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Abstract 
The purpose of this thesis is to describe how the factors influence the level of adaptation and 

standardization of a marketing strategy and subsequently analyze how the factors influence 

the level of adaptation and standardization of Swedish MNCs’ in the German market. The 

relevant factors for the decision towards standardization and adaptation are found out using a 

framework composed by Viswanathan & Dickson (2007). The factors chosen are 

homogeneity of customer response to the marketing-mix, transferability of competitive 

advantage, homogeneity of economic freedom and decision variables.  

 

This thesis does so in a deductive and qualitative approach using Swedish retailer Clas Ohlson 

as a case study. Underlying this is a contextualized and interpretivist point of view. Data was 

collected through focus group interviews with German and Swedish students and 

complemented through data mining. 

 

An analysis of the empirical data shows a high homogeneity of customer response to the 

marketing-mix, the possibility of transferring the competitive advantage and a high 

homogeneity of economic freedom was discovered. When applying the frame of reference on 

the empirical data, Swedish MNCs, especially Swedish retailers, are recommended to choose 

a high degree of standardization for their IMS in the German market. It was discovered that 

the used framework does to some extent not cover a wish proposed by the German 

participants calling for a partial adaptation of the international marketing strategy. This 

disproves the assumption underlying the frame of reference as the majority of factors suggest 

standardization, yet from a consumer perspective, there is the wish to partially adapt. In the 

conclusion managerial implications, limitations and research implications are mentioned as 

well. 
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1. Introduction 

1.1 Background Information 

The topic of our thesis is the decision on adaptation and standardization of international 

marketing strategy (IMS) from a consumer perspective. In international business as well as 

international marketing research there has been an extensive debate in regards to the level of 

adaptation and standardization of a company’s marketing strategy when entering a new 

market (Dow, 2006). Harvard Scholar Theodore Levitt (1983) used Sir Isaiah Berlin’s 

metaphor of the hedgehog and the fox to describe and categorize the two sides of the debate. 

The fox knows a lot about many things, while the hedgehog knows everything about one. 

Levitt compares the fox to a company that adapts willingly to differences between countries 

and to him the hedgehog is comparative to companies that seek the benefits of 

standardization. But how does a company know which one of the two is the appropriate 

approach for it? 

 

The decision of adapting one’s marketing strategy to the host market or standardizing it across 

national borders is one that eventually comes up when companies have taken the step abroad 

(Theodosiou & Leonidou, 2003). This process, one of internationalization, has been seen in 

increasing numbers over the development of the past decades due to technological progress, 

increased creation of free trade agreements and regional integration across national borders 

etc. (Czinkota & Ronkainen, 2007; Keegan, 2002). It is therefore extremely important for a 

company to make this decision of standardization or adaptation carefully as it heavily 

influences how competitive and successful one acts and whether an organization increases its 

profit (Craig & Douglas, 1996). 

 

Sweden and Germany have a long-standing history of companies operating in each other’s 

markets. For Swedish IKEA, Germany is in fact the most important market in regards to sales 

(IKEA Group, 2015). In recent years increasing numbers of Swedish companies have set up 

their own subsidiaries in Germany with there being more than 1300 subsidiaries of Swedish 

companies in Germany, among them sport apparel retailer Stadium, fashion retailers Indiska 

and Strenströms (Horch, 2016; Tysk-Svenska Handelskammaren, 2016). Other companies 
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such as Max Hamburgare AB are actively looking to enter the German market (Max, 2016). 

The Swedish government is actively encouraging more companies to do so as well since they 

see increased efforts in internationalization as a way to strengthen the Swedish economy and 

decrease unemployment (Government Offices of Sweden, 2015). This means that the question 

of adaptation is one that is very important to the companies that have already set up their 

subsidiaries or are in the process of doing so. The answer to the question can determine the 

long-term success of the operation (Levitt, 1983). 

 

Interestingly existing literature barely touches on the topic. Chung (2005) for example 

mentions that Germany and Sweden have more than a few things in common and one could 

consider the option to standardize one’s marketing strategy, yet there is no mention of any 

ways to find out if that is actually something an organization should do. This lack of literature 

further strengthens the need for research. 

 

1.2 Problem Discussion 

Many multinational corporations (MNCs) which applied a global and standardized approach 

on International Marketing Strategy (IMS) were faced with difficulties. The multinational 

automaker Ford Motor Company applied standardization in the 1990s. Due to that, the 

company was not able to provide competitive offerings in a large part of the European market. 

In 2000, the Coca Cola Company departed from standardization after experiencing declining 

profits. In the same year, fashion retailer C&A had to close all stores in Ireland and the UK 

because of significant losses due to its standardized approach (de Mooij & Hofstede, 2002). 

These examples of well-known MNCs show that ignoring the diversity of different markets 

can cause shrinking profits and market shares. 

 

On the other hand, standardization might seem promising for a company because of 

economies of scale, which lead to shrinking unit costs, and because of a uniform global image 

(Baalbaki & Malhotra, 1995). Furthermore adaptation, for example in advertising, could lead 

to confusion of consumers that travel to other countries (Vrontis, et al., 2009).  

 



 

 

 

3 

 

So choosing an IMS that fits the foreign market can be seen as an important factor for the 

company’s success in that market. But how does a company know, which level of adaptation 

and standardization is needed in its particular case in the particular market? Which factors 

need to be taken into consideration to decide upon the degree of adaptation and 

standardization that fits that particular situation? How do these factors then determine the 

degree of adaptation and standardization? 

 

There is a lot of existing literature which tries to answer the question of standardization or 

adaptation and to what extent it should be done. As there is no universal answer that fits in all 

cases, many researchers focused on a specific market, company or industry or did a review of 

existing literature (see Özsomner & Simonin, 2004; Kustin, 2004; Chung 2005, 2009; Schilke 

et al., 2009). 

 

While a lot of research has been conducted on the general topic of standardization versus 

adaptation, in a broader perspective regarding markets or just focusing on one aspect of the 

marketing mix, not a lot of research has been conducted on the topic Swedish MNCs in 

Germany. Therefore more research is necessary to add to this research gap. 

So the question can be raised: Which degree of adaptation and standardization is needed when 

a Swedish company enters the German market? 

 

Therefore, the following research question will be answered in this thesis: 

What factors are relevant for the decision towards standardization and adaptation? 

 

The purpose of this thesis is to describe how the factors influence the level of adaptation and 

standardization of a marketing strategy and subsequently analyze how the factors influence 

the level of adaptation and standardization of Swedish MNCs in the German market. 

 

1.3 Delimitations 

There are several definitions of MNCs that vary slightly. To avoid misunderstandings, for this 

thesis the following definition is used: MNCs are “companies that have capital assets in – and 

conduct business within – one or more foreign countries” (Webb, 2009, p. 572). 
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Swedish MNCs therefore are defined as multinational corporations that were founded in 

Sweden. 

 

Furthermore, the entry mode of exporting is excluded from this thesis, as exporting companies 

tend to standardize their IMS even more (Chung, 2005). 

Because of their unique characteristics that might need to be evaluated separately in terms of 

adaptation and standardization, service firms are excluded from this thesis as well (Chung, 

2005).  
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2. Literature Review 

Standardization and adaptation is generally accepted to be the most common way to 

characterize IMS (Lewis et al., 2006). Standardization is defined as “the pursuit of similar 

marketing programs across different countries (…) with regard to product offering, 

promotional mix, and price and distribution structure” (Özsomer & Simonin, 2004, p. 397). 

Adaptation is generally thought of as tailoring Kotler’s aforementioned four dimensions of 

marketing strategy to suit the host market in the best possible way (Lewis et al., 2006. 

Adaptation is also at times referred to as differentiation, localization, customization, 

modification or specialization (Schmid & Kotulla, 2010). There are compelling arguments for 

both standardization and adaptation: The former offers the benefits of economies of scale ergo 

cost reduction, the latter allows possibly to increase revenue considerably in the host market 

(Solberg, 2000).  

 

The debate between scholars advocating - and thereby researching the factors influencing 

standardization or adaptation has been going on since at least the 1960’s. Examples are 

Elinder (1965) and Fatt (1967) arguing for a more standardized IMS across European markets 

and Sommer & Kernan (1967) being proponents of adaptation as one should pay more 

attention to cultural values in marketing. The debate has for a long time only focused on these 

two points of view with no room in between them that was discussed; it was either to 

completely standardize or completely adapt the IMS (Baalbaki & Malhotra, 1995; Solberg, 

2000). Nowadays the literature views it “as a continuum with complete standardization and 

complete localization as the two extremes” (Özsomer & Simonin, 2004, p. 398).  

 

Schilke et al. (2009) conducted research concerning the way standardization influences 

performance and the organizational factors moderating it. They state that many researchers 

have found standardization to positively influence performance, but others argue that might 

not always be the case. Schilke et al. (2009) try to settle this debate. They created eight 

hypotheses, based on previous similar studies, concerning the direct impact of standardization 

on firm performance and conditional impact. By conducting a large-scale survey among 

different firms they collected their empirical data. Schilke et al. (2009) come to the conclusion 

that standardization does in fact enhance a firm’s performance. The following five factors 

have a high influence on the standardization-performance relationship when highly developed 
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and a weak influence when badly developed: cost leadership, coordination of marketing 

activities, global market participation, product homogeneity, and firm size.  

 

Another, more extensive, literature analysis was done by Schmid & Kotulla (2010). Their 

research covers 330 articles and aims at providing well-rounded recommendations for 

standardization and adaptation of the product dimensions of IMS that enhance performance. 

Through their analysis they were able to integrate normative-theoretical considerations and 

the idea of situation-strategy fit. They conclude that standardization is advantageous when the 

different markets share a homogeneous demand, the potential for economies of scale is high, 

product modification is costly, the foreign price elasticity of demand is high, the managers’ 

perceptual error is small, and when the strategy in the past have been executed well. They also 

provide the reader with a more in-depth framework based on their findings which can be 

applied by both researchers and managers. 

 

Chung (2005) explores standardization strategy when applied to more than one host market 

and what factors positively relate to standardizing across the host markets. He has done so in 

regards to the national markets of the European Union. The hypotheses he used cover the 

basis of environmental and organizational factors. He used data collected via a questionnaire 

from 66 New Zealand companies. Chung (2005) found out that regarding standardization the 

organizational factors of a firm’s international business experience and firm size and the 

environmental factors of the similarity of the legal, political, and competitive environment are 

positively related to the benefits of standardization. He suggests that within the European 

Union markets can be grouped into pairs exhibiting characteristics that militate for a 

standardized approach across the two e.g. Germany-France, UK-Ireland, or Germany-

Sweden. 

 

The relationship between marketing standardization and the decision making structure and 

their influence on a firm’s performance has been the object of research by Chung (2009). He 

uses data collected via survey from 78 New Zealand firms to quantitatively test his 

hypotheses. According to the study’s findings no direct relationship exist between the 

decision making structure and marketing standardization, however an indirect one does exist 

as it has influence on the performance of a firm, which in turn has influence on a firm’s 
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marketing standardization. Additionally it was found out that standardized product and 

promotion strategies lead to increased market shares in markets with high similarities.  

 

The influence of resource allocation among marketing mix dimensions and its generalizability 

among western markets was researched by Szymanski et al. (1993). They define western 

markets as the US, Canada, and non-Soviet countries of Europe during the Cold war. On the 

basis of qualitative analysis of secondary data, which was obtained through the PIMS and 

SPI4 databases, they found out that generally speaking allocating the same amount of 

resources to marketing mix elements yields the same results across the western markets.  

 

Özsomer & Simonin (2004) used Turkey and Japan as examples for emergent and lead 

markets respectively to research the “relationship between marketing program standardization 

and centralization of product and non-product [as in distribution, promotion and price] (sic) 

decisions” (Özsomer & Simonin, 2004, p. 399) in regards to performance. They sent out 

questionnaires to large and medium US-American and Western European firms with 

subsidiaries in both Turkey and Japan. On the basis of the data collected Özsomer & Simonin 

(2004) found out that standardization does in fact enhance performance. However, they also 

found out that a high degree of centralization of non-product decisions impact a firm’s 

performance negatively. They were also able to prove that customer similarity is one of the 

main requirements of standardization. Özsomer & Simonin (2004) argue that cultural factors 

should have far more influence on the standardization vs. adaptation decision than 

infrastructural or technological factors based on their findings. 

 

Theodosiou & Leonidou (2003) did a review and analysis of existing research literature 

concerning the topic of standardization vs. adaptation trying to bring the results of other 

researchers together and thereby figure out what strategy elements can and should be 

standardized, when to do so, and to what extent. Their study looked at 36 studies and analyzed 

them quantitatively. They come to the conclusion that in general “the firm’s performance in 

foreign markets is indifferent to the particular strategic alternative pursued” (Theodosiou & 

Leonidou, 2003, p. 167). They also found out that a few factors do strongly influence the 

decision of whether to standardize or adapt. Those factors include customer issues, e.g. 

behavior or tastes, and competition intensity, the higher the more should one adapt. 

Concerning the marketing mix it was found out by Theodosiou & Leonidou (2003) that firms 
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tend to standardize product-related issues the most and adapt their distribution policies the 

most. 

 

Another literature analysis, or meta-analysis so to speak, was conducted by Tan & Sousa 

(2013). They, too, looked at the relationship between marketing-mix standardization and the 

firm’s performance. Tan & Sousa (2013) used data from 110 samples found in 108 articles 

and conducted a multivariate analysis. They were able to confirm the impact the competitive 

environment has on standardization and also that the similarity of the consumer behavior and 

legal environment have an impact on it, as in the more similar they are the better it is to 

standardize. Tan & Sousa (2013) also found out that while all marketing-mix elements have 

an impact, the standardization of pricing strategy has the most significant impact on a firm’s 

performance. 

 

Research by Kustin (2004) suggests that standardization which focuses on the program side of 

the marketing-mix, the creation and development of the marketing-mix, can be implemented 

if the operating markets are very similar in an economic sense. The findings are based on a 

survey conducted among graduate students in the countries of Brazil, India, the USA, and 

France. Kustin’s (2004) goal of the study was to see whether the perception of a “common 

non-durable product, chewing gum, were more similar or dissimilar” (Kustin, 2004, p. 645) in 

a culturally diverse country which in turn would support a standardization or adaptation 

strategy respectively. However Kustin (2004) was unable to find substantial support his 

hypotheses, yet he came across the aforementioned. 

 

Vrontis et al. (2007) use the 7Ps-marketing mix to discuss the question of standardization and 

adaptation of MNCs, because they want to give recommendations also for companies 

focusing on the service sector. Based on previous research by Vrontis (2003, 2005) and 

Vrontis & Kitchen, (2005), they state that there are reasons pulling the company to 

standardization or adaptation as well as factors that affect its behavior. They find that these 

reasons have a different importance and therefore, they are grouped in significant and 

peripheral reasons pulling the company towards standardization respectively adaptation. Their 

findings are presented in Figure 1. In their research they develop an “AdaptStand variable” 

that allows to place MNCs on a particular spot on the line of adaptation/standardization level. 
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However, their research is based on a quantitative approach, leading to several formulae, 

which makes it hard to find the particular mathematical number for each factor. 

 

Figure 1: Significant and Peripheral Reasons Pulling towards Standardization or Adaptation (Vrontis, 

Thrassou and Lamprianou, 2007, p. 492) 

 

De Mooij & Hofstede (2002) focus on the aspect of consumer behavior and the question 

whether there is a tendency towards convergence or divergence. They criticize the viewpoint 

that the converging European economic systems would lead to converging European value 

systems. Instead, they state that the consumer behavior in Europe is diverging, which can be 

seen in the consumption and the ownership and usage of services and products. As a basis, 

previous research of Hofstede on the five dimensions of national culture is used. These five 

dimensions are Power Distance (PDI), Individualism/Collectivism (IDV), 

Masculinity/Femininity (MAS), Uncertainty Avoidance (UAI), and Long-Term versus Short-

Term Orientation (LTO) (De Mooij & Hofstede, 2002, p. 63). They state that countries that 

are culturally different may not react in the same way to particular products. Therefore, they 

recommend forming clusters of countries for a particular product category, where similar 

reactions are expected. The similarity of the countries can be figured out by using Hofstede’s 

dimensions of national culture. 
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Baalbaki & Malhotra (2001), based on previous research, develop 18 hypotheses that might 

be relevant for the decision towards standardization and adaptation. The hypotheses are based 

on the 4P-marketing mix. Therefore, there are product-, promotion-, price- and place-related 

hypotheses, as well as 2 general hypotheses. The product-related hypotheses claim that a high 

level of standardization is recommended for essential products and that a high level of 

adaptation is possible for products, which vary in the life-cycle stages across the markets, and 

when there are differences across markets in product law and support requirements. The 

promotion-related hypotheses state that differences across markets in the interpretation of 

advertisements, the promotional infrastructure and the importance of media channels 

necessitate adaptation, whereas a high level of standardization is recommended for 

similarities in promotional law and regulations across the markets. The price-related 

hypotheses recommend a high level of adaptation for differences in pricing regulations and 

rules, in price elasticity and in price perceptions of the consumers, as well as for a high risk in 

volatility of exchange rates across markets. According to the distribution-related hypotheses, a 

high level of adaptation is recommended for cross-market differences in distributional laws 

and regulations, in geographical structure and in cultural and social preferences and norms. A 

high level of standardization is needed when similarities in distributional infrastructure exist 

between markets. The two hypotheses, which are not related to the 4Ps, state that a high level 

of adaptation across countries is useful when the attitude towards the country the MNC was 

founded in and towards foreign products influence the perceptions of the consumers and when 

differences in industry competition occur. All hypotheses are supported by the analysis of this 

article. 

 

Viswanathan & Dickson (2006) criticize that the decision towards standardization or 

adaptation is mostly based on consumer behavior and that the main argument for choosing a 

high level of standardization often comes down to the consumer homogeneity and the trend 

towards it. They state that “the dimensions of marketing strategy go beyond a consideration of 

the consumer” (Viswanathan & Dickson, 2006, p. 47). Furthermore they claim that 

competition is a critical factor in the decision towards the standardization or adaptation of a 

firm’s IMS and therefore should be considered in the decision making process as well. 

Another part that they deem important is the similarity of political and legal environment of 

the home and host market. In particular, they identify three constructs as relevant for the 
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decision towards standardization or adaptation: “The homogeneity of the consumer response 

to the marketing mix, the transferability of competitive advantage, and the variation in the 

degree of market freedom” (Viswanathan & Dickson, 2006, p. 47). In a closer reading of the 

matter, presented in the next chapter, one can see that Viswanathan & Dickson (2006) are able 

to integrate most factors mentioned in the literature review in their theoretical framework, 

among them the findings of Kustin (2004), Chung (2005), Schilke et al. (2009), Vrontis et al. 

(2009) etc. However, it should be noted that their theoretical framework is just a proposition 

and has not been proven yet. 

 

Summed up, a lot of authors mention aspects of consumer behavior, similarity of economic, 

legal and political environment, and the state of the competition in the findings of their 

research. 
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3. Frame of Reference 

This thesis utilizes the theoretical framework proposed by Viswanathan & Dickson (2007), 

which was touched upon in the previous chapter. The reason for this is that the framework 

integrates most relevant factors - proposed by different researchers mentioned in the literature 

review - that influence the decision whether to standardize or to adapt and to what extent this 

should happen. However no empirical testing of the framework has been undertaken at this 

point in time (Viswanathan & Dickson, 2007). Viswanathan & Dickson (2007) propose three 

factors: homogeneity of customer response to the marketing-mix (HOCR), transferability of 

competitive advantage (TOCA), and homogeneity of economic freedom (HOEF). These three 

may or may not be influenced by other variables called decision variables. Those decision 

variables are basically an aggregation of factors that can have an influence on all of the three 

factors. The TOCA factor has been modified by the researchers to better suit the qualitative 

study from a consumer perspective. 

 

The assumption underlying this framework is the more alike the customers respond to the 

different marketing elements, the more competitive advantages can be transferred, the more 

alike the political and legal climate are, the better it is to standardize.  
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Figure 2: Standardizing global marketing strategy: a conceptual framework (Adapted from 

Viswanathan & Dickson, 2007; modified) 

Homogeneity of Customer Response to the Marketing Mix (HOCR) 

HOCR begins with the segmentation of markets, which can be done according to different 

criteria such as geography, demographics, psychographics etc. (Kotler et al., 2008, 

Viswanathan & Dickson, 2007). The more alike the segmentation of two markets can be done, 

the more similar the customer response to the marketing mix will be. The HOCR can be 

examined by looking at the customer response to each individual element of the marketing 

mix.  

 

Studies by Alden et al. (1999) and Griffith et al. (2003) show that the exposure to similar 

mass media, such as the television channel MTV, has created the possibility to globally 

position products, and if not globally then at least in geographically-close markets. From this 

it can be deduced that the exposure to advertisement has a large impact on the customer 

response to promotion (Viswanathan & Dickson, 2007). For the customer response to pricing 

it is suggested to look at the price sensitivity and the criteria used to evaluate a product 

(Theodosiou & Katsikeas, 2001, in Viswanathan & Dickson, 2007). Based on Hofstede et al. 

(1999) Viswanathan & Dickson (2007, p. 54) suggest that the “customer benefits and values 

in relationship to product characteristics” and, based on Lovelock & Yip (1996), that the 

customer involvement are the two sub-factors mainly responsible for the customer response to 

both product and place. Regarding place it can also be implied that the common marketing 

channel structure, partly very similar to the market structure sub-factor of TOCA, should be 

alike in order to standardize and the more they differ the better it is to adapt one’s own 

marketing channels (Rosenbloom et al., 1997). 

 

Transferability of Competitive Advantage (TOCA) 

Using their marketing strategy firms generally try to develop competitive advantages 

(Viswanathan & Dickson, 2007). Wernerfelt (1984), the inventor of the resource-based view 

of competitive advantage, bases this on the idea that organizations do not have the same 

resources at their disposal and that these resources are not always easily transferable and can 

therefore not be easily obtained by a competitor. Armstrong & Shimizu (2007, p. 961) state, 

in a resource-based view reading of the matter, that competitive advantages occur when 

“when the firm can produce more economically and/or better satisfy customer needs, and thus 
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enjoys superior performance relative to its competitors”. However, having a competitive 

advantage in one’s home market is not nearly as important as being able to transfer it to a host 

market or create new ones in the host market when in the context of internationalization 

(Viswanathan & Dickson, 2007). Thus Viswanathan & Dickson (2007) developed the TOCA 

factor. 

 

A competitive advantage is achieved and sustained if it matches four distinct criteria, called 

the VRIN-framework (Barney, 1991; Pearson et al., 2015). First of all to be a competitive 

advantage a resource has to be of value to the firm, either helping to exploit an opportunity or 

more likely, being of value to the customer (Barney, 1991; Johnson et al., 2014). Second of all 

the resources need to be rare since many organizations being able to access the same valuable 

resource does not constitute a competitive advantage (Armstrong & Shimizu, 2007). Going 

this far shows what a competitive advantage is. For the context of the thesis it is only 

important to find out competitive advantages, not if they can be sustained, which analyzing 

the inimitability and non-substitutable accounts for. Thus the last two letters of the VRIN-

framework do not have to be considered and examined in this context.  

 

When it comes to the transferability of competitive advantages, Hu (1995) suggests that one 

should first look at the non-transferability of the advantages as it is easier to examine. There 

are two reasons for why a competitive advantage is immobile: “geographic specificity and the 

tacit (…) nature of much of knowledge, skills, and technology (Hu, 1995, p. 81). Rugman & 

Verbeke (2001) make a similar statement and refer to these advantages as location bound 

defining it as advantages that are only beneficial to the company in a certain geographic 

setting. What is meant by geographic specificity is that certain advantages are bound to their 

location (Banalieva & Dhanaraj, 2013). For example one cannot simply transfer a company’s 

reputation, but has to build it from scratch in a new host market, however some competitive 

advantages that are geographic specific such as a monopoly position or a well-developed 

distribution network can lead to location bound advantages such as a high profitability or the 

knowledge to develop a distribution network respectively (Hu, 1995). It can therefore be said 

that location-bound or advantages with geographic specificity are hard to diffuse because they 

“have been developed in response to specific local customer and market conditions, as well as 

government regulation” (Hu, 1995; Rugman & Verbeke, 1992, p. 762, 2001). However, one 

can transfer location bound advantages between locations in the same regional setting with a 
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similar legislative environment, in spite of the fact that this requires considerable financial 

efforts as well as the advantage cannot be transferred as a whole (Rugman & Verbeke, 2005; 

Clarke et al., 2015). Regarding tacit knowledge for example the fact that it is transferred 

through experience and trial and error, make it non-transferable (Hu, 1995). After one has 

established that a competitive advantage is - in theory - transferable, one has to examine 

whether it will actually be an advantage in the new host market. This might not be the case if 

a resource is rare in the home country, but not in the host country or if it does not provide 

value to the customer in the host country (Cuervo-Cazurra et al., 2007). It should be noted that 

on a more general level, production advantages are less bound by location than marketing 

advantages (Lo & Lin, 2015). 

 

Homogeneity of Economic Freedom (HOEF) 

The HOEF factor is used to tie up all of the factors that regard the political and legal 

environment by Viswanathan & Dickson (2007). The two argue that there are many different 

factors that come into play regarding the political, legal environment and one could use a 

wide range of complex factors, but they suggest to rather use an aggregate variable in order to 

not make things overly complex. Generally speaking “economic freedom refers to the degree 

to which a jurisdiction’s policies and institutions protect the rights (…) to pursue [one’s] 

economic objectives without interference” (Chen et al., 2015, p. 1840). According to 

Viswanathan & Dickson (2007) similar economic freedom levels between two countries 

facilitates the standardization of IMS, a huge disparity between the economic freedom levels 

on the other side suggests to rather adapt one’s IMS. 

 

Decision Variables 

Viswanathan & Dickson (2007) propose decision variables. Those are variables that can 

impact the factors as a whole and not only the sub-factors. The authors give the example that 

if a firm’s competitive position is similar across different markets it would have an impact on 

standardization as it has an influence on the TOCA. Because if the same firms compete 

against each other in different markets “and the level of similarity of the firm’s competitive 

position is high” (Viswanathan & Dickson, 2007, p. 59) it will result in lower competition due 

to tacit collusion (Jayachandran et al., 1990, in Viswanathan & Dickson, 2007). Another 

example for a decision variable is the amount of international business experience. If the 
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international business experience is high, it is most likely that the company is in a good 

position to successfully adapt its local strategiy to the host market (Chung et al., 2012). 
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4. Methodology 

4.1 Research Strategy 

This thesis is based on qualitative research. Doing qualitative research means emphasizing 

words, accounts given, and little details rather than quantifying data and thereby analyzing it 

(Bryman & Bell, 2015; Patton, 2015). There are three accepted ways of doing qualitative 

research: abduction, deduction, and induction (Reichertz, 2010). Abduction is based on the 

idea that one takes existing theories as a sort of foundation layer and then continues to 

develop them throughout the process in the light of unexpected research findings or newly 

gained theoretical insights (Dubois & Gadde, 2002). It “stresses theory development, rather 

than theory generation”  (Dubois & Gadde, 2002, p. 559). The deductive approach, according 

to Greener (2008), works on phrasing and testing hypotheses or assumptions, for quantitative 

or qualitative research respectively, on the basis of a theoretical framework. Induction on the 

other hand works the opposite way aiming to generate theory from the data collected 

(Greener, 2008). As this thesis is based on applying existing theory to the decision on 

standardization and adaptation based on the customer perspective, this thesis is done from a 

deductive point of view. While it is not very common to conduct qualitative research in a 

deductive way, there are other studies that have been conducted in similar fashion (see 

Kagawa-Singer et al., 2009; Algilani et al., 2016). In this case of the thesis, the previous 

research has mostly been quantitative and in order to add a new perspective, the consumer 

perspective, to the discussion it was deemed necessary work qualitatively (see e.g. Chung et 

al., 2005; Schilke et al., 2009; Vrontis, et al., 2009)  

 

Ontology can be summarized as being the way one sees reality (Darlaston-Jones, 2007). This 

thesis underlies the notion of the world and culture being socially constructed as they are in 

“an emergent reality in a continuous state of construction and reconstruction “(Bryman & 

Bell, 2015, p. 33). Thus this thesis is done from a constructivist ontological point of view. 

Doing so enables one to gain a better understanding of what people mean and helps develop 

new theories (Easterby-Smith et al., 2008). But it also requires applying methods of data 

collection that incorporate the subjective such as focus groups (Darlaston-Jones, 2007). 
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Epistemology can be said to be “the meaning (…) ascribed to knowledge and its creation” 

(Darlaston-Jones, 2007, p. 25). Concerning the epistemological approach the concept of 

interpretivism was chosen for this thesis. The interpretivist point of view focuses on a 

contextualized environment and finding out how people make sense of the world they live in 

(Bryman & Bell, 2015).The stance on epistemology has strong influence on the way one gains 

knowledge (Easterby-Smith et al., 2012). Given that the focus of the thesis is to explore the 

factors that influence the standardization versus adaptation decision by management and one 

of the proposed factors specifically deals with whose motives and perception are usually 

revealed when interacting with others, an interpretivist stance on epistemology allows to 

create vast idiographic knowledge on this leaving out no aspect that a positivist stance might 

have (Hudson & Ozanne, 1988). 

 

4.2 Chosen Research Design 

There are several designs to conduct research which guide the process of collecting and 

analyzing data (Bryman & Bell, 2015). It is important to be aware of the difference between 

research design and research method. While the former helps to choose a research method, the 

latter is the actual way of collecting data (Bryman & Bell, 2015). This thesis will be 

conducted in the style of a case study.  

 

Yin (2009) states that a case study is usually applied when one is thoroughly investigating a 

current phenomenon contextualized in its real-life setting, which specifically happens when 

the context and the phenomenon cannot clearly be delimited. A case study focuses on the 

detailed analysis of one single case, which in this thesis is that of a single organization 

(Bryman & Bell, 2015). Often a case study is applied when it is difficult to quantify the data 

that is supposed to be collected and analyzed to answer the question of how or why (Elden, 

2009; Yin, 2009). Norman and Lincoln (2011) stretch the point of case studies emphasizing 

an in-depth exploration of the question at hand whether it is in a qualitative or quantitative 

way. This is in line with the qualitative approach this thesis applies and the general notion of 

contextualized and interpretivist research underlying the thesis, thus a case study design is the 

best option. 
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4.3 Data Sources 

There are two types of data: primary and secondary data (Saunders et al., 2009). Primary data 

is data collected specifically for the purpose of the research by the researchers themselves, 

whereas secondary data is data that is available to the public (Zirkmund et al., 2010). 

Secondary data was mostly used in this study in order to conduct the literature review and to 

develop and modify the frame of reference, but secondary data was also gathered for the 

empirical chapter in order to answer the research question. The primary data collected was 

done so with the same intention behind it. This is in line with Saunders et al. (2009) saying 

that the primary data collected is always associated with a very specific purpose in the mind 

of the researcher, which in this case the answer of the research question. 

 

4.4 Data Collection Method 

This thesis seeks to apply two methods of data collection in order to offer a well-rounded 

view of the matter. The methods applied to generate data are focus group and data mining of 

secondary data. Thus primary data, collected through the focus groups interviews, is 

underlined by secondary data. 

  

4.4.1 Focus Group 

A focus group is composed of a small number of participants who are questioned together in a 

discussion-style interview (Bryman & Bell, 2015). The recommended number varies between 

different authors. Steward et al. (2007) and Prior et al. (2013) suggest 5 to 12 people who 

discuss a clearly defined topic. The discussion is facilitated by a moderator and recorded as 

well as transcribed to analyze the data in detail (Saunders et al. 2009). 

 

Focus group interviews are a qualitative research technique and often applied when 

conducting a case study (Bryman & Bell, 2015; Yin, 2009). As opposed to quantitative 

methods these techniques, such as participant observation and in-depth interviews, aim to 

generate non-numerical data (Saunders et al. 2009). Usually focus group interviews take on a 
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relatively unstructured approach in order to leave room for the participants’ personal thoughts 

and group dynamics (Steward et al. 2007). However, to keep the group focused the moderator 

should give little impulses to guide the discussion from time to time (Gurdes-Schuck et al. 

2004). 

 

Focus group interviews generate a great amount of valuable data and are considered a 

relatively cost-efficient method that is also easy to organize, even though costs might arise 

from facilitation of a focus group interview, transportation and accommodation for the 

participants and where appropriate an allowance for participants who are difficult to access, 

such as politicians or CEOs (Steward et al., 2007). 

 

Conducting a focus group allows to include many different participants since it only requires 

little literacy skills. The questions asked as well as the setting of the focus group are very 

flexible and can be adapted to suit the needs of the participants such as a more formal setting 

when interviewing CEOs as compared to children (Kitzinger, 1995). 

 

On one hand, given that it is suggested to use open-end questions, one can expect the answers 

to the questions to be very detailed and subtle nuances will become apparent showing the 

participant’s towards a topic in a subtle way. This Group dynamics can lead the participants to 

consider various aspects and produce precious information (Steward et al. 2007).  

 

On the other hand, obstacles can be brought to the discussion by the group dynamics that 

inevitably emerge. There are many ways that one’s behavior is affected by being in a group. 

There is always the risk of participants not feeling comfortable to discuss certain personal 

topics and while shy participants might refrain themselves, dominant group members tend to 

shape the discussion and force their opinion on the rest of the group. Bias is also worth 

mentioning since people are naturally complied to avoid excluding themselves from the rest 

of the group (Solomon et al. 2013). 

 

The way a focus group is composed has strong influence on the process itself and the 

outcome. Greenwood (2014) especially emphasizes how a group’s ethnic heterogeneity 

affects how comfortable participants feel and the directions a discussion takes. While this 
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does not necessarily have to be a disadvantage, it is a factor important enough for one to be 

aware of. 

 

Justification 

The strengths and weaknesses of the focus group interview as a research method have to be 

considered carefully and adapted to obtain valid and relevant data. In case of this thesis given 

the need to generate a considerable amount of data to able to properly be able to draw 

conclusions and the lack of financial means and time make the use of the focus group method 

a good and efficient choice. Another important point is that using focus groups for this thesis 

allows to especially uncover the customers’ responses to the different elements of the 

marketing mix that are part of the HORC factor. That is because through focus groups 

insights into the customers’ perspectives can be gained and the participants’ different opinions 

can spark opinions to change or become more complex and allow for better and more in-depth 

responses. Thus applying focus groups yields highly valuable data given the context and 

setting of this research. 

 

Pretesting 

Before conducting the actual focus group interviews, one should aim to pretest the questions 

asked in the interviews (Bryman & Bell, 2015). Thereby one is able to identify possible 

problems, avoid misunderstandings and increase the questions and ergo study’s effectiveness 

either the way the questions are phrased or their order (George, 2013; Bryman & Bell, 2015). 

In the case of this thesis this was done by the supervisor Mister Joachim Timlon, who 

contributed through his expertise in the field as well with students that are not studying in the 

field of business studies to ensure that the questions are easily understandable. 

 

4.4.2 Data Mining 

In order to expand on the information gathered through the focus group interviews, secondary 

data is used. Secondary data can be considered additional puzzle pieces that help complete the 

puzzle based on primary data (Baxter & Jack, 2008). Everything that is not collected by the 

researchers themselves for the exact purpose of the research is deemed secondary data 

(Bryman & Bell, 2015). Most often the sources of secondary data are countries’ statistics 

bureaus, other governmental institutions or non-government institutions dedicated to the 
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collection of data concerning a very specific topic (Burns & Bush, 2013). When dealing with 

secondary data one should be aware there are both advantages and disadvantages associated 

with it. While secondary can be quickly obtained at low costs and it is helpful to enhance the 

results of primary data, secondary data has also disadvantages such as being outdated, using 

not matching measurement units or that the reporting units are incompatible (Burns & Bush, 

2013). The secondary data sources used for the purpose of this thesis were chosen on the basis 

of their wide-spread use in their scientific world and their reputation such as the ranking of 

economic freedom by the Heritage Foundation and the Wall Street Journal (Heritage, 2016). 

De Haan & Sturm (2000) discuss the usefulness of such index in more detail. An exception to 

this is the usage of an annual report of the case company as a source of secondary data. 

However, the report written on the basis of the International Financial Reporting Standards 

(IFRS) and has been audited by an authorized public accountant from Deloitte AB (Clas 

Ohlson, 2015a). 

 

4.5 Coding and Analysis of the Empirical Material 

The most common approach to the analysis of qualitative data according to Bryman & Bell 

(2015) is either analytic induction or grounded theory. Yin (2009) talks about five other ways 

to analyze qualitative data. These five ways are pattern matching, explanation building, cross-

case synthesis, logic model, and time-series analysis. In this thesis pattern matching is applied 

to analyze the qualitative data generated.  

 

However, in order to properly analyze the data one has to reduce and reorganize the generated 

raw data to make it more analyzable (Philipson, 2012).This process is called data reduction 

and was applied to the raw data generated (Miles & Hubermann, 1994). In this thesis this has 

been done by transcribing the generated raw primary data from the interviews and ordering 

according to the factors presented in the frame of reference.  

 

Pattern matching is one of the most suitable ways to analyze qualitative data in a case study 

(Yin, 2009). The idea behind it is that a pattern based on the generated empirical data is 

compared to a pattern that was predicted using a frame of reference (Yin, 2012). Dul & Hak 

(2008) state that by stating a theoretical assumption of the frame of reference and the expected 
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pattern, the comparison of the patterns is facilitated. The pattern matching has been conducted 

by comparing the answers of the focus group participants, grouped by nationality, against 

each other and then in turn comparing the result against the pattern proposed in the literature 

ascribing a meaning to it. At times the pattern based on primary data was supplemented by 

secondary data to facilitate the comparison. 

4.6 Measures of Research Quality 

This chapter gives an outline of the quality criteria the researchers have chosen to adhere to. It 

also makes sure that the authors of this thesis are aware that some sources used in this thesis 

might require some special attention, but that these aforementioned articles are relevant and 

scientific valid. 

 

4.6.1 Quality Criteria 

Quality criteria play an important role in the research process. Regarding qualitative research 

there are several scientists who take different stances on what these criteria should be. While 

some argue for criteria close to what quantitative research uses as criteria, others argue for 

quite a different approach (Flick et al., 2004; Bryman & Bell, 2015). This thesis underlies the 

assumption that there are not absolute truths to be found out and therefore it is not possible to 

give a “single absolute account of social reality” (Bryman & Bell, 2015, p. 400) together with 

the constructivist stance on ontology, thus criteria different to those in quantitative research 

should be used (Guba & Lincoln, 1989; Manning, 1997). Bryman & Bell (2015) propose the 

criteria of trustworthiness and authenticity. Trustworthiness is made up of four criteria itself: 

credibility, transferability, dependability, and confirmability (Bryman & Bell, 2015).  

 

Bryman & Bell (2015) define the four criteria of trustworthiness as follows: Credibility refers 

to the fact that, since there are multiple ways to present social reality, it is up to the researcher 

to balance these and whether others accept them makes up the point of credibility. A way to 

do so is by working faithfully, adhering to the ideas of good practice as well as giving one’s 

findings to the people that were researched. Transferability is about giving lots of details to 

allow others to judge for themselves if at all or to what extent the findings of the research can 

be applied to other situations. This is based on the fact that qualitative research usually looks 

at a very unique setting and its context thus making it sometimes hard to transfer one’s 
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findings. By keeping records of the whole research process one adheres to the idea of 

dependability. This allows others to review and comprehend the research plus it can be judged 

by them if the research has been done properly. The confirmability part of trustworthiness 

entails the idea of not letting one’s personal values influence the research process.  

 

For the concept of authenticity, Bryman & Bell define five criteria: fairness, ontological 

authenticity, educative authenticity, catalytic authenticity, and tactical authenticity.  While 

fairness is concerned with making sure all points of views - present in a social setting - are 

part of the research process, ontological authenticity asks the questions whether the research 

helps members to better understand the social milieu they are part of. Educative authenticity 

deals with whether members of a social setting are able to understand the perspectives of 

other members better and being a sort of catalyst for change is what catalytic authenticity is 

about. Last but not least tactical authenticity aims to make sure that members of a social 

setting have been empowered by the research’s findings to take action to change. 

 

What also has to be considered when conducting scientific research is the ethics that have to 

be abided. Smith (1995) proposed ethical areas of concern for researchers conducting focus 

groups. The first obvious area of concern is the recording of the focus group interview. 

Participants should be made aware of this and asked for their consent. To him it is also 

important to avoid an over-disclosure of intimate personal information. This is of relevance 

not only because the researchers get to hear this information, but by nature of focus groups 

other people will hear it as well. In contrast to regular interviews the interaction between the 

participants might increase over-disclosure. In this case it is the moderator who has to tame 

certain participants and make them aware of what they are revealing and subtly make them 

think about if they really want to reveal such intimate information. Another area of concern is 

that these open discussions are new to the participants are could stress them emotionally. In 

order to deal with this Smith (1995) suggests a few minutes as a sort of debriefing to discuss 

their feeling during the interview. 

 

4.6.2 Source Criticism 

When reading through the thesis up until this part, one has come across a large number of 

sources. Some of them might not seem relevant due to age or the field of research they stem 
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from. In general the authors of this thesis used articles from journals given a rating of three or 

higher by the Association of Business Schools when from the field of business and when 

stemming from a field outside of business then articles had to be from journals in the top or 

second quartile of the SCImago Journal Ranking. Some articles cited in this thesis are very 

old and one might think that this makes them irrelevant. In the frame of reference there are 

some articles that require special attention, even though the aforementioned outlined criteria 

were tried to follow. In the case of Sommer & Kernan (1967), Elinder (1965), and Fatt 

(1967), although the articles are old, they are only used to illustrate the beginnings of the 

standardization versus adaptation debate and thus citing the original works was deemed 

necessary. Other literature such as Szymanski et al. (1993) or Baalbaki & Malhotra (1995) are 

more than 20 years old, however they are also articles that to this day are still frequently cited 

by other scholars published in high-grade journals, such as Griffith et al. (2014) for the former 

and Hartmann & Apaolaza-Ibánez (2013) for the latter, thus these two over 20 years old 

articles are still deemed relevant today. Hu (1995) is another article worth mentioning because 

of tis age but just as the ones before, it is still frequently cited for example by the articles of 

Lo & Lin (2015) and Cuervo-Cazurra (2016) both published in high-grade journals according 

to the ABS ranking. When it comes to Barney (1991) and Wernerfelt (1984), one could say 

they are the gurus of the resource-based view and nearly all research in that topic is based on 

their findings.1 

 

4.7 Research Context 

4.7.1 The Case – Clas Ohlson 

For this thesis the case of Swedish hardware store Clas Ohlson was chosen. Clas Ohlson was 

founded in 1918 by a man of the same name as a mail order company in Sweden. The idea 

was to offer dependable products of proper quality at low prices (Clas Ohlson, 2015a). The 

company opened its first store outside of Sweden in 1991 in the Norwegian capital of Oslo. 

Stores in Finland, the United Kingdom, and Dubai followed in 2002, 2008, and 2014 

respectively. For 2016 the opening of three stores in the second-biggest German city, 

Hamburg, is planned (Clas Ohlson, 2015a). The first store was opened on the 19th of May at 

                                                 
1
 Google Scholar puts the times the two articles have been cited well above 20,000 times. In order to see this one 

can enter the full citation from the reference list into http://scholar.google.com  
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the Jungfernstieg in the downtown area of Hamburg, the other stores are planned to open in 

the Alstertal mall and in the pedestrian mall in the Altona district of Hamburg (Feger, 2016). 

For the opening of the first store queen Silvia of Sweden visited and the whole ceremony was 

accompanied by actors in traditional Swedish costumes (NDR, 2016).  

 

Nowadays Clas Ohlson considers itself a modern hardware store offering over 15,000 

products ranging from electrical, multimedia, hardware, and home to leisure. The idea in mind 

is to offer simple, practical, and affordable solutions for everyday problems at home and in 

the office (Clas Ohlson, 2015a). Clas Ohlson offers both, its own generic brands as well as 

well-known brands such as Bosch (Clas Ohlson, 2015b). 

 

What makes the case of Clas Ohlson so intriguing for this thesis is the fact that Clas Ohlson 

does not compare to the average hardware stores in Germany as, according to their CEO Klas 

Balkow (2016), it is more focused on small problems around the office and home whereas the 

average German hardware store offers solutions for all sizes of problems (Köster, 2007). Thus 

Clas Ohlson presents something new for the customers, competitors, and the market itself. 

 

4.7.2 The Context of Data Collection 

For the primary data collection four focus groups were conducted; two of them with Swedish 

nationals and two with German nationals.  In total 13 Swedish and 11 German students at the 

age of 20 to 26 were interviewed. All four focus groups were conducted in English as every 

participant possessed above-average English skills and this facilitates the comparability of the 

answers. The participants for the focus group were selected on the basis of living in their own 

apartment since this implies the need to fix things in their household. However living in an 

apartment instead of a house also means that the projects in terms of renovation are smaller 

and therefore more “small problems” have to be fixed, which Clas Ohlson claims to provide 

solutions for. All the participants are either of German or Swedish nationality and it has to be 

mentioned that the participants were also selected by a convenience sample, as the 

researchers’ access to possible candidates was limited. Therefore all participants are currently 

students. 
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Secondary data was collected through analyzing the current annual report of Clas Ohlson 

(2015a), the 2016 Index of Economic Freedom by the Heritage Foundation and the Wall 

Street Journal (Heritage, 2016) and a study commissioned by Post Nord (2015). 
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4.8 Operationalization 

The operationalization is the part of the deductive research process where certain theoretical 

concepts are itemized and ways to measure them are devised (Bryman & Bell, 2015). This 

goes together with the applied techniques allowing concepts and items to be measure properly 

(Gummesson, 2006) 

4.8.1 Operationalization Focus Group 

Table 1: Operationalization Focus Groups 

Concept Sub-

Concept 

Item Definition Question/Indicator References 

Homogeneity 

of Customer 

Response to 

the 

Marketing-

Mix (HOCR) 

Price Price 

Sensitivity 

The degree to 

which the 

price affects 

customer 

behavior 

How relevant is the 

price in your 

opinion when 

buying a product? 

Is it the most 

important factor to 

you? 

Theodosiou 

& Katsikeas 

(2001); 

Viswanathan 

& Dickson 

(2007) 

How much would 

you pay for a 

particular product of 

Clas Ohlson 

(examples)? 

Criteria used 

to evaluate 

the product 

The criteria 

used to 

evaluate or 

compare 

products by 

before 

purchasing 

them 

What does a low 

price indicate for 

you? (Are you 

suspicious of low 

prices) 

Product Which criteria are 

relevant for you 

when buying a 

product? 

How important is 

product quality, 

sustainability and 

variety of choice for 

you? 

Relationship 

with the 

product 

The 

relationship a 

customer 

forms towards 

the product 

How important is it 

to you that you are 

able to buy spare 

parts from Clas 

Ohlson? 

Hofstede et al. 

(1999), 

Viswanathan 

& Dickson 

(2007) 
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Concept Sub-

Concept 

Item Definition Question/Indicator References 

Homogeneity 

of Customer 

Response to 

the 

Marketing-

Mix (HOCR) 

Place Customer 

Involvement 

Perceived 

level of 

commitment 

What do you think 

of that Clas Ohlson 

is located downtown 

in shopping areas? 

Lovelock & 

Yip (1996); 

Viswanathan 

& Dickson 

(2007) What is your 

impression of the 

product 

arrangement of Clas 

Ohlson (as 

displayed in the 

video)? Does it 

make sense to you? 

Marketing 

Channels 

The way a 

product comes 

to the 

customer 

Is it important for 

you that you are 

able to buy the 

products of Clas 

Ohlson in a store 

and not just online? 

Rosenbloom 

et al. (1997); 

Viswanathan 

& Dickson 

(2007) 

Promotion Exposure to 

advertisement 

The ways one 

is exposed to 

advertisement 

Through which 

promotion 

channel(s) do you 

consume 

advertisements the 

most? 

Alden et al. 

(1999); 

Griffith et al. 

(2003); 

Viswanathan 

& Dickson 

(2007) When seeing 

advertisements of 

Clas Ohlson - Is it 

more important to 

you that the 

advertisement is 

informative or 

entertaining? 

What do you think 

of extraordinary 

ways of 

advertisement from 

Clas Ohlson 

(example: train 

station Hamburg)? 
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Concept Item Definition Question/Indicator References 
Transferability of 

Competitive Advantage 

(TOCA) 

Competitive 

Advantage 

Advantages 

that a company 

has over its 

competitors 

What distinguishes 

Clas Ohlson from 

other hardware 

stores in your home 

country 

(Sweden/Germany)? 

What makes them 

special to you? 

Special in a  

positive or negative 

way?  

Barney 

(1991); 

Viswanathan 

& Dickson 

(2007); 

Johnson et al. 

(2014) 

In terms of 

Price 

Product 

Place 

Promotion 

What benefits does 

shopping at Clas 

Ohlson have in your 

opinion? 

Location-

boundedness 

The degree to 

which a 

competitive 

advantage is 

bound to a 

specific 

geographic 

location 

Germans only: In 

what way do you 

think that 

(Advantages that 

Swedes named) 

could be 

advantageous to 

you? 

Hu (1995); 

Rugman & 

Verbeke 

(1992, 2001, 

2005)  

Homogeneity of Economic 

Freedom 

Economic 

Freedom 

Degree of 

legal 

protection and 

political 

encouragement 

for companies 

to do business 

Do you think that 

the political and 

legal environment is 

business-friendly in 

your home country 

(Sweden/Germany)? 

Why is that the 

case? 

Viswanathan 

& Dickson 

(2007); Chen 

et al. (2015) 

Do you think that 
there are differences 
between the 
political and legal 
environment in 
Sweden and 
Germany? 
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4.8.2 Operationalization Data Mining 

Table 2: Operationalization Data Mining 

Concept Sub-

Concept 

Item Definition Question/Indicator Reference 

Homogeneity 

of Customer 

Response to 

the Marketing 

Mix 

Price Price 

Sensitivity 

The degree to 

which the price 

affects 

customer 

behavior 

What is the price 

sensitivity of Swedes 

in Germans in 

regards to retail? 

Theodosiou 

& Katsikeas 

(2001); 

Viswanathan 

& Dickson 

(2007) 

Homogeneity of Economic 

Freedom 

Economic 

Freedom 

Degree of legal 

protection and 

political 

encouragement 

for companies 

to do business 

What are Germany 

and Sweden ranked 

on the heritage 

ranking of economic 

freedom? 

Viswanathan 

& Dickson 

(2007); Chen 

et al. (2015) 

Decision Variables International 

Business 

Experience 

The amount of 

time a 

company has 

been operating 

outside of its 

home market 

How long has Clas 

Ohlson been 

operating stores 

outside of Sweden? 

Viswanathan 

& Dickson 

(2007); 

Chung et al. 

(2012) How many stores 

does Clas Ohlson 

operate outside of its 

home market? 
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5. Empirical Data 

The following chapter presents the data collected through the methods mentioned in the 

previous chapter on the used methodology. The focus group data is presented by the concepts 

that are derived from the frame of reference: homogeneity of customer response to the 

marketing-mix, transferability of competitive advantage, and homogeneity of economic of 

freedom. 

 

5.1 Focus Group Data 

5.1.1 Focus Group Data from Swedish Participants 

Homogeneity of Customer Response to the Marketing-Mix 

 

Price 

Swedes generally believe the pricing of a product to be important, however for them “it 

depends on what product it is.” They do not compare prices as much between products that 

are low in price and involvement and more of impulsive buys. Yet, it should be noted that 

pricing for them is only part of the comparison and often seen in connection with different 

criteria and that the price as comparison criterion becomes less important “when you are not a 

student” and thus have more money at their disposal. Prices are seen as indicators for other 

criteria at times whereby a low price indicates low quality to the costumer. When shown 

pictures, which can be found in the appendix, of a power drill and a multi socket, the 

participants were asked to estimate how much they would be willing to pay. Most 

participants’ responses were around 500 Swedish crowns, with the low being 300 and the high 

being 600, for the power tool. For the multi socket most Swedes said they would pay around 

20 Swedish crowns for one, although one participant was not really sure and said that he 

“would start comparing prices. [Right now] I would say 50 or 60 crowns.” 

 

Product 

While the price is important it is not the most important criterion for the participants to 

evaluate products by. Price is often seen in connection to expected life duration, product 

quality, word-of-mouth recommendation, the brand’s reputation and possible extra features 
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that give a product the advantage over a competing product. The variety of choice a store 

offers depends mostly on the product and is generally nice to have, but is not a major criterion 

they participants consider.  The participants also mentioned that the intended use and one’s 

current circumstances play a role in their decision whether to buy a certain product. This is 

illustrated by one participant saying that “the products I buy here during my studies are not 

meant to last forever. I am not [going to] keep the things I buy here. It really does not matter 

that much to me” and on a similar note another participant responded: “If I bought a power 

tool, I would not need a big one because I live in an apartment. I just use it to put up 

paintings. So I would just go to a cheap store and get the cheapest one. If I buy a house then I 

would buy nice tools”. When presented with the specific situation of Clas Ohlson offering 

repairs and spare parts the participants’ reactions were mixed. While the majority said it 

would be nice as “you do not have to buy the whole product again,” others pointed out that 

they are “too lazy to go back to a store. If it is broken, (…) just buy a new one.”  

 

Place 

The participants like that Clas Ohlson is located in easily accessible areas such as the city 

center or strip malls that are surrounded by other stores so “if you want to buy the small stuff 

you do not want to drive far. So it’s good to have it in the city center.” Their impression is 

that Clas Ohlson’s stores are designed to be less boring and more customer-friendly “because 

the signs are higher [up] and the shelves are lower. And you (…) do not get frustrated by 

walking through the entire store to get things that you need. I can see [where it is] because of 

the signs.” Their store concept of having to walk through most of the store reminded the 

participants of globally-known IKEA.  

 

Being able to buy the products in-store rather than online is important to some participants as 

they like to stroll through the aisles, get an employee’s opinion on a product or to get inspired 

by displays in the store. However, having an online shop is definitely a plus point in their eyes 

as “as you can buy it online as well if you just need to buy the product again and already 

know about it but do not have the time to go to the store because you are busy.”  

 

Promotion 

It was agreed by the participants that the most common way for them to encounter 

advertisements is on the internet; especially social media and newsletters presenting 
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personalized ads (“Like when I look at dresses to wear, they are on the side on facebook”). 

Those ads are either text-based or combine text and pictures. A few participants also 

mentioned video ads on YouTube. However, only one participant mentioned TV-

advertisement and that is because her “roommate cannot live without the TV. So 

unconsciously I watch it all the time.” The general notion by the participants was to make 

advertisements for Clas Ohlson“informative [because] you want some kind of trust. So you 

know what you are doing with their products. You do not trust them that much if it is funny.” 

However, the participants see these advertisements in connection with products (“When they 

want us to come there for the products I would say more informative”). Should they focus on 

the brand rather than specific products, the ads could also be entertaining in the eyes of the 

Swedes as they do not need information about the store itself.  When shown pictures, which 

can be found in the appendix, of a subway station in Hamburg, Germany which Clas Ohlson 

covered the walls with advertisement of, the responses were mixed. Some liked the idea 

especially because subway stations look so bleak and there are no windows, so the color 

reminds some of the blue sky or gave them the feeling of being in the store. When told that 

Clas Ohlson offered free LED zip lights to those who took pictures with the ads and posted on 

social media, the participants ridiculed the idea and said that there should me more expensive 

prizes to be won. 

 

Transferability of Competitive Advantage 

The location of its stores is one feature that distinguishes Clas Ohlson from its competitors for 

the participants. Clas Ohlson’s competitors, as mentioned by the participants, either have their 

stores located in areas that are only accessible by car like Biltema or K-Rauta and Kjell & 

Company, although located downtown, has very small stores. To the participants it feels like 

Clas Ohlson caters more to the regular person (“I feel like (…) even if I am not good with 

tools, you can always go there and try making something yourself with Clas Ohlson”) rather 

than professional craftsmen, thereby making them feel more comfortable. This notion is also 

expressed by the fact that for example “at K-Rauta they only have these big, expensive, 

professional tools,” Clas Ohlson also has smaller more casual tools for people that only use 

them once in a while. Their emphasis on design and quality at a reasonable price is also 

something the participants thought sets Clas Ohlson apart from its competitors as “it also 

feels like they have better stuff. They have nicer kitchenware like (sic) Biltema. They have 

better things. It is cheap at Biltema, but really bad quality. Clas Ohlson is better but only a bit 
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more expensive.” The broad product range, especially the smaller things, is what the 

participants also positively remarked. For them it is convenient to go to Clas Ohlson and buy 

everything they need at one place. 

 

Homogeneity of Economic Freedom 

The general feeling the participants had was that Sweden is a business-friendly country, 

because the Swedish government has been privatizing companies like the car inspection and 

opening it up to competition. However they felt that compared to Germany there are still more 

monopolies in place like the monopoly on alcohol. Others referred to the Swedish 

government’s interest in creating business as exhibited by classes about entrepreneurship 

taught in high school and support programs in place to help with starting a business and 

growing it, too. Compared to Germany the difference is not too large though, basically 

because both are in the European Union. One participant exclaimed “I go to Finland a lot, I 

have family there and it is very similar there. I think that is the because of the European 

Union, too.”  

 

Decision Variable 

In spite of the fact that the participants were not specifically asked what companies they think 

are competitors of Clas Ohlson, the participants named them as they compared Clas Ohlson 

with certain companies. In Sweden Clas Ohlson competes against the companies of Biltema, 

K-Rauta, Jula, Överskottsbolaget, and Kjell & Company. 

 

 

5.1.2 Focus Group Data from German Participants 

Price 

The German participants stated that the price is important to them. However, all of them 

mentioned that the importance of the price is “highly depending on the product”. As factors 

for paying a higher price a high quality, a long durability, a high reliability, an appealing 

design and a high convenience due to extra features of the product were mentioned. When it 

comes to food, two participants mentioned that they would be willing to pay more when the 

food is ecological. Two participants stated that they consider the price more for expensive 
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products than for cheap ones. In contrast two other participants look more at the price when 

buying cheap products and “tend to buy the cheapest” than when buying expensive products.  

 

All participants agreed on getting suspicious on the occasion of the price being really low. For 

them a low price indicates “that the production was cheap”, “that the products are not 

ecological”, that it is a “fraud” or “rip-off” and that the quality is bad. One participant said 

that he would double-check the product features before considering to buy the product. 

 

When showing the participants the picture of the cordless screwdriver that can be also found 

in the appendix 1, they were unsure about what price they would be willing to pay for it. They 

were not able to recognize the brand and stated that they would take the information about the 

product features and the comparison with similar products into account when buying a power 

drill. The responses started at 200 SEK and went up to 750 SEK (one time 200, 300 and 400 

SEK, twice 500 SEK and once 600 and 750 SEK). For the shown multi socket, the 

participants would be willing to pay from 15 to 30 SEK, also keeping in mind that it is a very 

basic product without a switch. 

 

Product 

As generally relevant criteria when buying a product, “the brand, the quality and the feeling 

of the product” were mentioned as well as the feedback or reviews from other people or 

friends, the durability, the sustainability, the advertisement, the price and the convenience. 

The brand’s reputation is also considered by them which can be seen when one participant 

was asked about the price of the power drill and said that he did not know the brand but if it 

was brands like Bosch or Makita are “something [he] can rely on” and would be willing to 

pay more. When it comes to the design, there were two contrasting positions. Four 

participants stated that the design is an important factor when buying a product. Two stated 

that they do not consider the design as relevant, especially for functional products. Two 

participants stated that “if the design looks better it is more reliable” to them. One participant 

mentioned the country of production as relevant because “if it is made in Germany or Sweden 

(…) we probably would connect it to quality again”. For all participants the quality of the 

product is important. 

 

When it comes to the variety of choice, there were a lot of different opinions. For most of 
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them the variety of choice has at least some importance and is sometimes considered. One 

participant claimed that he would search for alternatives when a shop does not offer him 

different choices. Another participant mentioned for basic equipment he would be fine with 

three choices: “A high price, middle price and low price product”. When having a broader 

range it “would be confusing to choose from”. Several participants mentioned that the 

importance of variety of choice depends on the product. So for them the variety of choice is 

not important when buying simple and cheaper products, when already knowing what exact 

product they would like to buy or when being attached to a particular brand or product series.  

 

Regarding the sustainability one participant considered it a criterion that is less important than 

product quality and variety of choice. Another participant stated that “the sustainability of the 

shop gets more and more important”. A third respondent claimed that “considering the 

sustainability (…) there are must haves that a product needs to be conformed with” such as 

excluding child work from the production process. 

 

The availability of spare parts at Clas Ohlson was considered as convenient and important by 

all respondents. In their opinion it also relates to customer service and increases the trust in 

the store. Two participants mentioned that it is only worth to buy spare parts when they are 

relatively cheap compared to buying the same product again. One of them would “rather buy 

spare parts for an expensive product than a cheap one”. 

 

Regarding the product range of Clas Ohlson one participant mentioned “It looks like they have 

everything in this one store”. The respondents see this as “appropriate to choose from” 

because Clas Ohlson offers “different brands in different price segments”. 

 

Place 

The availability of an online store of Clas Ohlson is seen as important and convenient by the 

participants. In their opinion it is a good option to order online when already knowing what 

product to buy or when there is no time to go to the store. It offers the possibility to compare 

the products with other stores online and “to check the variety of goods and the availability”. 

Some of the respondents prefer to go to a store to see the product and “have a look at it”. 

Nevertheless they believe that “without an online store it wouldn’t be up to date”. 
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Regarding the location of Clas Ohlson’s stores the participants agree that it is convenient to 

have the stores located in the city center and shopping areas because it is easier for them to go 

downtown than to drive to a store outside the city and to combine shopping at Clas Ohlson 

with shopping at other stores. Especially for people without a car or who are working or 

shopping close to the store, for “impulsive purchases” and when buying “small stuff” a 

downtown located store is preferred by the respondents. When buying larger items such as 

electronic products and barbeques some of them would prefer to have the store outside the 

city core because it is possible to park the car directly in front of the store then and since the 

purchase of larger items is planned ahead of time, the participants would be willing to drive to 

the store outside of town.  

 

Regarding the product arrangement inside the Clas Ohlson stores the participants were really 

satisfied with it and it made sense for them. They considered the product arrangement 

“customer-oriented” and “a real shopping experience” in contrast to traditional hardware 

stores. In their opinion one gets inspired by walking through the store. Many respondents see 

the store concept of IKEA as similar to the one of Clas Ohlson.  

 

Promotion 

Most of the advertisements the participants encounter and consume in their life are online. 

Most of them on social media in the form of personalized ads (“If I search for something on 

Google, for example a power drill, and two hours later I’m on Facebook and then the 

cheapest power drills are presented I tend to have a look at it”). YouTube and videos about 

certain products and their usage in the form of tutorial videos on the platform were also 

mentioned. One participant told a story outlining how he prefers traditional advertisement (“I 

still like traditional print brochures that I get in my mailbox weekly. Especially Elgiganten or 

Media Markt. I like to have it in my hand, but when I get a newsletter as an e-mail I straightly 

delete it. Last year when I bought a TV, I started comparing the weekly offers from different 

companies. It was quite convenient”).  

Their response as to whether Clas Ohlson ads should be entertaining or informative was 

mixed. While most supported the idea of informative ads when the technical products are the 

focus “then it would be important to at least get some figures and data.” However some 

participants noted that funny ads would be important to grab their attention “Especially in 
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social networks. There you want to be entertained. But as soon as I klick on the ad, I want to 

have details.” One participant summed up the dilemma and proposed the idea of Clas Ohlson 

doing funny ads when it is not about technical products but about “selling the feeling” of 

going to Clas Ohlson and to promote the brand itself and what kind of products they offer as it 

is “not known in Germany” yet. When advertising a product it is to make them funny but also 

include certain information to combine the best of both sides. All of them liked what Clas 

Ohlson did with the Jungfernstieg subway station. One participant exclaimed: “I would enjoy 

that. Subway stations in Germany and especially in Hamburg are pretty ugly. So that really 

entertains me. That is cool.” While one participant said that the design was not to her liking, 

another one pointed out that it still catches one’s attention, “no matter if it's positive or 

negative. That's the intention.” The participants chuckled about the idea of winning LED zip 

lights, when told what those were. 

 

Transferability of Competitive Advantage 

When asking the participants what distinguishes Clas Ohlson from other competitors a lot of 

different aspects were mentioned. First of all, many respondents see the product range of Clas 

Ohlson as advantageous and different to other stores because “it is combining a tool store 

with an accessory store and an electronic store”. In their opinion that distinguishes Clas 

Ohlson from other German competitors such as Obi, Hornbach, Hagebaumarkt and Globus-

Baumarkt for hardware and tools, Butlers and IKEA for lifestyle products and Media Markt, 

Saturn and Konrad for electronic devices. So “the product range is quite different to most of 

the other stores” and seems like “a combination of all of them” in the respondents’ opinion. 

 

The fact that Clas Ohlson stores are mainly located downtown and in shopping areas is 

something that distinguishes them positively from other hardware stores in Germany in the 

opinion of the respondents “because in Germany the stores tend to be outside the city or at 

least not directly in the city center.” Especially “for the small stuff I think it is nice to have it 

in the city center because you can just go there and buy something if you need it quickly.” 

Another participant added that if you “imagine (…) work in the city all day in the office from 

8 to 5. So you might not have time to go to place to buy screws.” Thereby you save a lot of 

time if Clas Ohlson is located close to your place of work. 
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They also mentioned that “Clas Ohlson brings the products closer to the customer than other 

German hardware stores” by the way their store is organized. They have the impression that 

the stores look nicer and friendlier than other hardware stores as well and that “they sell this 

experience” which is lacking at traditional hardware stores. One participant outlines this 

notion by saying that at traditional German hardware stores “you always feel like a rookie if 

you do not show up with a proper truck, wear a blue overall, or at least have paint on your 

hands to show you have been working all day.” These two aspects are based on the fact that 

Clas Ohlson “address[es] a different target group that is normally not addressed” in 

traditional hardware stores. In their opinion Clas Ohlson focusses on young people who need 

to fix smaller stuff in their apartment and do not have an in-depth knowledge about it. 

According to the responses, Clas Ohlson is also able to address women much better than 

traditional stores. 

 

The appealing product design, given the low prices of Clas Ohlson, is something that was 

mentioned as a difference between Clas Ohlson and other stores as well. An advantage of 

Clas Ohlson that was pointed out by the respondents a lot of times is the Swedish origin of the 

company. Similarly to IKEA, Clas Ohlson is “branded in a very Swedish way” which is 

positively recognized by the respondents. That “Swedish lifestyle” is in their opinion “really 

popular in Germany” and is something that distinguishes them from their competitors and 

makes them special. One participant “also noticed that Clas Ohlson uses the colors light blue, 

white, and yellow in Germany. But not yellow in Sweden”. So he believes “they could have 

adjusted this market communication to more appeal to Germans, who might associate the 

country colors of the Swedish flag and thereby the values of the Swedish country, which have 

already been presented in a good manner by the company IKEA. IKEA also uses the colors 

yellow and blue and this company has already created a good trust among the German 

customers.” 

 

Homogeneity of Economic Freedom 

The participants consider Germany to be a business-friendly country. It has a safe political 

system and thereby one is able to plan safely ahead. In the eyes of the participants this is 

based on the fact that “there is a lot of bureaucracy.” German law being designed according 

to norms rather than cases as in most Anglophone countries also supports this. However, as 

one participant remarked “that most regulations are implemented by the European Union and 
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not Germany directly.” While this is true some participants mentioned that they still feel like 

the bureaucratic burden in Germany is higher as the advantages of digitalization have not 

been reaped in comparison to Sweden (“It seems that with all the law stuff and forms, in 

Sweden it is more digital than in German. So it is harder to access and it’s really hard to 

apply for help [in Germany].”). This is also connected with the minimum wage that in 

Germany is prescribed by law, whereas in Sweden there is none. Still, the participants said 

that the Swedes have higher wages than their German counterparts. But they also have the 

same sense of stability about Germany as about Sweden. One thing a participant said is 

“about the flexibility of the job market. It feels like it is a bit more limited [in Sweden] than 

the German one. Once you got a job and you work for them for a long time, it is really hard to 

fire you [in Sweden]. In Germany it is a bit more flexible, not completely but a bit more 

flexible.” As well as the job market not being as flexible as in Germany, the area of 

competition is also limited according to the participants referring to the government 

monopoly on alcohol or the way a large amount of housing is distributed via lists rather than 

on the open market. 

 

Decision Variable 

Although it has already been touched upon, the competitors of Clas Ohlson in the German 

market were also talked about by German participants even though there were not explicitly 

asked to. The competitors of Glas Ohlson made out by the participants can be found in the 

traditional hardware stores native to Germany such as Obi, Hornbach, Hagebaumarkt and 

Globus-Baumarkt. But also stores such as Butler’s, which is a store more focused on interior 

decoration, and consumer electronic’s stores such as Media Markt, Saturn or Konrad would 

compete with Clas Ohlson in the Germany market according to the participants. 

 

5.2 Data gained from Data Mining 

Homogeneity of Customer Response to the marketing-mix (Price) 

A study by Post Nord comes to the result that the price sensitivity between Sweden, as part of 

the Nordic countries, in Germany is very similar. The importance of buying the product at the 

lowest price is important for very close to 40 per cent in both countries.  
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Homogeneity of Economic Freedom 

The 2016 Index of Economic Freedom by the Heritage Foundation and the Wall Street 

Journal ranks Germany 17th and Sweden 26th with scores of 74.4 and 72.0 respectively and are 

both ranked in the class of mostly free. Both countries rank very similar in the different 

categories that are based on a qualitative assessment of each country’s current political and 

legal situation and with regard to economic freedom. The only major difference is in one sub 

category, which leads to the slight difference between the countries. This difference stems 

from the Swedish budget being in deficit and the government’s inability to change that while 

the German budget is in surplus. Other than that there are only minor differences between the 

two countries. 

 

 

 

Decision Variables 

Clas Ohlson states in their annual report 14/15 that they have been operating outside of 

Sweden since 1985. That year Clas Ohlson published their catalogue not only in Sweden but 

also in Norway. However, they only opened their first store outside of Sweden in 1991 in the 

Norwegian capital of Oslo. Thus giving Clas Ohlson 25 years of international business 

experience in regards to store-based business. They currently operate 73 stores in Norway, 32 

in Finland, 12 in the UK and one store in each Dubai in Germany. In total that is 119 stores 

outside of Sweden out of a total of 199, which amounts to roughly 60% of Clas Ohlson stores 

being located outside of Sweden. 
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6. Data Analysis 

6.1 Homogeneity of Customer Response to the Marketing Mix 

As the HOCR is made of the customer response to each single of the four marketing mix 

elements, every element will be analyzed separately. At the end the combination of the 

customer response to each element will show the customer response to the marketing mix. 

 

Price 

When comparing the results of the Swedish and German respondents regarding the estimated 

prices of the two shown products the responses between the groups were very similar. 

Regarding the power drill the responses of both groups were located around 500 SEK. For the 

multi socket the respondents of both countries would be willing to pay around 20 SEK.  

Both respondent groups also see the price as an important criterion for the buying decision 

and consider buying a product at the lowest price nearly equally important. Because of these 

three indicators, the price sensitivity among the Swedish and German participants can be seen 

as very similar. 

 

Both groups agree that they get suspicious when the price is very low and that they link it to 

other product features. Therefore the price is an indicator for the degree of other product 

evaluation criteria such as quality for both, Germans and Swedes. Summed up, one could 

consider the homogeneity of customer response to price as very high, ergo nearly 

homogeneous, among both groups. 

 

Product 

Both Swedes and Germans evaluate products by similar criteria such as product quality, 

durability respectively life expectation, the price, the brand’s reputation, and word-of-mouth. 

They also equally responded that variety of choice is product dependent and that sustainability 

is not a difference maker in most cases. 
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The relationship the customer has with the product differs very slightly. While Germans 

generally found the idea of being able to buy spare parts important, Swedes thought it would 

be nice as thereby exhibited a slightly different level of relationship to their products. 

Considering these two points, one can say that the homogeneity of customer response to the 

marketing-mix element of product is high, albeit not as high as it is to price. 

 

Place 

As the location in the downtown of a city is seen favorably by both Swedes and Germans and 

they also view the product arrangement similarly. This is because the product arrangement 

makes sense and is nice and friendly to both, thereby they exhibit a level of customer 

involvement that is very much alike. They also show a similar reaction the different marketing 

channels as both think the online store of Clas Ohlson is best used when one knows what 

product to buy or one does not have the time to physically go to the store. Due to these two 

characteristics the homogeneity of customer response to place is very high. 

 

Promotion 

Regarding the customer response to promotion, the exposure to advertisement was checked. 

As it turns out online ads make up the majority of ads consumed by the participants regardless 

of their nationality. As both commented specifically on personalized online ads, it can be said 

that there is a high level of similarity in that regard. The same applies to the customer 

perception of the way Clas Ohlson should design their advertisements: Funny if it is about the 

brand, but informative if it promotes specific products. The participants’ perception of the 

subway ad was also very similar and generally well-perceived. Because of these three points, 

the exposure to advertisement can be considered very similar, nearly homogeneous. This in 

turn means that the customer response to promotion is very high as well. 

 

The homogeneity of the customer response is very high in regard to price, place, and 

promotion and high regarding the product. Yet he customer response concerning the product 

is not as similar as it is for the other factors. Therefore a distinction between very high and 

high is made. The HOCR between Swedes and Germans is thus very high. A high HOCR 

according to the theory suggests a standardized international marketing strategy. 
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6.2 Transferability of Competitive Advantages 

In the focus group interviews the location of Clas Ohlson’s stores, their emphasis on design 

and quality, the broad product range and the more casual atmosphere inside the store were 

mentioned as criteria that the Swedish consumers like and that sets Clas Ohlson apart from its 

competitors. Thus these four fulfill the most basic criteria, being of value and being rare, to be 

considered competitive advantages. 

 

Being located downtown in very accessible areas is a competitive advantage that has no 

geographic specificity to Sweden. This can be said because it is possible to rent out large store 

areas in other countries as exhibited by Clas Ohlson operating in countries other than Sweden, 

including Germany, placing stores in downtown areas such as at the Jungfernstieg street in 

Hamburg, Germany. After it has been assessed that the competitive advantage of Clas 

Ohlson’s store locations is not bound by location, it needs to be evaluated if the competitive 

advantage is both of value to the customer and rare. As the German participants found the 

idea of having Clas Ohlson located in a very accessible area such as a major shopping street in 

the city center good and even responded that it can save them time, it can be said that the 

store’s location provides value to the customer. It was also said, that it is not common for 

similar stores to be located in the city center and therefore it is also rare and presents a 

transferable competitive advantage. 

 

Clas Ohlson puts emphasis on design and quality yet the relatively low price remains. 

Thereby Clas Ohlson distinguishes itself from competitors. In Sweden this is considered a 

competitive advantage because it provides value to the customer and is also rare at that price 

segment as lower priced products are neither as well-designed nor of the same quality and 

other products of similar quality and design come with a higher price. The competitive 

advantage of well-designed, high quality products at a low price is a competitive advantage 

that is not bound by location as the products can be shipped to the store’s location in Germany 
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either from the company-owned warehouses in Sweden or directly from the places the 

products are sourced from. 

This also is of value to the German customers who like the product design at the current price. 

It is also a point they think that would distinguish Clas Ohlson in Germany and therefore the 

design at the price becomes rare and thereby a competitive advantage in Germany as well.  

Thus the emphasis on design with the low price is a transferable competitive advantage. 

The broad product range is also a distinguishing factor. It is both valuable to the customers in 

Sweden as they can products from very different categories in one place and it is rare as other 

competitors do not offer such a vast array of products. This competitive advantage is not 

bound by location as Clas Ohlson already knows how to source all these different products 

and can offer them for sale. It also provides a value to German customers as they find it 

convenient to shop in one store rather than in several different ones as they save time and it is 

rare as no company in Germany currently offers such a broad product range. It can therefore 

be said that the broad product range constitutes a transferable competitive advantage. 

 

The nicer and more casual atmosphere of Clas Ohlson’s stores is a competitive advantage in 

Sweden as it makes the customers more comfortable and other competitors do not provide the 

customer with this making it rare. The idea of creating a nice and casual atmosphere in a 

hardware store has no geographic specificity as by nature an idea is not bound to location and 

can be applied in most places. However here it comes down to the fact if the atmosphere 

created would also be seen as casual by the population of the host marker, here Germany. As 

the German focus group participants perceived the store and its atmosphere as nice and casual 

as well, it can be said that this provides value to the German customers. This kind of 

atmosphere is also rare in the German market. Therefore it can be said that the stores’ 

atmosphere is a transferable competitive advantage. 

 

All competitive advantages, that Clas Ohlson currently possess in Sweden from a customer 

perspective, transfer to Germany. The TOCA between Sweden and Germany is therefore very 

high. This high TOCA implies that Clas Ohlson should standardize their marketing strategy. 

 

6.3 Homogeneity of Economic Freedom 
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Both Sweden and Germany are seen as business-friendly countries according to the 

participants as they both offer high stability and the ability to plan ahead. However, this 

upside comes with the downside of bureaucracy and regulations. Germany is perceived as less 

regulated since there are less government monopolies and the flexibility of the job market is 

higher. Sweden on the other hand offers the advantage of having incorporated digitalization 

into their bureaucracy which Germany has not done. However, in the big picture these are 

only nuances in which they differ from each other in terms of economic freedom. Especially 

since both are members in the European Union, a lot of regulations are very similar on the 

legal and political level. Secondary data supports this stating that both Germany and Sweden 

are very close in terms of economic freedom since the rating assigned to both by the Heritage 

Foundation and Wall Street Journal in their index of economic freedom only shows a slight 

difference. Thus it can be said that the HOEF is high. Since the HOEF is high, it is suggested 

by the theory applied to standardize the international marketing strategy. 

 

6.4 Decision Variable 

When looking at the competitors Clas Ohlson faces in Germany and Sweden, one will notice 

that the Swedish and German participants did not mention a single company that is the same. 

That means there will be no tacit collusion in Germany between Clas Ohlson and its 

competing companies as this only happens when the same companies compete across home 

and host market. 

 

Looking at secondary data, one can see that the majority of Clas Ohlson’s stores are located 

outside of Sweden. They have also been operating for a long time outside of their home 

market. This implies that Clas Ohlson has a high amount of international business experience. 

 

When looking at the decision variables, the lack of tacit collusion between Clas Ohlson and 

competitors as well as the high international business experience suggest that the international 

marketing strategy of Clas Ohlson should be adapted. 
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6.5 Overview 

Table 3: Overview of Analysis Results 

Factor Sub-factor Result Standardize or Adapt? 

HOCR Price Very high 

homogeneity 

Standardize 

 Product High 

homogeneity 

Standardize 

 Place Very high 

homogeneity 

Standardize 

 Promotion Very high 

homogeneity 

Standardize 

TOCA High 

transferability 

Standardize 

HOEF High 

homogeneity 

Standardize 

Decision 

Variables 

Tacit 

Collusion 

None Adapt 

International 

Business 

Experience 

High Adapt 

 

The analysis of the factors proposed in the frame of reference shows that the majority of 

factors suggest the standardization of the international marketing strategy. However it does 

not account for the German participants wishing for an adaptation of the international 

marketing strategy to some extent. This is because they express the wish for Clas Ohlson to 

actually emphasize its Swedish background. This disproves the assumption underlying the 

frame of reference as the majority of factors suggest standardization, yet from a consumer 

perspective, there is the wish to adapt.  
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7. Conclusion 

7.1 Conclusion 

The research question of this thesis was what factors are relevant for the decision towards 

standardization and adaptation? 

 

The study found out that German and Swedish customers are homogeneous in their response 

to the marketing mix, that the transferability of retailers’ competitive advantages between 

Germany and Sweden is high, and that German and Sweden are rather homogeneous in the 

way the their policies enable and laws protect the rights to pursue one’s own economic goals. 

Given these results the applied frame of reference suggests one should pursue similar 

marketing programs across the two countries. The results of the decision variables - which are 

company dependent - speak against this, though. In the end the assumption made in the frame 

of reference, - the more alike the customers respond to the different marketing elements, the 

more competitive advantages can be transferred, the more alike the political and legal climate 

are, the better it is to standardize – could not be confirmed as outlined in the following 

paragraph. 

 

However, the study was also able to gain deeper insight into the customer perspective on 

standardization and adaptation. The customers actually expressed the wish for a partial 

adaptation of the marketing programs, which the frame of reference does not account for. This 

wish poses the question if the host market of a company can actually lead to easier creation of 

competitive advantages on the local level of a subsidiary or if there are cultural aspects that 

the frame of reference neglects. 

 

Any implications and recommendations that are based on this study need to consider the 

context of this thesis. It was conducted in the context of retailing, the countries of Sweden and 

Germany, and from a customer perspective. 

 

7.2 Theoretical Contribution 



 

 

 

50 

 

This thesis contributes to the current state of knowledge of standardization and adaptation by 

the means of further exploring the relationship of Sweden and Germany in this debate and 

also by applying a customer perspective rather than the mostly present managerial 

perspective. 

 

This study also contributes to theories regarding standardization and adaptation by empirically 

testing the applied frame of reference on the basis of Viswanathan & Dickson (2007) for the 

first time. It was found out that there is the possibility of the company’s background being a 

source for competitive advantage on the level of the subsidiary. One way to address the issue 

of the frame of reference not accounting for this could be the reduction of the TOCA factors 

to simply competitive advantage as a factor with the sub-factors of TOCA and creation of new 

competitive advantages. The reasoning for the latter is the fact that competitive advantages 

are developed in response to local market and customer characteristics and in this case the 

background of Clas Ohlson facilitates the creation of a new competitive advantage on the 

level of the German subsidiary. Another way to possible explore the issue of the German 

customer wishing for Clas Ohlson to emphasize being from Sweden could be by exploring the 

cultural origin of it and the cultural relationship between the two countries. 

 

7.3 Managerial Implications 

Companies which enter a foreign market or which have already entered that market should 

keep in mind that additional to the competitive advantages they can transfer from their 

domestic market to the foreign market there might be some competitive advantages they do 

not have in their domestic market but which they could make use of in the foreign market. 

 

As the responses of the German focus group participants showed, German people think 

positively about the Swedish image of a company as it is related to a good taste of design, 

high quality and a positive recognition in general. Therefore Swedish MNCs and especially 

Swedish retailers entering the German market should think about using their “Swedish image” 

in the German market through branding themselves and their products as Swedish and create 

a competitive advantage out of it. 
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Clas Ohlson already uses this “Swedish branding” in the German market which can be seen in 

their opening of the first store in Hamburg where they presented Swedish traditions and as 

they added the color yellow as a brand color in Germany which relates, combined with the 

blue color Clas Ohlson normally uses, to the colors of the Swedish flag. It is recommended 

for Clas Ohlson to continue like this in the German market because they can differentiate 

themselves from hardware stores with German or non-Swedish origin in a positive way and 

create a competitive advantage out of it. 

 

Companies should focus on promoting their products in a mostly informative way when they 

are already well-known in the particular market. When they enter a new market, they should, 

according to the responses of the focus group participants, focus on promoting the brand itself 

in an entertaining way in the beginning rather than promoting their products to make the 

company and brand more popular in the foreign market. This recommendation can be 

transferred to Swedish retailers when entering the German market.  

 

As Clas Ohlson just entered the German market, it is recommended to promote their brand 

now. They already started to promote the brand itself for example through redesigning a 

whole subway station next to the first store they opened. After managing to create brand 

awareness among the German customers, they are recommended to focus more on 

informative product advertisement. According to the German respondents Clas Ohlson can 

promote the feeling of going the stores as well.  

 

Furthermore, the German participants stated that they would prefer Clas Ohlson stores 

downtown for buying smaller items and that they would like to have Clas Ohlson stores where 

larger items can be bought outside of the city center. So Clas Ohlson should think about 

following this recommendation in the German market through opening stores for smaller 

items downtown and larger stores outside the city center where a large range of products and 

especially the larger items can be bought. 

 

7.4 Limitations 
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The fact that the focus groups were composed of young students means that only limited 

insight into the customer perspective on the matter of standardization and adaptation was 

gained. Insight into the customer perspective of older or more uneducated customers on 

standardization and adaptation was ergo not gained. Also the rather shallow responses 

regarding the homogeneity of economic freedom should be considered; most participants did 

not have previous experience as a business owner or legislator for example. Additionally it 

should be noted that the competitive advantages are based on the perception of the customers 

and that therefore no proper competitor analysis was conducted, which limits its significance, 

and that economies of scale were not considered throughout the process. 

 

7.5 Research Implications 

Given that the customers wish for Clas Ohlson to adopt a more Swedish appearance does not 

correspond with the factors provided by the means of the frame of reference, further research 

into this phenomenon is necessary. Research regarding the creation of new competitive 

advantages at the level of the local subsidiary should be integrated into the framework and 

this new framework would have to be empirically tested. 

 

Further testing to confirm the wish of the participants for Swedish companies to emphasize 

their Swedish origin should also be conducted. In order to give a better-rounded customer 

perspective non-students as well as people older than the selected participants in this thesis 

should be included. As mentioned above, this thesis also only looked at the customer 

perspective; research should also be conducted on managers in order to gain insight on the 

managerial perspective on standardization and adaptation. Furthermore this wish should be 

researched in a more cultural perspective and whether this is an example for a company’s 

background being a facilitator of competitive advantage creation on the level of the local 

subsidiary. 

 

Ideally people with more insight on economic freedom such as legislators, business owners 

who operate more than one country should be interviewed since this would allow for a more 

in-depth and less shallow assessment of the HOEF. 
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Further research needs to explore the actuality of competitive advantages from a perspective 

that is less based on the perception of consumers. This can be done by including a competitor 

analysis the next time these factors are researched. At the same time it is suggested to include 

economies of scale in future research, as they are a very important part of the standardization 

and adaptation debate.  
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Appendix 

Appendix 1: Product Pictures Shown in the Focus Groups 

 

(Source: Clas Ohlson (2016) [online] Available at: 

http://www.clasohlson.com/medias/sys_master/9287565803550.jpg [Accessed: 12-05-2016]) 
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(Source:IKEA (2016): [online] Available at: http://www.ikea.com/ch/de/images/products/koppla-

mehrfachsteckdose-fach-wei-__40950_PE135103_S4.JPG [Accessed: 12-05-2016]) 
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Appendix 2: Advertisement Shown in the Focus Group 

 

(Source: Clas Ohlson Deutschland Facebook (2016) [online] Available at: https://scontent-arn2-

1.xx.fbcdn.net/t31.0-8/13047846_1705969423002906_2286514445279514735_o.jpg [Accessed: 12-05-2016]) 
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(Source: Clas Ohlson Deutschland Facebook (2016): [online] Available at: https://scontent-arn2-

1.xx.fbcdn.net/t31.0-8/13062948_1703366306596551_7959693536286875378_o.jpg [Accessed 12-05-2016]) 
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(Source: Clas Ohlson Deutschland Facebook (2016): [online] Available at https://scontent-arn2-

1.xx.fbcdn.net/t31.0-8/13071808_1705970759669439_3379070146919365550_o.jpg [Accessed 12-05-2016])
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Appendix 3: Video Shown in the Focus Groups 

 

 

 

 

(Source: Clas Ohlson Deutschland Youtube (2016): “Willkommen bei Clas Ohlson” (Welcome to Clas 

Ohlson) [online] Available at: https://www.youtube.com/watch?v=9kHFJ5MDt_k [Viewed 16-05-

2016]
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Appendix 4: Transcripts Focus Groups 

Focus Group 1 (Swedes) - 16.05.2016 11:30 

 

Q1: 

M1: So. What we’re looking at is how companies use strategy, in this case, when they enter 

a new country or already have entered and setup their operations in a different country. 

And now our first question for you guys is: How relevant is the price to you when you 

buy a product? How much do you compare prices? And is that even important at all? 

PI: It depends on what product that is. Instead of comparing the prices I mostly buy 

products on an impulse. So I don’t think about it that much. That’s my opinion. 

PJ: I think the pricing is very relevant. And how you compare it with other prices.  Like 

batteries, for example. 

PT:  I think it also matters if you only get the money from the state [the CSN Swedish 

students get] or if you’re actually working as well. Then again, a lot of students are 

very conscious on how much money they have. So even going to a grocery store is 

actually a comparing price situation. Even though usually it might just be computers 

and phones and cars and stuff when you’re not a student. 

M1: So you would say for you it’s even more relevant to start comparing prices at a lower 

point? 

PT: Yes. 

PM: Yes, if you don’t have enough money. If you work and you have very much money it 

doesn’t maybe matter as much as when you have a lower budget. 

PT: I also think you just kind of get into it, because me and my roommate we both have 

jobs, but we still go to the grocery store and compare things. So you kind of get used 

that you should compare just in case as when you don’t have that much money. 

 

Q2: 

M1: Now we are going to show you to different products. And we just would like to see 

how much you would be willing to spend on it. We will start with a cordless 

screwdriver. 

PM: Maybe 500 kr. 
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PJ: I would say, I would pay 499 kr for that. 

PT: Can I say I wouldn’t [buy that product]? 

M1: Imagine, you would have to buy one. 

PT: Around 500 kr. 

PA: Is this a good one? 

M1: Maybe. 

PA: 450 kr. 

M1: When you look at the product in your first impression, what is it that you look at? Do 

you have any specifics? 

PJ: There’s a lot of room for batteries in the bottom so you can work for a long time with 

it. 

PA: If I recognize the brand or not. But [in this case] I don’t. 

M1: Would you start comparing when you had to buy a power drill? 

All: Yes. 

PT: I also look at the features. But you can’t see that from the picture. So it depends on 

how much different things you could do. So some drills you can use as a multi tool 

and some drills you can’t. And I suppose it also depends on what you need it for. So 

when you have cement in the wall you need to have a special power drill. 

M1: The next picture is a multi socket. How much would you be willing to pay for that? 

PT: I can get that at IKEA for 20 kr. 

PJ: That’s the thing. I would start comparing prices. I would say 50 or 60 kr. 

M1: But you wouldn’t compare prices on the internet? 

All: No. 

PM: I would say 25 kr because I bought one for 25 kr. 

 

Q3: 

M1: When you see a product with a relatively low price. Is there something you associate 

with that? Do you get suspicious of the quality? 

PM: So if it’s super cheap? 

M1: Yes. 

PT: It depends on what kind of product it is.  

PM: And also if it’s just right now a lower price or if it’s always the lower price. 

M1: So if it’s on sale or generally a low price? 



 

 

 

72 

 

PM:  Yes. If it’s on sale, it can be a good product. But if it’s very cheap [always] you’re 

questioning if it’s going to hold. 

PA: If a screwdriver would always be sold for 100 kr, I wouldn’t buy it. 

PT: I can compare it to when we bought chargers at TGR for 30 kr. And they worked – for 

a week. And then they broke. And we knew that would happen, but we still bought 

them because we needed them at the time. So sometimes, you are conscious that they 

are going to break but you need them right now. But if you go to the grocery store, for 

example Willy’s has their own brand. And sometimes that is better than the others and 

it’s still almost always the cheapest one.  

 

 

Q4: 

M1: What other criteria would you look at? Like with the power tool or the multi socket or 

different products. Do you have certain criteria in your head you always look for when 

comparing products? 

PI: For the power tool I would look at other people and users and how they are reviewed. 

So if it works or it broke. You just compare stuff. 

PM: For the power tool, how much power that has. 

M1: And what’s about branding? Do you think that comes into play with that? 

PA: Yes. 

PM: Yes. When it’s a [well-] known brand you think it’s going to work. 

 

Q5: 

M1: When you think about the company that sells and produces it. The product quality, 

how sustainable they are and how much choice they have in product variety – is that 

something you look actively into or that adds value to your shopping experience?  

PM: It’s good but it’s not super important to me. 

PJ: I think it’s like you said. It adds value but I don’t look into it that much. 

PI: Some extra maybe. 

M1: So for you it’s over the top nice to have but it’s not necessary? 

PT: I think it’s a trust thing. So if you know the brand you assume that the product will 

work in the way it should. So if you don’t recognize the brand you question if it’s 

going to work or not. 
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PM: Yes. 

PT: Which can be the reason why people buy apple instead of acer for example, when 

buying computers.  

 

Q6: 

M1: All of you know Clas Ohlson, right? 

All: Yes. 

M1: So at Clas Ohlson you are able to buy spare parts for products of their own brand. 

When you think about that, is that something you would consider in your buying 

decision? Do you think that is something that is nice to have, that you have the option 

to buy spare parts? Or would you not use it anyways? 

PA: I didn’t know you could do that. 

PM: What do you mean? 

M1:  Spare parts. So for example the electric drill we showed you was a product of their 

own brand. So if something would brake you were able to go there to fix it. 

PM: Ok. 

M1: Is that something you would think about? 

PA: No. 

PT: I think I would. Especially when you’re a student. It is easier to replace parts than 

buying a new entire drill. 

PM: I mean, it’s good if they have that. 

PJ: I think it’s a good alternative. So that you don’t need to buy the whole product again. 

 

Q7: 

M1: Clas Ohlson usually is located downtown. In Stockholm for example I saw them 

downtown. Here [in Växjö] they are in Samarkand [shopping center outside the city 

center of Växjö] which is a shopping area. They are kind of a hardware store. In 

Samarkand it might be a little bit different because you need to drive there. But what 

do you think of them being located downtown as for example in Stockholm? 

PT: They used to be in Tegnergallerien [shopping center in the downtown shopping street 

of Växjö] inside the city before they moved out to Samarkand. That was about to years 

ago. So they used to be in the middle of the city. 
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PJ: I think it’s pretty common. Also in other cities they are located downtown. And they 

sell minor things, too. Like pens, clocks and so on. So very small stuff as well. 

PT: Yes. 

PA: Yes. 

PJ: So if you want to you want to go there, it’s close by. It’s not like a big hardware store. 

It’s more something in between. 

PT: Hardware stores would be more Jula and so on. 

PM: Where I am from, we also have it inside the city. I don’t know if we have it outside as 

well. 

PT: I am from Gothenburg and we have some larger stores outside the city. So they are not 

actually part of the malls there. But there is one in the middle of the city as well. They 

have the entire bottom floor so it’s gigantic. 

PA: If you want to buy the small stuff you don’t want to drive far. So it’s good to have it in 

the city center. 

 

Q8: 

M1: Now we are going to show you a little video. Just to refresh your minds. It’s about 

how Clas Ohlson looks inside.  

All: Watching video. 

M1: So. When you see them walking through the store and you look at the product 

arrangement. Is there something that you find odd? Did you even pay attention to that? 

PM: The shelves are not that high. You can see over them.  

PI: Yes, it’s very opened. 

PM: Yes, it’s opened. It’s not as high as the walls in the middle. 

PT:  You don’t need to get through the entire store to get to the end of it. You can take 

some shortcuts which is a little bit like IKEA. 

PA: It’s like a labyrinth. 

M2: So do you think it’s something good that it’s that opened? Or do you think it’s 

something negative? 

PM: No, I think it’s good. 

PA: You can see where you’re going. 
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PT: Because the signs are higher and the shelves are lower. And you also don’t get 

frustrated by walking through the entire store to get the things that you need. I can see 

it because of the signs. 

PA: Yes.  

 

Q9: 

M1: And regarding Clas Ohlson. Is it important for you to buy the products physically? So 

that you can touch them. Or would it be fine for you to just buy them online? 

PM: Depends on the product. 

PA: Yes. 

PT: When it comes to electrical products and products for working with at home I prefer to 

actually see them. Because I had experience with ordering stuff that doesn’t look like 

it did on the picture. So I want to go there and see it. 

PM: Yes. 

M1: So for example the power tool would be something you would like to have it in your 

hand and have a closer look at it? 

PT: Yes. And also there is the opportunity to actually talk to someone who works there and 

can tell us more about it. They have workers in the store so there is always someone to 

ask.  

PA: Yes. 

PM: Yes. 

 

Q10: 

M1: When it comes to promotion, basically to advertisement. In what way do you consume 

actively or passively the most advertisement? 

M2: So in general. Not only for Clas Ohlson. So which is the promotion channel you 

consume advertisement the most through? 

PA: Mostly ads on the internet. 

PM: Yes. 

PJ: Ads on YouTube mostly. 

PI: Yes, probably. So there is not so much TV any more. 

PA: Social media. 

M1: Is it videos or also plain text? Advertisement on social media? Or videos as well? 
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PI: It’s more text. I don’t really watch TV. 

PM: Sometimes it’s advertisement that is not really a video but it’s moving text. So you 

cannot keep your eyes from it. 

PT: I would also like to say social media, but it’s actually TV. But not because of me but 

because my roommate cannot live without TV. So unconsciously I watch it all the 

time. Sometimes it happens that I know this and I’m asking myself why I know this. 

 

Q11: 

M1: Now, let’s come back to Clas Ohlson again. When you think about Clas Ohlson and 

their advertisements. Do you think they should be rather entertaining to you? Or is 

Clas Ohlson a company where you think it should be more informative? 

PM: More informative. 

PT: It depends on what they want to go to the store for. When they want us to come there 

for the products I would say more informative. There is another company where all 

there was one guy making a lot of jokes in their commercials. And the commercials 

were about food and snacks and about 85% of their store is not food and snacks. It’s 

power drills and other products. Nearly the same than Clas Ohlson. But I didn’t know 

that because the commercials were only about food. I love those entertaining 

commercials but I didn’t go there to buy anything. 

PI: I think there are two different ways to do it. Either to sell the products or to sell the 

brand. So Clas Ohlson could do funny stuff to sell the brand and informative 

commercials to sell their products. 

PT: But would you go there just because it’s funny? 

PI: When I know that I need to buy something I would rather go to Clas Ohlson then 

because it’s interesting. 

M1: So you basically say both is possible for Clas Ohlson but it depends on what you want 

to do? 

 

 

Q12: 

M1: We are going to show you a couple of pictures now. It’s a subway station in Hamburg 

Clas Ohlson advertised. 

All: Looking at the pictures. 
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M1: What do you think of these extraordinary ways to advertise? Do you think that is 

something that fits with Clas Ohlson? So do you think it’s appropriate? 

PA: Yes, I think so. 

M1: Is there anything you would comment on that? 

PI: It’s a train station, right? 

M1: Yes, it’s a subway station. 

PT: I’m getting crazy about the colour. Because the colour makes me think of children. I 

always thought that when I looked at the sign of Clas Ohlson. It’s so baby blue and all 

I could think of is babies. 

PM: I think about blue sky. They had these garden commercials. That’s what I associate it 

with. 

PA: I think it’s good to have it in some ways like this because you have to wait at a subway 

station and you don’t have anything to do. And then you look around and you see the 

commercial. 

PT: I think it’s a little bit annoying in a closed space. Because I don’t really want to look at 

this. 

PM: I think it’s good because it’s kind of bright and there are no windows down there or 

anything. So it’s better than having black or orange walls or something else that is 

super screamy. 

PT: I like the colour in general. But just not for this company. 

PI: It looks pretty much like IKEA. 

PT: That’s true. 

PI: You could just remove the name and put IKEA under it. 

M1: On the picture it says that when you send in really cool pictures in front of the 

redesigned train station you can win LED zip lights.  

PT: I always wanted that. Oh my god. Ironic 

M1: I can hear the ironic/sarcastic response to that. 

PM: That is something you can get for free. 

PA:  Yes. I think it costs like 10 kr. 

PT: Yes. We can get zip lights at the welcome fairs. 

PM: Maybe it should be something more expensive. 

PT:  Yes. Like power drills. 

M2: So you think it would work better when it was something more expensive? 
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PM: Yes. You don’t care if you can get a zip light. I wouldn’t. 

PA: Me neither. 

PT: I don’t want to have a light on my zipper. That is just weird. 

PM: It’s something you get for free at fairs. It’s nothing you would do anything for. 

PJ: And then they will lie around in your apartment and you won’t use them. 

PT: And then you find it and you are like: “Oh, where did I get that? What shall I do with 

it?” 

 

Q13: 

M1: So. If you think about Clas Ohlson, the store. What do you think distinguishes Clas 

Ohlson from other stores that you would put in the same category? And what other 

stores would you put in the same category? 

PM: I think Clas Ohlson is one of this handy stores where mainly women and younger 

people go to. They are not as boring as other hardware stores. I would prefer to go to 

Clas Ohlson instead of Biltema. It feels more easy. 

PI: Yes. 

PT: I think it’s hard to say. I also go to Clas Ohlson because it is so close. But, for example 

when we wanted to buy a new grill we went to Clas Ohlson, Biltema, Jula and so on. 

We went to all of them to check everything. But I think we ended up buying our grill 

at Clas Ohlson. 

So I would say competitors of Clas Ohlson are K-Rauta, Jula, Biltema, 

Överskottsbolaget, Rusta and IKEA. 

M1: Would you say that there is anything that makes Clas Ohlson special to you? So for 

example that they are located downtown? 

PT: Yes. 

PM: Yes. 

PA: They usually have what you want to buy. 

PM: And also fun stuff. Like small stuff. And they also have these nice displays built up in 

the middle of the store. 

PJ: I think when I go to Clas Ohlson there is a lot of impulse buying there. 

PA: And it’s really cheap. 

PJ: Yes, it’s really cheap as well. Sort of like IKEA. 

PI: It’s more convenient. 
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M1: Is there something that adds value to you, that’s beneficial to you when you shop at 

Clas Ohlson? Is that basically saying they have a lot of small things, they are located 

downtown and therefore really convenient to reach? Is that all or is there more? 

PI: I didn’t buy big stuff there. 

PA: Do they have any big stuff really? 

PT: Yes. 

Q14: 

M1: Let’s jump out of this Clas Ohlson perspective again and make it really broad: What 

would you say is the political and legal environment here in Sweden? Is that business-

friendly? So what would you say about it? And why is that the case? 

PA: The market? 

M2: Yes. 

M1: Yes. How the government supports businesses and how the laws are made. 

PM: I don’t know. 

PJ: No. 

PM: I never had my own business, so I don’t know. I think they want to be company-

friendly. But for smaller companies I am not sure. 

PT: 4 to 5 years ago when you wanted to get a check on your car it was controlled by the 

government. And now they sold it to different people and it’s franchised now. I think 

they want to be company-friendly. 

PA: And I think small companies as well. But I’m not sure. 

 

Q15: 

M1: If you look at other European countries, especially Germany. Would you be able to 

say there are any differences? From your perspective? 

PA: In Germany it’s more big companies in lines. Very strict. 

PJ: In Sweden we have companies that are owned by the state like Systembolaget. I don’t 

think that you have something like this in Germany. 

M2: No, you can buy alcohol in the normal grocery store there. 

PT: Sweden has a large problem with alcoholism, so it’s good to have Systembolaget here. 

PA: It’s nice when you go there and they have all of the stuff. 

PT: It’s very easy. When you go there you find everything you are looking for. 

PM: I think it’s more expensive in Sweden compared to Germany. 
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M1: Is there anything else you want to comment on that? Regarding Clas Ohlson or the 

political and legal environment in Sweden? 

M2: For example, both countries are part of the European Union. So they have the same 

law guidelines for example. Do you think that makes them more similar in legal and 

political aspects? 

PM: Yes. 

PA: I think so. 

PT: I think it should not necessarily make them more similar. I think it’s also a question of 

interpretation. It’s about the countries own laws and how they work together with the 

things decided in the European Union. 

PA: I think it’s also easier to move a company from one country to the other if they are 

both in the European Union. So it should be more open borders.  

 



 

 

 

81 

 

Focus Group 2 (Swedes) - 16.05.2016 14:30 

M: How relevant is the price in your opinion when buying a product? 

P1: It’s pretty important, I think. But at the same time you have to see what you get. So if it is 
like to different things and one is like two crowns more expensive but that one is organic then 
I will buy it. But if it is ten crowns more expensive then I take the other one. 

M: Are there different level to that for you? Regarding cheap or expensive products? 

P2: I think it depends on what I'm searching for. Because some things are really cheap and 
some are expensive. Like she said, there are organic products as well. I think I look more for 
the price if it's organic and if the organic product is like ten crowns more expensive then I 
don't take it, but if the difference is low then I take the organic one. 

M: When you buy products, would you say that it is one of the more important factors? 

P1: It depends on what I buy. If I buy food or small things then it's one of the main things I 
look at. But if I but clothes, I sort of weigh if it's gonna last. So it depends on what kind of 
product it is. 

(Agreeing mumbling from other participants) 

M: We are going to show you picture of two products and then please tell us what you would 
want to pay for it (in Swedish Crowns). (First picture: a power tool) 

P3: Maybe 300 

P4: Yeah, Maybe. It looks like it's cheap. 

P3: Yeah, not the best brand. 

P5: I don't know. I don't know power tools. 

P7: 500 or 600 

P1: Like 500 

M: What about the next product (a multi socket)? 

P4: Ten crowns 

P2: I think at IKEA you can get 2 for 40 crowns. So I'd pay 20 for one 

(Agreement among the group) 

M: When you see a low price, do you associate anything with that? 
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P4: Low quality, maybe. 

(Agreement among the group) 

P6: I think, I get a little bit suspicious when the price is really low. 

M: What kind of criteria do you use to compare products by? 

P3: Life duration, quality, price 

P1: I think if it's really similair products and one has a little extra thing that is not really 
important. Like two of the multi sockets are white and one is blue, then I would take the blue 
one.Because it's a bit more special. 

M: How important is product quality, sustainability, and product range of a store or brand for 
you? 

P8: I think it depends on what sort of product it might be. Like the things I buy here during 
my studies are not meant to last for forever. I'm not gonna keep the things I buy here. It 
doesn't really matter that much to me. 

P3: It depends so much on what product we are talking about. 

M: Take the power tool and the multi socket as an example. 

P3: Yeah, for those the choice is important I think. 

P1: If I would buy a power tool, i would not need a big one because I live in an apartment. I 
just use it to put up paintings. So I would just go to a cheap store and get the cheapest one. If I 
buy a house, then I would buy nice tools. 

M: How important is it to you that you are able to buy spare parts and repairs from Clas 
Ohlson? Like for the power drill? 

P1: I have to admit, I'm usually to lazy to go back to a store. If it's broken, I just buy a new 
one. Most times I can't find the receipt or it's too much trouble to go back to the store. 

P2: I think I would I would prefer something that the store can help me with. When I bought 
my phone for example, I got a screen protector put on and when I got home I broke it and I 
could just go back and they put another one back on for me. That make me a lot more secure 
about the phone, because I know I can come back for help. 

P1: Some stores charge you to help you, sometimes you just have to pay extra to get like 
support. I don't like when they do that. 

M: You know Clas Ohlson, right? They are usually located downtown in the city centere. It 
used to be like that in Växjö as well. What do you think about their choice of location? 
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P4: It sucks here, I would go to Clas Ohlson way more often if they had a store downtown. 
But I don't have a car, so I don't go to Ssamarkand that often. 

P1: I mean it's both good and bad. There is a company Kjell & Company which has a store 
downtown, but it's pretty small. So you always have to go to the counter and ask for 
something. If you go to Clas Ohlson you can walk around and look at stuff. Take your time. 
But if it's small you really have to know what to look for and sometimes if you don't know 
what you look for they just look at you like "do you know what you're talking about?" 

P2: But I think the bus connection is pretty good to Samarkand from Campus, isn't it? 

P7: Not always, not all buses go all the way there. 

P2: I haven't taken a bus there in a long time. For me I never consider where the shop is, the 
bus service is really good and I have a car. So I can just drive where I want to go. 

M: Now we show you a video of Clas Ohlson to refresh your memory. What is your 
impression of the product arrangement of Clas Ohlson (as displayed in the video)? Does it 
make sense to you? 

P2: I feel like they always make you go all the way around in the store. Walk though the 
whole store to get to the register. They usually put the small stuff you need at home... 

P1: ... at the far end. 

P2: Yeah. Exactly, so you always see other little things and at the end you have like 20 items 
and you just wanted to buy batteries. 

P1: When I go there, they always have something I buy. 

P8: I don't really know, but I feel like it makes sense. I never really go there, though. 

M: Is it for you important to actually be able to go into a store or would online shopping at 
Clas Ohlson also be okay? 

P2: I'm one of those people who like to meet the workers at the store and ask them about the 
differences and such for power tools and they can show me other items and tell me that's it 
better. I can feel and try them, that's what you don't get on the internet. But it takes more 
effort. 

P1: Sometimes I just go shopping and don't really know what kind of lamp for example I 
want. So I just go and look.In the store they put up displays and they help you with tips and 
give you extra advice. 

P6: But I think it's good if you can buy online as well if you just need to buy the product again 
and already know about it but don't have the time to go to the store because you are busy. 
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M: Let's step back from Clas Ohlson for a question. What way do you consumer ads and 
commercials the most? 

P1: On the internet, like, you see what you have been looking at before. They show you all the 
cloths come up when you look at your e-mail. 

P2: The same on facebook. Like when I look at dresses to wear, they are on the side on 
facebook 

(Agreement among the participants) 

P3: Yeah, the internet. I don't watch tv so much 

M: So for Clas Ohlson, should they rather be funny or informative and tell facts? 

P2: I think they had commercials not that long ago that were informative with like items that 
were seasonal. Like here you have a sun-chair and you can take it out in the sun. They told 
you how to be prepeared when the summer came. But it was also funny. But I think they 
should have informative videos. I don't fix that much myself, I call my dad. But if they show 
me in a video, i would do more myself. 

P1: I agree, they should be informative and you want some kind of trust. So you know what 
you're doing with their products. You don't trust them that much if it's funny. But I feel the 
same, even if I'm not that good with tools, you can always go there and try making something 
yourself with Clas Ohlson. They have a bit of everything. 

M: Now we are going to show you three pictures of a Clas Ohlson ad at the Jungfernstieg 
subway station in Hamburg. What do you think of this kind of extrardinary advertisement? 

P4: I think it's very clever, because you are not ready to consumer it, but you still consume it. 
It becomes part of you subconcious. 

(Agreement among the participants) 

P1: It's like you recognize the color and the brand and then it feels like you are in the store. 

P7: And usually at the train or subway station you have a lot of time to just wait. 

M: Is that something companies should do in Sweden as well? 

P4: I think they do in Stockholm 

P2: The Sweden Democrats did 

(Laughter among the participants) 

P1: I think it depends on the store. They have pretty subtle colors like blue and white so it's 
not too hard to look at. Media Markt with red they shouldn't do it. It's too much. 
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P2: I don't know if I like if companies advertise this big. Subway stations don't look that nice, 
but new stations are nice and if they cover it with big stickers I would be pretty sad. I don't 
like advertisement everywhere. 

M: Given that they are opening a new store, is that still too much? 

P2: No, then it's okay. So you tell everybody about you. In Helsingborg they opened a new 
IKEA and they did lots of ads all over the town, too. That is also different. 

M: What distinguishes Clas Ohlson from their competitiors like Biltema, K-Rauta or Kjell & 
Company? 

P1: I think when they are in the center of town they are more accesible. Because usually if 
you go to biltema or k-rauta you have to go by car and they are also so big. They probably 
only sell things in bigger packs. And Kjell are usually smaller and you need to be really 
specific. They are more electronics, tho. Not much tools. 

P2: I think Clas Ohlson is better than their competitiors because they have a bigger product 
range but they also have different products of different price ranges. Like at K-Rauta they 
only have these big, expensive, professional tools and Clas Ohlson is more for homefixers 
who do it themself. They don't need that big construction worker tool, when they fix a shelf. 

P6: It also feels like they have better stuff. They have nicer kitchenware like Biltema. They 
have better things. It's cheap at biltema, but really bad quality. Clas Ohlson is better but only a 
bit more expensive 

(Agreement among the group) 

M: Is it still cheap for you? 

P3: Yeah, not expensive 

P5: Yeah, it's cheap 

M: What do you think are the benefits of going to Clas Ohlson? 

P2: I pay a bit more, but the things last longer. Even similair products are better at Clas 
Ohlson. That makes me feel comfortable, because you don't like spending money on things 
that won't last long. 

P1: When you go to the shop, it's really nice too. In Biltema, it's really big and you feel lost. 
Clas Ohlson has a better atmosphere. 

M: To what extent does Sweden appear business-friendly? 

P8: I don't know (Laughter) 
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P2: My dad works with a security company and they have a lot of companies from outside of 
Sweden to come here and some want the Swedish expertise. But I don't know if that is 
relevant. 

P5: I think there are a lot of programs to support you to start your own business like Young 
Entrapreneurs and you can take that as a class in high school, too. So I think yeah, they are 
pretty business-friendly. 

M: Do you think there are differences between Germany and Sweden in that regard? 

P1: I don't know. 

P7: But there are German companies here and Swedish companies in Germany. That feels like 
we are on the same level. 

P6: Also with the European Union, the laws have to be very similair. I think that helps a lot 
with that 

P5: Yeah, I think so. I got to Finland a lot because I have family there and it's very similair 
there. I think that's because of the European Union, too. 

P2: Yeah, Sweden and Germany are already so close and then the EU makes it more similair. 
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Focus Group 3 (Germans) - 19.05.2016 12:30 

Q1: 

M2: First of all, we would like to know in general how relevant the price is in your opinion 

when you buy a product. Is it the most important factor or is it not that relevant for 

you? 

PK: Highly depending on the product I would say. If I buy a computer it’s maybe not that 

important but if I buy a shirt it’s definitely important. 

M2: So when you buy something cheaper it’s more important? 

PK: Exactly. For high involvement products I would say it’s not that important because it’s 

more about the product than about the price. But if it’s just a shirt or anything and I 

can have a white T-shirt for 5 or 10 €, then I would definitely choose the 5 € one. 

PT: I would claim if it’s a commodity or not. If quality is an aspect that we need to 

consider then I would rather say the price is not important and I would go for the 

higher quality and not spend the same amount of money again on the product because 

I need to buy a new one. But if it’s a commodity so when there is no quality difference 

I would go for the price then. 

PJ: I would agree. 

PM: I also agree to what was said. 

 

 Q2: 

M2: Now we will show you some pictures. The first product is a cordless screwdriver. How 

much would you pay for this product? In SEK preferably. 

PT: Any power drill? Or specifically this one? 

M2: The one on the picture. Just talk about your first impression. 

PK: 200 kr. 

PJ: If I need it I would pay up to 500 kr. 

PK: For a simple power drill? 

PM: As it is cordless I would probably assume that it is way more expensive than that. So I 

would guess maximum 750 kr. Around that range. 

PT: I’m not so sure. I would say some parts of the product look like it’s high quality. 

Especially the top of it. But the plastic parts are really cheap. I would say it’s difficult 

to estimate how much you should pay for it. I wouldn’t go above 400 kr. 
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PK: But it’s not a brand. I don’t know Cocraft so I wouldn’t pay that much for it. 

PT: But maybe it’s a Swedish brand. 

M2: There is another product. It’s a multi socket. 

PK: They are pretty expensive over here. 

M2: So how much would you pay for that kind of multi socket? 

PK: It doesn’t have the switch-off thing so I would say 20 to 30 kr. 

PT: 15 kr maximum. 

 

Q3: 

M2: A general question again: When the price of a product is really low. Is there something 

you relate to that? What does a low price indicate for you? Are you suspicious when 

the price is really low? 

PM: When it’s a product that I used before and the price is very low compared to what I 

paid in the past I would be very suspicious. 

PT: I would be suspicious as well. Because it might indicate that the quality is not as good 

as products in a higher price range. 

PK: I agree. 

PJ: Yes. 

 

Q4: 

M2: Which criteria in general are relevant for you when you buy a product? 

PK: Quality definitely. 

PM: Durability. Even though it might be a sub category of quality. 

PK: The price definitely. 

PM: Probably the look itself. 

PK: Yes. The design. 

M2: Would you pay more when the design is better? 

PK: Yes. If it is more appealing to me. 

PM: Yes. 

PK: It’s again a bit depending on the product category. But still. If the design is better for 

one I would pay more. 
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PM: And especially with those kind of products I would also consider whether it’s 

convenient to use something like that. Or as PK said if you can turn it off or has some 

other options that make it more convenient. That would also be a criteria. 

PJ: I think if the design looks better it is more reliable. 

PK: That’s actually true. 

PT:  Sounds good. I might also consider where it was produced. Maybe if it’s made in 

Germany or Sweden that would be an option to even pay more because we probably 

would connect it to quality again. 

 

Q5: 

M2: You already talked about product quality. So how important is product quality for 

you? And also the sustainability and the variety of choice? So whether you have many 

different options in one store and whether it’s sustainable or not. 

PM: I would say product quality may be the most important one of those aspects. And 

sustainability of the shop itself may be the least important one. 

PK: Regarding the point of the variety I’m actually not really sure about it. If I’m going to 

a clothing store for example then they should have different choices, different brands 

etc. They should have a lot of choice. But if I go to an electronic store I don’t need to 

have 800 different products. If I want to buy a phone for example I want to have about 

50 different phones I can have a look at but if I want to buy a camera then I really 

want to have a choice and people who know something about it and can help me if I 

actually really go to a physical store. That’s really important for me. But it’s not that 

they need to have a huge variety in one store. It’s more the in-depth knowledge about 

one product category. Quality is important of course. And I think that the 

sustainability of the shop gets more and more important. It’s always a little bit tricky. 

Of course I like to see if they have some sustainable actions no matter in what market 

they are operating in. But if it’s a buying criteria? I think the price is more important 

here. 

PJ: I think it depends a little bit on the product. If I just want to have a simple shirt I don’t 

need to have much choice. But when I want to choose my next computer I would look 

it up on the internet first because there is always more choice. I think it depends on the 

price range. If it’s below 50 € for example, I don’t need much choice. It’s just the 

simple things I want to buy. But if I want to spend more it gets more important. 
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PT: I would say it also depends on the product. If I consider the products you just showed 

us. So for basic equipment and tools I would say a variety of three would be fine. So a 

high price, middle price and low price product. And the quality aspect comes of course 

with it. This would be sufficient for me. Everything else would be only confusing to 

choose from. If it’s basic products. And considering the sustainability I would say 

there are must haves that a product needs to be conformed with. For example child 

work and so on. That should not be part of the production process. But on the other 

side I wouldn’t go for the entirely green produced power drill or whatever. That is not 

really important for me. I just would like to know that there’s no dirty work involved 

there. 

 

Q6: 

M2: The products we should you before can be bought at Clas Ohlson. Do you know that 

company? 

PJ&PM: Yes. 

PT: Not really. 

M2: We will give you some more information about that store later on. But just in general. 

It’s a hardware store that was founded in Sweden. They have a lot of different product 

categories. Electric products, home products etc. and also basic stuff like batteries and 

so on. 

At Clas Ohlson you also can buy spare parts. So if a part from the power drill broke 

for example you could go there and buy spare parts. Is that something that is important 

for you? That you can buy spare parts at the store. Or would you not use it? 

PK: I think it is important. I mean Apple has nearly the same principle. You can always 

book an appointment at the Apple store and then they fix your stuff. I think that’s 

important and it’s kind of customer service. It can happen that something breaks and if 

you need it right now it’s a good service. 

PM: In general I would say it’s very convenient. If you already know that the store where 

you bought an electronical product would have spare parts for it. But again. It really 

depends on the product itself. It also depends on the price range. But if they have spare 

parts for a convenient price it’s reasonable to have spare parts in the store itself. 

PJ: Mostly for electronic it’s not worth it any more to repair it. So it’s more worth to buy a 

new one. So I’m not sure if it makes sense for a store to provide spare parts. 
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PT: I would say it is quite a good option to have the spare parts. And I would even prefer a 

smaller variety of products if the price for the spare parts is ok. So when I need the 

product for daily work I cannot wait for a replacement. Then I would even trust the 

store more or buy there when I know that they don’t have the variety but if I have 

some issues they might be able to fix it within an hour.  

 

Q7: 

M2: I am not sure if you have been to a Clas Ohlson store yet in Sweden, but they are 

mostly located downtown and in shopping areas. Here in Växjö they are now located a 

little bit outside the city at Samarkand. But until two years ago they were located 

downtown in the main shopping street. And they are also located downtown in other 

cities. So what do you think about that in general? That Clas Ohlson is located 

downtown and in shopping areas? Do you think that is good or would you rather like 

to have the store somewhere else? 

PM: Especially for electronic products and maybe cheaper products and smaller things 

where you don’t need to have a lot of different options, I think it’s very convenient. 

Because in Germany the stores tend to be outside the city or at least not directly in the 

city center. 

PK: It’s definitely different. I am used to have them outside the city center. And I actually 

think that’s fine. Because if I want to buy a power drill I go to buy a power drill and 

when I go to the city center my attention is more on strolling for stores. Maybe for 

men it’s different but I really just go there if I need something. So for me it would be 

more convenient to have them outside the city because then you can go by car or by 

bus and go there directly, park there. That is no problem. If you go to the city center 

that can be annoying. 

PJ: It’s hard to say. They have so much different stuff. When I remember when I was 

there the last time they had a barbeque but also charging products and so on. So for the 

small stuff I think it’s nice to have it in the city center because you can just go there 

and buy something if you need it quickly. But for bigger stuff it’s good outside. 

PT: I would claim it doesn’t really make sense to have a store like this in the city center or 

even on the high street. People need that window shopping and getting inspired when 

it comes to clothes for example. But if I need some electronic tool or hardware I 

probably know what kind of tool I want and I will get it right quick. Drive there, buy it 
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and get home again. This is related with a lot of time trouble if you buy this kind of 

stuff on the high street.  

 

Q8: 

M2: Now we want to show you a short video. It’s in German. Because Clas Ohlson opened 

today their first store in Germany, in Hamburg. 

All: Watching the video. 

M2: When you take a look at the video, what is your first impression on the product 

arrangement Clas Ohlson provides in their stores? 

PK: Arrangement? 

M2: Yes. How everything is organized inside the store. 

PM:  It looks like the IKEA concept. That you basically walk through and you probably 

recognize all kinds of products while you’re walking through the store. And you also 

will buy probably more than you actually need. 

PK: Yes. You go through every section. What PT said about the window shopping. You 

get inspired inside the store and you think: “I need a new power drill.” Or “I need a 

new barbeque.” Because you walk through everything and you get inspired by walking 

through it. 

PJ: Yes. 

PT: It seems quite customer-oriented I would say. I haven’t been in those kind of stores yet 

so I cannot really tell. But a lot of tool stores place products that you don’t need but 

that are quite expensive near to the cashier desk. And the first impression considering 

Clas Ohlson was that they don’t do that or at least not obviously. And this is quite nice 

to see that they prioritize the customer over maybe some quick buys. 

PM: What I also recognized is for example in comparison to IKEA. I felt like the product 

range itself might be a bit more appropriate to choose from. IKEA for example does 

only sell one brand. But especially when they went through the bigger machines and 

tools. I felt that it’s really nice to have some different brands in different price 

segments in one shelf. That enables them to distinguish themselves from for example 

Media Markt. 

PK: Short question. Is Cocraft their own brand? 

M1: Yes. 
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M2: It’s their own brand. So they have their own brand which is cheaper and then they also 

have some other brands, for example Bosch products. So they provide an expensive 

version and a cheaper version of the same product. 

Was it a good impression for you? Do you think that the product arrangement in the 

store make sense? 

PM: Yes. 

PK: Yes. Definitely. I am not sure if they have a few short cuts. But if they don’t, again, I 

would get annoyed. If I just need to buy a power drill then I don’t want to walk 

through the barbeque section. I’m not sure if they have those kind of short cuts. IKEA 

doesn’t. 

M2: IKEA has some. But they are hard to find. 

PK: Yes. It’s really hidden. So normally you just walk through the whole store. I would 

like that if Clas Ohlson had that. If I really just want to buy one product, then I want to 

have it fast. 

PJ: I think the combination of the online store, the customer service and where they are 

located is a good combination. Because then you can buy it online and if you have 

some problems you can just go there and ask. Or you can just call them. 

PT: Was your initial question more about the product range or the arrangement in the 

store? 

M2: The arrangement in the store. 

PT: Ok. But it’s also quite interesting to look at the product range. Because it’s combining 

a tool store with an accessory store and an electronic store. In Germany we have 

something like Obi for example, maybe butlers for these lifestyle products and Media 

Markt for the electronic devices. And Clas Ohlson is more a combination of all of 

them. So also the product range is quite different to most of the other stores I would 

say. 

PM: I agree. 

 

Q9: 

M2: As you already saw in the video and as PJ already talked about, you are able to buy 

products also online at Clas Ohlson. Is that something that is important to you? Or that 

would be important for you if you wanted to buy products from Clas Ohlson. That you 

are also able to buy them online? Or do you prefer to go to the shop. 
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PK: It depends. In Germany definitely. Imagine I’ve been in Hamburg in the store but I’m 

not living in Hamburg, then it’s important that I can order the products online. I don’t 

know where they are located in Hamburg. But if it is hard to get there I would prefer 

to order online. If I don’t have time and I know exactly what I want. 

PM: I agree. I think the number of branches in the region where you are living is really 

important. But also in general I prefer to buy online when I get some kind of discount I 

don’t get in the store. 

PJ: I think it’s a time problem. If I don’t have time to go there but I have time to wait 

some days before the product arrives then I would definitely buy it online. Especially 

in bigger towns where it can take some time to get to the store. 

PT: Considering the product range that was presented I would consider to buy the products 

in the store and not online. But on the other hand without an online store it wouldn’t 

be up to date. And there might be some products that you always want to buy online. 

But I wouldn’t buy my barbeque or power drill online. I would prefer to have a look at 

it and already take it home with me instead of waiting a couple of days. So I would say 

it’s not that important compared to other stores. But without an online store it would 

feel weird today. 

 

Q10: 

M2: For one question, we will go away from Clas Ohlson again. Through with promotion 

channels do you consume advertisements the most through? So TV, radio, online, etc.? 

PK: Online. 

PT: Online. 

PM: Online. 

PK: I don’t even have a TV, so definitely not TV. Radio when I’m sitting in the car. But 

mostly online. 

PJ: Yes. Online. You get advertisements everywhere there. 

M2: What exactly do you mean by online? Social media? Or Google? 

PK: To be honest, I’m most of the time in social media when I’m at home. So that’s really 

important. That’s probably the channel you can reach me the best with. 

PT: These personalized ads on social media. So if I search for something on Google, for 

example a power drill, and two hours later I’m on Facebook and then the cheapest 

power drills are presented I tend to have a look at it. 
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PK: Yes. That’s true. 

PM: Yes. 

PT: Because most of the younger people have ad blockers for the most websites. I’m not 

sure if it works on Facebook. 

M2: It does. 

PT: Then I’m not sure why I get these ads. Laughing. But this is what works best for me. 

 

Q11: 

M2: Just imagine you would see advertisement of Clas Ohlson. Do you think it’s more 

important that the advertisement is informative or that it’s entertaining? 

PK: Entertaining. As I can say based on my experience entertainment is very important. 

For me advertising definitely has to be entertaining. Considering the product range, I 

don’t need to learn anything about interior for example. So they also have glasses and 

stuff. But if I want a power drill, then it would be important to at least get some figures 

and data. But to catch my attention entertaining is the most important thing. 

PM: If it is a technical product I would definitely like to know what it has to offer in 

comparison to other brands for example. And also if it’s something that I have detailed 

knowledge about. A TV for example. It should not only be said how many inches the 

TV has but it should also be more detailed. If I don’t have in-depth knowledge but the 

product is not technical, then entertaining is more important. 

PJ: To catch my attention, entertaining is really important. Especially in social networks. 

There you want to be entertained. But as soon as I klick on the ad, I want to have 

details. 

PT: I would also say it’s quite difficult. The product calls for more information but only 

informative doesn’t really work and it needs to catch attention to some point. But on 

the other side I also would like to have some information in the ad already because it 

doesn’t matter whether the power drill looks nice. I need a power drill that is good 

compared to other power drills. 

 

Q12: 

M2: To mention it again, Clas Ohlson has opened their first store in Hamburg and in 

Germany in general today. We will show you three pictures now. 
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M1: The pictures where taken in the Jungfernsteg subway station. Clas Ohlson is located 

right next to the subway station there. 

PK: Really? That is a bad location. There you can’t park. 

All: Taking a look at the pictures. 

M2: So what do you think of these extraordinary ways of advertisement that Clas Ohlson 

did at the train station for example? Do you think that is something you would like to 

have? 

PK: I would like to have that. Just imagine being myself in the subway I would enjoy that. 

Subway stations in Germany and especially in Hamburg are pretty ugly. So that really 

entertains me. That’s cool. 

PM: It’s way more colorful than subway stations normally are. It’s probably going to be 

very effective and it obviously makes you recognize the brand itself even though 

you’re already really close to the location. 

PK: Exactly. When you go out of the subway station you stand in front of the shop. 

PM: And what is an LED zip light? 

M2: It’s an LED you can attack to the zipper from your jacket. 

M1: So you can be seen when you’re riding your bike. 

PK: And you can win that? Laughing. Wow. Ironic. 

M2: What do you think about that? You can take a picture in front of the redesigned train 

station and then you can win one of those zip lights. Is that something you would do? 

PK: I think that would be something I would do if the price was cool. But for an LED zip 

light? I’m not sure. Laughing. 

PT: The idea is nice, but the thing you can win is not worth it. 

PK: Do you have to post the picture on social media then? 

M1: Yes. 

PK: It’s a pretty smart idea I think. But I don’t know. 

PT: I would also say this concept of advertising is really good for the initial advertising of 

the store because they block massive spaces for the advertisement. So the whole 

staircase is full of advertisement of Clas Ohlson. This is good for the beginning but it’s 

also quite expensive and might not be the best way to continue. Just considering what 

you spend on it and the effect on the long run. So it’s a good initial advertisement. 

M2: So do you think that makes sense in the beginning when they just opened their first 

store and later on they should stop it. 
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PT: Exactly. I think it’s the perfect way to introduce a new store. But it’s probably also 

very expensive. And then you can downsize it a little. Because you won’t see it after a 

few weeks when you pass by there everyday. But it’s very good to draw the attention 

to the new store. 

PK: And also Jungfernsteg is probably one of the most touristic subway stations. So they 

can attract so many people to the store due to this. Because you can’t miss it when you 

see it for the first time. You can’t miss it. When you’re waiting for the train and it’s 

boring you can watch it and it’s kind of entertaining. I like the design. So I think it’s 

pretty smart to do that. 

PT: Yes. One thin PK just said is quite interesting. Because we found out that they are 

addressing the tourists through that commercial and I’m not sure if this is the right 

type because it’s not the kind of things I will buy as a tourist. So maybe a location 

would be better where daily travelers need to pass by mostly and not mostly tourists. 

I’m not sure. Maybe there are also daily travelers. But maybe a too high range of 

tourists is involved. 

PM: I guess they don’t really have a choice. Because at this time of the year there are 

tourists everywhere in Hamburg. 

PK: But at Jungfernsteg there are all the boat trips and so on. 

PJ: Yes. I would agree. I saw it once that a whole subway station was advertised for a 

movie. And that kept all the attention and we talked about the movie when we were 

there. 

 

Q13: 

M2: Based on your first impression on Clas Ohlson. What distinguishes Clas Ohlson from 

other hardware stores in Germany? 

PK: Definitely the Swedish style. They brand it Swedish. You can see it when looking at 

their products. In the video they had a lot of Swedish language on the walls and so on. 

M2: That was because the video was taken in a Swedish store. But in the German store, I 

am pretty sure that it’s in German. 

PK: I think so, too. But still. It’s the same with IKEA. Their brand is really Swedish and 

they advertise the Swedish lifestyle. And Clas Ohlson does that also really smart. They 

have this basic stuff that also German hardware stores have. But combining it with 

some interior with Swedish branding on it. That is really popular in Germany. 
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M2: So you would say branding something as Swedish is positively recognized by German 

people? 

PK: Yes. And it distinguishes it. And they sell this experience. When you go to Obi I’m 

not sure whether you have this experience. You just go there because you need 

something. And Clas Ohlson combines this hardware tools with convenient and nice 

things. So that’s pretty smart. 

PM: I would basically mention two aspects. First the Swedish origin of the company. I also 

felt like that you recognize it really quickly. But I think it’s also because of IKEA and 

because everyone knows IKEA. So IKEA and Clas Ohlson are branded in a very 

Swedish way. And also the product range itself. That they have bigger tools, 

barbeques. They also have the brand Kärcher for example. But on the other hand they 

also have spare tools and smaller stuff. 

M2: So that’s something positive for you, too? 

PM: Yes. 

PT: I would say the product range is the most interesting thing about it. Because it seems 

to me that it’s combining all these guy store concepts whether it’s tools and so on. And 

includes something that is also interesting for their wives. So it’s the opposite of all 

other stores. 

PK: Yes. 

PT: Mostly women buy the stuff you can get downtown and the guys are not that 

interested in that. And at Clas Ohlson the women might be interested in these lifestyle 

products. 

PM: The male equivalent to IKEA maybe. 

PT: So that’s quite an interesting concept. To combine these stores and also address a 

different target group that is normally not addressed. 

PK: Men are not addressed normally. 

PT: In these kind of stores women are normally not addressed I would say. 

PK: Yes, that’s true. 

PJ: I would agree that the product range is really good. And for the quality I would say it’s 

hard to compete. Because Germany and Sweden are on the same level when it comes 

to quality. But Sweden has maybe an advantage when it comes to design. 
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PK: One thing I would add when talking about the Swedish lifestyle. Their shop is also 

nicer from the inside than an Obi shop for example. Obi always has these ugly floors 

and ugly cupboard shelves. And at Clas Ohlson it is really nicely made. I like it. 

PJ: I feel like Obi is not addressing women. 

PM: Also the concept is very similar to what PK said. Since they guide you through all 

their products I don’t feel like you lose the overview. Because when you’re in Obi for 

example you may have to search for a while. Because it’s a really big space and 

obviously they have categories but you’re not guided through. So you always have to 

figure things out on your own. 

 

Q14: 

M2: We already made two focus groups with Swedish people. And they are more into the 

topic Clas Ohlson because they have been there a lot of times. We also asked them the 

question what Clas Ohlson makes special. And in their opinion it is the placement. So 

that they are mostly located downtown. And also the large product range and that they 

have a lot of cheap products. They usually go there for the small items. So you don’t 

go there when you want to build a house or something like that. You go there when 

you want to fix some small problems at home, for example fixing a shelf. 

Are those factors advantages in your opinion? So are those factors beneficial to you? 

PK: I’m not sure. I’m not so familiar with the shop and maybe you get used to it after a 

while. But for me it’s weird that they are located at the Jungfernsteg. In such a large 

city. When you want to buy a barbeque you have to carry it in the subway or when you 

went there by car your car is probably parked far away. If you go there for the small 

things fair enough. I’m a bit unsure about the location. For the rest I agree. 

PM: I’m not sure whether I appreciate the location in the city itself. But I think it is going 

to be beneficial for the brand. Because no other store in Germany offers that. You 

won’t find any other big electronical stores located in the city. At least none of them 

offers the same product range. You will be able to find Saturn for example but you 

won’t find stores like Obi and neither would you be able to find stores that combine 

that kind of product range. So I may not appreciate the location but I think it will be 

beneficial. 

PT: I would say it’s the perfect location in bigger cities. When you move to a large city 

and rent a flat as a young person then you have one store where you can find 
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everything you need. That also works for couples. Compared to a more rural area 

where people still build their own houses to a certain part they might prefer to go to a 

bigger tool store and buy whatever they need. But in this kind of store you can actually 

go there with your girlfriend or boyfriend and can get everything you need for your 

new apartment or to refresh your apartment. From electronics to maybe some tools. 

Because you want to feel manly even if you can’t really handle the power drill. So I 

think it’s quite a good location not especially downtown but near to larger cities. 

PK: So you think it’s not beneficial to have them in rural areas? 

PT: No. I wouldn’t see the customers there. Would you disagree? 

PK: I’m not sure, I need to think about it. For now I agree but maybe when it’s a bit more 

established. I think more barbeques are sold in the rural areas than in the city center. 

PT: That’s true. 

PK: I don’t agree totally, but I also don’t disagree totally. 

 

Q15: 

M2: You already mentioned some competitors of Clas Ohlson that might not offer exactly 

the same product range but parts of it. Can you mention them again? 

PM: Obi, Butlers, Saturn, Media Markt. 

PK: Even IKEA I would say. 

PM: Hornbach, Hagebau, Globus. 

PT: Konrad. 

PK: Konrad? What is that? 

M2: I think it’s also for electronic devices. 

PK: Ok. Never heard of it. But Butlers is probably a huge competitor of them. Because 

when the Swedish people mostly go there because of the smaller things and the 

interior stuff I think Butlers can be a really big competitor. Because they are so 

established in Germany. They have a huge range of this interior stuff and they are also 

located in the city centers and also in bigger cities. I think they can be a huge 

competitor. 

Q16: 

M2: Now we will go away from Clas Ohlson again and make it really broad. When you 

think about Germany in general. How is the political and legal environment in 

Germany in your opinion? Is it business-friendly? 
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PT: Compared to Sweden? 

M2: No. The first question is just about Germany in general and then we will compare it to 

Sweden. So do you think it is easy to start a business in Germany? Or to expand into 

Germany? 

PJ: I don’t know but I think there is a lot of bureaucracy. 

PK: Is it just about the legal stuff or also about the competitors that are already existing? 

PJ: ??? 

PT: I would agree. It’s quite bureaucratic. On the other side, if you follow the strict and 

quite narrow rules you will be on a safe side. So if you follow the rules, you are fine. 

But I think it’s not that easy for foreigners. 

M2: Do you think that the government in general helps companies? 

PJ: I don’t know how it is for expansions. But I know that it’s really hard for startups, so 

for people who just start with a company and don’t have any experience on how to 

integrate in the market and follow all the rules. They are often delayed with certain 

papers to hand in.  

M2: So you think there are a lot of rules you need to follow in Germany and that it’s hard 

for startups? 

PJ: Yes. 

PM: It’s probably going to be easier for an established brand who comes from Sweden to 

Germany for example. They still have to follow the same procedure but for the 

bureaucratic aspect it wouldn’t be such a big deal. 

PT: I would like to mention that we need to distinguish startups from rather bigger 

companies that have the money and expertize or that can pay experts to help them with 

the legal stuff. 

 

Q17: 

M2: And do you think that there are any differences when comparing Germany and 

Sweden in political and legal environment aspects? So do you think that they are 

business-friendly on the same level? 

PM: I don’t have in-depth knowledge about that but I would assume that Sweden is more 

business-friendly. And that the rules and procedures are more liberal in comparison to 

Germany. 
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PK: I mean Sweden is a real entrepreneurial area. So many startups have been founded 

here. Actually it’s really interesting because it’s such a small economy but they have a 

lot of huger companies that are known all over the world. So I guess it’s easier here. 

At least the very start. I just assume that. 

M2: So you would say for large companies it’s nearly the same but for startups it’s easier in 

Sweden? 

PJ: I talked to some entrepreneurs here. There were some that were founded seven years 

ago and now they are really huge. There are a lot, especially here in Växjö. They told 

me there are sides from the state where you can get help for startups. So that is much 

more developed than in Germany. They try to help startups in Germany, but they are 

not that good with it. 

M2: Both companies are part of the European Union. Do you think that makes them more 

similar in legal and political aspects? 

PK: No. Not necessarily. I think they are quite close. But not because of the European 

Union. 

M2: So because they are geographically near to each other? 

PT: And historically. 

PK: Yes, more historically than geographically. For example Poland is also close to 

Germany geographically but it is not the same system at all. But I think Sweden and 

Germany are kind of similar. 

PM: It depends a lot on the political direction of the country I would say. Since history and 

politics are going into a similar direction, I guess that is the reason for their similarity. 
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Focus Group 4 (Germans) - 19.05.2016 14:30 

M: First of all, we would like to know how relevant the price is in your opinion when you buy 
a product. Is it like the most important factor? 

PT: Which products are we talking about? 

M: In general, for example you could say that it's only relevant for a some products or not at 
all. 

PJ: It really depends on what product. If it is just about food or something then I think it's nice 
to buy ecological [organic] something. So that's more expensive than just going to a normal 
supermarket maybe. But I don't know. Other things like clothes you can buy them second 
hand so the price doesn't have to be high. 

PT: A product that I have a high involvement in, is more important for me. So I consider the 
price more important. So when it comes to products that I have a low involvement in, like 
purchasing a coffe-to-go or a hot dog on the street, I don't care about the price 

PN: For me it's always about the deal, about the value I get out of the product that I consume 
or buy. I mean it's like the price is like there to measure the value. The price I pay and the 
value I get. Really depends on the product. 

PL: I think also sometimes higher prices for value goods indicates also a certain kind of 
quality. I feel like sometimes we are trained to think that the higher price indicates that this 
might be a luxury good. 

PJU: I would say for me, if the price is high, like when I want to use a product for several 
years for example when I buy a new laptop, I would put more effort in it. Buy something 
more expensive rather than a cheap one. I look how long I can use the product maybe. 

PC: I think for like everyday stuff like coffee, I tend to buy the cheapest. Because I buy it 
constantly. So I try to get the cheapest, but also for example food. It's also obvious that the 
cheapest products are a bit shitty. So sometimes I spend a bit more if it's worth the money. 
But if it comes to cloths or computer, stuff you use more often, I try to get higher quality and 
try to not always have problems, because something breaks. 

PM: Yeah, so for long-term goods I usually take into account what it costs. But when it's just 
a short-term barely used and if the total price difference from the low cost prodcut, then it 
doesn't matter as much. 

M: I would like to pick up about the price. Do you get suspicious when the price is really 
low? What does a low price indicate for you? 

PT: That the production was cheap, maybe. 
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PJU: That the products are not ecological [sustainable], maybe, like in the case of food. If you 
buy cheap chicken, you can guess that it was not a happy chicken running around fields. In 
the case of food, I'm sceptical of low prices. 

PJ: Yeah, if you wanna buy a computer or something and it's a bit cheap then you double-
check what it has, you know. 

PC: If it gets too cheap. You can get good value for your money, but  if it gets like really 
really cheap, you think is it a fraud, is it a rip-off, is the quality bad, I don't want to know how 
it was produced. It's like you're too cheap. Don't take it, because you don't know. 

PL: I think we are trained to think like that, because maybe in former times a high quality 
good had a higher price because it was more expensive to produce and to sell. Nowadays we 
forget to really check, if the product has the quality which the price indicates. Because you 
still think in these patterns. Maybe some marketing dudes said, we could raise the price. 

M: Look at these two pictures of different products. How much would you be willing to pay 
for each product. First the power tool. 

PM: 600kr 

M: It would be nice to say it in crowns and if you can't convert in your head, Euros is fine as 
well. 

PT: Never heard of that brand, COTech. So I would pay not more than 300. If it was 
something like Bosch or Makita. Something I rely on, I would pay up to 1,500kr for it. I don't 
know anything about. Battery life, power. 

PJU: Also not about the quality. 

PN: But it looks decent. I mean for me it's shiny. 

PC: 500kr maybe. It also depends on where it's sold. If it's sold in LIDL, Aldi, then I'm a bit 
like okay, i'm not willing to pay a lot for it. But if it is a more specialized shop, they know 
what they are doing and what they are selling. 

PJU: I won't buy it anyway. Because I don't know anything about it 

PL: I would at least check it. Battery and stuff 

PJU: I would at least compare. From the looks it's cool, but without any knowledge about the 
brand, the quality 

M: Now what about the multi socket? How much would you be willing to pay for that one? 

PC: It does not even have the switch. 

PT: Like 20kr 
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(Agreement among the group) 

PC: 30kr 

PT: It's just basic stuff 

PL: And the big plugs don't even fit. 

PC: Here I would be really suspicious. Because it doesn't even have the most basic security 
features like the switch. I can buy it for 20 or 30kr and then it can set my house on fire. 

PT: But then again everything that is sold has to at least get a GS certification. I would trust it 

M: In general, which criteria are relevant when you buy a product. 

PJU: The brand 

PN: The looks, the quality and the feeling of the product. Because I consider the feeling an 
important part of it the way I use it. Not only with cloths but with phones, too. Like the kind 
of feedback I get. 

PM: Visually, it needs to be nice to look at and then that it's durable. That you can use it for a 
long time and maybe on top of that that it's ecologically friendly. 

PL: I think advertisement plays a role as well. Somehow they have to catch your attention. 
The better the advertisement for products are, the more attention they get. 

PC: I think's it's funny like that looks play such a large role. If it's a power drill or something. 
I don't mind how it looks, if it works and does the job and is good value for the money, it's 
secure, and fine quality. Then I don't mind how it's produced. It's ugly but it works. I don't 
have to look at it constantly. 

PN: In the end I would decide between two similair products for the same price, I would take 
the nicer looking one. 

PC: Yeah, but it's rarely the same. If one is a bit better, I would take that one. 

PL: But how does a pretty power drill look like? 

M: You already talked a bit about product quality. How important is the product quality, the 
sustainability and the variety of choice. 

PM: With the choice, when I know what I want, then I don't care about the rest. 

PL: I think we are not able to have a good opinion of variety of goods, because we always 
have the biggest variety. I think we never experienced a moment in life where the variety was 
very small and I think I would be quite shocked if I was in a country like Cuba, where you 
have to queue for bread and can only buy this one good. 
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M: But when you go to one store, is it important for you that you have more than one choice. 
For example the power drill, is it imporant that you have more than one choice like two or 
three different models you can choose from? 

PL: I would say, that it's important for me. 

PC: I think if it would be a shop with one power drill, you start to google [look for 
alternatives] because you always have more opportunitites. It's just that the opportunities are 
not within that one shop, but still they are there. In the end you will find 1,000 power drills 
and you can choose the one you like best. If a shop doesn't offer me different choices, I go 
look elsewhere. 

PJU: But you can use high variety of products as marketing. But this one [drill in the picture], 
for you it looks bad and you say it's bad quality. You see another one next to it that's double 
the price, looks better and is more secure, you will automatically pick the... 

PC: ... cheaper one. 

PJU: No, the better one! 

PC: It's like double the price, but only a bit better. 

PJU: Yeah, but this is something you can do with marketing. You force people do decide and 
not walk out. Maybe you have, for products like this, a cheap one, a middle one, and a 
expensive one. So you take the middle one. Because, I don't know, it just shows how you can 
play with variety. But I agree that with some products you don't care about variety. Once you 
go get an Apple iPhone for example, people usually only rarely go buy a Samsung phone. Or 
if you have a car from BMW and you're always okay with the product. Why would you 
change it? Never change a winning team. 

M: The products we showed you are from Clas Ohlson. It's a Swedish 'modern' hardware 
store, where you can buy lots of small things. Multi sockets, decoration, but also power tools. 
It's kind of mixed. They offer spare parts for their products. How imporant is it to know that 
you are able to buy spare parts? 

PT: Spare parts for the power drill or also for other stuff? 

M: Yeah, for everything that they sell pretty much. 

PM: It would be convinient. Because you usually use it with screws or whatever and you can 
just get it at one place and skip another store. 

PL: I agree 

M: So if you could buy spare parts rather than a new one, you would do it? 

PT: It depends, if I buy that drill for 300kr and then a second battery costs 250kr, then I would 
maybe just buy a new drill. But on the other hand, if they sell the spare battery for 50 or 
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100kr, then it's really convinient. But again I think it's very important to see what price we are 
in. You would rather buy spare parts for an expensive product than a cheap one. 

M: Clas Ohlson in Sweden is mainly located in downtown areas and shopping areas. So when 
you go shopping you can just stop by. Do you think that's good or would you rather have 
them outside of town? 

PC: It's so convenient. Because as a student you only have a bike to get around so it's easier to 
just go to one place and do all the shopping. It's a bit like easier and it's usually easier to get to 
downtown or a shopping area where there are a lot of shops. If they were in an indsutrial area 
in the middle of nowhere, then it's just annoying. And if I just notice that I need screws or 
whatever at home, I can just buy it while I got shopping for cloths or so. 

PL: Here in Växjö, it's kind of the same tho. Downtown is away and the other place 
[Samarkand] is also away for me. 

PJU: It's kind of the effort you put in. Like time, maybe money with the bus. If I have to pay 
for the bus to go outside of town, then I would prefer to have it downtown. So i save money 
and time. People are always lazy, so it's easier to have everything in one place. 

PT: I think their location strategy they are going to follow up in Hamburg is really smart, 
because they wanna place their stores in the city center and it is exactly the opposite of other 
stores in Germany do that sell stuff like that. Imagine you work in the city all day in the office 
from 8 to 5. So you might not have time to go to place to buy screws. So having it close to 
offices could increase their sales a lot, especially smaller parts. 

PJ: When people are just stopping downtown and they are like 'Oh yeah, I could get 
something from Clas Ohlson.' Instead of going... 

PT: ... yeah, you have more impulsive purchases. 

M: Now we will show you a short video in which they show you their stores. 

(Video shown) 

M: After watching the video, what was you impression of Clas Ohlson? Especially 
concerning the product arrangement. 

PM: It is a bit like IKEA, where you go through all parts and are reminded of things that you 
need but you didn't put on your [shopping] list. So it's quite a similar system there. I also 
noticed that Clas Ohlson uses the colors light blue, white, and yellow in Germany. But not 
yellow in Sweden. So I believe they could have adjusted this market communication to more 
appeal to Germans, who might associate the country colors of the Swedish flag and thereby 
the values of the Swedish country, which have already been presented in a good manner by 
the company IKEA. IKEA also uses the colors yellow and blue and this company has already 
created a good trust among the German customers. 
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PC: It's when you go into Clas Ohlson and want to buy one thing, you always buy so much 
more. It's like oh I need that, that looks nice, this is cool. There are so many other things. 

PT: It's like a real shopping experience, not a normal hardware store 

PC: It's good 

PT: I was surprised by the broad product range. They had their own brands, I think, but I also 
saw Bosch. 

PN: They also reminded me of a downtown IKEA. Go there quickly and buy one thing but 
obviously you end up with lots more. It seems like a genius concept. People tend to live in 
smaller communities in the city or personally move in a smaller circle. They travel a lot, but 
they never leave their part of the city. So it's smart to bring it to a place where the cusomter 
can go spontaneously. Bring it to the customer. 

PL: It looks like they have everything in this one store. 

M: They mentioned it in the video, but are also able to shop online at Clas Ohlson. Is that 
something that is important to you? 

PN: Absolutely! I do almost more than 50 percent of my shopping online. For all sorts of 
stuff, not only cloths or technical things. Also for shampoo, I mostly do it online. It's really 
convinient. They just deliver it and you don't have to carry it around. If you have goods you 
are in constant need of, then I see it as easier. 

PJU: If you shop online then you have like the possibillity to compare stuff directly. You can 
go to the page of Clas Ohlson and one competitor. You can compare them pretty fast, 
otherwise you have to go to the shop. It's way easier. As PN mentioned, I also buy a lot of 
things online. 

PL: I always use the online shops to check the variety of goods and the availbility. So if it's 
about cloths, you can check the new season of cloths. For me personally the feelings is still 
more important than the look on a pricture in the internet. So I check it, but then go to the 
shop. 

PJ: I don't do online shopping. I just have to go to stores and feel it. 

M: In which way would you say, do you consume the most advertisements? Like radio or tv. 

PM: Youtube 

PC: I think just online, when you read articles there or are on facebook. 

PL: When you check your mail 
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PC: It's like, you don't want to see it, but you can't help it. It's constantly there. It's also 
everywhere on the internet. I don't watch that much tv or radio anymore, so it's not that 
important to me. 

PL: I would also say youtube, but not the ad in the beginning of the video. But mostly the 
products they present in the video like shopping hauls [videos in which a blogger presents the 
most recent purchases]. I used this cream for this and so on. 

PJU: If you buy online stuff, they always show you stuff. Because the internet remember what 
you bought last time and they are like 'You might be interested in this or that product'. That's 
where I get the most advertisment from. 

PT: I still like traditional print brochures that I get weekly in my mailbox. Especially 
Elgiganten or Media Mark. I like to have it in my hand, but when I get a newsletter as an e-
mail I straigh delete it. Last year when I bought a tv, I started comparing the weekly offers 
from different companies. It was quite convenient. I know it's traditional. 

PN: For me it's also about what my friends tell me in certain products. Obviously we are 
influenced by facebook or instagram marketing. Most of my decisions for bigger purchases 
comes from my friends who have that product or used it before, how they see it and so on. 

PJ: I just wanted to mention that posters are probably also something I look at a lot. You don't 
really pay attention tho, but they are around. You are bored and you look at it and read it. 

M: Should an ad for Clas Ohlson be rather informative or entertaining. 

PC: Because it's about technical stuff, how entertaining can an ad be? It's more about 
information for me. I want a working power drill, not an entertaining drill. It's a bit... it 
shouldn't be ugly, but at least it should have some information in there or tell you how to find 
out more information about. If I can't take it seriously for a proper technical store, then I think 
it won't work. 

PL: Maybe you should make these boring things an experience. I think people buy things at 
Clas Ohlson because they think it will increase their quality of their lifestyle. These rather 
boring things, should be a bit entertaining. 

PT: For a shop with such a broad product range, they shouldn't focus on a product in itself but 
more  selling the feeling to go to that shop. Because they might have 100 products on sale 
each week, but what is the eyecatching offer? That's a big questions. For example when you 
look at IKEA's tv commercials, they sell the feeling not the table in itself. For Clas Ohlson 
that would be appropriate as well. 

PJU: I agree, the variety is so big. What should you focus on? There are too many options, 
electrical, decorations. I don't know, but I would do it like PT said it. Sell the feeling. 

PC: But then the problem is like, when PT said that he likes to compare the advertisements. 
You can try to sell that feeling, but because it's about technicalities and we're so used to get 
information and compare more. I think you need to have like a balance between both. With 
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some information it would be okay. Like what can I buy and what are the products. Because 
they are not known in Germany, that would be more than a store that sells power drills. I think 
if I wouldn't know it like 'Okay, they didn't give me any information about their products.' I 
want that 

PT: Isn't that more intressting than clearing up. Imagine you don't know this shop and then it 
pops up an ad, like Media Mark, it shows a tv and a big price and then Clas Ohlson at the 
bottom. So you think they might just sell electrical stuff but since they also sell living 
decoration and other kind of things, wouldn't it be more appropriate to have a video about a 
situation where they use a lot of Clas Ohlson products to see what they all offer, their variety? 

PN: You get to that point where you catch the customer emotionally and he is like 
emotionally attached to the idea of the shop. Or i don' know, at the end of the video they had 
like this moving box and all the things around it was from Clas Ohlson. So it's all about your 
home and caring for your home and once get emotionally attached to Clas Ohslon, you just go 
there and ask what do I need to fix certain things. You are trying to bind the customer to Clas 
Ohlson then. 

PL: I think what they should do and are already doing is to play with this IKEA thing. They 
are from Sweden and it's an experience and your whole life will be better after buying 
something at Clas Ohlson. Because the Swedish stereotype of Swedish people having a good 
taste of design and interior design. They should use this, otherwise they cannot win against 
the established shops in Germany. Because then it's something new. The Swedish way of life. 

PC: I think, when you think about this, then it's also about the clients, because with this 
strategy you don't get the middle-aged guy who just wants a power drill, but it's really good 
for us younger people. It's something new and this mixture [of products] is kind of different. 
We don't have that. 

PJU: It's a bit like OBI, not that big, but is a bit the same. But also different. Because for 
everything you have a competitior who is better but for Clas Ohlson they have a big variety of 
things and they should try to put them in a good position. So if you want to buy the easy 
product you just go to a regular 'Baumarkt' [German for hardware store] or like shops who are 
really known for their quality with a long history. They are kind of new and they should 
promote their concept and combination. 

M: We will now show you an advertisement Clas Ohlson did at the Jungfernstieg subway 
station in Hamburg. What do you think about such extraordinary ways of advertising? 

PT: I think it's a good strategy, because it makes the people aware that something new is 
going to open there. Because so far people don't know what Clas Ohlson is and where it is. 
There always new shops opening in Hamburg, so why would people know about it. So if you 
catch the train station with the people I was talking about earlier [commuters and office 
workers], they mainly use the train and you catch them there. 

PN: I think it's a good way to subconciously influence people, because they pass by that 
advertisment everyday, thousands pass by and maybe a couple of times a day. It not only 
raises attention at that moment, it might make you think about that new shop, but the more 
important part, I think, is that they subconciously influence thousands of people with their 
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brand and logo. Once they step out of the station and they see the shop, they are like 'Oh, 
that's the shop'. They will wonder what it is and might end up buying something there. 

PJU: I like the kind of idea because at the escalator you just stand because you can't really 
walk because it's so full and you look around and see the ad and it surrounds everything. 
Because if you go by car through the city and you see a big wall with this, you have to 
concentrate on the street. But here you have to wait for the tube you just stand there, wait and 
look around. It's a good place. 

PJ: I don't know what the station usually looks like. But with all the colors it catches people's 
attention. Something new. 

PL: I'd say the opposite. I prefer something minimalistic. I like their logo and the writting 
style they used, it's quite minimalistic and clean. So in my opinion the colors should be 
reduced. And also the white part with all the symbols, I don't like that. 

PT: But it raises your awareness and attention. Not matter if it's positive or negative. That's 
the intention. 

PC: I think it's the hardest to get the people in the shop. Because when they are inside, they 
see the concept and products and they [Cls Ohlson] wins. But it's really hard to get them in, 
that's why they have like all the different products on the wall. So you know, they have a lot 
of things. Like all the departments like 'Wohnen' [German of Living]. You see they really 
have everything. So you just look around and see for yourself. 

M: What do you think distinguishes Clas Ohlson from other hardware stores in Germany? 

PM: Location, we talked about that before and then also the product range it's a bit smaller 
than other hardware stores, but they have more things you can't usually find there. The design, 
more pleasent experience. You are guided through the different parts of the shop. 

PC: It's more about living, not about building. Normal hardware stores for me about buildings 
something, how can I get something fixed. At Clas Ohlson you can find a way to fix 
something but also to make it nice. A bit like IKEA with the furniture 

M: Is that positive for you? 

PC: For me it's positive, but people who are only focused on technical aspects they probably 
don't care. But for me you go to Clas Ohlson, it's one store it's all there and in the middle of 
the town. I don't have to spend much time. 

PL: I think some people might be attracted because of the design elements. These lamps or 
something like that. Those who just want some tools, because they want to build something 
might get inspired by the nice design. That's good. 

PJ: I could imagine the stubborn German men who want to build something, would continue 
going to the traditional hardware stores. That might be too much. 
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PL: For me Clas Ohlson represents this cool, hip do-it-yourself lifestlye you see on youtube or 
blogs. Like smaller projects for your apartment not your house. So it's more for like the 
people who are not the stereotypical, I don't know the English word, 'Heimwerker' [German 
word for people who fix things themselves]. So the younger people don't have to go to the 
traditional shops to buy things. It's more friendly there. 

PT: I think that Clas Ohlson brings the products closer to the customer than other German 
hardware stores. They seem to have a different target group than other stores. Because for 
example when you go to OBI or Hagebaumark [Example of two German hardware stores] or 
whereever. You always feel like a rookie if you do not show up with a proper truck, wear a 
blue overall, or at least have paint on your hands to show you have ben working all day. If 
you got here in your suit you always feel like you don't belong there. So if Clas Ohlson is able 
to sell the same products to people who come in there and feel comfortable in a nice 
envronment and they offer solutions for the customers. I guess a woman would always go to 
Clas Ohlson rather than a regular hardware store. 

PM: I think it's less intimidating when you go there 

PC: When someting broke in our shared flat, I as the boy always had to go get things and fix 
them. It's gonna be interessting, because I don't really know those things. It was rather like 
you need to be a specialist and you feel stupid when you ask basic questions there. So you feel 
like you need a lot of knowledge to fix stuff. 

M: When we asked Swedish the same questions, they mentioned that Clas Ohlson's location, 
broad product range, they have a lot of small things, it's cheap but still has good quality. Are 
those things also adventageous to you? 

PL: Yes! 

PT: I would say us Germans are the same... 

PC: ... not always. 

PT: But when it comes to consumer behavior 

PC: Okay, yeah then that's true. But I think it's more the younger Germans than the older 
ones, like generation 45+. But for the youngers I think they would definitely find all those 
things good. 

PN: But the market share of this target group is decreasing, because they die. So there's gonna 
be a lot more of us soon. But it's also that the mom fixing IKEA stuff from the older 
generations will like Clas Ohlson better. 

PC: That's why it helps to start in Hamburg and not start in same village in the Bavarian 
backwoods. I think it's really about the location. If you go to the bigger cities like Berlin and 
Hamburg, you have probably the largest share of those younger people there. But in the rural 
areas, I think, Clas Ohlson would not be really successful. Because in the villages you still 
have a lot of those 45+ people who are like 'It's new, it looks good, we don't want it'. 
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M: Would you say that the legal and political environment is business-friendly in Germany? 

PT: Yes, because we have a safe political system and if I was a company owner I would rather 
open a shop in German than in Saudi Arabia. 

PC: I think it's also because German wages are quite low, it's like the low qualified, yet they 
are stll quite eduacted compared to other countries like Sweden. So wages are lower. 

PT: We have a huge market and high purchase power as well. 

PL: Maybe in some parts regulations are quite high. When you come from Sweden it might 
look more liberal, but still, I could imagine that a lot of regulations can make your life hard. 

PN: But from a legal standpoint you have to acknowledge that most regulations are 
implemented by the European Union and not Germany directly. But still the way the German 
law works, the costs of starting a company or like to having a company and continuessly earn 
money with that company, are releatively high but they are manageble. You can foresee what 
might happen in the future. So you have a chance to reacting to it. The fact that you have 
actual norms, that the law is designed by norms and not by cases like in England, so when 
they find an old case it could still influence your law suit and you can get a problem. So it's 
hidden. 

PL: But I think that old norms can also be a problem, because they don't renew them in 
Germany often. 

PN: Well, they are. But you don't have to if they are working. 

PL: Well then you just add and add and add and in the end you have a large thing. 

PC: It seems that with all the law stuff and forms, in Sweden it's more digital than in 
Germany. So it's harder to access and it's really hard to apply for help. Like with student loans 
from the government in Germany vs. in Sweden. It's probably the same for companies. It 
might be even worse for them. Because they are not used to this kind of bureaucracy 

PL: Also like the minimum wage in Germany and the bureaucracy connected with that. 

PN: But also the German bureaucracy also comes with a certain level of security. The biggest 
goal of the German democracy is that everyone is treated equally and has the same chance 
and that's what the bureaucracy ensures. It comes with a lot of security 

PC: But if you think about it, as a start-up company it's really company. For an established 
company it might be easier. As a big company security is always good, but for small 
companies the bureaucracy outweighs the security, I think. For me Germany is not as liberal. 
There are like pros and cons. 

PN: It still depends on the legal form [of the company] you choose. There are like legal forms 
where we could just sit together and say 'let's start a company' and it would be directly be a 
company. But then you have legal forms for which you  need start capital. 
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PC: For example with the UG [Unternehmergesellschaft, the German version of a Limited 
company], if you think about that. Nobody want to trade with you. It's like it's not safe. I think 
it's because it's so bound to security [in Germany]. So if someone does not fulfill the safety 
criteria, it's for Germans like 'No, I'm not working with them'. They don't need any capital, 
any securities. Even as a customer that might happen. Like why can't you afford to be a 
proper company? 

M: You already started to compare Germany and Sweden a bit. So do you think there are 
large differences between the political and legal environment in Germany and Sweden? 

PM: I think both countries offer a lot of stability. You can plan long-term. Not really a risk of 
a crisis etc. So it offers some security for management. 

PL: I was a bit surprised. Because if you are from Germany you have the Bullerby-Syndrome, 
that you think everything is nice in Sweden and you think Sweden is quite liberal. But in 
economic terms, I think Sweden has even more regulations like with the monopoly on alcohol 
or how they receive the housing. There are these lists organised by the state. I think they are 
quite different actually. 

PC: I think the biggest thing might be the social stuff. How the company owners are 
represented. In Germany they are quite well-represented. I think in Sweden they have a harder 
standing. It's just about the minimum earnings, although there is no minimum wage, the 
people still make a lot more money here. It's also about the flexibility of the job market. It 
feels like it's a bit more limited than the German one. Once you got a job and you work for 
them for a long time, it's really hard to fire you here. In Germany it's a bit more flexible, not 
completely but a bit more flexible. 

PN: Maybe workers unions. I think here they have more influence than in Germany 
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