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Summary 
 
Background: The customer relationship is becoming more important for companies within 
the Swedish furniture design industry due to competition for market shares. The market is 
getting more crammed while the interest for furniture design amongst people is increasing, 
therefore furniture design companies need to find effective ways to attract loyal customers. 
Research has been made to show the importance of collaboration between companies and this 
is something that can increase the market share for the involved partners and reach a greater 
customer base. To maintain these customers it is essential to establish the right 
communication at the right time. Another area that will most likely increase and that 
companies can gain by communicating to potential customers is Green thinking. By 
marketing a company’s environmental work it can develop a stronger relationship to with its 
customers. These areas might have significance in maintaining loyal customers in the future 
of the furniture design industry.  
 
Research Question: What challenges does a Swedish furniture design company face when 
trying to gain or maintain customers? 
 
Objective: The objective with this thesis is to gain a deeper understanding and analyse the 
issues and challenges new or already established Swedish furniture design companies face 
related to gaining or maintaining their customers. From the emerging responses about the 
relating areas of marketing and communication, collaboration, the green perspective and the 
conditions on the Swedish market, we aim to conduct thorough interviews with furniture 
design companies on the Swedish market. From the complied and analysed answers we intend 
to connect the challenges to the chosen theories to understand the importance of customer 
loyalty and the importance of it for companies in this industry.  
 
Method: In this thesis the research strategy used will be of qualitative nature. The research 
design will take the form of a comparative study where we will investigate 4 companies and 
analyse their perspective on the areas that we aim to investigate. Thorough interviews with the 
chosen companies will be carried out in order to grasp the interviewees’ perspective on the 
subject rather than our own. 
 
Conclusions: The findings of our research show that smaller enterprises might struggle 
harder than bigger enterprises due to lack of resources. The lack of resources can negatively 
affect a company’s communication and marketing channels such as their environmental 
friendly work. Since expensive certificate that proves for eco-friendly products and services 
could be hard to obtain. The well established companies within this industry do not seem to 
adapt quickly to modern communication tools such as blogs or other social medias. This can 
be explained by the company culture and old heritage within the companies. Companies 
within this industry seem to lack of a clear strategy or well formed plan of how to reach and 
maintain customers. Therefore companies could benefit by having a clear strategy towards 
receiving loyal customers since it would clearly give them an advantage in this competitive 
market according to our findings. There also seem to be a lack of collaboration between 
companies which could also help companies to gain market shares and reach more customers. 
The furniture design industry is a competitive market and to endure the market conditions a 
focus on customer relationship and customer loyalty might be the best solution.  
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1. Introduction 
 
“In this age of mass production when everything must be planned and designed, design has 
become the most powerful tool with which man shapes his tools and environments” (Papanek, 
2000, p. ix). 
 

1.1 Choice of subject 
We will examine the Swedish furniture market with a focus on furniture design companies 
and put forward the challenges they might face relating to customer loyalty. The proposition 
for this research arose when we found a company that was in need of help regarding this 
subject. Therefore we decided to gain a deeper understanding of the challenges similar 
companies has faced to be able to evaluate and analyse the findings in order to highlight the 
challenges to maintain or gain customer loyalty.   
 

1.2 Background  
According to Lugli & Pellegrini (2005) loyalty marketing has increased in importance over 
the past 20 years and is an essential tool in the competitive differentiation strategy for a 
company. It is also said that companies are able to correspond to the dynamic market if they 
are able to sustain and develop their competitive advantage towards competitors 
(Worthington, 1996). According to Uncles, Dowling, Hammond (2003) the loyal customer is 
hard to find in most markets. Therefore brand loyalty is usually very short lived and will only 
exist as long as the campaign. It seems that to win loyalty a company has to gain market share 
and attract customers by their unique capabilities and resources. Regarding brand loyalty, 
which can be defined as the mental commitment or relation between a consumer and a brand, 
De Pelsmacker, Geuens, Van den Bergh (2007, p. 155) talks about the purchased as being 
controlled by habit or routine rather than loyalty. Thus the product with a higher penetration 
rate that is more easily obtained by a customer is more likely to become a habit purchase. 
Therefore, the new marketing strategy adopted by companies is to create a greater utilisation 
area for the same product for it to be used more frequently (De Pelsmacker et al, 2007, p. 
155).  
 
Today many firms implement loyalty programmes in their marketing strategy and Liu & Yang 
(2009, p. 93–108) thinks that this reflects the changing environment, increased competition 
and more demanding and knowledgeable consumers. This in turn leads to a development in 
customer relationship management in marketing thinking. Researchers have pointed out the 
importance of a good customer relationship in order to sustain competitive advantage on the 
market and to understand customers’ behaviour (Reimann, Schilke, Jaquelyne, 2010). Crosby 
(2010, p. 12-13) discusses the importance of ‘the green advantage’ as not only being a way of 
attracting customers but to keep them, creating loyalty. Even though few feel that 
environmental protection should be given priority over economic growth and lower prices, the 
green marketing creates a window of opportunity for brand marketers to gain an advantage 
through innovation in product and service design as ‘the green advantage’ will only increase 
in importance over time due to customers increase in knowledge and demand for eco-friendly 
products according to the author. Crosby (2010, p. 12-13) also discusses the economic status 
around the world and the encouragement for eco-friendly products. He believes that the scale 
and undertaking for the sustainability goal, of raising the global standard of living without the 
increase in resources, has to be completed through collaborations between companies and 
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governments. He also points out that customer loyalty can be enhanced from this ‘green 
advantage’ since the marketing of eco-friendly products will become more perceptible in the 
future. Another concept that will increase is green marketing, which highlights the 
companies’ environmental friendly work and how they market it (Charter & Polonsky, 1999). 
If implemented correctly it is said to increase the connection between a consumer and a brand 
(Ginsberg & Bloom, 2004, p. 79-84).  
 
Communication is another important tool in reaching customers. To achieve intense, active 
and loyal relationships and brand resonance, companies should implement the right 
communication at the right time. Having the “right communication” towards the target 
customers is a requirement in order to effectively communicate the company’s message. Since 
the marketing communication has changed enormously and communication is becoming more 
advanced with several options, companies need to define what effect they want to achieve. 
Creating loyalty for a brand or a company can actually depend on what communication 
solution the company chooses (Kirchgeorg, Springer, Kästner, 2010, p. 66). The company has 
to be communicating a consistent message in all the channels they are using Thus the 
integrated marketing communication involves mixing and matching different communication 
options to establish the desired awareness and image in the minds of consumers which can 
enhance the relationship towards the customers. (De Pelsmacker et al, 2007).  

Reaching customers with the ‘right communication’ can be a challenge since companies today 
are struggling to obtain market shares due to the increasingly competitive global market. Due 
to these competitive forces, customers have an extended variation of supply to choose from. 
This could make it harder for companies to maintain their customers and to build a strong 
relationship, especially for smaller enterprises since they may not have the same resources as 
larger companies might (Zeng, Xie, Tam, 2009, p.182). Collaboration such as networks with 
competitors could be a strategy to overcome some challenges and gain larger market shares. 
However, today companies can seem reluctant to these kinds of collaborations, Johnson, 
Scholes, Whittington (2009, p.163) refers to a large amount of advantages when collaborating 
with competitive enterprises. They mean that instead of competing with each other, 
companies can use each others advantages to gain increased selling power and buying power, 
build barriers to entry or avoid substitution, and at the same time reduce costs (Johnson et al, 
2009, p. 163). Collaboration with other companies can have various designs. For example 
building a strong network with a large amount of suppliers might help companies to reduce 
led-times, decrease risk of delays, shortages or price hikes (Liu, Li, Xue, 2008, p. 229). 
Although enterprises should carefully choose the right collaboration which suits their 
organisation best and vary them to get the best result. Establishing the right collaboration 
could improve their innovation performance which can help them to gain competitive 
advantages (Zeng et al, 2009, p.191). This in turn can result in higher customer loyalty since 
the involved companies would gain a larger market share.  
 
A market that has experienced both market saturation, fierce competition and is perhaps more 
reliant upon loyal customers is the furniture design market, which has exploded in recent 
years (Trä- och Möbelindustri Förbundet, 2010). Through the decades, furniture design has 
gone from just depending on a matter of status and which society you belonged to, to a way of 
expressing your personal style. Design is nowadays an area which people spend more spare 
time on which has resulted in numerous furniture and design magazines and web pages. In 
precedent time, furniture design was an expensive cost which not all people could afford and 
prioritize. Today the situation is a lot different due to the enhanced financial situation and the 
variety of supply, as well as larger retail stores having contributed to the furniture design 
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market in becoming further mainstream. These retail stores are also able to offer a piece of 
design furniture to a less amount due to economies of scale. 
 
Scandinavia could be associated with furniture design for its many famous artists. Nordic 
designers as Jensen, Mathsson, Wegner, Panton, Aalto, Henningsen and among others are 
examples of artists which have contributed in making Scandinavia a famous name within 
furniture design (Heathcote, 2010). Scandinavia is thought of as the heart of inspiration and 
innovation when it comes to furniture design. IKEA is one of the reasons for this good 
reputation. This large retail store has contributed to a wider public design and interior interest. 
However, that also means a harsher and more competitive market for potential designers. 
Small furniture design companies are facing challenges when it comes to reaching out to their 
potential market. There is a competition between already established furniture companies and 
the larger retail stores. Even though they do not share the same segment, they still compete for 
people’s interest and market share and this shows the importance of good customer 
relationship. Customer relationship strategies, such as loyalty programs and so on, are a 
common strategy to use among retail companies. But the challenge is how furniture design 
companies relate to these strategies. Do they understand the advantages that are beneficial by 
implementing them, how can they attract and maintain their customers and stand against 
competitors, what are the prospective demands from the market and its customers and how 
can design furniture companies communicate this. (Nordicmöbler, 2010). 
 
The growing furniture market, greater interest in furniture design, strong competition and new 
potential entrants could cause difficulties when establishing a new company or for an already 
established company to advance in the Swedish furniture market. When there is a high 
pressure from example the buying power and competition, the markets profits can be pressed 
down due to a high pressure from these factors (Porter, 1998, p. 22). Therefore, by evaluating 
the forces that could affect a market, a company are able determine the industry’s 
attractiveness (Porter, 1998). Due to the rapid development within this market, that we see as 
a challenge for furniture design companies, is why we aim to investigate the precedent and 
current challenges at market level related to customer relationship that could be employed for 
further discussion and research. The areas that we want to investigate and that we believe is 
important in maintaining and attracting customers and to distinguish yourself on the market 
are; marketing and communication, collaboration, the green perspective and the competition 
on the Swedish market. This has led us to our research question; 
 
What challenges does a Swedish furniture design company face when trying to gain or 
maintain customers? 
 

1.3 Objective 
The objective with this thesis is to gain a deeper understanding and analyse the issues and 
challenges new or already established Swedish furniture design companies face related to 
gaining or maintaining their customers. From the emerging responses about the relating areas 
of marketing and communication, collaboration, the green perspective and the conditions on 
the Swedish furniture design market, we aim to conduct thorough interviews with furniture 
design companies on the Swedish market. From the complied and analysed answers we intend 
to connect the challenges to the chosen theories to understand the importance of customer 
loyalty and the importance of it for companies in this industry.  
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1.4 Limitations 
We limit ourselves to discuss and analyse theories concerning marketing and communication, 
customer loyalty, collaboration, green perspective and the conditions on the Swedish market.  
We will only focus on small to medium sized furniture design companies within the Swedish 
market because of the time limit. With small or medium sized furniture design companies we 
mean designers or agents that are employed by design furniture companies or are building 
their own businesses.  
 

1.5 Restrictions 
Our first ambition and goal was to interview at least 6 furniture design companies but due to 
the time limit and other circumstances that caused difficulties in reaching the potential 
interviewees we had to restrict ourselves into 4 interviews. It seemed to be more difficult than 
we expected to reach potential companies to interview. But we focused on a deeper interview 
with them instead and tried to fill our interview guide with sufficient and deeper questions 
that would endure analysing. We also had to conduct the interviews on telephone instead of 
face to face interviews because of the geographical distance and short amount of time.  
Another restriction we experienced is that there were not any previous researches within this 
subject for us to build further on, to obtain a background or to place our foundation on. 
Without any previous research within this market it can cause difficulties in forming our 
thesis and to look for support to strengthen our reasoning and discussion.  
 

1.6 Definitions 
 
CRM = Customer Relationship Management is a strategy to manage and nurture a company’s 
interactions with its clients and sales prospects. The goal is to find and attract new clients and 
nurture the clients the company already has and at the same time reduce cost for marketing 
and costs of client service.  
 
IMC  = Integrated Marketing Communication is the means to ensure that a message is 
consistent in the marketing process. It is an integration of all marketing tools which 
maximizes the affect on the consumer mind which in turn results in a maximum profit and 
minimum cost. 
 
WOM = Word-of-mouth is an oral communication tool that refers to the passing of 
information from person to person. It can include face to face interaction, e-mail, telephone 
interaction or text messaging. 
 
Svanen = The Svanen label is an environmental certification within the Nordic countries and 
was established in 1989. It is run by Miljömärkning AB under the commission of the Swedish 
Government. The board of Miljömärkning AB reviews the products’ and services’ 
environmental effect under the whole lifecycle of the product or service and set demands on 
the quality and function. The symbol is a white swan with four wing-pegs on a green round 
background. The criteria to receive a product or service Svanen labelled is carefully instituted 
by experts, environmental organisations and authorities.  
 
Möbelriket  = Möbelriket contains of companies and some municipalities that have chose to 
collaborate to enhance a unique design and the furniture industry within the Småländska 
county. It is within the Småländska Möbelriket companies and designers are developing. 
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Some of the companies that are members are Lammhult, Norrgavel, Bruno Mathsson and 
Källemo. One could describe Möbelriket as a trade region for furniture and design but also as 
a network for design and furniture companies.  
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2. Method 
 
In this thesis the research strategy used will be of qualitative nature. The research design will 
take the form of a comparative study where we will investigate 4 companies and analyse their 
perspective on the areas that we aim to investigate. Thorough interviews with the chosen 
companies will be carried out in order to grasp the interviewees’ perspective on the subject 
rather than our own. 
 

2.1 Research Question 
 
What challenges does a Swedish furniture design company face when trying to gain or 
maintain customers? 
 

2.2 Description of Pre-conceptions 
Our previous knowledge within the marketing field is relatively broad due to our three year 
education in business and economics. The courses of our programs have included marketing 
in different kind of areas – all from internal to external marketing. The education has provided 
us with knowledge of how to search for relevant theories and conduct scientifically research 
that matches our study.  
 
We have no pre-experience or practical knowledge of the furniture design market but we have 
experiences and an insight in the retail market from past employments. To overcome this 
challenge and get an understanding of how this market works we have been collaborating 
with a furniture design company. In the beginning of the design phase of this thesis, a meeting 
with this company took place were we learned and gathered information on the furniture 
market. Except from information regarding the furniture market they also helped us to get an 
insight in what areas new established companies might be facing. They also provided us with 
a future perspective of the market, how it might look like and what customer will demand. 
However, after the designing phase the collaborating furniture design company was not 
included in the process and research of this study and was not one of the interviewed 
companies. The company has a long-term insight of the market and the employees have been 
working in different kinds of companies that have been active within the furniture market for 
a long period of time. The information we gained from this meeting provided us with 
knowledge about what areas or subjects that could be important in the future of the business, 
which in turn gave us the topics of investigation for our thesis. These are customer loyalty, 
marketing and communication, collaboration, the green perspective and the Swedish market 
conditions.  
 
 

2.3 Perception of knowledge  
 

2.3.1 Epistemological consideration  
To interpret this qualitative research we will choose an interpretative perception of 
knowledge. This strategy will focus on description of human behaviour or an understanding 
of human actions (Bryman & Bell, 2005, p. 29). The interview with the companies will 
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therefore force us to interpret the interview with our own frame of references. Without this 
interpretation the result would not give us an insight of the reality since the positivistic way 
would only put light on the basic facts on the result, and our values and preconceptions will 
affect this research which is in contrast to the positivistic approach. We aim to get a deeper 
understanding of their situation and therefore we have to interpret in this way. The ontology 
consideration that is infusing our study is a clear constructionist way. Questions that are 
regarding ontology are about the social entities species or nature (Bryman & Bell, 2005, 
p.33). It highlights weather how social entities will or can be understood. We apply a 
constructionist approach since we want to describe and understand the furniture design market 
from the perceptions and experiences from the people involved in it, which in our case are the 
chosen interviewees (Vrasidas, 2000, p. 7). Considering the constructionist approach, we 
believe that these interviews will provide us with different answers due to various experiences 
and backgrounds of the interviewees and that the social realities of those are constantly 
changing due to social interactions, since there is no true and correct reality (Vrasidas, 2000, 
p. 3).  
 

2.4 Inductive approach  
This study will not proceed from theories that we want to investigate in reality, therefore we 
will choose an inductive approach in this thesis. The inductive approach is dealing with the 
connection between theory and science differently from deductive approach. Instead of testing 
theories and submit hypothesis in an empirical investigation the framework is generalizing the 
conclusions on the basis of the observations (Bryman & Bell, 2005, p.25). The inductive 
approach is also describing the theory as the result of the study which fits in our case. The 
empirical results will therefore be connected to the theories and hence analyzed in to the 
reality. Since we choose to deploy a qualitative research study we apply an inductive 
approach and aspire to connect our responses from the interviews to suitable theories at 
market level (Bryman & Bell, 2007, p.11-15). The study’s objective and research question 
came about after a discussion with another furniture design company than those chosen to 
participate in the interviews. However, the underpinning material and foundation for this 
thesis can be found in the empirical section that is merely supported by the areas and 
including theories set in the beginning phase of the study. Therefore, the chosen theories has 
provided for a clearer structure of the study while the empirical section has opened up for new 
results to emerge.  
 
 

2.5 Research Strategy 
 

2.5.1 Qualitative method  
To gain a deeper understanding of how these furniture design companies work and act 
towards maintaining their customers we have conducted thorough interviews with the chosen 
companies of our study. To be able to take hold of this concrete information we prefer to use a 
qualitative method because it gives us an inside depth of their perspective on our research 
areas. A quantitative method would force us to gather a larger amount of data from surveys or 
interviews with several companies, which we feel would not be appropriate in this specific 
research because it only touches upon the surface and we would lack real understanding of the 
market and the relatedness to the focus areas.  
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A quantitative research would also be too time-consuming and we feel that this method would 
bring us a larger amount of data which could strengthen the validity of our research, but there 
is a risk of not receiving sufficient specific and depth in answers. Therefore, that risk may 
well cause complications in the generation of knowledge. As Kvale (2008) discusses, the 
qualitative interview is a key venue for exploring the ways in which subjects experience and 
understand their world, this is why we have chosen a qualitative method with thorough 
interviews to really understand, explore and get an insight the furniture design market.  
 

2.5.2 Research Design 
As our framework for collecting and analysing the information needed for this research we 
will use a comparative research design. A comparative research design involves qualitative 
interview research from two or more cases (Bryman & Bell, 2007, p.66), where we seek a 
deeper understanding of the furniture design market and see how the different companies 
relate to the chosen focus areas of customer loyalty, marketing and communication, 
collaboration, the green perspective and the conditions on the Swedish market.  
 

2.5.3 Research Method 
The chosen method for our investigation is to apply the techniques of interviewing for the 
reason that we will get the participants’ points of view rather than our own. We are also 
looking for rich detailed answers which a qualitative interview will provide compared to a 
quantitative structured interview according to Bryman & Bell (2007, p. 425). We are able to 
ask sub-questions, misunderstandings are less likely to occur since we are able to rephrase 
questions, explain or ask if something is unclear The interview is semi-structured, which 
means that we will have a list of questions, an interview-guide, which we want to cover. 
However the interviewee has a lot of freedom in answering the questions, since this procedure 
allows for flexibility and for the interviewee to really explain his or her opinion, explanation 
and understanding of events regarding the subjects (Bryman & Bell, 2007, p. 425). Due to the 
long geographical distance we had to conduct the interviews by telephone instead of face to 
face. We are aware that a face to face interview would be better compared to a telephone 
interview, in terms of reliability and validity, and it could also minor errors and 
misunderstandings, but due to lack of resources we had no other choice. 
 
 

2.6 Selection of companies 
Before we started with our thesis we had already been in contact with a company that is 
relatively new on the Swedish furniture design market that needed assistance concerning a 
market plan of how to establish itself in an effective way. We searched for relating companies 
within the furniture design market on the web, e-mailed and called around 10 companies to 
ask them to partake in our research interview. The design furniture companies that has been 
willing to participate in the interview has been chosen to partake in the research. Out of those 
10 companies, we got many positive replies but only 3 companies were able to partake due to 
time constraints. Together with the company we had already been in contact with, we 
interviewed 4 companies in total. This could be called a sample of convenience (Bryman & 
Bell, 2007, p.197). Due to this sample of convenience it is important to keep in mind that our 
findings may not be representable for the whole market, since the companies chosen might be 
the ones that are struggling the most in the market or might as well be the companies that has 
had few challenges and thus lack of sufficient experience to represent a company in the 
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research and could be too subjective. Nevertheless, we saw this as the best solution for our 
research and tried to choose companies with relatively varied experience, product category 
and acknowledgement.  
 

2.7 Choice of perspective  
We are going to have a company perspective approach since the study is reflecting the 
companies’ insight the furniture design market. We believe that the most effective way is to 
have their approach. We assume that the experiences the interviewees from the different 
companies have, are not from only one area and that is why this perspective will 
optimistically give us a clear and in-depth result.  
 

2.8 Formation of the interview-guide 
The interview-guide can be found in Appendix 1. It was formed from the arising discussions 
we had with the collaborating furniture design company, which gave us an insight to the 
furniture market. The collaborating furniture design company is, however, not one of the 
companies participating in the research and interviews. From the discussions the different 
subjects to potential focus areas came up and we could see some questions arising. Later on in 
the process we began to search for suitable theories that might explain these areas and earlier 
research of the areas, these consisted of marketing and communication strategies, consumer 
loyalty, green perspective, collaboration and competitive and attractive markets. Nevertheless, 
bear in mind to leave room for flexible replies to settle from the emerging responses from the 
interviews with the chosen companies. These theories provided for a base for the interview 
questions together with the discussions with the collaborating company for our thesis. We 
then formed the interview-guide, which we gave to the collaborating company, they provided 
feedback on the questions we wished to enquire about and to also let us know if something is 
unclear or irrelevant, which is according to Kvale (2008) a good way to obtain a fine quality 
on the interview and for it to be understandable. We saw this as some sort of a pilot study or 
trial session. We also tried to vary the type of questions in the interview from introducing 
questions such as “How does the company culture look like in your company?”, follow up 
questions such as ”can you give me an example”, specifying questions” How was the 
collaboration established (how did you get in contact with each other?)”, direct questions 
like” Are you positive or negative towards collaborating with a competitor?” to structuring 
questions such as ”I would now like to move on to a different topic..” (Bryman & Bell, 2007, 
p. 485-487). 
 

2.9 Implementation of the Interviews 
During the constructing of the interview-guide the search for potential companies to interview 
carried out. First, we searched on the Internet for companies and e-mailed 10 companies that 
we thought would go well with our study. After a couple of days we phoned the companies to 
discuss the e-mail and information we had sent them. Some companies were negative towards 
an interview since they did not have the time, others were positive but also had to eventually 
say no to an interview due to time limits. After our search for potential interviews, that lasted 
for 2-3 weeks, with a couple of rescheduled interviews, we finally conducted 4 thorough 
interviews that lasted for about 1½ hour each. We wish we would have had more interviews 
but we still feel that we received sufficient and in-depth answers for the empirical part, that 
would be enough to strengthen and carry out an analysis.  
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The interviews went well, but the interviewees had little time and their only complaint was 
that the interview was a bit long. Some of the interviewees did not fully understand every 
question and thus we had to explain what we meant. Hence, it could have affected their 
answer, but the only solution was to either skip the question or to explain it, so we chose to 
explain it further. During the interview both of us, the authors of this thesis, were present. One 
conducted the interview while the other one took notes of what was said.  
 
After conducting and recording the interviews we transcribed the interviews and copied the 
answers into a word document. Following the transcriptions, we started to note down the 
information into the empirical chapter, which together with the theory chapter, gives the 
essential foundation of our analysis. 
 
Interview Schedule 
Interview with Company A took place 3rd May 2010 at 14.00. The interview with Company B 
took place at 3rd May 2010 at 10.00. The interview with Company C took place at 7th May 
2010 at 10.00. The interview with Company D took place 13th May 2010 at 8.30. The 
interviews with Company A, B and C took 1½ hour each while the interview with Company 
D took 1 hour due to time restraints on the interviewees part.   
 

2.10 Criticism to the chosen research method 
Our chosen research method is of qualitative nature, therefore we will present the major 
criticism of qualitative methods in this part.  
 
Qualitative method is said to be too subjective and the findings often rely too much on the 
researchers own opinions and views that they might find significant and important. However, 
we have continuously tried to be objective in our research, in formulating the guideline for the 
interview questions we have had consultants from the furniture design market to help us 
understand the business, when asking the questions we have tried to lead the conversation as 
little as possible to grasp the interviewees own thoughts, interpretations  and opinions and 
finally in presenting and interpreting the interviewees answers in the empirical chapter and in 
the outcome of this thesis.  
 
We realized during the interviews and after when compiling the information from the 
interviews that some interviewees had longer and more comprehending answers than others 
which can be perceived as a biased answer from some companies. This is a risk that comes 
with having open answered questions. Different interviews using the same interview guide, 
may produce different statements on the same questions due to their previous experience and 
knowledge within the subject according to Kvale (2008, p.49). 
 
We are also aware of the risks that come with qualitative method but we think this is the best 
method for our research since we want to gain a deeper understanding and to be able to really 
analyse the answers of the interviewees and ask follow up questions if something is unclear to 
prevent errors or wrongly interpreted answers.  
 
We are as well aware of the fact that a qualitative research is difficult to replicate. Even 
though we have had a guideline to follow when conducting our interviews we know that the 
results and outcome might be different if other companies would have been chosen to partake, 
or if the interviews would have been held at a different time span or if we would have had the 
chance to interview more companies and its customers. Due to the time limit we had to make 
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decisions and narrow our thesis. We understand that we as authors might affect our thesis 
since we do not have a broad knowledge of the researched market and there is always a risk 
for personal influences. Our research is also hard to generalize and due to our relatively small 
number of participative companies in the research we know that generalization is almost 
impossible. Instead we aim to understand and perhaps explain the furniture design market 
from the chosen companies, by using theories connected to customer relationship and create 
something to build and develop on for further research.  
 
There is also a criticism against qualitative research as lacking of transparency (Bryman & 
Bell, 2007, p.424) which we can understand since it is difficult to establish what and how the 
research was carried out and how the conclusions came about, thus we have tried to be 
perceptive when analysing and concluding our answers. We know that if we would have 
chosen another research method, for example a quantitative method conducting 
questionnaires, we might have received more responses but in our opinion we would lack 
knowledge and understanding of the market since we do not have any previous experiences 
from the market and the subject of furniture design.  
 
The advantages of choosing to conduct the interviews by telephone, according to Bryman & 
Bell (2007, p.215), are first and foremost that it is less expensive and takes less time to 
administer. The telephone interview might also remove any bias that can occur due to the 
interviewer’s personal character when facing the interviewee. The telephone interview is also 
easier to supervise since we both could attend and help each other during the interview with 
rephrasing questions or with other reminders that the interviewee would not notice. The 
limitation of the telephone interviews is that we might have received even more in depth 
answers if we could have conducted the interview face to face and the lack of body language 
can cause us to interpret some answers some what faulty. 
 
 

2.11 Choice of theories 
Our theoretical contribution will come through when we focus on the area of customer 
relationship which in our study entails the subject of marketing and communication, customer 
loyalty, collaboration, the green perspective and the market conditions. Similar studies as ours 
has been made, where the researchers investigated the importance of collaboration network 
concerning competitive advantage and supplier management (Yung et al, 2009). Crosby 
(2010) has also stated the importance between attracting and keeping loyal customers through 
the green advantage. Uncles et al (2003) discusses the importance of offering customers 
something unique and creating a competitive advantage from market shares in order to keep 
the loyal customers. To be able to achieve this intense, active and loyal relationships and 
brand resonance companies also need to implement the communication at the right time in all 
their channels (Pelsmacker et al, 2007). Creating loyalty for a brand or a company can 
actually depend on what communication a company deploys according to Kirchgeorg et al 
(2010). With these theories and other, we aim to strengthen our reason and objective for the 
chosen subjects that we will highlight in our theory part and later on analyse with our findings 
from the thorough interviews. Our practical contribution will be a product of the findings 
from the interviews and the outcome of this thesis where we aim to show how these subjects 
are interlinked and why it is an important part of customer relationship and companies’ future 
in the furniture design industry.  
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2.12 Gathering of secondary sources  
Books, scientific articles and other internet sources have been gathered as secondary sources 
to this thesis. We will provide a brief explanation of how we proceeded to gather this 
information. To explain the gathering of information will make it easier for other researchers 
to perform a similar investigation. But the researchers should have in mind that they probably 
would not get the equivalent outcome since the primary resources is semi-structured 
interviews.  
 

2.12.1 Business research method literature 
With business research method books we mean literature that has treated methodology and 
thesis writing in general. They will provide us information on how to construct the thesis, 
with everything from the content of a thesis to the right scientific view that our research 
should have. The method literature also assisted us with the construction of the interview 
guide, how the questions should be directed and how the interview should be performed. The 
Business research method literature, written by Bryman & Bell (2005, 2007), that we have 
been using is recommended by the Umeå University, School of business and is the standard 
literature for the business research course at the same University. Other business research 
literature used is Doing Interviews (Kvale, 2008) and Constructivism versus objectivism: 
Implications for interaction, course design and evaluation in distance education (Vrasidas, 
2000). 
 

2.12.2 Scientific research  
When searching for scientific researches we used the database Business Source Premier 
(EBSCO) (Business Source Premier, 2010). The collection of scientific articles had to be 
relevant for our investigation and therefore we tried to find researches that have been 
performed within collaboration, green perspective, marketing and communication, customer 
loyalty and competition on the market. The search consisted of words that could be defined in 
these areas. Examples are; Green perspective, marketing today, strategies green marketing, 
green thinking in companies, furniture business and collaboration and so on. This method 
was implemented in all of the other research areas. To sort out older articles and make sure 
that the articles were “peer reviewed”, we choose an option in the beginning of the search 
phase at EBSCO. When finding relevant articles we evaluated the abstract first to determine 
the relevancy for our research.  
 

2.12.3 Literature concerning theories 
We used some literature that we were familiar with since both of us have used them as course 
material during our student period. The familiar material made it easier to draw conclusions 
and connections to our research. Other literature concerning theory that we came across that 
we were not recognizable with were collected from the library of Umeå University or ordered 
from Karlstads University library. To find relevant books for our research we used the 
webpage of the library of Umeå University. We used same search method as with the search 
for scientific articles, as Green marketing today and the meaning of design. 
 

2.13 Criticism of chosen theories 
When creating our thesis, it is important to be critical to the theories that are being handled in 
the research. Bryman & Bell (2005) is referring to the importance of examination of the 
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sources that are being used. We have chosen three business research methods books, which 
can be thought of as thin number of literature. We understand the value of using different 
types of method books since scientists are describing the procedure differently. 
 
We noticed that there were not many scientific researches within the furniture market, which 
we thought lacked of important information. We understand the value of having previous 
investigations of this market, but since we could not find any we were forced to use other 
markets that have been investigated within these areas. Collaboration between companies was 
a subject that was especially hard to find scientific research about. Most of the articles did 
describe successful companies’ way of working with subcontractors. They were also settled in 
Asia and not Europe which can affect the trustworthiness of our choice of theories. The 
culture is extremely different there, which can be hard when drawing comparison with 
Swedish companies. 
 
We carefully used text books as scientific materials for our research since writers of these 
theory literature tend to interpret others research from their own point of view. There was still 
some text books that we thought could provide information to the thesis, if we found 
something that was fascinating, we tried to find the basic source. There were situations were 
we could not find these basic sources and then decided to use a handful text books. Therefore, 
we collected more scientific articles to support our thesis and could provide us with a 
foundation.  
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3. Frame of Reference 
 
The purpose with this chapter is to put forward the relevant theories to facilitate the analysis 
concerning the areas that we aim to investigate.  The theories presented commence with 
customer loyalty and customer relationship management and through that marketing and 
communication, collaboration, the green perspective and the conditions of the Swedish 
market will be presented.  
 
 
“Design is more than skin deep-it goes to the very heart of a product. Good design 
contributes to a product’s usefulness as well as to its looks” (Kotler, 2005, p. 546). 
 

3.1 Customer loyalty and customer relationship management 
Berry & Shostack, Upah (1983) discusses that loyalty marketing can be regarded as a 
management process that aspires to identify, maintain and increase the share of top customers. 
Today, this concept is a more common used strategy to maintain customers and more 
companies are aware of the benefits with it. According to Lugli & Pellegrini (2005) loyalty 
marketing has increased in importance over the past 20 years and is an essential tool in the 
competitive differentiation strategy for a company. It is also said that companies are able to 
correspond to the dynamic market if they are able to sustain and develop their competitive 
advantage towards competitors (Worthington 1996, p. 27-34).  
 
[ . . .] creation of “loyal customers”, who will probably never turn to competitors because 
they are satisfied with the retail company they have chosen and because they feel considered 
and appreciated by them (Berry and Parasuraman, 1992, p. 179). 
 
Customer relationship management, CRM, describes the process of how one maintains its 
customer which can include loyalty programmes, discounts and databases or information with 
customer contact information to be able to send out newsletters and more. New generations of 
CRM tactics has been developed to provide tools for marketing managers to advance in 
information technology. Typically these programmes offer benefits such as financial and 
relationship rewards to customers. The aim of customer loyalty programmes is to first 
increase sales revenues by increasing purchasing and usage levels and second to build a closer 
bond between a customer and a brand (Uncles et al, 2003, p. 294-316).  
 
Crosby argues that the key to a long-term solution is to market product form and brand 
competition. He also discusses the importance of ‘the green advantage’ as something that will 
increase in importance and should be considered by marketers to sustain a customer 
relationship and loyalty. Even though fewer feel that environmental protection should be 
given priority over economic growth and lower prices, this green marketing open up doors for 
brand marketers to gain an advantage through innovation in product and service design. The 
green advantage is not only about attracting customers, it is also about keeping them, creating 
loyalty (Crosby, 2010, p.12-13).  
 
Service quality is another factor strongly linked to customer loyalty. It has been 
conceptualized to include the tangible and intangible elements most important to consumers. 
Service quality has been linked to customer satisfaction and loyalty as well as business 
performance and profitability (Sureshchander, Rajendran, Anatharaman, 2002, p. 363-79). 
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According to Uncles et al (2003, p. 294-316), the loyal customer is hard to find in most 
markets, consumers often try various brands and change even favoured brands occasionally. 
Therefore brand loyalty is often very short lived and will only last as long as the campaign. It 
seems that to win loyalty, a company has to achieve high market share by its unique resources 
and capabilities. In other words, a company has to offer its customers something unique and 
different compared to its competitors. However, according to Keller, Sternthal, Tybout, (2002, 
p. 81-86) differentiating and offering something unique to customers is not enough to sustain 
a company’s competitiveness. What is important is to understand the frame of reference that a 
company operates in and what features the specific product or service has in common with its 
competitors. Nevertheless, Keller et al (2002, p.81-86) also points out that the complexity lies 
with satisfying the customers shifting needs and to keep a constant strategy when it comes to 
marketing. If a customer buys something that he or she believes has a certain function and is 
discontented with the product and the effect, it might hurt the company’s brand and reputation 
and the loyal customer turns to a competitor (Kotler, Wong, Saunders, Armstrong, 2005, 
p.557-559).  
 
When it comes to brand loyalty, which is defined as the mental commitment or relation 
between a consumer and a brand, De Pelsmacker et al (2007, p. 155) talks about the purchase 
as being controlled by habit or routine and that loyalty is dependant on the market share of the 
product. The product with a higher penetration rate and is more easily obtained by a customer 
is more likely to become a habit purchase, thus a ‘loyalty’ purchase as a result since the 
customer often buys the same product as the previous time. Therefore, the new marketing 
strategy among companies is to create a bigger demand for the product and a greater 
utilisation area for the product, hence the outcome is that customers can use it more 
frequently (De Pelsmacker et al, 2007). Uncles et al (2003, p. 294-316) also discusses that the 
buying behaviour of customers may as well be an outcome of a convenient purchase instead 
of a loyal purchase. Some supplies might be bought because of satisfactory needs and due to 
the products being easily obtained and not an issue of loyalty. Individual buying behaviour 
can result from different factors such as price and budget, habit, product availability, risk, 
promotion and special deals or other circumstances (Uncles et al, 2003, p. 294-31.).  The 
article by Uncles et al (2003, p. 294-316) also talks about the subject that a customer are loyal 
to many different brands at the same time and sometimes even in the same product category, 
therefore the difficulty lies in convincing the customer why a certain brand is unique 
compared to its competitors.  
 
Liu & Yang (2009, p. 93–108) argue that loyalty programmes can help a company to gain 
competitive advantage over its competitors and that several loyalty programmes can exist 
even in a saturated market. Loyalty programmes have increased over the past years and many 
firms incorporates loyalty programmes as their core marketing strategy. Liu & Yang (2009, p. 
93–108) thinks that this reflects the changing environment, increased competition and more 
demanding and knowledgeable consumers. This in turn leads to a development in customer 
relationship management in marketing thinking.  
 

3.2 Marketing and communication  
Marketing communications are the means by which firms attempt to inform, persuade and 
remind consumers – directly or indirectly – about the products and brands they sell. In a 
sense, marketing communications represent the ‘voice’ of the company and its brands are a 
means by which it can establish a dialogue and build relationships with and among 
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consumers (De Pelsmacker et al, 2007). Marketing communications allow companies to link 
their brands to other people, places, events, brands, experiences, feelings and things (De 
Pelsmacker et al, 2007, p. 3). 
 
Having the “right communication” towards the target customers is a requirement in order to 
effectively communicate the company’s message. Since the marketing communication has 
changed enormously and communication is becoming more advanced with several options, 
companies need to define what effect they want to achieve. Creating loyalty for a brand or a 
company can actually depend on what communication solution the company chooses 
(Kirchgeorg et al, 2010, p. 66). The research by Kirchgeorg et al, Objectives for successfully 
participating in trade shows (2010) indicate that to build a relationship with customers and to 
keep the strong connection, companies are forced to choose the right communication. 
Traditional marketing as advertising, TV, radio and magazines are being described as better 
suited to communication during the awareness phase (Kirchgeorg et al, 2010, p. 66). It is the 
same thing for virtual communications such as computer-based, interactive and multimodal 
encounters. Therefore, to build a relationship with the company’s customer live 
communications such as trade shows and so on, customers will be able to experience brand 
quality and brand environments at first hand. The consequential “hands-on evidence” 
engenders trust and enables emotional bonds to be forged between the brand and the customer 
– two aspects which are seen as key characteristics of live communication and important 
factors of success in the overall customer relationship cycle (Kirchgeorg et al, 2010). 
 
The impact of the different communication tools varies in each phase of the relationship. The 
different communications can be described as the communication mix. The communication 
mix is describing different types of ways to communicate the message such as advertising, 
sponsorship, trade shows, direct marketing and so on (De Pelsmacker et al, 2007, p. 5). A 
good marketing strategy consists of the integration of various instrument of the marketing mix 
namely the 4 P’s, product, price, place and promotion. What is crucial when designing and 
implementing the marketing mix and to receive a good integrated marketing communication, 
IMC, is the consistency and synergy effect. Hence, what the company is offering has to be 
consistently marketed and the marketing instruments have to work together instead of being 
in conflict with each other. Thus, everything from the features of the product, branding, price, 
distribution, location and advertising must go hand-in-hand to be able to successfully endorse 
the product and reach the target customer (De Pelsmacker et al, 2007, p. 22). An integrated 
communication is therefore an effective way to reach out to the customer which gives them a 
clear impression for the market intentions. It is about conveying the same message in all the 
channels at the same time; the companies brand, words and moves should be consistent (De 
Pelsmacker et al, 2007, 9). Thus the integrated marketing communications involves mixing 
and matching different communication options to establish the desired awareness and image 
in the minds of consumers.  
 
Word-of-mouth  is an oral communication that can be described as a reference to the passing 
of information from person to person (Augusto de Matos & Alberto Vargas Rossi, 2008, 578). 
This communication way has a significant connection with customer commitment. In the 
marketing context, WOM communications are defined as “informal communications directed 
at other consumers about the ownership, usage, or characteristics of particular goods and 
services and/or their sellers”. Many companies trust that this strategy is something good and 
not seeing the negative effects of it (Augusto de Matos et al, 2008, p. 579). According to 
Augusto de Matos (2008), positive word-of-mouth has a stronger relationship with 
satisfaction than loyalty, whereas negative word-of-mouth has a stronger relationship with 
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disloyalty than dissatisfaction. The writers’ survey discusses the findings of the result that 
WOM brings both negative and positive effects. The result indicates that WOM is more 
associated with satisfaction than loyalty but when it comes to a negative WOM disloyalty is 
more associated with dissatisfaction (Augusto de Matos et al, 2008, p. 591). The findings are 
therefore reinforcing the concept that satisfied customers are not necessarily loyal.  
 

3.3 Collaboration  
The rapid technology, fast-changing and increasingly competitive global market can create 
difficulties for smaller and medium enterprises. In a market that is ruled by giants as IKEA 
that attracts the general population of customers, smaller and medium companies might find it 
difficult to establish themselves or to keep their competitive advantage and be able to build 
and maintain strong relationships to their customers. As is mentioned by Johnson et al (2009, 
p. 163), an organisation can overcome these challenges by collaborating with competitors 
rather than competing. Collaboration can also facilitate contracting, negotiating and entry to 
new markets and at the same time increase market share for both involved companies and 
help these companies to become less sensitive for fluctuations. Other advantages with 
collaboration can be lower costs due to combined costs of purchase and buying transactions, 
there is also an increased buying and selling power and a decreased risk of substitution which 
can protect smaller companies from bigger and more dominant competitors. Furthermore, 
these companies can benefit from knowledge and network sharing to grow and advance 
(Johnson et al, 2009, p. 163).  
 
Quanta, a Taiwanese PC notebook factory, is one example were an effective collaboration 
with suppliers have made them number one as a notebook factory. The scientists Liu et al, 
(2008) discusses in their article Transfer of market knowledge in a channel relationship: 
Impacts of attitudinal commitment and satisfaction how the cluster collaboration network has 
been used by Taiwanese notebook PC producers based in Taiwan and China to create the 
competitive advantages in notebook PC production. By using this collaboration Quanta as 
well as other Taiwanese firms can concentrate on product design and assembly as its core 
competence. Since the life cycle of notebook PC’s is short due to rapid development in 
technology, it could be a challenge for companies to maintain this technology and keep their 
customers. The inescapable sharp drop of price after the introduction period, factors such as 
quickly obsolete production investment and frequently changing component requirements 
could also be enormous challenges. Based on these difficulties, Quanta have built a supplier 
network with itself as the centre by collaborating with external suppliers. It is similar to the 
concept of Toyota’s production keiretsu with the JIT (just-in-time) system. The differences 
with Toyotas strategies are that Toyota adopts a closed supplier management system 
excluding new suppliers, while the cluster collaboration network is an open system 
welcoming new suppliers. In other words, clustering of related production partners, vertical 
collaboration of suppliers and assembly maker, and coordinating in an open, complementary 
and long-term relationship are all indispensables for this concept to work. Such vertical 
collaboration effectively utilises the resources of every production member, which can 
concentrate on advancing its technology, production skill and expertise. Furthermore, the 
fierce competition among standard component suppliers can drive these suppliers to lower 
cost, improve quality and reduce time to market. Quanta’s goals of reducing production lead 
time, time to technology, time to market, time to volume, and time to end user can then be 
accomplished under such a vertical collaboration. To prevent the risks of delays, shortages or 
price hikes as a result of relying on one single component supplier, Quanta has adopted an 
outsourcing strategy of having multiple component suppliers. Because of Quanta’s supplier 
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management system that helps Quanta out perform all other notebook PC producers in the 
world. Collaboration between Quanta and its component suppliers facilitates high 
procurement quality by providing effective division of work, specialisation, quick response 
and economies of scale. Networking by Quanta and its component suppliers facilitates best 
match of order and supplier by nurturing competent suppliers, reliable source of components 
and cooperative partners. However, these three facilitators cannot function at their best if used 
separately. The case of Quanta’s supplier management system in this study shows that these 
three facilitators are interrelated (Liu et al, 2008, p. 236). 
 
Collaboration could especially benefit smaller enterprises. Zeng et al, (2009) did an 
investigation which incorporated that collaboration and networking suits smaller and medium 
enterprises best. Based on a survey of 137 Chinese manufacturing small and medium 
enterprises, the paper empirically explores the relationships between different cooperation 
networks and innovative performance of small and medium enterprises. The authors suggest 
from the findings that there are significant positive relationships between inter-firm 
cooperation, cooperation with intermediary institutions, cooperation with research 
organizations and innovation performance of small and medium enterprises, of which inter-
firm cooperation has the most significant positive impact on the innovation performance of 
small and medium enterprises. Surprisingly, the result also reveals that the linkage and 
cooperation with government agencies do not demonstrate any significant impact on the 
innovation performance of these companies. It should be noted that not all government 
policies can be advantageous for innovation. It follows that policy initiatives can only be 
effective when they focus on the need to promote cooperation between small and medium 
enterprises and innovative partners. In addition, these findings confirm that the vertical and 
horizontal cooperation with customers, suppliers and other firms plays a more distinct role 
in the innovation process of these kinds of companies than horizontal cooperation with 
research institutions, universities or colleges, and government agencies. From a managerial 
viewpoint, it shows that cooperation between small and medium enterprises and other partners 
is a valid approach to improving their innovation performance. Thus, it is necessary for the 
companies to use various cooperation networks (formal or informal relationships, such as 
cooperative alliances and personal networks) to source external knowledge and resources. By 
broaden the networks and collaboration of smaller and medium enterprises, they are able to 
gain some competitive advantages which can result in more novel or complex innovations 

(Zeng et al, 2009, p. 191). 
 

3.4 The Green Perspective 
Crosby (2010, p.12-13) discusses the importance of “ecological marketing” as being a 
potential for marketing to help channel demand in a direction that is more sustainable and 
reduces the “carbon footprint”. The sustainability goal is to raise the global standard of living 
without increasing the use of resources. But he also says that regarding the economic status 
around the world the most sensible approach right now might be to encourage product form 
and brand to be eco-friendly. He believes that the scale and effort undertaking these issues 
can only be completed through collaboration between companies and governments. In 
addition to this, Crosby (2010, p.12-13) also says that this can increase customer loyalty 
through “the green advantage”, since environmental friendly products and marketing of these 
will only increase and become more apparent as we go. 
 
A concept that seems to increase in significance is green marketing. The concept of this 
marketing strategy is to highlight the companies’ environmental work and how they are 
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marketing it (Charter & Polonsky, 1999, p.12, p.18). If implemented correctly it is said to help 
increase the emotional connection between consumers and brands (Ginsberg & Bloom, 2004, 
p. 79-84).  
 
Another article by Montororios, Luque-Martinez, Rodriguez-Molina, (2008, p.547-563) 
mentions that the more expensive a product is, the more informed and well-grounded the 
customer is about the purchase and its environmental effect. This is especially true when it 
comes to infrequently bought products compared to everyday routine products. Therefore 
companies are able to provide this information to the customers in their marketing which can 
result in higher awareness in this area. Companies are able to enlighten them and can create a 
better understanding of the values of being eco-friendly. Charter & Polonsky (1999 p.12) also 
discuss the importance of understanding your customers and that environmental 
improvements will not only come from designing greener products and services. The focus 
has to shift from design to changing the behaviour of customers and to be able to bring the 
green marketing concept along in the upcoming prospect, companies have to integrate green 
marketing in the marketing mix. They also stress the importance of ‘learning organisations’, 
which means that organisations has to constantly learn and be dynamic in the in the idea of a 
green market (Charter & Polonsky, 1999).  
 
Liu & Yang (2009, p.93-108) also talks about the importance of customer relationship 
management, CRM, and that customers are getting more demanding and knowledgeable in 
the changing environment and that it has to be considered for a company’s competitive 
advantage.  
 

3.5 The Swedish Market and the Competitive Forces 
The market attractiveness has a distinct role in how the companies are entering the industry 
and how the opportunity for profits seems. In a less magnetic market it could be hard to find 
customers and to maintain them, to establish a relationship. To determine the attractiveness of 
a market, Porters - the five forces framework (1998), (figure 1), identifies the market in terms 
of the five competitive forces (Porter, 1998, p. 21). This model provides organisations of an 
understanding of the market they attempt to function in, and are able to evaluate its profits. 
Porter (1998) describes a market as being intense versus mild. An intense market can be 
explained as places were no companies are earning a spectacular investment. A mild market 
on the other hand describes as the opposite, a market were there are room for high returns. 
Porter (1998) continues with saying that a perfect market is uncomplicated to work in and at 
the same time is easy to enter. The perfect market does of course offer the company a long-
term profitability. The five forces that determines the attractiveness of the market is 
customers, suppliers, potential entrants and substitute products, which are all competitors that 
may be more or less important or active depending on the industry (Porter, 1998, p. 21). The 
weaker these forces are together, the greater the opportunity there is for greater performance 
of the companies. However, if there is a high pressure from these forces the profit will instead 
be pressed down because of the high competition (Porter, 1998). 
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                                              Figure 1 (Porter, 1998, p. 22) 

3.5.1 New Entry  
The threat of new entry is being described as the existing threat when a company is entering a 
new market (Porter, 1998, p. 24). If barriers to entry are high, newcomers can expect sharp 
revenge from the well-established competitors and obviously the newcomers will not pose a 
serious threat of entry. The organisation should then analyze if they could carry the costs that 
they will be forced against when entering and if they can afford the marketing that are being 
claimed for a new entry. Other factors they should have in mind are if the prices to produce 
will increase over time and if there are any complicated technology that is being used at the 
market, and is available for everyone (Porter, 1998, p. 25).  
 

3.5.2 Buying power   
The customers bargaining power is the another force that determine the attractiveness of the 
market. The attractiveness is high when the buyers have many potential choices to choose 
from at the purchase (Porter, 1998, p. 29). If there are not many choices (products, services 
and stores) the attractiveness is low. Due to higher demand, customers are able to force down 
prices, demand higher quality or more services, and play competitors off against each other – 
all at the expense of the industry’s profits (Porter, 1998, p. 30). 
 

3.5.3 Power of suppliers  
The amount of suppliers can as well affect the attractiveness for a market. By supplier in this 
case, we mean the suppliers to the furniture market, hence the furniture design companies in 
itself. A large or less amount of suppliers of an important product or a service will definitively 
have a significant meaning for the attractiveness of an industry. If the industry for example is 
dominated by few organisations, which could be hard to compete with, this will determine if 
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the supplier group is powerful or not. Other examples are if suppliers are easy to replace or if 
the industry consist of a few and powerful companies (Porter, 1998, p. 30). 
 

3.5.4 Threat of substitutes  
If a specific product has a clear substitute, the attractiveness of the market can be influenced. 
When products have a lot of substitutes and they are easy to replace, prices of the products 
can be affected negatively, that could result in less profits. Substitute products that deserve the 
most attention strategically are those that are subjects to trend, improving their price 
performance trade-off with the industry’s product, or are produced by industries earning 
profits. Substitutes often come rapidly into play if some development increases competition in 
their industries and causes price reduction or performance improvement. (Porter, 1998, p.32). 
 

3.5.5 Competitive rivalry 
Competitive rivalry and competing for a position is the last force that could affect the market 
potential. High competition between existing companies, low incitement from them to end 
their businesses, the potential market growth is low, hardness of competition of market shares 
and large sizes and power of competitors are all examples of factors that will determine the 
market (Porter, 1998, p. 33).  
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4. Empirics 
 
In the empirical part we will give a short description of the chosen companies. We will also 
put forward the result from the interviews with the chosen companies by sectioning the 
different topics of customer loyalty, marketing and communication, collaboration, the green 
perspective and the conditions of the Swedish market along with highlighting the responses 
from the interviewees within these areas. Besides the description of companies, the areas in 
the empirical part will be sectioned and presented in the same order as they are in the theory 
part and as in the interview guideline to provide an easier overview. The interviewees has 
wished to be anonymous, therefore we will give the companies fictional names.  
 
 

4.1 Description of companies  
 
Company A 
Company A was established in the 1970’s and began their commerce in sales and 
organisational development. The company has not been very active on the Swedish furniture 
design market with their own designs but it is their intention in the near future. Recently they 
established a joint ownership concerning a sawmill in a foreign country where they produce 
designed wood furniture and timber for outdoors.  
 
The interviewed employee from Company A will from this point be referred to as 
representative or spokesperson from Company A. 
 
Company B 
Is a family owned company that started in the 1970’s and is very famous in the market. 
Company B produces and promotes furniture in a limited edition and has collaborations with 
different designers. Company B has stores in both Sweden and abroad. 
 
The interviewed employee from Company B will from this point be referred to as 
representative or spokesperson from Company B. 
 
Company C 
Company C was established in the 1990’s. The company grew quickly and today has many 
franchising stores in Sweden and abroad.  
 
The interviewed employee from Company C will from this point be referred to as 
representative or spokesperson from Company C. 
 
Company D 
This company has been in the Swedish furniture market for 30-40 years. They collaborate 
with designers to produce their furniture. Company D only produces towards a public 
audience. Its products are primarily marketed in Scandinavia and a few other countries around 
the world. Company D also has a great focus on outdoor furniture. 
 
The interviewed employee from Company D will from this point be referred to as 
representative or spokesperson from Company D. 
 



 
 

  23                                                                                                                                                         
 

4.2 Summary of Interviews 
Even though we will section the areas and the answers from the interviews within the chosen 
areas, the answers to the questions may not be discussed in the same order as they are in the 
interview guide. We restrict ourselves to choose to only include the relevant answers to our 
study and interpret them. 
 
 
Questions Company A Company B Company C Company D 
Age? 36 years old 48 years old 54 years old 60 years old 
Years of experience 
in the industry? 

2 years 20 years  11 years 30 years 

Customer 
relationship 
method? 

Paying attention to 
and solving its 
customers’ need 
and issues. 

Create 
trustworthiness to 
the company and 
works with quality 
and short led times 
safely. 
 

Newsletters that 
provides 
information of the 
latest news within 
the company like 
campaigns’, new 
designs etc. 

Mostly have 
architects as its 
end-customers but 
provide them with 
services and 
resources if needed.  

How to best gain or 
maintain 
customers?  

To focus on always 
giving good quality 
and not take 
shortcuts. 
To have an open 
dialog with 
customers and 
provide them with 
fresh designs. 
 

Optimise customer 
care such as 
opportunities for 
reclamations.  

Collecting feedback 
from customers. 
Working with well 
established values 
within the company 
that will distinguish 
them from 
competitors.  

Do not follow 
trends and working 
with uniqueness 
that will prevent a 
concept from being 
excavated. 

How do you market 
your company and 
designs? 

Adds in Magazines, 
webpage, 
partnership with 
established 
companies  

Fairs (both 
international and 
national furniture 
fairs), activities at 
retailers, adds, 
exhibitions at art 
vernisages. 

Through positive 
customers response  
(word-of-mouth) , 
catalogues, 
webpage, 
newsletter. 

Personal contact 
and visits. 
Catalogues and 
different internet 
sources.   
 

What is the main 
challenge for the 
company? 

To produce well 
designed furniture 
at a reasonable 
price that will 
attract customers 
 

Size of the 
company, lack of 
resources.  

Size of the 
company, lack of 
resources 

Size of the 
company, lack of 
resources 

Do you collaborate 
with any other 
company? 

Yes, collaborates 
with designers and 
in with the 
manufacturing of 
pillows and 
cushions. 

Yes, some 
collaborations with 
local competitors 
and local producers. 
Members in 
“Möbelriket”. 

Yes, Collaborates 
with subcontractors 
in ordering and 
buying material. 
Members in 
“Möbelriket”. 

No, do not have any 
collaboration with 
other companies. 
Good relationship 
with their suppliers. 

What does 
collaboration bring 
to your company? 

Establishing good 
contacts and 
networking 
possibilities that 
enables the 
company to reach 
growth and more 
customers.  
 
 
 

Able to solve 
common problems 
by using each 
others competitive 
advantages. 

Sharing information 
and are able to gain 
other kinds of 
knowledge. 

Possible 
collaboration 
concerning exports 
or fairs could give 
economical 
advantages. 
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How does your 
company relate to 
the green 
perspective? 

Positively, uses 
green thinking in 
anything from 
manufacturing to 
what kind of paper 
we use, transport, 
materials etc. 

An extremely 
important area, 
produce locally, are 
sceptical to 
environmental 
standards like 
“Svanen” labelled. 

The green thinking 
impregnates the 
company’s value. 
All of their 
products are 
“Svanen” labelled.  

Important but are 
not demanded by 
their customers. 
Trying to 
incorporate green 
thinking in all of 
the company’s 
actions.  

What is the biggest 
challenge on the 
Swedish market? 

Too many 
producers in the 
market. 

The term design is 
in a risk of inflation 
in Sweden and is 
hard to meet the 
environmental 
standards. 

Find nearby 
producers that 
could provide right 
materials.  

The similarities in 
companies’ 
supplies will put 
pressure on prices. 
The competition 
today is all about 
lowest price.  

Figure 2 
 

4.2.1 General background information of the interviewees  
This part of the interview will describe the interviewees’ background regarding age, gender, 
previous work experience and the number of years of experience within the furniture market 
and their position within the company. This section will also describe the companies profile, 
vision and company culture. 
 
The variations of ages of the interviewees were between 36-60 years old. When it comes to 
gender, there were a balanced mix of females and males. There were two females and two 
males. The education among the participants is not that varied since most of the interviewees 
have had an economic related education. Company’s B representative were from a science of 
law education. There were also distinct differences among the participants’ years of 
experience within the market. Company A’s spokesperson, who was the youngest person in 
the interviews and he had the least number of experience within the furniture market (two 
years). The other interviewees’ experiences were diverse between 10 years to long-life 
experiences. The owner and manager for another company, Company D, also has an extensive 
experience within the business with 30 years. Company B’s spokesperson, which is a family 
owned company, provided her with long-life experiences in the industry since she grew up 
with the company. The experiences among the companies’ representatives did not just include 
the furniture market, some of them has been working within the retail market which is quite 
similar. Company C’s spokesperson has been working in the retail section for quite some 
time. The interviewees that did come from family enterprises have been working in other 
companies before engaging in the furniture market.  
 
The positions among the interviewees varied depending on if the company were family-
owned and if they were a part of the family. Within the companies that were family owned, 
Company B and Company A, the persons had a prominent role like executive and vice 
presidents. The spokesperson from Company C did not belong to the family and had a 
position as an economics-, sales- and marketing manager. The spokesperson at Company D, is 
the founder of the company and today the owner and manager of the company. The 
description of the companies visions and culture had disparities but at same time similarities. 
All of the interviewees wanted to enlighten their environmental work with a description of 
long-lived products with high quality. Like Company B’s representative described: “We 
produce furniture with long term sustainability that could handle the wear of the eye.” 
Representative from Company A, which are relatively new established on the Swedish market 
is also describing the value of bringing furniture of good quality to the market and that their 



 
 

  25                                                                                                                                                         
 

vision is to become a known producer. Company B wants to prove their environmental vision 
within the company and add that they only have producers within a 5 mile distance to prevent 
long transports. Company C is describing their vision as three basics values; a humanistic, 
ecological and an existential view that infuses the organization. All of Company C’s furniture 
is Svanen labelled. At Company D the vision is to be a leading and product developing 
company for public customers in an outdoor environment. The companies’ culture among the 
organisations more or less reflects the same idea as the company vision.  
 

4.2.2 Customer Loyalty 
Customer relationship management, CRM, is defined differently by the interviewees. Some 
people did not seem to understand the definition of it. One response was “To listen to your 
customers needs and issues, and act upon them to meet those needs or solve the issues” – 
Company A. The companies are working in general to maintain and enhance the relationship 
with their customers. Company C is using its newsletter as a tool to maintain the relationship 
and provide their customers with the latest news within the company and models. They are 
continuously reminding the customers what values they have as a company. To be able to 
develop a relationship with new customers, they collect feedback from them to see if there is 
something that they could assist with or provide extra service. Company B has a similar view 
of it and is working with the same type of feedback. “It is about the trustworthiness with the 
company, you should work with quality and short led times safely.” Company B’s 
representative is also adding that their company is offering their customers opportunities for 
reclamation if there is any need for it that will reinforce the trustworthiness for the company. 
“A company should put aside time for customer care since the company’s’ customers is 
everything, without them, you do not exist!” Company D once again points out that their 
primary customers are their architects and to keep them they provide them with services and 
resources to ease their job.  
 
Company A refers to a stable quality of the product and to always provide new fresh designs 
to be able to maintain its customers in the future. The companies overall discusses the 
importance of being unique, to have a strong identity, keep a high trustworthiness and prevent 
from becoming exchangeable. They also point out the value of complete services from 
designing, sample and manufacturing. Company C consign the values that the companies 
have and that companies should not focus too much on the earnings, since customers in the 
future will value other parts. “The basic values within the company that stands for something 
else and communicate something else will be more important in the future”- Company C. 
Company C is also referring to the companies with no profiles and lack of having any own 
basics or core values to rely on. Its recipe is easy to copy because the lack of uniqueness. He 
is also convinced that the way that Company C is working will be more of a success in the 
future and companies should think deeper when creating your concept and have more values 
inside the organisation.  Company D coincides with that value, the representative says that she 
dislikes following the trend and what everyone else is doing, instead she also believes in 
creating something unique from the start to prevent a concept from being excavated.  
 

4.2.3 Marketing and Communication 
In the investigation, almost all of the companies seem to want to reach both customers from a 
private and public section. Except Company D, they purely turn to public customers such as 
municipalities, the government and other public corporations. The representative from 
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Company B is arguing that today the interest among private people has increased for furniture 
design, which has resulted in a profitable customer segment.  
 
The question of how the companies are reaching out to their target customers is surprisingly 
different. Company B is using fairs as their major marketing concept. The Swedish furniture 
fair in Stockholm, which is held once a year is an important channel for furniture companies 
to be seen for private customers, other retailers and organizations. The international faire in 
Milano, Italy, is the international equivalent, were design furniture companies can show their 
products for an international audience. Ads in newspapers and relevant magazines are also a 
communication tool which all companies are using. Company D, who only has public 
customers, states that personal contact and visits are their primary marketing and 
communication tool followed by catalogues and different Internet sources. Company D’s 
spokesperson also says that to reach a bigger crowd they use the internet and for more 
personal sales they use direct contact and feedback. Company C is also arguing the value of 
word-of-mouth. That communication channel will help Company C to gain a better reputation 
which can result in new customers. Its strategy is to satisfy their customers which will result 
in a positive word-of-mouth. Other channels it is using are catalogues that they are 
distributing with interior-magazines. She is skeptical to this kind of communication way and 
is describing that this way of working has lost its potential and that the web pages has 
replaced this mission. Company A, which is relatively new in the Swedish market, is using 
ads in magazine as a communication tool but also collaborates with other established 
companies. “The start-up cost is cheaper with collaborations and it is an effective way to get 
in to the market.” – Company A. Depending on in what stage the channels are being used, 
Company B’s spokesperson is describing fairs as an effective way when introducing a new 
model to the market. To maintain the relationship with customers, Company C is using 
newsletters. But the companies are still describing the challenges with these channels – “it is 
hard to measure the effects on traditional medias like advertising, if you compare with fairs, 
where you can see a result right away” –Company B. Social Medias are not a common 
channels used for the interviewed companies, the participants are continuously working with 
their web pages instead. One of the already established companies is admitting that it is not 
that involved in the concept but believe that social medias will be more of an importance for 
companies within the furniture design market in the future.  
 
In general, the most effective way to be seen and distinguishing yourself in the market are 
fairs according to Company B. But it is also adding the value of showing the company to 
retailers and the public as a support of the brand. To use channels that are maintaining the 
long-term relationship with the customer is also important to use. Company C does not invest 
in short-term campaigns like many other companies do, to get the short-term profits. They are 
trying to operate long-term oriented by building trust and relationships to its customers. To 
maintain and enhance the relationship, feedback from customers is an obligation to get a view 
of their feelings towards the company. All of the interviewed companies are working with 
collecting feedback. By sending the newsletter to customers, Company C can collect 
suggestions of improvements. Spokesperson from Company A also describes a customer 
register that they are using which all the other companies in the investigation are using as 
well. By keeping information of the customer, the companies can easily receive feedback 
from customer after sales and exhibitions. –“If you want to produce a product and be in the 
high range of quality and price, a continuous dialog about quality issues and potential 
improvements has to be in place.” – Company A. 
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Most of the companies are describing their uniqueness as long-term thinking that produces 
long validity furniture that should remain a classic through a timeless design. Company B is 
not working with a perspective of costs but instead works with the visual quality and the 
usefulness with the furniture. It does not produce big quantities of every model. Company C is 
describing its uniqueness by having all of their products Svanen labelled. They discuss their 
recycle thinking as uniqueness within the company and are claiming that this kind of 
certificate is important for a company and is something that customers understand. 
Representative from Company A describes it as a complete link dealing with a Swedish 
company from raw material to finished products. With own- and custom designs. For 
Company D its uniqueness is adapted and accommodated products. 
 
Specific marketing strategies that the organizations are using are not that obvious. Company 
C’s strategy is to work with a long-term perspective. By selling products the first time can 
affect its customer for later on decisions. They believe that it could be a way to establish new 
relationships with customers. The strategy Company B is using is to obtain awareness of the 
market when establishing new products. When a new model will be established, schedules 
with a long-term approach, at least 3 years ahead is being used. The schedules maintain every 
step of the planning process from material to design. Company A is working with bigger 
distributors as they have bigger resources to market their brand. Company D’s strategy is to 
provide services and resources to their main customers, architects, that will simplify their job 
and provide for the best possible outcome.  
 
The question regarding “Would you say it is easier or more difficult for small enterprises to 
be competitive when it comes to marketing compared to bigger enterprises?”  – “The larger 
volume of sales the company has, the larger revenue the company has to buy media”, 
Representative at Company C. But this is a statement that all the other companies agree on. 
But at the same time Company C refers to the individuals need for personal style which can 
prevent them to shop at larger retail enterprises. Company B wants to point out that the size of 
the company could be an obstacle for smaller ones, since larger ones have the opportunity to 
release more capital for marketing. Company A agrees as well, that to reach out to more 
people faster it is better to be a bigger enterprise as you have greater resources. ”If you have 
the time to wait and market yourself slowly in area by area, it would be more profitable.” -
Company A. Therefore, the main challenges that companies state that they are experiencing in 
our investigation is the lack of resources regarding both money and time. With more capital 
the companies could afford more staff and marketing. Company D says that smaller 
companies could possess more possibilities than challenges when it comes to their size since 
they might be faster to adapt and response to the market compared to bigger companies where 
it could take longer time to response and react due to their size and bureaucracy.  
 

4.2.4 Collaboration 
 Spokesperson from Company C explains that they primarily collaborate with their 
subcontractors in ordering and buying material, the same goes for Company D. Company B 
also has a close and daily relationship with their subcontractors, which can be found within an 
area of 50 kilometres. Company A’s spokesperson and manager, explains that they are 
collaborating in their design process with designers and in their manufacturing of pillows and 
cushions. The collaboration was established through friends and they still have a continued 
good communication. In general Company A is positive towards collaboration but states that 
it is a matter of chemistry between the partners and also if the competitor can offer something 
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that they cannot. He also expresses the importance in collaborating and sharing information 
between companies to learn and receive new competences and qualifications.  
 
When it comes to collaboration between similar design furniture companies he says that the 
collaboration is less established. Company C is however part of something called Möbelriket 
and together the involving companies try to attract customers to Möbelriket by collaborating 
in the marketing process which makes it more effective. Company B is another company that 
is also a part of Möbelriket to gain valuable information and contacts. Their view and 
partaking concerning collaboration incorporates the sharing of logistics, insurances and 
transports when it comes to fairs like the Milano furniture fair. Representative from Company 
B describes this collaboration as being more of a network between companies regarding 
exports. Company B collaborates with other companies in Gothenburg where they share 
showrooms and divide costs regarding personnel. Company D does not have any distinct 
collaborations and do not have any plans for establishing collaboration, but they see a possible 
collaboration concerning exports or fairs to gain economical advantages. But they do not 
collaborate with anyone on the Swedish market. Company C’s representative discusses the 
magnitude of sharing information to learn of what to do, what works or what does not work, 
you can always have some kind of input and a greater network sharing. He uses a lot of 
informal contact and collaboration when meeting people, customers or competitors to discuss 
experiences from the business. He believes in openness instead of closing doors. When asked 
the question if he believes it is relatively easy or difficult to establish  collaborations his 
response is aligned with the above mentioned discussion, “if you give something you usually 
also receive something, it is not more difficult than that”, he does not see a general 
difficultness in collaborating with similar companies. Spokesperson from Company B is also 
positive towards collaborations, it can help the involved companies to work together to find 
solutions and to bring about more cost effective results. She cannot see any challenges or 
negative attitudes when it comes to collaborating. What one should keep in mind though, 
according to her, is to still keep your identity whilst collaborating with others. 
 
Company C’s spokesperson believes that due to the increasing cheap import market with 
products from China or The Baltic States it possesses a threat to the Swedish design furniture 
market, collaboration between companies will become more and more important. The 
significant problem or opportunity is to find producers and subcontractors in the nearby 
regions in Sweden so that products can be locally or regionally produced, which will benefit 
the subcontractor, producer and the seller. Furthermore, it will help the whole Swedish 
furniture industry to exchange information and resources and to collaborate. Company C is 
also engaged as a franchisor which can be seen as a type of collaboration with exchange of 
information, experiences and feedback.  
 
As Company B, Company C also believes in collaboration between companies in the future 
due to increased global competition, to strengthen ones position on the market and because 
the furniture industry is a capital intensive industry.  
 

4.2.5 The Green Perspective 
Company B believes that environmental friendly- and population issues are very important 
and interesting. She continues with saying that it is terrible that necessary products and 
products has become commercialised. She continues with saying that it is too easy to have a 
product Svanen labelled without looking at how much resources the product has consumed, 
and some products might be eco-friendly in its way but is dysfunctional which makes it 
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useless for its purpose. She is referring to an example where a chair made of corrugated 
cardboard, which is totally environmental friendly since you can recycle it but it has lost its 
function as a chair. Thus a very unnecessary product at the market as it will not hold for 
usage. 
 
Company C considers itself to be an eco-friendly company, not in the sense that they use 
green electricity for example but rather because they want to be a part of the ecological cycle. 
It is something that is very important to them and it penetrates everything they do and points 
out that not that many companies are considering their business from an ecological 
perspective. He also points out that all of their products are Svanen labelled and it is the only 
company in Sweden which can offer that. Company B fulfils the criteria’s to obtain Svanen 
labelled products but they choose not to. Company C’s spokesperson explains that many of 
their customers incorporate the green perspective when they buy their furniture. It may not be 
the deciding factor but it very much affects the decision. He also believes that due to their 
fundamental values, their loyal and dedicated customer base has increased year after year 
since their values has been spread by customers. 
 
Even though the green and ecological thinking is something that penetrates Company C 
production in every step he says that they have seen a shift from the ecological view to a more 
existential thinking, with quality of life as the primary and future goal. The eco-friendly 
perspective is important says Company D, but she also says that their customers might not ask 
so much for environmental friendly material, instead it is something that they try do 
incorporate in everything they do. She continues with saying that she believes it will increase 
in importance but will have a bigger impact in other markets like everyday commodities. The 
eco-friendly factor is important but is not the major factor when it comes to the purchase 
deciding moment, it is merely an additional factor to the purchase. Company A on the other 
hand, is using plantations and wood from controlled plantations which they consider is their 
eco-friendly action and material. He notices that some customers demand towards eco-
friendly material is increasing and he believes the focus will be even greater with time.  
 
According to representative at Company B, they encounter a dilemma when it comes to the 
press asking what is new, when instead they should probably ask if the purchasing and 
consumptions should look different. “Maybe we should start producing less quantities and 
aim for more long lived products”- Company B. That is what Company B aims to do, for 
their products to stand the wear and tear of the eye. Representative from Company A says the 
difficulty in producing eco-friendly products is to really trace the source and to know how 
their materials are being created and assembled. It takes time and it is usually very long chains 
to trace the original source. The main challenge for deploying eco-friendly actions or green 
marketing is mostly cost according to representative at Company A. The strategic capability 
or unique advantage that Company A have, is that they can trace their material and production 
very well since they own their own saw mill and do not outsource production. She says that 
the environmental friendly action that Company B deploys is to have everything nearby 
produced and manufactured. They think about transport and to coordinate their logistics with 
other companies and it is an ongoing discussion, which is equivalent answer to what 
Company D gives.  
 
Company B sees that customers are more knowledgeable and have an increased demand 
towards more eco-friendly products and believe that it will increase in importance with the 
younger generations. Company B’s representative is also positive towards the future and sees 
more opportunities than challenges. One challenge however can be the solution of how 
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Swedish companies can stop importing special materials and use the material located locally 
or regionally.  
 

4.2.6 Swedish Market 
For Company D, its main competitor in Sweden is Hags Mekaniska, but its main competitors 
in general are similar companies in the whole Scandinavian area. According to representative 
at Company C, their primary competitors on the Swedish market are the travel agents. His 
reasoning for this is that their furniture is relatively expensive and that people in general 
spend larger sums of money on travel. Their biggest threat is the alternative competitor for 
example Fritidsresor and not other similar companies. It is about people’s time and financial 
resources. When he is asked about the main competitors within the furniture design business 
He says that it is those companies, and there are not so many in Sweden, that can produce 
furniture that is tolerant against the wear and tear of the eye, that lasts over time and remains 
classics. Examples of Company B’s main competitors are Lammhult and Swedese. 
When asked who has the biggest market share in general within the furniture market in 
Sweden representative from Company B and Company A both says IKEA, because of their 
input and increase of reputation and interest in design in general. In the furniture design 
business it is Swedese according to Company B’s representative. Company A’s representative 
says that even though IKEA is an incredible company in its own way, he does not see them or 
any other larger retail stores as a competitor since they compete in different segments. 
Company C’s aspiration is that customers perceive their furniture as an investment that can be 
used for a longer time frame and hopefully for several generations. The biggest market share 
concerning furniture however also belongs to IKEA according to him but regarding the 
furniture design market it is Svenssons in Lammhult. They have the capability to sell more 
due to their on line shopping ability.  
 
When asked to describe the Swedish furniture design market today Company C’s 
spokesperson says that more and more people are getting interested in furniture design and 
people spend more money on their homes than before. The focus has shifted from spending 
money on clothes to more money on design and interiors. He also says that we can see that 
more and more companies are entering the market and at the same time customers demand 
more and more unique products to decorate their homes with to make it more personal that 
creates a relationship between the customer and the product. Spokesperson from Company B 
says that design today is very much perceived of as the same as trend, and she continues with 
saying that the interesting aspect in the industry is to make designs that are timeless and lasts 
over several generations. She believes that companies that aim for the current style and trends 
or copy others designs is on a slippery road and that there might be inflation in the industry in 
that sense. Nevertheless, she believes that the Swedish market is big enough to grow in but 
the designs might be less and more expensive over time.  
 
Representative from Company B also points out that thanks to the European Union it is easier 
to carry out commerce and communicate through borders. Company C’s representative also 
believes that the market is big enough for new entrants but instead of offering cheaper and 
more products the focus should be to offer something more unique in order to survive and at 
the same time bear in mind the environment and knowledgeable customers. Spokesperson 
from Company A on the other hand believes that the Swedish market is more competitive 
than he first thought and that it is starting to be a bit packed of furniture companies. He states 
that he believes there will be an increase in demand from Asian countries, which they have 
already started to export to, and a decrease in demand from European countries. Company D 
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says that the Swedish market is not enough to expand in and that exporting is recommended 
and also a continued product development.  
 
Company D says that the buying behaviour in the market has increased due to the easiness to 
find what you are looking for on the internet. The buying behaviour according to Company 
C’s representative has not changed. He says that customers take an equal amount of time to 
decide, if and what to buy, now as before. The ecological perspective matters but in the end it 
is the design that makes or breaks the purchase. He is unsure of how the buying behaviour 
will change. He questions if the customers will by more, the demand towards eco-friendly 
products increase, will people spend more on travelling than they do or focus on more 
expensive home interior products. Representative from Company B also expresses her 
thoughts on this as being a matter of quality even though the products might cost more, there 
is an increased knowledge and awareness with the customers today. Spokesperson from 
Company A, also says that the future customers of the furniture industry will shift towards 
quality, design and higher prices. He thinks the big interest for good design in Sweden will 
still be around but he thinks the majority will always look for cheaper designs. 
 
Company D states that the biggest threat in the market is that many companies more or less 
sell the same things, which puts a pressure on the prices and gives less profitability for 
companies. Hence, the competition is not about the products anymore but a matter of who has 
the lowest price. Company D’s representative also says that she does not see any other 
challenges but merely opportunities. Company C’s representative does not see any challenges 
instead he also sees opportunities. When responding to what the biggest threats are he says 
that conditions are constantly changing and you have to be dynamic and flexible all the time 
to last in the industry. The biggest challenge however is to find nearby producers that can 
provide us with the right materials. Company A thinks that import taxes might be a problem if 
you are importing goods. The main threat and challenge is that there are already many 
producers in the market, and to be able to produce good designs at a reasonable price that 
attracts customers. The opportunity in the market however according to representative from 
Company A, is that people are always looking for new designs and new furniture. The 
companies do not see any barriers for further internationalisation.  
 
Company C’s spokesperson says that something he wishes he had known when he first 
entered the Swedish furniture design market, which was a bit surprising he says, was the 
unwillingness of banks to take risks and give loans or for financial institutes to invest in ideas 
and companies. He also comments on that to be able to successfully establish a company on 
the market, one has to know what is unique about the company and what they can offer that is 
unique compared to competitors. Representative from Company A states that the best advice 
for newcomers in this business is to find partners and establish collaborations with more 
experienced people and companies. Company D says that the most important part is to be able 
to keep up with the changing environment and being able to adjust and be dynamic -“you 
have to do qualified estimations of the future”- Company D. Her best advice would be to 
specialise and find your own niche, especially for smaller companies even though it might be 
more expensive.  
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5. Analysis 
 
In the analysis we aim to interpret the results from the interviews to see if we can relate and 
establish a connection between the responses and chosen theory. This section will guide us to 
present a conclusion and an own discussion in the end. The sequence of areas will follow the 
same structure as the theory and empirical section of general information, customer loyalty, 
marketing and communication, collaboration, the green perspective and finally the conditions 
of the Swedish furniture design market. We will discuss the general information of the 
interviewees because their character and experiences can influence their answers, but we 
restrict ourselves to not include any theories to that part. 

 

5.1 General information on the background of the interviewees 
Age, gender, education and previous experience can have an immeasurable but important 
effect on how the different interviewees interpret the questions which can result in answering 
the questions differently. Company A, which was the newest established company might not 
have the same experience since they are relatively new at the market in Sweden. The 
company is also located abroad with production but is still Swedish based. The other three 
companies act the opposite, as they are producing in Sweden to later on export their products 
abroad. Some of the companies were brought up as a family company, Company A and B, 
which might give another objective and way to look on the business inside this kind of 
organization. Family oriented companies may not just bring positive effects since it can be 
hard to change strategies, way of thinking and culture. It is easier to follow the same strategy 
as the company has always done, which could be a result when the company is inherited 
instead of bringing new people with new ideas inside the company. The result can therefore 
prevent the company to reach new heights. All of the interviewees that belonged to family 
companies or had a family relationship with the founder also had a higher position than the 
other ones.   
 
The culture and vision seem to go hand in hand for all the interviewed companies. An 
interpretation of it could explain the understanding of the terms among the interviewees. Two 
explanations could be that the interviewees do not understand the difference of the vision or 
the culture is so embedded in the company that one strongly affects the other.  
Company B and C both have and aim for nearby materials, production and manufacturing 
whilst Company A have their own saw mill and can follow the production more closely. 
Therefore Company A is working relative differently than the other three due to longer 
transporting distances when selling mostly in Sweden and Asia.  
 

5.2 Customer loyalty 
The term CRM seems to be very broadly defined by the participants, but the companies are 
still working in general to build and enhance the relationships with their customers. Company 
C is using the newsletter where they update the latest news about the company and they 
continuously ask for feedback to improve their business and products to be able to satisfy 
their customers. Company B says that their customers mean everything for them, without 
them they do not exist. She adds that service qualities like trustworthiness, quality, safety, 
short led time, ability to receive assistance with products, opportunities for reclamation are 
important to keep your customers. Service quality has been linked to customer satisfaction 
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and loyalty as well as business performance and profitability (Sureshchander et al, 2002, p. 
363-79).  
 
Loyalty programmes can help a company to gain competitive advantage over its competitors 
and that several loyalty programmes can exist even in a saturated market (Liu & Yang, 2009, 
p. 93–108). The majority of the interviewees did not specifically mention well structured 
loyalty programmes as something that they are working with. Although they described 
qualities that are important for maintaining their customers but did not state any specific 
programmes for it, like for example bonus cards. Loyalty programmes have increased over the 
past years and many firms incorporate loyalty programmes as their core marketing strategy 
(Liu & Yang, 2009, p. 93–108). Company C’s newsletter could be considered as a loyalty 
program in this sense.  
 
To maintain customers within the company, it could be more important for smaller enterprises 
since they might not have the same large customer base and not as big market shares as bigger 
furniture retailers. Loyalty marketing has increased in importance over the past 20 years and it 
is also said that companies are able to correspond to the dynamic market if they are able to 
sustain and develop their competitive advantage towards competitors (Worthington 1996, p. 
27-34). Therefore these furniture design companies could try to achieve customer loyalty 
since it could be more important to keep their customers than to merely focus on selling as 
much as possible. Company B mentions that it might look different for companies that only 
have a one- time-relationship with their customers. These kinds of companies do not have to 
focus as much on customer relationship since the customer buys from another company the 
next time.  
 
Company B mentions that in the future the importance to offer something unique will increase 
to be able to maintain your customers. Company C concurs to the same statement and as well 
as Company D. Spokesperson from Company D dislikes following trends and what everyone 
else is doing. Instead she believes in creating something unique from the start to prevent a 
concept from being excavated. To win loyalty, a company has to achieve high market share 
by its unique resources by distinguishing yourself from competitors (Uncles et al 2003, p. 
294-316). Company A on the other hand thinks that new fresh designs and quality will be of 
most importance to keep and enhance your customer base, which could perhaps be explained 
by Company A being new in the furniture business and having to establish their new brand. 
Both Company B and C does not want to produce more new designs but instead focus on the 
timelessness, quality and trustworthiness, instead of earning money. Customers are loyal to 
many different brands at the same time and sometimes even in the same product category, 
therefore the difficulty lies in convincing the customer why a certain brand is unique 
compared to its competitors (Uncles et al 2003, p. 294-316). Crosby (2010, p.12-13) discusses 
‘ the green advantage’ as something that will increase in importance over time and that should 
be considered for marketers to sustain a customer relationship and loyalty. He argues that the 
long-term solution to this is to market product form and brand competition. He also says that 
green marketing open up doors to gain advantage through innovation and design. All of the 
interviewees said that quality and timelessness are two of the most important features in the 
future for the customers. These two features can also be considered as an environmental 
friendly feature since customers may invest in a more expensive piece of furniture that lasts 
longer and stand against the whole ‘wear and tear’ of the society. The green advantage 
according to Crosby (2010, p.12-13) is about gaining and keeping customers, hence creating 
loyalty.  
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Company C mentions that their customer relationship strategy as a long-term perspective. By 
satisfying the customer at the first purchase, it can affect the customer for later on buying 
decisions. Even though the first time customer is not spending that much, it could establish a 
new relationship with a customer which could cause the next purchase to be larger furniture 
and more expensive ones. The buying behaviour of customers do not have to be connected to 
loyal purchase, it may as well be an outcome of a convenient purchase. Some supplies might 
be bought out of satisfactory needs and due to the products being easily obtained and not an 
issue of loyalty (Uncles et al, 2003, 294-316).  
 

5.3 Marketing and communication 
All of the interviewees were describing the border between private and public customers as 
thinner compared to previously. They seem to have more or less the same number of 
customers from both sides which have changed since some of the companies worked with a 
direction to one or the other segment. Because of the changes within the furniture design 
market it could be tough to only specialise in one segment and therefore direct yourself 
towards both, otherwise it could be hard to survive. To endure, the companies therefore have 
to think in a broader and longer term. The increase of the private segment might be a result 
due to the increased financial standards, globalisation, and higher interest in furniture design 
and so on. The increase in public segment can depend on a higher awareness within design 
and what value it could bring.  
 
An interesting part was that the companies with most similarities, namely Company B and C 
had the most dissimilar strategy when it came to reaching out to their customers. It is 
important for organisations to choose the right communication to build and maintain the 
relationship with their customers as well in the right phase of the relationship (Kirchgeorg et 
al, 2010). Company B mentions fairs as their primary communication channel whilst 
Company C is using word-of-mouth and catalogues, at least they did not mention fairs a 
primary communication tool. Kirchgeorg et al (2010) describe in his article “Objectives for 
successfully participating in trade shows” that live communication as fairs have significant 
positive meaning for the relationship with customers. The traditional marketing as advertising, 
TV, radio and magazines are being described as better suited to communication during the 
awareness phase (Kirchgeorg et al, 2010, p.66). Even though we had questions regarding the 
right communication in different stages with the customers, not all of the companies were 
describing a specific method in theirs marketing strategies at different stages. However, 
Company C did mention newsletters as a communication tool to maintain the relationship 
with its customer. Company B also referred to the importance of fairs in the awareness phase 
since a lot of the important people in the furniture design market attend those. She is also 
referring to fairs as an easier way to measure the effects compared to traditional marketing 
like advertising, since you will get a response right away. 
 
Company B believes that catalogues is not an effective communication tool anymore and that 
the webpage has replaced its function. Company A also mentions traditional marketing as ads, 
newspapers, showing products, fairs and collaboration with already established companies to 
reach a greater customer base. To establish the desired awareness and image in the minds of 
consumers, integrated marketing communications that involves mixing and matching different 
communication is mostly effective in these cases (De Pelsmacker et al, 2007). The 
interviewees did not show a big variation of communication ways since they only mentioned 
a few tools. Company D was describing personal contact and visits as its primary marketing 
and communication tool followed by catalogues and different Internet sources. Representative 
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from Company D also said that to reach a bigger crowd they use the internet and for more 
personal sales they use direct contact and feedback. Company C referred to their trust for 
word-of-mouth as an effective communication tool. But word-of-mouth is more associated 
with satisfaction rather than loyalty. However, when it comes to a negative WOM disloyalty 
is more associated with dissatisfaction (Augusto de Matos et al, 2008, p.591). The findings 
are therefore strengthens the concept that satisfied customers are not necessarily loyal. It 
seems as therefore you can not rely on this as a marketing strategy and instead see it like a 
bonus in the positive reputation you will get after satisfying your customers.  
 
Modern communication tools such as social medias were not used at all among the 
participants. Since furniture design companies tend to be more of a modern market, one could 
expect that this communication way would be used. Company C said that they where on their 
way to create a more dynamic webpage but has not really bought into the whole concept of 
social medias like Facebook, Twitter or blogs and so on. All of the interviewees referred to 
their webpage’s as a type of virtual communication. Virtual communication is being described 
as better suited in the awareness phase with potential customers (Kirchgeorg et al, 2010, 
p.66). Nevertheless, the impression we got from the interviews was that the participants still 
believed that social medias will have an higher impact in the future.  
 

5.4 Collaboration 
What is obvious from the empirical part is that all the interviewed companies have good 
established relationships with their subcontractors. Company B refers to their long term 
relationship with their producers, close nearby 50 kilometres distance. All companies states 
that to establish collaboration is not difficult but merely an aspect of chemistry and if you give 
something you usually receive something as well according to him.  
 
When it comes to collaboration between similar furniture companies both Company B and C 
are collaborating with Möbelriket. The companies describes this collaboration as a benefit for 
contacts and network and collaboration with exchange of experiences, contacts and sharing 
costs for example transport or marketing abroad. These findings can be compared to the 
competitive advantage that Johnson et al (2009, p.163-164) are talking about. They say that it 
might be difficult to establish ones company on the market if they compete with bigger ones 
with a larger market share, thus collaborating might bring benefits such as share costs and 
economical advantages, easier or faster entry to new markets and also increased contacts and 
networks. This is something that the mentioned companies has adapted and realized. For 
Company A, collaboration seems to be very important, especially if they can collaborate with 
a company that can offer customers something that they cannot. Hence, that kind of 
collaboration can be seen as collaborating for increasing market share and gaining knowledge 
in an area outside their expertise which also is described by Johnson et al (2009) as a motive 
and advantage for collaboration. This is also something that can be of importance when 
comparing our findings to the case of Quantas (Liu et al, 2008, p.236) which had 
collaboration with its component supplier to gain extra knowledge outside their expertise, 
which in turn led to lower costs, shorter time to market and higher quality. This is 
strengthened by our findings since the responses from the interviews also let us see that the 
companies believe that lower cost, shorter time to market and higher quality due to shared 
skills and resources would benefit the involved partners in the collaboration. Representative 
from Company B explains theirs collaboration with the suppliers, as an ongoing relationship 
and that they have been working together for a long time. The case of Quanta also mentions 
the importance of having a long-term relationship with the company’s suppliers. To create 
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successful clustering of suppliers, collaboration with a long-term perspective and 
complementary are all indispensables for this concept to work (Liu et al, 2008). 
 
The companies are very protective for the Swedish furniture market and the companies wish 
to find subcontractors in nearby regions in Sweden instead of the cheaper import materials 
from Asia or the Baltic States. As both Company B and C also believes in collaboration 
between companies in the future due to increased global competition, to strengthen ones 
position on the market and because the furniture industry is a capital intensive industry.  
 
Zeng et al (2009) discusses that collaboration suits best for small to medium companies, such 
as the ones interviewed for this research. The author found a positive relationship between 
collaboration among companies and the significant impact on innovative performance. The 
author’s finding also describes the importance of a strong relationship, vertical and horizontal 
cooperation with customers in the innovative process. What also become clear from the study 
are the various cooperation networks of formal and informal relationships to source external 
knowledge, resources and skills to gain competitive advantage which can result in higher 
customer loyalty (Zeng et al, 2009). In our case the informal or formal relationships and 
networks can be anything from friends, similar companies, subcontractors to Möbelriket when 
comparing the interviewed companies with the case performed by Zeng et al (2009). By 
judging the mentioned case with our findings one could interpret it to be very similar. All the 
interviewed companies seem to understand the importance of collaboration and networks and 
that it does gain a competitive advantage but still not all companies are engaging in 
collaboration with similar companies. If Zeng et al (2009) are right in their conclusion that 
collaboration suits best for small and medium sized companies, it is surely something to 
consider in the future for our interviewed companies since it seems to have a positive 
relationship and impact on innovative performance which can help companies to focus on 
their work to maintain and reach customers.   
 

5.5 The Green perspective 
Crosby (2010, p. 12-13) believes that the scale of undertaking the challenge to produce and 
develop eco-friendly products can only come about through collaboration and in addition he 
also points out that it can increase customer loyalty, as he believes that green marketing and 
eco-friendly products will only increase in importance as we go on. Both Company B and C 
have an environmental approach that is a part of their strategies to gain a long term 
relationship with their customers, the nature and is very caring about the subject and realises 
the importance. Company D that tries to incorporate eco-friendly thinking in everything they 
do, believes that the issue will increase in importance but will not affect the furniture market 
as much as the daily commodity market. If we consider the statement in the article from 
Montororios et al (2008, p. 547-563) which says that the more expensive a product is, as for 
example design furniture are compared to everyday commodities, the more informed and 
well-grounded the customer is about the purchase and its environmental effect, then we can 
see a clear difference. The company believes in eco-friendly as not being a greater matter for 
the purchase while Montororios et al (2008) states the opposite. This gives companies the 
advantage of enlighten their customers in their purchase and to affect their decision and create 
an understanding of eco-friendliness. This is something that Charter & Polonsky (1999, p. 
p.12, p.18) also discusses. Thus, the company has to incorporate the green marketing in their 
marketing mix and to be dynamic and constantly learn the idea of the environmental friendly 
concept. If it is true that customers are getting more demanding and knowledgeable as Liu & 
Yang says (2009, p. 93–108), this concept of green marketing should be crucial to companies 
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in the market since green marketing and eco-friendliness might matter even more in the 
furniture market than in other markets.  
 
The concept of green marketing, earlier discussed in the chapter, is a marketing strategy that 
aims to highlight the company’s environmental work and how they market it (Charter & 
Polonsky, 1999). However, in our study the companies do not seem to be deploying much of 
the green marketing, or at least they did not express that they do. The concept of green 
marketing is also said to develop or enhance the emotional connection that customers have 
with the brand (Ginsberg & Bloom, 2004, p. 79-84). This emotional connection can result in 
loyalty towards the company and the brand. By using a green approach and communicating 
this, companies are able to bond their customers more effectively. The customer behaviour 
when it comes to eco-friendly products, is explained by representative from Company C as 
not being the deciding factor but as an additional positive bonus that comes along the 
purchase. He also says that he can already see a shift from ecological demands to a more 
existential demand in products. It should contribute to life, give peace and not only be good to 
the environment. His statement can be strengthened by Charter & Polonsky (1999). They say 
that the environmental improvements will not only come from designing greener products but 
it has to shift from changing the behaviour of the customer to be able to bring the concept 
along in the future prospect and integrate it in the marketing mix (Charter & Polonsky, 1999).  
 
Another interesting realisation from the interviews was that Company B says that customers 
should question if something really is environmental friendly just because a product is Svanen 
labelled. She thinks customers will question eco-friendly labels in the future. Meanwhile 
Company C says that all for their products are Svanen labelled and this is something that they 
market towards their customers and something that has been a part of their core value and 
strategy from the beginning. We thought this was very interesting since these two companies 
are very similar in many ways but still have very different opinions about these types of 
certificates. Company B is more towards questioning the production and the usefulness of a 
design and not the certificate in itself. 
 
Company B says that media are always asking what is new in the design and furniture market 
but she thinks that maybe it is important for consumer to affect this by not wanting only new 
designs, consumers can do their own environmental work by consuming less quantities, by 
buying a furniture with better quality that lasts over generations and that can be re-used. 
Crosby (2010, p.12-13) discusses the ‘carbon footprint’ and believes that the sustainability 
goal should be to raise the standard of living without increasing the use of resources, which is 
comparable to what Company B says. Representative at Company A thought that his benefit 
is that they can maintain the control over the production due to owning their own saw mill and 
being a part of every step in the supply chain, which the other companies could not. But on 
the other hand Company A might have a negative effect concerning logistics since they have 
to transport their goods for longer distances while the Swedish based companies are sharing 
some transport and logistics. You have to look in the whole end product, not only the parts 
that might be good. 
 
One challenge that Company B talks about is to stop importing materials and see what we 
have nearby or regionally and to use Swedish natural materials. So if customers are getting 
more knowledgeable and demanding concerning eco-friendly products as Yang and Liu 
(2009) says, then also organisations might have to be dynamic and innovative in terms of 
what materials to use (Charter & Polonsky, 1999) in order to gain a competitive advantage. 
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5.6 The Swedish Market – analyzed by the five forces framework 
The interview of the design furniture companies consisted of an insight of the Swedish design 
furniture market. Through the empirical section within the Swedish market, we will analyze it 
by Porters frame of five forces (1998). Moreover, we will analyse and evaluate the Swedish 
furniture design market with the objective of understanding the possible demands of the future 
and how the market will look like. This can provide a guideline or a complement for 
companies within the industry of how the market looks like and the different forces within that 
market. In the end this will help companies to understand the market and develop strategies to 
maintain and attract customers. 
 

5.6.1 New Entry 
As all of the interviewees agree on, the Swedish market has its potential due to the increased 
interest among Swedish habitants. Company A, on the other hand believes that the Swedish 
market is more competitive than he first thought when entering, and that it is starting to be a 
bit crammed of furniture design companies. Spokesperson at Company D states that the 
biggest threat in the market is that many companies sells the same things more or less which 
push the prices down and gives less profitability for companies. Hence, the competition is not 
about the products anymore but a matter of who has the lowest price. Companies in some 
markets have cost advantages and are able to press down the prices, even though the size of 
the organisation in not that large (Porter, 1998). Spokesperson at Company C, comments that 
to be able to successfully establish a company on the market, the new-comer must know what 
is unique about the company and what they can offer that is unique compared to competitors 
that identifies the brand. Brand identification creates a barrier by forcing entrants to spend 
heavily to overcome customer loyalty. Advertising, customer service, being first in the 
industry and product differences are among the factors fostering brand identification. To 
create high fences around their business, companies should clarify the identification of the 
brand by all of the factors above (Porter, 1998). Spokesperson at Company A, states that the 
best advice for newcomers in this business is to find partners and establish collaborations with 
more experienced people and companies. Representative from Company D, says that the most 
important part is to be able to keep up with the changing environment and being able to adjust 
and be dynamic -“you have to do qualified estimations of the future”- Company D. She also 
believes that the company should specialise and find its own niche, especially for smaller 
companies even though it might cost a bit more.  
 

5.6.2 Buying power 
The interests for furniture design have increased and people spend more resources on their 
home then previously, spokesperson from Company C believes. The consumption within the 
fashion industry, which as been a growing market for a long period of time, have actually 
shifted and furniture is an increasing market that customers are spending more money on. 
However, he also adds that more companies are entering the market at the same time as the 
demands of the customers are increasing. The result of higher amount of new established 
companies will press down the prices due to the higher competition and more choices (Porter, 
1998). The awareness among customer have changed, which Company D believes that 
Internet is the reason. It is easier for customer to obtain information which can result in that it 
is easier to find other options and that they have more choices. Porter (1998) discuss that 
when customers have more choices to choose from, they are able to find alternatives and can 
compare companies against each other. Nevertheless, since the interviewees believes that 
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customer demands will concentrate on a matter of quality, even though the products might 
cost more the market has its potential.  
 

5.6.3 Power of Suppliers  
Sweden, especially the county of Småland, is famous for its flourishing furniture industry. 
The interviewees mention an amount of competitors that has their roots in that area. Company 
B, is referring to Lammhult and Swedese as their main competitors. They have similar a 
vision and supply. Company C, is also adding that Lammhult is their main competitor. The 
market is therefore not being dominated by a few larger organisations. Even though 
companies like IKEA could be referred as a larger enterprise with lower prices, some of the 
interviewees do not see them as a competitor since it has a different vision and mission. If a 
market is dominated by few organisations, it could be hard for new companies to compete in 
the industry (Porter, 1998, p. 30). 
 

5.6.4 Threat of Substitutes  
When a market consists of products that are easy to replace, the prices and the profits could be 
affected (Porter, 1998, p. 32). Furniture can not really have substitutes that could replace its 
function but since design furniture are not in the lower price segment, companies can compete 
with other markets. Representative from Company C discusses the same dilemma and 
referring to Fritidsresor, which is a large travel agency. “Design furniture is relatively 
expensive that people in general spend a large amount of money on, therefore other activities 
or products that costs a bit more can become a competitor as well.”- Company C.   
 

5.6.5 Competitive rivalry 
High competition between existing companies could affect the attractiveness of the market 
(Porter, 1998, p. 33). The interviewees describe the market as competitive but still not entire 
complete. When it comes to high competition, the interviewees referred to similar furniture 
design companies as their main competitor. It does not seem to be a higher amount of 
competitors that are dominating the Swedish market. Most of the interviewees do not perceive 
IKEA as their main competitor, although it is one of the biggest retail enterprises in the 
furniture market. Company B is adding that as a company within the furniture design market 
you can not compare yourself with IKEA since the size of the company and target market 
might be different. Spokesperson from Company B also add that without IKEA at the world’s 
furniture market, Sweden would not have the same positive reputation within furniture and 
design. Representative at Company C points out that Svenssons i Lammhult probably have a 
bigger market share due to their on line shopping abilities that allows for reaching a bigger 
crowd. Porter (1998) also describes the market potential growth as great factor of the 
attractiveness of the market. All of the participants think that the interest for furniture design 
will increase, but a sense of personal design and interior will be more important. People will 
begin to realise that mainstream and mass production of products is not so personal and 
interesting.  
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6. Conclusions and further research  
 
Here we will present the outcome of our thesis, we will once again describe our research 
question and objective to support and simplify the understanding of the connection between 
theories, responses from the interviews and the result of these. Finally, we will suggest further 
research within the area.  
 

 

6.1 Conclusions  
 
Research Question: 
 
“What challenges does a Swedish furniture design company face when trying to gain or 
maintain customers?” 
 
 
Objective:  
 
“The objective with this thesis is to gain a deeper understanding and analyse the issues and 
challenges new or already established Swedish furniture design companies face related to 
gaining or maintaining their customers. From the emerging responses about the relating 
areas of marketing and communication, collaboration, the green perspective and the Swedish 
market, we aim to conduct thorough interviews with furniture design companies on the 
Swedish market. From the compiled and analysed answers we intend to connect the 
challenges to the chosen theories to understand the importance of customer loyalty and the 
importance of it for companies in this industry.”  
  
 
The importance of customer loyalty becomes apparent when we look at the smaller 
enterprises within the industry. The size of the company can be a challenge since it may lack 
resources and skills and market share. The challenge is to find a valuable partner to 
collaborate with, to increase market share to reach customers and increase resources such as 
time, money and networks, but still keep your company’s uniqueness to attract customers. 
The lack of resources is also a challenge that can affect providing the right marketing and 
communication, which purpose is to attract and maintain customers to a company. Without 
these resources it can be difficult to provide and sustain the relationship with a company’s 
customer. If a company lacks the necessary resources it is also difficult to market and reach 
out the message of the company’s green advantages. What we have seen from the interviews 
the green perspective is something that will increase in importance especially with the 
younger generations. Therefore the environmental certificate that proves for environmental 
friendly products can be complex to obtain if a company lacks resources, thus companies that 
can afford these certificates might encompass a competitive advantage over others, but it can 
be misleading.  
 
A challenge is to be dynamic in the market and to not only rely on old experiences but to 
constantly renew your company and find new ways to reach your customers. What we can see 
is that the companies are not using many new communication tools such as social medias, 
even though all the interviewees believed that it will become more significant in the future. 
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What becomes apparent is that the companies that dominate the market are usually family 
owned companies with an old heritage and way of thinking which can affect these kinds of 
decisions regarding modern communication strategies. This can be an explanation as of why 
the fashion industry is so far ahead compared to the furniture design industry, even though 
they resemble one another in many ways. Modern communication tools such as blogs are a 
very effective and an increasing communication way in the fashion industry and maybe this is 
something the furniture design business can learn from and adapt. An area that the furniture 
design industry seems very involved in and is an upcoming topic is green thinking. This is 
something that customers are demanding to an extent and could help companies to bond their 
customers along in the future. 
 
Something that the companies do not seem to have thought about was collaboration between 
borders. Hence, collaboration with companies from similar life style segments such as the 
fashion industry, which could strengthen customer loyalty for the involved companies. Maybe 
short- term collaborations do not necessarily have to be negative for a company since it might 
provide new and modern ideas of how to reach and attract customers. There is a great 
opportunity on the Swedish furniture design market for new entrants since the interest for 
furniture design is increasing. But the challenge is that the market is competitive and 
crammed. Therefore companies might be in need of collaborations even more and perhaps 
need to consider exploiting other near markets through exporting, franchising or online 
shopping abilities for customers. Due to the market being very competitive and crammed, the 
importance of customer relationship is becoming even more evident. The significance of loyal 
customers in a highly competitive environment might be the best solution to endure the 
market conditions.  
 
Our research shows that to attract and maintain loyal customers in the future, the companies 
believes that the most essential factors will be quality and classical furniture designs that lasts 
over generations. The eco-friendly factor is merely an additional benefit in the purchase due 
to customers increased knowledge. But also the easiness to find what you are looking for and 
order directly through the internet will affect the purchase. Companies within this industry 
seem to lack of a clear strategy or well formed plan of how to reach and maintain customers. 
The companies could benefit by having a clear strategy towards receiving loyal customers 
since it would clearly give them an advantage in this competitive market according to our 
findings. 
 
“Design must become an innovative, highly creative, cross-disciplinary tool responsive to the 
true needs of men. It must be more research oriented and we must stop defiling the earth itself 
with poorly designed objects and structures”(Papanek, 2000, p. x). 
 

6.2 Further research  
For further research it would be interesting to see the customers’ perspective on the subject 
and to compare the studies to see if it coincides. It could help the companies within the 
industry to really know what customers demand and create a greater, more understandable 
and closer relationship with them.  
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7. Truth criteria for evaluation  
 

7.1 Reliability 
Reliability is the extent to which the study is repeatable and trustworthy (Bryman & Bell, 
2007, p. 410). What might be difficult in this study is to what extent one can say that the study 
is representable to the real world. The reliability can be determined by the questions that were 
asked in the interviews. If these are poorly asked or conducted it might cause difficulties 
which results in a less good reliability. That is why we have tried to present the readers of this 
thesis with as much information as possible about how we conducted the interviews in an aim 
to strengthen our reliability and trustworthiness of our thesis. There is also a risk that we, the 
authors, influenced the interview questions and that is why we had external consultants that 
helped us to form the interview guide and our supervisor also assisted to decide its quality. 
The few questions that arose from the interviewees during the interview, we tried to answer 
and provide further explanation without trying to affect or direct their answers. However, we 
are aware that it might have an affect and that there is a possibility that the answers were 
directed in some way. We would like to have conducted more interviews but it was very 
difficult in getting a hold of companies that were willing or had the time to participate. 
Therefore we put the effort on deeper interviews that lasted for about 1½ hour each. We also 
had 4 companies that differed a bit form each other with various experiences and a good 
balance between males and females respondents, which we believe is a benefit to this thesis 
and can strengthen the reliability. However, we do recognize that our sample of convenience 
might also compose difficulties in both the trustworthiness of this thesis and the replication, 
but with the small amount of time and relatively few companies to choose from, we saw this 
as the only alternative at that time. 
 
We are aware of the fact that the empirical and analysis part can feel a bit focused towards 
two companies more than the other two. This is due to their individual answers to the different 
questions. Some interviewees gave a longer and more in-depth answer to some questions 
while others did not. This can be due to experience or interest from their point of view. 
 
To receive a greater reliability we would have needed more time to collect more companies to 
interview under a longer time span. However, we did not have that opportunity at this time.  
 

7.2 Replication  
For other researchers to be able to replicate our study and get a similar result might be 
difficult due our research method (Bryman & Bell, 2007, p.41). The replication can depend on 
what companies that are chosen for the interview, the time reference, the questions asked and 
the interpretation of the authors of the thesis. However, we have tried to thoroughly explain 
our procedure for carrying out our research to ease the replication process. Although one has 
to bear in mind that our convenient sample makes it more complicated and less probable to 
gather and receive a similar result. Also the thoughts of the interviewees can change over 
time. Our study shows how the respondents think and believe about the market at the 
interviewed time, and due to global changes, economical issues or the company situation this 
can change rapidly. But to answer that statement we would like to quote one of our 
interviewees of this study -“you have to do qualified estimations of the future”-  Company D. 
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7.3 Credibility and Transferability 
Credibility and transferability is the equivalent to what validity is in quantitative research. It is 
concerned with the integrity and whether or not the conclusion derived from this thesis can be 
consider generalized and applicable to the context of the Swedish furniture design market.  
 
The companies that participated in this research all have different backgrounds and 
experiences which can affect the outcome. Even though when scrutinizing the answers from 
the interviews we could clearly see the direction which all the participants from the chosen 
companies were pointing at, bearing in mind some variations.  
 
The credibility and transferability might also have been greater if we would have been able to 
conduct the interviews face to face instead of telephone interviews. The reason for the 
telephone interviews was simply because the companies were situated from a long distance 
and we had no resources for a face to face meeting with them. Thus the answers to the 
questions might have been a bit different due to minor misunderstandings when explaining or 
asking questions. When transcribing an oral interview into notes in the empirical chapter there 
is a risk that our interpretation can arrive from our own influence and we are aware that the 
transcripts are not exact copies of the interviews (Kvale, 2008).  
 
 
 
 
 
 



 
 

  44                                                                                                                                                         
 

8. References 
 
Scientific Articles 
 
Augusto de Matos, C., Alberto Vargas Rossi, C., (2008), Word-of-mouth communications in 
marketing: a meta-analytic review of the antecedents and moderators, Academy of Marketing 
Science, 36:578–596. 
 
Berry, L.L. and Parasuraman, A. (1992), Marketing Services. Competere con la qualita` , 
Sperling & Kupfer, Milano. 
 
Berry, L.L., Shostack, G.L. and Upah, G.D. (1983), Emerging Perspectives on Service 
Marketing, AMA, Chicago, IL. 
 
Crosby, L., (2010), Sustainable relationships, Marketing Management, Colorado, p. 12-13. 
 
Ginsberg M. J., Bloom, N. P., (2004), Choosing the right green marketing strategy, Mit Sloan 
Management Review, p.79-84. 
 
Keller, L. K., Sternthal B., Tybout, A., (2002), 3 questions you need to ask about your brand, 
Harvard Business Review, p. 80-86.  
 
Kirchgeorg, M., Springer, C., Kästner, E., (2010), Objectives for successfully participating in 
trade shows, Journal of Business & Industrial Marketing, p. 63–72. 
 
Liu, Y., Li, Y., Xue, J., (2008), Transfer of market knowledge in a channel relationship: 
Impacts of attitudinal commitment and satisfaction, Industrial Marketing Management 39 
(2010) 229–239, © 2009 Elsevier Inc. 
 
Liu, Y., Yang, R., (2009), ”Competing loyalty programs: Impact of market saturation, market 
share and category expandability”, Journal of Marketing Vol. 73, pp. 93–108 
 
Lugli, G. and Pellegrini, L. (2005), Il marketing distributivo. La creazione di valore nella 
distribuzione despecializzata, Utet, Torino. 
 
Montororios, J, F., Luque-Martinez, T., Rodriguez-Molina, M-A., (2008) How Green Should 
You Be: Can Environmental Associations Enhance Brand Performance, Journal of 
Advertising research. 
 
Reimann, M., Schilke, O., Thomas S. J., (2010), Customer relationship management and firm 
performance: the mediating role of business strategy, Journal of the academy marketing 
science, Springer, 38:326–346.  
 
Sureshchander, G.S., Rajendran, C., Anatharaman, R.N. (2002), “The relationship between 
service quality and customer satisfaction: a factor-specific approach”, Journal of Services 
Marketing, Vol. 16 No. 4, pp. 363-79. 
 
Uncles, M., Dowling, R. Graham., Hammond, K., (2003), “Customer Loyalty and customer 
loyalty programmes”, Journal of Consumer marketing, Vol. 20 No. 4, pp. 294-316. 
 



 
 

  45                                                                                                                                                         
 

Vrasidas, C. Constructivism versus objectivism: Implications for interaction, course design, 
and evaluation in distance education, International Journal of Educational 
Telecommunications, Vol. 6 No.4, pp.339-62. 2000. 
 
Worthington, S. (1996), “Smart cards and retailers – who stands to benefit?” , International 
Journal of Retail & Distribution Management, Vol. 24 No. 9, pp. 27-34. 
 
Zeng, S.X., Xie, X.M ., Tam, C.M., (2009), Relationship between cooperation networks and 
innovation performance of SMEs, Technovation 30 (2010) p. 181–194, 2009 Elsevier Ltd. 
 
 
 
Literature 
 
Bryman, A., Bell, E., (2005), Företagsekonomiska forskningsmetoder (Social Research 
Methods), Oxford University Press, Korotan Slovenia Ljubljana. 
 
Bryman, A., Bell, E., (2007), Business Research Methods, Second edition, Oxford University 
Press. 
 
Charter & Polonsky, (1999) Greenleaf Publishing, Sheffield, United Kingdom 
 
Johnson, G., Scholes, K., Whittington, R., (2009) Fundamentals of Strategy, First Edition, 
Pearson education limited. 
 
Kotler, P., Wong, W., Saunders, J., Armstrong, G (2005)  Principles of Marketing, Fourth 
European Edition, Pearson education limited. 
 
Kvale, Steinar (2008), Doing interviews, SAGE Publication Ltd, Great Britain, Cromwell 
press, Trowbridge, Wittshire. 
 
De Pelsacker, P., Geuens, M., Van den Bergh, J., (2007) Marketing Communications a 
European Perspective, Third Edition, Prentice Hall. 
 
Papanek, V., (2000), Design for the real world, Human ecology and social change, Second 
Edition, Thames & Hudson Ltd, London. 
 
Porter, E, Michael (1998), On competition, Harvard Business School Press, Printed in the 
United States of America. 
 
 
 
 
 
 
 
 
 
 
 



 
 

  46                                                                                                                                                         
 

Internet sources 
 
Financial Times 2010 
www.ft.com  It’s time we took design seriously, By Edwin Heathcote Published: January 30 
2010, Collected 9 april 2010, at time 00:34. 
 
 
Nordicmöbler, 2010 
http://www.nordicmobler.com/nordisk-design-framtiden/ Collected 14 April 2010, at time 
15:20. 
 
 
Trä- och Möbelindustrin, 2010 
http://www.tmf.se/web/Mobler_1.aspx  Collected 20 May 2010, at time 13:32.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 
 
 



 
 

  47                                                                                                                                                         
 

APPENDIX 1 – Interview Guide               1 
 
 
 
General background information 
 
Gender? 
 
Age? 
 
Education? 
 
 
Please give a brief description of your previous work experience? 
 
 
How many years of experience do you have within the furniture business? 
 
 
What company are you employed by?  
 
 
What is your position within the company? 
Are you able to make decisions? 
 
What are your company’s vision? 
 
 
Are you aware of if there is a distinct company culture within your company?  
If yes, How does the company culture look like in your company? 
 
 
Customer loyalty 
 
How do you define customer relationship management? 
 
 
How are you working to maintain and develop your customer relationships? 
 
 
How do you proceed to build customer and brand loyalty? 
 
 
Are you using any tools or strategies to build and maintain the relationship with your  
customers? 
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What factors within the market do you feel will increase in importance in the future in order 
to keep loyal customers? (collaboration, networking, marketing, communication eco-friendly 
products etc) 
 
Marketing and Communication 
 
Who are your customers? 
 
 
How is your company reaching out to your target customers? 
(social media, ads, marketing, discounts, loyalty programmes etc) 
 
 
What channels do you use when marketing your company? 
Why have you chosen these? 
Do you see any challenges when using these channels? 
Have you been using the channels differently depending on what relationship stage you are 
experiencing with your customers? (awareness, developing the relationship etc)  
 
 
What social medias are you using? 
 
 
What do you think is the most effective way to be seen, magazines, blogs, tv, fairs, etc? 
 
 
Have you attempted to receive feedback from your customers after sales? 
If yes, How? How did it go? 
If No, why not? 
 
 
What does your company offer customers that are unique compared to competitors? 
 
 
Do you have a constant strategy when it comes to marketing? 
 (For example branding, price, distribution, location and advertising, quality go hand in 
hand). 
 
 
Would you say it is easier or more difficult for small enterprises to be competitive when it 
comes to marketing compared to bigger enterprises? Why? How? 
Any other challenges that you have encountered? 
 
 
What are the main challenges do you think when it comes to marketing? 
(Example: Money, time, lack objective, lack of know-how…) 
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Collaboration  
 
Are you collaborating with a company? 
If yes, then what resources or capabilities are you sharing?  
How was the collaboration established (how did you get in contact with each other?) 
 
 
If No, why not? 
 
 
Are you positive or negative towards collaborating with a competitor? 
 
If yes, for what reason(s)? 
 
If no, why not? 
 
 
What benefits do you think collaboration might provide? 
 
 
Would you say it is difficult or relatively easy to establish a collaboration? 
 
 
Do you think collaborations will be more important in the future of the business? 
If yes, what type of collaborations? 
If no, why not? 
 
 
Do you have any other comments on collaboration? 
 
 
Are you involved in any networks? 
(trade organisations, interest organisations etc) 
 
 
 
The Green Perspective 
 
How do you define green marketing? 
 
 
Are you using any green marketing? 
If yes, why and how? 
If no, why not? 
 
 
 
Do you deploy any eco-friendly actions/material within your company? 
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If yes, what kind of eco-friendly actions/material do you deploy at your company? 
(could be anything from manufacturing to what kind of paper you use, transport, materials 
etc) 
 
 
Do your customers demand eco-friendly products? 
 
 
What do you think a customer expects from companies in the future regarding eco-friendly 
products? 
Will the demand for eco-friendly products be of higher/lower importance to customers etc? 
 
 
What are the challenges with deploying eco-friendly production? 
(costs, technology etc) 
 
 
 
Swedish market 
 
Who do you see as your main competitor(s)? 
 
Who would you say has the biggest market share in the furniture business in Sweden? 
In the Overall furniture market? In the Design market? 
 
 
 
How would you describe the furniture market today? 
(Crammed market-too small for more companies to establish? Lack of technology, missing 
something?) 
In a few years?  
 
How has it changed? 
 
 
 
Do you feel that the Swedish market is “big enough”, to grow and develop in? 
Have you considered to internationalising your company? 
Or any of the below… 
Licensing? 
Franchising? 
Exporting? 
 
 
 
How would you describe the buying behaviour now? 
In a few years? 
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How do you see the interest in furniture design in Sweden? 
Huge interest/small interest 
Increase/decrease within a few years? 
 
 
 
Do you see any barriers to entry the Swedish furniture design market? 
 
 
Are there any competitors that are dominating the market? 
 
 
 
What are the main threats in the market? 
 
 
 
Do you believe there are any substitutes to furniture? 
Maybe in other life-style segments? 
 
 
Is there a competition between suppliers in the market? 
 
 
What are the main challenges in the market? 
 
 
 
What are the opportunities in the Swedish furniture design market? 
 
 
 
In what area of Sweden do you have the most customers? 
Why do you think it is so? 
 
 
 
 
What do you wish you would have known today that you did not know when you first entered 
the Swedish furniture market? 
 
 
Do you have any handy tips for small design furniture companies that wish to establish 
themselves on the market? Or for already established firms to grow and develop? 
 
 
 
Something else you feel we have missed or something else you would like to add? 
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