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Abstract 
Cooperation have in previous research been seen as a negative impact on competition and 

vice versa. This thesis is building on a concept called coopetition in which cooperation and 

competition is studied simultaneously. Coopetition have been studied in terms of the level of 

cooperation and competition. However, we found a possible link between coopetition and 

complexity in previous literature. Thus, the purpose of this study is to explore whether 

complexity can develop an understanding for what organizations within a company group 

cooperate and compete about as well what they want to cooperate and compete about.  

 

The four main cornerstones in the theoretical frame of reference is cooperation, competition, 

coopetition and complexity. We begin by defining these concepts, describing previous 

research and discuss various factors of the concepts. Finally, we further develop the possible 

link between coopetition and complexity.   

For reaching our purpose we study a company group in the travel industry. We are 

conducting unstructured interviews with people at leading positions in the company group. 

Our analysis is done by thematic network analysis in six steps. 

 

The empirical data is coded, basic themes are found and a condensed version of the 

interviews is presented together with a short presentation about the company group.  

 

In the analysis we present two global themes, cooperation and competition. These are both 

derived from the basic themes and organizing themes. The factors of complexity are the 

organizing themes. 

 

Our conclusion is that complexity can categorize wanted and actual cooperation in the 

company group in the sense that complexity has to be lowered for cooperation to exist. 

Regarding competition, we did not draw any conclusion to our purpose due to lack of data. 

However, we find that competition is mainly seen as negative in the coopetitive situation 

studied.  

 

The implications of this thesis is that complexity can further refine the concept of coopetition 

but the causality have to be further tested. In a managerial perspective, leaders should focus 

on decreasing the factors of complexity if cooperation is wanted. We also suggest that it is 

important to understand if people in organizations are positive towards cooperation and 

negative to competition or the other way around.  
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1. Introduction 

1.1 Problem Background 
Since the beginning of time, when human was learning to hunt, work and live together there 
has been cooperation. Through cooperation humans has thrived, evolved and innovated. 
Baltasar Gracian once said that “The path to greatness is along with others” (Think Exist, 
2012a). The wonders of the world, such as the Pyramids of Giza, the Great Wall of China and 
Taj Mahal would never have been built without the cooperation of individuals.  
 
Henry Ford stated the famous quote “Competition is the keen cutting edge of business, 
always shaving away at costs” (Think Exist, 2012b). The competition created in the free 
market has stressed the importance of innovating and lower the costs of production. Despite 
that there have been some beneficial implications of competition the cooperation is always 
wanted, strived for. Frank D. Roosevelt said that “Competition has been shown to be useful 
up to a certain point and no further, but cooperation, which is the thing we must strive for 
today, begins where competition leaves off” (Brainy Quote, 2012). Leaving competition 
behind, cooperation will always thrive. 
 
Research about competition and cooperation has been conducted separately. Competition has 
been studied from different perspectives. For the society, competition is often seen as 
something beneficial when going through economic research on the subject. In this view, 
interorganizational cooperation is seen as something negative for the free market. At the same 
time, when studying cooperation, competition has been seen as something negative that 
organizations have to cope with (Bengtsson et al., 2010, p. 196f). 
 
These two paradigms, cooperation and competition, are good for stand-alone studies but give 
contradictive answers to questions regarding how organizations should do when they co-
exist. According to those findings a complementary field of study has developed to connect 
them and explain the relations between them, this concept is called coopetition. The concept 
gives an understanding of competition and cooperation as simultaneously active concepts. 
(Bengtsson et al., 2010, 195ff) 
 
To see competition and cooperation as simultaneous actions is beneficial for different 
reasons. Osarenkhoe (2010) state the disadvantages and advantages of coopetition. Some of 
the advantages are lower cost and higher risk tolerance. At the same time coopetition may 
lead to conflicting goals, increasing costs and disagreements (Osarenkhoe, 2010, p. 217). In 
that sense, it is important to study the concepts simultaneously instead of seeing competition 
as a negative influence on cooperation and vice versa.  
 
Coopetition have been studied from various perspectives. Luo et al. (2006) studied the 
concept in an intraorganizational context, where the author studied how midlevel managers 
and top executives cooperate and compete between different functional units within a firm. A 
similar approach is taken by Tsai (2002) that analyze how knowledge is shared 
intraorganizationally. The concept of coopetition have also been studied 
interorganizationally, for example by Bonel and Rocco (2007, p. 70) that found the outcomes 
of coopetition hard to foresee. They found that coopetition may interfere with the business 
model of the firms participating in such relation. 
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To illustrate coopetition, two models are found in Bengtsson et al. (2010, p. 199). In the first 
model, coopetition is seen as a balance between complete competition and cooperation. For a 
coopetitive relationship to be more competitive in that model there must be a decrease in 
cooperation. In the second model, a coopetitive relationship can increase in cooperation 
without decreasing in competition. Bengtsson et al. (2010, p. 210) suggest that this last 
model, which will be further described in this thesis, can be further refined. 
 
The similarity of the previously described models is that they are stating the level of 
coopetition. This is done by defining the level of cooperation and competition which is 
affected by the trust and tie strength between the partners. The levels of cooperation and 
competition are discussed and some characteristic situations are described. For example, an 
example where the competition is overly low is cartels in which companies avoid each other 
in the markets. (Bengtsson et al., 2010, pp. 203ff)  
 
The level of coopetition can be affected by competitive intrusions. One of the intrusions 
described by Padula and Dagnino (2007, p. 40) is that one force creating competition in 
cooperative relations is an increasingly changing or unstable environment. This introduces 
the link between complexity and competition. Isik (2010, p. 3683) are stating four factors of 
complexity in his work. One of this factors is variety and he suggest that the more varied a 
system is, the more complex it is. This means that variety may both increase the level of 
complexity and create competitive intrusions in a cooperative relationship. 
 
Also, cooperation and complexity may be linked. Isik (2010, p. 3684) argue that the higher 
level of complexity the harder the situation is to cooperate about. The four sources of 
complexity in the work of Isik are size, diversity, uncertainty and variety. Size is the number 
of participants in a specific system, diversity is the homogeneity of a system and uncertainty 
is how clear picture a participant can make of a system.  
 
As suggested by Bengtsson et al. (2010, p. 210) the model of coopetition might be further 
refined and in this study we found particular interest in linking coopetition to complexity. 
Our interest is the possible relation between the complexity and the forces that cause 
competitive intrusion on the cooperative relationship. This can be related to Isik (2010, p. 
3684), that suggest that highly complex situations is harder to cooperate about than situations 
of low complexity. We interested us in researching this probable connection between 
complexity and coopetition. 
 
For studying the relationship between coopetition and complexity, we are conducting 
research on a company group called Unlimited Travel Group. The company group is active in 
the travel industry and focus on specialized travel packages. The vision of the company is to 
be a group of companies made up of strong, specialized brands of which all is the first hand 
choice in their niche. To achieve this, the company group start, acquire and further develop 
small companies with high knowledge in their niche. Today, the parent company is the 
majority shareholder in nine out of ten subsidiaries. However, the subsidiaries have a 
considerable large autonomy in their business operations. As a part of the business model the 
company describe that they try to keep the entrepreneurial spirit alive in the subsidiaries and 
try to stimulate these companies act and think as an independent company with its own brand 
and identity (Unlimited Travel Group, 2010, pp. 5f; 19) 
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The company group is interesting related to previous research. Earlier, coopetitive research 
has been made on interorganizational (Bonel & Rocco, 2007) as well as intraorganizational 
(Tsai, 2002) level separately. As we noted, the majority of the companies are owned by the 
parent company. In that sense, the group might function as an intraorganizational case. After 
all, the parent company could decide about the business operations of every subsidiary. At the 
same time, they express that every subsidiary should have considerably large amount of 
autonomy. This suggests that the company group might function as an interorganizational 
case. In other words, this thesis is studying coopetition from both an intra- and 
interorganizational perspective. 
 
 
There are several reasons why this research should be done and why it is important. First, 
Bengtsson et al. (2010) have suggested that a further refinement of the two continua model of 
coopetition is needed and Isik (2010) suggest that complexity make situations more difficult 
to cooperate about. At the same time, higher variety seems to connect to both the complexity 
and the level of competition. The study is also linking coopetition to a company group. The 
importance of doing so is to see how the concept applies to a situation such as a company 
group. It is also interesting to study inter- and intraorganizational coopetition simultaneously. 
Finally, when managing company groups, one might wonder what the subsidiaries want to 
cooperate and compete about. Our aim is to find results interesting for this particular and 
other company groups for which this thesis can be seen as a metaphor for taking managerial 
decisions. 
 
This problem background and the argument for its interest are concluding in a research 
question and research purpose below. 
 

1.2 Research Question 
Can categorization of situations in terms of complexity develop an understanding of the 
actual and wanted coopetition in a company group? 
 

1.3 Purpose 
The purpose of this study is to explore whether complexity can develop an understanding for 
what organizations within a company group cooperate and compete about as well what they 
want to cooperate and compete about. 
 
One limitation is that we study one company group in the travel industry. When doing so, we 
are contacting the CEO:s for the subsidiaries of the companies. The study is from a 
managerial perspective and connected to the service industry. One important aspect is the 
autonomy of the companies in the group, which may contribute to the result of the study.  
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2. Theoretical Frame of Reference 

2.1 Cooperation 
Our purpose is to explore whether complexity can develop an understanding for what 
organizations within a company group cooperate and compete about as well what they want 
to cooperate and compete about. To do so we define and describe the concepts and the 
previous research conducted regarding cooperation, competition, coopetition and complexity. 
This is done to develop a theoretical framework which will be used to analyze the interviews. 
We start by developing the concept of cooperation. 
 
We define cooperation in the viewpoint of a supply chain. In that case the term cooperation is 
defined as “... similar, complementary, coordinated activities performed by firms in a 
business relationship to produce superior mutual outcomes.” (Osarenkhoe, 2010, p. 205). We 
specify the advantages from this definition with an example. In the most basic form, for 
example when a heavy rock has to be moved from one place to another, people have to come 
together and combine their strength to move the rock. Cooperation can take various forms but 
the aim is to produce a more superior outcome than what the individual could have done 
separately. 
 
The definition of cooperation as creating superior mutual outcomes is not entirely shared in 
the view of societal policy and economics. In these two fields, cooperation is often seen as a 
negative exception from competition, because cooperation is seen as impeding the free 
market. Taking this to the extreme, low competition and high cooperation can result in 
collusive behavior and finally cartels. (Bengtsson et al., 2010, pp. 196;205). For example 
cartels may be profitable for the companies in them because they can make excess profits. At 
the same they are generally not profitable for the consumers because the prices are higher.     
 
Mainstream economics have usually been assuming that selfishness and self-interest are the 
principal incitements for economic agents. This is noticed and contrasted by Canegallo et al. 
(2008, pp. 18;25) which argues that individuals are being more cooperative than their genuine 
need for it in selfish means. This finding, we suggest, is creating a need for going beyond 
research about profit and its affect of behavior in organizations. We will throughout our work 
emphasize on both economic gains as well as other incitements for cooperative actions. 
 
Seeing cooperation as a dynamic process, it will not continue if its benefits does not equal or 
exceed its cost. The benefits are generally specified in terms of performance and satisfaction 
but they can be defined in non-economic terms as well. Indeed, benefits might include 
improved quality, improved competitiveness, better decision making et cetera. (Smith et al., 
1995, p. 17) Those benefits mentioned are important while conducting the research and we 
will, as mentioned above, emphasize on gains from cooperation. 
 
The management of today’s organizations needs to understand the causes and consequences 
of cooperation. There has been research showing the positive relationship between 
cooperativeness among companies and high levels of efficiency and profitability. More 
results from research about cost savings due to cooperation are documented as well. (Smith et 
al., 1995, pp. 8:20) Indeed, relating to this research we can see the need of cooperation and 
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the consequences and benefits derived from it. As suggested, we can see the implications of 
cooperation trigger both higher profits and cost saving which is beneficial for organizations. 
 

2.2 Competition 
In our description of cooperation, we found that competition have been seen as a negative 
influence on cooperative relations. First we introduce the definition, further on we elaborate 
previous research on the subject.  
 
We choose the definition of competition found in Osarenkhoe (2010, p. 203), that 
competition is “...a dynamic situation that occurs when several actors in a specific area 
(market) struggle for scarce resources, and/or produce and market very similar products or 
services that satisfy the same customer need”. This definition is focused on resources, 
products and the need of the customer which is appropriate for our study. 
 
The strength of competition is often related to symmetry of two firms. The symmetry of them 
is to what extent they are similar in terms of product offerings or serving the same market. 
(Bengtsson et al., 2010, p. 203) This can be related to the definition by Osarenkhoe (2010) 
that when companies produce similar products or services that satisfy the same customer 
need competition may occur if for example resources for that production are scarce. This 
suggests that firm similarity in product and service offerings have a positive correlation with 
competition between the firms.  
 
The benefits of competition are usually emphasized in the field of economics and societal 
policy as discussed earlier. Osarenkhoe (2010, p. 204) is describing how the neo-Austrian 
school in economics argue that competition leads to a market where the fittest survive, in 
such market companies have to be successful develop a need for the ability to create, invent 
and innovate. In that sense, the customer can be seen as the fundamental driver for 
competition because the customer buys what they need and the companies try to satisfy that 
need. 
 
In research about competition, we have previously noted that cooperation have been seen as 
negative, at the same time competition can be seen as something negative to cooperation. 
Padula and Dagnino (2007, p. 47) argue that the existing of a cooperative relationship does 
not exclude that there might be competition in such relationship. In a situation where the 
competitive influences on a relationship are overly high there is a risk that the dynamic can 
be destroyed, this because the intense rivalry turns into a static competition of confrontational 
style. This means that the possibility of exchanging information is lost if the competition is 
too high. (Bengtsson et al., 2010, p. 206) 
 

2.3 Coopetition 
Our thesis purpose is to explore whether complexity can develop an understanding for what 
organizations within a company group cooperate and compete about as well what they want 
to cooperate and compete about. Continuous cooperation and competition is called 
coopetition. We hereby use the definition found in Bengtsson et al. (2010, p. 200) “...we 
define coopetition as a process based upon simultaneous and mutual cooperative and 
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competitive interactions between two or more actors at any level of analysis (whether 
individual, organizational, or other entities)”. 
 
Relating to the level of cooperation and competition, coopetitive relationships can be 
illustrated in two ways. First, the two variables competition and cooperation can be seen as 
two opposites. This means that an increase in cooperation can be done only if there is a 
decrease in competition. Second, coopetition can be seen as a multidimensional concept in 
which both cooperation and competition can be at simultaneously high or low levels. In this 
last case, cooperation can increase without any decrease in competition and vice versa. 
(Bengtsson et al., 2010, pp. 199f) 
 

 
  
Figure 1. Coopetition : One continuum and two continua. Original source: Bengtsson et al. 
(2010, p. 199). 
 
When going through previous research in the field of coopetition, Bengtsson et al. (2010, p. 
199) found that the one continuum approach have been more commonly used in earlier 
studies. They also found that the first approach have been widely used in individual and 
group level studies. In studies of intraorganizational relationships both approaches have been 
common.  
 
The reason for choosing the two continua approach is because we want to study coopetitive 
situations in terms of what they cooperate and compete about rather than how much. In the 
one continua approach we cannot see the complexity to contribute because a decrease in the 
cooperation is only possible with an increase in competition. In the two continua approach, 
there is a possibility of reaching higher levels of cooperation without decreasing competition. 
In our study, we see coopetition in a two continua approach where both the level of 
cooperation and competition can be low.  
 
We could think of situations where companies are cooperating to some extent but have 
almost no competition. For example in a shopping mall, the companies may cooperate about 
the facilities but they do not compete about the customers if they have very varied offers to 
the customers. However, the companies could start to compete by starting to offer more 
similar products. In that case the level of cooperation does not have to change to increase the 
level of competition between the companies. We argue that this is not the case, in this 
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example the companies did not cooperate about their offers to the customers in the first place 
but will compete about it in the future. We see a possibility in starting cooperating about 
things that they did not compete or cooperate about before. The opposite is also possible, to 
start competing about something that they neither cooperated nor competed about before. 
 
Coopetition have been studied at various levels. An example of intraorganizational 
coopetition is found in Tsai (2002, p. 179). He is studying knowledge sharing among units in 
organizations. He finds that hierarchical systems are negative for knowledge sharing but that 
there is a positive correlation between informal lateral relations and knowledge sharing. A 
study focused on interorganizational coopetitive relations is conducted by Bonel and Rocco 
(2007, p. 70). In their research, they study coopetition interorganizationally and find that the 
consequences of coopetition are difficult to foresee. More specifically they suggest that 
coopetitive relations that from the beginning have been seen as an opportunity have turned 
into a trap. In a coopetitive relationship between companies in the beverage industry, the 
authors find that the coopetitive relationship interfered in the business models of one of the 
firms. This suggests that, coopetition in the initial state can be beneficial but emerge to an 
unwanted situation. 
 
The research design may be important when distinguishing between the one continuum and 
two continua approach. For example in Canegallo et al. (2007, pp. 20f) the respondents are 
presented the possibility to either cooperate or compete by playing game with a fixed amount 
of money. In this experiment, the result will be on a one continuum approach, because 
cooperation and competition is seen as two opposites. For being able to cooperate, the 
respondent needs to give up competition. Including an option to pass would make this 
experiment more illustrative for a two continua approach. As we previously stated, we are 
interested in the two continua approach. There fore it is important for us not to do research 
where we treat competition and cooperation as opposites.  
 
Canegallo et al. (2008, p. 25) find in their experimental approach that as competitiveness 
increase, the willingness to cooperate decrease. They further argue that the paradigm in 
economic research is to see selfishness and self-interest as the main force for human 
economic behavior. In that paradigm, cooperation is seen as an alternative. Instead the 
authors are arguing that their experiment suggest that cooperation is the paradigm and that 
competition is a force from the environment to increase self-interest and selfishness to 
decrease cooperation. 
 
Except the advantages and disadvantages brought up earlier, Osarenkhoe (2010, p. 217) 
describe some additional insights of coopetitive relationships. He argues that the outcomes of 
interorganizational coopetition can both be negative and positive. Possible advantages of 
coopetition are lower costs, higher tolerance for risk, pro-activeness in product development, 
more healthy competition and it can foster an urge to innovate. The possible disadvantages 
are conflicting goals, costs, emerging conflicts because of power relations and dependencies. 
 

2.3.1 Factors of Coopetition 
We have seen that high degree of cooperation or competition may lead to disadvantages, we 
will now describe the factors affecting the degree of cooperation and competition. To begin 
with trust, it can be defined as “...the willingness of a party to be vulnerable to the actions of 
another party based on the expectation that the other will perform a particular action 
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important to the trustor, irrespective of the ability to monitor or control that other party.” 
(Mayer et al., 1995, p. 712). Tanghe et al. (2009, p. 370)  argue that trust affects group 
functioning and it facilitates cooperation whereas distrust might hinder it. The importance of 
trust is first that people feel that they are not being neglected or taken advantage of. Further 
on Connelly (2007, p. 1250).  Trust is also positive for creating an open communication in 
the organization which is a necessity to gain success for organizations in an 
interorganizational context. 
 
Also an important factor of cooperation is tie strength. The concept has been measured as for 
example closeness, duration, frequency of contact, exchange of support and aid. The 
beneficial effect of tie strength in a relationship is that it makes it easier to exchange 
information among parts. In other words, strong tie strength is a foundation for strong 
cooperation. (Bengtsson et al., 2010, p. 203) 
 
Padula and Dagnino (2007) describe coopetition in terms of cooperative relations that can 
have competitive intrusions. Cooperation is seen as the normal state and competition is seen 
as an exception from this behavior. The authors find four forces to competitive intrusion in 
cooperation between firms. The first force is an increasingly changing or unstable 
environment. The other three forces suggested by the authors are the distance between 
knowledge about science and technology, organizational systems and manager perception. 
When the authors are referring to the distance they mean to which extent the organizations 
possess the same knowledge about the three factors. Science and technology can be referred 
to as the know-what of the firm, this factor is the competence of seeing what knowledge the 
other part have that can be implemented in the own organization. Organizational systems can 
be described as the company’s know-how, the way things are done in the company. Finally 
managerial perception can be stated as the know-why of the firm, this force is related to the 
dominant logic of the firm. Examples on dominant logic are behavior and norms. (Padula and 
Dagnino., 2007, pp. 40-47) This can be related to the concept of social complexity brought up 
by Barney (1991, p. 110), where he suggest that managerial perception is more social 
complex than science and technology. This implies that it may be harder to imitate for a 
competitor. 
 

2.3.2 Resources 
Another important factor for cooperation and competition between organizations is resources. 
Van der Valk and Meeus (2010, p. 182) emphasize the need for cooperation to gain access to 
resources that are needed for achieving goals. In other words, when an organization does not 
have all resources needed for producing a specific product or service, they need to cooperate 
to gain that access. We could also see the opposite happening, in which the company that 
does not have the resource needed, competes about the resource in the market. In that 
situation, the company is trying to possess a resource they do not have by competing. 
 
For a company to be competitive, it has to be able to distinguish itself to its competitors over 
time. This can be done either by creating value for the consumer or by lowering the cost of 
production (Porter, 1996, p. 62). One important factor to do so is to posses resources. A topic 
we will further develop by referring to the work of Barney (1991). 
 
There are mainly three types of resources; physical capital resources, human capital resources 
and organizational capital resources. Physical resources are for example buildings, access to 



9 

raw material or geographic location. Examples on human capital resources are experience, 
knowledge and relationships. Finally some examples on organizational capital resources are 
reporting structure, coordinating systems and informal relationships between groups. 
(Barney, 1991, p. 101)  
 
Firm’s resources are closely combined with the competitive advantage of that specific firm. 
Categorization of resources can be made into either being hetero- or homogeneous. When 
resources are heterogeneous they are valuable, rare, and imperfectly imitable. Also, there 
cannot exist any strategically substitutes to the resource. A resource being rare means that 
few of the competitors in the market posses it and valuable means that a firm with the 
valuable resource can improve its efficiency and effectiveness. Imperfectly imitable resources 
are those resources or combination of resources that the competitor cannot posses. Finally, 
the non-existence of strategically substitutes is how a bundle of resources are made, used or 
combined. In a market where there is resource heterogeneity, the possibility to have a 
competitive advantage exists. The reason for this is that when resources are homogeneous 
every company can have the same resources. (Barney, 1991, pp. 105ff) An example of this is 
Coca-Cola that is using physical resources that everyone can possess. However, the 
production process is to a high extent a company secret. This means that, if a person is 
possessing all resource needed, s/he does not know how to combine them. This suggests that 
resource heterogeneity is essential for creating a competitive advantage. 
 

2.3.3 Goals and Benefits 
We have argued that resource heterogeneity is linked to competitive advantage, at the same 
time we defined cooperation as sharing of resources and competition as struggle for scarce 
resources. Osarenkhoe (2010, p. 205) describe that cooperation is the existence of a mutual 
goal. This is the goal which the organizations share. The opposite would be individual goals, 
which can be either incongruent or congruent with the goal that the organizations share, the 
mutual goal. The concept of individual and mutual goals is linked to the general definitions of 
cooperation and competition. Competition may arise when the individual goals are 
incongruent and resources needed are scarce for reaching that goal. 
 
A similar theory to individual and mutual goals is found in Khanna et al. (1998, pp. 193ff) 
who focus on private and common benefits of learning in alliances. Private benefits are the 
advantages of adapting knowledge from one organization to another. Common benefits are 
the advantages of sharing knowledge within the strategic alliance. They argue that when 
private benefits increase when common benefits stay fixed, there will be an increase in 
competition.  
 
The extent of common to private benefits is defined as the scope of the organization. If the 
scope of the organizations is high, then the common benefits are high and the private benefits 
low. When an organization has goals that are outside of the scope of the organization they 
tend to seek private instead of common benefits. In the extreme scenario, when there are only 
private goals, the organization will adapt knowledge from the others and end the cooperation 
when they have acquired the knowledge needed. In the opposite scenario, when there are only 
common goals, the organization will not have any incentives for being ahead of competition 
because they share the same knowledge. (Khanna et al., 1998, pp. 195-198;208) 
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2.4 Complexity and Coopetition 
In our work, we try to further develop the concept of coopetition. As we previously noted, 
coopetition have been discussed in terms of how much the participants cooperate and 
compete. In the two continua approach a situation can be placed in terms of which level that 
situation is cooperative and competitive. Our further development in this area is to see 
whether complexity can further refine what situations companies cooperate and compete 
about as well as the wanted cooperation and competition. We start by defining complexity 
and continue by describing the possible links between coopetition and complexity. 
 
Burnes (2005, p. 86) argue that complexity can be studied in two different ways when it 
comes to organizational studies. First, it can be studied in the field of mathematics for 
discovering how and why organizations operate as they do. Second, it can be studied as a 
metaphor to gain new insights into organizations. In our work, we see complexity as a 
metaphorical device to understand what organizations within a company group cooperate and 
compete about as well what they want to cooperate and compete about. This is also 
interlinked to our fundamental standpoint regarding philosophy of science, which is found in 
chapter three. 
 
Relating to our philosophy of science, defining complexity as a metaphorical device is 
suitable. To define complexity as a metaphorical device we use the description by Morgan 
(1986) and paraphrased by Burnes (2005, p. 86) “By using different metaphors to understand 
the complex and paradoxical character of organizational life, we are able to manage and 
design organizations in ways that we may not have thought possible before.” After defining 
complexity as a metaphorical device we need to specify factors of complexity. Such factors 
are found in Barney (1991) and Isik (2010). The first is relating resources to complexity and 
the latter defines size, diversity, uncertainty and variety. Finally, consensus brought up as a 
factor of complexity by Kacprzyk et al. (2010). 
 
In the work of Barney (1991, p. 110), the concept social complexity is brought up as a 
possible source for imperfectly imitable resources in a company. When resources are in the 
nature of social complexity it constrains the ability of competing firm to imitate them. 
Examples of them are interpersonal relations, firm’s reputation, culture and customers. Firms 
that do not understand that they have imperfectly imitable resources can sustain them because 
they cannot be imitated. But, if a firm lacks these resources they can strive for achieving 
these resources to their firm, by the management for example. In contrast, if these resources 
are not under direct management they are imperfectly imitable. Further he suggests that 
complex technological resources are not social complex, because technological resources can 
be imitable. The social complexity is linked with one of the factors of complexity suggested 
by Isik (2010, p. 3684). He describes diversity as how homogeneous a system is. The more 
heterogeneous a system is the more complex the system is. 
 
The other three factors of complexity suggested by Isik (2010, p. 3684) are size, uncertainty 
and variety. He describes the factors of size as the number of products, processes, partners, 
customers, goals, locations et cetera. The size factor is quite easy to understand because when 
the number is reduced the complexity will also be reduced. Complexity is positively related 
to size. An increase in the size of for example companies in a company group should, all 
other equal, increase the complexity in the group. For example, when a new company is 
entering a company group it might also affect the diversity of the group which implies a 
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change in the complexity. The link to cooperation is found when relating size to the definition 
of cooperation. We previously described cooperation as ... similar, complementary, 
coordinated activities performed by firms in a business relationship to produce superior 
mutual outcomes.” (Osarenkhoe, 2010, p. 205). As we noted before, the private goals need to 
be congruent for cooperation to exist. We suggest that finding congruent goals may be easier 
when the number of participants is lower. 
 
Further on, Isik (2010, p. 3684) is defining the factor of complexity that is related with 
uncertainty. He defines uncertainty as how clear picture an individual can make of the 
system. Some sources of uncertainty are indefiniteness, risks, ambiguities and ambivalences. 
This is relating to cooperation. As we previously stated cooperation is to share resources for 
obtaining a superior mutual outcome. If it is uncertain whether the cooperative relationship is 
capable of reaching that superior mutual outcome, the participants in such relationship may 
be less interested in cooperation than if they would be certain that they will succeed in 
obtaining the superior mutual goal. This suggests that high uncertainty could make the 
participants in a prospective cooperative relation less willing to cooperate.  
 
Finally, Isik (2010, p. 3684) describe variety as one of the sources of complexity. He argue 
that if the parts in a system is changing unexpectedly or rapidly the system is more complex 
than if the changes are expected and that the parts is moving slower. Also he notices variety 
as variations in the internal and external environment. This is linked to what Padula and 
Dagnino (2007), that a changing environment is a source of competition in coopetitive 
relations. This indicates that possible sources of competition and complexity are changes in 
the environment.  
 
An additional factor of complexity is found in Kacprzyk et al. (2010, p. 468). They state 
consensus as a factor of complexity and define it as  “an agreement of a considerable (e.g., 
most, almost all) majority of individuals in regards to a considerable majority of 
alternatives“. This factor is closely related to the uncertainty factor by Isik (2010, p. 3684) as 
it makes it easier to make a more clear picture of the situation. This because when reaching 
an agreement all involved parties have the needed knowledge to create the picture for 
themselves. Consensus can also be related to our definitions of cooperation and competition. 
The outcome of cooperation according to the definition is a superior mutual goal. We see an 
importance of having a consensus when starting to cooperate, because all participants should 
ultimately want to produce the same superior mutual goal. If they cannot reach consensus, the 
parts may try to compete about the resources to be able to produce what they think should be 
produced. In short, high consensus which is related to low complexity may facilitate 
cooperation. This because they agree on what should be produced. 
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3. Methodology 
The purpose of this study is to develop an understanding of what organizations within the 
company group cooperate and compete about as well as what they want to cooperate and 
compete about. Our purpose is our guide for defining our philosophy of science which is the 
foundation for developing the methodology for this thesis. 
 

3.1 Ontology 
To describe our philosophy of science, we start by defining ontology which is one of the oldest 
philosophical debates. The subject under debate is what reality is (Bryman & Bell, 2011, p. 
20) and the two main distinctions is seeing reality as composed by entities or processes 
(Thompson, 2011, p. 755). We see it as important to define our ontological standpoint as it 
has an importance for both the way research is done as well as the results.  
 
In our ontological view, we share the viewpoint of social constructionism. Defined by Edley 
and paraphrased by Burr (2003, p. 92) “When used ontologically, the term social 
constructionism refers to the way that a real phenomena, our perceptions and experiences, are 
brought into existence and take the particular form that they do because of the language we 
share. This does not make these phenomena or things unreal, fictitious or illusory; they are no 
less real for being products of social construct.”  
 
When studying social constructs, we are seeing reality as consisting of processes instead of 
entities. As Heraclitus once said “No man ever steps in the same river twice, for it is not the 
same river and he is not the same man.” (Good Reads, 2012). We relate this to the concepts 
in our purpose. We are studying cooperation, competition and complexity. Our viewpoint is 
that these three concepts are processes and not entities. The coopetitive, competitive and 
complex relations in the company group are changing and we are studying them in terms of 
one point in that change.  
 
There are some important notes regarding our ontological standpoint. First of all, we say that 
social constructions are equally real if they are social constructs as anything else. In our 
research, this means that someone is discussing a concept that only exists in an intangible 
world such as a relation is equally important and real as something tangible. Our ontological 
standpoint means that we see the intangible world as important as the tangible world to study. 
Second, our language is important for how we perceive something. For us, it is important to 
let people we study express their thoughts in their own language because social constructions 
are dependent on the language in which they are described. 
 

3.2 Epistemology 
Our perception of knowledge is important for the understanding this thesis. Gummesson 
(2000, pp. 18f) argues that “lacking an ‘absolute truth’ from which to approach the world, we 
create via social consensus an absolute reference point, our paradigm”. Further on he describe 
the two main paradigms as either positivistic approach or hermeneutic. In other words, we 



13 

agree upon a paradigm because it makes it possible to understand what viewpoint of 
knowledge the researcher has. In conclusion, we need to state which paradigm we position 
our research in.  
 
Relating to the two main paradigms described by Gummesson, we position our research as 
hermeneutic. According to Bryman and Bell (2007, p. 574) the central idea behind 
hermeneutics is that the analysis of a text must seek to bring out the meanings of a text from 
the perspective of its author. Even though Bryman and Bell use the word text, we suggest that 
hermeneutics can be used for interpreting all types of communication. The importance is to 
interpret and understand the communication. In this paper we will develop an understanding 
for our case by relating to theories about cooperation and competition. For conducting 
research and ideally create knowledge we have to bring out meanings from the information 
we conduct by using existing theories in the field.  
 
Our chosen epistemology can be found by relating to our ontology. We previously said that 
we believe that we see reality as composed by processes and that social constructs exist 
because of the language share. We argue that the hermeneutic viewpoint is relating well to 
this. In the world constructed by language, we see it as highly important to bring out the 
meanings of what is said in that language. To interpret the social construct that is described 
by people.  
 

3.3 Induction 
We position our research as inductive which is described by Gummeson (2000, p. 64) as 
searching for generating new theory rather than testing already existing theory. Another 
definition of induction is found in Bryant and Charmaz (2010, p. 15) work "a type of 
reasoning that begins with a study of a range of individual cases and extrapolates from them 
to form a conceptual category". This definition suggests that we are moving from the 
particular to a more general and abstract area. When doing research, we see our study as 
inductive in the sense that we strive for developing an understanding for the possible link 
between coopetition and complexity. We have not found any theory that is linking these two 
concepts. At the same time, we have a theoretical frame of reference that facilitates the 
development of new theory. We are not using induction in the sense that we only develop 
theory from the empirical data. Rather, we use a combination of the both.  
 
It is argued that conclusions are only legitimate if the sample is sufficiently large and 
representative when doing inductive research. A good inductive argument might not have 
hypothesis that entails the conclusion but it have hypotheses which make that conclusion 
likely. (Pritchard, 2010, pp. 95f) When doing research, we are developing conclusions that 
are probable. However, we cannot prove causality as in a deductive study. Important when 
reaching conclusions is to have a solid ground and use valid samples.  
 

3.4 Qualitative Research 
Qualitative research is suitable for smaller samples and intended to provide answers to 
underlying issues. Explorative studies are used to gain insights and a good intermediate step 
before completing a secondary collection of data. Qualitative research is useful when 



14 

formulating hypotheses and understanding the respondents of the study. (Neelankavil, 2007, 
pp. 104f) Understanding our research purpose a qualitative research is the choice for our 
study as our sample is small and we strive to generate new theory. 
 
Our ontological and epistemological viewpoints combined with an inductive research 
approach make a qualitative research interesting. According to Strauss and Corbin (1998, p. 
11) qualitative studies are characterized by an interpretation of data which is not 
mathematical. Denzin and Lincoln (1994, p. 2) define qualitative research as involving an 
approach to "study[ing] things in their natural setting, attempting to make sense of, or 
interpret, phenomena in terms of the meanings people bring to them". These definitions are 
suitable because we are studying social constructs that are built up by the language we share, 
to relate back to the definition. Further on we are having a hermeneutic viewpoint in which 
we interpret information to develop knowledge. 
 
Relating to previous studies in coopetition, it has been studied using various methods. 
Canegallo et al. (2008) is using experiments on students where they simulated a game that is 
played by the respondents. Bonel and Rocco (2007, pp. 78f) is using an inductive approach 
where they used interviews of various depth with key persona in the chosen company. In the 
work of Tsai (2002, p. 182) a questionnaire was distributed to a company with 24 business 
units. This research is showing the variety in methods used in the field of coopetition.  
 

3.5 Preunderstanding 
In qualitative research, the personality of the researcher is highly important for conducting 
research (Gummesson, 2000, p. 4). There fore, we need to describe our preunderstanding 
which is defined as our attitudes, commitments and personal experience. The importance of 
describing the preunderstanding of the researcher is found in the psychological term 
“selective perception” which means that a person perceive certain parts of reality while not 
perceiving others (Gummesson, 2000, p. 60). More specifically preunderstanding can be 
divided into two main categories; first- and secondhand, where firsthand is personal 
experience both from private and professional life. Secondhand is the knowledge from other 
people in for example lectures, textbooks and articles (Gummesson, 2000, pp. 67f). 
 

3.5.1 The Preunderstanding of Andreas Wennberg 
Relating to my preunderstanding of the concept coopetition I had not heard about it before I 
started working on our thesis. However, I have seen that cooperation and competition both 
have their respectively advantages and disadvantages. In that sense, coopetition felt 
intuitively interesting as a concept when I heard about it. 
 
To begin with my firsthand preunderstanding, both when I have been working and studying I 
have experienced that some things are easier than other to cooperate about. For example 
when I was working as a salesman with commission salary I sometimes experienced that it 
was difficult to split the profit. Also when studying and doing group work, I feel that 
sometimes the cooperation is not beneficial while in other times it is. In conclusion I believe 
that different things are harder to cooperate about than others and believe that there might be 
a possible way of categorizing between how hard or easy cooperation is about certain things. 
This is important to think of during the work of this thesis and always try to find subjects that 
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are challenging my viewpoint. 
 
In my secondhand preunderstanding, I have seen cooperation and competition to have its own 
advantages and disadvantages. The advantages I can see with cooperation are that it may 
decrease the average total cost, meaning that profits could increase or the price to be lowered. 
I believe cooperation can be negative for customers in for example cartels. At the same time, 
competition can have negative impacts on customers such as when companies only try to 
market their products heavy. Also, competition can be good since it is stressing the need for 
improving. In that sense, I think that both cooperation and competition have disadvantages 
and advantages.  
 

3.5.2 The Preunderstanding of Emil Persson 
My firsthand preunderstanding about the concepts of coopetition is moderate, this because I 
have not been thinking in terms of simultaneous cooperation and competition between 
organizations. While working for organizations I have seen it happening. An example is 
when I worked at a large music festivals where we the company I worked for built tents. The 
companies building tents had to compete about renting out their tent to the festival, at the 
same time they cooperated about building the tents they received orders on. This gave me an 
insight in the concept coopetition before being introduced to it in an academic context. Being  
able to relate the concept to my previous working life, it made me interested in coopetition. 
 
The secondhand preunderstanding is quite low as I have not been in contact with coopetition 
at all. I believe the academic context has higher demands and requires refinement of terms 
and concepts which I have not been in contact with before. This refinement creates a pressure 
for me to possibly change my preunderstanding of the concept as I have understood it before. 
This could affect the study as I might stick to my bias instead of using the definitions stated 
by our sources of the theories. Therefore I have to keep an open mind while writing this 
thesis. 
 
I have been employed by two of the companies in the group since late 2005 which might 
affect the study. I have been working as a guide, on the destination, which means that I have 
the practical experience in the situation with the clients. I know the concepts of the trips but I 
do not know so much about how the trips are produced. My experience of cooperation or 
competition is limited as I have not seen it happen between companies in the group. 
However, I see advantages of being an employee as I am familiar with group which provides 
us with access and an easier approach when conducting the interview. On the other hand,  
disadvantages might be me taking side for the companies if sensitive information appears. 
However, the research purpose is not controversial so I feel that it is a low risk of me taking 
side. 
 

3.6 Theoretical Frame of Reference 
We will develop our theory by searching the databases Business Source Premier and Google 
Scholar and we will first hand use peer reviewed scientific articles. The reason for choosing 
peer reviewed articles is that they have been evaluated by experts in the field and we are 
striving for writing a thesis of high quality. However, when choosing scientific articles, it is 
still important to be critical when studying the field.  
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When searching the two databases, we will use various keywords and study the sources from 
the articles. The terms we will search for in the databases are co-opetition/coopetition, 
complexity, cooperation, collaboration and competition. We have also studied the reference 
list in the articles and read sources that the authors have used in their articles. 
 
When it comes to the method chapter we have used textbooks. We have done so because we 
found a suitable book that described the concept of strategic alliance in a good way. The 
reason for choosing textbooks when it comes to the method part is that the foundations 
regarding philosophy of science is in our opinion better described in books than in scientific 
articles. Because we did not find a suitable book about how to analyze our empirical data, we 
used an article which we found suitable for our study (see Attride-Stirling, 2001). 
 

3.7 Source Criticism 
When searching for sources it is important to discuss the quality of those and this can be done 
in various ways depending on the situation. What usually are included in such discussion are 
the reputation, vested interest, corroboration and expertise of the source. It is also important 
to discuss the credibility and the nature of the claim. (Fisher, 2001, p. 93) We will develop 
these and other important factors in relation to our sources. Finally we discuss the actuality 
and choice of sources.  
 
First of all, the primary sources as well as our secondary sources have expertise. Our primary 
sources are working at leading position in their respective companies and can be assumed to 
have good knowledge about what they are cooperating and competing about as well as how 
complex this is. Important to notice is that we have to write the questions in the form so it is 
understandable for the respondents. In the sense of secondary sources the scientific articles 
are peer reviewed which means that experts have been analyzing the articles. 
Secondary, the vested interest is highly important when analyzing our sources. In the sense of 
secondary sources we see do not see it as a big issue. The authors writing articles in the 
subject is not having a vested interest in showing certain results. However, we can see this as 
a problem when it comes to our primary resources. For example, the CEO:s may give a more 
positive view of the companies as it serves their interest. At the same time, our research 
purpose is not very controversial. It is not a controversial and we see the possibility of vested 
interest as minor. The distribution of this thesis might affect the interest but it is not 
distributed widely. 
 
Our third point is corroboration, we do not see that as an important issue when discussing the 
secondary sources. All of the scientific articles have their own research purpose and so far we 
have not found any articles in which two articles are dealing with the same research question. 
However in terms of the primary sources, we see it as an important issue when conducting 
the interviews. When interviewing the respondents we are not going to provide the 
respondents about information about what we discussed in earlier interviews. This is 
important because if two respondents are saying the same thing, they are doing so 
independently of each other. 
 
Fourth, we see reputation, the nature of the claim and the credible reasons for the claim as not 
as important for our study. All of the sources have a high reputation, they are published by 
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academic publishers or in peer reviewed journals. When it comes to the nature and the 
credible reasons for the claim, our respondents do not need to prove what they think. The 
secondary sources are having credible reasons for the claim because it is a part of the peer 
review process. 
 
Also important to discuss when analyzing the sources are the actuality. We have been 
focusing at using sources with high actuality. First, we tried to find new sources regarding the 
concepts. The reasons for this are that science is accumulated and it is important to have as 
new sources to be able to pose questions with high quality. The majority of the sources are 
from 2000 and further on. In some cases, we used sources that where older than that. For 
example, the articles from Barney (1991) and Mayer et al (1995) are a bit older than the 
other. In the case of Mayer, it is a source that is very well cited by other authors. A search on 
Google scholar indicate that 6 042 other articles have cited Mayer et al. (1995) Also Barney 
(1991) is very commonly cited with 22 874 articles citing his article. In those two cases, we 
argue, it is better to use a well cited older source than a new one. Concluding, we try to find a 
new source or an often cited source. We have also studied the sources we have seen being 
used in many different articles.  
 

3.8 Selected Company 
Our practical case is Unlimited Travel Group and its subsidiaries. The company group is built 
up on specialized travel agencies. Every subsidiary has salespeople that sell and produce the 
trips. Some subsidiaries also have guides on the destination where the guests go. The parent 
company has an administrative department which have functions the subsidiaries share. We 
have decided to interview the CEO:s for the different subsidiaries. This decision is related to 
costs and time, to contact all people in the organization would be too time consuming and 
costly. The CEO:s are working in Stockholm and they have influence on the strategy of the 
company. They are suitable for developing an understanding for what they are cooperating 
and competing about as well as what they want to cooperate and compete about. 
 
This statement is affecting our study. We do not know what the guides, the administration 
office or the sellers want to cooperate and compete about. Hypotheses could be developed 
and tested to see if the opinions of the CEO:s are correlating with the opinions of the sellers 
and guides. However, this is outside of the scope for this thesis. 
 
There are several reasons for choosing the company. One of the reasons is the fact that we 
knew about the company and one of us have been working there. This makes it possible to 
pose interesting question about the business. Also, we are interested in coopetition in a 
company group because we have not seen a large extent of research on the area. The 
company we are choosing is suitable because it is accessible and we find it interesting in 
personal and academic aspects. 
 
Our respondents are interesting because they can be seen as elite. A respondent that are elite 
is generally hard to access but with specific and valuable knowledge as suggested by both 
Kvale and Brinkmann (2009, p. 147) and Gillham (2005, p. 54). The respondents have the 
knowledge to answer our research questions and also the ability to further develop the subject 
as well as changing our previous view of the subject. In elite interviews it is possible to have 
responses as “You are asking the wrong question” which is beneficial because it gives a 
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deeper understanding of the subject (Gillham, 2005, p. 54). 
 
Another important aspect of the elite interview is the importance of the researcher to have 
prior knowledge. The importance of having knowledge about the respondent is to be able to 
gain a good relationship with them and it legitimize for them to spend time with the 
researchers. In the ideal state, questions are posed so that the respondent gain new insights 
and contributing to the research. (Kvale, 2008, pp. 70:76) In that sense, it is important for us 
to study the companies before doing the research so that we have some knowledge about the 
group and the individual companies when doing research. 
 
When we contacted the company they did not have suggestions for research, we could state 
our own purpose. When we stated our research purpose for the CEO of Unlimited Travel 
Group, Johan Schilow and asked if we could contact the subsidiaries. The response from 
Johan was that we could do so. He also sent an e-mail to the subsidiaries where he said that it 
would be good if they could take some time for the interviews. This probably facilitated our 
access to the company group. The contact was first done by e-mail where we stated the 
purpose of the study and some suggestions for interview time. Later on, we called them to 
book a specific time for the interview. 
  
The meetings were conducted at the offices of the companies. All companies except 
PolarQuest are having their office in Stockholm. Although the temporary CEO for 
PolarQuest (which also is the CFO for Unlimited Travel Group) and the CEO:s for Birdie 
Golf Tours, Ski Unlimited, WI Resor, Världens Resor and the parent company Unlimited 
Travel Group are sharing office. Eventyr and Travel Beyond sit separately and Good Travel 
and JB Travel sit in the same office. A map of the locations is found in the empirical part of 
this thesis. 
 
In our study we had no loss of interview subjects but there were three subsidiaries that had 
vacant CEO seats. These seats were taken by the CFO and CEO of the parent company and 
they answered as the CEO of the specific subsidiary and also as their normal position in 
Unlimited Travel Group. The relevant companies are Birdie Golf Tours where Johan Schilow 
is temporary CEO (CEO in Unlimited Travel Group), Västindienspecialisten and PolarQuest 
where Richard Durlow (CFO in Unlimited Travel Group) is temporary CEO for both 
companies. A permanent person on these positions would probably give a different view of 
the respective company. 
 
As we noted, one company with temporary CEO is PolarQuest. It would be interesting to 
interview their CEO there as they are located in Gothenburg and not in Stockholm. The 
distance to the other subsidiaries might impede the cooperation between them and the 
possibility for coopetitive situations because they cannot talk face-to-face daily. However, 
they do not have any permanent CEO at the moment for the research. 
 
It is important to note that organizations in this sense may always be special, even though it is 
not a normal situation that they have temporary CEO:s it is the present state of the 
organization. This could be studied in a longitudinal perspective, in which research is made 
throughout time. 
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3.9 Designing and Conducting Interviews 
As we previously noted, we contacted the companies to conduct interviews. We then booked 
times in which we talked with each person in between 25 and 88 minutes. The table below 
shows our interview schedule. All interviews are conducted with the CEO:s for the 
subsidiaries except the interview with Johan Schilow and Richard Durlow. They are holding 
positions in the parent company at the same time as they are temporary CEO:s for different 
subsidiaries. We are representing these interviews independently because we want to make it 
possible to interpret all the interviews separately and emphasis on the viewpoints of the 
individual we are interviewing.   
 
Date and Length Company Location Person 

18/11/2011 – 42 min 
Västindienspecialisten, PolarQuest and 
Unlimited Travel Group 

Norrtullsgatan 12a Richard Durlow 

21/11/2011 – 88 min JB Travel Artillerigatan 42 Mats Ekholm 

21/11/2011 – 32 min Good Travel Artillerigatan 42 Paul Anderlind 

22/11/2011 – 41 min Travel Beyond Birger Jarlsgatan 22 Annika Björkroth 

22/11/2011 – 34 min Eventyr Skeppsbron 10 Sofi Franzén 

23/11/2011 – 74 min 
Birdie Golf Tours and Unlimited Travel 
Group 

Norrtullsgatan 12a Johan Schilow 

23/11/2011 – 64 min Ski Unlimited Norrtullsgatan 12a Per Huss 

23/11/2011 – 39 min WI Resor Norrtullsgatan 12a Niklas Fagerstrand 

24/11/2011 – 25 min Världens Resor Norrtullsgatan 12a Joacim Ericsson 

 
Table 3.1 : Schedule for the period when the interviews were conducted. 

 

3.9.1 Unstructured Interview 
Our research purpose suggests an explorative study, in such studies the unstructured 
interviews is suitable (Gillham, 2005, p. 24). In this form of interview probes and prompts are 
used to encourage the interview to further develop their response. If we do not receive the 
information needed, we will probe the respondent to gain more information. The probes are 
decided in advance but the situation is constantly changing so they might change during the 
interview, according to the situation and subject. In that sense probes and prompts are words 
and questions that relating to the response to gain more information. 
 
To facilitate the interview while conducting it we have an interview guide. The interview 
guide will be the base in every interview, a tool for controlling that the interview is on track 
according to the research purpose. The questions in the interview-guide are based on our 
research question and the two parts dividing it. First we are posing questions about 
cooperation, secondly about competition. 
 
The interview research should be made according to the interview guide. Additionally, Kvale 
and Brinkmann (2009, p. 128) emphasize on some aspects that are worth following while 
conducting interviews. According to the authors, the first few minutes of the interview should 
be dedicated to small talk, so that the interviewee can feel that s/he can talk freely and expose 
his/her experiences et cetera. An advantage here is the history of one of the authors, already 
familiar to some of the interviewees. This small talk can open up the interviewee and provide 
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us with more in-depth information about what they compete and cooperate about. Further on 
we define the purpose of the interview and informing about the sound recorder and asking if 
there is any problem with us recording the interview. 
 

3.9.2 The Interview Guide 
When doing interviews, an interview guide is helpful in many aspects. The interview guide 
should contain questions that are derived from the purpose and writing the questions down 
help the researcher to have a correct language throughout the interview (Gillham, 2005, p. 
18:20:45). The interview guide will help us doing research that is according to our purpose 
and to formulate our questions in the interview. 
 
When writing and posing questions, it is important to minimize the misunderstanding 
between the respondents and the interviewers. This makes it important to operationalize the 
theories to everyday language in the organization. The importance of everyday language in 
the interview questions is suggested by Kvale and Brinkmann (2009, pp. 132f). For 
minimizing the misunderstanding and making the respondent comfortable it is important to 
have some introductory questions in the beginning and then to continue with more complex 
and uncomfortable questions later. (Kvale & Brinkmann, 2009, pp. 134-140) To conclude, it 
is important to both have questions in everyday language and to have introductory questions 
to make the respondent more comfortable. 
 
When designing the questions we use everyday language and technical terms understood by 
the persons we interview. When posing questions about things they have been talking about 
we use their own words when we want to obtain more information from the interviewees. The 
importance of using their own words for further develop the understanding is emphasized in 
Kvale and Brinkmann (2009, p. 55). When doing research, it means that we are adapting our 
questions to the specific interview in the probes and prompts. 
 
The need of open-ended questions and avoiding leading questions in the qualitative research 
is emphasized by Kvale and Brinkmann (2009, pp. 170-173) Closed questions impose the 
risk of receiving a “yes or no” answer which tend to close that question without the 
possibility to prove that the question is based upon false prerequisites. Paradoxically, closed 
questions or probes might help in the research as well, when repeatedly check the 
interpretations of the answers (Kvale & Brinkmann, 2009, pp. 172f). Throughout the 
interview it is our aim to encourage the interviewee to give as much information about the 
subject as possible. 
 
When questions are kept brief and simple, the amount of misunderstandings are decreased. 
We use various types of questions that are relating to our purpose. It is therefore valuable to 
have knowledge about the subject and the current company to prompt and probe for 
information-rich answers. (Kvale & Brinkmann, 2009, pp. 134-138) When asking questions 
we need to use a proper language. 
 
For our interviews, we had seven questions which can be found in the appendix. In the 
interviews we posed the questions in Swedish but we translated them for the thesis. Our 
questions can be divided into three parts. First there is the overarching questions “can you 
describe your company?” and “how do you perceive the other companies in the company 
group?”. 
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The other questions are related to develop an understanding of what organizations within the 
company group cooperate and compete about as well as what they want to cooperate and 
compete about. We decided to divide our interviews in first what the respondents is 
cooperating about and what they want to cooperate about. After posing these questions we 
asked what they are competing and want to compete about. When posing the questions we 
had probes that are connected to complexity. These four probes were about the how the 
respondents perceived the uncertainty, diversity, size and resources. In the interview with the 
CEO for Unlimited Travel Group we decided to do some questions slightly different and 
some questions similar to the ones we posed to the other. For all questions that we posed to 
the CEO for the parent company, see appendix. 
 
When conducting our interviews we adapt to the situation. In some interviews, the respondent 
already answered a question that we had in our interview guide. For example when asking the 
question “what are you cooperating about?” the respondent started talking about what s/he is 
cooperating about and continue by telling us what s/he want to cooperate about in the future. 
In these cases, we did not ask the question one more time. Also, we did not pose the question 
at the same time every time. We adjusted the question to the situation and the respondent. In 
some interviews, the respondent was very structured and only answered the question while 
other respondents were talking about things that were not directly related to the question. 
This way of doing interviews is related to the definition of social construction that “...our 
perceptions and experiences, are brought into existence and take the particular form that they 
do because of the language we share” (Burr, 2003, p. 92). We think that it is important to let 
people use their own natural language when describing their situation. 
 

3.9.3 Ethical Considerations 
When doing interviews it is important to think about ethics and the design of the actual 
interview. It is emphasized that an agreement from the respondents about the purpose of the 
study and the main features of the research design is required. Also, it is important to inform 
the participant about confidentiality and that the information they give will not be distributed 
before they agreed on it. Emphasizing on the seriousness of the study will make the 
researchers role more clear and strengthen our integrity as researchers. (Kvale & Brinkmann, 
2009, p. 75) When doing research we first write about the purpose and research design in the 
contact e-mail and phone call as well as when meeting them on the interview date. We sent 
our description of the interview to them and they could give suggestions for change of their 
text. 
 

3.10 Transcribing and Analyzing Interviews 
After the interviews are conducted and recorded, transcribing is necessary for further analysis 
in a later stage. Transcribing the material is part of the process of the interview and a first 
step in analysis of the material when going through it one more time. (Kvale & Brinkman, 
2009, pp. 177f) We are transcribing the material ourselves and the reason is to obtain a 
further understanding of the material we gathered. It is for starting the analysis as well as 
knowing the material as suggested by Kvale and Brinkman (2007, p. 95). In that sense, the 
analysis starts with the transcription. 
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A transcription can be detailed to various extents. A transcription should include; information 
from the interviewee, inaudible material marked with brackets, changes in the voice of the 
interviewee and notes when the interviewee is emphasizing or neglecting important facts, 
feelings or information. (Gillham, 2005, pp. 121-125) This construction of the oral 
conversations will be used in our analysis. However, in our transcription we will focus on 
what the people actually said and if something noticeable happened in the room. We are 
doing so because we see inaudible material such as eye movements and body language et 
cetera as being outside of the scope of the research purpose. This is brought up by Kvale & 
Brinkmann (2007, pp. 184f) who argue that creating a transcription that have inter-subjective 
reliability can be a research project in itself. 
 
The transcription can be seen as starting the analysis but not completing it. One way to 
analyze the interviews is to break up the information in particular themes. These themes are 
viewed in a horizontal aspect and with possible sub-plots for a vertical analysis. (Gillham, 
2005, p. 130) We will use this method to analyze our empirical data. 
 
For analyzing the empirical data we found the model of Attride-Stirling (2001) suitable. She 
is explaining a method for thematic analyze that will be described in the next part of this 
thesis. 
 

3.11 Thematic Analysis of Qualitative Data 
The thematic analysis of qualitative data is an efficient method for systematize the responses 
from the interviews. The richness of the exploration of our empirical data is defined by 
clusters of themes. It is possible to disclose textual data and make sense from more than just 
pure intuition. This method facilitate the process of understanding the subjective meaning, 
richness and magnitude of the empirical data collected. (Attride-Stirling, 2001, p. 402)  
 
 
When doing thematic analysis, Attride-Stirling (2001, pp. 387ff) suggest that a thematic 
network can be described in three levels. These are called global, organizing and basic 
themes. The procedure is a tool for discovering the beginning of an argument or the end of 
rationalizations. It is a technique for breaking up text and rationalize it to find certain 
significations.  
 
The process of finding basic, organizing and global themes can be divided into six steps. 
First, the material should be coded and reduced. The aim is to create meaningful and 
manageable text segments. This can be derived from the interview questions and after the 
framework is defined the text can be dissected into segments by using quotes, single words 
and pre-defined keywords. (Attride-Stirling, 2001, pp. 390f)  
 
When analyzing, we started by coding and reducing what the companies cooperated and 
competed about. When doing so, we found various processes that we used as codes. For 
example, we started to underline every part of the transcription that was regarding the 
booking of flights, the administrative functions, phone service provider and knowledge about 
certain business operations et cetera. The result of the coding is found in the empirical 
chapter. 
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When the coding is done, the second step is to identify themes. This is done by rereading the 
text segment and the aim is that common or significant themes will emerge and be possible to 
extract. (Attride-Stirling, 2001, p. 390) In this part we will use our theories and interpret what 
people say. When doing so it is important to notice different viewpoints. In this part, we 
started to read all the codes which we gathered. We found ten themes that were commonly 
discussed by the people in the organization who are our basic themes.  
 
In the third step the thematic network is constructed. Depending on the analyzed material the 
network will look different. For example the network can be either one or several networks. 
The themes selected from the text will be divided into the basic themes where similar 
groupings of themes will become the organizing themes. The themes underlying the global 
themes summarizes the main claim, argument, assumption or declaration. Finally, the 
thematic network is constructed and defined. (Attride-Stirling, 2001, pp. 392f) To create our 
organizing themes we use our factors of complexity; consensus, size, diversity, uncertainty, 
variety and resource complexity. We do so because they are related to our purpose, in this 
part we test if complexity can develop an understanding about the previously found themes.  
 
The next step is to describe and explore the thematic network. This step brings the data and 
the interpretation together and elaborates the analysis for the audience. (Attride-Stirling, 
2001, pp. 393f) After the network is described and explored, in the following step the 
thematic network will be summarized. In this step, it is important to define explicit patterns 
emerging in the exploration to make the description thicker. (Attride-Stirling, 2001, pp. 393f)  
 
The final step in the analysis is to interpret patterns. The emphasis in this part is to bring 
together the summaries with the relevant theories to explore the themes, concepts and 
patterns in the text. This last step is returning to the research question and the theories and 
underpinning them, addressing these with arguments grounded on the patterns from the text. 
(Attride-Stirling, 2001, pp. 393f) 
 
In the analysis and conclusion chapter, we will focus on summarize the thematic network and 
interpret the patterns between the basic, organizing and global themes. The main claim in the 
global themes will be presented in the conclusion in this thesis. The table below is illustrating 
the three different themes and where the information is derived from. The basic theme consist 
of the situations described in the empirical data, these basic themes will be written in italic in 
the analysis chapter of this thesis. When it comes to the organizing themes, they are 
composed by the various factors of complexity, which we described in the theoretical frame 
of reference. Finally, we derive the two global themes from cooperation and competition, 
which also are defined and described in the theoretical frame of reference. 
 
Name of Theme Global Theme Organizing Theme Basic Theme 

 

Derived from 

 

 
Theories of Coopetition 

 
Factors of Complexity 

 
Situations from Empirical Data 

  
Cooperation 
 
 
Competition 
 

Consensus 
Diversity 
Size 
Social Complexity 
Uncertainty 
Variety 

 
 
Italic statements in 5. Analysis 

Table 2. The connection between the three different themes and the information they are 
derived from. 



24 

4. Empirical Study 
We begin this chapter by giving an introduction to the parent company Unlimited Travel 
Group and its subsidiaries. In the description of the group, we have used information about 
sales and amount of employees from the database Alla Bolag (2012). We have also used 
additional information from the webpage’s of the companies. During the interviews, some of 
the people discuss the geographic location of the different companies. There fore, we have 
made a map where all the subsidiaries are marked which show the physical distance between 
them.  
 

 
 
Figure 2. Map over the physical location of Unlimited Travel Group 
 
Unlimited Travel Group 
Sales: 383,216 MSEK 
Employees: 68 
Address: Norrtullsgatan 12a 
Interviewee: Johan Schilow (CEO) 
 
Unlimited Travel Group start up, own, develop and acquire travel companies. This is the 
parent company in the company group and they provide administrative functions as well as 
economical backup for the subsidiaries. (Unlimited Travel Group, 2011) 
 
Birdie Golf Tours (registered name Airex Nike Tours) 
Sales: 25,436 MSEK 
Employees: 4 
Percentage owned by UTG: 100% 
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Address: Norrtullsgatan 12a 
Interviewee: Johan Schilow (Temporary CEO) 
 
Birdie Golf Tours offer full service for private golf travelers and Birdie Golf Tours is 
cooperating with golf associations such as PGA and the Swedish Golf Association. (Birdie 
Golf Tours, 2011) 
 
Eventyr 
Sales: 59,916 MSEK 
Employees: 10 
Percentage owned by UTG: 100% 
Address: Skeppsbron 10 
Interviewee: Sofi Franzén (CEO) 
 
Eventyr offer events for businesses, they are the largest event-bureau in Sweden. The 
company is offering conferences, trips, training courses, sales contests, parties and product 
launches. (Eventyr, 2011) 
 
Good Travel 
Sales: 88 000 SEK 
Employees: 2 
Percentage owned by UTG: 25,5% 
Address: Artillerigatan 42 
Interviewee: Paul Anderlind (CEO) 
 
Good Travel offer Volunteer trips for private travelers with an unique experience and with 
the aim of helping other people through volunteer work. (Good Travel, 2011) 
 
JB Travel 
Sales: 100,108 MSEK 
Employees: 14 
Percentage owned by UTG: 100% 
Address: Artillerigatan 42 
Interviewee: Mats Ekholm (CEO) 
 
JB Travel offer business trips to fairs, congresses, kick-offs, product launches, incentive 
travel and more, high expertise in ticketing. (JB Travel, 2011) 
 
PolarQuest 
Sales: 61,130 MSEK 
Employees: 10 
Percentage owned by UTG: 100% 
Address: St. Nygatan 29, Gothenburg 
Interviewee: Richard Durlow (Temporary CEO) 
 
PolarQuest offer polar travels with many guides with high knowledge to the most remote 
areas on earth. They are Sweden’s leading travel agency on polar trips for private travelers. 
(PolarQuest, 2011) 
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Ski Unlimited (Registered name Unlimited Travel Stockholm AB) 
Sales: 19,786 MSEK 
Employees: 4 
Percentage owned by UTG: 100% 
Address: Norrtullsgatan 12a 
Interviewee: Per Huss (CEO) 
 
Ski Unlimited offer both conference and incentive trips for companies and groups. Of the 
trips, two thirds are ski trips but the company also offer other adventurous trips (Ski 
Unlimited, 2011). 
 
Travel Beyond 
Sales: 67,863 MSEK 
Employees: 7 
Percentage owned by UTG: 51% 
Address: Birger Jarlsgatan 22 
Interviewee: Annika Björkroth (Joint-Owner, Product and Market Manager) 
 
Travel Beyond offer trips “beyond the traditional and ordinary” for private travelers, they are 
specialized in customized, unforgettable and exclusive travel experiences (Travel Beyond, 
2011). 
 
Världens Resor 
Sales: 42,024 MSEK 
Employees: 9 
Percentage owned by UTG: 75% 
Address: Norrtullsgatan 12a 
Interviewee: Joacim Eriksson (Joint-Owner and CFO) 
 
Världens Resor offer package trips for private persons with a focus on desire, curiosity and 
knowledge (Världens Resor, 2011). 
 
Västindienspecialisten 
Sales: 20,960 MSEK 
Employees: 2 
Percentage owned by UTG: 100% 
Address: Norrtullsgatan 12a 
Interviewee: Richard Durlow (Temporary CEO) 
 
Västindienspecialisten offer trips to the Caribbean islands for private travelers with tailor-
made for demanding travelers. (Västindienspecialisten, 2011) 
 
WI Resor 
Sales: 16,207 MSEK 
Employees: 3 
Percentage owned by UTG: 80% 
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Address: Norrtullsgatan 12a 
Interviewee: Niklas Fagerstrand (CEO) 
 
WI Resor offer trekking and theme trips for private travelers who are usually staying at four 
star hotels with three course dinners (WI Resor, 2011) 
 

4.1 PolarQuest, Västindienspecialisten and 
Unlimited Travel Group 

 
The interview takes place in the office of Unlimited Travel Group at Norrtullsgatan 12a. 
During the interview Johan Schilow is working in the same room and he adds some 
comments during the interview (noted in 4.6). The atmosphere is relaxed and there are little 
interference but none that affect the interview. 
 
First of all Richard Durlow is describing their different kinds of cooperation’s in the company 
group. The back office cooperation is for example handling booking of flight tickets. The 
tickets are booked through JB Travel which gives them better deals and kickback from the 
flight companies because of larger volume. Another advantage is the higher service provided 
by JB Travel compared to buying the service from external actors. 
 
There is also back office cooperation about banking, travel insurance and more are made on 
daily basis as well. When negotiating with the bank about interest rates, credit cards and such 
they have more power together. He gives an example that it is easier to negotiate with the 
company group’s 400 millions in sales than Birdie’s 22 millions. Also with the travel 
insurance, the company group takes care of that and the subsidiaries pay a fee to them. This 
in comparison if they were individual companies, then they would have to freeze a larger 
amount of money for this insurance than they are today. 
 
He describes that the CEO:s for the subsidiaries are coming together and having meetings 
regularly around four times a year. But that he and Johan are meeting the subsidiaries more 
often than that. He describe parties and social gatherings as important regarding cooperation, 
he say that they help people to meet each other and know each others competences. Richard 
gives an example that Marie working on PolarQuest is meeting Micke that is working at 
Världens Resor and learns that he talks Chinese and Japanese. He also describe that the 
subsidiaries and the parent company are sharing and discussing problems, brainstorming 
around new trips and help with other things. 
 
Richard tells us about that sometimes they are co-producing trips. For example, one company 
is having the customer and another company has the knowledge. Those cooperations are 
more ad hoc than the administrative tasks. 
 
Richard says that he being temporary CEO for a subsidiary is a great advantage for them 
because it would be hard to solve in another way. But the drawback is that his position as 
CFO for the company group suffers from it as the other CEO:s does not see him as much. 
This is in the long run not sustainable but it works for shorter time period. Now that he is 
CEO for two subsidiaries he is even more invisible for the other companies in the group. 
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When companies were bought up they had split feelings for the group. Many asked 
themselves “How were their own profile perceived and for whom did they work now?” 
Today they are still working in their own companies and it is according to Richard mainly 
him and Johan [CEO of Unlimited Travel Group] who has the group view. Today they can 
see a big pride of working for Unlimited Travel Group among the subsidiaries. One important 
aspect is that they have kept the entrepreneurial spirit and focused on their individual 
performance. Unlimited Travel Group has not set up any common goal for the company 
group. 
 
Richard says that they are selling their own products and this is the key for the customers 
who are interested in buying from small professional firms. The subsidiaries are not meant to 
cooperate for the sake of cooperation, they do not buy companies for synergies. Their 
viewpoint is to buy solid companies and further develop them. Any cooperation is on top on 
that, a solid foundation. 
 
They want to continue as today with their strategies and keeping the subsidiaries as 
individuals. The intention is not to sell trips as Unlimited Travel Group, instead all 
subsidiaries should keep their brand. 
 
Richard can see that the subsidiaries to some extent are competing about the same target 
group. He says that they are over 55 years old with a good economical situation. They have 
no mortgage, a summerhouse and two cars and asking themselves “What do to now?”. A 
clear trend for those people is to travel. 
 
Compared to the companies with private travelers the companies with business travelers have 
a tighter competition. For example Richard thinks it is good to have the competitive situation 
with Ski Unlimited and Eventyr because the probability of getting a customer is higher.  
 
Another competitive situation is between private travelers where they have a galleria of trips 
but they found that clients who travelled with a company stay with that company. He says 
that the subsidiaries do not perceive that they are competing even though they have similar 
trips. He gives an example that customers going to Svalbard with PolarQuest are not only 
doing so because they want to go to Svalbard. They also like the concept of PolarQuest. This 
is typical for many of the companies in the group. The competition is quite low between the 
subsidiaries. 
 
In the future, Richard does not see any advantage to increase the competition in the group. He 
thinks it is unnecessary take focus from selling. 
 

4.2 JB Travel 
The office of JB Travel is located on Artillerigatan 42 and the interview is conducted in the 
meeting-room of the office space. The door is open and sounds from the surrounding office 
are heard during the interview but nothing that is disturbing the interview. 
 
When asked about what JB Travel is cooperating about Mats Ekholm mentions a few things 
and emphasize mostly on flight tickets. After they were bought up by Unlimited Travel 
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Group it only took two weeks after Mats Ekholm was questioned if they could help the other 
sister companies with ticketing. This was done because ticketing was one of their main 
specialties and they had a long experience in the business with many large clients. He also 
mentions that some employees at Ski went to a course in the booking system, but thought it 
was too hard to learn. 
 
Mats Ekholm describes the process of ticketing at a first glance as complex and hard to 
understand. Further on, he say that they might have the best staff in Sweden in ticketing that 
finds special and smart solutions for their clients. This is especially notable for clients with 
special demands, like Ski Unlimited and Eventyr who gives quotes to their clients with 
different trip alternatives. It comes in handy, says Mats Ekholm, that their expertise is offered 
for their sister companies and at a lower cost than they can find outside the company group. 
This low price in combination with the high level of service is great and Mats means that they 
maybe help their affiliates more than they help them. But he says that is okay because it 
facilitates the processes for the other and it favors the common goals. 
 
A cooperation made with the whole company group is the administrative tasks which consist 
of bank relations, credit cards, phone services and IT services. These are scalable and make 
the daily routine more simple according to Mats. At the same time they are not sharing 
finance department and he mentions their size as a reason for that, they are too large for the 
finance department of the company group. 
 
Mats thinks the cooperation with the group is great, it lowers the cost for his company and he 
feels that they can contribute with their expertise to the sister companies. It also gives them 
better kickback on the ticketing service from their ticket provider which covers their cost. 
The price they charge their sister companies covers the cost and also generates little revenue. 
Mats describe that there sometimes can be some minor problems when the staff that work 
with both selling tickets internally and externally have a lot to do. But it is nothing major so 
he does not perceive it as a problem. 
 
When asked the question what he wants to cooperate about Mats cannot give examples as he 
is retiring and do not want to start something new that the new CEO might cancel. He is just 
managing and not developing the company in his last months as CEO. 
 
In the discussion regarding competition, Mats describe that the company before had some 
golf trips. But when they came into the group they stopped these. The reason for that was that 
Unlimited Travel Group already contained one company that was specialized in offering golf 
trips, which was Birdie Golf Tours. At the same time, Birdie had some business customers 
which they ended when JB Travel came into the group. While doing so, Birdie gave their 
business customers to JB and JB gave their golf travelers to Birdie. 
 
Today, he does not perceive competition between his company and the other companies in 
the group. He mention that it can be internal competition in JB Travel among the people who 
are working with both selling trips to customers and booking flights for the subsidiaries. 
Sometimes when there is a lot to do it can be a problem of prioritizing selling of tickets to the 
subsidiaries which has a very low profit. This can be contrasted to selling to customers that 
have a considerable higher profit. 
 
He describes that there sometimes is competition between Ski Unlimited and Eventyr. 
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Sometimes they call and book flights for exactly the same date and same route. The employee 
receiving the booking understands it is the same customer the two companies are 
approaching. He say that the company Ski and Eventyr are approaching probably have 
contacted one more travel agency for an offer. According to Mats it is positive that Unlimited 
Travel Group is two out of three of those offers and the probability of JB Travel booking the 
flight is higher. Regarding this he also say that: “...they have the seats and they can fight 
about the content. The flight is only a small part of, it is not that important in the content 
itself. The important thing is the guides and the whole conference program, the hotel and so 
on” 
 
When asked about what Mats think about the future he say that he rather think that the 
existing companies will be further refined. He also say that he does not want to compete. 
However, he sees a possibility that the company group might acquire a company that also 
have business trips would lead to competition. But he knows that Unlimited Travel Group 
knows that. But he see this as more probable than some company existing in the group will 
change direction. 
 

4.3 Good Travel 
The interview is held in the kitchen of the office space on Artillerigatan 42 where Good 
Travel is sharing office space with JB Travel. There are persons passing by as the interview is 
held but nothing that change the content of what is said, as we see it. Paul Anderlind is 
relaxed throughout the interview and does not give attention to the surroundings during the 
interview. 
 
When asked about cooperation Paul says that they do not cooperate with the other companies 
that much, he think they are quite free-standing. He describes the cooperation about flight 
tickets with JB Travel and Paul think that cooperation is going well. Good Travel does not 
include the flight ticket in the trip, instead they give the customer an opportunity to book the 
flight with JB Travel. 
 
Paul also describes other situations where they have meetings with CEO:s from the sister 
companies every second month. In those meetings they discuss experiences, give tips and 
advice and also management education. 
 
He feels that the sister companies are willing to cooperate but they all have a lot to do, 
focusing on their own company, as well as they are. Paul gives an example about cooperation 
they had with Världens Resor where they shared a showcase at an exhibition. This 
cooperation was done to share the costs for the showcase. Another cooperation for lowering 
the cost was a negotiation for ads in a newspaper, where a few sister companies shared space 
for marketing. He also say that they cooperate around some practical things such as the travel 
insurance. 
 
In the future Paul sees many opportunities for cooperation. His main motive for cooperation 
is lower the costs and to sell more. He say that “everyone is doing their own thing and it can 
be a bit repetitive if everyone is sitting and doing the same thing all the time”. An idea they 
had on Good Travel was that some companies could share telemarketing employees. The 
employees could sell for one company one day and another company the next day and so on. 
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According to Paul, more tasks could be done centrally and there would be useful to have a 
forum for cooperation. Finally, he thinks the companies in the group are covering most needs. 
He suggest a travel day where all companies can invite their customers to a hall where they 
present themselves, like an exhibition. 
 
On the question whether Good Travel competes with the other companies Paul answers that 
they have no competition at all. Not at the moment. He mention though, that they have been 
thinking of starting conference trips with a responsible content. Paul thought that this would 
be sensitive and talked to Johan and Richard about it but they did not think that. He 
interpreted this as a signal as there were no obstacles to competition within the group. 
 
Paul regards this attitude toward the competition as good and that it opens up new 
possibilities for his company. When probed about what he thought would be the result of the 
competition he argues that there might be an uncomfortable situation from it. His hopes for 
this, eventual, competition is that they might end up in a situation where they cooperate about 
content and clients. This could be done by defining a model for cooperation which would 
allow both to make a profit out of it. 
 

4.4 Travel Beyond 
The office of Travel Beyond is located close to Stureplan and they are the only company in 
the office space. The interview is held in their meeting room which is spacious and with 
closed doors during the interview. There is no disturbance from outside. 
 
Being in the group for a long time has it advantages, Annika says. They know the group and 
its people best. They are eager to contact and find new areas of cooperation. She describe the 
cooperation’s they have made with the other companies and there has been some cooperation 
with almost all of them. They had produced a trip to Engelberg with Ski Unlimited, booked 
hotels through Västindienspecialisten, shared hotel with Världens Resor, made some 
marketing for Good Travel and had some contacts with PolarQuest about Svalbard. 
 
Annika mentions that they are continually calling the other sister companies to exchange 
information about resorts, hotels, guides and whatever they would need for producing their 
trips. She mainly calls persons she knows and this can open up for new cooperation. For 
example, when Travel Beyond’s profile is not suitable for a client they send them over to a 
sister company that fit the client’s need better. In other situations they buy the service from 
others in the group. This is important for Annika as they treat their clients with high respect 
and give them what they want. 
 
Previously Travel Beyond was sharing the finance department with the company group but 
are now in the process of employing their own accountant. She think it was a great support 
when they were smaller in the beginning but they have outgrown the department in the group. 
Now when they hire their own accountant there will be possible to ask him or her questions 
directly. Another administrative function they share is the travel insurance. She say that 
Richard Durlow and Johan Schilow are researching topics, like the travel insurance, and 
Annika appreciate it because the sister companies do not have to take their time to do it. 
 
Sharing hotels and flights are an important cooperation according to Annika as it allows the 



32 

sister companies to keep their contract with good prices. Another advantage is that they know 
their products so she can trust them when they recommend the hotels. 
 
Annika feels that the cooperation is working fine and mention that she is mainly calling the 
person she knows best in the other companies. She add that the CEO:s know each other well 
but maybe the sellers may not know the people on the other subsidiaries, and maybe it is not 
intuitive for them to call a person in another subsidiary. She also mention the difference in 
geographic location, such as PolarQuest sitting in Gothenburg and not having the same 
closure as the others in the group. Regarding sharing contracts for hotels or flight companies 
she say that everyone is gaining from that kind of cooperation, no matter how much they are 
booking. 
 
She also notice that they receive more business from the other companies than they are 
buying from them. On the question what they would do if they stopped cooperate Annika 
says they would manage fine anyway. Either by buying information from external contacts or 
saying no to bookings that they do not have the resources or knowledge for. 
 
In the future Annika want to further develop the things that they are cooperating about today, 
using each other’s network and knowledge more. It can be difficult to find the person with 
the right competence sometimes, for example one customer needed a guide that could speak 
Russian. She mentioned it in the office of the company group and one employee said “but I 
know Russian”. The situation was solved fine but some kind of intranet or knowledge bank 
would be good. There would be someone who has to spend the time into it though, the sister 
companies have much to do as it is today. She adds that one system might not work for all 
subsidiaries as they other routines. 
 
Annika does not perceive any of the other companies as competitors and does not want to 
compete about anything. She wants them to complement each other. 
 

4.5 Eventyr 
The interview is held in the meeting room in Eventyr’s office at Skeppsbron 10 which is a 
small room with closed doors. There is no disturbance during the interview. 
 
Sofi mentions the cooperation made with JB Travel about the ticketing. Eventyr have IATA-
license as well but Sofi prefers that JB Travel book their flight tickets as it is their specialty. 
The employees of Eventyr are better at producing events so Sofi think it is better if they do 
that. She sees the advantage of buying the tickets from JB Travel as the service is great. All 
sister companies in the group can benefit if JB Travel can gather discounts and kickbacks 
from the flight tickets to reduce the ticket prices for them all. 
 
All sister companies have special knowledge about destinations, hotels, guides et cetera and 
these are subjects for cooperation, Sofi says. They have co-produced a trip with Världens 
Resor where they went to Japan. That time Eventyr had the client and Världens Resor had the 
knowledge. This cooperation is more ad hoc than continuous. For example, when a client 
calls Eventyr and their profile is not matching the need of the client, then they send that client 
over to a sister company. Eventyr has also received clients from the others. Once they had a 
client from Travel Beyond which was not fully satisfied, this was discussed between Eventyr 
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and Travel Beyond. 
 
Today the marketing for its sister companies are done by word-of-mouth from Eventyr’s side. 
They are promoting them by talking with their business clients about the sister companies 
that are offering trips for private persons. 
 
Administrative tasks are today handled by the parent company and they are taking care of the 
travel insurance, banks, phone service and more. Eventyr has their own finance department 
because they are too big for sharing the common department. She would like more 
cooperation about central functions like marketing, IT-support, websites and such. Using 
their size when negotiating with companies who provide such services should give them 
better prices and better service. In addition to this discussion, she emphasis that it is 
important to notice is that there is no “one solution for all” as they are different companies 
with their own needs. 
 
She say that cooperation has to be a win-win situation and it is important to keep the 
autonomy of the individual companies. She say that nobody wants anyone else to tell you 
what to do with your company as this could create implications. It can be difficult to put 
pressure on sister companies when cooperating if needed. She does not want to create “bad 
feelings” in the group. It is there fore important that there are clear agreements when 
cooperating. 
 
Sofi is in the board of directors of Unlimited Travel Group and she emphasize that the 
organization is quite slimmed as they are only three in the management team for the group. 
She initiated a management education for all CEO:s in the group one year ago. This 
education is focused on helping them with the daily routines of managing employees and the 
business. The management education is something that Sofi want to continue to develop. 
 
Sofi says that Eventyr and Ski Unlimited was main competitors when they were bought up 
and the strategy now is to talk to each other when they pitch the same customer. They have 
some competition with JB Travel and WI Resor. For example, WI Resor had one of their 
customers on a conference trip but they were not pitching the customer at the same time. 
 
The result of their competition shows that people are hungry and the chance of acquire 
customers to the group is larger, Sofi says. It is better if two out of three pitching on a client 
are from Unlimited Travel Group than one of three. The focus should be to pitch customers 
outside of the company group instead of inside of it. Because they were competitors with Ski 
Unlimited before they came to the group some employees does not want to cooperate. At the 
same time, she does not think they have much competition in the group. 
 
When asked about the future, she say that she does not want to compete but that she realize 
that it is not possible not to. For coping with the situation, Ski Unlimited and Eventyr are 
having a dialogue about the situation. She is trying to cooperate instead of competing. 
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4.6 Unlimited Travel Group and Birdie Golf 
Tours 

We are alone in the office of Unlimited Travel Group behind closed doors on Norrtullsgatan 
12a. There are no sounds from outside the room and Johan Schilow is relaxed during the 
interview. A few phone calls were answered because of the urgency in some business matters 
but the interview was nearly finished by then. 
 
He describe the back office cooperation which is the travel guarantees, banking and flights. 
When talking about travel guarantees he say that there are a possible moment 22 for small 
companies in the travel industry. There are two options for when it comes to the travel 
guarantee. Either the company can freeze money on an account or they can pay insurance. 
The problem is that some small companies does not have the money to freeze and no 
insurance company want to insure their trips. 
 
He further describe that the cooperation with JB Travel about booking flights lead to better 
service. The company group and its sister companies obtain larger kickback and they can 
negotiate about the conditions about the flight tickets. For example the customers can bring 
golf bags with no extra charge et cetera. He also describe that he asked the subsidiaries if they 
where interested in having advertisements in the morning paper. He told them about the 
conditions and asked who wanted a spot. Then he had an incentive to negotiate as hard as 
possible and get as much exposure as possible for the money. 
 
The companies are sending out information about each other and are cooperating about 
specific trips. For instance JB Travel have a big consultancy firm that are going to China and 
they are calling Världens Resor because they know everything about China. The profit is then 
divided between the two companies. Either the company helping the company who had the 
customer initially is receiving a percentage of the sale or buying the service from the other 
company. The parent company have chosen to let those kind of cooperation’s come from the 
companies them selves so it feels comfortable, rational and good for the customer. The 
cooperation is more ad hoc than forced. 
 
Johan emphasize on the importance of the CEO:s meeting regularly which can create 
cooperation when needed. He says, when people meet internally, the phone call is 
considerable closer when help is needed from another sister company. There are CEO 
meetings several times every year and social meetings where the employees in the whole 
company meet. He say that the internal meetings between employees is working better for the 
companies sitting at the head office than for the others, because people are meeting all the 
time here. 
 
Normally new companies coming to the group contact Johan when information is needed 
about the other companies. The CEO meetings are a way to redirect this channel so that they 
contact each other instead. In the future, Johan would like to see the companies sitting in the 
same office, because that gives the possibility to meet, interact and getting to know each 
other easier. 
 
He also describe that they in the beginning had an idea to have an intranet for the companies 
and say that would have been good. Further on he describes the problem with an intranet, 
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someone has to administrate it continuously and if the activity is low there is no need of an 
intranet. Low activity may result in that the employees would not use the intranet and it 
would only be a cost for the company group. He see potential for having central documents 
on the intranet and to share information, more statically. 
 
“You cannot buy a company because of synergies”, Johan answers on the question of his 
view of cooperation. It has to be an interesting company with a big value, good history, good 
present situation and an interesting future. If there is possible profits of cooperation, it is only 
a bonus. Johan said in the interview with Richard Durlow that large synergies is not very easy 
in the service sector, it may look good on the paper but they are hard to realize. 
 
We did not discuss the competition with Johan in this interview because he we where talking 
about it when having the interview with Richard Durlow and Johan then did not see any 
advantages with competition. 
 

4.7 Ski Unlimited 
The interview is held in the common meeting room on Norrtullsgatan 12a. During the 
interview there were no interruptions and the atmosphere was relaxed. 
 
Their main continuous cooperation is the ticketing with JB Travel. They call and e-mail them 
to make a booking for flights and they reserve seats. In the production of trips they might 
need three options for flight schedules, this can be time consuming for JB Travel. This is 
because Ski’s clients want different quotes (dates and prices) to compare and choose 
between, as they are not alone pitching on that client. According to Per “The cooperation 
with JB works exceptionally well from Ski’s point of view”. 
 
Ski Unlimited made a co-production with Världens Resor for a trip to China 2011 where Ski 
had the client and Världens Resor had knowledge about the destination. They know what to 
do on site, which bus-transfer-company to use, local guides, restaurants and such and where 
Ski could take the large group plus how to behave with clients in China. 
 
All CEO:s in Unlimited Travel Group have common meetings but Per Huss do not know how 
many times. The meetings are conducted from time to time to share experiences and 
knowledge. It is an initiative from the management and Per think they could use more 
networking. When he started working for Ski Unlimited he thought it would be much more 
networking and brainstorming between the CEO:s but Per has not experienced much of that 
yet. He say that there has not been much talking to Johan Schilow [CEO of Unlimited Travel 
Group] either, he leaves the CEO:s alone and seems happy as long all are doing all right. Per 
think Johan Schilow has great faith in the CEO:s. But, Johan is always there when anyone 
need to discuss strategic issues. Per think it would be a good idea to have two meetings per 
year with Johan Schilow, JB Travel, Eventyr and Ski Unlimited to discuss what to do to 
improve their market share of conference trips. 
 
Another area for cooperation he have been thinking about is to market their sister companies 
during the trips. As Ski’s clients do private travelling as well they might be interested in what 
the sister companies offer and Ski could act like ambassadors for the sister companies. But he 
is not sure that their guides know what the company group’s members are selling actually. 
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Per believe that they need to work on their common feeling in the company and he has 
noticed that those in this common office space have a more familiar feeling than those who 
are spread out. He say that there is a lot to work on for them in the office space as well. For 
example sharing assets they all need. Also he notes that all companies could do more 
purchasing together, for example when printing materials from different suppliers. 
 
He discuss that Ski Unlimited maybe should cooperate more with Eventyr as well as with 
other companies to win market shares to Unlimited Travel Group. There are many areas for 
cooperation as Per see it, maybe there are just no one taking the opportunities and actually do 
something out of them? The standards of the trips are more or less the same for many of the 
companies and therefore there is possibilities to share hotels and more. 
 
Ski and Eventyr has been talking about sharing the flights in the future, booking seats and 
then the one who sells a trip that date can use them. Sometimes, it can be hard to find flight 
seats on popular dates to good prices. They have also discussed sharing guides but it might be 
hard because the guides are their unique competence. On the other hand it is also an 
opportunity to make let the guides work and train more and become more professional. 
 
Ski Unlimited and Eventyr have discussed sharing the client register but it is a very sensitive 
question for both. It is not optimal for anyone and maybe an independent person should 
examine it and say who are faithful clients and these will be hands-off for the other company. 
Per believe in some transparency but not complete transparency. He argue that there is no use 
for Ski Unlimited to try to win over a client that is faithful to Eventyr. That is sub-optimizing 
if Ski or Eventyr has to lower the price and that does not benefit anyone in the company 
group. 
 
There might be a good idea to have an internal business model for cooperation with policies 
for cooperation. Like how to split the profit and how to share clients, Per is mainly thinking 
about Ski and Eventyr. 
 
One of Ski Unlimited’s main competitors before they joined the group was Eventyr and they 
still are a competitor. Of course Ski have other external competitors but it is rather special to 
have a competitor in the same group. Per does not think that we are competing so much with 
JB Travel, but Per is not completely sure what they are selling when it comes to conference 
trips. He does not think of them as their competitor. 
 
Eventyr and Ski are only overlapping on maybe 10-20% of their markets so the competition 
should be minor, according to Per. The competition can also be seen as a good thing when 
pitching the same clients. Because there are often three or more travel companies pitching at 
the same time, if Ski and Eventyr are from Unlimited Travel Group it is a larger probability 
that they win that business to the group. 
 
The idea of position the companies more is an idea that might work to lower the competition 
between them. Per do not know how to position them, maybe on group size and on the 
activities. Ski could have smaller groups, less than 80 maybe, and with active conferences 
and Eventyr could take the larger groups that have fewer activities in their conference-
schedule. Per does not think there is any need of competition between them. 
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There were an incident a few years ago where Ski and Eventyr cooperated and, this was 
before Per came to Ski, something went wrong and since then the relationship has been a bit 
frosty. He has employees in Ski who do not like Eventyr and are fighting hard to win their 
clients to Ski instead. This is something Per have to work with but the relationship has been 
of a competitive nature for a long time and it takes time to change it, he says. 
 
He say that it is important with personal contacts in the branch and he question whether he 
can try to win over his friends to Ski Unlimited that today are travelling with Eventyr. 
Because this competition is hard to define where they might want to travel with his company 
but are currently travelling with Eventyr. 
 

4.8 WI Resor 
The interview is conducted in the common meeting room of the company group at 
Norrtullsgatan 12a. We were disturbed shortly in the beginning but it was during the small 
talk so it did not disturb the interview as a whole. 
 
WI Resor’s first cooperation was when they needed guides, they asked Ski Unlimited if they 
could share guides. The guides were working during the winter for Ski Unlimited and by 
working for WI Resor they could fill out the year during summertime. Niklas describe the 
back office cooperation’s where they share administrative staff, office space and more. He 
also mention the cooperation about the travel insurance which makes it possible for him to 
grow faster and it relieves his bank account. The back office cooperation is very valuable to 
WI Resor. He say that he thinks that no one want to work with those things in the sister 
companies. 
 
The CEO:s are meeting and discussing experiences, advice, tips and more a few times per 
year. He emphasize that he is asking his sister companies about their knowledge in other parts 
of the world that he is interested in. Sometimes WI Resor has rest tickets on their trips and 
then they use the network of the sister companies to sell the tickets, discounted. They also 
have management education. 
 
He thinks that the cooperation works fine and that all CEO:s want to cooperate. But the 
companies have products that differs and that it is not sure that one company’s customers do 
like another company’s trips. He say he love his product and want to work with that. If he 
would have stopped cooperating he would manage by his own but he think he would have a 
more clear board of directors to discuss with. 
 
He say that he wants to continue with the things they are cooperating about today, with the 
back office cooperation and sporadic market activities. He think that to some level it would 
be even more beneficial to be an even larger group of companies because it makes it possible 
to find more cooperation’s. 
 
Niklas does not feel any competition with anyone. One time WI and Ski Unlimited pitched 
the same customer for a conference but it is not a common situation. He say that Ski, Eventyr 
and JB Travel might pitch the same customer more often. If WI would have a group on 300 
people he would send it to the others. 
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He cannot see the consequences of the competition but think it would have been different if 
Ski and Eventyr would be sitting next to each other. He say that “you do not want to lower 
the prices to win a deal from another company”. Niklas also mention that it is a good 
atmosphere in the group but that no one give away their own business, the own company is 
closest to heart. 
 
Niklas does not see any need for competition and do not want to compete about anything. 

4.9 Världens Resor 
The interview with Joacim Eriksson is held in their office on Norrtullsgatan 12a with all the 
employees nearby. Due to the nature of the questions we do not think it affected the answers 
given. Joacim was also a bit late. However, we did not feel that he was stressed during the 
interview. 
 
Världens Resor is cooperating about technical operations, phone service and the common 
exchange of experiences made in the office of the company group. A positive aspect of being 
in the same building is that knowledge exchange is easy. There are other meetings as well 
between the CEO:s with as the management course and this is really something positive for 
Världens Resor. Learning about human resource management is important for entrepreneurs 
who started their company for the product and not to manage people. Joacim think this is one 
of the best aspects of the CEO meetings. 
 
Another cooperation is the virtual brochure they made with the other sister companies this 
spring [2011] and which was sent out to their client registers. There were no effect from it 
according to Joacim even though they preserved the specific brand as the sender. They all 
have strong brands already and it is no use to send something in the name of Unlimited 
Travel Group who is quite unknown to their clients. Joacim says it is an important aspect of 
the group, that they are still their own brand without any interference from the company 
group. 
 
Once they shared a large group of clients with Ski Unlimited, 100 persons. Where Ski 
Unlimited had the client and Världens Resor had the logistic part and combined them to 
produce a trip together. They made it clear who would do what and how the profits should be 
divided from the beginning which is very important when cooperating according to Joacim. 
He say that you can be good friends but in business there must be professional agreements 
about profits and who should do what. Joacim do not think it is good to cooperate about such 
situations more than two and two. 
 
Joacim likes the idea in the company group about the different profiles of the sister 
companies. It is divided them between and there is no real need to become similar to any 
other company. Then it is easy to send clients to their sister companies. For example if a 
client calls them and want to do a trip to the polar areas it is simple to send them to 
PolarQuest instead. Keeping the money within the group and creating goodwill between 
them. 
 
Joacim has noticed how new companies need more time to adjust to the company group and 
there are no cooperation’s in the beginning. The need of cooperation sort of grows from 
below and up. Joacim has also noticed that there is a stronger coherence between the 
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companies who sit at the same address. There is a financial motive for cooperating as well, he 
think that if they stopped cooperating about administrative tasks it would become more 
expensive. 
 
When asked what Joacim want to cooperate about he mentions that there should be a model 
for cooperating with directions how to divide the profits and similar subjects. The 
cooperation with Ski Unlimited went well because they had clear agreements on how to 
divide profits and such. 
 
Another idea for cooperation is a store-like-office where the clients can walk in from the 
street and choose between all trips provided by the sister companies. With a reception and 
open area for the sellers, more exposing of their products. Joacim feels confident that it 
would work because of earlier positive experiences. 
 
When asked about what they are competing about he cannot give any examples because he 
think that they are all specialized. He cannot see the use of competition either. 
 
We probed him about WI Resor which is closest to Världens Resor and have trips who looks 
the similar but Joacim do not think so. He say that they are mainly focused on Europe and 
their content differs from Världens Resor’s. He thinks this is important for Unlimited Travel 
Group when they are buying new businesses to think about possible competition. Joacim 
likes the idea of a galleria of diversified companies offering different trips, preferably without 
competition. 
 
When asked about what they want to compete about he thinks for a short while before saying 
“skilled employees”. That is the only thing he want to compete about with the other 
companies, they are the base of every company in the group so it is important to have skilled 
employees. Other from that there is no interest of competition in the future either. He gives an 
example that they all can go to Argentina but they would do it their own way. 
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5. Analysis 
To analyze the empirical data we will in this part focus on relating to our research question, 
which is concerning whether categorization of situations in terms of low and high complexity 
develop an understanding of the actual and wanted coopetition in a company group? 
 

5.1 Cooperation 
In this first and largest global theme, we will describe the basic themes and analyze them 
with our organizing theme. The basic themes are written in italic and the organizing themes 
are the factors of complexity. 
 
To begin with, the cooperation is optional in the group. When talking to Johan Schilow 
(Unlimited Travel Group) he said that companies are interesting to acquire when there is a 
large value, a good history, good present situation and an interesting future. Richard Durlow 
(Unlimited Travel Group) is sharing this view and say that Unlimited Travel Group should 
buy solid companies and further develop them. Both see cooperation as emerging if needed. 
Everyone we interviewed is positive to cooperation and some interviewees see potential in 
cooperating more, for example Per Huss (Ski Unlimited) and Paul Anderlind (Good Travel). 
This is interesting because we can analyze the situation in terms of what the companies 
actually want and not what the parent company want them to do. We argue that they are free 
to choose what to cooperate and compete about.  
 
One illustrative basic theme is that knowledge is shared when missing. For example when 
talking to Annika Björkroth (Travel Beyond) she said, sometimes they call a sister company 
when they need to know something. Johan Schilow (Unlimited Travel Group) also mentioned 
that companies in the group are contacting each other when they have problems. This can be 
related to private benefits which is defined as implementing knowledge from another 
organization to the own (Khanna et al., 1998, pp. 193ff). The exchange of knowledge when 
missing is intuitive when looking at the definition of cooperation, Osarenkhoe (2010, p. 205) 
define cooperation as “... similar, complementary, coordinated activities performed by firms 
in a business relationship to produce superior mutual outcomes.”. Relating this to complexity 
we can see that there is low uncertainty in some of these cases. Annika is stating that she is 
calling the person she know. In that sense, she is cooperating when she can develop a clear 
picture of the situation (see Isik, 2010, p. 3684). This is also related to consensus (see 
Kacprzyk et al., 2010, p. 468), which is high in this basic theme. Annika knows that she can 
call the other people in the organization. This discussion suggest that when complexity is 
decreased, the companies cooperate.  
 
Another important basic theme is that new companies add new knowledge to the organization. 
An example of this is when JB Travel came into the organization. A couple of weeks later JB 
Travel booked flights for the subsidiaries. In this sense, JB Travel had resources the others 
did not posses or wanted to acquire by themselves. This means that the organization had 
resource heterogeneity, JB Travel had a valuable resource that the others did not have (see 
Barney, 1991, pp. 105ff). We can also see that the company booking flights through JB 
Travel is striving for private benefits, they are adapting knowledge from the organization to 
the own company. At the same time, JB Travel is striving for common benefits, they are 
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sharing their knowledge in the organization. (see Khanna et al., 1998, pp. 193ff) In relation to 
complexity, we can see that an increased amount of diversity in this basic theme is increasing 
complexity and cooperation. We described cooperation as a way of producing superior 
mutual outcomes (see Osarenkhoe, 2010, p. 205). The resource heterogeneity is related to this 
because if there would be resource homogeneity there may not be a need for cooperation in 
the first place. This suggest that there is a need of some level of complexity in form of 
diversity for cooperation to be present between the different organizations. If the complexity 
would be low in the sense of diversity, there might be less cooperation.  
 
When we discussed cooperation, many people said that meeting internally was important for 
cooperation, which is generalized by the basic theme interaction enables exchange of 
knowledge. For example in the interview with Johan Schilow (Unlimited Travel Group) he 
said that it would be better for all companies to share office. In the interview with Joacim 
Eriksson (Världens Resor) he said that he noticed a stronger feeling of coherence between the 
companies sharing office. Some people however does not express that they want to share 
office, but everybody seems to want to interact in some way. In the interview with Sofi 
Franzén for example, she say that she have arranged a management course for all CEO:s in 
the sister companies and want to continue doing so. This relate to what Tsai (2002, p. 179) 
found, that informal lateral relations is positive for knowledge sharing. We can also see 
meetings and sharing office to be a way of increasing trust. Mayer et al. (1995, p. 712) 
describe trust as the willingness to be vulnerable of another persons actions without having 
full control. It is also decreasing the uncertainty in the organizations. When people meet they 
get to know each other and it is more clear what knowledge that exist in the organization. It is 
also a way of increasing consensus, the meetings provide a platform for the people to discuss 
their viewpoints on cooperation and competition. In this part, we see that complexity needs to 
be lowered for cooperation to exist. 
 
A basic theme regarding communication is that knowing where to find knowledge are 
sometimes problematic. Sometimes the organizations does not know where to find the 
specific knowledge they need. This was brought up by Annika Björkroth (Travel Beyond) 
who said that she generally call the person she know and that an intranet or knowledge bank 
would be good in the situations where she does not know who to call. Also with Johan 
Schilow (Unlimited Travel Group) this was discussed and he mentioned that they earlier 
thought about having an intranet. In both interviews they both discussed who should 
administrate such intranet. This is related to uncertainty, meaning that there are sometimes an 
unclear picture of the situation (Isik, 2010, p. 3684). It is also related to consensus in the 
sense that some people in the organization discussed other solutions to the problem of 
knowing where to find information. In that sense, consensus is low in this aspect, everyone 
does not want the same. These two factors combined seem to cause an increase in complexity 
and it is something they do not cooperate about.  
 
Another reason to why the intranet or other cooperation’s have not been implemented can be 
that sometimes it is not clear who should do certain things. In some cases, such as the 
administrative cooperation it is clear who is doing what. While in other cases it is more 
uncertain who is supposed to manage the cooperation. An important aspect here is the 
communication about cooperation. Paul Anderlind (Good Travel) says that a forum for 
cooperation might be good and there should be more things that can be done centrally. Per 
Huss (Ski Unlimited) also brings up that he expected more networking with the other CEO:s, 
than what he have been experiencing. We see complexity as applicable to this situation, there 
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is a high uncertainty in this area. By this we mean that it is difficult for the people to picture a 
clear view of the situations (see Isik, 2010, p. 3684) in terms of who should be  responsible 
for cooperation. In that sense, complexity is high and it is causing the people not to 
cooperate. 
 
When cooperating, the people have emphasized on the need of stating clear conditions for 
cooperation. For example, Ski Unlimited and Eventyr are working on a strategy for 
cooperation. A model for cooperation is suggested by Joacim Eriksson (Världens Resor), in 
which he emphasize the need of having professional agreement about profits and tasks for 
both companies. In the interview with Sofi Franzén (Eventyr) she says that Eventyr and Ski 
Unlimited have a dialogue, where the goal is to decrease the competition and increase 
cooperation. We can see this relating to the uncertainty, the dialogue can be seen as a way of 
making a clearer picture of the situation, decreasing uncertainty and complexity (Isik, 2010, 
p. 3684). It can be so that this dialogue result in a consensus if they agree with each other 
(Kacprzyk et al., 2010, p. 468). We can also see a possibility that they reach lower 
uncertainty but that consensus stay fixed. Contracts for cooperation can be a way of lowering 
the variety in the relations between the companies. For example, if the companies would have 
agreements about what to cooperate about and how, such agreements could be used in 
cooperative situation and the complexity may be decreased. This part suggest that stating 
conditions is done for decreasing complexity and increasing cooperation.  
 
When new companies is acquired to the group, there are expectations on and from the new 
company. Joacim Eriksson (Världens Resor) said that new companies mainly work in their 
own interest in the beginning and that cooperation’s develop with time. This would suggest 
that the individual goals are higher in the beginning than later on. In the interview with 
Richard Durlow (Unlimited Travel Group) he said that the companies are not bought because 
they should cooperate, instead they are bought for their individual strength. At the same time, 
Paul Anderlind (Good Travel) see many possibilities for cooperation and say that “...it can be 
a bit repetitive if everyone is sitting and doing the same thing all the time”. In this part, the 
diversity is increasing when new companies are entering the group if the new companies have 
other resources than the already existing companies in the group. The consensus is low when 
new companies are coming in the group, the viewpoint of Paul and Richard is rather 
different. Paul is more focused on cooperation, while Richard is seeing the companies more 
autonomous. Also, new companies entering the group is increasing the variety. In these 
situations, the complexity is increasing and the cooperation is low until the complexity have 
been decreased.  
 
Relating to the size of the group, we found that more companies are positive for cost savings. 
For example, Richard Durlow (Unlimited Travel Group) describes that it is easier to negotiate 
for example interest rates and credit cards as a group instead of every subsidiary negotiating 
individually. The back office cooperation is also noted by Mats Ekholm (JB Travel) who say 
that they have lowered their costs for phone service provider. In this sense, high size is 
making it easier to negotiate with suppliers. We can argue that size is not a problem when the 
consensus and mutual goals are high. The companies have the same needs when it comes to 
the travel guarantee which cause a high consensus (see Kacprzyk et al., 2010, p. 468). Also 
the mutual goal (see Osarenkhoe, 2010, p. 205) is distinct. Their aim is to lower the cost of 
production, which is a possible source of competitiveness (Porter, 1996, p. 62). The variety is 
usually low in the back office cooperation’s. The companies does not change phone service 
provider or bank every month. In this situation the complexity is low and they cooperate 
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about it in large size. This means that one factor of complexity can be high if the other factors 
are low.  
 
A situation where the mutual goal is somewhat less distinct is when the subsidiaries 
cooperate about sharing specific knowledge. In that case there are fewer participants when 
sharing specific knowledge. In this case we mean knowledge that are to some extent 
heterogeneous in the relation between two companies. When sharing such knowledge, the 
common method in this case is to call someone in another organization that is assumed to 
have the specific knowledge. For example, when needing knowledge about Asian countries, 
the subsidiaries have contacted Världens Resor. The specific knowledge about Asian 
countries is one of Världens Resor’s sources of resource heterogeneity, the other companies 
does not have that knowledge. The cooperation about specific knowledge is done in small 
groups, usually two people cooperate about for example producing a trip. In this part, the 
diversity is considerably high and size is low. The consensus seem to be high in these kinds 
of situations. People know that they can call other people for help. While talking, the 
uncertainty is decreased during the calls. Complexity is to a beginning high but because of a 
high consensus and low size the cooperation is made possible. The complexity is lowered in 
the process of calling and reaching agreement.    
 

5.2 Competition 
We did not find as many basic themes regarding competition as cooperation. When asked 
about competition, most people did not want to compete and many felt that they did not have 
competitors in the company group. An exception to this is the existing competition between 
Eventyr and Ski Unlimited.  
 
As we noted, competition have usually been seen as negative in cooperative research and vice 
versa. In our analyze, we describe mainly the cooperation between the companies. This can 
be seen as the paradigm for the company group, to cooperate. The competition between 
Eventyr and Ski Unlimited is mentioned in terms of lowering the degree of competition and 
increasing the cooperation. This have also been seen in the case where JB travel gave away 
their golf customers and birdie their business travelers. In both these situations, competition 
is seen as something negative, an intrusion on cooperative relations. Also interesting to see is 
that the respondents discuss cooperation and competition in a one continua approach of 
coopetition. We can see that the people discussing that cooperation should be increased and 
competition decreased in the areas of competition. We think this is affecting our research in 
the sense that it is important to pose the right questions and to find which side of the 
coopetitive relation that is most positively viewed.  
 
As well as new companies entering the group can be a source of cooperation it can also 
create competition. Mats Ekholm (JB Travel) said that a possible source of competition 
would be if a new company came into the group that is also offering business trips. He see 
this as more probable than any of the existing companies would change direction. He rather 
think that the companies in the group will be more specialized in the future. Paul Anderlind 
(Good Travel) says that they are thinking about starting offering business trips and he see this 
as a source of competition. This part can be related to the theory of resource homo- and 
heterogeneity. We can see that the homogeneity between the companies would be higher if 
the companies would have the same offer to the customer. In this situation there would 
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according to Barney (1991, pp. 105ff) be a lower degree of competitive advantage between 
the firms. In other words, new companies entering the group might lead to a company loosing 
its competitive advantage, which leads to lower profits. This in turn leads to a higher 
uncertainty, a new company entering the group will make it harder to picture a clear view of 
the company group (Isik, 2010, p. 3684). New companies entering the group might also 
increase the variety because something is changing. Higher variety suggest that the 
complexity increase and in this case a possible result of the increase is that the competition is 
increasing. Also, the consensus is low between Mats and Paul which create a high complexity 
in that aspect. Important to notice is that when the resource homogeneity is increasing, the 
situation become more competitive.  
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6. Discussion and Conclusion 
The purpose of this study is to explore whether complexity can develop an understanding for 
what organizations within a company group cooperate and compete about as well what they 
want to cooperate and compete about.  
 
Before discussing and concluding the findings of this study, we want to discuss our purpose. 
To begin with, the purpose suggests that this is a explorative study. This means that the 
results and findings of this study is an introduction of two until now separately studied 
concepts. We are studying whether complexity can further refine coopetitive situations. In 
that sense, this study should be seen as a possible new viewpoint of coopetitive research. We 
want to state it clearly that this study is suggesting new factors and viewpoints in coopetitive 
research in addition to existing research, not instead of.  
 
As we previously noted, coopetition have been studied in forms of how much cooperation 
and competition a coopetitive situation is consisting of. In the one continua approach, a 
decrease in cooperation is causing an increase in competition. However, in the two continua 
approach the degree of cooperation can increase without causing competition to decrease and 
vice versa. Our contribution is a discussion about actual and wanted cooperation and 
competition in a company group. We argue that asking the question what is bringing a new 
dimension to the concept.  
 
In our further discussion we relate to our research question in which we asked if categorization 
of situations in terms of low and high complexity develop an understanding of the actual and 
wanted coopetition in a company group? 
 
We defined different factors of complexity and they have all been present to various extent in 
our study. In this part we will discuss the different factors of complexity and their relation to 
coopetition. 
 
To begin with uncertainty, we found that it is important to develop a clear picture of the 
situation in cooperative situations. For example, in our analysis we found the point of having 
an intranet is to create a clear view of the situation. We conclude that the people need to 
develop a clear picture of what knowledge exist in the organization, who should implement 
cooperation et cetera. We found that to be able to cooperate, people in the organization have 
to lower the uncertainty. 
 
When relating to consensus, it can give an insight to what the people cooperate about. As we 
noted, sometimes they do not know who should do certain things. The companies’ decision to 
design a strategy for cooperation is relating to this. The people can in such strategies reach 
consensus by stating an agreement. A successful strategy may lead to a decrease in 
complexity and a higher degree of cooperation. 
 
We also analyzed the cooperation's in form of size. Sometimes it is easy to cooperate when 
there are many participants. In some situations, it is beneficial to have high size as when the 
companies cooperate about cost savings. In the analysis we said that consensus and the 
mutual goals were clear in those cases. We can argue that when other complexity factors are 
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low, size can be high. 
 
When relating variety to the case, we have seen that variety can result in competition and 
cooperation. For example a new company entering the group can either create a cooperative 
or competitive situation. The outcome of a new company entering the group can also be 
found in how that new company is affecting the diversity of the group.  
 
The resource heterogeneity and the diversity are closely related. We have seen that there must 
be some diversity and resource heterogeneity for cooperation to exist. This because when 
resources are homogeneous there is no need for cooperation, because the company has the 
resources they need for production. This suggests that there must be complexity in form of 
diversity and resources for cooperation to exist. We have also discussed that increasing 
homogeneity may increase the competition and that companies may loose their competitive 
advantage. This suggests that high complexity in terms of diversity is positive for 
cooperation.  
 
Regarding competition we also found that the consensus was high in the sense that most 
people did not want to compete. We also found that our questions might have affected the 
answers we got regarding competition. When doing research, we got short answers when we 
asked what they wanted to compete about. This suggests that the people in the organization 
favor cooperation instead of competition. 
 
We can partly answer our research question. The actual cooperatition’s are situations where 
the companies have decreased the complexity. Similarly, the companies want to lower 
complexity before starting to cooperate about a situation. It is important to decrease one or 
more of the factors of complexity for starting to cooperate and in existing cooperation’s, this 
is already done. Noticeable is that all factors does not have to be decreased. In some 
examples, the size can be high due to low complexity in other factors.  
 
Diversity is somewhat giving a contradictory answer. When diversity is increasing it is in 
general creating cooperation. At the same time, when diversity is decreasing, the competition 
is increasing. In terms of diversity, high complexity is related to wanted and actual 
cooperation while low complexity is related to actual and potential competition. It should be 
noted that this is an exception what we found in general. 
 
Concluding competition, we found that there were minor competitive situations in the group 
and in general no wanted competition either. Due to this, we cannot characterize what people 
compete about. However, we found that people are seeing coopetition in a one continua 
approach; they discuss cooperation and competition in either or terms. The companies are in 
general positive to cooperation and negative to competition. Our conclusion regarding this is 
that it affected our research and that it is important to notice which of part of the coopetitive 
relationship that is viewed as more positive.  
 
As we previously noted in our theoretical framework, we are positioning our research at the 
two continua approach. The previous conclusions can be illustrated by two examples in figure 
6.1.The square is representing a situation where the complexity is lowered, in that case the 
cooperation part of the coopetitive relationship is increased. In the situation represented by 
the dot, competition is decreasing in favor for increasing levels of cooperation as what is the 
wanted future state in the organization. 



47 

 

 
 
Figure 3. Coopetition on two continua example with two illustrative examples of movements 
in the model due to change in complexity. (Bengtsson et al, 2010, p. 199) 
 

6.1 Implications 
To begin with the academic implications of this study, we argue that coopetition in the two 
continua approach can be further refined by relating what companies cooperate about to 
complexity. This implies that our model can be further tested to validate the causality of the 
relationships between the factors of complexity and coopetitive situations.  
 
Regarding the practical implications, managers can characterize situations in form of 
complexity and develop an understanding for what parts in a coopetitive relationship want to 
cooperate about as well as what they want to cooperate about. For example, when wanting to 
cooperate about something complex, it is important to seek to lower the complexity. This can 
be done by decreasing the level of the factors of complexity.  
 
We also noted that the organizations regarded competition as having negative impact on the 
coopetitive relationship. This is interesting in both the academic and practical context. To 
begin with the academic situation, we experienced that competition to a high degree was seen 
as something negative that should be avoided. In that sense, researchers need to know how 
the people in the organization see the two concepts cooperation and competition. It seems 
important to notice which of these two that are discussed most positive and have this in mind 
when asking questions. The implication of this in a managerial perspective is that managers 
need to consider what people in the organization think of the concepts cooperation and 
competition. Even though the concepts theoretical have their both advantages and 
disadvantages it may not be a view that is shared by the people in the organization.  
 

6.2 Truth Criteria 
According to Robin Whittemore et al. (2001, p. 530) there are four primary truth criteria’s for 
validity in qualitative research. These four are credibility, authenticity, criticality and 
integrity. Credibility “refers to the conscious effort to establish confidence in an accurate 
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interpretation of the meaning of the data”. To cope with this point we sent our empirical 
study to the respondents for validation. By doing so, they can give their opinion about our 
understanding of what they said. When we sent our empirical study to the respondents, they 
commented on some things they felt were not consistent with what they actually wanted to 
say and we changed those parts of the text. It is important to note that all the respondents only 
read their own text when doing so, because otherwise their might be a possibility of creating 
a misunderstanding between the respondents. 
 
The discussion authenticity of research is defined as “an attempt to remain true to the 
phenomenon under study is essential” (Whittemore et al., 2001, p. 530). In our words, we 
stress the importance to give a valid view of what the people in the interviews said. To cope 
with this, we saw the transcriptions as highly important. We made thoroughly transcription of 
the interviews and we have used them throughout the study. During our work we have been 
cross checking the transcription with our empirical chapter to find nuances that may have 
been missed at first. 
 
An important aspect of research is the background of the researcher such as knowledge, 
interpretation and assumptions and is concerning the criticality and integrity of the study 
(Whittemore et al., 2001, p. 531). Also in this case, we have found the transcriptions really 
important. Because we wrote done every single word we could review what the person 
actually said instead of having sporadic notes about the interview. We believe that going back 
and reading transcriptions and coding them are beneficial for taking away our own 
assumptions, interpretations and knowledge of the situation. 
 
As we previously noted, one of us have been working at the company prior to our studies of 
it. This has effected the situation. On the positive side, it gave us the access to the 
organization. Being undergraduate students, sometimes it can be hard to find CEO:s that are 
open for being interviewed for one hour. Also, we had the possibility to state the research 
problem by ourselves which made it easier to connect it to previous studies. We also think the 
fact that Emil worked in the organization made it easier to first book interviews but also to 
establish contact when conducting the interviews. We could chat about the organization to 
establish contact. It was also easier to state a problem when having knowledge about the 
organization. 
 
There were also some negative aspects of being a former employee of the organization. First 
of all, being a member gives a certain bias, especially for the subsidiaries for which Emil has 
been working for. In our research, it can have had impact on the positive and negative side. 
On the positive side, we had more knowledge about the organization before. On the negative 
side, it could have been a risk that we would have been analyzing more positive for those two 
organizations. However, it is important to note that we did not receive any controversial 
response to any questions. Meaning that, there was no sensitive information about the 
organizations.   
 

6.3 Further Studies 
When doing this study, we found a couple of interesting questions and further areas of studies 
that could be further investigated in the future. 
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One important distinction when it comes to coopetition might be the difference between the 
service and the production market. In the articles we read, we have not seen anyone making a 
distinction between the service and the manufacturing industry. However, there might be a 
difference in the two. When we interviewed the CEO for Unlimited Travel Group he said that 
the cost synergies are not that large in the travel industry as in the manufacturing industry. 
How this is affecting coopetition in service and manufacturing industries might be an 
interesting perspective. 
 
Also we can see that it might be interesting to distinguish between different units of analysis. 
We did our research on a company group and previous research has been conducted inter- or 
intraorganizationally. In our case, the company group has a financial statement for the whole 
group. This might have importance in terms of coopetition. In our case, sending over a 
customer from one company to another will have no impact on the sales for the company 
group if the customer is buying services for the same amount in the other company. 
 
In our work we have seen three main categories. The coopetitive situation where all business 
units are making a financial report together, where all companies have independent financial 
reports and our case where they have independent reports and one for the company group in 
total. These three structures might be interesting to further study and see if they affect the 
behavior in the group. 
 
As suggested, we also see a need of further investigate and test the relationship between 
complexity and coopetition. We have seen that complexity has to be lowered for the 
organizations to cooperate. The responses regarding competition were quite low. It would be 
interesting to find a situation in which the competitive elements of coopetition are present to 
a higher extent to be able to further explore the possible link between complexity and 
competition. 
 
An aspect regarding coopetition we found in our interviews was the culture between the 
subsidiaries. In our conclusions we found that people was mainly positive towards 
cooperation but negative to competition. We suggest that further studies could develop an 
understanding on how the culture affects coopetitive situations. 
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