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Abstract 

 

Problem  The problem in this thesis is to investigate how the conference 
industry can make use of differentiators in order to stay competitive 
on the market. More specifically: can the Brain Food concept work as 
a differentiator in the conference industry which is experiencing a 
high level of competition? 

Purpose The purpose of this thesis is to investigate how the Brain Food  
concept affects customers’ decision making processes when choosing 
a conference facility 

Method  To fulfill the purpose of this thesis theories connected to the areas of 
investigation were applied to the empirical findings. The thesis has a 
qualitative approach where semi-structured interviews were 
conducted with companies in the south of Sweden. Interviews were 
held with both small and large companies in order to detect any 
differences and/or similarities between the companies in their 
decision making processes. The interviews were conducted with both 
potential and existing customers of Radisson Blu in order to detect 
any differences in the perceptions of the Brain Food concept. 

Conclusion The findings from the study shows that the Brain Food concept can 
work as a trigger for companies when evaluating conference 
alternatives. The Brain Food concept is likely to increase the brand 
awareness and brand associations of Radisson Blu which in turn 
could increase brand equity. The increasing brand equity can favor 
Radisson Blu through repurchases from existing customers. Our 
conclusion is that Brain Food can increase the competitiveness of 
Radisson Blu. 
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1 Introduction 

The first chapter of the thesis will introduce the reader to the chosen topic through a background, problem 
discussion, research purpose and research questions. 

 

1.1 Background 

During the past few years the meeting and event industry has faced a lot of challenges as an 
outcome of the financial difficulties that the world economy faced in the end of the past 
decade. The crisis affected the meeting and event industry since the financial state that the 
world economy experienced affected the way that companies distributed their money, 
especially cutting costs in the area of added activities for their employees, such as 
conference expenses. However, the meeting and event industry answered by offering 
creative and convincing solutions where added value, while keeping the costs low and the 
quality high, still contributed to attractive offers for the companies. (Davidson, 2009;Visita, 
2010). Despite the downturn in the financial state that hit the world economy a few years 
back the meeting and event industry, compared to other business segments, managed to 
overcome the obstacles that arose in the market in an outstanding way. Any big losses have 
not been calculated for and a couple of years after the crisis, the industry seem to flourish 
more than ever. In fact, the meeting and event industry, in both the private and the 
corporate sector, is experiencing a significant increase in turnover even larger than in many 
other business segments on the market. (Tillväxtverket, 2009;Visita, 2010). 

According to both Meetings international (2009) and Tillväxtverket (2009) the meeting and 
event industry will have an increase of 4 % until the year of 2020 and the industry also 
accounted for half the turnover of the tourism sector in Sweden as a whole in the year of 
2009.  

There is no doubt that the meeting and event industry is growing and whilst it is growing, 
the competition will increase. The increasing competition is due to the rising amount of 
new establishments within the business. Because of the rising competition among the 
players on the market the importance of positioning has become crucial. In order for a 
conference or event facility to still attract customers and to gain market shares they need to 
meet the market’s expectations with high quality and attractive offerings. (ICCA, 
2010;Gardini & Bernini, 2008).  

Since the meeting and event industry is experiencing high competition it is vital for 
conference facilities to distinguish themselves in order to stay competitive on the market. 
One niche that has had a huge success in Sweden is the concept of a spa venue where the 
guests can relax and enjoy high quality treatments during their conference. The niche of a 
spa concept had a total turnover of 4 billion SEK in Sweden during the year of 2009 
(svenska spahotell, 2010).  In line with the spa concept, as a healthy alternative to a 
traditional conference concept, lays the opportunity in healthy food. Food trends, especially 
concerning healthy food, is flourishing the market right now and has been in focus for the 
past few years. This opportunity should be captured. Attracting customers through lifestyle 
trends that dominates the industry is an opportunity that the meeting and event industry 
should focus on. By offering nutritious food is a way of distinguish a conference facility 
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from its competitors by highlighting the positive effects that the food will bring to the 
conference guests. (Lind, 2008;Gardini & Bernini, 2008).  

There is one organ in our body that alone uses 20 % of all the oxygen, 50 % of all the 
glycol and 20 % of all the protein that we consume (Nyfiken Vital’s website, 2012). This 
organ is the most energy demanding organ that we have in our body and therefore it needs 
to receive a stable flow of energy throughout the day in order to use its full capacity. This 
energy demanding organ is our brain. Energy flow is however a complex phenomena. 
There is a lot of different kind of energy sources from which the body can absorb. 
Therefore those kinds of ingredients in our food, that will favor the capacity of the brain in 
order for it to be used to its full extent, should be favored. Examples of nutrients that favor 
the different functions of the brain are: omega 3, nuts, beans, fruits and vegetables. (Q-
kommunikation’s website, 2012).  

The research regarding how food can affect the actual physical performance of a person, 
and especially how the brain is affected, can be used as an argument for selling a specific 
product or concept. Food served with high level of nutrients such as omega 3, fruits and 
vegetables are known to influence cognition and is important for maintaining cognitive 
functions and therefore keeping the brain in good condition. Food with high levels of 
nutrients increases the ability to grasp new information as well as affecting how efficient 
the brain is processing thoughts (Gómez-Pinilla, 2008). 

Radisson Blu, an international hotel chain and conference facility has developed a new 
food concept called: “Brain Food”. This is a concept offered to conference and event 
guests focusing on nutritious food to be served during the conference, both at lunch, 
dinner and coffee breaks. The food is developed with focus on nutrients that favors the 
capacity of the brain such as omega 3, fruits and vegetables. This kind of food will keep the 
guests’ energy level high and their blood sugar level stable the whole day which will 
contribute to a high level of concentration and brain capacity, which in turn will make sure 
that the guests make the most out of their conference. This food concept is meant to work 
as a trigger for companies to choose Radisson Blu as their conference facility and hence to 
increase the overall brand equity and competitiveness of Radisson Blu. (Radisson Blu’s 
website, 2012). Another favorable benefit that the Brain Food concept is aimed at giving is 
higher return on investment for conferring companies. Since the nutrients in the food are 
increasing the concentration level among conference participants, hence it is more likely 
that information shared during a conference is absorbed and that the knowledge exchange 
is high (T. Andersson, personal communication, 2012-01-26).   

Radisson Blu’s conference activities covers a large part of the overall business activity and 
is therefore dependent upon attracting a constant stream of customers to their conference 
events (T. Andersson, personal communication, 2012-01-26). Radisson Blu is a large hotel 
chain which is part of the Rezidor Hotel Group. In total, the Rezidor group has 1070 
hotels in 90 countries worldwide. Radisson Blu Hotels & resorts is well-known for its 
superior trademark in the hospitality industry and is currently operating 240 hotels in 
Europe, Middle East and Africa. (Radisson Blu’s website, 2012). However, as mentioned 
earlier, the meeting and event industry is experiencing an increase in competition and 
Radisson Blu has therefore understood the importance of differentiation in order to attract 
new customers and keep existing customers satisfied (T. Andersson, personal 
communication, 2012-01-26).  
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1.2 Problem discussion 

As mentioned earlier the hotel and conference industry is experiencing high competition 
and therefore the importance of uniqueness, regarding what the conference facilities are 
offering their conference guests, is rising (Gardini & Bernini, 2008). Radisson Blu has, 
based on the experienced competition, developed a concept called Brain Food that they 
argue is exactly what their customers demand and also what the market seeks for in order 
to be the leading conference facility in the business (T. Andersson, personal 
communication, 2012-01-26). To stay competitive in an industry that is facing augmented 
competition it is important to actively continue to develop new products and services 
(Grönroos, 1996). Accordingly, in order for companies to purchase conference services, 
conference facilities need to keep developing their offerings to attract customers. 

Radisson Blu aims at differentiating the conference offerings by emphasizing on healthy 
aspects through the Brain Food concept. This strategy is according to Radisson Blu the 
most efficient way of gaining market shares in the business. The Brain Food concept is also 
developed by the means of increasing the return on investment for the companies (T. 
Andersson, personal communication, 2012-01-26). What we want to investigate in this 
thesis is if the Brain Food concept will affect the customers’ purchasing decision when 
choosing a conference facility. The area of investigation is whether the existing and 
potential customers do favor the Brain Food concept over another alternative and if this 
would make them choose Radisson Blu over another conference facility.  

In Gothenburg Radisson Blu has five major competitors which are: Elite Park Avenue, 
Elite Plaza, Gothia Towers, Scandic Crown and Scandic Opalen. These hotels do all 
struggle with finding their own niche on the market but none of them have, officially, 
developed a concept similar to the Brain Food concept yet (T. Andersson, personal 
communication, 2012-01-26). Here is where Radisson Blu believes that they can catch an 
opportunity. There is however, a risk in launching a new service on the market since 
Radisson Blu do not know how the customers will respond.  

As we described in the previous part of the thesis, Radisson Blu are trying to distinguish 
the conference offerings from the competitors by offering a new innovative food concept 
served during their conferences. The importance of such a differentiation made by 
Radisson Blu is due to the increasing competition within the conference hotel industry 
which is discussed earlier. Such a move is according to Armstrong and Kotler (2009) a way 
of differentiation which is aiming at creating customer value by differentiating the market 
offerings.  

Since the competition in the industry is high, conference hotels and other conference 
facilities needs to differentiate themselves in some way in order to attract companies (T. 
Andersson, personal communication, 2012-01-26). Rackham (1998) claims that companies 
are evaluating different alternatives based on differntiators and based on how valuable 
these differentiators are for the company, the differentiators can serve as an influencing 
factor when a purchasing decision is made. According to arguments stated by Rackham 
(1998), companies that are evaluating different conference alternatives are influenced by 
what the different conference alternatives are offering. Therefore, differentiating 
conference offerings can lead to increased demand towards the conference facility in the 
eyes of the buying companies. 
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There are previous studies within the chosen subject made by Fu Chen (2006) which shows 
that the two most important factors that were prioritized when choosing a conference 
facility were: meeting and accommodation facilities and site environment. However, these studies do 
first of all not bring up the opportunity of healthy food or innovativeness in their research. 
Secondly, the study is only made in Taiwan which means that it cannot be directly applied 
to Radisson Blu’s customers in the south of Sweden.  
 
The research problem in this thesis is how the introduction of the Brain Food concept  
affects customers’ decision making process when choosing a conference facility. The region 
of investigation is a totally new market for the Brain Food concept and thus it is in our 
interest to investigate how the Brain Food concept will affect potential customers of 
Radisson Blu in the south of Sweden. Depending on what the research shows, we will 
suggest marketing implications that will suit the Brain Food concept in order for it to reach 
the targeted market segment effectively.   

1.2.1 Research purpose 

The purpose of this thesis is to investigate how the Brain Food concept affects customers’ 
decision making process when choosing a conference hotel.   

1.2.2 Research questions 

1. Is nutritious food and a stable energy level throughout the day something that 
companies prioritize. Hence, will the Brain Food concept make companies choose 
Radisson Blu over other competitors in the region? 

2. Is food an important factor for companies when choosing a conference facility or are 
there other factors that are more in focus? 

3 Is innovativeness an important factor when evaluating different conference alternatives? 

4. Why do firms arrange conferences? What is the purpose and what do they want to gain 
from it? 

5. How is the Brain Food concept perceived by existing customers? 

6. Are there differences in how small and large companies are purchasing conferences? 
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2 Frame of reference 

In this section of the thesis the theoretical framework is presented from which the interviews and the analysis 
are based.  

 

2.1 Purchasing 

2.1.1 The buyer’s decision process 

In order for conference hotels to understand how to influence customers and where the 
actual influence should be triggered, the decision making process that the customer 
proceeds when choosing a conference hotel, should be evaluated. To be able to understand 
the process of decision making we will first describe the decision making model by 
Armstrong and Kotler (2009). 

According to Armstrong and Kotler (2009), the buyer’s decision making process is stated 
as following: 

 

Figure 2.1. Buyer’s Decision Process. (Armstrong & Kotler, 2009, p.146). (Revised by the authors of the 
thesis) 

 

The buyer’s decision making process model explains the different stages that the buyer 
proceeds when completing a purchase. Need recognition is the first phase that a buyer is 
experiencing and explains that the buyer recognizes a need or a problem that requires to be 
solved.  When a need or problem is experienced, the buyer starts to search for information 
on how to solve the arising problem. The time spent on searching for information depends 
on the importance of the problem and how much information that is already known. After 
completing the information search, the buyer obtains increased knowledge of the different 
brands that is of interest. (Armstrong & Kotler, 2009). 

Once a buyer has received the information needed for the potential alternatives the 
evaluation of the alternatives can begin. By comparing different attributes and benefits 
between the selected brands, the buyer can form purchase intentions. In this thesis we will 
primarily focus on the third step in this model, the evaluation of alternatives, since we want 
to investigate if the Brain Food concept can work as a trigger for companies to choose 
Radisson Blu when they evaluate the different conference alternatives available on the 
market. Adair (2010) argues that alternatives rather should be mentioned as options, since 
alternatives refer to one or two evaluation options that are taken into consideration. 
Instead Adair (2010) states that a buying company should take all possible options in mind 
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before narrowing the options down to alternatives. When companies are evaluating 
conference alternatives there might be several options that are considered to be of interest. 

The buyers purchase decision will be made after a re-evaluation of the final alternatives has 
been done. Even though a buyer has made a final purchase, the post-purchase behavior will 
be of great importance whether a buyer is satisfied or not. The satisfaction level will rely on 
what expectations the buyer had and what the actual performance of the product or service 
was (Armstrong & Kotler, 2009). In this thesis focus will also be put on the last step of the 
buyer’s decision process, post-purchase behavior, in order to see whether a positive or 
negative behavior could influence evaluation of alternatives for a re-purchase in the future. 
More clearly explained and connected to the purpose of the thesis: if the perceived quality, 
negative or positive, from the Brain Food concept could lead to a repurchase of a 
conference at Radisson Blu in the future. Furthermore, could it eliminate other conference 
alternatives in future conference purchase decisions? In order for us to get an 
understanding of how existing customers perceive the Brain Food concept and if the 
customers would choose Brain Food again, interviews will be executed on existing 
customers at Radisson Blu. 

Baker (2006) argues that that the buying decision is more complex than the buying decision 
process states. Therefore we will introduce the normative and descriptive decision making 
models that further explains how a decision is being made. Before the two different models 
are described, rational purchase and different reasons for purchasing will be discussed in 
order to introduce the models more clearly. 

2.1.2 What is a rational purchase? 

Before a company decides whether to purchase a service or not, the value of the purchase 
must exceed the costs. If a company considers more than one purchase but their budget 
might be limited to only one, the value over cost must be larger for the preferred 
alternative. These two conditions are considered as a ground for the term of “return on 
investment in purchasing” and are factors that should be taken into consideration in order 
to make a rational purchase. (Axelsson, 1998). As described in the background, Radisson 
Blu has developed the Brain Food concept because they believe it would increase the value 
that their customers receive from holding a conference at Radisson Blu. Hence, it could 
increase the return of investment of the purchase. (T. Andersson, personal communication, 
2012-01-26). 

2.1.3 Different reasons for purchasing 

According to Axelsson (1998) there are two ways of purchasing; the classical purchasing 
philosophy and the modern purchasing philosophy. The classical purchasing philosophy is 
described as a transaction and competition based way of purchasing where the purchaser 
take advantage of competition between suppliers in order to receive the lowest price 
possible. This purchasing approach is useful when a large scope of suppliers are available 
and focus is put on taking advantage from competition between suppliers. When using this 
purchasing approach it is of importance not to establish a close relationship with the 
suppliers in order to demand improvements in quality as well as in price. Hence customers 
applying the classical purchasing approach are willing to switch suppliers in order to get the 
best deal possible. The classical purchasing approach can be summarized as putting 
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emphasize on price and therefore it can be called a price oriented approach; where lowest 
price is the main target. (Axelsson, 1998). 

The modern purchasing philosophy is described as a relationship and co-operation based 
way of purchasing where the purchaser puts great value in long term agreements and 
collaboration. This purchasing approach is useful when one or two suppliers are considered 
and emphasize is put on co-operation between purchaser and supplier which could be 
determined as an interdependent relationship. The modern purchasing approach is 
focusing on getting as low costs as possible not just for the product or service that is being 
purchased, but also for the long run. (Axelsson, 1998). 

2.1.4 Decision making models 

It exists a lot of perspectives regarding how decisions are made within an organization, and 
in order for us to get an understanding of how the decision making processes can be 
influenced by the Brain Food concept we will look into different kind of decision making 
models. We have decided to use two models with different approaches to how a decision 
should be made within an organization and these two are; the normative/rational model 
and the descriptive model.  

Furthermore, a decision can be made in several ways and can be made by individuals or 
groups of people. The types of decisions that we will focus on in this thesis are the ones 
made by companies when deciding which kind of conference facility to use and if the Brain 
Food concept can influence the decision making process in any way. When a company 
decides to go on a conference there is a structured plan behind the decision concerning 
what the actual reason for the company going on a conference is. Since the outcomes are 
already decided, or at least aims towards a favored outcome, we will determine the 
decisions as planned when discussing how the companies reasons when choosing a 
conference facility. (Edlund, Högberg & Leonardz, 1999)  

A situation where a decision occurs can be seen, as mentioned earlier in this thesis, as a 
process. The particular decision making process will now be evaluated further with the 
means of understanding how companies think and act when choosing a conference facility. 
In order to make this section in the thesis as clear as possible we will repeat how a decision 
making process within an organization can be carried out in more detail. Furthermore we 
will present a couple of models that have been developed for the purpose of clarifying the 
decision making processes within an organization.  

In order for a decision to be developed there has to occur a problem recognition or a need 
recognition. Hence, it does not have to exist an obvious problem in order for an 
organization to go through a decision making process, but it can also be a need that arises 
which aims at being fulfilled. (Rackham, 2011). 

The decision making processes that a conference buying decision goes through is well 
planned in advance and information regarding the different conference choices are well 
founded. The fact that the decisions aim at being well founded and planned the mentality 
that surrounds the decisions making process are a “think first, act later” type of mentality 
(Edlund et al, 1999). The planned mentality makes the decision making process of a 
rational nature (Rackham, 2011). Rationality can be examined through models and theories 
where each step of the model can be clearly outlined. However, the actual situation might 
not be as clear and rational as in the models (Edlund et al, 1999). Since there is a limitation 
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within the rational aspects of a organizational decision we will present two type of models, 
one that is a rational model and one that is more descriptive and practical. We will use both 
models in order to gain as much insight as possible within the different steps of the 
decision making process but also take into consideration the factors that might differ from 
situation to situation and hence are not that rational.  

2.1.4.1 Normative model 

The normative model describes how a decision should be made in order for the perceived 
outcome to be as good as it possibly can (Allwood, 1989). The way that the normative 
model describe a decision making process within an organization is a theoretical and 
rational way of interpreting the situation. The normative model states that a decision is 
developed through a process which can be followed and evaluated through each step that 
the decisions go through. The normative process proceeds one step at a time and it always 
follows each step in exact order regardless of external factors. In the normative model the 
organizational goals, means and values are factors that are considered separate from each 
other which cannot overlap and influence each other in any way within the decision making 
process. (Edlund et al, 1999).  

Figure 2.2. The rational decision model (Edlund, Högberg & Leonardz, 1993, p.24) (Translated by the 
authors of the thesis) 

 

The normative model with its rational approach will be interesting for us to use  when 
analyzing the empirical findings from the interviews with company representatives since it 
can be interesting to detect in which way a company makes decisions, and if the Brain 
Food concept can influence the final decision in any way. A limitation with a normative 
model is that the model gives the opportunity to state high goals which has to be met 
(Edlund et al, 1999). This is normally hard to interpret in reality, and especially when 
choosing a conference facility, since there is often a mixture of demands within the 
process, covering for example low price and high quality. Despite the occurrence of 
sometimes unrealistic combinations of means towards the goal, the goal is never changing 
in a normative model.  

We will, despite the limitations of the model, take the normative model into consideration 
in our analysis since it is important for us to understand how different companies make 
decisions, and see how rational they really are in their decision making. Hence, we want to 
detect if the Brain Food concept could influence the final decision in any way.  

2.1.4.2 Descriptive models 

When a decision is evaluated through the use of a descriptive model, the actual situation 
regarding how the decision is made, is taken into consideration. Edlund et al (1999) 
explains a descriptive model as being a decision made taking problems and obstacles, that 
can arise in a decision making process, into consideration and furthermore how these 
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obstacles are overcome and dealt with. Instead of aiming at an absolute goal satisfaction, 
the achieved goals aims at being acceptable, satisfying. Furthermore, Allwood (1989) 
describes a descriptive model as reflecting reality where the influencing factors in a decision 
making process are much more visible than in a normative model.  

The reason for using a descriptive model in such a complex situation as when choosing a 
conference facility is because of the different factors that can influence the buying decision, 
such as price, location, food, etc. A company can have decided upon going on a conference 
but feels that the money that has to be put into the purchase might not meet the favored 
factors that should be included in the conference concept. This is why a descriptive 
decision making model might be useful when evaluating certain companies’ decision 
making processes. The factors that are favored to be included in the buying decision will 
meet at a satisfying level, and can often not result in a perfect solution (Edlund et al, 1999).  

In order to detect how an organizational decision making process can be outlined the 
normative and descriptive model have been introduced. Further, in order to see how the 
Brain Food concept could influence the decision making process we will also discuss 
differentiation. A reason for introducing differentiation as a part of the frame of reference 
is due to the increased competition in the conference industry where differentiation could 
be used to attract customers.  

 

2.2 Differentiation 

The Brain Food concept is a differentiation made by Radisson Blu in order to meet the 
demands of the customers and in the same time to stay competitive against the other 
conference facilities on the market. In this thesis the importance of differentiation is 
referred to if a new and innovative concept like the Brain Food concept could influence 
customers’ decision making processes. Hence, how customers are evaluating and deciding 
what conference facility to choose before buying a conference. Rackham (1998) states that 
a company is going through three different stages in their buying process when choosing 
between different suppliers regarding a purchase. The three stages are: 

 Identification of differentiators 

 Determination of the importance of various differentiators 

 Valuation of different alternatives by means of differentiators 

Rackham (1998) is describing a differentiator as a criterion that a buying company can see 
as valuable when choosing between different alternatives. Linking this to the Brain Food 
concept offered by Radisson Blu, it is interesting to detect if attributes that the Brain Food 
concept possesses could be differentiators that the interviewed companies within this thesis 
considers as a criterion that could affect their buying decision. 

2.2.1 Brand equity in customers mind 

According to Prasad and Dev (2000) brand equity is one of the most influencing factors for 
the success of a business. Since the competition in the conference industry has become 
more intense due to the large numbers of new establishments in the market, the brand 
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equity or brand value of a conference hotel can play an important part in the means to 
attract customers.  

Throughout academic marketing literature, brand equity is often categorized in two groups; 
either focusing on consumer perceptions or focusing on consumer behavior. In this thesis 
emphasize will be put on the first categorization, namely those involving consumer 
perception. By consumer perception it is meant how consumers perceive a brand in form 
of awareness, brand associations and perceived quality. (Cobb-Wahlgren, Ruble & Donthu, 
1995).  

Customer-based brand equity is present when a customer already has knowledge about the 
brand and holds positive associations towards that brand (Keller, 1993). According to 
Aaker (2010) brand equity is the different assets and potential liabilities that are connected 
to a brand. A brand’s asset is divided into three subgroups- brand awareness, brand loyalty 
and brand associations. However, in this thesis emphasize will be put on brand awareness 
and brand association. 

In this thesis it is of interest to study whether brand equity is of importance when 
companies are evaluating conference alternatives and if the Brain Food concept could 
increase brand equity for Radisson Blu. Linking it to the case of whether the Brain Food 
concept could increase brand equity, Prasad and Dev (2000) explains that a hotel guest’s 
positive or negative experience with a hotel brand can create or erode brand equity. 
Emphasize will be put on the two brand assets; brand awareness and brand associations 
since it suits the research approach within this thesis most accurately. 

A high level of brand awareness can have the positive effect of that the salience of a brand 
can be kept in customers minds during their decision making process before a purchase. 
Therefore the brand awareness can have a positive effect when customers are evaluating 
different conference alternatives. Brand awareness is a powerful brand asset since it can be 
hard for potential customers to reject or not to think of a brand that has obtained a 
dominant awareness level during a customer’s decision making process. (Aaker, 2010). 

A brand association is according to Aaker (2010, p. 179) “anything that is directly and indirectly 
linked in consumer’s memory to a brand”. Solid examples of brand associations can be in form of 
service attributes and customer benefits since the named factors can increase incentive for 
a potential purchase. Regarding the conference industry, associations connected to service 
attributes can be found in how well a conference is arranged and which kind of offerings 
that are supplied during the conference.  

2.2.2 Service development and service quality  

As previously mentioned the conference industry is experiencing high competition even 
though the demand for conferences still increases and this is due to a large quantity of new 
startups within the industry (ICCA, 2010). According to Grönroos (1996) it is equally 
important for companies in the service industry to develop their services as it is for 
manufacturing companies to develop their products in order to differentiate a brand. The 
development of new services is dependent on understanding the changing customer needs 
that are arising (Matthing, Sandén & Edvardsson, 2004).  

Another reason for reevaluating the importance of differentiation and innovation within 
services is due to its dominant position as contributor to the total GDP in EU countries 
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which in 2001 was 65,3% (Fagerberg, Mowery & Nelson, 2005). Therefore, the service 
industry is an industry that is generating high profits. Radisson Blu has actively taken such a 
differentiating approach by the introduction of the Brain Food concept (T. Andersson, 
personal communication, 2012-01-26). 

Measuring quality of a service is somewhat of a complex phenomena due to that the actual 
product offered is intangible and therefore it is harder to detect actual defects or errors 
compared to a tangible product (Edvardsson, Thomasson & Övretveit, 1994). One 
obstacle that is evident when evaluating a purchase of a service is that the value of the 
service only can be determined retrospectively. This problem refer to that in order to fully 
state the outcome of the service the purchasing company have to remember details about 
the service purchased. (Gadde & Håkansson, 1993).  

Quality can be perceived differently among different customers which makes it an 
ambiguous term. A frequently used definition of customer-perceived quality is the 
relationship of what expectations the customer had of the actual service and what 
perception the customer had after using the service. In the case of what expectations the 
customer had, it is meant by their needs and their previous experiences with similar 
services, and what they have experienced in the past. (Edvardsson et al, 1994). 

Grönroos (1996) explains how quality is perceived and how quality differs depending on 
how customers previously have experienced quality, which is in line with the views and 
conclusions that Edvardsson et al (1994) had when stating that the level of experienced 
quality is based on previous experience. Grönroos (1996) has developed a model which 
determines the perceived quality that a customer is experiencing after using a service. The 
model explains how a customer form expectations about a service in advance based on 
different marketing communication activities and previous experiences. Also the actual 
perception of the company as such has an impact of how a customer is forming 
expectations about the service in advance. The influence of a brand is connected to the 
previous section concerning brand equity and how the brand itself contributes to perceived 
quality of a service. Therefore, the profile of the company is of significance when 
customers are forming expectations of a service in advance.  

 

Figure 2.3 Profile and how quality is obtained (Grönroos, 1996,  p. 35) (Translated by the authors of the 
thesis) 
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Depending on how well a supplier of a service can fulfill the expectations that the customer 
has developed before using the service, Grönroos (1996) determines how the customer 
perceive the service in terms of quality. The determinant of how the customer perceives the 
quality of the service is therefore a result of if their perception of the service was fulfilled 
compared to their expectations.   

 

Figure 2.4. Buyer Decision Process. (Armstrong & Kotler, 2009, p.146). (Revised by the authors of the thesis) 

 

The fundamental reason for investigating if the Brain Food concept did or did not fulfill 
the customers’ expectations is because the post-purchase behavior after a conference 
purchase could have an impact on future purchase in terms of a repurchase. Therefore, the 
final step of the buyer’s decision process “post-purchase behavior” could be linked back to 
the third step “evaluation of alternatives“.  

Grönroos (1996) argues that a customer values a variety of factors when evaluating the 
quality of a service, in this case the quality of the conference. We want to see how the Brain 
Food concept as a differentiator can contribute to the overall quality of the service and by 
that see if such a concept could lead to that customers experience a positive post-purchase 
behavior which could result in a repurchase of a conference at Radisson Blu in the future. 

In order to understand how differentiation and perceived quality could influence a 
company when making a purchase, the decision making processes within a company will be 
explained in regards to how an organization makes decisions. Therefore, the structure and 
components of organizational buying behavior will be further discussed.  

 

2.3 Organizational buying behavior 

Organizational buying behavior can be defined by using three assumptions. First, 
organizational buying is not an unplanned decision, rather a well structured process where a 
thorough judgment is made in order to make the most accurate decision possible. Second, 
organizational buying decisions are often not made by one person only, but are rather a 
group decision, or at least a decision made from a group’s point of view. Finally, 
organizational buying decisions can be affected by influences such as pricing policies and 
personal preferences of the group’s representatives. (Clark & Knutson, 1995). According to 
Webster and Wind (1972), the organizational buying process could be seen as a procedure 
that is aimed at solving a problem and where the problem is being solved through the 



 

 

13 

 

actual buying decision being made. Webster and Wind (1972) also states that organizational 
buying behavior is a chain of activities including the identification, evaluation and selection 
between potential suppliers. 

2.3.1 The buyers 

Companies and organizations that buy a conference service are the primary source of 
customers for a conference facility while the different kind of buyers within the market are 
each a segment of its own. Companies have different interests when evaluating whether to 
have a conference or not and in order to fully understand the different forces that drive the 
buyer the different kind of buyers that might be of interest will be defined. (Davidson & 
Rogers, 2006). The buyers are those who book or organize the conferences and these 
persons can be hard to define within each company since the structure of each organization 
might differ. Organizations can be structured through the use of a human resource 
department or it might be structured in another way with several people in different 
departments who take care of the bookings. (Webster & Wind, 1972) 

2.3.1.1 Corporate buyers 

The corporate buyers are the largest customer segment on the conference market. 
Companies have a lot of reasons to hold large meetings and gatherings which makes them 
a valuable customer on the market. Meetings however, can be hosted in the company’s 
facilities but there are also reasons for companies to hold off-sites meetings such as; the 
issue of space, to boost creativity, attractive locations as a reward to the employees, and the 
sense of confidentiality. All these factors are covered when holding an off-site conference. 
(Davidson & Rogers, 2006). 

When a company decides to hold a conference the reasons and arguments for it can differ. 
Either it can be for the cause of information about the company figures in regards to how 
the company has performed during a specific time period. Conferences can also focus on 
educating personnel and product/service launches or the conference can simply be a way 
to create good relations within the company. (Davidson & Rogers, 2006) (T.Andersson, 
personal communication, 2012-01-26). 

2.3.1.2 Association buyers 

Association buyers are the group of organizations which covers clubs, societies and 
federations. These kinds of organizations are often classified as non-profit organizations 
and since the different organizations might contain people from different geographical 
areas the locations for where to hold the conferences might differ. Meeting and event are 
however an important factor within the organizations since the conference occasion is 
often the way the whole organization comes together to discuss company strategies and 
other agendas. The major difference between corporate buyers and association buyers is 
that for corporate buyers the conference is a cost for the company while an association 
often charges its members to attend a meeting or event. (Davidson & Rogers, 2006).  

2.3.2 The decision makers in an organization 

Different companies have different routines and guidelines on how they proceed with 
buying decisions. It is also not likely that two different buying decisions for one company 
are to be of the same nature. However, there might be general patterns of how companies 
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deal with buying decisions and whom that are influencing such decisions. (Johnston & 
Bonoma, 1981).  

The purchasing decisions made within a firm in opposite to the consumer decision making 
processes, are that the decision taken within an organization are made by groups of people 
instead of a single person (Clark & Knutson, 1995). These groups of people that make the 
decisions within an organization are called “buying center” (Webster & Wind, 1972). 
According to Axelsson and Agndal (2005) all companies do not have a specific purchasing 
department rather the purchasing often executed in symbiosis within the company referring 
to what Webster and Wind (1972) refers to as the “buying center”.   

The buying center consists of all members of an organization who are involved in the 
purchasing decision process. The members of the organization do however have different 
roles within the purchasing process. The different roles that members of an organization 
can have in the purchasing process are: users, influencers, buyers, deciders, and 
gatekeepers. Influencers and users are the members of an organization who in one way or 
another influence the purchase decision process or use the products purchased, while the 
buyers are the ones who makes the actual purchase. Deciders are the members of an 
organization who holds the technical power to be able to do the purchase and finally; the 
gatekeepers are members who limits the flow of information to other buying center 
members. (Clark & Knutson, 1995). The different roles within the organization and the 
buying center are important to understand in order to make a proper investigation 
regarding the decision making processes within an organization, and more specific, the 
choice of a conference facility.  

A previous study made in Washington shows that each member in a buying center can take 
on more than one role depending on the purchasing situation. The Washington study also 
states that, especially in the choice of a conference facility, there was never only one 
member of the organization that made the decision, rather more individuals within the 
buying center were included in the decision making situation. (Clark & Knutson, 1995).  

2.3.3 The suppliers 

Suppliers in the context of this thesis are the companies that supply the conference facility. 
It exists a number of different kinds of conference facilities with different kind of targets. 
These various targets could be the amount of guests that will attend the conference or if 
some specific event or activity is wanted by the customer. The most commonly used 
conference facility is conference facilities within hotels. These kinds of conference facilities 
can usually host both small parties which can be limited to a single room up to a 
conference where hundreds of people will attend. In conference hotels the opportunity of 
accommodation is often also available. (Davidsson & Rogers, 2006) 
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2.4 Summarizing model 

Figure 2.5. Summarizing model (created by the authors of the thesis) 

 

The buyer’s decision process is the fundamental starting point for our frame of reference. 
We have integrated the additional theories stated in the framework in the buyer’s decision 
process in order to clarify how they are linked to each other. When companies are 
evaluating different conference alternatives they are influenced by differentiators. 
Furthermore, the different decision making structures in the companies are also affected of 
how a company proceeds with the conference alternatives. Accordingly, the organizational 
buying behavior including the structure of the buying center are affecting how a company 
is evaluating conference alternatives. The final step in the buyer’s decision process; post-
purcahse behavior, is in turn affected by positive or negative attitudes towards the service 
being provided. Depending on the attitude, either increased or decreased brand equity will 
be formed by the customer. The outcome of the post-purchase behavior could in turn 
influence a potential repurchase in the future. 
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3 Method 

In this chapter the research process is described by illustrating the study and the method chosen. The chosen 
interview method is described and how the data collected will be analyzed is stated. The chapter also 
discusses the trustworthiness of the study, the ethical issues and the challenges that were faced during the 
data collection. 

 

3.1 Research approach 

In this thesis we have focused on a new food concept offered to conference guests at 
Radisson Blu and how the concept could affect the customers’ purchase decision. We have 
taken part of information regarding the Brain Food concept and connected this to existing 
theories regarding the decision making process, organizational buying behavior and 
differentiation. Further, the data collection, namely the semi-structured interviews, was 
divided into two phases; the first interview phase was conducted by interviewing small 
sized companies with less than, or equal to, 50 employees. We also interviewed large sized 
companies with more than, or equal to, 100 employees about the companies’ general 
preferences about which factors that are favored to be included in a conference as well as 
how their decision making process is performed. 

The second interview phase was conducted by interviewing companies that were holding a 
conference at Radisson Blu in Gothenburg. The aim of this phase was to see how the 
customers perceived the Brain Food concept in reality and what kind of expectations the 
customers had regarding the Brain Food concept before attending the conference. 

 

3.2 Choice of qualitative data 

According to Malhotra and Birks (2007, p 152) qualitative data is: “An unstructured, 
primarily exploratory design based on small samples, intended to provide insight and 
understanding.”  

The definition stated by Malhotra and Birks (2007) can also be complemented by a 
definition by Eriksson and Wiedersheim-Paul (2011) which states that a qualitative method 
is verbal and therefore suitable when the aim of the research is to get a more detailed and 
focused picture of the subject.  

The use of qualitative interviews is favored in order to register reactions and emotions with 
the respondents. Based on these arguments we found it to be of value to conduct 
interviews with selected companies face to face. The use of semi-structured interviews were 
the most suitable way of collecting data within this thesis in order to get the in-depth 
knowledge of the subject through and gain qualitative insight into the subject (Malhotra & 
Birks, 2007). The reason for why we chose to conduct a qualitative study was since we 
wanted to achieve underlying explanations connected to the purpose of the thesis and to 
get a proper insight of how companies are purchasing conferences 
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3.3 Semi-structured interviews 

During the data collection, non-standardized semi-structured interviews were collected. 
This type of interviews are used in order for the interviewers to be able ask follow-up 
questions and hence adjust the interview depending on the flow of the conversation with 
the respondents. Since the interviews aimed at understanding if healthy food is something 
that the companies prioritize when choosing a conference facility, the interviewers want to 
be able to understand how the respondents answers around the subject and get the 
respondent to explain why he or she reasons in a particular way. (Saunders, Lewis & 
Thornhill, 2009).  

We based the interviews on a pre-determined list of topics and questions. The questions 
were also complemented with follow up questions in order to get the most out of every 
interview. The interviews were recorded in order for us to further analyze the data collected 
after the interviews were conducted. (Saunders et al, 2009). 

3.3.1 Sample 

During the data collection a judgemental sampling technique was used when the first 
interview phase was executed where personal interviews were conducted with companies 
regarding general preferences and decision making criteria during a conference purchase. 
The target for the interviews was the south west regions of Sweden since these 
geographical areas represent the customer target area for Radisson Blu situated in 
Gothenburg (T. Andersson, personal communication, 2012-01-26). The chosen 
geographical areas were also suitable for the authors for convenient reasons; hence, the 
ease of getting in contact with companies in these areas was something that we believed to 
be of great value since it would contribute to a more adequate selection of representative 
companies. Interviews were held with both five small sized and five large sized companies 
to be able to detect differences in organizational buying behavior between different 
companies. 

The second interview phase included eight interviews with companies attending a 
conference at Radisson Blu in Gothenburg. The interviews were executed during two 
different days when the Brain Food concept was offered to the customers and therefore we 
were  able to observe how the concept worked and how it was perceived by the conference 
guests. The interviews reflected a real behavior which favored us when analyzing the results 
from the data collected. (Malhotra & Birks, 2007). The reason for why we chose to execute 
the interviews at Radisson Blu in connection to a conference was that it reflected the “real” 
behavior of the conference guests. This was done in order to see how the Brain Food 
concept was actually perceived and if the conference guests would choose Radisson Blu 
and Brain Food again. 

The company representatives that were interviewed in both interview phases were all 
decision makers in their respective companies regarding conference purchases. This gave 
us the insight needed for the analysis. The companies represented different industries 
which however is not taken into consideration in the analysis since it was not the aim of 
the study. 
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3.3.2 Challenges during the interviews 

The first challenge that we faced during the first interview phase was to find companies to 
participate in the interviews. As previously mentioned we decided to contact companies in 
attractive customer regions for Radisson Blu and where we most conveniently could get in 
contact with the companies. The interviews were booked with the companies through the 
use of personal communication where the purpose of the interviews was clearly stated and 
the objectivity was remained by not mentioning Radisson Blu. The reason not to mention 
Radisson Blu throughout the interviews was to have an as objective discussion as possible 
in order to get a high level of trustworthiness in the answers. Another challenge that we 
found during the interviews was that smaller companies tended to have less experience 
from conference facilities and therefore the answers were not as deep compared to larger 
companies. One explanation for this is according to us, because larger companies could 
have more experience from conferences which makes them more knowledgeable and 
versed compared to smaller companies. We overcame the challenge with the small 
companies by follow up questions and discussions around the topics where the majority of 
the companies had experience from. 

During the second interview phase, that was conducted at Radisson Blu with conferring 
companies, we had more of a challenge regarding the amount of time that we could get 
from the representatives from the companies. Since the companies were present at 
Radisson Blu solely for conference purposes they were on a tight schedule which gave us 
limited time to conduct our interviews. We overcame this obstacle by interviewing the 
majority of the companies after their conference day had ended and that gave us the proper 
amount of time needed to ask the prepared questions. Since the major part of this thesis is 
focusing on how companies are buying conferences it was important for us to interview 
the representatives from each company that was in charge of the actual decision making 
process. Some of the companies that were present at Radisson Blu during these two 
interview days did not have the responsible persons present at the conference and was 
therefore eliminated from our sample. 

3.3.3 Ethical concerns during the interviews 

The ethical rights of the respondents in the semi-structured interviews in both of the 
interviewing phases have to be taken into account and dealt with professionally. The 
interviewers clearly stated the purpose of the interviews in advance since the respondents 
needed to be sure of that they are anonymous, hence that their identity will not be revealed 
in the presentation of the data. The hidden identities are done primarily in order for the 
respondents to feel safe and comfortable during the interviews, and secondly because of 
the reliability of the data. If the respondents would not be anonymous they might not want 
to answer totally honest to the questions and especially if the questions are of sensitive 
nature. (Saunders et al. 2009).  

During the second interview phase where interviews were conducted with existing 
customers at Radisson Blu we distinctly explained that the interviewed companies would 
remain anonymous and also assured that the interviewers were students with no 
connection or obligations to Radisson Blu. 
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3.4 Data analysis 

Analyzing data from a qualitative perspective can be described in four different stages 
according to Malhotra and Birks (2007). These different stages are: data assembly, data 
reduction, data display and data verification. The four different steps of analyzing 
qualitative data, in this case semi-structured interviews, are an interdependent procedure 
meaning that all steps are linked to each other and the researcher benefits from 
connections from all steps during the process.  

3.4.1 Data assembly 

In order for us to be able to grasp and fully analyze the information from the semi-
structured interviews, the interviews were recorded in order to ease the gathering of the 
data and to be albe to take part of the information from the interviews in a convenient 
manner. (Malhotra & Birks, 2007). 

3.4.2 Data reduction 

The importance of data reduction is to determine what parts of the information that is of 
essence and what parts that could be reduced in order to make the information more 
comprehensible. After the interviews were conducted we realized that a couple of 
questions were not fulfilling any purpose i.e. we did not gain any information from them. 
We further decided to exclude those kind of questions. The remaining questions were 
suitable for the research purpose and analysis.  

3.4.3 Data display  

In order to make the information or data understandable for the reader, data needs to be 
displayed in some way. A preferred way of displaying information of a qualitative approach 
is the use of spreadsheets where interviewed companies can be grouped dependent on size 
or category and where notes are written about different subheadings such as price, buying 
behavior etc. The data displaying  procedure is a great way of forming conclusions and to 
find new patterns gained from the information from the interviews. (Malhotra & Birks, 
2007). 

A useful approach of how to display data is by using cross-tabulation, where information is 
categorized into different chunks and can be classified according to what the interviewed 
companies said. (Malhotra & Birks, 2007).  We structured the data with the use of a cross 
tabulation method and further divided the different questions in sub groups making the 
interpretation of the data more convenient. The procedure of data display makes it possible 
to categorize some of the mass information that was received during the semi-structured 
interviews. The data display procedure made it easier for us to get understandable factors 
or groups of buyers out of the data collected and also the ability to detect differences in 
organizational buying behavior between the interviewed companies. The procedure of 
cross tabulation was a way for us to identify patterns of the information and to draw 
conclusions of what we believed was of meaning in the data collected. (Malhotra & Birks, 
2007). 
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3.4.4 Data verification 

After displaying the information that was of importance according to us, we demonstrated 
the final analysis and connected the analysis with the theoretical framework (Malhotra & 
Birks, 2007). In this stage we showed that the analysis and conclusions made is not only 
based on our own thoughts but is also influenced by the theories discussed earlier in the 
thesis.  

 

3.5 Data quality issues 

According to Saunders et al. (2009) there are three main quality issues that can be obtained 
when using semi-structured interviews and these concerns: the reliability, biases, and the 
validity. The reliability issue relates to the lack of standardization in the interviews which 
also is linked to the issue of bias within the interviews. Bias caused by the interviewer can 
be such as body language, tone of the voice, or simple just leading the respondent in a way 
which contributes to the research and might not be what the respondent would have 
answered without the biased involvement of the interviewer. It was of great importance for 
us to overcome all these issues and therefore we conducted all the interviews as objective 
and neutral as possible. By doing so, it reduced the risk of leading or influencing the 
respondents in the interviews in any way.  

3.5.1 Trustworthiness 

The lack of standardization will not be an issue since the data collected reflects the actual 
standpoint that a specific company has in that specific point in time. We are interested in 
the responses from the chosen respondents and will therefore not be in need of any 
standardized questions; rather the flexibility of the semi-structured interviews will be 
valuable for us in order to understand the complexity of the subject. (Saunders et al. 2009). 

In order for the interviewers to overcome the risk of bias in the interview, thorough 
preparations before the interviews were made. The preparations included a plan on how to 
state the credibility of the interviewer and how to gain the interviewees trust by informing 
the interviewee regarding his or her ethical rights and that the information will be used 
without mentioning any names or identities. In order to promote the validity and reliability 
the company representatives that participated in the interviews were informed about the 
different topics that were supposed to be covered during the interview. This was done in 
order for them to be able to prepare themselves by finding documents or other 
information sources regarding the subject in advance which would further improve the 
quality of the answers.  
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3.6  Motivation behind interview questions  

The following questions were asked during the first interview phase with the five small 
companies and the five large companies. 

3.6.1 Interviews with companies regarding decision making criteria 

 Which position do you hold in the company? 

This question was asked in order to get information about the respondent’s position within 
in the company. 

 How many decision makers are involved in a conference purchase? 

This question was asked to get an understanding of how many people within the company 
that are involved in the decision making of where to hold a conference. As explained more 
in detail in the theoretical framework, the size of the company will reflect how many people 
that are being part of the decision making process and whom that will have the different 
roles as users, influencers, buyers, deciders, and gatekeepers. Further this question was 
developed to answer research question 6: Are there differences in how small and large companies are 
purchasing conferences?.  

 How many people are employed in the company? 

This is a question aiming at describing the size of the interviewed company. 

 What is your most common purpose for booking a conference?  

Before conducting the interviews, we had some preconceptions of that the objective of 
holding a conference might be able to differ between different sizes of companies. So, the 
main reason for including this question in the interview was to see if such a preconception 
had any ground. This question was asked in order to answer research question 4: Why do 
firms arrange conferences? 

 How do you decide to choose a specific conference facility? 

This question was asked to see how the companies’ decision making processes was 
executed.  

 Is the brand of the conference facility of importance for you? 

As we have explained in the problem discussion the conference industry is experiencing 
high competition. Asking about how important the brand of a conference facility is, is a 
way to see whether brand relevance is important for potential customers.  

 Which factors are most important for you when choosing a conference facility? 

This question was asked to get an understanding of what the companies thought was of 
importance when choosing a conference facility. Since the purpose of this thesis is to 
investigate if a new concept like the Brain Food concept could be a differentiator when 
companies are evaluating different conference alternatives. Therefore this question is aimed 
at answering the research question 2: “Is food an important factor for companies when choosing a 
conference facility or are there other factors that are more in focus?”. 
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 Why are these factors the most important ones? 

This question was asked in order to get a more thoroughly understanding of why the 
companies thought the stated specific factors were of significant importance.  

 Which factor is the most important one? 

This question also further aims at answering research question 2: “Is food an important factor 
for companies when choosing a conference facility or are there other factors that are more in focus?”  

 Do these factors change depending on the purpose of the conference? 

Since there are many different reasons why companies are holding conferences such as 
team-building, sales-meetings etc, we wanted to see whether companies appreciate different 
factors as important depending on the purpose of the conference.  

 Is it important that healthy food is offered during the conference? If so, why? 

The first half of the interview questions have more of a general aspect aiming at 
discovering what the interviewed companies believe is of importance before making a 
conference purchase and what factors that can influence their decision making process. 
This question was asked to see how the interviewed companies’ attitudes were towards 
healthy food. This question was also meant to give answer to research question 1 “Is 
nutritious food and a stable energy level throughout the day something that companies prioritize. Hence, will 
the Brain Food concept make companies choose Radisson Blu over other competitors in the region?”. 

 Have you experienced any dips of concentration during a conference, if so why? 

This question aims at further answer research question 1. Brain Food is developed and 
introduced at Radisson Blu because it is believed to increase the conference guests’ 
concentration level as well as keeping their blood sugar level stabile. This question was 
included in order to detect if dips of concentration is a common phenomenon among 
conference guests. If this would be the case, the question is also aiming at detecting reasons 
for why the companies believe this can happen. As stated under the motivation for 
previous question this question is also aimed at giving answer to our second research 
question, whether companies believe that lack of concentration can be a potential problem 
during a conference.  

 Is it important for your company that the conference will yield any return on 
investment. 

Conferences are a large expense for companies and as discussed earlier different companies 
have different reasons and purposes to why they are holding a conference. According to 
Radisson Blu the Brain Food concept has the advantage of keeping the conference guests 
alert and focused which could yield higher return on investment in terms of the amount of 
information absorbed by the participants. This question is asked to understand how much 
focus companies put on that the information delivered the conference actually is absorbed 
by the participants.  
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 How do you search for conference alternatives? 

This question was included in the interviews because we wanted to understand how the 
interviewed companies search for conference alternatives and how their search is 
performed.  

 Is your company bounded to any agreement with a conference facility? If so, why? 

When companies are purchasing conferences some might be bounded to agreements with a 
specific conference hotel. This question also relates to the theories about the modern and 
classical approach of purchasing. 

 Is it of importance for you that a conference facility is innovative? (New concepts, 
products, move with the times, trends, etc?) 

With respect to the increasing competition within the conference industry we aimed at 
asking how important it is that a conference facility is innovative, in the sense of new 
services provided etc. As described in the theoretical framework, differentiators are 
something that customers evaluate before making a purchase decision and therefore we 
included this question to see how much companies value an innovative approach made by 
a conference hotel. This question was constructed to give answer to research question 3: “Is 
innovativeness an important factor when evaluating different conference options?”. 

3.6.2 Motivation behind questions to Radisson Blu conference guests 

The following questions were asked during the second interview phase with conferring 
companies at Radisson Blu. 
 

 How many people are employed in the company? 
 
This question was asked to identify the size of the company 
 

 Why did you go on a conference? 
 
We asked this question in order to detect why companies are booking conferences. Are 
there different reasons and can the purpose of the conference influence what factors and 
what attributes that is of importance? 

 Why did you choose Radisson Blu? 
 
This question is elevant to the theories of brand equity. We wanted to see what associations 
the visiting companies have to Radisson Blu and if any prior brand awareness had any 
contribution to the selection of a conference facility. 
 

 What expectations did you have on the food served at Radisson Blu? 
 
According to the theories regarding quality of a service, the perceived quality that a 
customer experiences is based on what expectations that the customer had in advance. 
Therefore we asked this question to see what the customers expected out of the food 
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served at Radisson Blu. This question as well as the following question was aimed at 
answering research question 5: How is the Brain Food concept perceived by existing customers? 
 

 Did the food served at Radisson Blu meet your expectations? 
 
Depending on how the expectations of a service are met, the customer will formulate an 
opinion on how they perceived the quality of the service. According to theory about the 
quality of a service, the perceived quality is dependent on how and if the expectations are 
met.  
 

 Was the Brain Food concept a contributor to why you choose Radisson Blu? 
 
This question was asked to see whether the Brain Food concept was an influencing factor 
to why the customers had chosen Radisson Blu. This also aims at examining if the 
marketing communication activities made by Radisson Blu about the Brain Food concept 
have reached their customers effectively.  
 

 Have you experienced any difference of the concentration level among the 
participants during your conference? 

 
According to Radisson Blu, the Brain Food concept is developed as a healthy food concept 
focusing on high levels nutrients such as omega 3, vegetables, nuts etc. The desirable 
effects of eating this healthy food is to increase the concentration level of the brain and to 
keep the blood sugar level constant which is said to prevent dips in the concentration level. 
Therefore it was of interest for us to ask if the conference guests at Radisson Blu had 
experienced any difference in their concentration level. 
 

 Can the Brain Food concept affect your decision making when evaluating 
conference alternatives for your next conference? 

 
A company’s post-purchase behavior is represented by how satisfied or dissatisfied the 
company was with the conference. As described earlier in the theoretical framework, 
differentiators are important components in a company’s decision making process. This 
question was asked to see if a differentiator such as the Brain Food concept could lead to 
that Radisson Blu is favored over another conference facility when a company evaluates 
alternatives for their next conference. This question also aims at answering research 
question 1: “Is nutritious food and a stable energy level throughout the day something that companies 
prioritize. Hence, will the Brain Food concept make companies choose Radisson Blu over other competitors 
in the region?”. 
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4 Results and Analysis 

This chapter presents the analysis based on the empirical findings which is then connected to the theoretical 
framework presented above. 

 

4.1 Small size companies ≤ 50 employees 

4.1.1 Results- Decision making 

 
Company A Company B Company C Company D Company E 

Position 
Marketing 
director CEO HR manager HR manager Sales Manager 

People 
employed in the 
company 17 45 45 20 15 

How many 
decision makers 
involved in a 
conference 
purchase 

1: Marketing 
director 

2: CEO and HR 
assistant 

It depends on the 
reason for the 
conference, from 
1-3 persons 
involved in the 
process 1: HR manager 1: Sales Manager 

Figure 4.1- Decision making 

 

During the interviews made with the small sized companies we understood that there is 
often only one or just a couple of persons involved in the decision making processes 
regarding conferences. The company representatives that we talked to were all involved in 
the processes themselves and had in some cases support from one or two others within the 
organization. The number of persons involved in the decision making process regarding 
conferences did only differ by the reasons for the conference in one of the companies that 
we interviewed. In that specific case the number of decision makers involved in the process 
could differ depending on the purpose of the conference, for example the decision was 
more complex if the conference was of a more event based nature as in the case of a kick 
off. The reason for this was since these decisions were planned longer in advance. 
Company C further described; “Normally when we are booking our regular conferences it is only one 
person involved in the decision making process, but for our larger events we are two to three people involved 
in the process” (Company representative, personal communication, 2012-03-27).  

The rest of the companies answered that it was only one or two persons that decided upon 
the choice of a conference facility. Company A described their decision making process as 
following; “Since we are a small company I am the only one involved in the decision regarding where to 
hold a conference. I have the insight of what my company requires and demands regarding conferences and 
therefore I am qualified of making such decisions” (Company representative, personal 
communication, 2012-03-19). 

4.1.2 Analysis- Decision making 

When analyzing the answers from the first three questions there are some key points that 
are especially worth mentioning. When the interviewed companies make decisions the 
structure of the process is often well planned and thoroughly executed. It also became clear 
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during the interviews that when a decision is made by one or two persons representing the 
organization they think in regards of the whole organization, which is also stated by Clark 
and Knutson (1995).  

The companies that were interviewed represent corporate conference buyers since it was 
solely companies that were chosen to participate in the research. All companies sometimes 
had different reasons for booking a conference but they all shared the same process to 
reach their final goals. The companies followed the structure outlined by Webster and 
Wind (1972) where the companies indentified the need for the conference which was 
followed by an evaluation of the conference alternatives and furthermore completed with a 
selection of a proper conference alternative.  

According to Clark and Knutson (1995) people in an organization can take on different 
roles within the buying center such as users, influencers and deciders. When analyzing the 
interviews it was clear that persons involved in the decision making process undertook 
more than one role during the decision making process regarding where to book a 
conference. The persons involved in the decision making processes were in most cases 
both users and influencers. The reason for why one person takes on more than one role 
could be due to the size of the company. The companies that was interviewed in this 
section had less than, or equal to 50 employees. In a small organization the decision maker 
might take on more than one role in the process simply because of the size of the company 
and its straight forward structure.  The decision in small companies is usually made by the 
same person who has decided upon the conference and the same person is also often 
participating at the conference. A process like the one just mentioned is a general pattern 
of how to proceed when making a conference decision. However, we do believe that this 
process might be more solid than it looks like through these steps. The interviewed 
company representatives were all determined about the fact that the process of determining 
a conference destination is always structured and divided into steps, but these steps were 
hard to identify during the interviews. Therefore we believe that the process might be more 
compact in a small company, where a parallel can be drawn to the roles of the decision 
makers within the process. Hence, in a small company one person can take on more than 
one role and the different steps in the decision making process will be compiled into one, 
sometimes two, steps. 
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4.1.3 Results- Reasons for booking conferences 

Figure 4.2- Reasons for booking conferences 

 

In the second part of the interviews we asked the companies about their most recent 
conference and why they had chosen that specific conference facility. The answers 
regarding the most common purpose of why to book a conference were consistently 
similar between the companies. Teambuilding/kick off and informational/educational 
meetings were common reasons for why companies teneded to book conferences. The 
main reason for the interviewed small companies to choose one particular conference 
facility was due to size of conference rooms and the location of the facility.  

Company B said; “We booked our last conference facility since they offered large conference rooms with all 
the necessary equipment we needed” (Company representative, personal communication, 2012-
03-26). Consistently the companies chose a specific conference facility that offered a close 
location and large conference rooms due to lacking capacity of conference rooms that the 
company possessed and the convenience that a close location holds.  

All the companies had also attended a conference within the last six months and could 
therefore give a clear picture of how the decision making processes were executed which 
will favor the trustworthiness of our conducted answers. 

4.1.4 Analysis- Reasons for booking conferences 

When analyzing the answers from the questions regarding the companies’ most common 
reason for booking a conference the descriptive decision making model is a proper tool to 
use. Since the companies had various reasons to go on a conference and outlined reasons 
for why a specific conference facility was preferred several factors were included in the 
decision making processes, as stated in the descriptive model according to Allwood (1989).  
The interviewed company representatives stated that they had taken different factors into 
consideration such as size of conference rooms, a convenient location and quality of food 
to name a few. The way that the companies discussed several different factors included in 
the conference purchase indicated that the decision making process was complex in the 
way that the final decision was influenced by several different factors. 

 

 

  

 Company A Company B Company C Company D Company E 

Most recent 
conference September 2011 October 2011 February 2012 September  2011 November 2011 

Most common 
reason for 
booking a 
conference 

Teambuilding 
and 
environmental 
change 

Informational and 
training meeting 
for customers Kick-off 

Teambuilding, 
environmental 
change 

Educational and 
sales meetings 

Why that 
conference 
facility 

Close location 
and the supply of 
large conference 
rooms 

Due to size and 
functionality of 
conference rooms 

Accessibility for 
the participants Recommendation 

Excellent 
service, food and 
conference 
rooms 
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4.1.5 Results- Brand Equity 

Figure 4.3- Brand Equity 

 

When we asked the small company representatives about the importance of the brand 
when choosing a conference facility the most of the companies said that the brand is of 
great importance. The reasons for why the brand of the conference facility is of importance 
were due to quality assurance and an overall trust towards well known brands. The 
company guests felt safe and positive that the conference would be carried out in the best 
way if the conference was held at any of the big chains. Company A said; “We believe that the 
brand is of great importance since a well-known brand is according to us more likely to meet our demands 
and offer a better service” (Company representative, personal communication, 2012-03-19). 

Two of the five asked companies did not believe that the brand of the conference facility 
was important and this was mostly due to that their choice was mainly based on 
recommendations from others. None of the small companies that we asked were bounded 
to any conference agreements and hence could choose from all conference alternatives 
available on the market.  

4.1.6 Analysis- Brand Equity 

During the interviews with the small companies it was detected that the majority of the 
company representatives answered that when choosing a conference facility the brand is of 
great importance hence the brand awareness plays a major role. Brand awareness is 
according to Aaker (2010) an attitude towards a specific brand that is already founded 
before the evaluation of alternatives begin and that it will influence the final decision from 
the beginning of the decision making process. The fact that Radisson Blu is a well known 
and established brand is therefore a major advantage that they hold towards their 
competitors within the small company segment in the market. A brand association is by 
definition: “anything that is directly and indirectly linked in consumer’s memory to a brand” Aaker 
(2010). Further, Keller (1993) argues that brand equity is created when a customer has 
formed positive associations towards a company in advance. Hence, when a customer has a 
positive association towards a conference facility the brand awareness of the conference 
facility will be positive. Since Radisson Blu is a well known and established conference 
facility companies can form positive associations towards the brand Radisson Blu, which 
can result in a conference purchase.   

Furthermore, the companies that did not believe that the brand was of great important but 
was rather influenced by recommendations from others might also be influenced by a 
brand perception since recommendations are mainly based on previous experiences which 

 Company A Company B Company C Company D Company E 

Brand 
importance 

Yes, well-known 
and established 
chains and 
facilities. Quality 
assurance 

Yes, since the 
importance of 
quality assurance 
and trust of well-
known and 
established 
facilities 

No, not 
important. 
recommendations 

No, 
recommendations 
are important 

Yes! Put trust in 
well-known 
chains 

Bounded to any 
agreements No No No No No 
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could in turn be based on brand associations and brand awareness by another person or 
company.  

When analyzing the answers whether the companies are bounded to any agreements or not 
the small companies answered consistently no. The classical purchasing philosophy stated 
by Axelsson (1998) implies that a company takes advantage of the competition among 
suppliers in order to achieve the best price possible. The small companies that we 
interviewed all stated that they only look at each conference purchase as a separate deal 
without any long term commitments in mind. The fact that the interviewed small 
companies are not bounded to any agreements could be an indicator of a tight budget with 
limited resources to put into a conference purchase. Hence, small companies tend not to 
book conferences frequently and are therefore not an attractive customer for a conference 
facility to arrange long term agreements with.  

4.1.7 Results- Important factors when choosing a conference facility 

Figure 4.4- Important factors when choosing a conference facility 

 

When we asked the company representatives about important factors to consider when 
deciding upon a conference facility the answers tended to be quite similar throughout the 
respondents. The interviewed companies mentioned factors such as price, fresh food, 

 Company A Company B Company C Company D Company E 

Important 
factors 

Price, fresh, food 
and conference 
rooms 

Service, 
accessibility, 
conferenencerooms, 
food 

Food, 
Accessibility,  
Innovativeness 

Food (very 
important), 
service, rooms 

Service, food, 
conference 
rooms and 
equipment 

Why these 
factors Limited budget 

Food: for the 
general well-beeing. 
Service: to obtain a 
smooth conference. 
Accessibility: 
convenient location. 
Conference rooms: 
size, ambience and 
equipment. 

Accessibility: 
participation ratio. 
Innovativeness: 
Show appreciation 
to employees 

Food: we only 
go to places 
where they 
serve ecological 
and locally 
produced food. 
Food is also 
important for 
the overall 
satisfaction. 

Overall 
satisfaction is 
important 

Most important 
factor Price  Service Innovativeness Food Service 

Factors 
changing 
depending on 
purpose? No No, not in general 

Absolutely! Kick-
off=more focus 
on leisure. 
Planning 
meeting=more 
focus on 
conference rooms 
etc. No No 

Innovativeness 
important? 

I do not know, I 
have never 
thought about it 

 It is interesting if 
something new is 
offered. 

Yes! Important 
motivation factor 

Yes, since it 
shows that the 
conference 
facility is 
modern. 
Positive if it 
stands out in 
the crowd. 

Yes, important 
to be in the 
forefront 
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service and innovativeness. Price was considered an important factor since the companies 
were small and the majority of the companies that were interviewed were on a limited 
budget. However, the companies still demanded fresh food and good service in order to 
get the most out of the conference and to keep the conference running smoothly. Another 
factor that was highlighted during the interviews was the level of accessibility that the 
conference facility could offer, such as convenient locations. Food was a factor that was 
discussed in all the interviews that were held. The reasons for why food was an important 
factor for the companies however differed. Some companies required fresh and healthy 
food in order to show appreciation to their employees through innovativeness and modern 
concepts as well as the overall satisfaction of the conference. Some companies simply 
favored healthy and fresh food for environmentally reasons. 

When we asked the companies about which factor that was the most important one, the 
answers were for the majority of the companies innovativeness/food and service. 
Company C argued; “I believe that a conference facility has to be innovative and constantly improve their 
offerings in order to be our first choice” (Company representative, personal communication, 2012-
03-27). 

Only one company answered that price was the most important factor and this was also the 
smallest company that we interviewed which also pointed out that the reason for price 
being the most important factor was due to the company’s limited budget. 

We also wanted to see if and how the factors changed depending on the purpose of the 
conference and surprisingly the majority of the company answered that it did not make any 
difference what the purpose of the conference was, the prioritized factors remained the 
same. Only one company answered that the factors did change depending on the purpose 
of the conference, such as if the conference is meant to be a kick-off the focus will be 
more on leisure and if it is a planning or educational meeting the focus is on fresh 
conference rooms.  

Since the Brain Food concept is innovative and modern we wanted to ask the companies if 
innovativeness is important when choosing a conference facility. The answers we got from 
this question either pointed in the direction of innovativeness being a trigger of motivation 
to the employees and a proof of that the conference facility is modern and moves with the 
trends in the society. One company answered that innovativeness was nothing that had 
been important in the previous conference purchases since it has never been thought of 
and one company said that it was not important but that it is always nice when something 
new is offered. Three out of the five interviewed small companies tended to think that 
innovativeness is important because it shows that the conference facility follows trends and 
is updated. 

4.1.8 Analysis- Important factors when choosing a conference facility 

In a company’s purchasing process the phase where the different alternatives are evaluated 
is an important stage in the decision making process. Since the small companies that 
participated in the interviews had several factors to be included in a conference purchase 
the decision making process is of complex nature. Furthermore, as stated by Edlund et al 
(1999), a decision made through the assumptions of a descriptive model is rather complex. 
When a small company is evaluating the alternatives of where to book a conference the 
situation is complex since there are a lot of factors to be taken into consideration and in 
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order for a small company to choose a conference facility that is suitable. However, all 
factors cannot be fulfilled due to limited budgets, but rather a selection of important 
factors has to be selected during the decision making process in order to reach a 
satisfactory outcome.  

When analyzing the results concerning innovativeness and how important that is when 
evaluating conference alternatives the majority of the small companies answered that it was 
important. Rackham (1998) states that a differentiator is something that can work as a 
trigger for a company when evaluating different alternatives, and since the Brain Food 
concept is innovative and a new concept on the market it could hence work as a trigger for 
companies that value an innovative conference alternative.  An explanation for why the 
majority of the small companies argue that innovativeness is an important factor could be 
that they value environmental change and to experience something different that motivates 
the employees. In order for the employees to feel appreciated an innovative and modern 
conference facility can be what a company demands when choosing a conference facility.  

4.1.9 Results- Characteristics of the Brain Food concept 

Figure 4.5- Characteristics of the Brain Food concept 

 

In order for us to get an understanding about how the Brain Food concept could influence 
a decision regarding which conference facility the companies would choose, we asked 
specifically about the importance of healthy food, and if the respondents had experienced 
any dips of concentration during a previous conference. The answers were consistently 
positive towards healthy food and the respondents were very aware of the effects that 
healthy food can have on your brain and how it can affect the concentration level of the 
companies. Company B said; “Healthy food is something that we advocate since it affects your brain 
and health in a positive way which makes you more effective” (Company representative, personal 
communication, 2012-03-26). 

 Company A Company B Company C Company D Company E 

Is healthy food 
important? 

Quality and good 
food is 
important. It is a 
bonus if the food 
is also healthy 
and fresh 

Yes, it is 
important since 
it is in line with 
today's society 
issues. Healthy 
food is good for 
your brain. 
Healthy trends. 

The quality is of 
greater 
importance. It is 
a bonus if it is 
healthy 

Yes, very 
important! 

Yes, it is in line 
with the trends 
on market 

Have you 
experienced any 
dips of 
concentration 
during a 
conference? 

Yes, often after 
lunch and coffee 
breaks. Due to a 
large intake of 
food and sugar 

Yes, "after-
dinner-dip" after 
eating hefty food 

No, not a big 
issue for us 

Yes, "paltkoma". 
Too much food 
and sweets. 

Yes, normally 
after food intake 

Importance of 
return on 
investment 

Not in general. 
The 
environmental 
change is most 
important 

Absolutely! Since 
we are informing 
and educating 
our customers 

Absolutely! 
Knowledge 
exchange 

Depends on the 
purpose of the 
conference. 
Teambuilding: 
No. 
Informational 
and strategy 
meetings: highly 
important 

Yes! Educational 
and selling 
purposes 
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Only one out of five companies answered that they had not experienced any dips of 
concentration during a conference and further explained that they normally holds very 
short conferences with many breaks. However, all the other companies answered that they 
had experienced dips of concentration during conferences and normally after food intake 
or in the afternoon. They referred to terms as “paltkoma” and “konferensmätt” which 
means that you are so full after meals that your whole body gets tired and unconcentrated. 
Company A stated; “I often notice dips of concentration both personally both also among my colleagues 
after too much food and sugar intake” (Company representative, personal communication, 2012-
03-19). 

When we asked the companies about the importance of a measurable return on investment 
in connection to a conference the answers depended in the majority of the companies on 
the purpose of the conference. If the conference were held for educational or selling 
purposes the importance of return on investment were very important. However, if the 
conference were held in the purpose of environmental change or teambuilding the return 
on investment was not in focus.  

4.1.10 Analysis- Characteristics of the Brain Food concept 

As we described earlier in the introduction of this thesis the meeting and event industry is 
under a major pressure due to the increase in competition among the different players on 
the market. This in turn has affected how Radisson Blu has chosen to differentiate 
themselves against their competitors through the Brain Food concept. As stated on 
Radisson Blu’s homepage (2010) the Brain Food concept means to work as a trigger for 
customers when choosing a conference facility due to the positive impact that the food 
served during the conference has on the participants. Since the interviewed companies had 
experienced dips in concentration the Brain Food concept could work as a trigger for them 
to choose Radisson Blu as their first conference alternative. The majority of the companies 
also argued that healthy food was important for the conference and that is also a great 
opportunity where the Brain Food concept could work in favor for Radisson Blu. 

 

4.2 Large size companies ≥ 100 employees 

4.2.1 Results- Decision making 

Figure 4.6- Decision making 

 Company F Company G Company H Company I Company J 

Position  

CIO HR manager 
Chairman of the 
board 

Head of 
anesthesia 
department 

Head of rescue 
department 

People employed 
in the company 250 156 115 220 110 

How many 
decision makers 
involved in a 
conference 
purchase 

It depends. 
Often 3 people 
involved. Ex (IT) 
CIO - HR 
Manager - CEO 

2: Chairman of 
the board and 
HR manager 

2: Chairman of 
the board and 
member of the 
board 

3: Head of 
department, 
CEO and HR 
manager 

3: Head of rescue 
department, HR 
mangers 
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The second group of our interviews regarding general factors and preferences concerning a 
conference purchase was executed with companies that have one hundred or more 
employees. All of the interviewed companies had at least two deciders when it came to a 
purchase decision. The people interviewed from these five companies all had leading 
positions when it came to purchasing decisions regarding conference bookings. The 
majority of the interviewed companies had one or two additional persons, except from the 
person that was interviewed, that was part of the buying center and in charge of the buying 
decisions. Four out of the five companies described the decision making process as a 
complex process where decisions had to go back and forth between the different deciders 
and that a decision most of the times did not happen overnight. Company J stated; 
“Normally we discuss and evaluate between different alternatives and the final choice of where to hold the 
conference is always a common decision between the persons involved in the decision making process” 
(Company representative, personal communication, 2012-04-02). Further Company F 
described their decision making as following; “The decision about a conference purchase has 
different structure depending on which department that are the target for that conference” (Company 
representative, personal communication, 2012-03-19).  

4.2.2 Analysis- Decision making 

A mutual implication that the interviewed large companies shared was that the decision 
making process is of complex nature where the decisions are made by several persons. 
During the interviews with the larger companies it came to our knowledge that the decision 
making process was a process involving different deciders that each has separate functions 
in the process. As stated by Clark and Knutson (1995) there are various roles within a 
buying center where each person has a specific role which contributes to the final decision 
making. These roles could be identified in the interviewed companies where different 
positions within the company played a specific role in the buying center. As stated by 
Axelson and Agndal (2005) it is not common that a company has a specific purchasing 
department, rather different persons in the organization are involved in the decision 
making process. Influencers could most often be identified as being part of human 
resources department and users being the employees attending the conference. The 
influencers in our interviewed companies’ were human resource departments which 
delivered information and suggestions regarding conference alternatives to the decider in 
the shape of the CEO or top management. Further the decider forwarded the final decision 
to the buyers which often were part of the human resources departments. In the case when 
there were only two persons involved in the decision making process we detected that one 
person took on the roles as both the influencer and the buyer.  

In this part of the research different conference buyers were interviewed. Corporate and 
association buyers are defined as a classification of two different kinds of buyers by 
Davidson & Rogers (2006). Corporate and association buyers were represented in the 
group of large companies that were interviewed. However, it was not possible to detect any 
differences in the decision making processes between corporate and association buyers 
during the interviews. 
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4.2.3 Results- Reasons for booking conferences 

Figure 4.7- Reasons for booking conferences 

 

All of the companies that were interviewed had recently been on a conference which is 
useful for us since they will be more likely to remember details and general opinions. Four 
out of the five interviewed companies are most commonly going on conferences for goal-
oriented purposes. The only exception was Company J, who went more for team-building 
activities combined with goal-oriented purposes such as information about organizational 
structure. Four out of the five companies book conferences for pure educational and 
organizational reasons. Company G said;“Our main reason for going on conference is to gather 
people from different geographical areas in order to educate and inform the participants of what is expected 
of them in the future” (Company representative, personal communication, 2012-03-.28). The 
other association that was interviewed, Company H, claimed that their reason for going on 
a conference was; “We are holding conferences in order to gather all the board members that are spread 
all over Sweden, to educate ourselves with the knowledge and information from the other members 
participating”(Company representative, personal communication, 2012-03-28). The 
corporate buyers, companies F, I and J all were on their previous conference for meeting 
purposes where the aim was to gather different departments and people within the firm to 
go through strategy decisions and general guidelines for the companies’ future business. 

When asking why they had chosen their last conference facility the answers differed quite a 
lot. Company F went exclusively since that conference facility offered conference rooms 
large enough to meet their demands. Other reasons for choosing their last conference 
facility were due to food quality, accessibility of the facility, well-known facility and 
recommendations.  

All of the interviewed companies mentioned that one of the most evident reasons for 
holding conferences was to gather people within the organization to enjoy some kind of 
knowledge exchange. The two associations that were interviewed, companies G and H, 

 Company F Company G Company H Company I Company J 

Most recent 
conference October 2011 October 2011 March 2011 December 2011 March 2011 

Most common 
reason for 
booking a 
conference 

Strategy 
meetings for the 
corporate group 

Education 
meeting 

Education of the 
board members 

Evaluation 
meeting for all 
the managers in 
the company 

Teambuilding with 
managers in the 
organization 
combined with 
information about 
organizational 
structures 

Why that 
conference 
facility 

Large conference 
rooms 

Own perceptions 
regarding good 
food quality 

Accessibility and 
well-knownn 
brand 

Own preferences. 
Accessibility, 
modern Recommendations 
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arranged conferences purely to gather different association members. This could be a 
reason of that associations often are spread over a large geographical area and have 
problems connecting all their members or chairmen without hosting conferences. 

The corporate buyer companies F, I and J were on conferences mainly in order to gather 
different people from different departments or region offices. Many of the larger 
companies that were interviewed named that the most obvious reason for holding 
conferences was due to lack of room capacity at their company offices. 

4.2.4 Analysis- Reasons for booking conferences 

The interviewed companies applied a descriptive approach when choosing a conference 
facility in the sense that they adapted their final decision based on attributes offered by the 
supplier (Edlund et al, 1999). If the conference facility could not offer conference rooms 
large enough the companies searched for other alternatives not necessarily with the same 
attributes as the first option. If the conference facility was not located conveniently enough 
according to the companies’ preferences other alternative was evaluated. This evaluation 
approach is in line with descriptive approach of a decision making stated by both Allwood 
(1989) and Edlund et al (1999).   

4.2.5 Results- Brand Equity 

Figure 4.8- Brand Equity 

 

When asking about how important the actual brand of a conference facility is, three out of 
five companies stated that it is of importance while the remaining two companies said it 
was not of importance. The three companies that claimed that the actual brand is 
important said that the prominent reason for that was since it is a quality assurance. 
Company F argued; “For us it is a quality assurance to buy a conference from a well-known and 
established conference facility” (Company representative, personal communication, 201-03-19). 
They felt more confident and secure that a well-known conference facility was more likely 
to provide a better service than a more unknown conference facility. The companies that 
argued that the brand of conference facility was of importance also said that they often 
have conferences in different cities in Sweden and prefer to be loyal to one supplier partly 
since they can feel that the conference facility will hold a certain service quality, but also 
since it enables them to get beneficial prices. Company I and J did not believe that a well-
known conference facility was more likely to provide a professional service. Company J 
said; “No, not at all it is all about what they offer” (Company representative, personal 
communication, 2012-04-02). 

The companies that believed that the brand of the conference facility was of importance 
were also tied to agreements with one or a few facilities. Company I and J that did not find 

 Company F Company G Company H Company I Company J 

Brand 
importance 

Yes, quality 
assurance 

Yes, put trust in 
well-known 
chains  

Yes, due to 
agreements 

No, it is more 
important that it 
is modern and 
nice environment. 

No, not at all. It 
is all about what 
they offer 

Bounded to any 
agreements Yes Yes 

Yes, special 
agreements No No 
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that the brand was important were not tied to any agreements, nor they were totally 
independent and choose freely among the suppliers in the market. 

 

4.2.6 Analysis- Brand Equity 

According to Cobb-Wahlgren et al (1995) brand equity is influenced by how a consumer 
perceives the actual brand, which is a result of brand awareness and brand associations 
formed by the consumer. When large companies are purchasing conferences, the brand of 
the conference facility is of importance which can be a result from that brand awareness 
and positive brand associations can form a perception of quality. Aaker (2010) states that 
brand awareness has a positive effect on a customer’s perception of a brand and could be a 
determinant factor in the decision making process. A well-known brand like Radisson Blu 
can create high brand awareness among customers which can have a positive impact in the 
decision making process towards making a conference purchase. It is important for a 
conference facility to form positive brand associations in order to create a perception of 
quality in customers’ minds.  

Large companies tend to follow the modern purchasing philosophy (Axelsson, 1998) when 
purchasing conferences which puts emphasize on forming long-term collaborations with 
conference facilities. We believe that one reason for large companies to be bounded to 
agreements to a conference facility is since large companies have recurring conferences on 
their schedule planned well in advance which will make their planning more convenient. 
An additional reason for large companies to be bounded to agreements could be of quality 
concerns.  Since if a company is bounded to a conference facility they know that they will 
be provided with the quality and service that they require. 
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4.2.7 Results- Important factors when choosing a conference facility 

Figure 4.9- Important factors when choosing a conference facility 

 

When asking about what factors the interviewed companies thought was of importance 
when purchasing a conference the answers were scattered. When summing up the factors 
that was most often named the following factors came up; Conference rooms, 
Accessibility, Food and Service.  

Conference rooms were considered an important factor since that is the environment 
where the conferring companies spends most of their time during a conference stay. 
Company I said; “The ambience and the equipment provided in the conference rooms are the most 
essential for us when we are on a conference” (Company representative, personal communication, 
2012-03-28) while Company F argued; “When we search for conference alternatives the capacity of the 
conference rooms needs to meet the number of guest we are therefore that is the most important factor for us” 
(Company representative, personal communication, 2012-03-19). 

 Company F Company G Company H Company I Company J 

Important 
factors 

Conference 
rooms, Food, 
Service 

Food, 
accessibility, 
conference 
rooms, service 

Healthy food, 
accessibility and 
service 

Service, 
Environment, 
Food 

Geographical 
location and 
lounge areas 

Why these 
factors 

We need large 
conference 
rooms. Food and 
service = overall 
satisfaction 

Easy access is 
important, large 
and nice 
conference 
rooms. Service 
and food is 
always important 
for the overall 
satisfaction level 

Meets the 
requirements that 
we have on a 
conference 

The quality of the 
conference is 
very important. 
We invest alot of 
money and want 
to have 
something good.  

Lounge areas are 
important for 
briefing what you 
have talked about 
during the day 

Most important 
factor 

The capacity of 
the conference 
rooms Food 

Healthy 
approach 

The 
environment. 
Nice and fresh Lounge areas  

Factors 
changing 
depending on 
purpose? No No No 

Yes, if the 
conference is 
more of a 
teambuilding 
activity the 
surrounding and 
evening activities 
are also 
important 

No, we always 
want good 
location and nice 
environment 

Innovativeness 
important? 

No, not very 
important.  

No, not 
prioritized. No, not very  

Yes, it is 
important that it 
is new and 
modern 

No. It has to be 
modern, but not 
too modern.  
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The food provided by a conference facility was named as one of the most important 
factors by four out of the five interviewed companies. Company G stated; “Food and Service 
is an important factor for the overall satisfaction level of a conference and contributes to the well-being of the 
participants” (Company representative, personal communication, 2012-03-28) 

Company H further developed why they believed that food was of importance; “We are a 
modern company and only evaluate conference alternatives that serve ecological and locally produced food. It 
is the trend and we want to be part of that” (Company representative, personal communication, 
2012-03-28). The companies that mentioned Food as a factor thought it was an important 
attribute for a conference in order to get a good general impression. We felt that the 
decision makers from the companies we interviewed believed it was important because it 
could contribute to that the guests have a good experience.   

A frequently named factor that was of importance for these companies was the 
accessibility, in the sense of how easy the conference facility is to reach and to travel to. 
Company J said; “In order for us to attract our potential guests to a conference it is vital that they can get 
to the conference facility easy and convenient” (Company representative, personal communication, 
2012-04-02). The accessibility was a general factor that the interviewed companies thought 
was of importance since it is a necessity for attracting the guests to actually attend a 
conference.   

When asking if the factors could change depending on the purpose of the conference the 
general answer was that it did not. It was only company I that claimed that if they went on 
conferences more for team-building or kick-offs, factors like nightlife and pleasure 
activities was more of importance. 

We were interested to review if it is important whether a conference facility is innovative or 
not and the results from the interviews was accordingly. Four out of five companies did 
not believe it was of significant importance. Company F said; “For us it is not very important 
that a conference facility is innovative but it should of course not be outdated”(Company representative, 
personal communication, 201-03-19 and company J explained; “No for us it is not important, 
we like it modern but not too modern” (Company representative, personal communication, 2012-
04-02). 

4.2.8 Analysis- Important factors when choosing a conference facility 

When large companies are purchasing conferences they are acting according to the buyer’s 
decision process compiled by Armstrong and Kotler (2009). When executing the third step 
of the model the large companies are evaluating different conference alternatives that 
offers the attributes and factors that large companies believe is of importance. Operating 
the buyer’s decision process in this manner is according to the descriptive model explained 
by Edlund et al (1999) where consideration is put on reaching a final alternative that meet 
the desired factors most accurately. Relating this to the empirical results we detected that 
the large companies did evaluate different conference alternatives upon whom satisfied 
their demanded factors in the best possible way.  

The main reason for why we asked this question was to understand what factors companies 
appreciate when evaluating conference alternatives, and to see if food in general is 
something that is of importance when companies are buying conferences. Four out of the 
five interviewed companies mentioned food as one of the most important factors which 
clearly shows that food is a significant factor. The companies that mentioned food as an 
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important factor, all stated that good and tasty food is important since it contributes to the 
general well-being of the participants. The impression we got from the interviews was that 
the leisure time during a conference is extremely important to keep the participants happy 
and satisfied which in the end will reflect how they remember and evaluate the conference 
afterwards. Food is part of the leisure time and therefore it can have an impact on the 
general satisfaction level of the entire conference experience. According to the answers we 
got, a food concept like Brain Food can have a positive influence on companies since food 
in general is considered as an important factor. As stated in the theoretical framework, 
Rackham (1998) states that a company is going through different stages in their buying 
process. The stages are concerning the identification and evaluation of differentiators, in 
which the Brain Food concept can be categorized. Therefore a differentiator within food is 
likely to have a positive impact when companies are evaluating Radisson Blu with other 
conference facilities. When further analyzing the empirical results among large companies it 
was shown that innovativeness did not serve as an important differentiator when large 
companies are executing the third step, evaluation of alternatives, of the buyer’s decision 
process compiled by (Armstrong & Kotler 2009). 

The other two factors that were considered to be of most importance were conference 
rooms and accessibility. During the interviews we got the impression that conference 
rooms was of importance since this is where the conferring companies are spending the 
majority of their time. Another frequently named factor, accessibility, was important to the 
companies because they wanted it to be easy for the participating guests to get to the 
location conveniently. The general apprehension we got was that it was vital to get as many 
of the invited guests to actually attend the conference and therefore a conference facility 
conveniently located was likely to increase the attendance ratio. The fact that large 
companies tend to value a convenient location could work in favor for Radisson Blu, since 
Radisson Blu aims at being located in attractive sites near different transport alternatives.  

 

 

 

 

 

 

 

 

 

 

 

4.2.9 Results- Characteristics of the Brain Food concept 

Figure 4.10- Characteristics of the Brain Food concept 
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Since the Brain Food concept is a healthy food concept where the desirable outcome is to 
improve the concentration level among the conference guests, the interviewed companies 
were asked about their general thoughts regarding healthy food and if it is important that 
such food is served during a conference. There was a striking agreement among the 
interviewed companies that healthy food is important. Company G said; “Healthy food is 
important, but it is even more important to see that the conference facility is aware of that importance” 
(Company representative, personal communication, 2012-03-28) Both company I and J 
thought healthy food was important because it keeps the participants more concentrated 
during the conference and it is therefore more likely to avoid dips of the concentration 
level during the afternoons. Company F claimed; “It is important to serve healthy food since it is 
the general trend in today’s society and people are more aware of what they eat nowadays” (Company 
representative, personal communication, 2012-03-19) 

When asking about if the companies have had any experiences from dips of their 
concentration level all of the five interviewed companies named that they had. The majority 
of the five companies explained that they have experienced lack of concentration and 
decreased level of motivation towards absorbing new information. Company I said; “I think 
a lot of our participants are experiencing lack of concentration in the afternoons when we are holding 
conferences. I believe the reason is too much hefty food combined with too much sugar intake during coffee 
breaks” (Company representative, personal communication, 2012-0-28). 

All of the companies believed that the main reason for this lack of concentration and 
decreased motivation level during afternoons when attending a conference was caused by 
too much food and sugar intake.  

Four out of five companies claimed that return on investment gained from holding a 
conference is very important. Companies F, G, and H all mentioned that they only have 

 Company F Company G Company H Company I Company J 

Is healthy food 
important? 

Yes, it is a trend. 
Can work as a 
motivator. The 
taste is essential, 
healthy is a 
bonus. 

Yes, it is very 
important. High 
awareness of the 
conference 
facility 

Yes, healthy 
activities in 
general is 
something that 
we value 

The food has to 
be healthy 
because it affects 
the conference 
participants a lot 
regarding how 
concentrated they 
are 

Yes, extremely 
important. The 
food has to be 
light and fresh. 
You do not want 
have a after 
dinner dip in the 
afternoon 

Have you 
experienced any 
dips of 
concentration 
during a 
conference? 

Yes, too much 
food and lack of 
concentration in 
the end of the 
day Yes, after lunch 

During the 
afternoon 

Yes, definitely. 
You always feel 
"konferensmätt" 
when you get 
home after a 
conference. Too 
much food and a 
lot of sugar 

Yes. Referring to 
the previous 
answer 

Importance of 
return on 
investment 

Yes, very 
important! Only 
2 conferences a 
year.  

Yes, gathering 
people from all 
over Sweden. 
Limited 
occasions. Very 
important! 

Yes, of course 
since the 
conference has a 
purpose to be 
fulfilled. Does 
not meet often 
so important to 
share knowledge 

It depends on the 
purpose of the 
conference, but of 
course I want it to 
have some kind 
of effect 

Yes, it is very 
important. 
Otherwise there 
is no use in 
going on a 
conference for 
us 
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conferences a few times per year and their main purpose of arranging the conferences is to 
gather people from different geographical areas and departments. Company F said; “We 
only meet twice a year so for us it is crucial that the information that is conveyed actually goes through to the 
participants since that strategy guidelines are outlined for the rest of the year” (Company representative, 
personal communication, 201-03-19).  

4.2.10 Analysis- Characteristics of the Brain Food concept 

As stated in the introduction the conference industry is experiencing high competition 
where many new establishments are struggling to attract conferring companies. According 
to Radisson Blu’s website (2012) the Brain Food concept is developed to keep the 
conference guests concentration level high and keep the blood sugar level stable 
throughout the day which in turn will keep the guests alert. As detected in the empirical 
results there is a consistent issue with dips of concentration among conference guests from 
the interviewed companies. Therefore the benefits that Brain Food is aiming at generating 
could serve as a remedy against the common problem of lacking concentration level during 
a conference. The general opinion towards healthy food shows that it is something that 
companies actually believe is of importance.  

Regarding the benefits from the Brain Food concept, it is also aiming at increasing the 
return on investment for the corporate and association buyers’. According to T. Andersson 
( personal communication, 2012-01-26) the Brain Food concept could increase the 
concentration and learning ability among the conference guests which in turn could lead to 
a larger amount of knowledge exchange during a conference. The large companies agreed 
on that return on investment is of great importance when they evaluate the results from a 
conference. We believe that return on investment is important for large companies since 
they gather people from different departments and geographical regions in order to exploit 
knowledge exchange. Therefore a conference might be one of a few times during a year 
were this interactive knowledge exchange can occur and where Brain Food could be a 
favorable concept to use. 

 

4.3 Comparison between small and large companies 

In order to detect any similarities or differences between small and large companies we will 
highlight key points that we believe is worth mentioning. The comparison is done in order 
to get a clear picture if the decision making processes between the two classifications of 
companies differ and if the Brain Food concept could influence both small and large 
companies in a in a conference purchase.  

The first difference that was detected was the structure of how decisions were made in 
regards to how many people that was engaged in the decision making process. The large 
companies had a complex decision making process were decision had to travel back and 
forth between the members of the buying center. Hence, due to the complex structure the 
decision making process in large companies is time consuming. The time consuming 
decision making processes in large companies can be put in comparison to the decision 
making processes in small companies which are relatively short and straight forward.  

Another difference between the two classifications of companies is the reason for why they 
book conferences. Large companies tend to arrange planning-oriented meetings where 
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strategies and important company decisions are discussed. In comparison the small 
companies rather book conferences with more focus on team building and environmental 
change. An explanation for the different conference purposes could be that large 
companies might be spread over a larger geographical area. Hence, the large companies can 
use conferences as a means to gather for example top management from different areas for 
planning purposes. On the contrary small companies tend to use conferences as a means to 
motivate their employees by environmental change and team-building.  

We also detected similarities between the two company classifications. An evident similarity 
was that the brand of the conference facility was of great importance due to quality 
assurance. However large companies tend to be bounded to agreements in order to ensure 
that the demanded quality is fulfilled. In comparison, small companies were not bounded 
to any agreements and hence search for new alternatives for each conference occasion.  

Since the thesis is regarding a food concept, the fact that both small and large companies 
mentioned food as one of the important factors when evaluating conference alternatives, is 
of importance for our analysis. Even though food was not the most important factor for 
the majority of the interviewed companies, the majority did however mention food as one 
of the influencing factors when choosing a conference facility. 

When we asked the companies whether innovativeness was important for them when 
choosing a conference facility, the most of the small companies argued that innovativeness 
was of great importance. The majority of the large companies stated that they did not 
consider innovativeness as an important attribute when evaluating conference alternatives. 
An explanation for why large companies do not consider innovativeness important could 
be linked to that the majority of the large companies were bounded to agreements and 
therefore valued convenience and safety over innovativeness. Innovativeness was 
important for small companies since their main reason for going on conferences was for 
environmental change and to motivate the employees by experiencing something new and 
different 

Both small and large companies shared positive attitudes towards healthy food served 
during a conference. The majority of the interviewed companies had also experienced dips 
of concentration during a conference. Finally, the small as well as the large companies 
argued that return on investment was of significant importance when evaluating the 
outcome of a conference. The three recently stated arguments are all components that are 
covered within the Brain Food concept. The attitudes shared by the companies’ shows that 
the initial initiative from Radisson Blu to introduce the Brain Food concept could have a 
solid ground in the minds of the customers. 

 

 

 

4.4 Current customers at Radisson Blu 

4.4.1 Results- Reasons for choosing Radisson Blu 

 Company K Company L Company M Company N 
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Figure 4.11- Reasons for choosing Radisson Blu 

 

The reason for why the interviewed companies had chosen Radisson Blu over other 
conference facilities was due to a couple of different reasons. The actual brand Radisson 
Blu was an important reason for four of the interviewed companies since they all believed 
that they could trust that a well-known conference facility would provide them with a good 
service. Company M said; “We chose Radisson Blu since it is a well-known conference facility. It was 
more or less a safety guarantee for us to choose Radisson Blu when evaluating alternatives”. (Company 
representative, personal communication, 2012-03-27). Company N further explained why 
the brand was of importance; “We have hosted conferences at Radisson Blu in other cities and were 
satisfied with what they provided earlier” (Company representative, personal communication, 
2012-03-27). Other reasons for why the customers had chosen Radisson Blu was because 
of recommendations and due to special agreements. Company Q said; “When we decided to 
book a conference we got Radisson Blu recommended from partner companies”(Company 
representative, personal communication, 2012-04-19).  

4.4.2 Analysis- Reasons for choosing Radisson Blu 

When analyzing why the interviewed companies had chosen to hold their conference at 
Radisson Blu it was clearly stated that brand equity play a major role in the interviewed 
companies’ decision making processes. As stated by Aaker (2010) brand awareness can be 
an important trigger during a company’s decision making process, which is evident among 
the interviewed companies. The brand name Radisson Blu is a well known brand within the 
conference industry in Sweden and is therefore creating brand associations towards the 
companies which have had impact on the interviewed companies’ decision making 
processes. Brand associations are according to Aaker (2010): “Anything that is directly and 
indirectly linked in consumer’s memory to a brand” which can be linked to the attitudes that the 
interviewed companies have connected to Radisson Blu. The actual profile or brand name 
Radisson Blu was connected with a certain level of quality assurance which we believe is a 
result of high brand equity connected to Radisson Blu. 

 

4.4.3 Results- Perceived quality 

 

Why did you 
choose Radisson 
Blu? 

Well-known brand 
and the accessibility. 

Been here before. 
Good service 

Well-known 
conference hotel. 
Sort of safety choice 

Been to Radisson Blu 
in other cities before 
and was satisfied 

 
Company  O Company P Company Q Company R 

Why did you 
choose Radisson 
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Well known 
conference hotel Recommendations Due to agreements 
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Figure 4.12- Perceived quality 

 

The expectations of the food served during conferences at Radisson Blu were in general 
that high quality and fresh food was offered. Three out of the eight interviewed companies 
did not have any particular expectations and one company had high expectations of the 
food being served. We got the general impression that food was not something that the 
companies did form any expectations about before arriving. Company M said; “I did not 
have any particular expectations from the food other than that good and tasty food was to be served.” 
(Company representative, personal communication, 2012-03-27). 

Surprisingly none of the interviewed companies did know about the Brain Food concept 
before they booked their conferences at Radisson Blu. They all answered that they had not 
heard about the concept before they booked their conference.  

When asking about how the expectations were met after a whole day of conference at 
Radisson Blu all the eight interviewed companies claimed that their expectations were met. 
All of the interviewed companies argued that the coffee snacks that were served both in the 
morning as well as in the afternoon were something exceptional and totally new. Company 
K said; “The snacks served during the coffee breaks was very impressive. It was plenty of options all with a 
fresh and healthy approach”(Company representative, personal communication, 2012-03-27). 
Company O further explained why they believed the coffee snacks were so different: “Very 
fresh snacks alternatives which really showed that Radisson Blu is innovative. The snacks were very tasty 
and felt really fresh and healthy”(Company representative, personal communication, 2012-03-
27).  

4.4.4 Analysis- Perceived quality 

According to Grönroos (1996), the quality and satisfaction of a service is based on 
expectations formed in advance and if the expectations were met or not. The majority of 
the interviewed companies indicated that they did not have formed any expectations 
regarding the food served at Radisson Blu in advance. Grönroos (1996) argues that 
expectations are formed based on previous experiences, marketing communication, word-
of-mouth and the actual profile of the brand. An explanation to why the interviewed 

 Company K Company L Company M Company N 

What expectations 
did you have on the 
food served at 
Radisson Blu? 

Not much, good and 
fresh 

High expectation 
since we been here 
before. Always been 
good food 

Did not have much 
expectation. 
"Normal" food 
served 

That they serve good 
tasty food 

Was the Brain Food 
concept a 
contributor to why 
you choose 
Radisson Blu? 

We did not know 
about the concept 

No, but interesting to 
see how it is executed 

We did not know 
about the concept 

We did not know 
about the concept 

Did the food served 
at Radisson Blu 
meet your 
expectations? 

It topped our 
expectations. 
Something different. 
Coffee snacks were 
really impressive. 
Fresh and healthy 
approach  

The "fika" was 
something new and 
fresh which we really 
enjoyed. Lunch more 
or less the same as 
before 

The coffee snacks 
were really fresh and 
tasted really good. 
The lunch was also 
nice but did not see 
any difference 

It did. Very fresh and 
tasty food. Snacks 
provided were great.  

 Company  O Company P Company Q Company R 
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food served at 
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food with large 
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was healthy 
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snacks 
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Something for 
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fresh. Coffee snacks 
was different, really 
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companies had not formed any expectations about the food offered at Radisson Blu, and in 
particular the Brain Food concept, could be that the companies had not been reached by 
marketing activities created by Radisson Blu. According to Grönroos (1996) 
recommendations in form of word-of-mouth are forming expectations on a particular 
service from the customers’ point of view. When further analyzing the answers it was 
shown that the companies that got Radisson Blu recommended through positive word-of-
mouth communication had the highest expectations on the food served.  

Since none of the interviewed companies had acknowledged that the Brain Food concept 
was offered at Radisson Blu we believe that the companies did not know what to expect 
from the Brain Food concept. When further analyzing the answers from the question it was 
evident that the perceived quality from the food served at Radisson Blu was high. The 
perceptions of the food were high among all the interviewed companies which could be a 
result of the lack of expectations regarding the Brain Food concept. However, another 
explanation for the satisfaction regarding the Brain Food concept could be an indicator of 
that the companies were satisfied with the food served. 

4.4.5 Results- Repurchase 

 

Figure 4.13- Repurchase 

 

When asking if the Brain Food concept could influence a repurchase of a conference at 
Radisson Blu the answers were scattered. Company K stated; “Don’t know but it sure was a 
positive contributor to the general impression of Radisson Blu, which increased after our stay”(Company 
representative, personal communication, 2012-03-27).  

Company L said; “Not sure that the concept itself can be a determining factor but it shows that Radisson 
Blu are keen on improving which is important for us”(Company representative, personal 
communication, 2012-03-27). Company Q followed accordingly; “I don’t think the concept 
alone could be a contributing factor but combined with the rest of what they offer it adds to a better service” 
(Company representative, personal communication, 2012-04-19). 

 Company K Company L Company M Company N 

Can the Brain Food 
concept affect your 
decision making 
when evaluating 
conference 
alternatives for your 
next conference? 

It sure is a positive 
surprise which can 
favor Radisson in the 
future. Better image 
of the company 
know afterwards. 

Maybe not as a 
concept but it shows 
that Radisson cares 
about making 
changes for the 
better 

It was really nice to 
notice a difference 
from other 
conference hotels 
when it comes to 
food. 

It further improved 
my positive attitude 
towards Radisson 
Blu. 

 Company  O Company P Company Q Company R 

Can the Brain Food 
concept affect your 
decision making 
when evaluating 
conference 
alternatives for your 
next conference? 

Absolutely, great that 
they go for 
something new. 
Renewal is always 
good 

Why not, it is 
important with 
differentiation 

Don’t think so, but 
nice initiative to 
follow food trends 

Yes, we think all 
aspects are important 
for the general 
impression. 
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Two of the interviewed companies had arguments regarding that the Brain Food concept 
could serve as a contributor favoring Radisson Blu in a repurchase for their next 
conference. Company O said; “Definitely, many conference facilities offer similar services which makes 
it important to distinguish your offerings. I believe Brain Food is a good example of that since we 
experienced something different compared to other conference facilities”(Company representative, 
personal communication, 2012-04-19. 

4.4.6 Analysis- Repurchase 

Rackham (1998) claims that companies are evaluating different purchasing alternatives 
based on differentiators that distinguish a service from another competitor. According to 
the majority of the interviewed companies, the Brain Food concept could serve as a 
differentiator and thus have a positive effect on the decision making process for a 
repurchase regarding their next conference. Based on the empirical findings from the 
interviews we can confirm that the Brain Food concept has a positive impact on the 
interviewed companies which could work as a trigger for a repurchase of a conference at 
Radisson Blu in the future.  

 

 

 

 

4.5 Discussion Results and Analysis 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.14 Summarizing model (constructed by the authors of the thesis) 
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When evaluating conference alternatives both small and large companies are using a 
descriptive approach. The companies are taking obstacles and different factors into 
consideration when evaluating conference alternatives before making a purchase decision. 
Decisions regarding which conference alternative to choose are a more time consuming 
process in large companies in comparison to small companies. An explanations for why the 
process is time consuming is due to the more complex structure of the buying center in 
large companies compared to small companies. When companies are evaluating conference 
alternatives, Brain Food can influence which alternative to choose since it serves as a 
differentiator. As explained in the model above, another way to differentiate an offering is 
to be innovative and to develop the offered services. Small companies believed it was of 
greater importance that a conference facility is innovative compared to large companies. 
The last step of the buyer’s decision process could be analyzed through the use of the 
empirical findings from current customers at Radisson Blu. The majority of the interviewed 
companies had positive perceptions towards the Brain Food concept. Therefore, we 
believe that the Brain Food concept could increase the brand equity for Radisson Blu and 
hence, lead to a repurchase of a conference.  
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5 Conclusion 

In this chapter of the thesis the main findings are summarized in relation to the purpose of the study as well as 
the research questions.  

 

Healthy food is not the most important factor for companies when choosing a conference 
facility. However, there is a general positive attitude towards healthy food which could be a 
result from the existing healthy trends in the society. Another explanation for the positive 
attitudes towards healthy food is that it can work as a differentiator compared to more 
traditional conference alternatives. Hence, the Brain Food concept could work in favor for 
Radisson Blu when companies are evaluating conference alternatives.  

The attributes and benefits gained from the Brain Food concept can also be linked to the 
positive associations formed by the customers. Dips of concentration are a common 
problem for companies during conferences due to too much intake of hefty food and 
sugar. Therefore the Brain Food concept can serve as a suitable conference alternative 
since it is focusing on healthy food and snacks which stabilize the blood sugar level. Hence 
these are attributes that could attract customers and favor Radisson Blu. Large companies 
tend to book conferences that focus on planning and educational activities. Therefore, the 
Brain Food concept could be especially suitable for large companies. 

However, innovativeness seems to be an influencing factor for small companies that value 
environmental change and teambuilding activities. Since Brain Food is an innovative 
concept on the conference market it could work as a trigger for small companies to choose 
Radisson Blu when evaluating conference alternatives.  

The positive associations towards Radisson Blu formed from the Brain Food concept can 
increase the brand equity for Radisson Blu. The positive associations that the Brain Food 
concept generates also increases brand awareness and brand associations. The positive 
brand assets gained from the Brain Food concept is likely to influence a repurchase of a 
conference at Radisson Blu in the future and hence, increase the competitiveness of 
Radisson Blu. 

The size and structure of the buying center is different when comparing small and large 
companies. Large companies tend to have a more complex structure due to the size of the 
companies. Decisions have to travel back and forth between different members of the 
buying center before a decision is being made. However, small companies have a more 
straight forward structure of their buying center where decisions are being made quicker 
and without pending back and forth between different members in the buying center. 

The majority of the current customers at Radisson Blu perceived the Brain Food concept 
positively after attending a conference. The concluding opinions regarding the Brain Food 
concept was that it was something new and fresh in the conference industry.  
After conducting the study the final conclusion is that the Brain Food concept can increase 
the competitiveness of Radisson Blu in the south of Sweden. 

 

 



 

 

49 

 

5.1 Recommendations 

We believe that the Brain Food concept is developed perfectly according to the social 
trends in today’s society, where there is a growing concern with what and how people eat. 
Based on the interviews that we carried out with decision makers from different companies 
we can conclude that the effects that the Brain Food concept is developed to remedy is 
highly valued among potential buyers. The fact that none of the interviewed companies had 
heard of the Brain Food concept before shows that Radisson Blu has not reached out to 
their customers in an efficient way. 

 We believe that Radisson Blu has to market the Brain Food concept more 
aggressively since it is a new concept on the market. The customers seemed to have 
a positive attitude towards to the attributes of the Brain Food concept which is an 
indicator of that, if marketed efficiently, could be a trigger for customers to choose 
Radisson Blu.  
 

 The marketing activities should be aimed at targeting large companies since they 
tend to have conferences focusing on knowledge exchange such as educational 
meetings and planning activities. Accordingly, the Brain Food concept seems to suit 
large companies’ conference purposes the most. The marketing activities towards 
large companies could be executed through the use of targeted messages 
highlighting the attributes and benefits gained from the Brain Food concept. 
Radisson Blu could send the messages to both existing and potential customers 
within the large company segment on the market through email and telemarketing. 
 

 During the study we detected that innovativeness is something that companies 
value when purchasing conferences. Therefore, we believe that there lays an 
opportunity for Radisson Blu to emphasize that the Brain Food is a new concept 
on the market in order to be distinguished from the competitors.  

 

5.2 Suggestions for further research 

In our study we have mentioned factors that are of importance for companies when 
purchasing conferences in order to see how Brain Food concept could influence a 
conference purchase. However, we have not measured the importance of each factor or 
ranked the factors. Hence, here lays an opportunity to do a quantitative study regarding 
each factor’s importance in a conference purchase. It would be interesting to detect more 
thoroughly how each factor can affect a purchase and how different factors are connected.  

Furthermore, it would also be of interest to do a study regarding another niche on the 
market e.g. the concept of a spa facility and how this niche can affect customers’ decision 
making processes.  
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