) acknowl-
edge that multiple interviewers, as in this case, are recommended to be extremely synchro-
nized in order not to confuse the interviewee. Therefore, strict guidelines were set for how 
to conduct each interview in order to assure best possible harmonization in the data collec-
tion method. 

The interview-process should moreover be standardized and the respondents are not sup-
posed to ask follow-up questions; so as to ensure validity and reliability. The authors, there-
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fore, followed a script in order not to miss out on vital points and to ensure that no unne-
cessary information confused the interviewee. Pre-written informative emails were fur-
thermore composed and sent out, especially when there were difficulties of getting hold of 
the respondents, but also to explain the research’s purpose. Confirmation emails were in 
addition sent out, together with an explanation of the design of the questionnaire without 
revealing content; this to enable understanding of the Likert scale for the interviewee
(Fowler, 2002). At last, interviews are most commonly done once and the aim is to gener-
ate answers that can be coded and processed quickly (Bryman & Bell, 2003). 

3.2.4 Questionnaire

To design a questionnaire has proven to be a very complex task; hence, here, many differ-
ent aspects have been considered in order to maximize its quality. Brace (2004) states that 
the main objective of a questionnaire is to extract the information researchers require in 
order to fulfill the study’s purpose. Thus, according to Bryman & Bell (2003) designing a 
questionnaire is not just about collecting data, but collecting it in the most accurate way. As 
this research is exploratory, the main task has not been predetermined; consequently, a lot 
of room has been left for the authors to form the questionnaire themselves, with regards to 
what was to be measured. 

The overall design of the questionnaire follow the content of the study’s theoretical frame-
work, hence questions are based on theory the authors assume affect global sourcing deci-
sions. However, the question types vary somewhat throughout the questionnaire. Brace 
(2004) has identified three types of question types:

1. Open or closed questions;

2. Spontaneous or prompted questions;

3. Open-ended or pre-coded questions.

The distinction between open and open-ended questions in Brace’s (2004) definition is that 
open question refers to questions that do not have a finite number of possible responses; 
while open-ended questions refer to questions that generate verbatim answers. Open ques-
tions are generally asked spontaneously, and prompted questions are generally closed and 
pre-coded. In this study, the majority of the questions are prompted, pre-coded, and closed 
questions; this since it is assumed that questionnaires that measure behavior are likely to be 
best suited for such questions. Yet, since we are also looking to find out the attitude to-
wards global sourcing, a couple of the questions were left open-ended, for the respondent 
to elaborate further on. This mixture is according to Brace (2004) most suitable in order to 
maintain the involvement of the respondent.

Questionnaire responses are measured using four different classifications of data; namely, 
nominal, ordinal, interval, and ratio. Interval scale is the one applied in this study, and the 
main characteristic of such scale is that each item has a numerically equal distance between 
each point. There are different kinds of interval scale; the so called Likert scale among oth-
ers (Brace, 2004).

Likert scale represents the form of response technique that the authors perceive as highly 
efficient for the purpose of this study. The Likert scale is commonly known as the “agree-
disagree” scale, and does as the name indicates present respondents with a series of attitude 
dimensions, for each of which they are asked whether, and how strongly, they agree or dis-
agree, using one of a number of positions on a scale (Brace, 2004). In this case, as the in-
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terviews are made over the telephone, the respondents are asked to write the response cat-
egories down, since they otherwise might be hard to remember. 

According to Brace (2004), Likert scales are appropriate to use since they provide individu-
al responses that in turn generate specific aspects of attitude that drive behavior. In a clus-
ter analysis, when data has been processed through factor analysis, this data is segmented 
into different groups of respondents that possess similar attitudes. What the authors are 
looking for is precisely this; to identify groups of attitudinal statements that have similar re-
sponse patterns. 

To illustrate how the questions are formulated, one is extracted from the final question-
naire, as presented below. The final questionnaire is attached as an appendix, and is pre-
sented both in its original version (Swedish), and in an English version. 

The products bought internationally are of strategic importance for our company.

The number of points on the scale has been another issue the authors have given some se-
rious consideration to. The decision to make the scale of uneven number nature, was cho-
sen in accordance with Fowler (2002), leaving the respondent with a choice to either take a 
standpoint or not to take a standpoint was however fairly straightforward. Further, if for 
some reason a respondent was unable to answer a specific question, this was acknowledged 
by the interviewer and added to a separate group of responses, not included in the Likert 
scale. 

The design of the majority of questions all follow the same structure and are straight-
forward, easy to understand positive statements. Consistency together with complete ques-
tions; eliminating doubtful answers assures reliable answers. This also enhances under-
standing and communication over the phone, shortens the time that the interviewee needs
to set aside and as a result increases response rates (Fowler, 2002).

3.2.5 Availability of data – answering frequencies 

The response rate is a basic parameter for evaluating a data collection effort; it is a straight-
forward measure that represents the number of people interviewed divided by the number 
of people sampled (Fowler, 2002). The latter factor includes all people in the study popula-
tion who were selected but did not respond for whatever reasons mentioned above. This 
study’s response rate measured 80 percent; 74 of 92 identified retailing firms were able to 
participate in the study.

The answering frequency in this study is regarded as high; with a response rate of nearly 80
percent. However, in order to increase the study’s trustworthiness, the authors had to make 
a couple of limitations from the original sample of 120 cases identified from HUI’s “Bran-
schfakta 2008”. What happened was that as the authors got in contact with purchasing 
managers, question marks came into sight that led to further limitations for which organi-
zations to include and which organizations not to include in the sample. 

Agree Strongly 
agree 

DisagreeStrongly 
disagree 

Neither
agree, nor 
disagree
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First of all, organizations with no centralized purchasing authority in Sweden were elimi-
nated from the original sample of 120 cases; leaving the sample to be 104 cases. This deci-
sion was made since a couple of external difficulties would arise if they were included; 
foremost language barriers and extra costs added to the study. However, this decision is 
not regarded to affect the result in a negative way. The authors argue this since including 
centralized purchasing authorities in other countries would have forced the questionnaire 
to be translated into English, leaving a chance for bias in both language translation and in-
terpretation. The purpose of the study was also to specifically analyse Swedish retailers’ ap-
proach to international purchasing.

The second elimination of cases was done because of a very natural reason; five of the 104 
firms were subsidiaries to other firms already included in the sample. Therefore, a natural 
step was to exclude those firms as well, as their purchasing activities were already repre-
sented by another case, hence leaving the sample to be 99 cases. 

The third, and also final elimination of cases, was done due to miscellaneous reasons;

 Bankruptcy;

 Change in business focus; the firm no longer belonged to the retail industry;

 No international purchasing; and,

 Decentralized purchasing at local franchise branches.

The number of cases eliminated in this stage was seven, leaving the final sample to repre-
sent in total 92 Swedish retailing firms. 

3.2.6 Non-response analysis

The procedure used to collect data is as important as the sample selection process in de-
termining how well data from a sample describes a population (Fowler, 2002). In a survey 
strategy, non-response to some extent is a common feature that has to be scrutinized in or-
der to define the quality of the study. 

Firstly, non-response can be divided into two different groups; non-response to individual 
questions and non-response of the entire study (Fowler, 2002). Non-response to individual 
questions has in this survey been fairly low, and the main reason that people have chosen
not to answer particular questions have been their inability to do so. For example, for some 
respondents particular questions were irrelevant to answer since they did not have enough 
knowledge. There were two cases in which the firm had very little purchasing internation-
ally, leaving some questions impossible to answer. The non-response has in the factor 
analysis been treated as non-reply; leading to a smaller sample size, (n – x), where n is equal 
to the original sample size, and x is equal to the number of non-responses. 

However, the most interesting non-response group are those people who do not provide 
any data at all. Fowler (2002) identified three categories of those selected to be in a sample 
who do not provide data:

1. Those whom the data collection procedures do not reach and thereby not giving 
them a chance to answer the questions;

2. Those asked to provide data but refuse to do so;
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3. Those asked to provide data but are unable to do so for various of reasons (e.g. ill-
ness, who do not understand the language).

Thus, as mentioned, the procedures that a researcher decides to use have a major influence 
on the percentage of a sample that actually provides information; the response rate. The ef-
fect of non-response on survey estimates depends on two things; the percentage not re-
sponding and the extent to which those not responding are biased – that is, systematically 
different from the whole population (Fowler, 2002).

Two different problems must be addressed in order to achieve a high response rate for 
telephone interviews: gaining access to selected individuals, and enlisting their cooperation. 
For this, certain strategies were possessed that are assumed to decrease any possible non-
response. Firstly, interviewers are suggested to make numerous of calls. The exact number 
depends on the setting; but since the respondents of this study are business men/women 
who have a limited amount of time available, it is assumed that the interviewers need to 
make at least five calls before a conversation is initiated. It is also argued that the interview-
ers have to be flexible and able to make appointments at any time that is convenient for the 
respondent. The authors have pursued both those strategies. Multiple calls have been done,
and a flexible interview schedule was provided for the respondents. 

3.3 Data analysis
The chosen data analysis methods in this thesis connects to two different methods; factor 
analysis and cluster analysis. Both of these methods were performed by the use of the sta-
tistical software SPSS 16.0. The output is presented in the next chapter as well as in appen-
dices. Below is a description of the most basic aspects of the two statistical methods.

3.3.1 Factor analysis

In order to conduct a cluster analysis, the authors realized that a first step in the process 
was to perform a factor analysis. This was done in order to reduce the number of variables 
being studied and that way decrease the data complexity (Pallant, 2001; Nargundkar, 2004). 
In this case, the possible criteria that influences firms’ international purchasing strategies 
were found to be manifold; and a total of 34 attitude questions were asked the respondents 
during the telephone interview. However, as the authors inquired to identify the underlying 
drivers of purchasing behavior, a factor analysis was regarded as a good method of resolv-
ing any confusion and further identifying underlying factors from an array of seemingly 
important variables. 

In short, factor analysis is conducted through two stages, which by analyzing correlations 
between variables, reduces their number into fewer factors (Nargundkar, 2004). The first 
stage is called the factors extraction process, and the objective in this stage is to identify 
how many factors could be extracted from the data. Two techniques are available that can 
assist the decision concerning the number of factors to retain. The most commonly used 
technique is known as the Kaiser’s criterion; and in this stage Eigen value represents a 
measure that explains the variance. The higher Eigen value of a specific factor, the higher is 
the amount of variance explained by this factor. The aim is to extract the least possible 
number of factors that maximize the explained variance (Pallant, 2001; Nargundkar, 2004). 
As the authors run their data in SPSS, 11 factors appeared and they represents in total 74
percent of the variance of the original data. Still, the second approach is known as Catell’s 
scree test (Pallant, 2001), and was also applied in this study. The scree test involves plotting 
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each of the Eigen values of the factors and identify the plot to find a point at which the 
shape of the curve changes direction and becomes horizontal. The result was the same 
(Pallant, 2001).

The second stage is referred to as rotation of principal components, and is actually optional 
to perform. However, the authors found it necessary to go through this stage as well, since 
it enhances a more reliable result. In this stage, the main purpose is to interpret and name 
the factors that emerged in the first stage and this is done through the help of some statis-
tical tools. Foremost, by the use of a rotated factor matrix, the authors were able to identify 
which original variables were associated with each of the new factors. The rotated matrix, 
and also the unrotated matrix, provides information regarding the ‘loading’ of each variable 
on each of the extracted factors. The desire is to find variables which has a high loading on 
one factor, but low loadings on other factors and values close to 1 represents high loadings 
and those close to 0 low loadings (Nargundkar, 2004). 

3.3.2 Cluster analysis

The second data analysis method represents a multivariate analysis which explains the in-
fluence and effect three or more variables have on one another (Bryman & Cramer, 2006).
The variables assumed to be relevant were initially derived from the theories presented in 
the frame of reference section, and later extracted by the use of factor analysis. What was 
important in this stage was to find relationships that were non-spurious. Bryman & Bell 
(2003) refer to non-spurious relationships as relationships that are not real; instead, the re-
lationship exists because each variable itself is related to a third variable. This approach is 
also referred to as cluster analysis; a type of analysis used to create classifications (Alden-
derfer & Blashfield, 1984).

The methods used in a cluster analysis will produce clusters of highly similar entities that 
furthermore are different in entities from other clusters (Aldenderfer & Blashfield, 1984; 
Nargundkar, 2004). The reasons for using cluster analysis can vary, but the authors were in 
this case applying the method in order to “develop a classification” (Aldenderfer & Blash-
field, 1984); and as previously stated, the authors sought to develop classifications of the 
Swedish retailers, depending on particular variables connected to their international pur-
chasing strategies. 

The first step in the process was to recognize those variables that represents the concept of 
similarity; in this case, the variables that were significant for measuring Swedish retailers’ in-
ternational purchasing patterns. This was done in the factor analysis. The cluster analysis
thereafter defines whether or not these variables creates clusters and determine the interre-
lation both within the identified clusters and between them (Hamilton, 1992). The cluster 
analysis method used in this thesis is called hierarchical clustering or linkage methods. This 
method does not require the researcher to specify the number of clusters to be extracted in 
advance. Instead, a number of solutions is provided by the software, from a one-cluster so-
lution to a n-cluster solution; where, n represents the number of objects being studied, in 
this case 74. The output is represented in an agglomeration schedule, among others. From 
this schedule, differences in the coefficient can be identified, telling us how many clusters 
are appropriate to use. Also, a dendrogram is useful to extract from the software in order
to identify; firstly, a rescaled distance measure of various clusters; and secondly, to identify 
which original cases that belong to each of the clusters (Nargundkar, 2004). 

After the first stage is done, and the number of clusters is determined, a K-means test is 
performed. In this study, four clusters were regarded as valid and run in the K-means test. 
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This stage is regarded as vital since it is assumed to provide more stable clusters. As the K-
means test is performed, various statistical outputs are generated; all contributing to a more 
reliable research result. By the use of the output, the authors were able to extract which 
cases that belong to which clusters, and from there analyze them based on the original va-
riables in the questionnaire (Nargundkar, 2004).

At last, in order to test the trustworthiness of the cluster analysis, an ANOVA test was per-
formed. The ANOVA table display which of the variables that is significantly different 
across the clusters at a certain confidence level; in this case at a 90 percent confidence level. 

The reason for choosing cluster analysis was the flexibility and visibility it offers. Cluster 
analysis has an ability to present similarities derived from complex input, not apparent 
without complex analysis. However, the clusters should only be related for this specific re-
search since the clusters are highly affected by the specific factors included.

3.3.3 Interpretation of the qualitative data

Yet, there is one more thing to add regarding the data analysis. The open questions in the 
end of the questionnaire revealed some interesting findings, applicable for interpreting the 
current state of the different clusters. These qualitative findings were important to include 
in the analysis, and therefore compiled in order to get an overview of what kind of answers 
the different questions had generated. Replicated answers were assumed to be of impor-
tance, and used in the interpretation of the current and future state of the Swedish retailers. 
This resulted in a comprehensive discussion in section 4.4. 

3.4 Quality of the study
Below is a description of how the authors have carried out this study in order to provide as 
valid and reliable results as possible. The pilot study is presented, as well as an overall dis-
cussion regarding the quality of the study.

3.4.1 Pilot study

A pilot study was held in order to test the quality of the questionnaire; how well the ques-
tions would flow and whether or not the respondents hesitated on specific questions or felt
uncomfortable or lost their interest at certain points. The pilot study was applied to ten 
suitable candidates since this is regarded as a minimum number for a pilot study according 
to (Fink, 2003; cited in Saunders et al., 2007). The feedback from the respondents was posi-
tive and only a few corrections were necessary. 

Pre-testing the questionnaires also gave the researchers an idea of how much time to allo-
cate for every interview (Bryman & Bell, 2003). It was revealed that the interviews did not 
take more than 15 minutes maximum, a positive revelation. The suitability of the question-
naire was also discussed and approved by two external parties; Jens Hultman, PhD, and 
Hamid Jafari, PhD candidate; this to increase the reliability and validity and to test face va-
lidity, whether or not the questions at all made sense (Saunders et al., 2007). Some ques-
tions from the initial draft were overlapping and taken away, other questions were further 
elaborated to increase understanding and coverage of theory. It was necessary to add op-
tional wording to some more complex questions (Fowler, 2002). These are words in brack-
ets to further explain meaning of a statement to increase understanding if necessary. Some 
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questions were regarded as non-applicable to some respondents and the authors therefore 
included a choice to answer ‘not applicable’ to all questions in the questionnaire. 

The questionnaire was yet again sent to external parties; this time a third person was intro-
duced to the questionnaire; Helgi Valur-Fridriksson, tutor for the thesis. Feedback was re-
ceived for the second time and the interviews could be continued. 

3.4.2 Validity

The most essential validity criterion is measurement validity; making sure the results are 
measuring what is to be measured. Does the outcome represent a valid answer to the pur-
pose? To ensure this the researchers were in close connection with their tutor and revised
research strategy and purpose several times (Bryman & Bell, 2003). 

There were of course several concerns regarding validity within the research that had to be 
taken into consideration. According to Bryman and Bell (2003), internal validity threats are 
the ones referring to procedures, experiences, or treatments, that threatens the researchers’ 
ability to draw correct inferences from the data included in the research. This kind of valid-
ity was handle firstly, through an extensive literature research by the authors, and secondly, 
through the support and feedback provided by the various stakeholders of the thesis, in-
cluding the authors’ supervisor. The threat of mortality; i.e., having a low response rate was 
regarded as a huge sample size was planned from the start. Aiming at a sample of 120 re-
tailers would naturally allow a shortfall, and researchers had in beforehand calculated on a 
short fall of approximately 20 percent. The internal validity will mainly relate to whether or 
not a casual relationship exists or if the results are produced by something else (Bryman & 
Bell, 2003; Creswell, 2009).

External validity threats are also important to eliminate. These threats arise when research-
ers draw incorrect conclusions and implement them to other settings, past or future situa-
tions and generalize when this is not possible (Bryman & Bell, 2003; Creswell, 2009). The 
generalization issue was eliminated since only retailers with comparable operational struc-
ture was included and other retailers was chosen not to be included; such as those with 
purchase departments centralized to offices abroad. Researchers were also aware of the 
time bound restrictions to the findings. Historical and future situations would probably re-
sult in different findings and the discussion regarding future trends should only be regarded 
as forecasting and not set truths (Bryman & Bell, 2003).

3.4.3 Reliability 

Validity and reliability are related since validity will presume reliability. If reliability is non-
existing so is validity. Reliability indicates whether the results of a study is repeatable or not 
(Bryman & Bell, 2003). The approach, using telephone interviews, is said to eliminate poss-
ible biased answers created by the interviewer/s. The interviewer’s personal characteristics 
cannot be seen and the respondents’ answers will therefore not be affected by this. The 
questions were in Swedish and the authors, therefore, eliminated organizations with pur-
chase activities centralized abroad, in for example Denmark, Norway or England. If the 
respondent were hesitating on the content or formulation of any of the questions, then the 
researchers clearly explained the question or statement (Bryman & Bell, 2003). 

The risk of having the wrong person answering the questionnaire was also eliminated 
through the choice of telephone interviews (Bryman & Bell, 2003). Valid answers were re-
ceived since all of the interviewees were at least purchasing managers, if not specialists 
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within the company. Their high positions ensured good insight in the purchase activities of
the organization, and information retrieved is therefore truly mirroring the reality. 

Something that was necessary to take into consideration was the risk of participant bias. 
The researchers had to take into consideration that some respondents may have based their 
answers on rather what they ‘wanted’ to answer, instead of reality; specially, since behavior-
al questions are assumed rather difficult to measure for validity. Hedging for this bias is 
done by keeping the retailers’ identities anonymous and also by tailoring the questions mak-
ing sure all statements were structured in the same way; positive statements (Saunders et al., 
2007).

Regarding the reliability of the secondary data used in the study, the authors thoroughly 
evaluated the authority of both HUI and “Vem är Vem i Detaljhandeln”. The conclusion 
was that these sources were highly reliable, and that both sources present trustworthy fig-
ures and valuable information. 

3.4.4 Generalization

The study is assumed to be of interest for a number of stakeholders. Since the empirical 
study is based on the 120 largest retailers with respect to turnover in Sweden, the result can 
be generalized to the retail industry in Sweden and hence of use for many actors operating 
on this market. Furthermore, due to the harmonization of the market within EU, it is as-
sumed to be of use for additional member states.
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4 Empirical study & Analysis
This chapter presents the result of the empirical study together with a thorough analysis of the data. The 
data is based on answers from 74 retailing firms that agreed and were able to participate in the telephone 
interviews. This chapter is divided into four different sub-chapters – the factor analysis, the cluster analysis, 
the identified clusters, and future implications. The aim of this chapter is to fulfil the study’s purpose, and 
group Swedish retailers into various clusters depending on their international purchasing activities.

To start with, the authors found it rather insightful to present information regarding the re-
spondents. This is done in two different tables; (1) years of working experience, and (2) the 
respondent’s position. As can be demonstrated in Table 4.6, the majority of the respon-
dents have 10-19 years of working experience within purchasing. Only approximately 19 
percent have less than 10 years of experience; meaning that 81 percent of the respondents 
in this study have been working within purchasing departments for more than 10 years. 
This symbolizes, according to the authors, a trustworthy sample of respondents, with peo-
ple imbedded with deep insights and knowledge about their business activities.

Table 4.6 Years of working experience

Years of work experience Number

<10 14

10-19 30

20-29 22

>30 8

Total 74

The trustworthiness of the sample is further distinguished in Table 4.7, where the respon-
dents’ various positions are revealed. 40 out of 74 respondents disclosed that they were 
purchasing managers; leaving this group to represent 54 percent of the total amount of re-
spondents. 14 percent of the respondents were CEOs, and this group of respondents is 
mostly recognized in the smaller sized retailing firms. A final note is also that only 7 per-
cent of the respondents were purchasers without decisive power. 

Table 4.7 The respondent's position

Position Number

CEO 10

Purchase Manager 40

Purchaser 5

Other managerial positions 19

Total 74

4.1 Factor analysis
In short, factor analysis is a method conducted through two stages. Firstly, one analyzes
correlations between variables in order to reduce this number into fewer factors (Pallant, 
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2001; Nargundkar, 2004). However, before the factor analysis was run in SPSS, the authors 
had to make one small adjustment to the original 34 questions. One question was decided 
to be eliminated from the factor analysis, and that was question 21 in the questionnaire. 
The question was an attendant question of question 20, and thereby, not applicable for all 
respondents. Only 48 out of the 74 respondents answered this question, and for that rea-
son it was decided that the answers to this question will only be used as qualitative data 
when question 20 is analyzed.

Hence, the 33 questions of investigation represent question 10 to 20, and 22 to 43 in the 
questionnaire, see Appendix 1 and Appendix 2. 

4.1.1 The factors extraction process

The first stage is called the factors extraction process, and the objective in this stage is to 
identify how many factors that will be extracted from the data. According to Pallant (2001) 
& Nargundkar (2004), the aim is to extract the least possible number of factors that max-
imize the explained variance; and as the authors ran their data in SPSS, 11 factors appeared 
and they represent in total 74 percent of the variance of the original data.

Yet, we have to dig deeper into these findings. The first step in interpreting the output 
from SPSS is to analyze the factors that are extracted, their Eigen values and the cumulative 
percentage of variance. To start with, initial communalities are estimates of the variance in 
each variable accounted for by all components or factors. For principal components extrac-
tion, this is always equal to 1.0 for correlation analyses (Nargundkar, 2004). The commu-
nalities from our analysis are all relatively high as can be seen in Appendix 3; indicating that 
the extracted components represent the variables well. 

The next step is to analyze the table presented in Appendix 4, that shows the total variance 
explained. In this step, Eigen values are important to interpret as these represent a measure 
that explains the variance. The higher Eigen value of a specific factor, the higher is the 
amount of variance explained by this factor (Nargundkar, 2004). Appendix 4 states that 
from the initial 33 question there are 11 factors which have an Eigen value of one, or more 
than one. From this appendix it is further evident that the cumulative variance, that these 
11 factors represent, is 74 percent. This is a good deal; with merely 11 factors representing 
30 percent of the original questions, only 26 percent of the information-content is lost, 
while 74 percent is retained.

Another way to define the number of factors extracted from the initial questions is to use a 
scree plot; illustrated in Appendix 5. The scree plot is a statistical tool that helps to deter-
mine the optimal number of components (Pallant, 2001; Nargundkar, 2004). In the figure 
illustrated in Appendix 5, the Eigen value of each component in the initial solution is plot-
ted, and generally the aim is to extract the components on the steep slope. The compo-
nents on the shallow slope contribute little to the solution. As the last big drop occurs be-
tween the 11th  and 12th components, using the first 11 components is regarded as the best
choice.

4.1.2 Rotation of principal components

The second stage is referred to as ‘rotation of principal components’, and is actually op-
tional to perform. However, the authors found it necessary to go through this stage as well, 
since it enhances a more reliable result. In this stage, the main purpose is to interpret and 
name the factors that emerged in the first stage, and this is done through the help of yet 
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some statistical tools. Foremost, by the use of a rotated factor matrix, the authors were able 
to identify which original variables that were associated with which of the new factors. The 
rotated matrix; illustrated in Appendix 6, and also the unrotated matrix; illustrated in Ap-
pendix 7, provides information regarding the ‘loading’ of each variable on each of the ex-
tracted factors. Nargundkar (2004) stresses that the desire is to find variables which have a 
high loading on one factor, but low loadings on other factors. Moreover, values close to 1 
represent high loadings and those close to 0, low loadings. There is no rule of thumb re-
garding what should be considered a high loading, and what is not a high loading. Here the 
authors together with their tutor Hamid Jafari decided that values greater than 0.7 were to 
be treated as high. 

It is assumed easier to interpret the rotated component matrix than the unrotated matrix, 
since the rotation maintains the cumulative percentage of variation explained by the ex-
tracted components, but that variation is kept spread more evenly over the components. 
Thus, the authors focused on the rotated component matrix, as this was more easy to in-
terpret.

The result from analyzing Appendix 6 is presented in Table 4.8. 15 out of the initial 33 
questions have been identified as representative for one of the extracted factors. The new 
factors have been interpreted and analyzed by the authors, and thereafter labeled. 

Table 4.8 Factor extraction

Factor Question Label

1 23,24 Level of control in the supply chain

2 10,21 Proactive supplier selection

3 17,18 Inter-organizational integration

4 19,29 Purchasing focus

5 32 Level of communication

6 1 Cost focus

7 13,14 Relationship-form

8 27 Sub-supplier control

9 28 Level of centralization

10 25 Level of buyer-engagement

11 9 Risk-hedging

4.2 Cluster analysis
As the factor analysis is completed, it is time to go through the cluster analysis. As previ-
ously mentioned, cluster analysis is a statistical procedure that form groups of similar ob-
jects by the use of some statistical means (Cluster: Substantive, 2002). Hence, the goal with 
this data analysis method is to identify homogeneous groups or clusters. Also, this analysis 
is conducted through two stages.
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4.2.1 Hierarchical clustering

The first step in stage one, of the hierarchical clustering method, is to analyze the agglom-
eration schedule found as Appendix 9. According to Nargundkar (2004), differences in the 
agglomeration coefficient, column four, are used to extract information regarding how 
many clusters that can be identified. When analysing the coefficient, it is done from the last 
row and upwards; this to identify lowest possible number of clusters. 

The second column in Table 4.9 represents the last rows of column four in Appendix 9 
and corresponds to the last cases’ coefficient values. The agglomeration coefficient is par-
ticularly amenable for use in a stopping rule that evaluates the changes in the coefficient at 
each stage of the hierarchical process. Small coefficients indicate that fairly homogenous 
clusters are being merged; however, joining of two very different clusters results in large 
coefficients or a large percentage change in the coefficient (Cluster: Substantive, 2002). 
Hence, to determine the optimal number of clusters the authors looked for large increases 
in the coefficient’s value. As illustrated in Table 4.9, the first large difference was identified 
when going from two to one clusters, and the next large difference was identified when go-
ing from four to three cases. 

Table 4.9 Analysis of agglomeration coefficient

Number of clusters Agglomeration Coefficient Percentage change in 
Coefficient to next level

6 23.250 6.6

5 24.792 9.9

4 27.246 14.1

3 31.096 1.6

2 31.578 26.5

1 39.942 -

Ignoring the first large difference, the authors chose to use a four-cluster solution. It is as-
sumed that it is up to the researcher to decide whether to go for a two-cluster solution or a 
four-cluster solution as in this case (Nargundkar, 2004); and for convenience, the authors 
chose the latter solution. After this was decided, the dendrogram presented in Appendix 10 
was analyzed. The dendrogram, as Nargundkar (2004) highlights, identifies the clusters be-
ing combined and the values of the coefficients at each step; therefore, it is regarded as a 
better means in order to illustrate case membership of each cluster. 

4.2.2 K-means clustering

The K-means test is done in order to provide more stable clusters, and is an interactive 
procedure compared with the previous hierarchical clustering method (Nargundkar, 2004). 
When this test was run in SPSS, the information used from the first stage was used, since 
this stage require a pre-specified number of starting points. The output from this stage is 
presented in Appendix 11, 12, 13, 14, 15, 16, and 17.

The final cluster centres describe the mean value of each variable for each of the four clus-
ters. Yet, when analysing and interpreting the four clusters, the authors chose to go back to 
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the mean values of the original 33 questions. Distribution between the clusters are pre-
sented in Table 4.10, and this information is extracted from Appendix 13 and Appendix 17.

Table 4.10 Case membership

Cluster Number of cases (n) What cases?

1 10 11, 14, 17, 25, 29, 37, 47, 54, 71, 72 

2 18 2, 6, 10, 13, 19, 23, 26, 31, 32, 39, 41, 50, 52, 60, 
65, 68, 70, 73 

3 23 12, 16, 18, 20, 21, 27, 30, 33, 34, 35, 42, 44, 46, 48, 
55, 59, 61, 62, 63, 66, 67, 69, 74 

4 15 1, 3, 4, 5, 7, 8, 22, 24, 36, 38, 43, 51, 53, 58, 65 

Eight of the cases were eliminated by SPSS, due to the fact that they did not fit into any of 
the clusters, apparent in most cluster analysis. 

In order to test the trustworthiness of the cluster analysis, an ANOVA test was performed. 
The ANOVA table in Appendix 16 display which of the 11 variables that is significantly 
different across the four clusters; and in this study, at a 90 percent confidence level, all 11 
variables are significant. All variables in the table have a probability value less than 0.10. 

4.3 The Clusters
After the clusters were revealed by SPSS, a more in-depth qualitative analysis was done by 
the authors; calculating and comparing mean values for every question within each cluster. 
The factors analysed were those from the original questionnaire; the 33 questions run in 
the factor analysis. Furthermore, a factor was identified as a typical characteristic for a clus-
ter, if, and only if, its mean value was noticeably different compared to another cluster.

After a close examination of 74 cases; representing 74 out of the 120 largest retailers in 
Sweden, four different clusters appeared that are summarized in Figure 4.13. Hence, this 
section will provide an answer to research question number one:

“ In what ways is it possible to group Swedish retailers with regards to their international purchas-
ing activities?”

Each cluster is presented individually in the following sections; however, before that a 
short summary of the key findings is revealed.
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Table 4.11 The four clusters

Cluster Key factors

Cluster 1 –
The Committed Veterans

Extensive internal involvement in purchasing decisions; clear 
focus with special division for international purchasing; pur-
chasing offices on key markets; long-term strategic focus; direct 
relationships; extensive control and assessment of suppliers in-
cluding physical visits at both first and second tier suppliers’ 
factories; various use of external parties in the supplier-
assessment process; significant importance of political situation 
in potential host country.

Cluster 2 –

The Flexible Freshmen

Strategic focus on low costs; low integration with suppliers; 
suppliers rarely engaged in product or process-development; 
multiple business relations with suppliers; low focus on interna-
tional purchasing; no emphasis put on suppliers status regard-
ing IT and information systems adoption; and low cultural em-
phasis. 

Cluster 3 –

The Indifferent Cravens 

No specific focus on cutting costs; no outspoken strategy for 
international purchasing; extensive use of trading agencies; low 
involvement in supplier control and assessment; infrequent 
control of 2nd tier suppliers, and no physical control in assess-
ment of 2nd tier suppliers; no special entity focusing on only in-
ternational purchasing; and low importance of political situation 
in potential host country. 

Cluster 4 –
The Strategic Intellectuals

High level of adoption to customer requirements; clear strategy 
for international purchasing; strategic importance of products 
bought internationally; high concentration on supplier selection; 
few suppliers; investment in JV’s in supplier-relations and also 
in production facilities; long-term supplier focus; high engage-
ment with the supplier in product and process development; 
high level of commitment to codes of conduct, not only for 
first tier suppliers, also second tier; and high emphasis on po-
litical situation in potential host country.

4.3.1 Cluster 1 – The Committed Veterans

The authors identified eleven factors that distinguished this cluster – the Veterans; represent-
ing 15 percent (n=10) of the sample. The majority of the members in this cluster were 
among the largest Swedish retailers with respect to turnover. 

The international purchasing activities always involve several people within the company and 
not only the purchasing manager. A reason for this could be that many of the large retailers 
involve in international purchasing to such a great extent that the process would be impos-
sible for only one person to handle. More or less, all retailers have specific divisions focusing 
on international purchasing only. The majority of the retailers also have local purchasing offices 
on their most important purchasing markets; showing a deep commitment with their sup-
pliers and a long-term plan for purchasing from that specific country/market (Varley, 2001 
& Cook, 2007). This also shows an eagerness to perform assessment of the supplier in or-
der to control production. 



Hjälmner & Stener, 2009

46

The Veterans furthermore showed that they had a direct relationship with their suppliers, not 
using trade companies. Further, to elaborate on the concern for control, the Veterans all 
have a code of conduct to communicate the companies policies and restrictions. They assess
their suppliers on regular basis; in which physical visits are one part of the assessment process. 

This cluster scores above all other on both contracting external partners for assessing their sup-
pliers and also including sub-suppliers in their assessment stages. When it comes to controlling the 
supply chain, their responsibility stretches further than just 1st tier. All respondents also 
claimed that the political situation in the purchasing country was significant for whether or 
not to purchase from this country. This cluster is also characterized for not recognizing
their logistic costs to be high. This could, in line with Guinipero & Monczka (1990), be a 
result of a long-term, well-integrated relationship view, where good terms of conditions are 
reflected in lower logistics costs. 

As a conclusion, the Veterans should be considered as retailers viewing their supplier-
relationships as long-term, with great commitment from the purchaser’s side. The invest-
ment in developing their own functionally unique international purchasing groups is only 
one sign for this (Guinipero & Monczka, 1990). Regular controls and check-ups of suppli-
ers and sub-suppliers are of course connected to higher financial costs and considered to 
be time consuming. Worth mentioning is that bigger organizations more often are investi-
gated by the media; hence, a proactive approach is taken for implementing CSR strategies 
(Skjøtt-Larsen et al., 2007). Both these issues are good reasons for why it is necessary to 
have a specific division with pure focus on international purchasing. Though, these costs 
should be considered as a long-term investment which could be cost saving in the end; as 
Arnold (1999) mentions, better prices and terms of conditions can be harvested together 
with reducing unnecessary administrative work and creating economies of scale. 

4.3.2 Cluster 2 – The Flexible Freshmen

Cluster number 2 – the Freshmen; representing 27 percent (n=18) of the sample includes an
even distribution among some of the larger and some of the smaller retailers. Nine factors 
characterized this cluster which are presented below.

The majority of the retailers within this cluster had, compared to the other clusters, a 
greater strategic focus on costs, and in this case; to cut costs. Country of origin, was as a second 
factor of low importance. Almost all of the Freshmen intentionally spread international purchasing
activities on several different suppliers. These three factors all imply that the level of integra-
tion between buyer and supplier is low. This is furthermore confirmed by the fact that this cluster 
scored the lowest on aiming at a high level of integration between the organization and the 
supplier. Important to note is that the Freshmen did not score significantly low, only lower 
compared to the other clusters. 

The majority of the suppliers to the Freshmen were not included in neither product nor proc-
ess-development projects. None of the retailers had a specific division focusing on international pur-
chasing only. There was moreover not only low scores for importance of the culture in the coun-
try from where purchasing was done but also on importance for the suppliers to have well-
established IT and information systems. The Freshmen did also score lower than other clusters 
on the point regarding whether or not the suppliers were positive for implementing the retailers 
own IT and information systems. 

A first glance on this cluster may result in a conclusion stating that that the Freshmen care 
very little about integrating with their suppliers. Low cost products and customers that care 
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less about country of origin could imply that the buyer will shift producer if lower produc-
tion costs are offered from a supplier (Varley, 2001). No specific country or culture will de-
cide from where to purchase, and the producers are not involved in R&D projects; hence,
shifting supplier on short notice will not be considered as harming for the retailer. This is 
also reflected in the indifferent attitude towards whether suppliers implement the IT sys-
tems or not; a low tendency for integrating each others’ IT systems is rare in today’s com-
petitive market (Shi & Chan, 2007; Skjøtt-Larsen et al., 2007). Could this be a strategic 
choice in order to shift supplier more easily?

However, this might not be the only interpretation. Explanations could vary; either the 
purchasing relationships are regarded short-term, as explained above, or the case could be 
that the Freshmen have supplier relationships which are recently established in line with
Varley (2001) who explains that supplier-relationships grow and develop over time. 

A deeper investigation of this cluster reveals that more than half of the retailers systemati-
cally started engaging in international purchasing less than 15 years ago. Compared to many 
other retailers, this is considered being ‘new’ on the international purchasing market. 
Therefore, the strategy for this specific activity has not been as developed as other activities 
for the company. 

4.3.3 Cluster 3 – The Indifferent Cravens

Cluster 3 – the Cravens, which represents 35 percent (n=23) of the sample, have just as clus-
ter 2, an even distribution among both the smaller and larger retailers. Nine factors were 
extracted and considered important for this cluster.

It was significant that there was no specific focus for cutting costs for this cluster, which may 
imply that these retailers offer high-quality products inelastic to price. Additionally, the 
Cravens did not have a specific strategy for their international purchasing activities which 
could be explained since the majority handled their international purchasing through trading 
companies. A low score was also found regarding whether or not suppliers took initiative to 
product/process development. 

The majority of the Cravens did not have an outspoken code of conduct. Hence a low score 
for 2nd tier suppliers to be included and no engagement in controlling 2nd tier suppliers ex-
isted. It did furthermore not exist a certain division that focused on international purchasing only.
This is probably an effect of the use of trade companies; since they handle the entire pur-
chasing process. Another implication could be that this also explains the lower score of 
how important a country’s political situation is.

One could assume that since the Cravens offer products presumably inelastic to price they 
can afford the additional cost of using a trade company when purchasing internationally 
(Morash, 2001). This will also explain why there are lower scores on the level of control of 
suppliers regarding code of conducts and sub-suppliers, since a third-party is involved in 
the purchasing process. This though may be surprising, since many of the larger retailers 
could be assumed to take their responsibility in order not to face a scandal (McIntyre, 2007; 
Eltanway et al., 2009). It is important to highlight that some of the Cravens did score high 
on this factor, but the majority did not. 

A major reason for using trade companies instead of purchasing directly from the supplier, 
could be that in return for the extra cost incurred, be relieved from additional risks of qual-
ity issues, lead time delays, and communication problems, just to mention some. These are, 
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as mentioned by Salmi (2006), instead in the hands of the trade company which has exper-
tise competence within the area (Guinipero & Monczka, 1990).

4.3.4 Cluster 4 – The Strategic Intellectuals

The last cluster – the Intellectuals, is the second smallest cluster representing 23 percent 
(n=15) of the sample; where the size in regards to turnover has an even distribution just as 
the two previous clusters. For this cluster, sixteen factors have been identified as important.

The first factor to distinguish the Intellectuals was the high level of adjustment in order to 
please the customers’ needs. This was followed by a highly developed strategy for international pur-
chasing activities. Products purchased where of strategic importance for the organization, which 
could explain some following factors; i.e., concentrating on some specific suppliers instead of 
spreading purchasing activities on many different. The majority of the Intellectuals invested 
to a greater extent in, production facilities or JVs, compared with the other clusters. They also 
viewed their supplier-relations as long-term relationships. The engagement from both the re-
tailer and supplier regarding product and process development was significantly high; something 
that could be a result of the demand for products to be attractive and customized for the 
end-consumer. Almost all of the Intellectuals searched for potential suppliers through the 
channels mentioned by Varley (2001) and Cook (2007); trade fairs, trade journals and internet. 

The Intellectuals value high level of commitment to their existing code of conduct, not only by 
their 1st tier suppliers but also from their 2nd tier suppliers. Regular assessment controls are ar-
gued to be done, in which also 2nd tier suppliers are taken into consideration. A high score 
was further identified regarding having the suppliers to adapt to the organizational culture. Fur-
thermore, the Intellectuals were the cluster that scored the highest on whether a country’s po-
litical situation was of importance or not. 

The authors believe that the above-stated characteristics are identified due to the fact that 
the majority of members in this cluster consider themselves to deliver products that are
highly adopted to customer needs. This is, according to Morash (2001), classified to be a 
differentiation type of business strategy. Purchasing is done decentralized but coordinated 
as mentioned by Guinipero and Monczka (1990). Their suppliers are of great importance 
and the products delivered would have to be of the right quality; demanding long-term 
commitment from both sides (Varley, 2001). Investing in production facilities or setting up 
JV’s will imply a long-term view of the supplier relationship which furthermore is mirrored
in the engagement of production and process development from both the purchaser and 
supplier. A high level of integration is demanded for strategic items as Kraljic (1983) ex-
plained. This would then clarify the high level of control for code of conduct compliance. 
This is a responsible cluster where all actors are included and involved in what is regarded 
the value chain. Offering products that may be driven by customer demand could be sub-
ject for a higher level of commitment for the purchasing activities.

4.4 Future implications – interpreting the qualitative data
This section including 4.4.1, 4.4.2, and 4.4.3, provides an answer to the second research 
question:

“What future challenges do Swedish retailers acknowledge to be of importance?”

It includes some qualitative data that emerged from the very last section of the question-
naire (see Appendix 1 for Swedish version and Appendix 2 for English version). As the au-
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thors realized, purchasing managers or people at similar positions, have a lot of individual
knowledge and important insights regarding the future of international purchasing. Hence, 
this section will bring to light some of the fruitful remarks given by the respondents. 

4.4.1 International Purchasing – a voluntary activity or a necessity?

“If possible, would you have chosen to constrain your purchasing to Sweden only? Explain why.”

This question was intended to be of pure hypothetic nature, this as the authors sought to 
increase the respondents involvement. The distribution of respondents that would prefer 
to source everything from Sweden, versus, the respondents that prefer international pur-
chasing, turned out to be fairly equal. This is very interesting, and can be interpreted as 
even though great advantages are realized with international purchasing, there are also 
drawbacks that some respondents find very intimidating. Among the respondents that 
claimed that they would prefer local sourcing, the following key points emerged.

Table 4.12 Yes to local sourcing

Yes to local sourcing, due to:

Shorter lead times – closer to market 

No monetary risks

Better quality

Higher control of suppliers

Yet, the respondents on the other side of the spectrum, that argue they would involve in 
international purchasing even though it hypothetically was possible to source everything in 
Sweden, mention following arguments for their standpoint.

Table 4.13 No to local sourcing

No to local sourcing, due to:

The exchange from international purchasing is not only products, but also experience. 

Loss of competence and expertise

Hedge against risks; better to spread risks on several suppliers

Must welcome all players on the global market

According to this result, international purchasing is regarded a necessity for some Swedish 
retailers, while it for other retailers is a voluntary activity with great advantages. Yet, since 
this question was purely hypothetical; the respondents still predict their future international 
purchasing activities to be either of same level, or more. Approximately 44 percent believe 
it to be the same within five years, another 47 percent to be more, and an additional 8 per-
cent to be much more. 

Fawcett et al. (2008) emphasize that driving forces of SCM cultivate from two sources: ex-
ternal pressures and potential benefits from strategic supply chain alignment. According to their 
assumption; even though the potential benefits of supply chain integration often are very 
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intriguing, the barriers to supply chain success can be daunting. This is as illustrated also 
indicated in this thesis. All respondents realized the importance of integration in the inter-
national supply chain, even though apparently some of them realized substantial threats 
with it. Hence, in line with previous research, this study also prove that international pur-
chasing has some drawbacks, that force retailers to take on substantial risks. These risks 
will be further evaluated in section 4.3.4. 

4.4.2 Key strategic issues

“What do you consider to be the most important strategic issues in the future, regarding purchas-
ing?”

This question generated a lot of interesting answers, and the respondents all agreed on that
international purchasing is of great strategic importance in the future. As the implications 
given by the respondents were analyzed, the authors found it very easy to distinguish them 
into any of the three pillars of the theoretical base. The majority of the strategic issues men-
tioned by the respondents were related to factors regarding the third pillar; where to turn for 
international purchasing. To begin with CSR, including environmental issues, sustainability, 
green logistics and social issues, was considered a vital strategic issue to focus on in the fu-
ture. This aligns with McIntyre (2007), who stresses the  importance of sustainable aware-
ness among purchasing managers. Purchasing is argued to represent a function within a 
company’s supply chain that is very important for the positive progress towards sustainable 
development, and as customers’ requirements are becoming increasingly stringent, compa-
nies must provide the added value that customers search for. McIntyre (2007) identified the 
following areas within sustainable development that purchasing managers have to pay at-
tention to:

 Ensuring social progress and recognition of everybody’s needs;

 Effective protection of the environment;

 Prudent use of resources; and

 Maintenance of stable and high levels of economic growth and employment. 

All these four areas are mentioned by the respondents telling us that their awareness aligns 
with what researchers predict to be of importance. Among other, factors such as, human 
rights, future supply of raw material, country-of-origin, and green logistics, were pointed 
out as major concerns for the respondents. It is very essential that purchasing managers, or 
any other person involved in purchasing activities, possess the right qualities and characte-
ristics in order to focus on the right strategic implications in the future. Codes of conduct 
were many times mentioned as an excellent control mechanism; however, the extent to 
which the codes of conducts were controlled and implemented varied a lot. A couple of the 
respondents actually mentioned that they were in the middle of implementing extensive 
CSR guidelines, that in the long-run would increase their supplier involvement and control. 
According to them, this was a necessity, as for today they found themselves trapped some-
where in the middle, with little or no control of their suppliers’ working conditions, envi-
ronmental impact, and so forth. More frequent control was definitely on their agendas. 

Further factors of where-characteristic that were mentioned in the questionnaire to be of fu-
ture strategic importance were; cultural differences, IT-integration, and political issues. Cul-
ture is assumed to exist everywhere and Mattson (2003) recognizes culture to influence 
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supply chains in several ways to a great extent. The respondents refer to both internal and 
external aspects of cultural differences. According to the different cultural dimensions pre-
sented by Hofstede (2005) and Skjøtt-Larsen et al. (2007) cultural differences exist in lan-
guage, communication, task orientation, time orientation, power relationships, and infor-
mation flow; forcing collaborating firms with different cultural backgrounds to adapt to 
each other’s business view. Hence, as the world is becoming increasingly integrated this is-
sue rise in importance, and people with decision-making authority are today required to 
adapt to whatever business setting that is most appropriate. 

IT-integration was another factor believed by the respondents to be of strategic importance 
in the future. Skjøtt-Larsen et al. (2007) distinguish the fact that IT requires standard data 
and operating practices, which in turn demand uniformity among practices. The fact that
this question was raised among the respondents, is most certainly since the retailers’ suppli-
ers often are situated in low-cost countries where IT not always is as up-to-date. 

At last, various political concerns belong to an additional group of strategic issues that the 
respondents claim they have to focus on in the future. One aspect of politics is the impact 
of trade barriers. Fernie (2004) acknowledges that the recent increase in international pur-
chasing activities has been facilitated by the liberalization of markets; in the EU, North 
America, and on a global scale. This aligns with the answers generated from the question-
naire; purchasing managers and other people involved in purchasing decisions seek geo-
graphic areas wherefrom they can conduct their business in the smoothest way possible.  

Yet, despite commitment to free trade and free flow of capital, national governments play a 
highly influential role in the development of the global economy (Skjøtt-Larsen et al., 
2007). According to Cook (2007), local and regional politics are major implications for pur-
chasing managers to consider; politics affect how companies are able to manage commer-
cial relationships with specific countries, and is a primary determinant for why certain 
countries are not conducive for partnering with local business. This was further recognized 
by the respondents; however, this specific issue will be left for now, and further discussed 
in the next subchapter which will present risks associated with international purchasing.

How Swedish retailers’ perform their international purchasing activities is also reflected in 
the respondents answer to the question raised in this section. The result of the question-
naire generated the following implications of future strategic issues:

 Long-term relationships building;

 Strategic and tight relationships with suppliers – increased integration;

 Improved lead times and logistics solutions – distribution;

 In general, a more cost-efficient supply chain;

 Relocation of production.

According to Webster (1992), the relationship-form between buyer and supplier is often 
developed over time due to repeated transactions; from one-off transactions forming a 
long-term relationship evolving into partnerships (JV) or total ownership. It is recom-
mended for retailers to first engage in a third party-relationship and then stepwise integrate 
further by entering JVs to finally reach the ownership-relationship (Whipple & Frankel 
2000; Varley, 2001; Cook, 2007). By doing so, the retailer will take on the least exposure 
and initial costs until the retailer has enough experience to make a larger, more risky com-
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mitment. As the majority of the respondent claim their firms have been engaged in interna-
tional purchasing for multiple of years, some even since the 1960s, it is quite straightfor-
ward to conclude that their focus on long-term relationships building and increased integra-
tion is aligned with theory. As it is today, they have not yet reached the end of the spec-
trum, the ownership structure, however as some respondents claim; 

“In the future, in order to increase the level of control; more tight relationships and increased inte-
gration of our organization with that of our suppliers’, will be a fact”. 

Varley (2001) defines a prosperous relationship to include access to a supply base that de-
livers an acceptable level of quality, on time, and in the right quantities. In general, lead 
times are acknowledged as key strategic aspects for retailers’ involved in international pur-
chasing to pay substantial focus on in the future. Logistics, as an overall solution is growing 
in importance, and the retailer with the best logistics system, is believed to possess a com-
petitive advantage within the industry. Hence, as the respondents put it; 

“A more cost-efficient supply chain in terms of shorter lead times, correct deliveries, top logistics so-
lutions, is on our agenda for key strategic focus within the next couple of years”. 

One of the reasons to the reduction of barriers and the increased flow of products across 
borders has been the centralization of production and distribution facilities. Retailers have, 
in order to achieve economies of scale, chosen to ‘focus’ their factories. This results in low-
er production costs but it may also result in longer transportation distances across many 
borders. Further consequences of centralization are the loss of flexibility due to the fact 
that these factories demands production of large batches to achieve maximum scale econ-
omies (Abrahamsson & Brege, 1997; Christopher, 2005). In the future, the respondents re-
vealed that relocation of production might be on their agendas. However, this is highly de-
pendent on the cost-structure and raw materials supply, and even though some purchasing 
managers might want it to become reality, they also admit it could be impossible to achieve
due to factors out of their control. 

4.4.3 Barriers and bridges

“What do you consider to be the greatest risks connected to international purchasing?”
“What do you do to overcome these risks?”

The question regarding different risks connected to international purchasing; here referred
to as barriers (Quintens et al., 2006a), resulted in a variety of answers and also different so-
lutions for how to best bridge these barriers. It was revealed that the majority of the factors
mentioned by Quintens et al. (2006a) – product, managerial, network and environmental 
barriers – were confirmed by the participating retailers of this study. The different barriers 
were not connected to a specific cluster; there was rather an even distribution among the 
individual cases.

Acknowledged by the retailers were the issue of  product quality standards and delivery de-
lays; this could often be a result when sourcing from low cost countries (Fredriksson & 
Jonsson, 2009). Quality levels are not 100 percent and due to the increased physical dis-
tances, returning huge batches might be fatal for many companies. The long distances were 
furthermore identified as a reason for long lead times and delivery delays (Levi, 1995; 
Gadde & Jonsson, 2007).
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Many different solutions were suggested to the before-mentioned problem; several of them 
overlapping. A closer relationship with the supplier was mentioned; long-term commitment 
and more integration throughout the whole value chain, as a suggestion from the respon-
dents; new IT solutions were one tool to use also suggested by Shi and Chan (2007). Fur-
ther proposals were to have the manager strategically plan for a higher level of integration. 

“The biggest risk for us today is the lack of commitment among some of our suppliers. We must 
communicate that a closer relationship among all actors in the supply chain will generate benefits for 
everyone included”.

In order to deal with control issues for increased product quality standards external audi-
tors could be hired. This would include huge financial costs which, as suggested by the re-
tailers, could be cut through networking and setting up alliances with other actors in need 
of more frequent assessment processes. It was also pointed out that the retailer himself 
should act as a role model; a mentor for how the supplier could improve and be more effi-
cient. This will also demand some physical appearance from the retailers’ side. A structured 
strategy for how to improve the relationship and how the purchasing processes are dealt 
with must exist. Also, it was mentioned that purchasing from alternative markets, closer to 
the retailer, in order to ease controls and find a supplier with more similar views on the is-
sue, as Quintens et al. (2006a) also mention. 

A specific solution for the long lead times was to contract TPLs and to have better IT inte-
gration to always be able to track deliveries. One solution was also to enhance sales fore-
casts for products. Purchasing from suppliers located closer to home country was also 
pointed out.

The way to practice business may differ in countries and this could at times spur conflicts. 
Cultural dissimilarities are among other assumed to affect the way economic transactions 
are handled. The one solution revealed for this problem was to contract trade companies 
and have them this the risk. All retailers agreed that the additional costs of such partners 
were less significant than having to deal with the problems themselves. 

Other barriers brought up, rather connected to environmental issues, were mainly the fi-
nancial crisis and political issues. Some countries are more vulnerable to political conflicts, 
where governmental assistance is lacking and accessibility to suppliers may be cut off in 
times of instability. The adverse economic environment, as mentioned by Quintens et al. 
(2006a), is leading to increased prices too expensive for the end-consumer, and hence, 
business will be lost. Today’s financial crisis also force many suppliers to bankruptcy, leav-
ing the retailers with lost deliveries and the issue of finding new suppliers which can be 
both time consuming and costly.  

The financial crisis on its own was of course said impossible to control, but some advices 
for hedging against worst case scenarios was brought up. Suggested sanctions for the fluc-
tuating currency were to agree early on fixed prices and a fixed exchange rate. Many sug-
gested that joining EMU would solve the problem to a great extent. Others mentioned a 
closer relationship to be the key solution. This paves the way for agreeing on better pay-
ments conditions and a more cost efficient value chain. The answer for how to deal with 
suppliers going bankrupt was yet again to contract trade companies and have them take the 
risk or to source from alternative markets.

The political issues were also mentioned as impossible to control and the only hands-on 
way to deal with this was to source from alternative markets. as suggested above. Some 
mentioned to have closer relationship with the supplier in order to forecast problematic 
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situations and purchase from alternative suppliers when necessary. Trade barriers, such as 
import quotas, custom regulations, etc., were also mentioned; but, with no specific solution 
on how to deal with the issue. 

Pure cultural and language barriers were also said to be solved easily by passing on the is-
sues to a third-party; or as mentioned by some by purchasing from Scandinavian countries, 
since priorities and standards are similar and communication is facilitated. This was pri-
marily a solution for retailers offering products inelastic to price, referred to as the Cravens. 

Above presented barriers were identified by Quintens et al. in (2006a); but, the retailers in 
this study further recognized additional issues; the authors compile to all fit under CSR-
issues.

Almost every respondent mentioned the importance of highlighting CSR-issues. This goes 
in line with what both McIntyre (2007) and Andersen & Skjøtt-Larsen (2009) contend; sus-
tainability is a necessity in order to create long-term operational solutions. To elaborate on 
the control issue, it was mentioned that standards within the CSR area needed larger focus 
in the future; for example, to assure code of conduct compliance specifically connected to 
human rights; i.e., child labor. More or less the same solutions were suggested as for con-
trolling quality issues; more frequent controls, unexpected visits, and closer relationship 
with the supplier in order to serve as role models. Hence, there is definitely a need for local 
competence in order to make sure suppliers live up to set standards. The environmental 
concerns mentioned were increased emissions due to the long distances products have to 
travel. 

“CSR issues are critical for us to control, and we are therefore members of BCI (The Business 
Continuity Institute). They set international standards and give guidance for how to act and behave 
ethically correct when managing business in countries where we have less experience”.

Two solutions were mentioned; either purchase from alternative suppliers located closer to 
home country, or to have a closer relationship with all actors in the supply chain and 
through that come up with more efficient and environmental friendly logistic solutions. 

As a last environmental barrier to be mentioned was the risk for natural catastrophes. This 
is definitely something impossible to control and often difficult to forecast. This can only 
be hedged against if purchasing is done through several suppliers; i.e., alternative markets. 
Also, working proactively with sustainability and environmental issues may prevent natural 
catastrophes to some extent (McIntyre, 2007). 

To conclude what was recognized to be the overall solution to more or less every barrier 
was long-term commitment and a close relationship between all the actors in the supply 
chain, highlighted by Quintens et al. (2006a). As mentioned by Cook (2007) and Varley 
(2001), this is something that will develop over time but must also derive from a reciprocal 
eager to collaborate in order to achieve mutually beneficial gains as cost advantages (Wisner 
& Tan, 2000). 

4.5 Current state of Swedish retailer’s international purchas-
ing activities
This section provides an answer to the third research question:

What is the current state of Swedish retailers’ international purchasing activities?
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This will be decided by interpreting every clusters’ characteristics and then identify which 
suitable stage of the ‘global sourcing model’ (see page 26) they fit into (Trent & Monczka, 
2002). 

The authors concluded that all clusters had passed stage one and two of the model. The 
third stage; ‘international purchasing as part of sourcing strategy’, was however identified as 
a stage where both the Freshmen and the Cravens fit in. International purchasing is by 
them seen as necessary for their purchasing strategy, but yet not further developed as to be 
allocated too much focus within the organization.

Stage 4; ‘integration and coordination of global sourcing strategies across worldwide buying 
locations’ was recognized as a level where cluster 4, the Intellectuals, suited perfectly. A 
clear vision for how to deal with international purchasing is set for the Intellectuals, and in-
tentions for further developing their strategies are to be identified. The Intellectuals will 
probably within a five year period step into stage 5, and could then be classified as practic-
ing global sourcing.

The final stage; stage 5 is where retailers can classify themselves as practicing global sourc-
ing. The retailer should implement; ‘integration and coordination of global sourcing strategies with 
other functional groups’. After having discussed whether or not any of the clusters suited in to 
this stage, it was realized that cluster 1 – the Veterans – had come as far as practicing global 
sourcing. Their understanding of the importance to strategically develop a well integrated 
and committed supply chain is outstanding. Furthermore, the investments in local purchas-
ing offices would initiate long-term relationships in order to further develop current activi-
ties in the future. 
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5 Conclusion
The study has now proceeded into its last chapter and here the main conclusions of the study are presented as 
well as a thoroughly discussion regarding the reliability and validity of the study. A very last section will ad-
ditionally include implications for further studies. 

International purchasing within the Swedish retailing industry has proven to be a highly in-
teresting research topic. The research questions will now for a very last time be presented 
and answered, as to fulfil the thesis’ purpose. 

The purpose of this thesis is to examine and map out the current state of Swedish retailers’ interna-
tional purchasing activities.

 Research question 1; in what ways is it possible to group Swedish retailers with 
regards to their international purchasing activities?

In this study have the respondents been grouped with regards to a number of factors, and 
four different clusters were identified from the analysis; the Veterans, the Freshmen, the 
Cravens, and the Intellectuals. The factors originated from the questionnaire, and were 
moreover designed through the use of the theoretical base. A short recap of the four clus-
ters are presented in Table 5.14.

Table 5.14 Short recap of the four clusters

Cluster Key factors

Cluster 1 –
The Committed Veterans

Clear focus with special division for international purchasing; 
purchasing offices on key markets; long-term strategic focus; 
direct relationships; extensive control and assessment of suppli-
ers.

Cluster 2 –
The Flexible Freshmen

Low integration with suppliers; multiple business relations with 
suppliers; low focus on international purchasing; no emphasis 
put on suppliers status regarding IT and information systems 
adoption; and low cultural emphasis. 

Cluster 3 –
The Indifferent Cravens 

No outspoken strategy for international purchasing; extensive 
use of trading agencies; low involvement in supplier control 
and assessment; no special entity focusing on only international 
purchasing. 

Cluster 4 –
The Strategic Intellectuals

Clear strategy for international purchasing; high concentration 
on supplier selection; few suppliers; investment in JV’s in sup-
plier-relations and also in production facilities; long-term sup-
plier focus; high level of commitment to codes of conduct..

 Research question 2; what future challenges do Swedish retailers acknowledge to 
be of importance?

This research question generated a lot of fruitful information. There were many strategic 
implications mentioned by the respondents, as well as some risks associated with interna-
tional purchasing. 



Hjälmner & Stener, 2009

57

To begin with CSR, including, environmental issues, sustainability, green logistics and so-
cial issues, was considered a vital strategic issue to focus on in the future; and codes of 
conduct were many times mentioned as an excellent control mechanism by the respon-
dents. In addition, long-term relationships building, increased integration, improved lead 
times and logistics solutions, and relocation of production, were acknowledged among oth-
er factors to be of great strategic importance in the future.

Recognized by the retailers were also a number of risks with international purchasing, here 
referred to as barriers. The issues of product quality standards and delivery delays were 
many times highlighted and could often be a result when sourcing from low cost countries. 
The long distances were furthermore identified as a reason for long lead times and delivery 
delays, a major risk that retailers have to deal with. Their solution to this risk, the so called 
bridge, was to implement a closer relationship with the supplier, long-term commitment 
and more integration throughout the whole value chain.

Cultural dissimilarities were also assumed to affect the way economic transactions are han-
dled and hence, an additional barrier to a well-functioning international purchasing activity.
The one solution revealed for this problem was to contract trade companies and have them 
to take on the risks.

Other barriers brought up, rather connected to environmental issues were mainly the fi-
nancial crisis and political issues. The financial crisis on its own was of course said impossi-
ble to control, but some advices for hedging against worst case scenarios was brought up. 
Suggested sanctions for the fluctuating currency were to agree early on fixed prices and a 
fixed exchange rate. Many suggested that joining EMU would solve the problem to a great 
extent.

To conclude, what was recognized to be the overall solution to more or less every barrier 
was long-term commitment and a close relationship between all the actors in the supply 
chain

 Research question 3; What is the current state of Swedish retailers’ international 
purchasing activities?

The current state vary among the four clusters, and the answer to this research question 
will simply be answered in Table 5.15.

Table 5.15 Stages model of global purchasing (adapted from Trent & Monczka, 2002)

Stage 1 Engage in domestic purchasing only. 

Stage 2 Engage in international purchasing as needed. 

Stage 3 Cluster 2 – The Freshmen 

Cluster 3 – The Cravens 

International purchasing as part of sourcing 
strategy. 

Stage 4 Cluster 4 – The Intellectuals Integration and coordination of global sourc-
ing strategies across worldwide buying loca-
tions. 

Stage 5 Cluster 1 – The Veterans Integration and coordination of global sourc-
ing strategies with other functional groups. 
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5.1 Discussion
To start with, this thesis has generated a couple of significant theoretical implications. As the 
chosen research topic was investigated, the authors found that similar studies were un-
common, and further that the Swedish retail industry was left fairly unexplored.  Therefore, 
the authors argue that the cluster analysis, based on the empirical findings from 74 Swedish 
retailers indeed, generates new hands-on findings. The four clusters are all distinctive in 
their nature, and clear connections among the respondents within each cluster are identi-
fied.  

There are furthermore some managerial implications, worth for any stakeholder of this thesis 
to pay attention to. First of all, to be able to create a competitive supply chain, a close rela-
tionship with the supplier is vital. Moreover, an aim to establish long-term commitment 
throughout the entire value chain will hedge against many risks; both internally and exter-
nally. Also, acting as a responsible purchaser and serve as a role model must be included to 
create a sustainable development. As to summarize, managers should focus on developing 
the supply chain to be in line with the business strategy. This is since SCM is regarded to be 
a very powerful tool for gaining competitive advantages on several levels; cut down lead-
times, improve quality levels, speed up R&D processes, etc. If focus for supply chains pre-
viously has been to nourish relationships, this should if possible, according to the authors 
of this thesis, be of even greater focus today. 

At last, there are also methodological implications of the study that has to be explored. As the 
authors were new within this research field, a lot of new knowledge has emerged through 
the study’s progress leading to that a critical discussion can be made regarding the chosen 
methodology. 

The most complex question in the methodology was to define and distinguish the firms 
that belonged to the group known as Swedish retailers. The retail industry is very broad in 
nature; and the authors chose, not to focus on the specific products brought to market but
instead focus on company-size with respect to turnover. A sample was identified with help 
through a channel at Handelns Utredningsinstitut; but, after having contacted all 120 retail-
ers some question marks were recognized as for the researchers to take a standpoint to. 
One critical implication regards the decision to exclude the retailers without centralized 
purchasing in Sweden. If these retailers were to be included in the study, the result might 
have been different. Hence, this is of course a crucial methodological implication to take 
into account; yet, the authors argue that since they were consistent throughout the data col-
lection, no bias has arose in the data-set. 

5.2 Suggestion for further studies
During the process of writing this thesis a number of questions evolved that the authors 
believe would be of interest to further investigate in future studies. 

From a long-term perspective, it could be interesting to do a follow-up study to see how 
the different clusters have developed and if they are structured in the same way; i.e., charac-
terised by the same factors. The findings could then be used to compare and analyze if any 
obvious trends could be identified for Swedish retailers international purchasing activities. 

In addition, another suggestion is to conduct a similar study but in another country. In this 
study, only centralized purchasing in Sweden were analyzed, and therefore, it might be in-
teresting to investigate if the results differ from country to country.
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Also, an additional idea is to have other managerial levels as respondents to check if the 
same results will be gained. Or, to use other statistical methods or neutral networks for data 
analysis. As illustrated, there are many interesting fields of research within the retail indus-
try, and as a final remark it has been a great pleasure to conduct research within this busi-
ness field.
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Appendices

Appendix 1 – The questionnaire in Swedish
Informationen som denna enkät genererar kommer användas i en kvantitativ studie vars 
huvudsyfte är att identifiera svenska detaljhandelsföretags strategi vad det gäller
internationella inköp. Studien är inte bara viktig för detta syfte, utan informationen som 
denna enkät genererar kommer dessutom bidra till ytterligare forskningsprojekt initierade 
av CeLS – Centre of Logistics and Supply Chain Management på Internationella 
Handelshögskolan i Jönköping. Eftersom det finns begränsat med forskning inom detta 
område, är vi extra tacksamma för att just Du tar dig tid att svara på nedanstående frågor. 
Tusen tack för din medverkan!

Therese Hjälmner & Fanny Stener

Sektion 1 – Övergripande information om respondenten och företaget

1. Högst rankade slutförda utbildning?

Gymnasial
Eftergymnasial
Högskola/Universitet
Forskarutbildning
Annat: _________________________________________________________________

2. Hur många års arbetslivserfarenhet har du inom inköp?

<10 10-19 20-29 >30

3. Vad är din befattning?

Inköpschef
Inköpare
Inköpsassistent
Specialist
Om specialist, i så fall vilken:________________________________________________
Annan:_________________________________________________________________

4. Har ditt företag försäljning utomlands?

Nej
Ja
Om ja, vart då?___________________________________________________________
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5. Vilken värdsdel anser ni representera er viktigaste inköpsmarknad?

Afrika
Asien
Australien
Europa
Nordamerika
Sydamerika

6. Vänligen precisera vilket land i denna världsdel som representerar er viktigaste 
inköpsmarknad.

______________________________________________________________________

7. När (vilket år) började ert företag systematiskt arbeta med internationellt inköp?

______________________________________________________________________

8. Hur stor del av era inköp görs internationellt (i %)?

20% 40% 60% 80% 100%

9. Hur stor del av era inköp görs från lågkostnadsländer (i %)? (Kina, Indien, 
Sydamerika, Östeuropa, Ryssland).

20% 40% 60% 80% 100%

Sektion 2 – Strategifrågor  

10. Fokus för vårt företag är att sträva efter låga kostnader.

11. Fokus för vårt företag är att maximera leveranssäkerheten.

12. Fokus för vårt företag är att leverera produkter av hög kvalité.

13. Fokus för vårt företag är att anpassa oss efter konsumentens behov.

Instämmer
på ett 
ungefär

Instämmer 
helt 

Instämmer 
inte helt

Instämmer 
inte alls

Varken 
instämmer 
eller inte

Instämmer
på ett 
ungefär

Instämmer 
helt 

Instämmer 
inte helt

Instämmer 
inte alls

Varken 
instämmer 
eller inte

Instämmer
på ett 
ungefär

Instämmer 
helt 

Instämmer 
inte helt

Instämmer 
inte alls

Varken 
instämmer 
eller inte

Instämmer
på ett 
ungefär

Instämmer 
helt 

Instämmer 
inte helt

Instämmer 
inte alls

Varken 
instämmer 
eller inte
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14. Vi har en utarbetad strategi för utvecklingen av våra internationella inköp.

Sektion 3: VAD man köper internationellt

15. I vår bransch är ursprungsmärkning av väsentlig betydelse för konsumenten.

16. I vår bransch har företag relativt höga logistik/hanteringskostnader.

17. Det är oftast endast vår inköpschef som är involverad i våra internationella inköp.

18. Vi försöker sprida internationellt inköp på flera leverantörer.

19. De produkter vi köper internationellt är av strategisk betydelse för vårt företag.

Sektion 4 – Organisationsaspekter - HUR

20. Vi har inköpskontor på våra viktigaste inköpsmarknader.
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21. Majoriteten av de anställda på våra lokala inköpskontor är svenskar.

22. Våra internationella inköp sker med hjälp av mellanhänder.

23. Vi investerar i produktionsfaciliteter samt distributionssystem på utländska 
inköpsmarknader.

24. Vi investerar i delägarskap i våra leverantörsrelationer.

25. Vi betraktar våra leverantörsavtal som grunden för långsiktiga relationer.

26. Vi strävar efter hög grad av integration mellan vår verksamhet och våra 
leverantörer.  

27. Våra leverantörer i utlandet är ofta involverade i produkt/process-
utvecklingsprojekt.
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28. Våra leverantörer i utlandet tar ofta initiativ till produkt/process-utveckling.

29. Vi tar stöd utifrån i arbetet med internationellt inköp.

30. Vi letar efter nya leverantörer i utlandet på fackmässor, i facktidningar och via 
internet.

31. Vi har en ”code of conduct” för att klargöra vårt företags värderingar och arbetssätt 
för våra leverantörer och dess anställda.

32. Våra underleverantörer måste även de följa vår ”code of conduct” .

33. Utvärdering av våra leverantörer sker på regelbunden basis.

34. Vi besöker våra leverantörer som en del i utvärderingsprocessen. 
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35. Kontroll och utvärdering av våra leverantörer görs av externa partners.

36. Vårt ansvar sträcker sig längre än till våra direkta leverantörer, vi kontrollerar även 
deras leverantörer.

37. Val av leverantör görs av en separat avdelning som endast fokuserar på 
internationella inköp.

38. Vårt internationella inköp är integrerat med andra funktioner i företaget (marknad, 
produktutveckling m.m.).

Sektion 5 – Geografiska aspekter - VAR

39. Det är viktigt att våra leverantörer anpassar sig till vår organisationskultur.

40. Kulturen i inköpslandet är av väsentlig betydelse då vi utvärderar potentialla 
leverantörer.

41. Det är viktigt att våra leverantörer redan har väletablerade IT- och 
informationssystem.
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42. Majoriteten av våra leverantörer är positiva till att implementera våra redan 
etablerade informationssystem.

43. Den politiska situationen i ett land påverkar mitt beslut gällande inköp ifrån detta 
land.

Sektion 6  - Tankar om framtiden

44. Om det hade varit möjligt, hade ni valt att göra alla era inköp i Sverige? Utveckla 
Ert resonemang.

______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________

45. Hur förutspår du er grad av internationella inköp att se ut om 5 år?

46. Vad anser ni vara de strategiskt mest viktiga frågorna i framtiden vad det gäller 
inköp?

______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________

47. Vilka ser ni är de största farhågorna/riskern med internationella inköp?

______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
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48. Hur tror ni er komma överbemästra dessa potentiella farhågor/risker?

______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________

Appendix 2 – The questionnaire in English
This questionnaire is part of a Master thesis within the subject of international purchasing. 
The thesis main purpose is to study Swedish retailers’ international purchasing behavior, 
and therefore, you as a purchasing manager, have been contacted. The findings of this 
study do not only contribute to the empirical study of this Master Thesis, it will be of fur-
ther relevance for a research project initiated by CeLS – Centre of Logistics and Supply 
Chain Management. Since there is very little research conducted within this specific area,
we really appreciate you taking your time to answer our questions. Without you, this study 
would not have been possible. Thank you for your cooperation!

Therese Hjälmner & Fanny Stener

Section 1 – General Information regarding the respondent and the firm

1. Your highest rated education?

High School
College
University
Other: _________________________________________________________________

2. How many years of work experience do you have within retail purchasing?

<10 10-19 20-29 >30

3. What is your company position?

Purchase manager
Purchase controller
Purchase assistant
Specialist;______________________________________________________________
Other:_________________________________________________________________

4. Does your firm have sales in other countries than Sweden?

No
Yes
If yes, where?___________________________________________________________
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5. What part of the world represents your most important market for purchasing?

Africa
Asia
Australia
North America
South America

6. Specify what country in specific market;

______________________________________________________________________

7. What year did your company systematically start with international purchasing ac-
tivities?

______________________________________________________________________

8. In percentage how much do you purchase internationally?

20% 40% 60% 80% 100%

9. In percentage how much of above mentioned number is purchased from low cost 
countries? (China, India, South America, Eastern Europe or Russia)

20% 40% 60% 80% 100%

Section 2 – Strategy

10. My company’s focus is to cut costs.

11. My company’s focus is to optimize delivery assurance.

12. My company’s focus is to provide high-quality products.
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13. My company’s focus is to adjust to the customer’s need.

14. My company has a developed strategy for international purchasing.

Section 3 – What you buy internationally

15. Country of origin is important for the consumer in our business sector.

16. Companies within our business sector have relatively high logistic costs.

17. The purchase manager is normally the only one involved in the international pur-
chasing process.

18. We intentionally spread international purchasing on several different suppliers.
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19. The products bought internationally are of strategic importance for our company.

Section 4 – Organizational aspects - How

20. We have purchasing offices on our most important purchasing markets.

21. The majority of the employees on these local purchasing offices are Swedish.

22. International purchasing is done through trading companies.

23. We invest in production facilities and distribution systems on our international pur-
chasing markets.

24. We invest in joint ventures in our supplier relations.
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25. My company sees supplier relations as a long-term commitment.

26. We try to achieve a high level of integration between our company and our suppli-
ers.

27. Our international suppliers are often involved in product/process development.

28. Our international suppliers often take initiative to product/process development.

29. We use external expertise to help us with international purchasing activities.

30. We search for potential international suppliers through channels such as; trade fairs, 
business journals and internet.

31. We have a ‘code of conduct’ to communicate our company’s policies to our suppli-
ers and their employees.
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32. Our sub-suppliers are also obliged to follow our ’code of conduct’.

33. Repeated performance evaluations on suppliers are done on a routine basis.

34. We visit our suppliers as a part of the assessment process.

35. Supplier-control and assessment is done by external partners.

36. Our responsibility stretches further than to our 1st tier suppliers, we control 2nd tier 
as well. 

37. Choice of supplier is done by a separate division that only focuses on international 
purchasing.

38. Our international purchasing is integrated with other functions within the organiza-
tion (R&D, market).
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Section 5 – Geographical aspects of - WHERE

39. It is important that our suppliers adapt to our organizational culture.

40. The culture in the country we source from is of great importance when assessing 
potential suppliers.

41. It is important that our suppliers have well established IT and information systems.

42. The majority of our suppliers have a positive attitude for implementing our, already 
existing, information systems. 

43. The political situation in a country affects my decisions for whether or not to 
purchase from this country.

Section 6 – Future

44. If possible, would you have chosen to constrain your purchasing to Sweden only? 
Explain why.

______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
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45. How do you forecast your development of international purchasing to look like in 5 
years from now?

46. What do you consider to be the most important strategic issues in the future, re-
garding purchasing?

______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________

47. What do you consider to be the greatest risks connected to international purchas-
ing?

______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________

48. What do you do to overcome these risks?

______________________________________________________________________
______________________________________________________________________
______________________________________________________________________
______________________________________________________________________

More Much
more  

Less A lot less The same
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Appendix 3 – Communalities
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Appendix 4 – Total variance explained
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Appendix 5 – The scree plot
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Appendix 6 – The rotated component matrix
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Appendix 7 – The component matrix

Appendix 8 – Case processing summary
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Appendix 9 – The agglomeration schedule
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Appendix 10 – The dendrogram
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Appendix 11 – The initial cluster centers
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Appendix 12 – Cluster membership
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Appendix 13 – Final cluster centers
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Appendix 14 – Distances between final cluster centers

Appendix 15 – ANOVA table

Appendix 16 – Number of cases in each cluster


