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Climate 
Positive

Burgers
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“ Yes! It might sound 
crazy, but we believe 
that mouth-watering 
fast food can help 
tackle climate 
change.“
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world leaders gathered in 
Paris and agreed that global 

temperatures must not rise by more than two de 
grees by 2100. Unchecked climate change will lead  
to significant sea level rise, vast numbers of refugees, 
increased hunger, more conflict and the catastrophic 
extinction of up to a third of all species on earth. 

But will we achieve the Paris agreement’s climate 
goal in time? More and more experts agree we’re 
moving too slowly. Not only do we have to start cut
ting emissions faster, we must remove greenhouse 
gasses we’ve already emitted from our atmosphere. 
In technical language this is called negative emis
sions. But with carbon dioxide capture techniques 
still in the experimental stage, who will help create 
the negative emissions and when are we going to be
gin? For us, the simple answer is MAX and right now. 

BI T BY BI T, BI T E BY BI T E , we want make the world 
better, serving great tasting burgers and helping 
create a good society. Way back in 1969, Britta and 
Curt (or as we like to call them, mum and dad) had 
a choice: they could either afford winter tires for 
their car, or an aluminium box to increase cardboard 
recycling. Given that they lived in Gällivare, north of 
the Arctic Circle, it’s telling that they chose the box!

Today, we want to make it easier for good people 
– like our customers – to do the right thing for the 
climate. That’s why we’re launching the world's first 
climatepositive burgers. Here’s how it works: we 
plant trees (a lot of them). As they grow, these trees 
extract more carbon dioxide from the atmosphere 
than our products release in total. Our burgers are 
climate positive because we offset more carbon di
oxide than we emit, making our net impact positive. 
The short version? When you eat a burger from MAX, 
you’re actually helping the climate.

Trees are an excellent way to capture carbon and 
stabilise our climate right away, but we believe other 
exciting solutions are on the horizon. To explore one 
of the most promising technologies, we are part of 
the Carbon Valley pilot, which uses biochar to bind 
carbon dioxide in farmland (see page 12). 

Of course, the best way for a business to make 
climate positive products is to reduce the amount 

Best regards, 

Richard och Christoffer Bergfors
President / Vice President

of emissions it creates in the first place. For us, that 
means making Sweden’s widest and – according to 
Swedish people – tastiest range of green burgers. 
This collection of vegan and lactoovo vegetarian 
burgers has a much smaller carbon footprint than 
a beef burger and has helped reduce our emissions 
significantly. We’ll keep making sure our green burg
ers taste at least as good as our beef burgers. 

B U T M A X ’S BI G G E S T IMPAC T won’t come from the 
burgers we make, the emissions we cut, the trees we 
plant, or the projects we support. It will come from 
the story we tell. We are the oldest and most loved 
burger chain in Sweden. So while our climate impact 
matters, we believe the biggest contribution we can 
make is to inspire others to follow our lead. 

Just imagine if there were climate positive beds, 
bathrobes and hairbrushes. Then every consumer 
could be a climate hero before breakfast! One day 
this could be possible, if more companies create 
climate positive products. Together we can change 
the story of climate change. This report tells the 
story of our climatepositive burgers. We hope you 
find it an inspiring read.

This year, MAX turns 50. What’s the best 
thing we can do to honour our past? Look  
to the future. Our world’s climate is out  
of control and we need to work together 
to stabilise it – fast. So, to mark our birth
day, we’re launching something the whole 
world can celebrate – the first ever climate 
posi tive burger. 

IN 2015,
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How climate positive works:THREE STEPS

We measure 100 % 
of our product 
emissions
We include all greenhouse gas 
emissions in our calculations. In 
MAX’s case, this means measuring 
emissions from the farmers’ land 
to our guests’ hand. We include 
their travel to and from our restau-
rants as well as their waste and 
lots more. 

We capture at  
least 110 % of  
emissions
 We plant trees that absorb and 
store carbon dioxide from the 
atmosphere as they grow. Not 
only do we carbon offset all the 
emissions from all our food, we 
go further to capture the carbon 
dioxide equivalent of another 10 % 
of our emissions. This means we 
are helping reduce the overall 
levels of greenhouse gases in the 
atmosphere.

We reduce our 
emissions 
Over the years, MAX has imple-
mented hundreds of measures to 
reduce our emission of greenhouse 
gases. We add new approaches 
and solutions all the time, and will 
continue to do so in the future. 

If we’re going to keep global warming 
under two degrees, we need to reduce 
greenhouse gas emissions and, at 
the same time, remove some of the 
carbon dioxide we’ve already emitted. 
In other words, becoming climate 
neutral is not enough. For our burgers 
to be climate positive, we take action 
in three areas: 

100 % emissions

100 % emissions  
consisting of:
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How can we be certain our  
burgers will be climate positive?
We follow the world’s only independent standard for 
carbon neutrality – ISO 14021. But instead of offsetting 
100 % of our emissions, as required by the standard, 
from 14th of June 2018 we offset 110 % which make 
everything on our menu climate positive. EY have done 
an independent review to check that our methods for 
calculating the emissions follow the international 
Greenhouse Gas Protocol standard that ISO 14021 
relies on. The offset is made by PlanVivo certified  
tree plantations in Africa.

How climate positive works:

100 %

10 %

NEUTRAL POSITIVE

growing trees absorbing CO2

110 % capture100 % emissions  
consisting of:

 Transport, travel,  
home delivery

Plant based 
food

 Electricity, heat,  
refrigerants, waste

Beef

Other  
animal based

Packaging and 
consumables
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Measuring the 
carbon footprint  
of a burger

SCOPE 1 AND 2 COMBINED: 1 % SCOPE 3: 99 %

SCOPE 1 : Direct emissions.  
Company cars and refrigerants. 

SCOPE 2: Bought energy.  
Elecricity and district heating

SCOPE 3: Everythinge else. Food,  
packaging, consumables, transports.
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The restaurant industry’s most comprehensive  
accounting of greenhouse gas emissions

Our carbon footprint 

In the last two decades, MAX has doubled its turnover roughly every four years 
and our total emissions have also increased from 95 000 tonnes in 2013 to 135 000 
tonnes in 2017. That’s what happens when you make popular burgers. But more 
importantly we have been able to reduce our climate impact per earned dollar with 
18 % the last four years.

we’ve had the 
most compre

hensive published accounts of greenhouse gas emis
sions in the restaurant industry. In 2017, we widened 
the scope of our analysis even further. Previously, our 
footprinting included all emissions from the farmers’ 
land to our guests’ hand. But now we’ve gone further, 
adding, for example, guests’ travel to and from our 
restaurants, our guests’ waste and our employees’ 
travel to and from work.

We calculate emissions according to ISO 14067 and 
the Greenhouse Gas Protocol, which divides emissions 
into three scopes – Scopes 1, 2 and 3. Many companies 
account for emissions in only Scopes 1 and 2. If MAX  
did the same we would be ignoring 99 percent of our 
carbon footprint, including the emissions from our 
food. 

If we hadn’t done a comprehensive analysis, we 
would have missed by far the most effective way for us 
to reduce our emissions – our tasty green burgers! 

SINCE 2008,

 MAX’s total climate footprint (scope 1, 2 and 3) expressed as grams CO2e per USD in sales. 

 Historical data for 2013 – 2016 have been recounted from 2017 years conditions to be comparable.

 Total emissions 2017 was 135 000 tonnes CO2e for scope 1, 2 and 3.

6 

5 

3 

4

2013 2014 2015 2016 2017

CO2e  
per USD

2016 / 2017: 10 % reduced climate 
impact in 2016 and 5 % in 2017.

2016: Launch of green burgers 
with low climate impact.

7
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Our climate strategy is based on 
continuously striving to reduce 
our emissions. 

want to grow our company in 
a way that doesn’t increase 

our emissions at the same rate as our 
turnover. This is called decoupling. Our 
focus on green burgers has been crucial 
to achieving this. Shutting down our 
business entirely would of course reduce 
our emissions to zero but then someone 
else would take our place – and we doubt 
they’d do so in such a socially and envi
ronmentally sustainable way. Instead, 
we want our business to outperform any 
competitors who make food that gener
ates more emissions than ours. 

Reducing our 
emissions

Not only was it our biggest product launch since 1968, it has 
also been our most profitable. The green meals have attract
ed new customers to MAX and persuaded many meatlovers 
to switch from beef. In 2022, we want half of the meals we 
serve to be made of something other than beef (i.e. fish,  
chicken, lactoovo or 100 percent plantbased). If we  
reach that goal, we will (most likely) have reduced  
MAX’s emissions by 30 percent in just seven  
years. Today, there’s plenty of food on our  

menu that meets WWF Sweden’s guidelines for sustainable 
consumption = 0.5 kg CO2e for lunch and the same for dinner. 
For example, you could eat six tasty vegan BBQ Sandwich 
meals for the same emissions budget as a Frisco meal with 
beef and bacon (1.8 kg CO2e). 

The Green Family of burgers has been a great success. 

100 %

50 %

0 %

10 %

20 %

30 %

40 %

60 %

70 %

80 %

90 %

2015 2016 2017 2018 2019 2020 2021 2022

SALES OF NON-RED MEAT MEALS

SALES OF RED MEAT MEALS

WE

GOAL: IN 2022, EVERY SECOND MEAL SERVED SHOULD  
BE MADE WITHOUT BEEF
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Actions to reduce climate impact
Already when Curt and Britta started the first restaurant they made decisions on behalf 
of the environment. In the choice between buying winter tires or an aluminum box for 
reusing corrugated paper in 1969, they chose the box. At that time they lived in Gällivare 
above the Arctic Circle with harsh winters. Here are some more actions we have taken  
to reduce our climate impact.

  First restaurant in the world to label the MENU WITH CLIMATE INFORMATION  
to help our guests make more informed choices (2008).

  100 % electricity generated by WIND in our Swedish restaurants and offices (2008).

  Launch of the GREEN FAMILY with five new low climate impact meals (2016).

  LESS THAN 1 % of the food in our kitchens is wasted – good for both the environment  

and our economy.

   We keep introducing new ENERGY EFFICIENCY measures in our restaurants and 

offices, such as recycling heat and self-adjusting heating and cooling according to number of 

guests in the restaurant.

   In Sweden, we’re the only country-wide burger chain that uses ONLY SWEDISH BEEF.  
This costs about 30 % more than the comparable products from the EU, but we think it’s worth it: 

Swedish beef is produced with the lowest levels of antibiotics in the EU; Swedish laws on animal 

welfare are among the strictest in the world; Swedish beef has a much lower carbon footprint than 

the EU average.

  We’ve ELIMINATED SOME UNNECESSARY PACKAGING. For example, it’s no 

longer standard to provide lids and straws for drinks in our restaurants. As early as 2009, we 

stopped using boxes for children’s meals. In the 90-ies we got rid of plastic foam packaging.

  The oil we use for frying is RECYCLED into biodiesel.

   WE DON’T USE ANY PALM OIL in our European operations – good for  

both the climate and biodiversity.

9
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We’ve worked hard for many years to reduce our carbon footprint but, like almost everyone else, we have 
a long way to go to reach zero emissions. Since 2008, we’ve offset all the emissions from our supply 
chain. With the launch of our climate positive burgers, we’re increasing our captures of carbon further  
to cover all products lifecycle emissions, such as our guests’ travel to and from our restaurants.

P H O T O S Y N T HE S I S ,  the process 
by which plants absorb carbon 
dioxide from the air and store 
it, is an effective way to remove 
carbon dioxide from the atmos
phere. Nature has been doing this 
for 3,6 billion years. To increase 
how much carbon dioxide can be 
absorbed by the planet’s plant 
life, we simply need more plants. 

Since 2008, we’ve financed the 
planting of 1.5 million trees in 
Africa, most of them in a project 
called Trees for Global Benefits 
in Uganda. This is equivalent to 
covering 4,700 football fields with 
trees, or removing 180,000 petrol 
cars from the road for one year. 

We carbon offset through Plan 
Vivo certified treeplanting pro
jects. The trees absorb and store 
carbon dioxide, but there are 
other benefits too. Tree roots  

absorb nutrients and water, and 
improve soils. The projects also 
create social benefits for parti
cipating smallholders. This often 
means we’re helping people who 
are already exposed to climate 
change and will be even more 
vulnerable in future. l

1. WILL THE ORIGINAL TREES  
REMAIN FOREVER?
No. And this isn’t the point of the projects. When a tree is 
felled, for example, to make a chair or a house, a new tree 
is planted in its place which will, in turn, absorb carbon 
dioxide. A tree is a renewable resource; unlike fossil fuels 
and their derivatives, it grows back.

2. WHAT ABOUT A FOREST FIRE?
If a large number of trees die in a fire, there is enough of a 
buffer so that the right amount of carbon dioxide is still 
captured. The oldest Plan Vivo project is from 1994 and 
continues to flourish.

3. IT TAKES TIME FOR TREES TO GROW,  
IS IT FAIR TO ACCOUNT FOR THE CLIMATE 
BENEFIT NOW?
It takes about 20 years for a tree to become fully grown, 
depending on the species. At the same time, the climate 
impact from manmade greenhouse gas emissions can 
take 100 years to manifest. That means the climate 
benefit of a tree is achieved long before the full impact of 
emissions are felt.

4. DOES MAX’S TREE-PLANTING  
COMPETE WITH FOOD PRODUCTION?
No. Smallholders participate voluntarily in the projects 
and decide how to use their land. Before a project starts, 
the Plan Vivo Foundation checks there won’t be a conflict 
between crop production and trees. The trees can also 
provide an income to smallholders.

5. IS MAX TRYING TO BUY A CLEAR  
CONSCIENCE?  
No. Through our carbon offsetting, we take direct respon-
sibility for our emissions while working hard to reduce our 
impact. It is both, rather than one or the other. Everyone 
must do as much as they can to contribute to meeting 
global climate goals. If we didn’t buy offsets, we would be 
taking less responsibility.

D ID YO U K N O W  that a quarter of 
global greenhouse gas emissions 
come from land use change and 
deforestation? As well as storing 
huge quantities of carbon, the 
world’s tropical forests help re
gulate both local and global cli
mate. Because of rapid deforesta
tion, these forests have gone 

from carbon sinks to a major 
source of greenhouse gas  
emis sions. Today, food pro
duction is an important driver  
behind deforestation. It is  
es pecially important for those  
of us in the food industry to  
replace the trees that have  
dis appeared. 

We need more trees  
and more forest

Capturing  
carbon dioxide

1,5 
MILLION TREES!

5 questions about tree-planting:  
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Capturing  
carbon dioxide

*ACCORDING TO THE REPORT “ THE BOT TOM LINE” (2015) BY ECOSYS TEM MARKE TPL ACE, ABOUT 
COMPANIE S REPORTING TO CDP (CARBON DISCLOSURE PRO JECT ), THE COMPANIE S THAT CAR-
BON OFFSE T HAVE BEEN REDUCING THEIR SCOPE 1 EMIS SIONS THREE TIME S A S FA S T A S COMPA-
NIE S THAT DO NOT CARBON OFFSE T.CARBON OFFSE T TING DOE SN’ T BUY US A CLE AR CONSCI-
ENCE. INS TE AD, IT IS A SELF-IMPOSED CARBON TA X THAT PROVIDE S US WITH AN INCENTIVE TO 
CONTINUE REDUCING OUR EMIS SIONS. AND WE’RE PROUD OF THE RE AL BENEFITS IT CRE ATE S 
FOR PEOPLE AND THE CLIMATE IN THE PRO JECTS WE SUPPORT IN AFRICA .

DID YOU KNOW: 
Companies that carbon offset reduce their emissions 
faster than companies that don’t?* Makes sense 
when you consider …

  These companies 
are already more 
engaged in climate 
change than the 
average company.

  Carbon footprint-
ing generates 
knowledge, 
under standing and 
engagement in re-
ducing emissions.

  Putting a price on 
emissions through 
offsetting creates 
greater incentives 
to reduce emission.
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The future of carbon capture

be easier to move to biochar and 
BECCS in the future when we have 

more vegetation. Treeplanting is an important gateway to 
more intense forms of negative emissions. Treeplanting is 
also costeffective, making it accessible to many people and 
companies. For MAX, 110 percent carbon offsetting costs 
about 0.25 percent of our total annual turnover. We know our 
guests appreciate how we help them take responsibility for 
the climate, and we know the investment is profitable for us.

We hope that treeplanting can be complemented with a 
myriad of innovative technical solutions in the future. These 
solutions are at a similar stage today to where wind power 
and solar energy were 30 years ago, which means we’re not 
yet sure if they will become costeffective in the future. If lots  
of companies create climate positive products, demand for 
negative emissions solutions will increase. In turn, this will 
speed up the technological development, helping us to 
achieve our global climate goals. 

Both biochar and BECCS are exciting carbon capture solutions for the future.  
But for now, treeplanting is a tried, tested and more realistic alternative. 

SOURCE: CARBON TR ACKER, ROYAL SOCIE T Y: “GEO-ENGINEERING THE CLIMATE” (2009) AND OWN CALCUL ATIONS.

TREE- 
PLANTING

BIOCHAR BECCS

What is it? Trees absorb and store CO2 
from the atmosphere when 
they grow.

Biochar stores carbon  
in agricultural land for at  
least 100 years.

Technology for capturing  
carbon dioxide from  
burning biofuel and storing  
it underground.  

Can we use  
it now? 

Yes. There are well  
established, certified  
projects all over the  
world. 

Yes and no. Technology for  
creating biochar is proven  
but there is no standardised 
method yet for calculating  
the climate benefit.

No. Still in the experimental  
stage. No facility operating  
commercially yet. 

How much  
carbon  
dioxide can be 
captured?  

Up to 100 % of emissions  
from human activities for 
several decades depending  
on available land.

Perhaps 9–15 % of annual  
emissions from human  
activities, depending on the 
available amount of sustain-
ably sourced biomass.

Perhaps 6–15 % of annual 
emissions from human 
activities, depending on the 
available amount of sustain-
ably sourced biomass.

IT WILL

▼ TODAY! ▼ TOMORROW? ▼▼ IN THE FUTURE?
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This black smoke does not come from the 
exhaust pipe. It is biochar spread out to stay in 
the ground for hundreds or or even thousand 
years as a carbon sink.

“ We believe in treeplanting today,  
but we’re excited about future solutions 
for carbon capture.” 

The Carbon Valley Pilot Experiment
CASE:

W E BEL IE V E  in treeplanting today, but we’re excited about 
future solutions for carbon capture. For example, we believe 
BECCS  BioEnergy with Carbon Capture and Storage to be a 
promising negative emissions technology of the future.

We are currently participating in a pilot biochar project 
called Carbon Valley. Biochar is charcoal produced from plant 
matter, which is stored in the soil as a means of removing 
carbon dioxide from the atmosphere. Food waste from our 
restaurant in Ystad in southern Sweden is converted into bio
char by pyrolysis at Skånefrö in Östra Tommarp. The biochar 
is quantified by Ecoera and spread on fields at Skönadals Farm 
in the beautiful landscape of Österlen.

The carbon in our food originates in the atmosphere, as 
carbon dioxide. It is absorbed through photosynthesis by the 
plants that we then turn into food. When we waste food, that 
carbon is also wasted. But when we turn our food waste into 
biochar and spread it on farmland, it will stay there for at 
least 100 years while improving the fertility of the soil. Hope
fully, this process will improve harvests, reduce the use of  
fertilisers and other chemicals, and prove this system as a 
concept. 

It’s early days and there are many questions that still need 
answers, but we think this is a very promising carbon capture 
solution. 



MAX takes another step in their climate work. They now 
start to do what the rest of the world also must do – not 
just work to "zero" the greenhouse gas emissions but 
also begin to "drain" the atmo sphere from carbon dioxide 
so that the concentration of greenhouse gases in the 
atmosphere in the long term actu ally decreases. It is an 
impressive and important step towards the future.

SVANTE A XELSSON  
NATIONAL COORDINATOR FOR A FOSSIL FREE SWEDEN,  

AND FORMER GENER AL SECRE TARY FOR THE SWEDISH SOCIE T Y 
FOR NATURE CONSERVATION

MAX is a forerunner on sustainability and 
climate in one of the world's most modern 
countries – Sweden. To be first in the world to 
serve climate positive burgers, which helps  
to reduce the carbon dioxide content in the 
atmosphere, is groundbreaking and gives hope 
we can fix the climate. I sincer ely hope more 
companies will follow.

K ARL-HENRIK ROBÈRT 
 PROFE SSOR IN S TR ATEGIC SUS TAINABLE DE VELOP-

MENT AND FOUNDER OF THE NATUR AL S TEP

It is great to see MAX Burgers 
developing and promoting 
their collection of vegan and 
lacto ovo vegetarian burgers 
that have a much smaller 
carbon footprint than a beef 
burger. This is the direction 
the world needs to travel.

PAUL DICKINSON  
E XECUTIVE CHAIR, CDP (CARBON 

DISCLOSURE PROJECT )

“Rich world diets are screwing the planet – with everworsening impacts on 
climate, water, soil and biodiversity. So just imagine a burger – that epitome  
of Western diets – that addresses all these issues headon, and even achieves  
a positive outcome for the climate rather than a negative one. That’s what 
MAX Burgers is now promising to deliver – got to be worth sniffing out!”

JONATHON PORRIT 
FOUNDER FORUM FOR THE FUTURE, FORMER DIRECTOR OF FRIENDS OF THE E ARTH, 

AUTHOR OF EIGHT BOOKS ON SUS TAINABILIT Y

With climate positive burgers MAX challenges 
our easy assumptions about what is possible. 
Climate positive must be the new goal for 
every brand committed to climate action. If a 
burger company can do it, then so can you.

SOLITAIRE TOWNSEND 
CO-FOUNDER OF FUTERR A & CO-FOUNDER OF CLIMATE OPTIMIS T CAMPAIGN

Climate change is for real. 
Our carbon emissions are the 
cause. By measuring, reduc
ing and capturing our carbon 
emissions we are fighting 
climate change. MAX’s Green 
Family and Climate Positive 
Burgers are positive actions 
against climate change. In 
the fight against climate 
change, MAX is an inspiration 
for others. 

AL ASDAIR SKELTON 
PROFE SSOR, GEOCHEMIS TRY 

AND PE TROLOGY, S TOCKHOLM 
UNIVERSIT Y

”Consumer brands around 
the globe are struggling to 
innovate in a way that not 
only helps save the planet, 
but also gives consumers 
an immediate sensation of 
coolness. MAX does both 
by bringing climate posi
tivism in to an indulgent 
fast foodworld.” 

CHRISTINA CHENG  
LE ADING SWEDISH TREND 

E XPERT, FOUNDER SPRILLO 

Many people ask me what they 
can do for the climate that is easy, 
not too costly and can be done 
now. Part of my answer is to eat at 
MAX. Their climate achievements 
are impressive and with climate 
positive burgers they make climate 
activism easy, quick and tasty! 

MAT TIAS GOLDMANN  
CEO OF THE THINK TANK FORE S  

AND ELECTED “MOS T INFLUENTIAL 
PERSON ON SUS TAINABILIT Y ISSUE S” 

IN SWEDEN 2016 

The future is an economy 
that stores carbon rather 
than emits it, purifies soils 
and waters rather than 
pollutes them and enhanc
es biodiversity rather than 
harms it. MAX is creating 
the future. I'm in.

OWEN GAFFNEY 
CO-FOUNDER FUTURE E ARTH 

MEDIA L AB, GLOBAL SUS TAIN-
ABILIT Y ANALYS T AT S TOCK-

HOLM RE SILIENCE CENTRE
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How you become  
climate positive

MAX is only able to become climate positive because of the people at our  
company driving that change. Their personal commitment to the climate 
makes all the difference. So while products and companies take the spotlight 
when they become climate positive, we believe an individual’s impact is just as 
important. You can become personally climate positive in three steps: 

Measure your emissions.
We recommend you use a climate calculator to do this. There are plenty  
of options available online, and you may be surprised by what you find. 

Reduce your emissions.
Ask yourself “What three things can I do to reduce my emissions in the  
coming year?”. The results from your climate calculator will give you some 
ideas on this one. Set some targets and work towards them. 

Capture at least 110 % of your 
emissions.
There are many ways to carbon offset. At MAX, we use www.zeromission.se, 
but there are many other options available internationally such as  
www.myclimate.org, www.southpole.com and www.tricorona.se.

At clipop.org you can find more climate positive products
  Clipop is an acronym for 

Climate Positive Products. 
At www.clipop.org, you 
can find a global register of 
climate positive products. 
There aren’t many products 
registered yet but there 
could soon be more, particu-
larly if you tell the compa-
nies you buy from or work 
for that they should create 
climate positive products.  

  Clipop.org is a website 
created by two pioneers in 
climate posi tive products 
– MAX and Mevo. As you 
know, MAX serves climate 
positive burgers in six 
countries (Sweden, Norway, 
Denmark, Poland, Egypt and 
the United Arab Emirates). 
Mevo offers climate positive 
car-sharing in New Zealand. 

  The aim of clipop.org is to 
register climate positive 
pro ducts from all over the 
world, so that people who 
want to help stabilise the 
climate with their wallets 
can find products that help 
them do so. We want clipop.
org to be owned by a not-for-
profit organisation and we’ll 
give it to the right partner 
when we find them. 

  MAX and Mevo are on oppo-
site sides of the world and 
came up with exactly the 
same concept at the same 
time. This is an idea whose 
time has come. We call on 
other companies to step up 
and join us in helping fix the 
climate. We who are part of 
the problem must also be 
part of the solution. 
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MAX IS FAMILY OWNED
The founder, Curt Bergfors, is Founder, Owner &  
Working Chairman, and the family still owns 100  
percent of the company. Richard Bergfors is the  
company’s President and Christoffer Bergfors  
is the Vice President.

FRANCHISE PARTNER
MAX is special – and so is our approach to  
franchising. We want to create the same feeling  
among our franchise partners as that we  
have created among our employees – you  
are to be a member of the MAX family.

  Most profitable restaurant chain 
in Sweden.

  Turnover of 330 million Euro 2017.

   Family owned.

   130+ restaurants worldwide  
including Norway, Denmark, 
Poland and Egypt.

 Approx. 6000 employees   
 worldwide.

   Most satisfied customers in  
the business, 16 years in a row.

  Most preferred burgers in  
Sweden.

  Top taste in test after test.

  Europe’s oldest still existing 
burger chain.
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SHORT FACTS, 2018

Sweden’s  
tastiest burgers
MAX was founded in 1968. Our vision is to be the best burger chain 
in the world. Our mission is to make the world a little better, both 
by serving the best tasting burgers and by doing good in society and 
for the world. We believe being the first to offer climate positive 
burgers is a good step in the right direction.

MOST PREFERRED  
BURGER IN SWEDEN

THE CAPACENT SURVE Y, 2017

53 %

13 %

10 %


