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Knowing the enemy as well as yourself, hundreds of battles need not to be feared. 
                                                                            

 
 
 

A little spark lights a great fire. 
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ABSTRACT 
 
Date: 2009-06-15 
 
Level: D-level, Master thesis 
 
Author: Yuanyuan Liu and Yang Shen 
 
Supervisors: Ernst Hollander and Jonas Kågström 
 
Title: Airflow Entering Sweden - a global marketing research: decision-making and 
applied approach 
 
Problem: A Polish company produces heaters wants to enter the Swedish market. The 
decision maker needs information about the Swedish market both the general 
information about Sweden and specific information about the Swedish heater market. 
And some specific questions are asked by the firm in order to get a deeper view of the 
present heater market in Sweden.  
 
Purpose: If Swedish market ‘right’ (a farsighted choice)? Suppose the answer is ‘yes’, 
then how to enter and operate on the Swedish market within the environmental 
context of Sweden and the present Swedish heater market? Then suppose the answer 
is ‘no’, should the Polish firm leave or fix the problems?  
 
To achieve the goal, information of environmental context (ecological, sociocultural, 
technological, economic, political/legal and competitive) about Sweden should be 
collected. And according to the firm’s specific questions, answers should be collected 
by means of exploratory research. Suggestions about entering steps and future 
operation are to be fulfilled.   
 
Method: Qualitative Research 
 
Results: In all, this thesis provides information to evaluate the chances and challenges, 
and proves Sweden is a ‘right’ choice -- the firm can win market share (reasons will 
be stated in following chapters) despite of the competition from present competitors.  
Further applications of entering and operating on the Swedish heater market are 
available.  
 
General information about Sweden combined with detailed information of the present 
heater market were collected, analyzed and discussed. The presentation of the 
information helps evaluate the attractiveness of the Swedish market. Further study 
applies procedures of entering Sweden and operation after entering, which will be of 
vital importance for competing on the Swedish heater market when the decision 
maker determines to choose Sweden.  
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1. INTRODUCTION 

Globalization has become one of the hottest words in the business world. It is the 

growing interdependence of national economies, which involves primarily customers, 

producers, suppliers and governments in different markets. Global marketing 

therefore reflects the trend of firms selling and distributing products and services in 

many countries around the world. Facing globalization, many firms attempt to expand 

their sales into foreign markets. International expansion provides new and potentially 

more profitable markets; helps increase a firm’s competitiveness; creates various 

accesses to new products ideas, innovations and the very latest technologies.  

 

However, globalization requires experiences and knowledge of where a firm intends 

to march into, and it is unlikely to be successful unless rich advanced prepare is 

promoted. Advance planning has often been regarded as important to the success of 

new international ventures (Knight, 2000). Concerning the whole process of the 

‘advance prepare’, it should cover from the first stage of selecting a ‘right’ (balanced, 

evaluated, farsighted choice) country to enter to the further stage of how to operate on 

this market.  

 

1.1Background 

There is a Polish manufacturer of LEO (low energy operator) water heating devices 

(the name of the company was hidden because of confidential protection requirement). 

The firm was established in 2003, and specializes in a small segment of the heating 

industry and their heaters are designed to heat the air circulated inside large buildings 

such as factories, warehouse or supermarkets. The firm focuses on designs of 

environmental friendly devices, and cooperates with high-tech designers with a 

specific effort on continuous innovation. As environmental issues have been drawing 

attentions for decades all over the world, it is ambitious in promoting its high quality 
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and high-tech product and modern design internationally. The firm began its way to 

internationalization since 2005. Its products have been exported to Lithuania and 

Ukraine, and then to Germany, Russian Federation, Czech Republic, and Slovakia in 

2006. In 2007, the products were spread to Romania, France, and Sweden, and then 

the Netherlands, Belgium, Luxemburg, Ireland, Belarus and Norway in 2008.  

 

However, the story of its entering Swedish market in 2007 turned out to be not as 

interesting as they expected. The process in Sweden was seriously bogged down 

because of lack of information and poor co-operation with local dealer. Further 

development in the Swedish market was seldom working. The choice of entering 

Swedish market was questioned. Is Sweden a wise choice or not? What function will 

Sweden work on its blueprint? What should be an effective mode to enter Sweden? 

How to operate on Swedish market? The decision maker doubted.  

 

1.2 Problem Definition 

The optimist invents airplane while the pessimist invents parachute; the optimist 

invents steamboat while the pessimist invents buoy.  

 

However, decision makers of firms can not be too pessimistic or too optimistic. Both 

of chances and challenges, barriers and opportunities should be taken into the 

evaluation in globalization. It is not easy for decision makers to answer general 

questions such as: is Swedish market a good choice to enter? Sometimes what they 

need is to evaluate and balance chances among the challenges. Thus quite frequently, 

answers to the questions can not be simply or definitely ‘yes’ or ‘no’.  

 

This thesis will include a global marketing research investigating the environmental 

context of Sweden and the environment concerning the present Swedish heater market. 

Large quantity of information and data will be provided for the firm’s decision maker 
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to evaluate the attractiveness of the Swedish market. 

 

Besides, this paper provides information on how to start the business in Sweden, 

including the procedures of doing business in Sweden. If the decision maker agrees 

entering the Swedish market a ‘right’ choice, the information can be used as 

references when they operate on the Swedish market. Moreover, specific answers to 

specific questions asked by the marketing manager are collected by the means of 

in-depth interviewing, and telephone interviewing, e-mail interviewing and 

observation as auxiliary methods. Specific authorities and interviewees have been 

contacted and interviewed.  

 

1.3 Purpose 

This thesis aims at providing the decision maker information and data about Sweden 

and the Swedish market. Strength and weakness, challenges and chances will be 

analyzed and discussed. The information can conduct if profits or future development 

can be achieved, and determine if entering Sweden is ‘right’ and farsighted. Besides, 

suppose the decision is ‘right’, this paper intends to provide reference on how to enter 

and operate on the Swedish market.  

Ø Investigating the environmental context of Sweden and the present heater market 

in Sweden. Provide information and data.  

Ø Providing information of procedures on starting the business, and how to enter 

and operate on the Swedish market as a reference in case the firm chooses the 

Swedish market. 

Ø Specific information will answer what has been asked by its export manager by 

means of in-depth interviewing, telephone interviewing, e-mail interviewing and 

observation. This will deepen the understanding to the market.  

Ø In investigation to the competitors’ marketing strategies will be applied.  

Ø Suggestions of 4Ps will be added.  
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1.4 Research Questions 

In order to fulfill the purpose of the study, the following questions need to be 

investigated. 

Ø What are different elements of the environmental context of Sweden like? The 

elements are: political factor, economic factor, technological factor, ecological 

factor, competitive factor, and sociocultural factor. 

Ø What are different elements of present heater market in Sweden like? The 

elements are: product, price, place, promotion. 

Ø How to enter the Swedish market (procedures) and how to operate – a design of 

4Ps. 

Ø Specific question have been asked by the marketing manager, which will be 

investigated. Different interviewees are contacted to answer different questions.  

 

1.5 Disposition  

The following chapters include: theoretical framework, methodology, empirical 

findings, analysis and discussion, conclusion, references and appendix.  

 

In the Theoretical Framework, basic theories from current researchers and 

explanation of academic terms will be included as foundation. Moreover, an outline of 

how the thesis been composed is presented. In the Methodology part, how the research 

was carried out will be explained in combination with the conduct of the research 

method. In the part of Empirical Findings, what have been found in relation to the 

goals during the data collection processes will be presented in detail. These are the 

information which will help decision making. What have been found will be analyzed 

and discussed in Analysis and Discussion.  A concluding remark will be attached in 

the Conclusion part while books, literature, scientific journals read will be listed in the 

Reference, and questionnaires and extra supportive information will be attached in the 

Appendix.  
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1.6 Limitations  

Ø Environmental context investigation and analysis may be slightly limited. As the 

environmental context is really a huge topic, it takes too much time to investigate 

and discuss. Moreover, different people will have different angle of analysis 

according to even the same phenomenon. Thus, only the most important and 

related areas have been investigated and analyzed.  

Ø The environment of present heater market investigation might be affected because 

of the varied products and competitors. There are many players on one market, so 

the investigation can not be as detailed as needles. However, main players on the 

market have been investigated and observed.  

Ø In-depth interviewing’s results may vary slightly. Different interviewees have 

different characteristics, and the Swedes do not obviously show their objectives. 

Thus the result may be slightly different from the situations. However, the study 

has take variables into consideration to try to make the results trust-worthy.  
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2. THEORETICAL FRAMEWORK 

This chapter is based on theories and terms to provide an academic foundation for 

future study. Literatures, scientific journals, and books will provide different prospects 

on a same topic. Definitions from different researchers will be added as reference for 

a wider and deeper understanding. Since related terms and theories are understood can 

the future study guided to a more precise aspect.   

 

On the other hand, an outline of how theories conduct the study will be applied giving 

readers a clearer picture of the thesis construction. Thus readers can easily follow.   

 

2.1 Marketing Research 

The American Marketing Association (AMA) formally defines marketing research: 

Marketing research is the function that links the consumers, customer, and public to 

the marketer through information – information used to identify and define marketing 

opportunities and problems; generate, refine, and evaluated marketing actions; 

monitor marketing performance; and improve understanding of marketing as a 

process. This definition provides information to the market for use in at least four 

areas: firstly, a marketing research can generate ideas for marketing action identifying 

marketing problems and opportunities; secondly, it can evaluate marketing actions; 

thirdly, comparison between performance and objectives can be drawn; last but not 

least, it develops a general understanding of marketing phenomena and processes.  

 

Marketing is a dynamic subject which operates in the real world, and it is constantly 

changing. Marketing research comprise one of the most important and fascinating 

facets of marketing (Naresh K. Malhotra, 2006). And it plays different roles for 

different purposes. For example, for the purpose of decision making, a marketing 

research will provide a way of systematic and objective identification, collection, 
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analysis, and use of information assisting management to identify solution of 

problems and opportunities in marketing. Marketers make decisions about what they 

see as potential opportunities and problems, and then marketing research helps specify 

the information required to address these issues, thus designs the method for 

collecting information. Furthermore, for the purpose of developing strategy, 

marketing researches determine customer needs and aiming at satisfying those needs 

and thus influence customers’ value perceptions and behaviours. In this case, findings 

and implications of a marketing research will provide managers information about 

customers, competitors and other forces in the marketplace. Marketing research is the 

firm’s formal communication link with the customer and environment (Gilbert A. 

Churchill, 2004).  

 

2.2 Global Marketing  

Global marketing as ‘marketing on a worldwide scale reconciling or taking 

commercial advantage of global operational differences, similarities and opportunities 

in order to meet global objectives.’ Basically ‘global marketing’ consist of finding and 

satisfying global customer needs better than the competition, and of coordinating 

marketing activities within the constraints of the global environment (Svend 

Hollensen, 2004). As the firm is developing its marketing activities across national 

boundaries to find and satisfy global customer needs, the firm’s commitment has to 

help success far away. Thus the firm has to, firstly, coordinate and integrate its 

marketing strategies, and implement across global markets. Then, international 

research should be carried out to analyze market segments, find similarities and 

differences, and meet customer needs.  

 

However, as claimed by Svend Hollensen ‘information is a more important ingredient 

in the development of successful international marketing strategies’. Knowledge, data, 

even local experience is of vital importance. Lack of familiarity with customers, 
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competitors, and the market environment in other countries, with the growing 

environment and diversity of international markets makes it increasing critical to 

collect information in relation to these markets.  

 

Global marketing is the process of marketing outside national borders. The term is 

often used interchangeably with international marketing. Either term is correct when 

referring to marketing that takes place beyond the boundaries of an organization’s 

home country.  

 

2.3 Global Marketing Research 

The role of global marketing research is primarily to act as an aid to the decision 

maker, which helps to reduce the risk on a faraway market. A global marketing 

research gathers, analyzes and presents information related to a defined problem in 

the environment of uncertainties. It ensures the manager a decision on the solid 

foundation of knowledge and focuses strategic thinking on the needs of the 

marketplace. It is linked with the firm’s decision-making process. Thus it should 

cover phases in deciding whether to internationalize, which markets to enter, how to 

enter, designing a global marketing programme, and implementing and controlling the 

global marketing programme. As it has been described in previous paragraph, a global 

marketing research can be basically explained as a means of ‘advance prepare of a 

battle far away’. It should be linked to the decision-making even the decision-making 

process with a firm.  

 

There are different phases of the global marketing decision process. The major ones 

are deciding whether to internationalization, deciding which markets to enter, 

deciding how to enter foreign markets; designing the global marketing programme; 

and implementing and controlling the global marketing programme. And the global 

marketing research plays different important roles in different phases. Even though, 
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often decision concerning entry into and expansion in overseas markets and the 

selection and appointment of distributions are made after a subjective assessment of 

the situation. Decision makers should be sensitive enough to cross-cultural situations. 

 

2.4 Marketing Research Process and Global Marketing Research Process 

As it has been introduced, marketing research designs the method for collecting 

information; manages and implements the data collection process; analysis the results; 

and communicates the findings and their implications. Thus the marketing research 

process is encapsulated. At first, research aims and objectives are defined. To fulfill 

defined aims and objectives, an approach to conducting the research is established. 

Then relevant information sources can be identified and a range of data collection 

methods are evaluated for their appropriateness, forming a research design. The data 

are collected using the most appropriated method; they are analyzed and interpreted, 

and inferences are drawn. Finally, the findings, implications and recommendations are 

provided in a format that allows the information to be used for marketing decision 

making and to be acted upon directly. The process can be illustrated by figure below.  
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Figure 2.4.1 Steps of the marketing research  

 

Step 1: problem definition. The logical starting point is to formulate the problem. 

Only when the problem is defined carefully and precisely can research be designed to 

provide information. Each project should have one or more clear objectives, and the 

next step in the process should not be taken until these goals can be explicitly stated. 

Step 2: determine the research design. The development of an approach to the 

problem involves identifying factors that influence research design. An important 

element of this step involves selection, adaptation and development of an appropriate 

theoretical framework to underpin a research design. Step 3: design the 

data-collection method. A method how to collect the data should be organized in this 

step. The information needed is not found in the firm’s own sales data, or, in census 

Marketing Research Steps 

Step 1: 
Problem Definition 

Step 2: 
Determine the Research Design 

Step 3: 
Design the Data Collection Method 

Step 4: 
Design the Sample and Collect Data 

Step 5: 
Analyze and Interpret the Data 

Step 6: 
Report Preparation and Presentation 
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reports or industry sales trends. The research then must depend on primary data. Step4: 

design the sample and collect data. In this step, researchers must specify: (1) the 

sampling frame, (2) the sample selection process, and (3) the size of the sample.  

Step5: analyze and interpret the data. After editing the data, the data should be 

organized to work for the certain purposes. And the data should tell things also hidden 

situations should be examined by the data. Step6: the research is summarized with 

results, conclusions and recommendations.  

 

However, the precise definition of the marketing research problem is more difficult in 

global marketing research than in domestic marketing research. Unfamiliarity with the 

environmental factors of the country where research is being conducted can greatly 

increase the difficulty of understanding the problem’s environmental context and 

uncovering causes (Naresh K. Malhotra, Marketing Research, p57). Thus, before 

defining the problem, the researcher must isolate the self-reference criterion (SRC), or 

the unconscious reference to one’s own cultural values. Researchers should account 

for environmental and cultural differences when defining the problem in an 

international marketing context (Naresh K. Malhotra, Marketing Research, p57). 

While developing the rest five steps of the research, remember that differences in the 

environmental factors, especially the sociocultural environment, may lead to 

differences in the formation of perceptions, attitudes, preferences, and choice 

behaviour. In developing an approach to the problem, the researcher should consider 

the equivalence of consumption and purchase behaviour and the underlying factors 

that influence them. This is critical to the identification of the research questions, 

hypothesis, and information needed.  
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Figure 2.4.2 Steps of global marketing research within the environmental context 

(own source) 

 

Those elements affecting a firm’s environmental context has been referred to as 

uncontrollable variables also (Kenneth L. Bernhardt, et al, 1996). They are six of the 

most important external environmental forces that marketing manager faces. 

Marketers must analyze and diagnose each of those forces to fully utilize data. The 

manager’s response to the impact of an environmental farce will largely determine 

whether that force represents an opportunity or a threat to the firm. This classification 

has been kept using in the past 13 years by some of the researchers.  The author 

Naresh K. Malhotra holds the same idea as Kenneth, and factors of Naresh’s are more 

or less the same as Kenneth’s. However, some other researchers, for example, Svend 

Hollensen, 2005, believe there are four major factors: Legal Environment, Economic 

Environment, Sociocultural Environment and Buyer Behaviour (in the international 

context: psychological and social dimensions).  

 

 

Global Marketing Research Steps: 
Step 1: Problem Definition 
Step 2: Determine the Research Design 
Step 3: Design the Data Collection Method 
Step 4: Design the Sample and Collect Data 

Step 5: Analyze and Interpret the Data 
Step 6: Report Preparation and Presentation 

Political / Legal 

Technological Economic 

Sociocultural 

Competitive Ecological 
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According to explanations and definitions about those six environmental factors 

above, they can also be illustrated as below. 

 

Ø Sociocultural Environment: researchers believe that sociocultural factors consist 

of institutions, people and their values, and the norms of behaviour that are 

learned and shared. It is the people – who they are, where they are, how they live, 

what they think, and what values they hold – that make up the social-cultural 

fabric of society. The social component describes the characteristics of the society, 

its demographics. The cultural component deals with people’s values and the 

behavioral norms (Thomas Kinnear, 2006). Values are defined as the likes, 

dislikes, beliefs, and prejudices that determine a person’s view of the world.  

 

Sociocultural factors affect marketing decisions across all aspects of product, 

price, place and promotion because they establish limits regarding what a society 

finds acceptable and fair.  

 

Sociocultural factors are composed by demographic factor and cultural factor. 

The study of people in the aggregate is demography which is concerned about the 

size, birthrate, age, geographic migration patterns, and education levels of the 

population. Cultural factors consist of changing gender roles, cultural diversity 

and changing values.  

 

Ø Economic Environment: economic factors consist of all variables that affect the 

buying patterns of consumers and the marketing plans of business. Economic 

factors include income, inflation, productivity, and unemployment. Generally a 

healthy economy is good for consumers and marketers alike. Consumers are able 

to buy more goods and services, so companies are able to make higher profits.  

 

Ø Competitive Environment: three elements are included in the competitive factor, 

and they are – the nature of competition, entry and exit of competing firms, and 
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major changes of strategy by competition. In the element of the nature of 

competition, there are four possible competitive situations – absolute monopoly, 

oligopoly, monopolistic competition and pure competition.  

 
Absolute           Oligopoly         Monopolistic         Pure Competition  

Monopoly                           Competition 

1. Number of sellers    One              Few               Many             A very large number 

 

2. Concentration      100% of sales      High percentage      Small percentage    very small percentage 

of total sales          by one seller      by each seller         by each seller       by each seller  

 

3. Buyers’ view of      Unique product    Highly differentiated    Few differences     No difference 

product differences    ( no substitutes ) 

 

4. Importance of         Low level of      Very important part      Less important     No importance 

promotion              importance        of marketing mix 

 

5. Importance of         Not important     Avoid price competition   Very important     Unimportant 

price competition 

 

6. Relations with         May be able to     Considerable influence    Less important     Very little  

distribution channel      dictate terms                                              influence 

 

 

Table 2.4.1: Possible Competitive Situations 
Source: Based on D. Robin, Marketing p.137 

 

As for the entry and exit of competing firms, marketing managers concern greatly 

the changing nature of competition – what new competitors are entering our 

business and which ones are leaving? And as for the element of major strategic 

changes by competitors, marketing managers want to know what major 

companies are doing. To be successful a company should pay attention to its 

competition and look for its mistakes, weakness and problems.  
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A more generic definition is given by Boone and Kurtz for competitive 

environment (2005, p. 80): Interactive process that occurs in the market place 

among marketers of directly competitive products, marketers of products that can 

be substituted for one another, and marketers competing for the consumers. 

 

Ø Legal/Political Environment: legal-political factors consist of the government 

rules and regulations that apply to organizations. Rules and regulations often 

make marketing and other executives uneasy and resentful. It seems that most 

researchers classified legal and political those two factors together. According to 

Richardson (2006, p. 15) the combining of political and legal factors lies in the 

fact that laws are made by politicians who enact these laws based on the 

likelihood they will get reelected. Furthermore, the political/legal environment is 

often a direct consequence of the political parties in power which represents the 

popular opinion of the citizens, and besides rules and regulations created by 

politicians have significant influence on the cost of running a business and the 

way it can market its offerings (Richardson 2005, p. 63-78). 

 

There are also government’s protecting actions for the consumers’ right. As a 

result, there is Consumerism: the movement to aid and protect consumers from 

business practices that infringe upon their rights. Marketers’ reposes to 

consumerism in three basic ways: by regarding it as a threat to be opposed 

vigorously; by ignoring it, hoping it disappear; and by regarding it as a signal that 

the relationship between the firm and consumers should be improved.  

 

Ø Technological Environment: technology is a nation’s accumulated competence to 

provide goods and services for people. A better product or procedure can be 

called innovation. Technological innovation includes all the activities involved in 

translating technical knowledge into a physical reality that can be used on a social 

scale. The technological innovations can have long-term effects on society and 

the purchasing patterns of consumers.  
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Ø Ecological Environment: ecology is the branch of natural science devoted to the 

study of the relationship between living things and their environment. Ecological 

factors consist of our natural surroundings. Nowadays more and more researchers 

and marketers are taking the relationship between human being and nature into 

consideration, which in turn affect the product design and also customers’ minds. 

 

Sociocultural       Economic      Competitive      Legal-Political      Technological      Ecological  

Demographic     - income and      - nature of       - consumerism     - the impact of     - improving  

- aging of the      the new economic   competition                      technological      ecological 

population        realities                                           innovation      responsibility 

-shifts in the  

work place       - inflation         - entry and exit    - legislation       - global technology  - global  

-increase in                       of competing firms                                   ecological  

level of education  - productivity                                                        factrs 

- changing makeup 

of families and    - unemployment    - major strategic 

households                       changes by competitor 

 

Cultural 

-changing  

gender roles 

- cultural  

diversity  

- changing values 

Table 2.4.2: Important Environmental Factors 

 

2.5 Data  

Once a research has identified the marketing problem and has completed a 

pre-research analysis, the relevant information must be collected. Besides, that 

relevant information is of large number. Two major sources of information are 

primary data and secondary data.  

 

Ø Primary data: these can be defined as information that is collected first-hand, 

generated by original research tailor-made to answer specific current research 
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questions. The major advantage of primary data is that the information is specific 

‘fine grained’, relevant and up to date while the disadvantages are, however, the 

high costs and amount of time associated with its collection. 

 

Observation and questioning are often used as methods of collecting primary data. 

Researchers can either use some form of observation to record human behaviour 

or market phenomena or they can use some form of questioning and recording to 

capture a person’s attitudes, feelings, and/or behaviours. Questioning/recording 

method focuses on asking specific questions and recording the responses. Both 

ways can be used to obtain the required primary data to answer the research 

questions.  

 

Ø Secondary data: these can be defined as information that has already been 

collected for other purposes and is thus readily available. The major disadvantage 

is that the data are often more general and ‘coarse grained’ in nature, while the 

advantages are the low costs and amount of time associated with its collection.  

 

Secondary data involves gathering data that already exists from internal sources of 

the client, publications of governmental and non-governmental institutions, free 

access data on internet in professional newspapers and magazines, or in annual 

reports of companies and commercial database. Carrying out an initial secondary 

data is strongly recommended to gain background knowledge to a subject as well 

as providing useful leads. 

 

2.6 Global Marketing Programme (global marketing mix) 

Once the firm has decided how it will enter the international market, the next issue is 

how to design the global marketing programme (global marketing mix). Levitt’s 

contribution on ‘ The globalization of markets’ (levitt, 1983) proved much 
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controversy concerning the most appropriated way for companies to become 

international. Hence a fundamental decision that managers have to make regarding 

their global marketing strategy is how they should adapt to their global marketing mix. 

Their global marketing programme strategy should be based on 4Ps – product, price, 

promotion and place, and adapt to the new marketing environment.  

 

2.7 Thesis Outline 

The decision maker wants to know if Swedish market a ‘right’ choice for the firm to 

enter. In order to make this decision, information and data are needed. The marketing 

research of the Swedish market will provide such information and data. In the process 

of data collection, the large number of information needs screening and separation. 

Information can be separated into two parts: macro environment includes a generation 

idea on political, economic, technological, ecological, competitive, and sociocultural 

factors; micro environment includes a closer study of the products on the present 

Swedish market.  

 

Decision maker can combine both macro and micro environment information and 

evaluate chances and challenges.  

 

A further research will be carried out to guide how to start the business in the Swedish 

market and how to operate on the market if decision maker is interested in the 

Swedish market after his evaluation. Otherwise, decision maker can consider selecting 

other countries as a means of the firm’s expansion.  

 

Figure 2.1 illustrates what has been described above.  
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Figure 2.1: Framework of the study (own source) 
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                                                  2. Economic 
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                               - Answers to specific questions                  
                                 Data: Primary data        
                               Qualitative research: in-depth interviewing  
                                                  1. Product 
                              - Present heater market  2. Price 
                                Data: Primary data   3. Place                 
                Research Method: Qualitative Research  4. Promotion 

In-depth interviewing, telephone and e-mail interviewing & Observation 
                                    
                         
                       
                           (Information evaluation) 
                             Decision Making 
 
 
 
               Yes, it is ‘right’                     No, it isn’t 
                      

 How to begin it   1. Product    Leave Sweden or Fix the problem 
 How to operate it  2. Price 

                                   3. Place 
                                   4. Promotion 

Decision Maker: 
Is Sweden ‘right’? 
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3. Methodology 

 

3.1 Methodology Approach 

3.1.1 An Overview of Qualitative and Quantitative Research Methods  

Qualitative research has come to refer to selected research methods used in 

exploratory research designs to gain preliminary insights into decision problems and 

opportunities (Joseph Hair et al. 2006, p173). According to Blumberg’s view 

(Blumberg 2005, p124), qualitative study relies on qualitative information such as 

words, sentence and narratives. Qualitative research tends to focus on the collection of 

detailed amounts of primary data from relatively small sample of subjects by asking 

questions or observing behaviour. Researchers well trained in interpersonal 

communication and interpretive skills use either open-ended questions that allow for 

in-depth probing of the subjects’ initial responses or specific observational techniques 

that allow for analysis of behaviour. Moreover, qualitative researches should be used 

in an interpretive context. Qualitative research can be done by applying observations, 

content analysis, conversational analysis or in-depth interviewing.  

 

Quantitative research places heavy emphasis on using formalized standard questions 

and predetermined response options in questionnaires or surveys administered to large 

numbers of respondents (Joseph Hair et al. 2006, p171). It is commonly associated 

with surveys or experiments and is considered the mainstay of the research industry 

for collecting marketing data. Its main goal is to provide specific facts and the 

researchers are trained well in construct development, scale measurement, 

questionnaire design, sampling, and statistical data analysis skills. Numerical data 

should be interpreted into meaningful narrative information. Data reliability and 

validity issues are serious concerns.  
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3.1.2 Guidelines for using Qualitative and Quantitative Research Methodologies 

Qualitative and quantitative research method will be appropriate when situations are: 

Qualitative Research Method Quantitative Research Method 

Ø Identifying a business problem, opportunity 

situation, or establishing information 

requirements.  

Ø Obtaining preliminary insights into the 

motivation, emotional, attitudinal, and personality 

factors that influence marketplace behaviours. 

Ø Building theories and models to explain 

marketplace behaviours or relationships between 

two or more marketing constructs. 

Ø Developing reliable and valid scale measurements 

for investigating specific market factors, 

consumer qualities (e.g., attitudes, emotional 

feelings, preferences, beliefs, perceptions), and 

behavioral outcomes. 

Ø Validating or answering a business problem or 

opportunity situation or information requirements. 

Ø Testing theories and models to explain 

marketplace behaviours or relationships between 

two or more marketing constructs. 

Ø Assessing the effectiveness of their marketing 

strategies on actual marketplace behaviours. 

Ø Interested in new-product/service development or 

repositioning current products or service images.  

Table 3.1.2.1: Guides for research method choice 
Source: Joseph Hair et al, Marketing Research with a Changing Environment, 3rd edition, p173-174 

 

 

The focus of many managerial research problems is on the unfolding of the process 

rather than the structure; and qualitative methods are particularly suitable as they 

combine the rational with the intuitive approach to knowledge. The aim of qualitative 

studies is to gain an in-depth understanding of a situation. In-depth understanding is 

based on researcher immersion in the phenomena to be studied, gathering data which 

provide a detailed description of events, situations and interaction is concerned with 

things, proving depth and detail (Patton 1980). 
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3.2 Data Collection 

 

During the process of data collection, certain collecting method(s) should be selected. 

According to guidelines above, a qualitative research method should be used to 

identify opportunity – if Sweden ‘right’, and to obtain preliminary insights. Applying 

such qualitative research method in this study can provide meaningful insights of the 

situation where important questions cannot be adequately addressed or resolved 

merely with secondary information.  

 

Further more, In-depth interviewing will be applied. Qualitative research method is a 

general idea defining the nature of the research, and there are different ways to do a 

qualitative research. In-depth interviewing is one of them. Interviews can be carried 

out to investigate specific situations. Questionnaires design can be semi-structured or 

even non-structured, so that interviewees can express themselves freely. In-depth 

interviewing does not provide a specific number or data. It provides a tool to dig the 

reality under the phenomenon in stead. However, an ability of interpreting what had 

been got from the interview is very important. Interpretation can connect the reality 

and the phenomenon and explain the phenomenon.   

 

Except from in-depth interviewing, other auxiliary ways have also been used, such as 

telephone interviewing, e-mail interviewing, and observations. In many cases, 

marketing researchers can not run here and there, so telephone interviewing and 

e-mail interviewing have been used as auxiliary methods in addition to in-depth 

interviewing. Questions of e-mail interviewing should be very short and highly 

specified according to specific situations. A combination of telephone interviewing 

and e-mail interviewing was applied because interviewees need oral information and 

time to digest the questions. Observation can be used as a way to investigate 

competitors’ activities. And it can be used also to get public information from 

government authorities’ web pages.  
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3.2.1 Research Design 

Ø The method of data collection:  

1) Primary data collection method: Observation (it is used to observe the 

competitors marketing strategies); in-depth interviewing (it is used to make 

interviews to answer specific questions and get a deeper understanding of the 

heater market); together with telephone interviewing and e-mail interviewing.  

2) Secondary data collection method: Observation (it is used to read and collect 

information from governmental, non-governmental authorities to get public 

information; internet publications, newspaper, magazines, annual reports were 

read in order to collect exist information); telephone interviewing and e-mail 

interviewing are also applied in case there are doubts or questions.   

  

Ø Type of research: exploratory designs for primary data collection and descriptive 

designs for secondary data collection.  

 

Ø Type of questions in the in-depth interviews: open-ended, semi-structured or 

non-structured, deep probing, less-leading by the interviewer.  

 

Ø Type of questions in telephone interviewing and e-mail interviewing: short and 

clear questions, clear and well-defined questions, specify what results are needed.  

 

Ø Representatives of in-depth interviews: Small sizes samples, but cover a wide 

range of the present heater market players – heating designers, constructors, 

heating system professors.  

 

Ø Research skills: efficient interpersonal communication and interpretive skills in 

in-depth interviewing; sufficient abilities, high-level of written and spoken 

English language in telephone interviewing and e-mail interviewing; high level of 

English language reading, understanding and summarizing in observations, 
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especially for secondary data collection process.  

Ø Interviewees involved in the interviews (in-depth interviewing, telephone 

interviewing and e-mail interviewing):  

 

3.3 Validity and Reliability 

 

Validity and reliability are two essential criteria which should be satisfied by scientific 

studies.  

 

Validity. Wainer and Braun (1998) have described the validity in qualitative research 

as ‘construct validity’. Construct should be the very first step before researches. 

Questions or hypothesis that determines what data to gather and how to gather should 

be constructed in the initial step. Thus the construct validity determines greatly how 

valid the work will be. In this thesis, the construct validity is of a high degree. After a 

formal meeting with representatives from the company, problems were defined. After 

the definition, the marketing research steps were designed and followed. As it is a 

global marketing research, the environmental context of the studied market – Sweden, 

has been taken into consideration and analysis of the chances and challenges. On the 

other hand, the present heater market in Sweden has also been studied in order to 

provide further information. Besides, special questions were raised by the firm, 

specific answers were gained through in-depth interviewing. The combination of 

those three parts are constructed and involved into the steps of the marketing research.  

 

There are another two dimensions of validity. They are: external validity and internal 

validity. External validity indicates the extent to which the results can be applied to 

other study. This thesis has a very high external validity although it suits a specific 

company, because the general information of Sweden and the Swedish society will 

greatly help other marketing researchers in their study. Moreover the part of Swedish 
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culture will have great impact on related studies; no matter it is a marketing research 

or a social/cultural study. The general information can also be used by decision 

makers from other companies selling quite different products.  

 

The internal validity indicates the extent to which a study properly measures what it 

meant to. This thesis has an important part – interpretation. The phenomenon was 

interpreted in relation to a marketing field. The answers from interviewees in the 

in-depth interviewing were also interpreted to answer specific question and 

understand a specific marketing phenomenon. And those interpreted information will 

greatly help not only in making a decision but also in future strategies when the firm 

enters the Swedish market, and product segmentation. All these measures have 

successfully made this thesis good information for decision makes. In this sense, it is 

highly internal valid.  

 

Reliability. Joppe (2000) defines reliability as the extent to which results are 

consistent over time and an accurate representation of the total population under study 

is referred to as reliability and if the results of a study can be reproduced under a 

similar methodology, then the research instrument is considered to be reliable. (P.1) 

 

Simply, reliability is the extent to which the same result can be achieved when 

repeating the same measure. Thus repeatability and replicability are dimensions to 

measure the reliability.  

 

This thesis has been carried out on basis of in-depth interviewing. First of all, the 

design of the questionnaires have been given enough emphasis to get truth in the real 

marketing battle and avoid subjective involvement in both the questionnaire design 

and the process of interviewing; leading questions, leading attitude were avoided. The 

results show answers to specific marketing phenomenon and interviewees’ 

personalities. Secondly, the interviewing process and talks are recorded. To avoid bad 

memories of the author (interviewer), notes were taken. And the ability of author 
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(interviewer) on literature is sufficient. The language used by interviewees and 

interviewer is English. Thirdly, observation, telephone interviewing, and e-mail 

interviewing are used. Observation of the governmental we sites and competitors’ web 

site helps in analysis of political/legal factor, and the activities, products of the 

competitors. Telephone interviewing helps find answer immediately when confusion 

happens. However, telephone interviewing is very specific which is good for specific 

even special situations. Honesty, as a main personality of the Swedes, results of 

telephone interviewing reliable. Additionally, e-mail interviewing has been used as an 

auxiliary. Sometimes, Swedish people can not quickly respond because of language 

habits or because they want help from other people to answer questions truly, e-mail 

interviewing can be used. The author of the thesis, usually asked for e-mail address, 

and then talked with the interviewee by e-mails. However, it is very important to 

shortly, clearly repeat the questions, what help is needed.  

 

In this sense, the thesis has reached a high level of reliability. It used multi-methods to 

achieve the goals, and the methods are suitable.  
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4. EMPIRICAL FINDINGS 

This chapter will present mainly two parts: 4.1 and 4.2.  

Chapter 4.1 – interview summaries, will present initial thoughts of why the 

interviewees were chosen, and how they will function in this research. Chapter 4.2 – 

results presentations, will present the interview results in relation to the specific 

questions asked by the Polish firm.  

 

Besides, chapter 4.2 will be divided into 6 small parts. Answers to the specific 

questions will be composed and involved into those 6 small parts, and those specific 

questions will be interpreted into arrears as heater market information, 4ps and 

heating system designers’ role affecting the purchasing behaviour. 4.2 is based on 

results from the in-depth interviews.  

  

4.1 Interview summaries 

Generally, the interviewees vary from governmental officers to professor because 

normally marketing researches are just complicated, and this research wants to 

explore as detailed as possible. As names of interviewees are personal information, 

the introduction to them will be omitted. In stead, the reasons why those people were 

interviewed will be described in detail. 

 

1) Professors involved in in-depth interviewing: Universities are the best place for 

knowledge exploring. The easiest way for student researcher to get closer to the 

truth before the research stats is professors/teachers. Before starting the research, 

professor from business department were contacted to guide a general strategy on 

research carrying. In the process, talks and discussions will be quite helpful in 

figuring out what should be done in the future process and what probably can be 

done, and also how to get accesses to the ideas.  
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Interviews with different professors are the first idea came up with the authors. Before 

the research really begins, authors need find people to talk and discuss to find 

accesses deeper and closer to the market truth.  

 

Dr. A from business department of Gävle University was interviewed. Dr. A is a 

teacher for the courses of Brand Management, Customer Relationship Management, 

and International Business Strategy. Why an interview to him? As the research may 

concern fields of international business information, sales styles in Sweden, and press 

media ways in Sweden, Dr A could probably answer some of the questions. Even he 

can not answer; he guided how to get accesses to the answers.  

 

Dr. B from energy systems major of Gävle University was interviewed. He is famous 

in the field of heating systems and he also has connections with several Swedish 

companies in engineering designing. An interview with him provides initial idea of 

product segmentation. Some of questions asked by the firm can be answered by him. 

Besides, he told the authors what people should also be contacted. The interview with 

him was very helpful because he provided information of the heating designers’ role 

and gives a hint of which designer can be contacted.  

 

Dr. C from Guizhou University, China, also a guest lecturer to Gävle University was 

interviewed. She happened to be in Sweden and she is professional in marketing 

researches. An interview with her may help with the research process, key points, 

what should be done to improve the idea. She devotes her experiences in her 

researches. She did not answer any questions of the heater market, but she guided how 

to interpret phenomenon, and how to connect invisible things with the visible ones.  

 

Professor D from Gävle University was interviewed. He works as a lecturer and a 

guiding professor in practical jobs for master students. He is also a very respectable 

employee of a very famous designing company. He has worked in heating systems for 

40 years. The interview with him is one of the most important steps. He answers 
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question about heating systems, heaters in Sweden, he can answer some questions 

with his 40 years working experiences. The interview with his plays a key role, 

because it would be an interview with a quite experienced heating system designer 

rather than a professor.  

 

2) Heating systems designers involved in the in-depth interviewing: heating systems 

designers are very important ones in the purchasing behaviour because their 

instructions are important to a building heating system. No matter how their idea 

will affect, heating system designers are the ones must be interviewed.  

 

The process of contacting heating designers is the most difficult process in the 

research. Although large amount of information should be collected in the research, 

yet contacting heating designers took a lot of time because those people are very busy. 

Even Swedish people are willing to help students and appreciate students’ efforts, they 

can not arrange easily arrange time for students’ interviews. Very qualified 

communications must be applied other wise the interviews will not provide any 

information and will be a waste of time and energy and being frustrated.  

 

After very sincere and times of never-give-up trying, the biggest and most famous 

designing company was successfully contacted. A designer from the Stockholm office 

was interviewed. A face to face in-depth interviewing was carried out. The result of 

the interview was the most important one, because many specific questions were 

answered. However the name of the company and the designer will not be given.  

 

Except from the designer in Stockholm office, another designer from the local Gävle 

office was also contacted. The same questions were asked to the designer.  

 

On the other hand, another famous designing company was also successfully 

contacted. A designer from Göteborg office was interviewed. The result of this 

interview was also helpful. The name of the company and designer are not permitted 
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to show on the thesis paper. For the same designing company but local office in Gävle, 

also one designer was interviewed by the same questions.  

 

Together with information from professor of Gävle University and heating designers, 

many of the specific questions asked by the firm were answered. Very important 

additional information was provided. However, although the information will be 

presented in future chapters, their answers to specific questions will also be presented, 

yet the original sources and references of the information will not be presented 

because of basic research morals.  

 

3) Dealers in Sweden. Two dealers were interviewed by telephone in order to get 

information of very initial co-operation potentials. One of them is the biggest 

dealer of heating staff and related accessories. What can be included in the 

contract if the firm co-operates with this dealer was found through the telephone 

interviewing. The detailed content will be included in the report to the Polish firm.  

 

4) Authorities in Sweden. Concerning the basic legal requirement, entering steps and 

future operation, the investment agency, customs, tax office were interviewed by 

telephone for specific questions concerning legal requirements, how to enter 

Sweden, documentaries should be applied concerning entry mode, and taxes 

information were provided by those authorities. Observation method was also 

applied because some other information can be gained by reading their 

publications. For example, Statistics office provides some helpful statistical 

information, and the information was collected by reading its publications.  

 

5) Others. The competitors’ web sites were observed to provide information of what 

are the competitors’ marketing strategies.  

 

There are 9 specific questions asked by the firm, which will be attached in the 

Appendix (2). However, in order to do the form, the specific questions will be marked 
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as s1, s2 or s3 (specific question 1, 2, 3 etc.). Thus, the form better shows the research. 

Answers from professors are not exactly the same according to the same question but 

they are almost the same and both correct. Different designers also give very honest 

answers when they answer the questions, so their answers are both helpful and correct. 

And different dealers answered the questions in different ways but also useful 

information. Except from information listed, general information of Sweden were also 

collected by observation of its governmental and non-governmental institutions and 

reading of annual reports. Questionnaires for all interviewees including professors, 

heating system designers, dealers, government authorities are attached in Appendix 

(2). A mix with the general information with authors’ expectations and the final results 

are attached in Appendix (3).  

 

4.2 Results presentations 

When the authors took over the project, some specific questions are asked by the 

Polish firm. In order to answer those questions, in-depth interviews are made. Before 

the interviews, related people who can probably help answer those questions were 

listed. Then very hard efforts were made to contact those people. Fortunately, those 

questions were answered. Then those information/ data can be classified as primary 

data. And those questions will not be answered one by one, but will be interpreted 

into different groups at first, and then they will be composed into different parts.  

 

4.2.1 Heating System and its market in Sweden 

Most professors and researchers would agree that heating system has been developed 

for decades in Sweden and now Sweden has become one of the most developed 

heating system countries.  
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District Heating and its market: Concerning the heating system, district heating must 

be mentioned. From the interviews with the professors from technique department, it 

can be summarized that the district heating system has been developed since 1948, 

and it has become the most popular way of heating in Sweden. District heating uses 

water that is centrally heated and distributed through a pipe system to individual users 

in areas of high concentration of activities and housing. The district heating system is 

proposed by every community (there are 21 counties, 289 municipalities in total in 

Sweden) serving millions of people. The district heating in Sweden competes on a 

non-regulated market, and occupies 50% 

(http://www.svenskfjarrvarme.se/download/4600/District%20Heating.pdf) of the 

heating market share. At present, around 75% of all apartment blocks and 180000 

small buildings are heated using district heating, and a total of almost four million 

Swedes get their heating from district heating – at home, at work, at school.  

 

When interviews were carried out with heating system designers, they all agree that 

district heating system is the most widely accepted heating ways for normal buildings. 

District heating system can be applied not only to houses, apartments, but also to 

schools, public transport, offices, etc. It can be found every where in Sweden. Clean 

water is heated and transported through pipes to different places. Then the heated 

water goes to radiant in rooms to heat the rooms, and the hot water can be used. 

District heating system is used in rooms and offices because it is very quiet unlike fan 

heaters. It is convenient and clean.   

 

Another reason using district heating is low production price. District heating is a 

system which includes three parts: production, distribution and end users. In the 

production step, CHP-plants are used to provide heat. CHP plants allow using the fuel 

at the most efficient way by producing as much as electrical power as possible and 

using the remaining heat efficiently. The fuel used is combined by oil, pellets, wood 

chips and biomass. As the amount of the oil is not too much, which occupies about 

12.4% (http://www.svenskfjarrvarme.se/download/4600/District%20Heating.pdf), the 

http://www.svenskfjarrvarme.se/download/4600/District%20Heating.pdf)
http://www.svenskfjarrvarme.se/download/4600/District%20Heating.pdf)
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price of district heating is often lower than oil and electricity.  

 

As reasons stated below, district heating has been described by the interviewees 

(professors and heating system designers) to be the most acceptable way of heating 

for normal buildings – including dwelling, offices, or schools. The figure below 

shows how the district heating will be occupied by different buildings. All of the 

buildings are classified into three catalogues: small house (family house), multi-house 

(blocks of flats/apartment), other buildings (including industrial buildings, factories, 

commercial premises, agricultural premises, etc.). However, in the total heating 

market, district heating’s shares in terms of different buildings are also different. The 

market share of district heating is very small in the heating market of single family 

houses, while the shares are quite large for apartments and other buildings.  

7%

75%
56%

93%

44%
25%

Family houses Blocks of flats Public premises

Other

District
Heating

 
Figure 4.2.1.1: market share of the heating ways 
Source: Swedish district heating association – Svensk Fjärrvärme 

At: http://www.svenskfjarrvarme.se/download/4600/District%20Heating.pdf – 2009  

 
Except from an indication of how popular district heating is, this figure has also 

shown how much market is occupied by other ways of heating. In paragraphs below, 

other ways of heating will be introduced.  

 

Other ways of heating: Except from district heating, there are other ways of heating 

by applying single heater rather than a pipe-connected way of heating.  

 

According to the results from the interviews, other ways of heating can be 

summarized as below. For family houses, only 7% is for district heating, the other 

http://www.svenskfjarrvarme.se/download/4600/District%20Heating.pdf
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93% is occupied by heating with oil, for example, in the very north part of Sweden, 

there is a city named Kiruna. People living near the forest use oil boilers. Besides, 

some people use heating with wood, pellets, heat pumps or electricity. For block of 

flats, mainly apartments, district heating occupies 75% while central heat pumps 

occupy the other 25%.   

 

For public premises, various kinds of heaters are used. They are: air curtains, radiant 

heaters, fan heaters, and convectors. Air curtains are used on the top of doors to keep 

a good indoor climate. For example, a door of a supermarket will be opened hundreds 

even thousands times every day. The warm indoor air will go out unless an air curtain 

is applied on the top of the door to keep the cold air outside. Fan heaters are often 

used for big premises where noises are accepted.  

 

Another important information is: for public premises, multi-ways of heating are often 

applied. Although district heating is widely accepted, the heat from district heating is 

only enough for normal room. For example, IKEA uses district heating for its offices, 

toilets, and fan heaters for its warehouse, air curtain on top of the doors. When large 

amount of warm air is need for big factories or warehouse or even agricultural places, 

fan heaters are very important. As a result, many public premises consider and apply 

different heating ways according to their needs. This information is from the heating 

system designers.  

 

According to the heating system designers, the availability of district heating provides 

much convenience for water heaters. As the district heating pipes transfer clean hot 

water, water heaters are more acceptable. The temperature of the hot water can arrive 

at 65°C, which makes the water heater able to work. This is why most heating 

designers would prefer water heater than electricity heater when district heating is 

available.  
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As a result, the availability of district is not a threat, because district heating and 

heaters have totally different functions which serve different situations. In stead, the 

availability of district heating helps the expansion of water heaters.  

 

4.2.2 Heaters (Product) 

There are mainly four kinds of heaters on the present Swedish market: air curtains, 

radiant heaters, fan heaters, and convectors. However different heaters work 

according to different situation and serve differently. Air curtains are used at the top 

of doors incase the open door brings cold air. Convectors are used to provide warm air 

upwards, which can be used to warm the cold drafts from windows. Radiant heaters 

are used to warm up specific place. They are used in most needed, and they are used 

to warm people in stead of surrounding air. Fan heaters are used to warm big cubic 

places with large amount of warm air flow. Surrounding places will be warmed up. 

There is a circumstance of applying fan heater, which is noise is acceptable.  

 

Consequently, when building designers design heating system for public premises in 

stead of apartments, different heaters are all possible to be used according to building 

owners different requirements. Those four types of heaters actually do not conflict 

each other. The competitions are among different brands not different series.   

 

Sources of energy used in heating devices are gas, water, and electricity. The most 

important one is water. As the heating system designers claimed, water heaters are 

much more popular if district heating is available to provide clean hot water. District 

heating system is very popular so water heaters are popular. Electrical heaters are also 

used. However, there is a problem, the continued heat may probably burn the fan, and 

smokes are not good, so one designer has his preference of using water heater, and 

does not like electrical heaters.  
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However, depending on different products and different function, sources are used 

differently. For the air curtain, all of those sources are possible to be used. For the 

radiant heaters, electricity is much more popular than water but gas is seldom used. 

For the fan heaters, electricity is much more popular than water but gas is seldom 

used either. For convectors, electricity is almost the only source, but for one or two 

type of fan vector, a combination of electricity and water is used.  

 

Concerning the voltage of the product, it varies according to different functions. 

According the heating system designers, in order to do much heat, three phase heaters 

are suitable, and for normal heat, one phase heaters are suitable. For most of the fan 

heaters, the steering system is one phase (230V).  

 

4.2.3 Sales scheme of heaters in Sweden (Place-distribution) 

In order to investigate how sales of heaters in Sweden like, the web sits of some 

competitors were studied. However, the web site does not say anything about the sales 

scheme. Then professors from technique department helped a lot in figuring out some 

contractors, and gave information about the sales scheme.  

 

In Sweden, some heater producers apply both ways of direct sales and also sign 

contracts with dealers. For direct ways of sales, buyers pay for the product directly 

form the producer, but distribution fee and installation are not included. However, if 

buyers go to the dealers, dealers will have their own ways to figure out customers’ 

needs.  

 

There are several distributors (brokers/dealers) for sales of heaters from different 

brands covering various. And the most popular way is that producers are at back, and 

then products are sending to distributors. Customers buy products basically from the 

distributor. Thus finding a good dealer is very important. 
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4.2.4 Who Decides What to Buy?  

Heaters are special products because normal customers (building owners) do not 

design the heating system. In stead, building heating system designers do the job. 

However, heating system designers do not construct, so there is another player – 

constructor.  

 

In the interview with university professors, they said the most important role is the 

designer, because normally they decide what to use. When the interviews were carried 

out with the heating designers, they admitted they design, and they have proposals of 

what to use, but normally if the building owner or constructor have any idea, they 

would like to be very open and have a dialogue.  

 

It is an interesting phenomenon. Professors said designers most important, but 

designers said building owners and constructors important too. When the authors 

interpret this phenomenon, they would like to believe that designers normally design 

everything; they decide the whole system and what to use, because normally building 

owners will not interfere since they give the job to designers, and constructors will 

respect designers’ professional idea. Although some times, building owner has some 

specific requirement, such as cutting the fee or constructors in case have any idea, yet 

the decisions are normally made by the heating system designer.  

 

4.1.5 Price 

Almost every interviewee admitted that Swedes are very price sensitive. Very strict 

laws require employers to pay high salaries and protect employees’ rights in addition 

with high taxes having decided that every thing in Sweden is expensive. However, 

one designer still insists that quality is also important. The heaters are supposed to 

work 10 years. As a result, pricing becomes the most competitive weapon with a 

qualified product.  
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4.1.6 Promotion 

Both professors and heating designers suggested popular ways to make heaters known 

by Swedish people.  

 

Making television advertisement, high way advertisement, and in shop advertising 

were suggested by the professor from the business department. However, professor 

from the technique department suggested more practical and cheaper way is to make 

advertisement on main heating technology magazines. Those magazines are read by 

professors, students, heating system designers, designing companies and construction 

companies, who more related people. One heating system designer suggested it very 

important to meet people. Sales men should go to visit designing companies and 

construction companies with brochures and promote the products. According to the 

observation of competitors’ strategies, most of them also attend exhibitions.    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 51 

5. ANALYSIS & DISCUSSIONS (INTERPRETATION) 

Before starting this chapter, there will be an explanation of the chapter composition. 

The contents of this chapter are based on mainly two parts of materials: a country 

background of Sweden, including six areas: ecological factor, sociocultural factor, 

economic factor, political factor, and technological factor; the other part is the results 

from the interviews. The interviews findings have been listed in last chapter, but the 

country background is listed in the appendix (1). It is the requirement of a scientific 

thesis organization although the country background information is very important. 

More over, the country background information has been selected in the information 

ocean. Information listed in the appendix will be helpful and related to the purpose. 

  

5.1 Reflections from the Ecological Factor 

First, low energy products will be more popular and acceptable on the Swedish 

market. As people in Sweden are very eco-friendly, and the government has very clear 

and strong opinion on climate and environment issue, low energy consuming products 

will be more popular. Since the government is concentrating more and more on 

energy saving, environmental-friendly products obviously meet the requirement.  

 

Secondly, policies affect the products. The policy of oil-free-Sweden will affect the 

energy use as a source for the heating products. As oil use will be decreased, 

electricity will be selected as a main source. From the primary research, the products 

on Swedish market at present basically use electricity as a source. However, the 

electricity in Sweden has increased because of the de-regulated Swedish electricity 

market. Consumers will be aware of the electricity consumption. As a result, low 

electricity use, or highly efficient products will be quite welcome. Although water has 

been using as a source, the amount is not as large as electricity. In this case, there is a 

prediction that heater which uses water as a source will be more popular than it was.  



 52 

Thirdly, the development of high-tech heating method will greatly affect the heating 

market. Solar energy is one of the most popular renewable energies, and it is the most 

possible one to be used among normal families. Special geographical situation and 

weather in Sweden has promoted the possibilities of applying solar heater. The 

heating method in Sweden will change greatly. Sweden has spent much government 

support on the research on solar energy use for heating in buildings since 2000. And 

this year, the government greatly emphasized its determination and technical 

possibilities of application on a large scale. From the information of government’s 

increasing financial support, there can be a prediction that there will be another wave 

of technical innovation which affect the products and provide large market with much 

profit. However the great market share means huge challenge to the research and 

development department of a firm on its ability of products.  

 

5.2 Reflections from the Sociocultural Factor 

Firstly, heating products have great market share in Sweden. On the one hand, the 

weather in Sweden is very cold. Various ways of heating begin to work from the 

middle of September till the next middle of May. Besides, the northern part of Sweden 

is covered by snow for almost 4 months every year. The natural environment has 

determined the huge demand of heaters. Every family, every office, every company 

needs a warm place to work and live. On the other hand, the cultural factor that 

Sweden is a typical feminine society which determines that living standard is greatly 

considered and protected. More than half of the officers in governmental authorities 

are female, and the same situation happens in companies. The gender style of a 

society decides how people will think and behave in this society. This factor is 

invisible but it can be described as the most important reason to explain people’s 

behaviour and their purchasing philosophy. Women consider qualified life standard 

much more important than other issues. In such a society, people work for life, the 

quality of work environment is as important as how much they earn. This is also the 
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driving reason for the Swedish social welfare system – fairness and consideration for 

human rights. Thus, the product which makes the Swede live comfortably is really 

very necessary. This is why, sometimes, a lot of energy will be used for heating even 

the place is relatively empty. It seems waste but it is the way how Swedes think. This 

cultural characteristic has decided that heaters are needed every where, and people 

would like to spend money on heating.  

 

A further discussion can be concentrated on this feminine society. The most 

distinguishing feature of a feminine society concerning their purchasing behaviour is 

that they are quite price-sensitive. The feminine social cultural has made the Swedes 

quite practical. For example, even they are very proud of their SAAB and VOLVO, 

but they still buy cars from other countries other brands because those cars can meet 

their demands. Comparing brand fame and a reasonable price, most Swedes will tend 

to agree with a reasonable price. This feature can guide firms on their pricing strategy.  

 

Moreover, the feature of the feminine society decides that a well-designed product can 

be more welcome. Well designed products are often humanized to meet the 

requirement of the Swedes. For example, a lighter heater will be more popular than a 

moral weighted heater, and the weight of the heater can be considered greater when 

the Swedes purchase it than people, for example, from America do. This feature gives 

a guide to the product strategy.  

 

Secondly, the aging situation of Swedish society has effect on their purchasing 

behaviour. An aging society normally will be very considerable. Thus, people in such 

a society often hope that their different needs can be met. Although customers need to 

be satisfied, yet this feature the Swedes behave more obviously. More over, people 

would like to spend the same money on a better-designed, better quality and cheaper 

product used by more people. On contract, a good package can not attract the particle 

Swedes. Actually, the feature of aging situation can well explain the developed 

distribution network of Sweden as well.  
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Thirdly, the small population is still a weakness of market for any product. Although 

heaters are necessity for the Swedes, yet a country with only 9, 3 million populations 

can not be a very big market compared with the market of China, India, or America, 

of course.  

 

Fourthly, three most popular and important cities of Sweden play quite important role 

in the strategic development of the firm. The most important harbor cities in Sweden 

are – the capital city Stockholm, the most industrialized city Göteborg and Malmö. 

Those three harbor cities situate in the South of Sweden. The distribution systems in 

those three cities are quite developed. And another important reason for location is 

that those three cities are geographically near Poland than other cities are. However 

each of them has their strong features which will be listed for good of branch office 

location selection.  

 

Stockholm: with a population of 1,873,000 it is the capital city of Sweden. It is the 

cultural, political, economical center of Sweden and the capital city of the 

Scandinavian countries. The geographical distance by road between Malmö and 

Stockholm is 619 km, and it is 484 km between Göteborg and Stockholm. Its 

neighboring countries are the Baltic Sea countries. It will be good for marketing 

programme and programme controlling of the markets in Swedish and the Baltic Sea 

countries. Sweden’s EU presidency policy priority has emphasized its international 

political relationship with the Baltic Sea countries, which will help the smoothness of 

marketing operation.  

 

Göteborg: with a population of 879,000 it is the most industrialized city of Sweden 

and the biggest harbor city among the Scandinavian countries. Besides the population 

density is also considerable. There is quite large number of firms in Göteborg, 

probably the largest number among those three major cities. The distribution system 

in Göteborg is the most developed in Sweden and probably among the Scandinavian 

countries. Its neighboring countries are Norway and Denmark. It will be good to the 
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marketing expansion to Norway and Denmark with great market share, which can not 

be neglected. The geographical distance by road from Göteborg to Stockholm is 484 

km, while it is 276 km from Göteborg to Malmö.  

 

Malmö: with a population of 604, 00 it is the nearest city to Poland. Besides, there is a 

bridge which connects Malmö and Denmark. It is the best location concerning 

Denmark among those three countries. It is the least developed city among those three 

cities, but the nearest to the headquarter Poland. Thus the cheapest distribution fee 

might be the most attractive. There is 276km from Malmö to Göteborg, and 619 from 

Malmö to Stockholm.  

 

Furthermore, the markets of those three harbor cities for heaters for industrial 

buildings and premises are comparatively large. As there are many developed 

industrialized firms in those cities, there are more big buildings and premises than in 

other cities. However, if a comparison has to be made among those three cities, 

Göteborg, with the greatest industrialized firms, might be the biggest market bite.  

 

Last but not least, linguistic factor in Sweden seldom affect the marketing operation. 

Although the mother language of Swedes is Swedish, yet almost all Swedes can speak 

English. There will be very little problem of language. Besides, a large number of 

Swedes can speak Finnish, and some of Swedes can speak Germany, Spanish, or 

Chinese. Sweden is quite cultural open country.  

 

5.3 Reflections from Economic Factor 

Firstly, Sweden is a country of high purchasing power. The GNI per capital (US＄) is 

50,942.87 which ranks 8 in the world. Sweden ranks as a high income country in the 

list of income category. Although GDP of the second season in 2009 was 

647,9520000SEK which increased 0.2% from previous period, but decreased 6.0% 
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compared from corresponding period from previous year, the IMF predicted Sweden’s 

GDP out of the deficit. Sweden is still powerful in reaction to the financial crisis and 

is powerful in its economy recovery. The unemployment of Sweden has increased to 

8%, but the strong and powerful social welfare system still satisfies people’s needs 

and life. Unemployment will not bring panic as it does in Germany or America. 

Consequently its strong purchasing power still results in a big market share.  

 

Secondly, qualified, well-designed, efficient and low energy consuming products will 

be the most competitive ones. Sweden is a country of export; its exports amount is 

larger than imports. The country’s export is famous for its greatest industrial strength 

of engineering and related high-technology manufacturing. The traditions of qualified 

products or services are widely accepted by Swedes when they purchase technique 

related staff. Customers’ high standard or requirement on engineering and related 

high-technology manufacturing will emphasize the quality.  

 

What is more, Sweden used to be an intensive industrialized country, and it is now 

transferring to the intensive technical and innovative country. Thus the competition of 

technical products will be focused on quality and design. Besides, the Swedish 

government emphasizes very much on its climate, environment and energy issues. 

The government imposes comparatively heavy taxes on energy consumption. 

Customers will buy the heaters which are less energy (efficient), qualified and well 

designed. If the firm wants to be successful on the Swedish market, products must get 

the most attention from the decision makers. A strong and powerful technical support 

and research and development department is the very weapon.  

 

Thirdly, Swedish krona should be taken into consideration and suitable financial 

derivatives should be chosen carefully to prevent the currency risk. Although Sweden 

is a strong member of EU, yet Sweden has its own currency. Poland on the other hand 

belongs to the Euro currency zone. In 2008, Swedish krona was affected by the 

financial crisis, but Poland did not. This is just an example to state the importance of 
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financial derivatives unless Sweden joins the Euro zone.  

 

5.4 Reflections from the Political/Legal Factor 

The Swedish government has a very open mind concerning international trade and 

welcomes trade partners from all over the world.  

 

First, there are different websites officially from different authorities helping people 

invest and trade in Sweden. Those websites have languages to choose to assist people 

from different countries, and English is the most popular language. People work in 

those institutions with high efficiency. E-mails will be responding quickly and 

different questions will be arranged to different people being responsible for this field.  

 

Secondly, the bureaucracy situation in Sweden is quite acceptable. Although Sweden 

has strict rules, yet Swedish government provides a series of steps to follow. The only 

things firms have to follow in Sweden are rules and steps. However, the process of 

entering the Swedish government is very easy compared with the other 182 countries 

in the world. This situation reflects the attitude of the government, which is open and 

welcome. For members within EU, Sweden obeys the free trade protocol. No customs 

or tariffs will be imposed. Only normal domestic taxes will be imposed. And the tax 

information can be required from the local tax office (Skatteverket) when a firm does 

its trade in Sweden. Main trading partners outside EU are: North America, Japan, 

China and India.   

 

At last, there is protection of basic rights as well as rules to obey for every firm 

entering the Swedish market. Firms entering Sweden have to register so that the 

company rights will be protected. And then the institute of invest in Sweden is the 

authority dealing the general questions concerning doing business in Sweden. The 

ways of doing business in Sweden are: starting a limited liability company, starting a 
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branch, opening a representative office and starting a franchise business. Steps and 

guide concerning how to run the business have also been guided. Rules and 

regulations of good taxes are also included, which have to be followed.  

 

5.5 Reflections from the Technological Factor 

A firm wants to win in Sweden must have a strong technical support.  

 

When the giant Swedish companies are studied, the common feature of them all is 

that they have a very strong and powerful department of research and development 

(R&D). From Sandvik to SAAB, every one of the most competitive companies has a 

powerful group of technical support. Moreover, Swedish government invest very large 

amount of finance covering research in universities and helping corporation between 

companies and universities. Swedish university students are famous for their practical 

ability, and their ability in turn boost the development. Further, innovation is an 

essence of vital importance. The Swedish government seriously value innovation, 

which makes Sweden strong in the competition all over the world.  

 

Under such circumstance, only enter with a powerful technical support can a product 

win. Heaters are not clothes or shoes; the feature for heaters is the advanced 

technology. As a result, in order to make the product up-dated and competitive, the 

technical support must be available.  

 

5.6 Reflections from the Competitive Factors 

The most competitive player on the Swedish market has a feature of high-technique 

and emphasizes the variety of products.  

 

After observing some present players, a reflection is that the competitive firm has a 
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wide range of product serving different requirements of heating. However, according 

to the in-depth interview, designers’ suggestion plays a very important role in deciding 

which heater to use. Thus the relationship with the building designers is very 

important.  

 

5.7 Discussions 

When all of those factors affecting the Swedish market are combined with the specific 

interviews, the evaluation of if Swedish market ‘right’ to enter can be made. The 

chances and challenges will be listed respectively below in order to evaluate the 

Swedish market concerning heaters.  

 

5.7.1 Chances 

Ø Purchasing power: very strong. As the economy of Sweden is strong, this critical 

factor can be fulfilled. This is the definitely chance. Heaters in such a country are 

a basic necessity of every one. There will not be a problem as selling Benz in 

Zambia. It is like selling mobile phone in China. With the support of the strong 

social welfare system, the purchasing power for basic necessity is very strong.  

Ø Political stability: three adjectives can be used to describe the attitude of the 

Swedish government on the issue of EU trade – stable, welcome and 

transparency.  

Ø Environmental friendly: Swedish’s eco-responsible attitude decides that the LEO 

heaters will have large market share.  

Ø Industrial structure: Sweden is a highly industrialized country, thus there are a lot 

of large industrial premises which provides the firm large market.  

Ø Geographic location: Sweden is a very well located market for the firm because 

Sweden is physically very near Poland. On the other hand, Sweden will be a good 

choice for future strategic development. Once the firm enters the Swedish market, 
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it will be provide much continence and cheap distribution fees for spreading its 

products to Norway and Denmark. It will be a very important step in the firm’s 

long-term development. Moreover, it will be good to the Baltic Sea countries’ 

markets for the same reasons. Since the firm enters the Swedish market, it will be 

important for future controlling of several markets.  

Ø Practical Swedes: the practical Swedes are price-sensitive, which is determined 

by the special culture. Although Sweden locates in Europe, the social culture of 

Sweden is very special. It is a feminine society. It is one the only several feminine 

societies in the world. This special point makes the Swedes different. Swedes are 

practical, considerable and honest, which are very good for people to do business.  

Ø Highly developed logistics system. Highly developed logistics system in Sweden 

makes doing business quite accessible.    

 

5.7.2 Challenges 

Ø R & D: the most important part in challenge is that the existing competitors on 

the Swedish market. As it is the Swedish tradition to emphasize on the 

technological competitive power, it will be a challenge to the firm’s technical 

support. And the ability of technical innovation is very important. The battle of 

products will not be easy. And this battle includes not only pricing, but also the 

design of qualified, efficient, low energy consumption, environmental-friendly 

and also possibilities for different demands.  

Ø CRM (Customer Relationship Management): building heating system designers’ 

suggestion is very important in deciding which heater to use. As a result, the 

relationship management for this invisible player will be very important. How to 

well manage this relationship is a challenge. Besides, the present competitors 

already have some relationship with this invisible player, thus how to compete in 

this situation is also a challenge.  
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When the evaluation goes, a pyramid can actually state the Polish company’s 

competitive power against the present competitors. Figure below shows the pyramid 

and explanations are added. 

 
Figure 5.2.7 The Polish Company’s Competitive Power (own source) 

 

As shown in the pyramid, at the foundation level is the support from the political/legal 

part. The Swedish government holds a very open mind regarding international 

business, and its attitude is stable. The political supportive attitude can be regarded as 

the soil for any business, without which no business can be carried out smoothly. The 

Swedish government is now encouraging foreign investment, and many Asian 

companies have found their business opportunities in Sweden thanks to the 

Company’s 
core value 

Pricing strategy 

Sociocultural effects 

Strong purchasing power 
 

Political / legal supports 
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government’s open mind, transparent policies and less bureaucratic rules. Concerning 

the Polish company, Sweden holds a stable attitude towards free trade within EU, so 

there will not be any entrance barriers.   

 

Based on a supportive government, the pyramid goes to the second level which is 

narrower. In this layer, the strong economic of Sweden indicates that Swedish people 

have a strong purchasing power. A healthy and stable economic environment is 

important for all business. Only when people have strong purchasing power, dare not 

they spend money. In some countries with less powerful economic, heaters can not be 

bought by normal people, then heater producers will not have a big potential market. 

Heaters are not as cheap as hamburgers, and they are even not as necessary as 

hamburgers in some countries. However, in Sweden, in addition to the cold weather, 

rich Swedes have enough money to afford a more comfortable life, and have to pay 

for heaters. This level of the pyramid goes deeper for the Polish company to expand 

its foreign market.  

 

The next layer of the pyramid is the sociocultural effects. As it has been analyzed 

previously, in the feminine Swedish society, people consider more about the weaker 

ones, and people would like to have a comfortable life, and working environment. 

Much finance will be invested in promoting people’s life and working environment. 

No one would like to have others work under bad condition. The bad natural 

environments in addition with the Swedish people’s personalities have decided a great 

potential of the market share. Although there are different kinds of heaters to choose 

from, the Swedes would also like to cover every condition so every kind of heater will 

have its big bite of the market. For example, in an industrial factory, there will be 

district heating for offices, toilets, and quite possibly there will be convectors against 

the windows, air curtain protecting the indoor climate and also fan heaters for its 

warehouse. Moreover the aging people in Sweden really can not bear the cold weather, 

which makes the warmth for every place must be covered. The sociocultural effects 

are more important and this essence stands on a relatively higher and narrower level 
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of the pyramid, because the social values will affect the product design and price. As 

the Polish company has strength in its research and development department and good 

at designing, its product can meet requirements of the Swedes. People in a feminine 

society are very price sensitive, which is directly affected by their values and 

personalities. As the Polish company produces heaters out of Sweden, it is quite 

possible its costs will be much lower than the local Swedish producers. Then pricing 

strategy will be a very powerful weapon. Moreover, Swedes’ personalities do not 

bring brand discriminations, so the Swedes are very open with all brands from 

different countries all over the world. These personalities and values make it possible 

for the Polish company to enter the Swedish market without any internal resistances.  

 

An even upper level of the pyramid is pricing strategy. When authors analyze the 

main competitors on the Swedish market, it has been found that those producers are 

local Swedish producers. They have producing base in Sweden. In this case, they have 

to pay their employees according to the Swedish living standard and laws. Larger 

amount of cost will cover the salaries and taxes. High taxes with salaries have made 

Swedish companies less and less competitive. The Polish company can easily get 

advantages because they have production base in Poland. Pricing strategy can be used 

by the Polish company because price is a very important issue when Swedish 

customers choose from different brands. This advantage can be regarded of vital 

importance. If it is competition between two Swedish companies, pricing strategy can 

be very hard to carry out. If the cost can be lower, profits will be more, or market 

share would be larger.  

 

The highest level of the pyramid is the Polish company’s core value. The Polish 

company has a very strong organizational culture. They value experienced employees, 

expertise, innovation, design, environmental care, and fairness in business. On the one 

hand, an organization with a very strong organizational culture will be very open and 

adjust to different competitions. Thus survive in the competition. On the other hand, 

what the Polish company values is also what most Swedes value. Its innovation and 
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designs of product will meet the needs on the Swedish market very soon. Its 

environmental care will result in product efficiency and low energy consumption, 

which are very important in Sweden. Further more, its fairness with business partners 

will win them belief from dealers and customers. Honest Swedish people do like 

dealing with tricky partners. This feature comes from the value of Swedes. A 

company without very strong idea in organization’s core value can hardly win in the 

violent competitions. A strong organization’s core value is the most important.  

 

Interruptedly, those five elements of the pyramid can be the five most important 

standard when consider the question: if Sweden ‘right’? The answer can be: Yes. And 

the pyramid analyzing way is also very reasonable and convincible. Although the 

pyramid goes narrower and narrower which means the analysis of ‘yes, Sweden is 

right’ will be more and more powerful, yet each layer has inter-connections between 

one another. For example, the sociocultural effects is placed at the third layer, but the 

sociocultural effects invisibly affect the possibility of pricing strategy which strongly 

supports the upper level. Further more, the social value decides Swedes’ honest so 

that the Polish company’s fairness will win Swedes’ preferences. This third level even 

indirectly supports the highest level. This is the reason why sociocultural effects got 

much emphasis in this research. Farsighted decision makers will not ignore the 

invisible essences and their long-term impact.    

 

5.8 A General Design with Suggestion for Future Activities 

Since the answer can be ‘YES’, entry mode and future operations on the Swedish 

market can be considered. The operation should cover the marketing programme 

(marketing mix) in 4Ps areas.  

 

First of all, entry mode selection. According to an interview with the Swedish 

investment agency, there are four modes possibilities. They are: starting a limited 
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liability company, starting a branch, opening a representative office, and starting a 

franchise business. The situations for choose each of them are listed below: starting a 

limited liability company, a share capital of at least SEK 100,000 is required. The 

limited liability company will become a legal Swedish entity if it has been registered 

at Bolagsverket (Swedish companies’ registration office). A branch requires no capital 

but will be regarded as only a divisional office of a foreign-based company not a 

separate legal entity. The branch also needs to be registered at Bolagsverket (Swedish 

companies’ registration office) with its unique name. The third choice is a 

representative office. There are many limitations on the representative office Sweden, 

which is the most limited presence for foreign-based companies in Sweden. 

Little-used organizational structure, lack of company status and not possible to enter 

into the commercial agreements should be taken into consideration. Franchise 

businesses are used for retail industry in Sweden.  

 

Secondly, operations of marketing mix.  

The present products of the Polish company can be sold and an adjustment can be 

made after a period of time. And an emphasis on the product design should be the 

theme which has to be bare in mind. Who meets the social theme – environment, 

climate, and energy, who wins the market. Who meets customers’ needs who wins the 

market.  

 

Pricing strategy can be applied. Cutting down the price can help win the market share. 

Competitors’ price investigation will be important for the company’s sales manager. 

However, the possibility of pricing strategy should be quite big. Since price is a very 

important factor for the Swedes when they decide what to buy, a good pricing strategy 

will win more market shares.  

 

Promotion ways adopt heating designers’ suggestion: making advertisement on the 

main technique magazines which are mainly read by heating system designers, 

constructors, professors and students. On the other hand, multi methods of advertising 
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can be taken into consideration, such as hiring people speak Swedish and know basic 

theory of their product to make sales promotions to the heating designers with their 

brooches. Swedish companies have a very good habit, which are employees have time 

to take break and will get together chat and drink coffee and eat cakes. Sales men can 

make use the opportunities to visit heating designing companies and construction 

companies to make the products known. The relationship with the building designers 

should be established. As the building designers are very important role in the 

decision of which product to use and what brand to buy. The relationship management 

with the designers is one way to expand the market share.  

 

Since meeting people is very important in sales promotion, exhibitions can also be 

used. Taking part in technical fairs is also one way. Those are the ways of promotions 

which cost little finance, but TV advertising can also be considered if abundant 

finance can support it. Other wise, web sit advertising can be a compromising way of 

advertising. However, the information bomb has resulted people in a tired information 

accept, so the web sit advertising should be used carefully.   

 

The place of the distribution can be chosen among: Stockholm, Malmö or Göteborg. 

The preference is Göteborg because the city with large number of industrial premises 

is a huge market. The representative office can handle and control marketing activities 

in Sweden and make a strategic possibility for future marketing programme in 

Denmark, Norway and the Baltic Sea countries. 

 

Last but not least, other important issues. Distributors / dealers have to be specified. 

Since the sales way for heaters in Sweden is like this, the firm has to find a heater to 

sale the product. The entry mode should also be considered carefully because the staff 

employment should be taken into consideration. It is an important process because the 

payment seriously affects the profits. The reason is that there is strict rule of payment 

in Sweden. Cost of labor Minimum wage is 13 000 SEK/month full time (1 700 EUR), 

average wage19 150 SEK for men and 17 410 SEK for women (2002).Social 
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contributions: Social security contributions paid by employers: 33 %. Social security 

contributions paid by employees: 6.95%. The firm can consider arrange the current 

employees in Poland to work in Sweden.  
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6. CONCLUSIONS 

 

This thesis is a result of months’ hard work. Firstly, it has taken the environmental 

context of Sweden into consideration for the Polish firm’s decision maker. The 

environmental context includes ecological factor, sociocultural factor, technological 

factor, political/legal factor, economic factor and competitive factor. They are very 

strong support for analysis of invisible futures rather than simply background of the 

country Sweden. A good connection between those factors and phenomena will imply 

a lot of meaningful results. Thus the market potential, product trends, customers 

purchasing behaviour, purchasing power and values can be identified, which are 

extremely important for marketing analysis.  

 

Secondly, in-depth interviews, telephone interviews, e-mail interviews and 

observation methods are used to investigate answers to specific questions. Several 

specific questions were asked by the Polish company at the very beginning for a 

deeper understanding of the heater market in Sweden. Those questions are all 

answered through different interview methods and observations. Many people were 

interviewed, many governmental authorities were visited, and many documents were 

read to better achieve the goals.  

 

Thirdly, the competitors’ marketing strategies were studied. Without a good 

understanding of the competitors, no business can be done well. The Polish company 

as an entry one, should take competitors into consideration seriously. This thesis 

analyzed competitors’ activities, and then gave suggestions.  

 

Finally, this thesis provides more practical operations. After an evaluation of the 

challenges and chances, and an important pyramid with advantages of the Polish 

company, it is possible to answer: entering Sweden is a ‘right’ farsighted choice. Then 
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further steps carried out through more interviews and observations. The entry modes 

possibilities were provided. And how the company can carry out a marketing strategy 

including 4Ps areas were also supplied.  

 

In all, this thesis has successfully collected information from the beginning step of 

decision making to further applied approaches to the market. It will be very helpful 

with plenty of information for the Polish company.  

 

From this research, it can be drawn that what can be obviously seen is only a very tiny 

part of the iceberg. Let us take Titanic as an example: the huge Titanic was crashed by 

a small piece of iceberg along the sea level. What can be seen is just a small part of 

the iceberg, while what can not be seen is the other very huge deathful part under the 

sea level. Thus, the background is like the small visible part, but when you analyze it, 

huge part of invisible meaning will be found. If the background can be well analyzed 

and connected to business, huge meaningful reflections will be presented.  

 

As a result, when researchers study a market, both visible and invisible factors should 

be taken into consideration. Do not ignore the background, because the visible part 

indicates huge invisible effects. This can also be well defined by the famous saying 

‘the butterfly effect’. In the business world, each chain has close relation with one 

another. One chain breaks, a whole business world collapses. However, the same 

theory applies also to the chance, which indicates a very small spark finally lights 

huge fire.  

 

When the thesis goes to the end, many thoughts are reflected. The earth is the only 

place we human being live in. The sustainable development as a topic has been talked 

for years. When decision makers decide a market to enter in, a designer designs a 

product, a customer purchases a good, sustainable development has every connection 

with them. It questions human, and it provides chances for business as well. However, 

only those can understand the philosophy of being a person and balanced 
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relationships – relationship between human and nature, relationship between decision 

maker and market, relationship with your competitors, etc. can win the battle in the 

business world. When the tricky business world meets technology, only the innovative 

ideas can win. No matter it is an innovation of technology or an innovation of strategy. 

The real smart ones are those who can handle their roles flexibly in numbers of 

situations. And the real smart ones can make a little spark lighten a great fire. 
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8. Appendix 

 

APPENDIX (1) Country Background of Sweden 

 

 

 

l Location and Geography: Sweden is situated in a portion of the great Eurasian 

land mass. The land area is 173,732 square miles (449,964 square kilometers). The 

southernmost part of the country (Skåne, or Scania) is a continuation of the fertile 

plains of Denmark and northern Germany. Further north is a heavily wooded highland 

region (Småland). The rest of southern Sweden consists of a landscape between the 

cities of Stockholm and Göteborg (Gothenburg). North of this belt is a borderline area 

separating the more southerly regions from the terrain of Norrland. Along this 

borderline is Bergslagen. Further north are Kiruna and Gällivare-Malmberget. The 

western border between Sweden and Norway mainly follows the Scandinavian 

mountain range. Sweden is a prime location for centralized market operations in 

Northern Europe. And the preferred choice for regional headquarters and 

multi-country distribution centers, contact centers and shared service centers. It is the 

only country that offers 24-hour distribution to all major destinations in the region, 

with advanced distribution and communication infrastructure from ten logistics hubs. 

 

The map of Sweden is shown below.  
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Figure Appendix 1: Location of Sweden 
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Table below show some of the facts of Sweden.  

Total area: 173,731 sq miles (449,964 km2) 

                  

Some distances 

                 Max. North – South    1,574 km (977 miles)   

                 Max. East – West      499 km (310 miles) 

 

                 By road 

                 Malmö-Stockholm       619 km (385 miles) 

Malmö-Göteborg        276 km (172 miles) 

Göteborg-Stockholm     484 km (301 miles) 

 

Total population 9,011,000 

 

Population in major cities (incl. suburbs) 

Stockholm 1,873,000 

Göteborg 879,000 

Malmö 604,000 

Table Appendix 1: Facts of Sweden 
Source: country report of Sweden from official gateway to Sweden 

 

Concerning the geographical factor, fall and winter arrive early. The mean 

temperature of Sweden is 4.8ºC (Klimatdata för Sverige: Mean temperature of each 

month in cities of Sweden). Because of the cold weather in autumn and winter, the 

public heating system works from the middle of September to the next middle of May 

every year.  
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Ecological Factor 

Ecological factor will affect product design and customers’ minds and their 

purchasing behaviour. 

 

According to the two sub-dimensions of the ecological factor: the eco-responsibility 

and the overview of the ecological factor of Sweden, this factor can be disassembled 

as: how Swedish government and the Swedes think of their eco-responsibilities and 

what are their policies or actions concerning their eco-responsibility. Not under every 

circumstance may the ecological factor be discussed in a marketing research. 

However, the product is air curtain, which consumes energy, and energy has become a 

global issue, which affects the relationship between human and nature. Thus, the 

ecological factor in Sweden even all over the world would be a ‘must’ factor to be 

discussed in the plan of the firm’s globalization. The findings of ecological factor 

come mainly from three governmental reports: Annual Energy in Sweden 2008; 

Energy in Sweden – Facts and Figures (2008); and Sweden’s Environmental 

Objectives in brief.   

 

From those literatures, it can be found that from authorities and business to 

organizations and individuals, everyone in Sweden society needs to play their part. 

“Sweden’s energy policy, in both the short and the long term, is to safeguard the 

supple of electricity and other forms of energy on terms that are competitive with the 

rest of the world. It is intended to create the right conditions for efficient use of 

energy and a cost efficient Swedish supply of energy, with minimum adverse effect 

on health, the environment or climate, and assisting the move towards an ecologically 

sustainable society.” These guidelines for the country’s energy policy were set out in 

the 1997 Energy Policy Agreement (Bill n 1 o. 1996/97:84), together with a strategy 

for continued restructuring of the country’s energy system. Sweden will improve the 

efficiency of energy use and turn to renewable energy sources. Sweden uses the 

highest proportion of renewable energies among EU countries. Sweden has ratified 
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the UN Climate Convention which was formulated in Rio de Janeiro in 1993. The UN 

Climate Convention aims to reduce the emission of greenhouse gases into the 

atmosphere and also the subsequent Kyoto Protocol with its implementation rules and 

guidelines. There are three mechanisms under the Kyoto Protocol framework, and 

they are International Emission Trading (IET), Joint Implementation (JI), and Clean 

Development Mechanism (CDM). Besides Sweden has introduced an Electricity 

Certificate system, which is a market-based support system for boosting electricity 

production, based on renewable energy sources such as hydro power, wind power, 

solar energy and biofuels. To limit the use of electricity, especially to restrict the 

electricity of industrial use, there has been introduced the energy tax on electricity 

used in manufacturing industry on 1st July 2004. And there is programme for 

improving energy efficiency in industry (PFE).  

 

Moreover, there are building regulations concerning energy use in buildings. The 

National Board of Housing, Building and Planning’s Building regulations are an 

administrative policy measure to influence energy conservation and management in 

buildings. Buildings must designed and constructed to limit overall energy use by 

means of low heat losses, low cooling requirements, efficient use of heating and 

cooling and efficient use of electricity. Under such requirements of building, the most 

popular way of heating (both public and domestic) is district heating, which provides 

heat from a local combined heat and power plant and is transferred by pipes to 

different buildings – public places, industrial premises, and families.  

 

Besides there are different grants to motivate energy save. Grants for conversion of 

heating systems (Ordinances 2005:1255 and 2005:1256) aims to reduce the country’s 

dependence on oil, to encourage efficient and environmentally begin use of energy, 

and to reduce the use of electricity for heating purposes. There are grants for 

high-performance windows or biofuels boilers etc. in detached houses. There are 

grants for energy efficiency improvement and conversion in public premises. And a 

grant for solar heating in commercial premises and detached houses is available until 
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the end of 2010 with the purpose to encourage the use of solar heating technology for 

heat supplies. The grant is for installation of solar heating systems for space heating 

and/or domestic hot water production.  

 

The Swedish government increased subsidy budget which is more than doubled the 

total annual budget of the long term incentive programme at the beginning of 2009. 

The budget has been increased from Swedish kronor (SEK) 10 million (EUR 1 

million) to SEK 25 million (EUR 2.5 million). Simultaneously, it increased the 

maximum subsidy per project from SEK 250,000 to SEK 3,000,000, enabling buyers 

to profit from incentive-based subsidies solar thermal systems.  

 

Sweden’s presidency of the EU of 2009, the Swedish government promotes five 

overall priority working areas: 

Ø climate, the environment and energy 

Ø employment, growth and competitiveness 

Ø a safer and more open Europe 

Ø the Baltic Sea and relations with neighboring countries  

Ø the EU, as a global party and continued expansion.  

 

Last but not least, as the extensive burning of fossil fuels threatens the living 

condition, combined with the situation of growing oil price, there is commission on 

oil independence to make Sweden an oil free society. In December 2005, the 

Government appointed a commission to draw up a comprehensive programme to 

reduce Sweden’s dependence on oil. Sweden accepts this challenge. In this document, 

we propose a number of far-reaching, concrete measures that can end our dependence 

on oil by the year 2020 and tangibly reduce our use of oil products. Our ambitious 

objectives are as follows: 
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Ø Through more efficient use of fuel and new fuels, consumption of oil in road 

transport shall be reduced by 40-50 per cent. 

Ø In principle no oil shall be used for heating residential and commercial buildings 

Ø Industry shall reduce its consumption of oil by 25-40 per cent. 

 

Sociocultural Factor 

Sociocultural factor can be considered as the most important part because it will affect 

marketing decisions across all aspects of product, price, place and promotion. Every 

society has its own features, and each society can not be the same as one another. 

Features of a society are unique to the society, which are important essences to 

distinguish societies. Social cultures and values are inherited generation by generation. 

People in one society learn and extend their social cultures and values. In the business 

world, every product has its own value, and their values are normally quite different. 

Thus, concerning the market, why people choose different products, and how people 

value different things are seriously affected by their social cultures and values.  

 

- Demography: it is an important factor which will affect products design and 

distribution. The population is about 9, 3 million. In terms of population, it is in the 

same league as Belgium, Bolivia or New Jersey. A land of relative ethnic 

homogeneity has been transformed into a multiethnic society, by immigration in the 

second half of the twentieth century. Today, about a tenth of the inhabitants are 

foreign-born, and an additional one-tenth was born in Sweden but have at least one 

foreign-born parent. These include persons from the rest of Scandinavia and Finland. 

Immigrants from non-Nordic countries are concentrated largely in urban areas, 

particularly Stockholm, despite government efforts to promote a more even 

distribution. The indigenous Sami people number between 17,000 and 20,000. 

Besides, the age pyramids of Sweden show that the small population is growing to an 

aging society. Figure below is the age pyramids.  
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Figure4.1.2.2: Age pyramids of Sweden, source: Statistics Sweden  

Source: statistics office of Sweden 

 

- Linguistic Affiliation: language is an important essence when business is carried 

cross borders. Most citizens speak Swedish as their first language and English as their 

second. Swedish is a North Germanic language related to Norwegian, Danish, 

Icelandic, and Faeroese; it has incorporated elements of German, French, English, and 

Finnish. English is a required second language in school. However, English is a very 

popular language in Sweden and almost all young Swedish people can speak English.   

 

- Social Welfare: social welfare system can mainly reflect people’s value of a 

country. Sweden is famous for its advanced national general social welfare system. 

Communal institutions ensure the well-being and economic security of all citizens. No 

other country has as low a rate of poverty and social exclusion. Health, education, and 

social-welfare programs are comprehensive and universal. Coverage for all citizens 

prevents the development of an underclass. Education is free from preschool through 

the university level, and most medical care is free or available for negligible fees. The 

costs of these services are covered by a system of progressive taxation.  Schools are 

well funded and of high quality. Free tuition and grants and loans for living expenses 

make higher learning available without regard to social class. About one in three 

students begins some form of higher education within five years after completing 
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upper secondary school. Half of these students are women. Most universities and 

colleges are state-financed but locally administered.  

 

Because of the advanced social welfare system, most Swedish people work in a quite 

peace environment compared with other countries in the world. When people can 

basically get equal welfare, there will be little conflict in the society, which will make 

the Swedish people seem to work leisurely. This is very important when people from 

other countries do business with Swedes. Swedish people do not like working in a 

high pressure environment, and they work strictly according to a plan. Holidays are 

also very important for the Swedish people.  

 

- Cultural: it is extremely important to notice Swedish social culture. The very 

unique and special Swedish social cultural will make Sweden very different from 

other countries. This difference will seriously affect not only the way people should 

do business with the Swedes but also how Swedish people will value a product when 

they pay money for it. This unique feature will affect how important pricing is.  

 

No other country has a higher proportion of women as parliamentarians (43 percent) 

and cabinet ministers (50 percent), and Sweden leads the developed world in the 

percentage of professional and technical workers who are women. The proportion of 

women in the labor force is the highest worldwide. This is due both to job 

opportunities in the public sector, and to the support that sector provides to women in 

private firms. Public child-care institutions make it easier for women to work outside 

the home. With a robust feminist movement, comprehensive publicly supported child 

care, and an unparalleled percentage of women in government, Sweden is considered 

a leader in gender equality. Advancement in this arena is a significant national 

self-stereotype, a symbol of what distinguishes Swedes from others. The Swedish 

society is described as a feminine society, and the word ‘femininity’ is often used 

concerning the Swedish society. Sweden is of a femininity culture, and Sweden is a 

very typical femininity culture country in the world.  
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Two pieces of recent legislation reflect gender attitudes. In 1995, Sweden began 

reserving one month of parental leave for fathers. After the birth of a child, a couple 

receives fifteen months of paid leave to divide between them, with one month set 

aside for each parent; a father who chooses not to participate forfeits the couple's 

parental benefit payment for that month. This policy has increased the rates of 

paternal participation in child care.  

 

In 1999, Sweden became the first nation to criminalize the buyer, not the seller, of 

sexual services. The law's authors noted their aim of prosecuting only those they 

considered the exploiters (normally men), not the exploited (normally women). The 

sexual liberalism of the 1960s and 1970s has been replaced by laws, attitudes, and 

enforcement regimes that are among the most stringent in the European Union. Even 

some people claim this piece of law, women are still protected.  

 

Although cultures of different countries are quite different, yet the human world can 

basically be divided into two types: feminine society and masculine society. On the 

opposite part of feminine society, it is masculine society where men are the main 

players in a society. Since Sweden has been classified as one of the feminine societies, 

it must be quite different from a masculine society. Besides, there are quite few 

countries are in feminine cultures now. Sweden is just one of them. As a result, 

people’s value, behaviour, and purchasing must be very different because these 

elements are all affected by the social culture. This part can never ever be ignored by 

decision maker. Product designs, pricing, distribution and advertisement will all be 

affected by its unique social culture.   
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Economic Factor 

A healthy economy is good for consumers and markets, in which consumers are able 

to buy more goods and services, and companies can make higher profits.  

 

Concerning the economic factor of Sweden, the figure below shows some key ratios 

of Sweden.  

 

 
Figure4.1.3.1: key rations for Sweden. 
Source: Statistic Sweden, Swedish National 

 

Sweden implements a ‘mixed economy’ system – a combination of well-developed 

private industry and commerce and the advanced state-owned public service sector. 

Sweden has a long track record of very high productivity, and it is famous for its 

high-payment, high-tax, and high-welfare. From the World Bank Group, the GNI per 

capita (US＄) is 50,942.87 (The World Band Group, 2009) and it belongs to the high 

income category. Sweden is home to several giant transnational corporations, which 

dominate foreign trade. The country’s greatest industrial strength is in engineering and 

related high-technology manufacturing. Major products include telecommunications 
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equipment, cars and trucks, airplanes, household appliances, industrial machinery, 

electricity generation and transmission systems, steel and high-grade steel products, 

armaments, paper and pulp, furniture, chemicals, and pharmaceuticals. All the major 

industries are export-oriented and depend on economies of scale created by sales 

beyond the small domestic market. Significant imports include computers and 

telecommunication equipment, industrial machinery, motor vehicles, food, clothing, 

chemicals, and fossil fuels. Trade with developing countries has been encouraged by 

social democratic and policies. Figure below shows the exports and imports of goods 

and services.  

 

 
Figure4.1.3.2: Exports and imports of goods and services 

Source: statistics office of Sweden 

 

Compared with 2008, the global financial crisis had affected the Swedish labour 

market, and the unemployment increases to 8.3%. Furthermore, figure below shows 

the employment rate in the EU in 2007. The figure shows that just behind Denmark, 

Sweden locates the second highest employment rate within EU. However, the figure 

was from 2007, yet in the end of 2008 the financial crisis happened, Sweden’s 

employment rate had dropped.  
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Table 4.1.3.1: Employment rate in the EU, 2007 

Source: Eurostat  

 

Forests and iron ore have enriched the economy since medieval times, and those 

natural resources remain important. The largest export industries today are in the 

engineering and high-technology sectors. These knowledge-based fields benefit from 

the country's massive public investment in schools and universities, which has 

produced a highly skilled workforce. The public-sector activities of child care, 

education and health care account for a significant proportion of employment. See 

figure below.  
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Figure4.1.3.2: Employees by industry in Sweden, 2007 

Source: Statistics Sweden 
 
 

Besides, GDP of the second season in 2009 was 647,9520000SEK which increased 

0.2% from previous period, but decreased 6.0% compared from corresponding period 

from previous year.  Because of the world financial crisis in the end of 2008, 

Sweden's economy has also been damaged, the GDP started to decline, rising 

unemployment, exchange rate depreciation. However, the IMF predicted Sweden’s 

GDP out of the deficit. Moreover, the figure below shows the annual growth rate of 

GDP from 1990 to 2008.  
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Figure 4.1.3.3: Annual growth rate of GDP, 1990-2008 

Source: Statistics Sweden  
 

Sweden has not joined the European Monetary Union; its currency remains the Krona. 

The figure below shows the Swedish Krona compared to Euros and USD. 

 

 
Figure4.1.3.4: The Swedish Krona compared to EUR and USD 

Source: Sveriges Riksbank (The Central Bank of Sweden)  
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Career paths depend to a great extent on educational attainment. Public funding of 

education, including universities, has made it possible for the children of manual 

laborers to prepare for and obtain executive and professional positions.  

 

The Security of Employment Act of 1974 and subsequent laws limit the power of 

employees to fire workers at will; legislation also sets minimum periods of notice 

before layoffs. Adult education and retraining are widespread, encourage by active 

labor market policies that promote full employment.  

 

Political/Legal Factor 

The political/legal factor is the foundation of any business carried out in a country. 

Direct consequences of political parties in power which represents the popular 

opinion of the citizen will affect business in the country. Rules and regulations 

significantly influence the cost of running a business in the country.  

 

The political system of Sweden now is Parliamentary democracy. Noteworthy 

membership: EU, since 1995; WTO, and OECD. Sweden has an international 

business environment that is modern, open and business-friendly. Sweden's trade 

policy is based on free trade. The Government's Statement on Trade Policy that was 

presented in the Riksdag on 4 March 2008 begins with phrase, "The world needs more, 

not less, free trade". Free trade means that there should be no customs duties, for 

either imports or exports. This of course applies to both goods and services. The 

government attitude toward international trade is open, and thus the smooth business 

procedures and receptivity to international partnerships makes it an easy country to 

operate in.  
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According to the World Bank Group, there are indexes and data to show the low 

bureaucracy of the Swedish government on international trade. The doing business 

rank among 183 countries shows that the rank of Sweden in 2009 is 17 ( The World 

Band Group, 2009). Meanwhile the index of its trading across borders shows that its 

rank in 2009 is 6. There are 6 dimensions of the trading across borders index. The 

figure is shown below. 

 

 
Figure4.1.4.1: Trading Across Borders Index of Sweden compared with 183 countries 

Source: the World Bank Group, country report – doing business in Sweden  
 

 

There are figures of the same situation of Poland, Lithuania and France to show a 

comparison and for more understanding of the trading situation in Sweden. The Polish 

company also has extended its business in Lithuania and France.  

 

 
Figure 4.1.4.2: Trading Across Borders Index of Poland compared with 183 countries 

Source: the World Bank Group, country report – doing business in Poland  
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Figure 4.1.4.2: Trading Across Borders Index of Lithuania compared with 183 countries 

Source: the World Bank Group, country report – doing business in Lithuania 
 

 

 
Figure 4.1.4.2: Trading Across Borders Index of France compared with 183 countries 

Source: the World Bank Group, country report – doing business in France  

 

Sweden's development from a rural society to an industrial society gained real 

momentum during the 19th century. Today, Sweden has one of the highest standards 

of living in the world and this is closely linked with trade, both imports and exports. 

Free trade made it possible for entrepreneurs to found and develop many of the 

world-leading Swedish companies of today. 
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Technological Factor 

The technological innovations can have long-term effects on society and the 

purchasing patterns of consumers. Moreover, the technological factor of a country 

will affect people’s value of products innovation and design, thus affect their decision.  

 

Sweden is the home country of the Nobel Prize. Sweden’s science infrastructure is 

world-class. High investment in higher education and basic research has propelled 

Sweden to a prime position among European economies in terms of university 

enrollment, workforce skills and R&D. Synergies generated by the close connection 

between Swedish universities, research institutes and the private sector further 

leverage the R&D output. R&D conducted by multinationals in Sweden exceeds the 

volume of publicly-financed R&D three-fold.  

 

Innovation must be a key word talking about Swedish technological factor. Sweden is 

famous as the technically innovative and recognized for design (Tixier 1994). 

According to the national report of Sweden, between 2009 and 2012, the Swedish 

government will invest more than ever before in research and bright ideas. The 

Swedish government has earmarked SEK 5 billion (USD 616 million) for research 

and innovation during 2009-2012 – more than double what has been allocated 

previously. Sweden will become ‘the most competitive and dynamic knowledge-based 

economy in the world by 2010’. Within the research budget framework, the Swedish 

government has chosen to make strategic investments in the following fields: 

medicine, technology, climate (energy, natural resources, climate models, and the 

marine environment), and other areas (security and contingency planning, conditions 

for growth, and politically important geographical regions.)  
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Competitive Factors 

The general information of the competitive situation in Sweden is: the Swedish 

market is a free market, which is seldom intervened by its government. Thus the key 

point of the competition is the comprehensive strength factors and products of 

companies.  

 

Concerning the product of the Polish firm, it can be categorized as technological 

product. Based on the situation that Sweden focuses much on innovation, the 

competition of the technological products become complex – it is not single 

competition of prices or quality, but an integrated competition. The chance of winning 

the competition will be greater for those who also concentrate on innovation. It is not 

only a competition of product but also technology and philosophy.  

 

Main competitors in the present Swedish market focus on low energy and energy 

efficiency of the products. On the other hand, the design of the products is also a very 

important factor. One of the main competitors has a long history of the company and 

its products. Besides, safety, comprehensive design suitable for different situation, 

easy to install, and diversity of energy resources will be important factors to evaluate 

the products.  
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APPENDIX (2): Questionnaires  

 

1. Questionnaire from the Polish firm 

1.) What is the most popular source of energy in heating systems? (e.g. gas, water or 

electricity) 

2.) What is the distribution scheme most popular in Sweden? (how sales are made? 

Manufacturer – wholesaler – plumber – gas filter – investor – client, decision 

maker?) 

3.) What is heating system designer’s role in the decision making process (if I need a 

heating system, who decides which particular devices to buy? Myself, my 

designer, or my supplier?)  

4.) What is the marketing strategy and activities carried out by competitors? What are 

the main competitors? Entrance barriers? Averaging pricing?) 

5.) Certificates required operating on Swedish market (plus, if available, technical 

norms heaters have to comply with to be permitted onto the market?) 

6.) What is the most popular steering systems used with heaters in Sweden ( 1 or 3 

phase)? 

7.) What are other ways of heating large commercial/agricultural premises popular in 

Sweden? 

8.) What are the trade presses, trade fairs (if any particularly better than others as a 

source of market information)? 

9.) Is Sweden good located as a start of doing business in Scandinavian countries? 
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2. Questionnaire to professor A 

 

- Introduce the background of the research and the Polish firm, and the interview 

purposes 

1) If customers want to buy heaters, from whom/where they can buy? Directly from 

the manufacturer or wholesaler? 

2) What entrance barriers might be there for a foreign company to enter into Swedish 

market? 

3) What are the ways to make a product known?  

4) Is Swedish market good located to start activities also in other Scandinavian 

countries?   

5) What are your suggestions for doing a marketing research?  
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3. Questionnaire to professor B 

 

- Introduce the background of the research and the Polish firm, and the interview 

purposes 

1) What is the most popular source of energy in heating systems? (e.g. gas, water, 

electricity)? 

2) How does water heater work with the boiler/heat exchanger? 

3) What kinds of buildings use fan heaters?  

4) The most popular steering systems used with heaters in Sweden (1phase or 3 

phase)?  

5) What certificate required to operate on the Swedish market? 

6) Who will be responsible for the application of heating system in a building? Who 

will be involved in the building heating system? 

7) Who decides which heater to use? In deciding which heater to use, what people 

may be involved? 

8) What are the differences of district heating and heaters when people decide to use 

which of them? 

9) Is there any situation that the buildings must use the heaters? 

10) Is there any situation that the buildings must use the heaters? 

11) What companies do you know sell heaters? 

12) Are they famous? Which one of them is the most famous?  

13) What are the ways to make a technical product known? 
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4. Questionnaire to professor C 

 

- Introduce the background of the research and the Polish firm, and the interview 

purposes 

1) What should be the first steps when researchers do marketing research? 

2) What are in common when a marketing research is doing? 

3) What are the normal ways to collect secondary data? 

4) How to use them? 

5) What are the normal ways to collect primary data? 

6) How to use them? 

7) What are important for a marketing research? 

8) Do you have suggestions for us to do the research well? 
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5. Questionnaire to professor D  

 

- Introduce the background of the research and the Polish firm, and the interview 

purposes 

1) What is the most popular source of energy in heating systems? (e.g. gas, water or 

electricity) 

2) What is the distribution scheme most popular in Sweden? (how sales are made? 

Manufacturer – wholesaler – plumber – gas filter – investor – client, decision 

maker?) 

3) What is heating system designer’s role in the decision making process (if I need a 

heating system, who decides which particular devices to buy? Myself, my 

designer, or my supplier?)  

4) What is the marketing strategy and activities carried out by competitors? What are 

the main competitors? Entrance barriers? Averaging pricing?) 

5) Certificates required operating on Swedish market (plus, if available, technical 

norms heaters have to comply with to be permitted onto the market?) 

6) What are the most popular steering systems used with heaters in Sweden (1 or 3 

phase)? 

7) What are other ways of heating large commercial/agricultural premises popular in 

Sweden? 

8) What are the trade presses, trade fairs (if any particularly better than others as a 

source of market information)? 

9) Is Sweden good located as a start of doing business in Scandinavian countries? 

10)  What is your favorite brand when you decide which heater to use? 

11)  Who else may affect your decision? 

12) Do you know some other famous heater producers? 

13) Do you know how a heater producer can make success? 

14) Do you know some construction companies?  

15) What are your criteria when you decide which heater to use? 
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6. Questionnaire to heating system designers 

- Introduce the background of the research and the Polish firm, and the interview 

purposes 

1) What is the most popular source of energy in heating systems? (e.g. gas, water or 

electricity) 

2) What is the distribution scheme most popular in Sweden? (how sales are made? 

Manufacturer – wholesaler – plumber – gas filter – investor – client, decision 

maker?) 

3) What is heating system designer’s role in the decision making process (if I need a 

heating system, who decides which particular devices to buy? Myself, my 

designer, or my supplier?)  

4) What is the marketing strategy and activities carried out by competitors? What are 

the main competitors? Entrance barriers? Averaging pricing?) 

5) Certificates required operating on Swedish market (plus, if available, technical 

norms heaters have to comply with to be permitted onto the market?) 

6) What are the most popular steering systems used with heaters in Sweden (1 or 3 

phase)? 

7) What are other ways of heating large commercial/agricultural premises popular in 

Sweden? 

8) What are the trade presses, trade fairs (if any particularly better than others as a 

source of market information)? 

9) Is Sweden good located as a start of doing business in Scandinavian countries? 

10)  What is your favorite brand when you decide which heater to use? 

11)  Who else may affect your decision? 

12) Do you know some other famous heater producers? 

13) Do you know how a heater producer can make success? 

14) Do you know some construction companies?  

15) What are your criteria when you decide which heater to use? 
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7. Questionnaire to the government authorities 

 

- Introduce the background. 

- What are the entry modes? 

- Send us the description of requirements of each of them. 

- Necessary forms to fill in. 

- What are the certificates required? 

- How the tax(es) will be charged? 
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8. Questionnaire to the dealers 

- Introduce the background 

- Are you going to be responsible for product distribution (from you to the 

customer?)  

- Can you install the equipment?  

- What do we have to show you to prove our quality? 

- We want to future conversations 
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APPENDIX (3): General Interview Expectations and Results 

 

Interviewees General information 

of interviewee 

Initial motive of 

the interview 

Results of the 

interview 

Data 

classification 

Data collecting 

method 

1. Dr. Aihie Osarenkhoe Gävle University, 

business department 

Get inspired, open 

talk, hopefully s2 

Get inspired, and 

some answer of s2 

but not exactly 

related to the 

research 

Secondary 

data  

In-depth 

interviewing 

2. Dr. Taghi Karimipansh Gävle University, KTH 

and other institutions, 

companies, technique 

department 

Get inspired, open 

talk, for product 

segmentation, and 

hopefully 

s1,s3,s5,s6, and s7 

Get inspired, s3 

with additional 

personal idea, s6 

and s7 

Both primary 

data and 

secondary 

data 

In-depth 

interviewing 

3. Dr. Haiying Zeng Guizhou University, 

and Gävle University, 

marketing field 

Get inspired by her 

previous marketing 

experiences 

Get inspired by 

how to interpret 

important talks 

Secondary 

data 

In-depth 

interviewing 

4. Pro. Roland Forsberg Gävle University, 

technique department, 

SWECO, heating 

designer for 40 years 

Get inspired, open 

talk, for product 

segmentation, and 

hopefully 

s1,s3,s5,s6, and s7 

Get inspired, the 

most important, 

and very helpful. 

His answers will 

not be presented 

Primary data In-depth 

interviewing 

5. Designer Mr. X from 

company A 

From the biggest 

designing company, 

Stockholm office 

S3, S5, S7 Very important, 

honest and helpful.  

Primary data In-depth 

interviewing 

6. Designer Mr.Y from 

company A 

From the biggest 

designing company, 

Gävle office 

S3, S5, S7 Very important, 

honest and helpful. 

Primary data In-depth 

interviewing 
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7. Designer Mr. W from 

company B 

From a very famous 

designing company, 

Göteborg office 

S3, S5, S7 Helpful and 

important 

Primary data In-depth 

interviewing 

8. Designer Mr. Z from 

company B 

From a very famous 

designing company, 

Gävle office 

S3, S5, S7 Helpful and 

important 

Primary data In-depth 

interviewing 

9. Dealer M The biggest and most 

famous for heating 

staff in Sweden  

Co-operate 

potentials 

Helpful also in 

answering s2 

Primary data  Telephone and 

e-mail 

interviewing  

10. Dealer N A very good one for 

heating and ventilation, 

Gothenburg 

Co-operate 

potentials 

Helpful also in 

answering s2 

Primary data Telephone and 

e-mail 

interviewing  

11. Invest Agency For those who want to 

do business in Sweden  

How to enter 

Sweden, and s5  

Provide 

possibilities of 

entering Sweden 

and what should be 

done for each way.  

Secondary 

data and 

primary data 

In-depth 

Interviewing, 

Telephone and 

e-mail 

interviewing; and 

observation 

12. Customs Tariff and customs  What are the entry 

barriers, and s5 

No special tariffs 

for trade within 

EU and also 

answers s5  

Secondary 

data and 

primary data 

Telephone and 

e-mail 

interviewing; 

observation 

13. Tax Office For taxes How the taxes will 

be composed 

How VAT will be 

imposed according 

to its situation 

Primary data Telephone and 

e-mail 

interviewing; 

observation 

14. Statistics Office Statistics of Sweden  General 

information, 

hopefully the 

Only general 

information  

Secondary 

data 

Observation  
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market size of 

heaters  

15. Competitor A 

16. Competitor B 

17. Competitor C 

 

Present competitor on 

the heater market in 

Sweden  

 

Marketing 

strategies and 

operations 

 

Some marketing 

actions can be 

found and 

analyzed 

 

 

Primary data 

 

 

Observations 

 


