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Abstract  
 

The world today is confronted by the worst financial and economic crisis since the Great 

Depression of 1920’s. Due to the financial system being globalised and interdependent, the 

contagion effects of the financial crisis trickled down to Europe and ultimately triggered the 

recession of 2007-2009, which had far-reaching repercussions on cross-border economic 

activities. The severe international downturn had a significant effect on the Swedish economy 

and Swedish SMEs. Moreover, the recession has heightened economic uncertainty and combined 

with the existing challenges facing SMEs, created one of the most difficult business climates in 

decades, hence, a prevailing need for creating resilience.  

 

The purpose of this study is to examine how Swedish Internationalised SMEs remain resilient 

during times of recession. This will be studied through investigating what resources and 

capabilities were crucial for building resilience and how the SMEs changed their strategy during 

the recession to remain resilient. The study is conducted through a qualitative case study and an 

abductive approach in order to get a profound insight into the firm’s behaviour. The theoretical 

framework is founded on the area of strategy and resilience, by accounting for strategy 

formulation, the RBV, resilience and strategic change. Moreover, the empirical chapter presents 

the results of the data gathered from the six case companies and is structured according to the 

companies and the three research problems. In the analysis, the patterns emerging from the 

theoretical framework and the empirical data is analysed based on the three research problems 

through trying to understand the underlying reasons for the emerging patterns. The study 

conclude that Swedish internationalized SMEs remained resilient during the recession of 2007-

2009, through reconfiguring its critical resources and capabilities, and changing their strategy to 

adapt to the changes in the external environment caused by the recession. 

 

Keywords: Resilience, recession, SMEs, strategy formulation, resource-based view, dynamic 

capabilities, strategic change, turnaround strategies, proactive approach, Ansoff growth model
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1. Introduction 
 

In this chapter a background for the theoretical concepts will be provided. The background will 

provide a foundation for discussing and defining the research problem and will start by 

describing the effects of the recession in 2007-2009 on the global marketplace and, more 

relevantly, the effects on small and medium-sized enterprises (SME). Moreover, the increasing 

importance of the Swedish internationalised SMEs will be depicted and their vulnerability during 

times of uncertainty, thus their need for resilience. The research problem will be discussed by 

identifying the gap in the research on SME resilience during periods of recessions. In the end of 

the chapter, the purpose of the thesis and an outline of the remainder of the thesis will be 

presented. 

 

 

1.1 Background 

1.1.1 The global financial crisis 

The world today is confronted by the worst financial and economic crisis since the Great 

Depression of 1920’s (IMF, 2009; World bank, 2009), which has caused turbulence and 

increased uncertainties in the current business environment. The evolving crisis began in the 

spring of 2007 with problems in the repayment of subprime mortgages in USA. This triggered a 

loss of confidence in the mortgage credit markets and as a result, major investment-banks in 

USA went bankrupt (World bank, 2009). Due to the financial system being globalised and 

interdependent, the contagion effects of the crisis trickled down to Europe and other countries, 

which thereby developed into the global financial crisis (Aloui et al., 2011; Kamin and Pounder, 

2010). The global financial crisis simultaneously hit multiple industries and countries by 

abruptly and unpredictably changing demand, input prices and credit conditions (Campello et al., 

2010). This triggered the recession that lasted for 18 months (December 2007 - June 2009) and 

had far-reaching repercussions on cross-border economic activities (CBS, 2010; Chor and 

Manova, 2012). A recession is characterised by negative growth and a decrease in demand. The 

world economy experienced a sharp and sudden decline in international trade during the 2007-
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2009 recession. During this period, the emerging economies appeared to enjoy an advantage in 

the attraction of foreign direct investments and specifically the BRIC economies dominated as 

the most preferred investment location to offset some of the sales decline occurring in their home 

markets (United Nations, 2008). An initial analysis suggested that the emerging markets, 

particularly the largest economies Brazil, Russia, India, and China (BRIC) would maybe escape 

the worst of the recession or even create a counterbalance to the downturn within the 

Organisation for Economic Cooperation and Development (OECD) countries. By the end of 

2008 it became clear that even though the high growth, large emerging markets such as China 

and India, had not escaped the recession (The Economist, 2008; OECD, 2009). Recessions do 

not need to have an entirely negative impact of the survival of firms, instead they can be viewed 

as periods of creative destruction in which old products, industries and technologies disappears 

and new ones emerge. Thus, recessions may also stimulate activity in certain businesses and 

industries (Anderson and Tushman, 1991; Schumpeter, 1934; Stangler, 2009). 

 

The severe international economic downturn had a significant effect on the Swedish economy 

and Swedish firms (Riksbank, 2009). Sweden's GDP was heavily affected and resulted in a 

decline of GDP in the year of 2008 with - 0.6% and in 2009 - 5% (Ekonomifakta, 2013). 

Moreover, there was a sharp decline of exports, - 16% in 2009 (Statistiska Central Byrån, 2013), 

and the interest rates increased considerably which dampened the willingness to invest among 

firms (Frycklund, 2008). Thus, there was an evident decline in business activities from the 

financial crisis with many firms filing for bankruptcy, hence, the recession created a challenging 

environment for firms, especially small and medium sized enterprises (SME), which increased 

their vulnerability on the global market (Dallago and Guglielmetti, 2012; OECD, 2009).  

1.1.2 SMEs vulnerability during times of recession 

SMEs employ fewer than 250 employees and have an annual turnover, not exceeding 50 million 

EUR, or an annual balance sheet not exceeding 43 million Euro (European Commission, 2010). 

These firms have in the past decade been fraught with challenges and risks, such as intense 

global competition, increasingly demanding customer requirements and rapid changes in 

technology (Demmer et al., 2011). The recent recession has heightened the economic uncertainty 

and combined with the existing challenges facing SMEs, created one of the most difficult 
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business climates in decades (OECD, 2009). Many scholars have viewed SMEs as vulnerable 

during the financial crisis due to their deteriorating performance and in severe cases business 

closures (Dallago and Guglielmetti, 2012). SME’s in international trade are continuously faced 

with unstable markets and increased competition from global restructuring, which imposes and 

demands substantial adjustments of the firms (OECD, 2001). In times of crisis, SMEs suffers the 

most and are the least prepared of all organisations (Ingirige et al., 2008). Moreover, they do not 

have plans in place and it is commonly accepted that SMEs can be impacted by extreme events 

at an earlier stage (Sullivan-Taylor and Branicki, 2011). Their vulnerability has been linked to 

limited resources, which often restrict their capacities to withstand competitive pressures in 

adverse conditions and are more likely to cease trading compared to larger firms (Storey, 1994).  

However, not all characteristics of SMEs increase their vulnerability, and in the event of major 

external shocks such as the economic crisis, the flexibility of SMEs is a key characteristic (Reid, 

2007), which can enable them to survive in the face of severe external pressure. 

 

The role of SMEs has changed and their development from both mature and emerging markets 

are driving the internationalisation (Jansson, 2007). They are no longer the victims of 

globalisation, but rather active participants with successful activities outside their home markets 

(Ruzzier et al., 2006). SMEs represent around 99% of businesses in the European economy 

which employs two thirds of the total European Union workforce (European Commission, 2005). 

In addition, approximately one-third of all European SMEs reported an increasing number of 

international business contacts over the last five years (European Commission, 2010). SMEs are 

today crucial engines of economic growth, employment and social cohesion (OECD, 2001). 

 

However, SMEs face disadvantages in terms of internationalisation, due to their size, the impact 

of unsuccessful international expansions is harder than on a larger firms (Lu and Beamish, 2001). 

Furthermore, approximately, 99% of Swedish firms are SMEs, which employ 52% of the 

Swedish workforce, hence, a requisite ingredient for the economy. Sweden is highly dependent 

on international trade and the increase in Swedish internationalising SMEs has contributed to a 

growth in Swedish exports (Statistiska Central Byrån, 2013). According to Tillväxtverkt (2012), 

25% of Swedish SMEs conduct business operations abroad, and have increased turnover and 

employees in foreign markets. Since the Swedish economy is highly dependent on external trade 



INTRODUCTION 
 

	   4	  

(SCB, 2013), there is a need for Swedish SMEs to overcome their vulnerability and develop 

resilience to enable them survive difficult recession times (BIS, 2009). 

1.1.3 Need for SME resilience 

Resilience is the capacity of an organisation to survive, adapt and sustain their business activities 

in the face of uncertainty (Ates and Bititci, 2011), and is the maintenance of adaptive adjustment 

under challenging conditions. Moreover, resilience is developed over time and is the 

consequence of dealing effectively with market uncertainties so that the entity not only survives, 

but also thrives because of adversity (Weick et al., 1999). Organisational resilience is seen as a 

key capability for sustainability during changing markets and for firms to become more 

sustainable and resilient, they need to create innovative responses to the market through 

continuous change and improvement (Ates and Bititci, 2011). Continuous and unpredictable 

changes can stretch firms to the breaking point, leaving them more vulnerable and more 

susceptible to failure (Acs et al., 1990). Therefore, SMEs operating in turbulent business 

environments need to develop resilience by prioritising their capabilities to achieve a level of 

“Strategic readiness” (Hossam et al., 2011). Strategic decisions are based on the firms’ available 

resources, hence when the external environment is subject to rapid change, internal resources and 

capabilities offer a more secure basis for strategy than market focus (Timlon, 2013). 

  

The resource-based view (RBV) focuses on the resources and capabilities of a firm that can lead 

to a strategy, which provides a competitive advantage over competitors (Petraf, 1993). The RBV 

views SMEs as a disadvantaged group of firms in pursuing internationalisation, due to it 

highlighting resources and capabilities as the determinant of firm growth and performance 

(Penrose, 1995; Peraf and Barney, 2003; Wernerfelt, 1984). The RBVs identification of relevant 

resources and capabilities enables a firm to prepare for, and respond to, extreme events and 

unstable markets (Hamel and Valikangas, 2003). Furthermore, SMEs are weakened by their 

resource constraints, therefore, resource scarcity is a key issue for SMEs, and in relation to 

resilience, large resource rich firms are more equipped to handle external pressure (Herbane, 

2010). Moreover, strategic decisions are based on the firm’s available resources, hence when the 

external environment is subject to rapid change, internal resources and capabilities offer a more 

secure basis for strategy than market focus (Timlon, 2012). SMEs that become affected directly 
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and indirectly by extreme events have fewer resources ‘to plan, respond and recover’ (Ingirige et 

al., 2008). According to Sullivan-Taylor and Branicki (2011), to become more resilient, SMEs 

can mobilise resources by their core business and priority of resources. 

  

Dynamic capabilities play a crucial role in environments where changes are rapid, nonlinear, and 

largely unpredictable (Eisenhardt and Martin, 2000), thus it reflects the firm's capability to 

integrate, build and reconfigure competences to address rapidly changing environments (Teece et 

al., 1997). In order to build resilience, the firm depends on its ability to change to meet future 

development and conquer turbulent environments (Ates and Bititci, 2011). In comparison to 

larger firms, SMEs have advantages in the flexibility of their decision-making processes and 

organisational practices (Zahra et al., 2006), thus making them potentially able to effectively use 

dynamic capabilities to build resilience in the event of environmental change. Moreover, the 

characteristic of SMEs such as the lack of resources, the smaller number of staff employed and 

the flatter management structures, enables the firm to create an opportunity for rapidity under 

conditions of market changes. Therefore, flexibility and adaptability characteristics of SME are 

key enablers resilience (Sullivan-Taylor and Branicki, 2011). 

 

Since resilience can be created and determined by a set of dynamic capabilities and resources 

that form a firm’s adaptive capacity (Norris et al., 2008), firms need to refocus their strategies to 

build resilience by equipping themselves to external changes (Gunasekaran et al., 2011; Hart and 

Milstein, 1999; Hamel and Valikangas, 2003; Moore and Manring; 2009). Continuous and 

unpredictable changes can stretch firms to the breaking point, leaving them more vulnerable and 

more susceptible to failure (Acs et al., 1990). Strategy change is important for firms in rapid 

changing business environments (Ansoff, 1965). In times of high uncertainty, firms are able to 

achieve a level of ‘strategic readiness’ through aligning their strategy to the changing 

environment (Gunasekaran et al., 2011). However, as mentioned before, SMEs are characterised 

by a number of behaviours that may hinder their ability to become resilient (Jennings and 

Beaver, 1997). SMEs tend to plan in the short turn, mainly reacting to internal or external events, 

which makes them less able to deal with strategic long-term developments. This prompts the 

firm to direct their core business objective to become pure survival. A change in strategy enables 

the firm to not only cope with market uncertainties but also identify opportunities that are 
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prevalent during times of recession and achieve resilience (Gioia and Chittipeddi 1991). Firms 

differ in their perception of recessionary effects as well as reactions to recessionary conditions, 

thus in order for firms to attain resilience during a recession, it’s adaptability to change strategy 

will enable a fast response (Shama, 1993). In coping with recessions, SMEs that change their 

strategy and seek niches within the market are likely to reward unique resources and capabilities 

thereby remain resilient (Geroski and Gregg, 1997). Thus, building resilience is seen as a key for 

SMEs to survive times of recession (Ates and Bititci, 2011). 

1.2 Problem discussion 

In the wake of globalisation, SMEs have become drivers of internalisation and their importance 

is increasing in the global marketplace (Jansson, 2007). The internationalisation of Swedish 

firms has increased immensely through new country markets becoming available to international 

investments, which have created opportunities to move the production of goods and services 

abroad (Statistiska Central Byrån, 2013). Thus, small firms dominate the marketplace and are the 

core of economic growth making their resilience critical in the changing global market. This is 

especially the case for SMEs, who have been seen to be more affected than larger organisations 

(Pearce and Michael, 1997). Previous research has extensively shown that SMEs were negatively 

affected by the recession, and despite SMEs importance in the global marketplace, existing 

research has not explicitly examined how these firms survive recessions and remains resilient 

(Pearce and Michael, 1997). The recession present a period of high uncertainty in the business 

environment that threatens the survival of all firms (Latham, 2009) and the economic well-being 

of many countries is very much dependent upon SMEs being or learning to be resilient (BIS, 

2009). Hence, how SMEs plan for and respond to extreme events is a crucial focal point for 

future research (Runyan, 2006). Moreover, since SMEs constitutes 99% of all Swedish firms, it 

is evident that their resilience is an important prerequisite for the growth of the Swedish 

economy, creating resilience of Swedish SMEs an important area of study.  

  

The 2007-2009 recession simultaneously transformed the business environment making it 

necessary for firms to rely on their resources and dynamic capabilities to survive changing 

environments (Piva et al., 2012). SMEs are highly vulnerable particularly due to resource 

constraints (Acs et al., 1990; Ates and Bititci, 2011; Wesson and DeFigueiredo, 2001), and in 
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comparison to large multinational firms, generally face severe constraints of financial and 

informational resources and capabilities (Herbane, 2010; Vossen, 1998; Zyglidopoulos et al., 

2006). Research has shown that in order for SMEs to compete in the global marketplace, they 

have to increase their individual competitiveness (Fassoula, 2006), thus, further research is 

necessary to investigate how SMEs can develop resilience, given their existing knowledge base 

and resources (Sullivan-Tayler and Branicki, 2011). 

  

It is argued that smaller firms may leverage more flexible organisational structure and processes 

when responding to environmental changes. Therefore, in times of recession, SMEs attempt to 

build resilience through flexibility and rapidity (Ismail et al., 2006; Sheffi, 2007; Sullivan-Taylor 

and Branicki, 2011). However, there is not sufficient research on the application of dynamic 

capabilities in a small business context (Trott et al., 2009), and the recent recession has presented 

an opportunity to study how firms used dynamic capabilities in an extreme high-velocity 

environment (Eisenhardt and Martin, 2000; Piva et al., 2012). It is therefore of profound interest 

to study how SME use dynamic capabilities to better handle the recession and build resilience in 

turbulent business environments.  

 

While it is not possible to foretell the future, firms can equip themselves to adapt to uncertainties 

(Hart and Milstein, 1999; Hamel and Valikangas, 2003; Moore and Manring, 2009), that requires 

a strategic approach and the SME need to be resourceful and flexible in applying various 

strategies (Holban and Ionica, 2010). A combination of strong business concepts and strategies 

with a high degree of responsiveness are key performance drivers in uncertain business 

environments (Lindgren and Bandhold, 2003). Therefore, it is clear that there is a need for 

research regarding how SMEs adapt their strategy during times of recession and remain resilient. 

This is important prerequisite that must be fostered by firms in order to survive times of 

recession and is an area in need of more research exploring how firms survive during the periods 

of recession (Pearce and Michael, 1997). 

  

The effects of the recent global recession presents an opportunity to develop the knowledge gap 

on resilience during times of recession in a small business context. The above discussion argues 

for that not all SMEs experienced a performance decline or exited the market because of the 



INTRODUCTION 
 

	   8	  

turbulent business environment from the recession. Rather, there are indeed SMEs that remained 

profitable by adapting their strategy, using dynamic capabilities and configuring their resources 

and capabilities to best match the environment, thus thrived and remained resilient during the 

recession in 2007-2009. Previous research has shown little interest in this area, whereas a clear 

gap in research can be identified. 

1.3 Problem definition 

From the given background and the problem discussion, it can be concluded that the vast 

majority of previous research has focused on the negative effects of the global crisis on SMEs 

and mainly highlighted loss of profitability and bankruptcy. By this, an empirical problem can be 

identified as well as an existing gap in research of how surviving SMEs managed to remain 

resilient during times of recession. Furthermore, there is a lack of research on what resources and 

capabilities are critical for SMEs during difficult times, and how a change of strategy enables 

them to remain resilient. This constitutes an interesting and current phenomenon, which this 

thesis further aims to investigate. 

1.3.1 Research question 

 

 
 

Research problem 1 

 

 
 

 

Research problem 2 
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Research problem 3 

 

 

1.3.2 Purpose 

The purpose of this study is to investigate SMEs resilience during times of recession. The 

purpose will be fulfilled by describing how SMEs were affected by the recession. Moreover, 

what resources and capabilities were critical for the SMEs during the recession, and how they 

changed their strategy to build resilience during the recession, will be analysed. Finally, a 

conclusion will be made on how Swedish SMEs achieve resilience, which will enable 

recommendations on how Swedish SMEs can remain resilient during times of recession. 
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1.4 Thesis outline 

 The following figure presents the disposition of the thesis.  

 

 
 
Fig 1: Disposition of the thesis.  
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2. Methodology 
 

In this chapter, the choice of methodological approach will be describe and argue for. The 

choices were based on what would benefit the research process the most, by fulfilling the 

purpose and answering the research question of the thesis. The thesis is conducted through an 

abductive approach and as a qualitative multiple case study in order to provide an in-depth 

understanding of the identified research gap. Furthermore, the chosen research strategy, 

collection of data, data analysis and research quality will be described and discussed. 

 

 

2.1 Research approach 

The connection between theory and practice can be interpreted and distinguished in three 

research approaches, abductive, inductive and deductive (Merriam, 2009). This thesis will follow 

the abductive research approach.  

 

The abductive approach is a combination of the inductive and deductive approach. An abductive 

approach alternates between previous theories and empirical facts, and consecutively reinterprets 

the combination of their relationship (Alvesson and Sköldberg, 2009). General theories help the 

researcher to make observations in the field, and in turn, the observations enables the researcher 

to modify and specify the general theories (Ahrne and Svensson, 2011), thus, does not lock the 

researcher to a certain path (Patel and Davidson, 2003). This approach develops the researchers 

understanding of the theoretical and empirical phenomenon (Dubois and Gadde, 2002). 

Moreover, the abductive approach was chosen because the research question addresses an 

empirical problem of SMEs resilience, which has been neglected by theory. By starting from the 

theoretical framework before gathering the empirical data (Alvesson and Sköldberg, 2009), the 

abductive approach enables an element of flexibility and a deep understanding of the structure in 

which the empirical and theoretical data is gathered. The approach is particularly suitable when 

the researches objective is to discover new phenomenons and variables of relationships (Dubois 
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and Gadde 2002). Thus, the abductive approach enables the establishment a solid pre-

understanding of the subject before the empirical data gathering and gives the authors an 

understanding of the theoretical concepts, which would otherwise be difficult to understand 

especially because the thesis research topic has not been extensively studied.  

 

The deductive approach starts in a general rule of existing theories to explain a single 

phenomenon, the researcher is assumed to be more objective and the research strengthened and 

validated by the starting point being anchored in existing theory (Ahrne and Svensson, 2011; 

Alvesson and Sköldberg, 2009; Patel and Davidson, 2003). However, the existing theory may 

lead and influence the researchers assumptions and leave new phenomenon undetected (Patel and 

Davidson, 2003). The deductive approach is limiting and there is a risk of researchers not being 

objective in the choice of theories, thus, using an abductive approach decreases the risk of 

missing new prevailing phenomenon. By switching between theoretical and empirical findings, 

the abductive approach eliminates the risk of choosing theories colored by previous knowledge 

and experience thus enables the researcher to discover new occurrences.  

 

The inductive approach is a path of exploration, it originates from a number of independent 

cases and identifies a phenomenon while developing and constructing a theory based on 

observation. Thus, the researcher can study the phenomenon without previously having secured 

the research in an earlier accepted theory, and prior knowledge and experiences of the researcher 

does not affect the data collection process and the findings (Alvesson and Sköldberg, 2009; 

Jacobsen, 2002; Patel and Davidsson, 2003). In comparison to the inductive approach, the 

abductive approach gives extensive knowledge as it allows researchers to try different theories in 

order to identify the best possible match between the analysis, empirical data and theory.  

2.2 Research method 

There are two types of research methods, quantitative and qualitative (Alvesson and Sköldberg, 

2009; Merriam, 2009) and the choice of research method should be based on the research 

question and the purpose of the research (Merriam, 2009), thus with this in regard, the thesis is 

conducted through a qualitative research method. 
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The qualitative method is suitable for generating theory, as it studies phenomenon and 

occurrences in their natural setting, and attempts to interpret findings based on collected 

empirical data (Alvesson and Sköldberg, 2009). The method focuses on words, mainly in the 

form of interviews and observations (Patel and Davidson, 2011), and has been described as more 

in-depth in its findings in comparison with quantitative research. The research originates from 

the perspective and actions of the subject studied, while in quantitative studies a researcher’s 

ideas is the origin and constitute the main focus (Alvesson and Sköldberg, 2009). The aim is of 

this thesis is to create a deep and profound understanding of the phenomenon of resilience and 

add new findings to the research area. The research question will answer the question ‘how’, 

hence the qualitative research method is the most suitable for the study.  The quantitative method 

focuses on the questions how much or how many. This is achieved through describing the facts of 

a given phenomenon or the relationships between events and the given phenomena in a 

systematic manner, using statistical analysis presenting results in numerical form often with the 

aim to generalise (Merriam, 2009). The phenomena that will be investigated would be hard to 

measure quantitatively due to the nature of the research problem. Conducting a quantitative 

approach would require a great amount of numerical data, which would provide a good overview 

of the phenomena but not the depth. Furthermore, according to Denscombe (2009) the benefits 

with a qualitative strategy is that the research can be secured and translated into reality, due to it 

not being overly simplified, which contribute to the thesis validity.  

 

It is important for the researcher to be aware of the criticisms directed against the chosen 

research method and subsequently have the critiques in mind while conducting the study. In a 

qualitative case study, the number of respondents and cases are limited, which results in issues 

regarding to which degree the study can be generalised (Denscombe, 2009). The qualitative 

method, with a small number of cases cannot generate as statistically significant results as 

quantitative studies with larger samples (Merriam, 2009). Furthermore, since the researcher is 

highly involved in the collection and analysis of data, there is a risk that the researcher lets his 

bias views and subjectivism influence the study and findings. This may further result in that the 

researcher feel forced to be restrained which may cause a simplification of data or that the 

researcher ignores findings he himself considers relevant. Hence, it is important for the 

researcher to be aware of the shortcomings of his behaviour and actively try to not let them 
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influence the study (Denscombe, 2009). It is of great importance to consider the criticism and 

take actions against it. The study will not be generalised and the authors have actively try to 

counter that subjective judgments will affect the results. 

2.3 Research strategy  

There are different research strategies that can be employed when conducting research, among 

the most frequently used in research are: experiments, surveys, archival analysis, historical study 

and case study. Which of these strategies that is the most appropriate to use, is determined based 

on: what research problems have been formulated, the degree of control the researcher has over 

the events and if the research problem focus on contemporary or historic events (Yin, 2007). 

This study is conducted through the research strategy of case study.  

 

A case study intends to describe the consequences of a particular decision and the events that 

followed (Yin, 2007). Case studies that are well anchored in real-life events results in a holistic 

view of a phenomenon and results in a deeper understanding of relationships and patterns 

(Merriam, 2009; Remenyi et al., 1998). The aim is to identify a phenomenon through the 

studying and investigation of a few cases, and is thereby more suitable and frequently used for 

qualitative analysis of data. A deep understanding of the underlying decisions and events 

elucidated during the case studies is required to answer the research question. In theory, a case 

study provides a holistic view of the phenomena and satisfies the purpose of this thesis. In this 

thesis, the usage of survey and analysis of source material would not have been able to create an 

understanding and explain the phenomenon as well and in addition to reach the same findings 

and conclusion, as if a case study was conducted. Furthermore, case studies are favourable when 

the research problem aim to answer the questions why and how, and when the researcher has 

little control over the actual events and focus on contemporary events (Yin, 2007). Case study is 

the most appropriate option for this thesis thus the aim is to answer the question how. Moreover, 

the topic is highly contemporary and the authors do not possess any control over the behaviour 

and events that is investigated. 
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2.3.1 Case study design 

A case study can be conducted through four different case study designs. The first decision 

regarding the design is the concept pairs; single case study or a multiple case study, and secondly 

through the concept pairs of holistic (single-unit analysis) and embedded (several units of 

analysis) (Yin, 2003). In this thesis, a multiple case study with a holistic unit of analysis will be 

conducted.  

 

A multiple case study involves gathering data from several cases and can provide a stronger 

foundation when the researcher seeks to study a phenomenon that have a previous lack of 

research. This design of case study contributes to a greater precision of the study, and can 

improve the generalizability of the findings compared to a single case study (Merriam, 2009; 

Yin, 2003). A multiple case study will benefit this thesis since it will provide a stronger 

foundation and a greater perspective for investigating the phenomena of resilience in SMEs. It 

also enables a comparison of the case firms and identifies potential differences and similarities of 

the SMEs resilience. A single case study would not be the most suitable for this study, since 

according to Yin (2003) it is the most appropriate when the subject is not unique for one firm and 

the aim is not to test theories.  Furthermore, a holistic multi case study involves that several cases 

are studied and each case is seen as a single analysing unit (Yin, 2003). The interviewees and 

their firms are considered as one unit of analysis. By studying a variety of case firms, the 

collected data from various businesses and will thus have a broader picture and to compare 

experiences from the various firms. 

 

However, criticism has been raised against case studies. The main concern is the lack of 

stringency, which follows as a reaction to researchers consistently, ignores systematic 

approaches. This ignorance leads to carelessness and cause ambiguous evidence and unilateral 

interpretations. Moreover, there is a risk that the researcher lets bias views and ambiguous 

evidence influence the findings and conclusions of the study (Yin, 2003). Furthermore, case 

studies provide a limited possibility to generalise and certain facts can be highlighted in a way 

that may lead the study to not reflect the reality (Merriam, 1998; Yin, 2003). Even though 

scholars have directed strong criticisms against conducting a case study, it is the most suitable 

for the thesis. The authors are fully aware of the criticisms of conducting a case study and will 
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continuously be aware of this during the course of the research. The authors aim is to get a 

holistic view of a relatively complex situation and will not exaggerate nor simplify any elements 

of the research. Furthermore, by having multiple cases, the problem of generalisation can be 

diverged and being two authors of the study, thus two investigative persons perspective, the 

authors believe carelessness can be avoided while maintaining rigor throughout the research. 

2.4 Case selection process 

All case studies must be selected based on their relevance to practical problems or theoretical 

issues under investigation. A selected case must be an independent unit and have distinct 

boundaries, this is important because the researcher need to separate what is included as a part of 

the case and what is not (Denscombe, 2009). The firms have been chosen on the basis of what 

would be the most appropriate for fulfilling and reflecting the purpose of the thesis. Thus, a 

purposeful sampling have been conducted, which according to Merriam (2009), is when the 

study’s purpose is used as a guide to identify the most suitable cases that can generate valuable 

information.  Furthermore, the chosen firms are those who will be able to provide the thesis with 

the knowledge relevant for the specific research subject. The firms that have been contacted has 

increased their activities in foreign markets during the recession and experienced a decline 

followed by an upswing in their sales. The thesis is limited to manufacturing Swedish SMEs, 

who conduct sales business-to-business (B2B) and have international operations. It is the 

markets where the firms increased their activities in that has been the focus for the interviews 

and distinguishing between emerging or mature markets has not been done. Moreover, according 

to Yin (2003), empirical saturation can be determined if same interview questions are asked and 

tested on various regions then exhibit a common pattern. The thesis is not limited to close 

regions to Kalmar, and has given a geographical spread amongst the case firms and gives the 

thesis a greater empirical saturation.  
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2.4.1 Selected case companies  

Below follows a brief description of the selected case companies. 

 

Trelleborg Sealing Solutions Kalmar AB 

The firm was established in 1988 and has its headquarters in Kalmar with 207 employees. The 

firm is a manufacturing firm that is producing sealing solutions, with a turnover of 420 million 

SEK. The interview was approximately one hour long and conducted in Kalmar, the 2th of may 

with Anders Broberg, Director of Sales and Marketing.  

 

Petterssons Trading Sweden AB  

The firm was established in 1921 and has it’s headquarter in Hillerstorp with 50 employees. The 

firm is a manufacturing firm that is producing hooks for garment hangers, with a turnover of 89 

million SEK. The interview was approximately one hour long and conducted in Hillerstorp, the 

3th of May with Hans Ireståhl, the Chief Executive Officer. 

 

New Wave Sports AB 

The firm was established in 1970 and has it’s headquarter in Borås with 30 employees. The firm 

is a printer of logos on sportswear, with a turnover of 520 million SEK. The interview was 

approximately 45 minutes long and conducted via skype, the 7th of May with Ingemar 

Holmberg, Director of International Sales.  

 

Scapa Inter AB 

The firm was established in 1959 and has it’s headquarter in Alvesta with 40 employees. The 

firm is a manufacturing firm that is producing upholstery furniture, with a turnover of 320 

million SEK. The interview was approximately 45 minutes and conducted via skype, the 8th of 

May with Peter Conradsson, the Chief Executive Officer.  

 

Norden Machinery AB  

The firm was established in 1980 and has it’s headquarter in Kalmar with 225 employees. The 

firm is a manufacturing firm that is producing tube-filling machines, with a turnover of 740 
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million SEK. The interview was approximately 45 minutes and conducted in Kalmar, the 13th of 

May with Lars Hammarstedt, Director of Marketing and Sales. 

 

Överums Bruk AB 

The firm was established in 1644 and has it’s headquarter in Överum with 171 employees. The 

firm is a manufacturing firm that is producing ploughs, with a turnover of 220 million SEK. The 

interview was approximately 45 minutes and conducted in Överum, the 17th of May with Peter 

Pettersson, the Chief Executive Officer. 

2.5 Data collection 

The collection and review of previous documentation as the source of secondary data for this 

thesis. The data collection will be conducted through semi-structured interviews as the source of 

the primary data. These terms and arguments for them will be explained in the below sections.  

2.5.1 Secondary data 

Merriam (1998) describes secondary data as a source of information that has previously been 

published in the forms of books, journals and as information on the internet. However, secondary 

data is often collected for a different purpose than the purpose of the researcher reviewing the 

data (Jacobsen, 2002). Thus, the data is of questionable reliability, which implies that the 

researcher must be extremely attentive and careful in their handling of secondary data (Merriam, 

1998). Due to the topic being current and unstudied, and the number of sources have been 

limited, journals, books and sources on the internet, is included to contribute to the thesis. The 

authors have taken the limitations and critique of secondary data into consideration and critically 

examined the sources used, to meet the criteria of being trustworthy.  

 2.5.2 Primary data 

Primary data is the information the researcher collects with the aim of being able to answer the 

study's research question. Gathering primary data can be done through interviews, observations 

or questionnaires (Jacobsen, 2002). By mainly using primary data, the raw data can in a direct 

way be related to the research topic and the thesis will be benefited by the collecting material 

providing insightful information on the research area. The collection of primary data will be 
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conducted through semi-structured interviews, which will be explained further in the following 

section. 

 

2.5.2.1 Interviews and interview guide design 

Interviews are commonly used in qualitative studies, and can be defined as a process that takes 

place between the researcher and the participant who engages in a conversation that focuses on 

issues related to the research area. Interviews can therefore be seen as professional conversations 

which are structured and carried out with a purpose in mind (Kvale, 1996; Merriam, 2009). 

Interviews can also be used to gather basic factual information, thus interviews is a tool to collect 

data that explores a more complex and subtle phenomena. Hence, when the researcher wish to 

gain insight into people's opinions, perceptions, feelings and experiences, interviews are most 

likely a more appropriate method (Denscombe, 2009). The aim in an interview is to capture 

knowledge, however, the quality of the captured and produced knowledge depends on the 

interviewer's skills and knowledge about the research subject. When conducting a qualitative 

interview, the inquiry should follow seven stages to insure the quality of the research; designing 

the study, conduct the interview, transcribing the interview, analysing the data, verifying the 

validity, further verifying the reliability and generalizability of the findings, and finally reporting 

to the study (Kvale and Brinkmann, 2009). The primary data is gathered from interviews though 

it is a suitable tool of data gathering in qualitative studies. The interviews were conducted with 

one interviewee and with two interviewers. One interviewers were actively participating in the 

conversation and following up with questions, and the other was be responsible for keeping 

notes, recording and controlling that all questions was answered. The interviews took 

approximately 1 hour and were conducted in English and recorded. Four of the interviews were 

conducted face-to-face at the site of the firm and two was conducted over skype. However, the 

authors do not see any complications with conducting two of the interviews during skype though 

it allowed the authors to conduct a face to face interview as well as observing the interviewees 

behaviour. Furthermore, by being present in the interviewee’s natural environment, the 

interviewees felt relaxed and the researchers got the opportunity to observe the interviewee’s 

emotional response and body language. After conducting three interviews, three questions was 

added to the interview guide, which was emailed to the already interviewed firms. However, the 

authors do not believe that this affected the credibility of the empirical findings because the 
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answers received were extensive and well developed. Furthermore, the seven stages proposed by 

Kvale and Brinkmann (2009), have been followed and starting with designing the study and 

conducting the interview, transcribing it and analysing the findings while verifying the reliability 

which have further ensured the quality of the data collection. 

 

The most common way for the researcher to determine what type of interview should be 

conducted, is to affirm the degree of structure he pursues the investigation. There are three types 

of interview forms that illustrate the degree of structure, namely structured, semi-structured and 

unstructured interviews (Merriam, 2009). The interviews will be conducted as semi-structured 

interview and thereby not utilise the structured form of interviews due to its static nature and 

would easily bypass new findings. Furthermore, the unstructured form of interviews will also be 

ignored due to the interviewee is given too much freedom, which contributes to an increased risk 

that the interviews may not generate enough or similar information from all interviewees 

Conducting a semi-structured interview entails the purpose of describing a phenomenon from the 

interviewees point of view. During a semi-structured interview, the interviewer has a 

preformulated suggestive guide of topics to be addressed and questions to be answered. The 

interviewer, have the mind set to be flexible with the sequence of the questions and to let the 

interviewee develop their ideas and speak more in detail about the topics the interviewer raises. 

The responses are open and the emphasis is on the interviewee elaborating their views. Thus the 

conversation is neither static and closed nor so open that the direction is governed by the 

interviewees interests (Kvale and Brinkmann, 2009; Denscombe, 2009). This way of gathering 

data is supported by the abductive approach, which is employed in this thesis. The 

foreknowledge will help the authors to create a well anchored interview guide in the theoretical 

framework and allow the authors to catch new related phenomenon’s during the interview which 

would be followed up with questions and possible add in the theory section of the thesis. 

Furthermore, to ensure a flowing conversation and not compromise the flexibility and openness 

of a semi structured interview, the authors have consciously and actively formed and developed 

the interview in an easy language. This means that the authors have operationalized academic 

concepts to more descriptive and common terms that the interviewee will understand and 

respond in an appropriate way to. This was done through an exploratory manner based on the 

theoretical framework.  
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2.6 Data analysis  

According to Yin (2009), data analysis is the examining and testing of evidence to answer the 

research question of a study. Data analysis is the most difficult aspects in doing case studies, 

however it gives the researcher a great advantage in the analytic stage of the investigation. In this 

thesis, the data analysis will be conducted through using the analytic strategy of relying on 

theoretical propositions and using the analytical technique of pattern matching.  

 

In data analysis of case studies, much depends on the researcher’s empirical thinking, 

presentation of evidence and considerations of alternative interpretations. It is suggested that data 

analysis should have a deductive starting point and the best preparation for conducting a case 

study analysis is to have a general analytic strategy. There are four strategies that the researcher 

can employ in its investigation; relying on theoretical propositions, develop a case description, 

using both qualitative and quantitative data and examining rival explanations (Yin, 2009). The 

most prefered strategy in case studies is relying on theoretical propositions, the theoretical 

framework guides the analysis of the case study through focusing on certain data, and organises 

the empirical findings to define alternative explanations (Yin, 2013). As mentioned before, the 

thesis have an abductive approach with the starting point of an deduction. This thesis draws on 

the analytic strategy of relying on theoretical propositions, however, instead of creating 

propositions, a theoretical synthesis has been developed that guides the gathering and 

organisation of empirical data. The data gathering is founded on semi-structured interviews 

constructed from the theoretical framework which maintains the focus on the most relevant data.  

 

When settled on a analytic strategy, the researcher can use different analytical techniques that 

develops the internal and external validity. These techniques are pattern matching, explanation 

building, time-series analysis, logic models, and cross-case synthesis. Pattern matching 

compares an empirically based pattern with a predetermined one, which if matching, helps 

strengthen the internal validity of the study (Yin, 2009; 2013). After collecting and categorising 

the data, the thesis took an inductive approach to developing the authors understanding of the 

empirical data in order to find patterns between the different areas and case companies. The 

pattern matching will determine similarities or differences and patterns that determine how the 
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case firms remained resilient and link them to the theoretical framework to detect new 

phenomenon. 

2.7 Quality of the research 

Regardless of which approach is used to collect data, the data must always be examined critically 

to determine if the data is reliable and valid. For the result to be reliable, the data must be 

handled properly, and validity and reliability must pervade the collection of data, how it is 

interpreted, analysed and presented (Merriam, 2009). According to Yin (2009), to ensure the 

quality of the research, three strategies can be employed: internal validity, external validity and 

reliability.  

2.7.1 Internal Validity 

Validity is the extent to which research data and methods of obtaining data is considered 

accurate and true, which means that the researcher continuously must critically analyse the 

gathered data. Validity can thus be seen as determined in dialogue between people (Denscombe, 

2009; Merriam, 2002). The internal validity refers to how accurate the findings are to the reality 

and involves the demonstration of causality. The variables that might threaten the internal 

validity are the confounding variables, which are the variables that change at the same time as 

the independent variable. Thus, if the researcher notice a change, it is not possible to distinguish 

if the findings are the result of the change in the independent factor or the uncontrolled 

confounding variable (Graziano and Raulin, 2013). The internal validation of the thesis is 

secured by continuously critically analysed the gathered data and been conscious about possible 

confounding variables affecting the results. According to Merriam (2009), qualitative researchers 

may use the following strategies to address the issues of precision and accuracy in the data: by 

triangulation, the researcher can use contrasting sources, such as multiple investigators, sources 

of data and multiple methods to confirm findings and theories to ensure the credibility. The 

selected theoretical framework have been gathered from different scholars thus providing a 

different theoretical aspects and the ability to match reality towards the framework, hence the 

authors have utilised the strategy of triangulation. The authors have sought to not exclude 

information from the interviewed informants in the empirical findings and analysis, and 

considered the informants opinions as guidance during the research, by so that the research 
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problem has been highlighted from most perspectives. Through validation of the respondent, the 

researcher can return to the participants with the data verifying the accuracy. Finally, the validity 

can be ensured by using peer review, which entails getting outside perspectives from individuals 

with knowledge within the field (Denscombe, 2009; Merriam, 2009). A form of lighter form of 

peer review have been utilised by continuously having input, constructive criticism and new 

perspective on the thesis from seminar colleagues and tutors, the authors believe that mistakes 

has been minimised and the internal validity of the thesis is strengthened.  

2.7.2 External Validity 

External validity refers to the degree to which researchers can generalise the results of a study to 

other conditions, times, places and participants (Graziano and Raulin, 2013). However, as stated 

before qualitative research focus on an understanding of a phenomenon. Thus, scholars argue 

that findings in a qualitative might not be applicable to generalisation since the sample size is 

generally too small (Merriam, 2002). Furthermore, Yin (2007) states that case studies should be 

used as analytical generalisations where the generalisation cannot achieve the same results, and 

is not applicable to a static generalisation where it is more likely to achieve the same results if 

the study is conducted again. However, generalisation in a qualitative study is possible to a 

certain extent through analytic generalisation. In a knowledge-realistic perspective, patterns, 

trends and underlying multi-surfaced phenomena’s becomes extensions of a theory's empirical 

scope within a given area, which is both possible and desirable (Alvesson and Sköldberg, 2009). 

The authors are aware of the difficulties in generalising when conducting a qualitative case 

study. However, since analytical generalisations strives towards generalising findings to a wider 

theory, which requires repeatedly testing’s and results in consistent conclusions, a case studies 

results can become widely accepted claim that supporting a specific theory. By this, the authors 

believe that the study can be somewhat applicable to Swedish SMEs with similar attributes. 

2.7.3 Reliability 

Reliability can be described as the degree to which a given result can be repeated and replicated 

(Yin, 2007). Reliability refers to if the researchers precisely follow the previous researchers' 

path, and by performing the same study, the findings and results should be consistent with the 

ones of the researcher before. The aim of conducting a reliably study is to minimise mistakes and 
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bias interpretations (Yin, 2009). A difficulty in conducting a qualitative study is that it is done in 

collaboration with individuals whose behaviour is never static, conditions must be manipulated 

in a study to be repeated in exactly the same way, thus, the reliability becomes severely 

hampered. Reliability is based on the idea that there is a only one reality and that scientists will 

arrive at the same result (Merriam, 2009). Reliability can be ensured by researchers conducting 

their studies in such a way that the study becomes sustainable for a review. By carefully 

documenting the implementation of their studies, the following researchers can proceed in the 

same manner and hopefully find the same result (Yin, 2009). A deep discussion and explanation 

of the method used is also provide, while conducting the research, transcribed the interviews and 

provided the interview recordings and interview guides in the appendix. By having kept 

documentations and recordings of all data gathered, the authors have been able to go through it 

several times in order to get a correct perception. Furthermore, to ensure the reliability of a study 

the researcher can conduct an audit trail, which provides a detailed description and 

documentation of how the data collection process and its analysis (Merriam, 2002). An audit trail 

has been made by keeping records of all the data gathered and how the data was collected. 

Moreover, the author’s meticulous work contributes to the foundation for creating a reliable 

thesis and for future researchers to replicate the study. 
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 3. Theoretical framework 
 

In this chapter a well-anchored theoretical foundation will be introduced. The theoretical 

framework will start by presenting strategy formulation and scenario planning, leading down to 

the resource-based view and relevant resources and capabilities. The concept of operational 

capability will be extended from the resource-based view to encompass change by presenting the 

concept of dynamic capability. Moreover, resilience is presented in the perspective of the RBV 

and dynamic capabilities in order to provide a wider view of creating resilience. The chapter 

continues with the concept of strategic change and expounding on resilience through introducing 

strategies employed by SMEs to build resilience in times of recession. In the end of the chapter, a 

theoretical synthesis will be presented.  

 

3.1 Strategy 

3.1.1 Strategy formulation 

Strategy is the act of aligning a firm to the environment (Porter, 1991).  It is the fundamental 

match of an organisation’s resources and skills to its external environment that enables it to 

achieve its goal and objectives (Andrews, 1971; Ansoff, 1965; Ohmae, 1982; Porter, 1980; 

Schendel and Hofer, 1979). The process of strategy formulation allows the firm to take decisions 

regarding actions and activities with the purpose of matching its internal competencies to the 

external environments it anticipates in the future (Walsh, 2005). Moreover, the analysis of the 

internal and external environments enables the firm to maximise its utilisation of resources in 

relation to objectives (Bracker, 1980). Through strategy formulation firms are able to obtain cues 

and signals that enable them respond to opportunities and threats in the environment (Schendel 

and Hofer, 1979). Strategy involves the crafting of long term plans for the organisation in its 

articulation of its goals (Hamel and Prahalad, 1989). These plans encompass the specific targets, 

either internal to the organisation or external which then inspire organisation members to attain 

higher levels of achievement (Hasegawa, 1986; Imai, 1986). According to Mintzberg (1978), 

planning and adaptive modes are useful tools in strategy. Planning is mainly done by top 
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managers (Andrews, 1971; Ansoff, 1965; Porter, 1980) and is characterised by formal analysis 

used to structure and integrate strategies for the future. In the adaptive mode, the firm responds 

to uncertainties in the environment (Mintzberg, 1978), by adopting strategies that sustain its 

viability in the market (Emery & Trist, 1965; Terreberry, 1968; Thompson, 1967). Change in the 

business environment is very rapid, thus firms must continuously survey the product market 

environment in search for opportunities. The decision to change strategy enables the firm to meet 

their strategic objectives (Ansoff, 1965) and to take advantage of important opportunities or cope 

with consequent environmental uncertainties (Gioia and Chittipeddi, 1991). 

 

3.1.1.1 Scenario planning   

Scenario planning provides a conceptual framework within which the firm knows and understand 

the external environment as it unfolds through increased pattern recognition and understanding 

(Schoemaker 1993). It is a systematic method for thinking creatively about possible complex and 

uncertain futures, which aims to enhance firm’s ability to respond quickly and effectively to a 

wide uncertainties in the futures (Peterson et al 2003). The environmental conditions facing 

today’s businesses are increasingly fraught with complexity and uncertainty. A firm’s ability to 

survive partly depends on its ability to anticipate external change and take this into account when 

defining the strategic targets that it wishes to pursue (Choo, 2001). Scenario planning ensures 

that decision makers consider a range of possibilities in the future that would have been ignored 

before (Schoemaker, 1995). Moreover, scenario planning enables the firm to increase its 

understanding of the environment, in terms of trends that may influence the firm in the future, 

and the uncertainties within the external environment (Verity, 2003). Scenarios denote the future 

of the external business environments within which organisations operate in and more 

specifically in the event of environmental change, the eventual outcome of the market (Brien, 

2002; Walsh, 2005). The construction of scenario facilitates strategy formulation and evaluation 

by developing an understanding of the uncertainty in the external environment. This enables 

testing of the robustness of any strategies or plans against a set of possible futures. In a highly 

unpredictable business environment, scenario planning offers a framework for developing 

resilient firms through understanding of key uncertainties (Peterson et al., 2003). When a firm 

finds itself exposed to changes in the environment, it must determine how the process of change 

in the marketplace impact on the choice of strategies, its resources and the nature of competitive 
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advantage within that environment. Therefore for firms faced with uncertainties, the addition of 

scenario planning to the strategy formulation equation (Walsh, 2005) will enable managers learn 

to better understand the role of uncertainties and become prepared to take informed decisions 

(Bunn and Salo, 1993). Since scenario planning is externally oriented, it is very effective at 

identifying growth strategies for the firms as well as potential threats in the business 

environment. (Hollensen 2011) 

3.2 The Resource-Based View  

The RBV emerged within the field of strategic management. The perspective is differentiated 

from other strategic frameworks because it does not focus on prevailing market conditions, 

instead it offers an opportunity to explain expansion decisions from the perspective of a firm’s 

resource utilisation (Sharma and Erramilli, 2004). When the external environment is subject to 

rapid change, internal resources and capabilities offer a more secure basis for strategy than 

market focus. RBV emphasises the uniqueness of each firm and suggests that the key to 

profitability is not through doing the same as other firms, but rather through exploiting 

differences (Timlon, 2013). The focus is on the inside properties and the resources and 

capabilities is the primary sources of the firm's profitability and it is upon these the firm 

formulates and establish its strategy (Grant, 2010; Petraf, 1993). If the firm’s resources and 

capabilities are distinctive and characterised by value, rareness, imperfect imitability and 

sustainability, it creates an opportunity for the firm to achieve a competitive advantage (Barney, 

1991). Thus, the RBV emphasises value maximisation of a firm through gathering and utilising 

valuable resources (Das and Teng, 2000). The perspective builds on two assumptions; the 

resources of a firm are heterogeneous within the same industry, and the heterogeneous resources 

are not perfectly mobile across firms. Thus, the firm consists of strengths that can be exploited 

and weaknesses that can be outsourced (Barney, 1991). The variation in the success of different 

firms operating in the same industry can thereby be explained by their internal individualistic 

capabilities and how they utilise their available resources and capabilities (Barney, 1991; Peteraf, 

1993; Wernerfelt, 1984). However, the notion that a firm’s resources are heterogeneous and 

immobile implies a constant state of configuration of resources. Furthermore, the perspective do 

not sufficiently consider the changing environment of technology and market developments, 

therefore, there is a need for a dynamic aspect within the RBV (Åkerman, 2012). 
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Figure 2:  Resources and capabilities in the RBV 

3.2.1 Resources 

Resources are the productive assets, owned and tied semi-permanently to the firm and are the 

basic unit of analysis for the RBV perspective. They are heterogeneous and the value of 

resources comes from knowledge about how to use them (Grant, 2010; Timlon, 2013; 

Wernerfelt, 1984). Furthermore, resources can be thought of as inputs that enable the firm to 

carry out its activities (Henry, 2008). They need to be combined in such a way that they create 

organisational capabilities; therefore, individual resources cannot create a competitive advantage 

(Grant, 2010), and are necessary for a firm to be able to participate in a market and may act as 

barriers to entry for potential new competitors (Hollensen, 2011). Resources are categorised as 

tangible, intangible and human (Henry, 2008; Timlon, 2013). Furthermore, a firm’s tangible and 

intangible resources must be altered to achieve a new adaptation and fitness with the changed 

environment (Teece, 2007). 

  

3.2.1.1 Tangible resources 

The tangible resources refer to the physical assets of a firm and are the easiest to identify and 

evaluate (Grant, 2010). Tangible resources can be categorised into physical resources and 

financial resources. Physical resources includes current states of buildings, machinery, material 

and productive capacity, in order for these resources to add value to the firm, they must be able 

to be flexible to changes in the market. The financial resources includes cash balances, debtors 
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and creditors and refers to which extent the firm can achieve an acceptable return on its capital 

employment. This determines the extent to which the firm can attract outside capital and 

financial resources and is linked to the expectations of the future growth of the firm (Henry, 

2008). 

                                              

3.2.1.2 Intangible resources 

Intangible resources are often more valuable than tangible resources, however, they are fairly 

invisible (Grant, 2010). They may be embedded in routines and practices that have developed 

over time within a firm (Henry, 2008). According to Grant (2010) and Henry (2008), intangible 

resources are innovation and reputation and brands, however, in this thesis networks is also 

included. 

  

Innovation is the process of translating an idea and is the deliberate application of knowledge, 

information, imagination and initiative within a firm that extracts value from resources and 

creates value for the customer. Product innovation is the development of a new or improved 

product and process innovation is the development of a new manufacturing process. Innovation 

can also occur as organisational and managerial innovation when new systems are introduced 

within the firm. Furthermore, technical resources is one of the major divisions of a firm 

subjected to innovation and can be seen as the firms ability to innovate and the speed in which 

innovation occurs (Henry, 2008). 

  

Reputation is established by fulfilling market signals and refers to brands and other trademarks 

which value is in the confidence they instil in customers, and is the combination of all previous 

transactions over the life of an entity. It is difficult to calculate the value that the brand 

contributes to the firm; reputation is the estimation of the consistency over time of an attribute of 

the product or service offered to the customers (Grant, 2010; Herbig and Milewicz, 1995). A 

superior brand leads to outcomes such as greater market shares and can result in a greater 

customer loyalty, which in turn, may be determined by the tryst in the brand (Chaudhuri and 

Holbrook, 2001). Firms that succeed in building strong brands have a powerful incentive to 

further diversify its product portfolio. If the brand has a strong equity or goodwill, the value of 

the brand can be increased by extending the range of products over which the firm markets their 



THEORETICAL FRAMEWORK 
 

	   30	  

brand (Grant, 2010). A firm’s current reputation affects other firm’s valuation of the brand and 

their predictions of the firms’ current behaviour and actions (Herbig and Milewicz, 1995). The 

estimation of the value is therefore based on the entity's ability to perform in a similar fashion 

(Grant, 2010; Herbig and Milewicz, 1995). 

 

Networks are the connections between firms or individuals, which expands through building of 

relationships and are linked through a variety of resources and activities (Liesch et al., 2002). 

The motive for building relationships and establishing networks is attaining network resources. 

Through maintaining relationships, network resources can lead to utilisation of slack resources, 

sharing of risks, bargaining power and financial reserves. (Leiblein, 2011; Starr et al., 2003). 

Furthermore, an important component in networks is trust, which is crucial when depending on 

the co-operative behaviour of business partners  and creating strategies during the pressure of the 

external business environment (Moss Kanter, 1989).   

 

3.2.1.3 Human resources 

The human resources of the firm is the expertise, qualifications, knowledge, skills and efforts 

offered by the employees (Grant, 2010; Timlon, 2013). In the perspective of RBV, human 

resources can be considered as in which the firm invests, and has the potential to create a 

superior performance (De Sa´a-Pérez and García-Falcón, 2002). Specialist skills and tacit 

knowledge of the employees form an intangible resource that is hard to imitate by competitors 

(Henry, 2008).  RBV emphasis the role of human resources through focusing on the managers as 

a large part in the selection, development and deployment of a firm’s resources (Colbert, 2004). 

The manager base strategy on an analysis of the business environment and resources and 

capabilities (Barr, 1998), and must look inside their firm for valuable, rare and costly-to-imitate 

resources, and then exploit these resources through their firm to create a advantage (Barney, 

1995). Furthermore, the manager formulates an appropriate response to the business 

environments and adjusts their strategy after their interpretations (Barr, 1998). Therefore, a firm's 

human resources can be seen as having a critical strategic importance, thus the skills, knowledge, 

behaviours and interaction of the employees and managers control the systems, routines and 

learning mechanisms thus provide the foundation and formulation for a difficult to imitate 

strategy and its implementation (Colbert, 2004).  
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3.2.2 Capabilities 

Capabilities can be seen as routines and processes within a firm. Resources are not productive on 

their own, a team of resources must work together to perform a given tasks or activity. Thus, 

capabilities are the firms ability and capacity and is manifested in the firms behaviour, in order to 

coordinate different resources through organisational processes to achieve a desired end result. 

(Barney, 1991; Grant 2010). A capability is distinguished from a resource through being firm 

specific and imbedded in the processes of a firm, thus if the firm is dissolved, then its capabilities 

would also disappear. The primary aim of a capability is to the productivity of resources within a 

firm in order to achieve tasks while acting as ‘intermediate goods’ (Amit and Schoemaker, 

1993). Furthermore, core competencies or core capabilities of a firm are the capabilities that 

make a major contribution to the ultimate customer value, provide a basis for entering new 

markets and are critical when providing the firm with a competitive advantage (Prahalad and 

Hamel, 1990). Capabilities that involves cross-functional and cross-divisional integration is the 

most difficult to develop due to them requiring many individuals specialist knowledge. 

Identifying organisational capabilities is poses a great problem, they are much more elusive than 

resources and it is often impossible to find where they are located. A firm’s capacity requires the 

efforts of the employees to be interconnected and integrated with capital equipment, technology 

and other resources into its processes. Capabilities are the outcome of process and routines, it is 

through the routines adapting and becoming replicated, the firm develops (Grant, 2010). In this 

thesis we will further expound on the knowledge and learning capabilities. 

  

Processing knowledge is central to a firm’s success and is seen as a strategic source. A firm’s 

knowledge and its capability to create unique knowledge are at the center for the firms’ 

development. (Barney, 1991; Spender and Grant, 1996).  Furthermore, knowledge represents 

capabilities resulting from the integration of knowledge of multiple individuals in the firm  

(Grant, 2010). A firm’s knowledge creation enables the firm to disseminate and integrate 

knowledge in new products and thereby create new innovations. Knowledge in a firm can be 

both tacit and explicit. Tacit knowledge cannot directly be articulated or codified, it is transferred 

through observation and application. Explicit knowledge on the other hand is easily codified and 

can be communicated rapidly and to a low cost across space and time (Nonaka and Takeuchi, 

1995). Hence, transfer of tacit knowledge is slow, costly and uncertain (Grant, 2010). According 
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to Johanson and Vahlne (1977), experience builds a firm's knowledge base which influences 

decisions about commitment and activities on markets. Knowledge that is developed from 

current activities and experiences is crucial for internationalisation and continued learning. 

Moreover, through knowledge developed from resources and innovation a firm can adapt to 

rapid environmental changes, and managers with the requisite knowledge for capability building 

is key when building organisational capabilities (Demmer et al., 2011; Grant, 2010). A lack of 

market knowledge creates a risk of outsidership but this can be overcomed by increased market 

knowledge by experiential learning (Johansson and Vahlne, 2013). 

3.2.3 Dynamic Capabilities 

The RBV does not adequately explained how and why certain firms are successful in situations 

of rapid and unpredictable changes, hence, the development of dynamic capabilities to address 

the changing business environment (Teece et al., 1997). Change in operational capabilities is the 

outcome of dynamic capabilities (Winter, 2003). The term "dynamic" refers to the shifting 

character of the environment and the term "capabilities" describes the key role of strategic 

management in adapting, integrating, and reconfiguring internal and external organisational 

skills, resources, and functional competences toward a changing environment (Teece and Pisano, 

1994). Thus, dynamic capabilities refer to the inimitable firm’s capacity to integrate, build, and 

reconfigure internal and external competences to address rapidly changing environments (Teece 

et al., 1997). Successful firms in the global marketplace is firms that can demonstrate timely 

responsiveness as well as rapid and flexible product innovation, coupled with the management 

capability to effectively coordinate and redeploy internal and external competences, creating a 

need for dynamic capabilities (Teece and Pisano, 1994). Moreover, according to the hierarchy of 

capabilities, dynamic capabilities are referred to as first-order capabilities that extend, modify or 

create ordinary capabilities (Winter, 2003). Dynamic capabilities depends upon market 

dynamism, therefore changing environments are the basis of dynamic capabilities and how the 

market changes matters. In stable markets, dynamic capabilities resemble the traditional 

conception of routines, they are detailed, analytic, stable processes with predictable outcomes. In 

contrast, in high-velocity markets, they are simple, highly experiential and fragile processes with 

unpredictable outcomes (Eisenhardt and Martin, 2000). By configuring existing resources to 

create unique value strategies such as product development and strategic decision, firms use 
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dynamic capabilities in addressing specific markets and customers in changing markets (Collis 

and Montgomery, 1995; Porter, 1996; Prahalad and Hamel, 1990; Womack et al., 1991). 

Moreover, dynamic capabilities are path dependent (Nelson and Winter, 1982; Teece et al., 

1997; Zollo and Winter, 1999) and because organisational processes are shaped by current 

assets, history matters in the firm’s learning mechanisms (Eisenhardt and Martin, 2000). Path 

dependencies and the need to reconfigure a firm’s resources enable therefore the firm to change 

and evolve ultimately enabling firm’s survival (Teece et al., 1997). This is seen in dynamic 

markets, where the existing resources and capabilities may not sufficient in creating a 

competitive advantage hence firms must use dynamic capabilities to enable change (Tripsas, 

1997). 

 
 Figure 3:  Dynamic capabilities  
 

Knowledge creation  

Knowledge creation is a crucial dynamic capability whereby the firm builds new thinking 

through establishing routines in gaining resources, this is of particular importance because 

knowledge is essential for effective strategy and performance (Helfat, 1997; Henderson and 

Cockbur, 1994; Rosenkopf and Nerkar, 1999). In order to successfully create knowledge, the 

firm has to adapt their processes to the environment by having linkages between the firm and 

knowledge sources outside the firm and has been seen to lead to superior R&D performance 

(Powell et al., 1996). By the firm engaging in experiential actions in order to learn quickly, 
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dynamic capabilities enable the creation of new knowledge about the current situation in the 

environment, and create rapid learning and immediate feedback (Argote, 1999; Sitkin, 1992). 

  

Management capability  

Management capability play an important role in enacting change, and in developing and 

maintaining processes upon which firms grow renew and differentiate themselves (Barney, 1991; 

Penrose, 1959). Moreover in dynamic environments, managers are the drivers for achieving 

harmony between the firm’s competences for renewal of resources and adapting it changing 

environment (Teece et al., 1997). Dynamic capabilities reside largely with the top management 

team, hence, maintaining dynamic capabilities requires entrepreneurial management (Teece, 

2009). Managers can combine their varied skills and functional background to create revenue 

producing products and services, thus, using dynamic capabilities to integrate resources in 

response to changing business (Clark and Fujimoto, 1991; Dougherty, 1992; Helfat and 

Raubitschek, 2000). Therefore, they are essential for the competitive repositioning in 

environments of significant change (Mahoney 2009). At a strategic level, managers use dynamic 

capabilities in reconnecting collaborations in various parts of the firm to generate new and 

synergetic resource combinations (Eisenhardt and Galunic, 2000) for example in segmentation of 

operating businesses to match shifting customer demands (Magretta, 1998). 

  

Organisation learning  

Organisational learning is a key dynamic capability that continuously generates economic value 

through development of new ideas and renewal of existing capabilities (Kogut and Zander, 

1992). Moreover, its referred to a second-level capability that facilitate the creation and 

modification of dynamic capabilities (Collis, 1994; Winter, 2003) Organisational learning is 

central to dynamic capabilities because knowledge acquired from learning processes is 

embedded and stored in routines (Teece et al., 1997). It is through learning that the firm’s 

capabilities evolve to meet dynamic market conditions and firms utilises existing resources 

(Teece, 1986). Since organisational learning is at the heart of firm growth and strategic 

adaptation, a lack of organisational learning would lead loss of opportunities for firms (Zollo et 

al., 2002; Kim and Mahoney, 2006). Learning is path dependant and cumulative thus an 

organisation cannot improve what it does not have (Crossan et al., 1999). According to Sitkin 
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(1992) when firms experience a crisis either controlled or real (Kim, 1998), they develop 

dynamic capabilities because losses from crisis enables managers to learn from their experience 

thus contribute to effective learning. 

  

Strategic flexibility  

Strategic flexibility is a critical dynamic capability in fundamental processes of organisational 

adaptation and serve a complementary roles to boost the success of operating in changing 

markets (Mahoney, 2009). Strategic flexibility refers to the firm's ability to respond to the 

demands of dynamic competitive environments (Garud and Kotha, 1994; Sanchez, 1995). It 

relates to a firm’s capacity to change and exploit opportunities resulting from environmental 

changes and is one of the most important requirements for firms to survive and prosper in 

turbulent and unpredictable environments (Dreyer and Grønhaug, 2004). According to Sanchez 

(1995), strategic flexibility depends on two factors namely the inherent flexibility of the 

resources available to a firm and the firm’s flexibility in applying those resources in dynamic 

markets. In turbulent competitive environments, firms with a high degree of flexibility perform 

better than firms with less flexibility (Dreyer and Grønhaug, 2004). In order to adapt to the 

changing environment, firms need flexibility to develop new and existing resources to match the 

changing environment (Smith and Grimm, 1987). Organisational routines are seen as the 

building blocks of dynamic capabilities. Strategic flexibility requires organisational routines to 

reconfigure a firm's resources to respond to environmental change (Zollo and Winter, 2002). 

Moreover, strategically flexible firms should possess both routines to develop new resources and 

mobilise these into transforming them into strategic decisions (Teece and Pisano, 1994). 

  

Agility  

An organisation’s agility and adaptive capacity, is a key dynamic capability for firms (Hatum 

and Pettigrew, 2006). Business agility is the ability to swiftly and easily change businesses and 

business processes beyond the normal level of flexibility to effectively manage unpredictable 

external and internal changes (Oosterhout et al., 2006). Adaptive organisations are not passive 

rather they continue developing and applying new knowledge in relation to the environment, thus 

reconfigure quickly in changing environments (Staber and Sydow, 2002). Furthermore firms’ 

responsiveness to change is mainly dependent on the organisation's agility (Hale and Heijer, 
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2006) that emphasise the ability of the firm to respond to unexpected situations and restructure 

rapidly by developing adaptive capacity (Hale and Heijer, 2006; Westrum 2006; Woods, 2006). 

3.3 Resilience  

Resilience has been conceptualised and adapted to the field of strategic management as the act of 

springing back (Demmer et al., 2011; Hamel and Valikangas, 2003). Scholars in academia trace 

the concept of resilience to child behaviour literature where it is used to describe a child who is 

positive, focus, flexible and proactive, despite exposure to extremely challenging and stressful 

environments (Garmezy, 1978, Reinmoeller and van Baardwijk, 2005). In strategic management, 

resilience is described as the capacity of an organisation to survive, adapt and sustain their 

business activities in the face of uncertainty (Ates and Bititci, 2011), and is the maintenance of 

adaptive adjustment under challenging conditions. Thus, resilience is developed over time and is 

the consequence of dealing effectively with market uncertainties so that the entity not only 

survives, but also thrives because of adversity (Weick et al., 1999). Organisational resilience is 

seen as a key capability for sustainability during changing markets and for firms to become more 

sustainable and resilient, they need to create innovative responses to the market through 

continuous change and improvement (Ates and Bititci, 2011; Reinmoeller and van Baardwijk, 

2005). Continuous and unpredictable changes can stretch firms to the breaking point, leaving 

them more vulnerable and more susceptible to failure (Acs et al., 1990). Therefore, SMEs 

operating in turbulent business environments need to develop resilience by becoming experts of 

renewal through continuously changing to exploit emerging opportunities and future trends 

(Demmer et.al., 2011) hence flexibility is seen as a core pillar of resilience (Sheffi and Rice, 

2005). 

3.3.1 Building resilience through resources and capabilities 

Resilience can be viewed as the process of linking resources and capabilities to outcomes. A 

firm’s resilience is based on its processes and resources which has the focus on developing the 

firm. Furthermore, resilience is founded on the capability of the firm to restore flexibility and 

efficiency to overcome times of crisis (Burnard and Bahmra, 2011; Sutcliffe and Vogus, 2003). 

Both tangible and intangible resources are of great importance to create resilience. Resources 

such as physical assets can be used strategically to overcome immediate problems of disruption 
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(Sheffi, 2007). Large financial resources act as a buffer or shock absorber and prevent the 

impacts of crisis and acts as an insurance coverage (Pal, Torstensson and Mattila, 2013). 

According to Sullivan-Taylor and Branicki (2011), financial resources are shown to be a key 

driver to resilience.  

Developing a large amount of intangible resources can temporarily protect a firm from uncertain 

situations (Perrow, 1984). Innovation is critical in creating resilience; the role of innovation is a 

firm’s capability to self-renew over time and during the crisis of 1990, innovation and brand was 

considered essential for better economic performance and resilience (Hamel and Välikangas, 

2003; Pal, Torstensson and Mattila, 2013; Reinmoeller and Van Baardwijk, 2005). A lack of 

brand awareness on a market is one of the greatest impediments to a SMEs development and 

survival (Kwan Tang, 2007). A solid brand is crucial for a firm thus it is what gives potential 

partners and customers the confidence conduct business with the firm and the strength to survive 

tough and turbulent times (Westcott, 2005). During times of recession, a firm is able to spread its 

risk and manage times of crisis through creating relationships and developing networks (Sheffi, 

2007). Networks offer a greater adaptability through maintaining relationships with suppliers, 

customers, financiers etc., exploiting their resources and creating a stronger withholding firm 

(Leiblein, 2011; Starr et al., 2003). A lack of external support from a network can potentially 

inhibit a firm’s resilience (Fassoulsa, 2006). 

  

Human resources contribute to a firms’ superior performance. By fostering trust among 

employees, the firms’ ability to develop an internal risk management enhances the firm's chances 

of overcoming disruptions of the business activities (Freeman, 2004; Sheffi, 2007). The capacity 

of the manager can help a firm to cope during extreme events by identifying problems, 

mobilising resources and establishing priorities (Pal, Torstensson and Mattila, 2013). Developing 

human resources by building innovation and continuous improvement through knowledge 

sharing and learning are essential for firms to secure a long-term performance, hence resilience 

(Demmer et al., 2011; Keller and Price, 2011). 

  

The firm's level of resilience is also based on its capabilities (Sutcliffe and Vogus, 2003). SMEs 

are good at creating knowledge but lack in their ability to retain knowledge. Thus, a firm is 
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required to be proactive in its knowledge sharing and the value of knowledge in order to become 

resilient (Levy et al., 2003). Better utilisation of staff, increased market share, improved 

production efficiency and increased customer satisfaction, contributes to firm’s knowledge 

management and firms resilience (Gunasekaran et al., 2011). A firm must devote sufficient 

resources to innovation in order to support both exploration and exploitation of knowledge, and 

thereby achieve the knowledge needed to adapt to times of crisis. Furthermore, internal 

knowledge sharing and the strengthening of a firm’s internal knowledge networks and achieve 

resilience through development of specialised knowledge of individuals and groups in a firm to 

respond effectively to unfamiliar or challenging situations (Demmer et al., 2011; Pal, 

Torstensson and Mattila, 2013). Learning-oriented SMEs that faces strong competition and 

uncertainty tend to be more innovative and resilient (Salavou et al., 2004). The learning ability of 

a firm is crucial and highly connected with the dynamic capability of a firm (Holling, 2001; 

Pettigrew and Whipp, 1993). 

3.3.2 Building resilience through Dynamic Capabilities  

In order to achieve resilience, there is a need for dynamic capability through constant, proactive 

and ever quicker approaches to change (Bolton, 2004; Teece, 1997). Through dynamic 

capabilities firms have the ability to anticipate key opportunities, and constantly adapt 

themselves. This enables them to bounce back from disaster, hence, remain resilient in turbulent 

environments (Coutu, 2002; Fiksel 2003, 2006; Hamel and Valikangas, 2003, Marcos, 2008; 

Stewart and O’Donnell, 2007; Sutcliffe and Vogus, 2003). Through market adaptation firms can 

build resilience (Fiksel, 2003, 2006; Rice and Caniato, 2003) and SMEs fast adaptation, 

flexibility in decision making, potential for timeliness and fast response enable them to build 

resilience during times of uncertainties (Vossen, 1998). 

  

Building resilience in highly dynamic business environment requires businesses to be agile. In 

order for SMEs to reduce their vulnerability and build resilience, there is need for agility that is a 

greater flexibility of the firm by fast adaptation. The agility concept states that firms need to be 

proactive in their approach in the marketplace thereby building resilience instead of being 

limited to acting in a responsive. By building upon improved capabilities and skills, the firm is 

able to be proactive and engage in seeking new customers, entering new markets, or the 
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development of new product lines (Ismail et al.., 2011). Moreover, in the process of responding 

to changes in the environment, capabilities are strengthened, thereby ensuring that the firm is 

resilient to cope with future adjustments (Sutcliffe and Vogus 2003). The willingness to absorb 

and utilise knowledge and ideas is important because it enables the recognition for drivers for 

change (Cohen and Levinthal 1990, Power and Reid 2005). However, due to the SMEs size and 

limited resources, they cannot afford to build resilience through learning from repeated exposure 

alone (Ismail et al., 2011). Since resilience is not concerned with building response to a one off 

crisis (Demmer et al., 2011), flexibility is of importance for the firm to be able to dynamically 

reinvent its business in circumstances of change (Hamel and Valikangas, 2003) 

3.4 Strategic change  

A strategic change is changes in the content of a firm’s strategy defined by its scope, resource 

deployments and competitive advantages, when aligning it with the firm’s external environment. 

The term refers to the changing of the organisational vision, mission, objectives and the strategy 

that is employed. The strategic changes within a firm is radical and creates a non-incremental 

shift in key activities and structures (Hofer and Schendel, 1978; Rajagopalan and Spreitzer, 

1997). The change is often a result of external pressures, and in order to retain its position in the 

market, a firm must go through continuous growth and change to improve its position (Ansoff, 

1965; Hudson-Smith and Smith, 2007; Soderquist et al., 1997). Thus, a firms’ alignment with its 

environment can be defined as a “fundamental pattern of present and planned resource 

deployments and environmental interactions that indicates how the organisation will achieve its 

objectives” (Hofer and Schendel, 1978: 25). If the performance of the firm depends on how well 

its strategy fits their external environment, changes in the environment would prompt the firm to 

a strategic change (Hannan and Freeman, 1984).   

 

Strategic change can be seen through three theoretical views; rational, learning and cognitive 

perspectives. The rational perspective views strategic change as a search for the optimal 

solutions that is based on the firms’ objectives. Environmental conditions are assumed to directly 

influence the changes of the strategies content (Rajagopalan and Spreitzer, 1997), thus, rational 

managers seeks to optimise performance by creating a fit between the firm and its environment 

through implementation (Ansoff, 1965). According to this perspective, firms change their 
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strategy mainly to improve their economic performance. In contrast, the learning perspective 

views strategic changes as a repeating process where managers effect changes through a series of 

small (learning) steps, which are designed to explore the environment and the firm. The firm and 

environment is seen to influence managerial actions, which in turn contribute to changes in the 

content of strategy and the outcome of the strategy. The cognitive perspective further focuses on 

the manager in the strategic change process. The manager’s cognition, such as knowledge 

structures and core believes, that influences the manager’s actions and in turns the strategic 

change. Thus, a strategic change is often initiated by the top management and their interpretation 

of the external environment affect strategic change (Rajagopalan and Spreitzer, 1997). 

 

 
Figure 4: Strategic Change: A Multi-Lens Framework (Rajagopalan and Spreitzer, 1996) 

3.4.1 Strategy alternatives for building resilience during recessions 

An economic recession causes a decline in business activities, therefore prompting an 

appropriate strategic response (Schendel et al., 1976). Firms differ in their perception of 

recessionary effects as well as reactions to recessionary conditions (Shama, 1993). Some firms 

view a recession as an opportunity and adopt necessary strategies to achieve positive outcomes 
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(Dutton and Duncan, 1987; Dutton and Jackson, 1987; Mooney, 1991). Firms can adopt the 

adaptive strategy model and the ansoff growth matrix in order to remain resilient during a 

recession and thereby attain growth during difficult times.   

 

3.4.1.1 The adaptive strategy model 

During times of recessions, a firm could utilise the adaptive strategy model, which proposes that 

the firm must change with the environment rather than just dealing with it (Chaffe, 1984). The 

adaptive model of strategy proposes the development of a viable match between the 

opportunities and risks in the external environment and the firm’s resources and capabilities 

(Hofer, 1976). Moreover, the firm must continuously assess external and internal conditions and 

make adjustments that align the firm’s resources and capabilities with the environment (Miles 

and Cameron, 1982). In a dynamic environment where change occurs in unpredictable ways, 

firms must engage in an adaptive sense making, of the environment (Bogner and Barr, 2000). 

Strategic behavior in the adaptive model incorporates not only major changes in products and 

markets but also turn around strategies and increase in marketing expenditures (Chaffe, 1984; 

Hofer, 1976; Shirley, 1982) 

 

Turnaround strategies 

During the phase of recession, firms are faced with environmental threats and therefore it is 

important for firms to adopt turnaround strategies for their survival (Hofer, 1980; Latham, 2009; 

Schendel et al., 1976). There are three types of turnaround strategies: revenue generation, cost 

reduction and asset reduction. Revenue generation strategies are designed to achieve short term 

cash flows by focusing on profitable business areas, in this strategy, managers may shift 

resources and efforts to specific niche markets or geographic markets that provide the highest 

profitability in the short term (Latham, 2009; Hofer, 1980). Revenue generation strategies 

include but are not limited to product focus, market focus, product niche and market niche 

(Latham, 2009) (this is later demonstrated in the ansoff growth matrix). Firms that pursue the 

minimisation of costs adopt cost reduction strategies. This may be through reduction of the firm 

overheads, R&D, service, sales and advertising. This strategy assumes that during a period of 

environmental uncertainty, the customer will be attracted by the lowest prices hence the need to 

lower the firm’s internal costs. Cost reduction strategies are implemented by firms that are 
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closest to a break-even point, hence, requires short term cash fix to achieve profitability, this 

strategy provides more timely positive results than revenue generation or asset reduction. Asset 

reduction strategies involve the sale of business unit, product line, or service line and are 

adopted as a last resort by firms in response to environmental uncertainty (Latham, 2009). 

According to Hofer (1980) firms undertaking asset reduction should carefully and deliberately 

consider this move since it has potentially damaging effects on the organisation because they 

only offer a single infusion of cash flow.  

 

Large firms are likely to adopt cost and asset deductions whereas smaller firms rely on their 

more flexible organisational structure and proximity to the market to search for niches that offer 

opportunities for revenue generation. In coping with recessions, larger firms mainly focus on 

cost reduction as a means to coping with recessions (Latham, 2009). SMEs on the other hand, are 

more likely to adapt aspects of revenue generating strategies whereby instead of entering markets 

with low cost competition, SMEs attempt to seek niches within the market that are likely to 

reward unique resources and capabilities (Chastain, 1982; Geroski and Gregg, 1997; Ghemawat, 

1993; Navarro, 2005; Mascarenhas and Aaker, 1989; Roberts, 2003). In order for SMEs to build 

resilience from recessionary pressures they need to make consistent investments rather than 

reductions during recessions (Latham, 2009). 

 

A proactive approach to strategy 

Proactive firms are in an enactment mode (Daft and Weick, 1984), and during times of 

recessions, these firms take necessary strategic actions and capitalise on thus by modifying their 

plans to exploit the changes in the environment (Srinivasan et al., 2002). This adaptive ability is 

a manifestation of dynamic capability and enables them to build resilience (Ismail et al., 2011; 

Teece et al., 1997). Moreover, proactive firms during a recession are characterised by strategic 

flexibility, an entrepreneurial culture, slack resources and a strategic emphasis on marketing 

(Srinivasan et al., 2002). According to Beaver and Ross (2000), SMEs that remain resilient 

during recessions are characterised by a long term capital structure, closeness to customers and a 

proactive approach to strategy. Firms that adopt a proactive strategic approach to strategy plan to 

invest during a recession by building on their marketing assets (Srinivasan et al., 2002). The 

changes firms make in promotion strategies are of great importance, hence, increasing or 
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maintaining the advertising budgets will increase sales, income and market share during a 

recession (Kim, 1992; Werner, 1991). Moreover, investments in sales and marketing enables 

SMEs to insulate themselves from recessionary pressures, thus, attaining high performance 

during the recession (Pearce and Michael, 1997). Firms that responded to the recession by 

reducing sales staff and cutting advertising expenditures fared worse in terms of common equity 

whereas those that maintained higher advertising budgets increased their market share during 

economic downturn (DeDee and Vorhies, 1998; Mooney, 1991). Winning the confidence of 

customers is very important and maintaining customer loyalty by putting the customer first is of 

importance during recessionary times (Ronald and Chan, 1992). Successful firms during the 

recession widened the responsibilities of their sales personnel to emphasis on building close 

customer relationship through listening to customer needs and responding quickly to them 

(Shama, 1992). Thus during times of recession, proactive firms develop marketing responses to 

capitalise on the perceived opportunities (Srinivasan et al., 2002). 

 

3.4.1.2 Ansoff Growth Matrix  

According to Ansoff (1965) the product market environment is a vital element for firms in 

pursuit of growth. In the conceptualisation of the product market growth matrix, Ansoff proposes 

a critical tool in strategic planning which is referred to as the ansoff growth matrix. In this 

matrix, firm’s growth can be achieved through four basic growth strategies: market penetration, 

market development, product development and diversification. 

 
 
Figure 4: Ansoff growth matrix (Ansoff, 1965) 
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Market development refers to process through which the firm adapts its present products to new 

markets and focuses its business activities on market opportunities and competitive situations 

(Ansoff, 1965). This strategy can be done either by expanding into a new market segment or 

through geographical expansion. (Aaker, 2011). In the quest for market development firms can 

choose to increase their activities beyond their geographical boundaries and engage in cross 

border activities. Firm’s internationalisation is described as the sequential and orderly process of 

increased international involvement (Cavusgil, 1980; Johanson and Vahlne, 1977). The scale of 

internationalisation refers to the extent to which the firms’ sales have been developed outside of 

the home market, this indicates the decreasing dependency on the home market in favour of 

international market (Hilmersson, 2013). Firms with a large scale of internationalisation have the 

opportunity to serve and exploit similar market niches in new countries (Luostarinen, 1980). The 

scope of internationalisation refers to the number of markets that the firm chooses to enter, 

which denotes the international geographic reach of the firm’s business. 

 

Firms that are too dependent on a single market are likely to be highly vulnerable in times of 

uncertainty, hence, there is a need for managers of internationalising SMEs to spread their risk 

between different countries in order to reduce fluctuations in sales and gain flexibility of market 

activities in times of market uncertainties (Hilmersson, 2013). According to Pearce and Michael 

(2005), firms are likely to survive a recession through positioning into multiple markets and 

geographies. Since recessions do not affect all places simultaneously, by positioning the firm 

amongst less vulnerable markets the firm will survive the recession (McClenahen, 2003).  

 

Market Penetration 

Market penetration is a strategy in which the firm attempts to increase firm sales without 

departing from an original product-market strategy. In this strategy, the firm seeks to focus its 

activities on increasing its market share by exploiting its present markets. The firm seeks to 

improve business performance either by increasing the volume of sales to its present customers 

or by finding new customers for present products. By aggressively seeking new customers, 

establishing niches aimed at increasing market share firms can build resilience during the 

recession (Ansoff, 1965; Pearce and Michael, 1997).   



THEORETICAL FRAMEWORK 
 

	   45	  

 

Product development  

Product development is a strategy in which the firm attempts to introduce new products to 

existing markets and thus focusing on developing, launching and supporting additions to product 

range. In this strategy, the firm remains in the present market and develops products that have 

new and different characteristics to improve the performance of the market (Ansoff, 1965). 

Investing in product development through introduction of new products will lead to resilient 

firms during the recession (Pearce and Michael, 2005) since a lack of innovation in firms’ 

product lines during the recession keeps the customer from buying (Drickhamer, 2003). 

Increasing research and development expenditures will raise and protect market share during the 

recession hence continuous product improvement is vital in highly competitive markets (Ronald 

and Chan, 1992).  

  

Diversification 

Diversification is a strategy in which the firm branches out with new products to new markets, 

this strategy is aimed at extending the core business of the enterprise and calls for a simultaneous 

departure from the present product line and the present market structure. There are two types of 

diversification related and unrelated. The related is aimed businesses in the same industry and 

involves developing new products in new markets. The unrelated diversification includes 

entering a new industry or market with new products (Ansoff, 1965). Although diversification 

strives to exceed the sales growth of the original product line with a slight margin, management 

should carefully analyse future growth prospects in the decision to diversify because it has the 

highest risks. In the occurrence of certain unpredictable environmental conditions such as 

recessions, management may find diversification desirable and thereby include it in the 

broadened firm strategy (Ansoff, 1965). 

3.5 Theoretical synthesis  

To further enhance the understanding of the theoretical framework, the choice of theory will be 

described and combined in a theoretical synthesis. The theoretical framework builds on different 

theories of strategy; Porter (1991) explains the concept of strategy as the act of aligning a firm to 
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the environment. The theoretical framework intends to provide an increased understanding of the 

research problems that the thesis originates from: 

 

1. The 2007-2009 recession presented major challenges to all firms, particularly SMEs 

therefore, it is important for the thesis to account for theories which recognise that events 

in the firm's external environment prompts reactions and changes within the firm. The 

chapter begins with the most general theory namely strategy formulation, which is a 

process that allows the firms to take decisions regarding actions with the purpose of 

matching its internal competencies to the external environment (Walsh, 2005). The 

addition of scenario planning in strategy formulation provides a conceptual framework 

within which the firm knows and understand the external environment as it unfolds 

through pattern recognitions and understanding (Schoemaker, 1993).  

 

2. As seen from chapter 1, external events prompt changes within the firms’ internal 

environment. Therefore, the theory of the resource-based view will be presented as an 

enabler for identifying what resources and capabilities are critical in coping with external 

changes. The RBV is a strategic framework that explains expansion decisions from the 

perspective of a firm’s resource utilisation and focus on the firms’ resources and 

capabilities as the primary sources of the firm's profitability, on which the firm 

formulates and establish its strategy (Grant, 2010; Petraf, 1993; Sharma and Erramilli, 

2004). The resources and capabilities that are described is a consideration of what 

resources and capabilities are important for the presented theories and what the case 

companies seen as important enablers for remaining resilient. However, the RBV does 

not adequately explain how and why certain firms are successful in situations of rapid 

and unpredictable changes. Dynamic capabilities refer to the inimitable firm’s capacity to 

integrate, build, and reconfigure internal and external competences to address rapidly 

changing environments (Teece et al., 1997).  Dynamic capabilities in this thesis is 

employed thus it address the aspects of a firm’s ability to meet the challenges of a 

recession.  
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3. To capture the aspect of changing with the environment, the concept of strategic change 

is presented, in which the firm align itself with the environment through changing the 

contents of its strategy (Hofer and Schendel, 1978; Rajagopalan and Spreitzer, 1997). 

The decision to change strategy enables the firm to take advantage of important 

opportunities or cope with consequent environmental uncertainties. The adaptive model 

and ansoff growth matrix are presented as strategy alternatives that enable SMEs build 

resilience in times of recession. The adaptive model proposes that the firm must change 

with the environment and develop a viable match between the opportunities and risks in 

the external environment and the firm’s resources and capabilities (Hofer, 1974). Since 

change occurs in unpredictable ways, firms must engage in adaptive sense making 

through incorporating changes in products and markets, turn around strategies and 

increase in marketing expenditures (Chaffe, 1984; Hofer, 1976; Shirley, 1982). The 

ansoff growth matrix is a critical tool that can be used by firms during recessions. This 

model describes that the product market environment is a vital element for firms and 

proposes that firm have four strategic options in pursuit of growth; market penetration, 

market development, product development and diversification. 

 

4. The recession affects the firm’s internal environment, causing the firm to formulate its 

strategy and makes plans in its articulation of its goals. This entails taking decisions 

regarding matching its resources and capabilities to the external environment. The 

strategic decisions are based on the firm’s resources and capabilities, which forms the 

internal environment of the firm. Existing resources and capabilities are crucial for firm’s 

strategic decisions and the firm’s ability to integrate, build and reconfigure its resources 

and capabilities, enables the firm to build resilience. This response causes a change of the 

firm’s strategy, the firm then adopts a set of strategic alternatives that enable the firm to 

build resilience during recessions.  

 

Therefore, it can be stated from the theoretical synthesis that resilience is an outcome of two 

processes within the firm.  

● Firstly, the firm respond to the recession by configuring its resources and capabilities 

leading to resilience.  
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● Secondly, the response causes a strategic change, whereby strategic alternatives are 

adopted that enables the firm to build resilience during recessions. 

 

 
 

Figure 6: Firm’s resilience framework 
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4. Empirical data  
 

In this chapter the gathered empirical data will be presented. The data is collected through semi-

structured interviews with six case companies and six interviewee’s.  In order to provide a 

structured and an easily comprehensible presentation of the empirical findings, the chapter 

presents each companies in their own section. Furthermore, the sections are divided into parts 

that correspond to the interview guide and the research problems. Each section starts with a 

small introduction of the case company and the effects of the recession that the firm experienced. 

This is followed by a presentation of the firm’s perceived critical resources and capabilities as 

well as their strategy during the recession.  

 

 

4.1 Trelleborg Sealing Solutions Kalmar AB 

FIRM Trelleborg Sealing Solutions Kalmar AB 

Founded 1988 

Location Kalmar 

Employees 207 

Turnover 740 Million SEK 

Products Sealing solutions 

Foreign market China 

  

According to the Director of sales and Marketing, Anders Broberg, Trelleborg Sealing Solutions 

Kalmar AB (henceforth Trelleborg) started its international operations from day one, due to an 

unsolicited order from a customer from Germany. Today 90% of its sales goes to exports and the 

firm’s international operations have expanded into Europe and the US, and in 2003 the firm 

began its operations in China. Currently the firm’s main markets are Europe (40%), North 

America (35%) and Asia (25%), mainly China. The firm’s main customer target group is the 

automotive industry, namely car manufacturers, brake manufacturers and friction manufacturers. 
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Since its establishment in 1988, Trelleborg Rubore AB has grown up to 30 times and today 

belongs to the Trelleborg Group. 

4.1.1 Effects of the recession on the firm 

According to Broberg, Trelleborg was positively affected by the recession. The firm was not 

anticipating the recession and did not feel the effects of recession until late in 2008 when the 

sales drastically slowed down and experienced a loss of 20% of its sales. The sales were slow for 

three months but picked up due to a change in strategy. Moreover, the firm decided to reduce the 

number of temporary workers and in America the firm laid of two salespeople. During the 

recession, the firm increased its operations in Asia and up to today the firm has remarkable 

growth in this region. 

4.1.2 Critical resources and capabilities during the recession 

According to Broberg, the firm biggest customer was located in Australia, but the firm realized 

that China and Korea were rapidly becoming important markets and in 2002, Trelleborg started 

its operations in China. During the recession, the firm’s increase in resources and was the main 

reason as to why the Asian market was performing well. Moreover, the firm invested in new 

offices, by building better facilities in Shanghai. However, there was a need to understand the 

Chinese culture and the firm employed a managing partner from China, today, the firm has 9 

Chinese staff. Staff retention is not easy for many firms in China, most of the Chinese employees 

tend to change jobs often, however, Trelleborg has been able to maintain its staff for 11 years. 

By having a local presence in China, it makes it easy for the firm’s customer since their 

customers also have established operations in China, which Trelleborg views as a win win 

situation. 

 

“…because of the language challenges and the challenges of being in a new market, it’s 

important to have the right people.” (Broberg, 2013) 

  

Trelleborg has a well-established brand, with 50% market share around the world and every 

second vehicle in the world is equipped with the firm’s product.  
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“It is not wise for the customer to buy a cheap seal, that’s means our products are not cheap.” 

(Broberg, 2013) 

  

The firm have had a quite modest growth of between 2-8 % yearly. The growth is a result from 

being near their customers, establishing good relationships with the customers and has enabled 

the firm serve their customer better. Innovation is important for Trelleborg, most of the firm’s 

products are focused on reducing noise and vibrations in cars, which have made the firm very 

profitable. One of the core success factors is the fact that Trelleborg has technical centres in 

Kalmar, Shanghai, China and Detroit, which test brakes and ensures that the firm is able to take 

up more business opportunities instead of doing expensive vehicle tests out in the field. 

Furthermore, by having the right people, specifically having local staff and a product demand in 

the Chinese market, have enabled the firm remain successful during the recession. Today, 

Trelleborg has a market share of 16% in China. Chinese customers are keen on having high 

quality vehicles as in Sweden and Germany; hence, the firm’s focus is to develop solutions for 

the customers through continuous innovation and performance products.                                                                                      

  4.1.3 The firm’s strategy  

During the recession, Trelleborg kept their focus and did not change the overall strategy, but 

reconfigured parts of the strategy to fit the new environment. The firm decided to focus more on 

revenue generating activities and did not cut cost. In order to cope with the reduced sales during 

2008, the firm adapted their strategy to the prevailing recession. The firm realised that people 

would not buy new cars rather they would choose to replace parts of the old car. There was a 

need to supply a cheaper product for the customer, thus, the firm decided to focus on the 

aftermarket. During this time, customers were focused on a low price and there was a trend of 

moving from high performing shims to more affordable so the firm ensured that they had good 

prices for the aftermarket. Trelleborg was able keep the sales up through understanding the needs 

of the customer and improved the product line where necessary. 
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4.2 Petterssons Trading Sweden AB 

FIRM Petterssons Trading Sweden AB 

Founded  1921 

Location  Hillerstorp 

Employees 50 

Turnover 89 Million SEK 

Products Hooks for garment hangers 

Foreign market  China 

 

According to the CEO, Hans Ireståhl, Petterssons Trading AB (henceforth Petterssons) started its 

international operations in the 1950s’ and began to export to different markets in Europe. Their 

international orders began to take of in the 70s’ and in the 1990s’ they started to move into the 

Asian markets, today 99% of their products goes to export. The Swedish factory is currently 

selling to 42 countries and the main markets are the UK and Germany, and the firm have a 

market share of 45-50% of the world market. The customer target group are garment hanger 

manufacturers and the firm is selling to most of the firms in the industry. Petterssons Trading 

Sweden AB belongs to the Petterssons Group that also have operations in China. 

4.2.1 Effects of the recession on the firm 

Petterssons was ultimately positively affected by the recession began to feel the affects in the end 

of 2007, and in the beginning of 2008. During this period the firm lost 25% of their turnover, 

before the recession the firm had a 20-25% profit before tax, which went down to -20%. Ireståhl 

states there are three factors that affects the firms’ performance; currency, steel prices and how 

big volumes the firm produce. Furthermore, Ireståhl states that the Swedish market is quite 

unstable and believes that the firm need to create a system for the Swedish factory to handle 

difficult times, and how the business could be further developed during those times. The firm 

was taken by surprise by the recession and Ireståhl quickly realised he needed to financially 

strengthen the firm. He could not get financial help from banks so he decided find an external 

partner that could strengthen the equity of the Swedish factory. Ireståhl approached his network 

and after 8 months in the fourth quarter of 2008 Ireståhl found a suitable partner. Ireståhl saw 
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that the whole industry was affected and the only solution was to bring in more money, so the 

firm conducted an issue of shares that brought in 2 million Euros and strengthen the equity. After 

6 months, in the first quarter of 2009, the firm started to once again bring in money and the 

business was booming. During the recession, most of the European markets went down and the 

firm tried to compensate by being present in other markets, remaining in the markets they 

already was present in and did not withdraw from any markets. Furthermore, during the 

recession, the business in China was not at all affected by the recession and Ireståhl states that 

the business in China is very successful and highly profitable. Already in 1987 Petterssons had 

operations in the Chinese market in the form of a warehouse, they quickly realised that in order 

to gain more market shares in Asia they needed to increase their commitment to the market thus 

setting up a sales office in Hong Kong. The firm hired a regional director and rented local 

warehouses and brought in products from Sweden to sell in China. However, this was not 

efficient for the firm due to tough competition and the regional director advised Ireståhl to 

increase their commitment to the market further otherwise the firm would not be able to gain 

more market shares in the China. In 2001 the form started to approach competitors to buy their 

factories but they could not find a reliable partner.  

 

“If you decide to partner up, you have to have the feeling that you are sleeping in the same bed 

and share the same dreams.” (Ireståhl, 2013) 

 

After some setbacks, Petterssons closed their operations in China but due to a new legislation 

(Fully Foreign Owned Enterprises), the firm could pursue its plans for operations in the Chinese 

market. Once again, Ireståhl approached his network in order to locate loyal individuals that 

would work for the firm and in 2005; the firm opened a subsidiary and factory in China, which 

now belongs to the Pettersson group.  

4.2.2 Critical resources and capabilities during the recession 

The driving factors for increasing the firms operations, resources and commitment to the Chinese 

market was to gain more market shares and being close to its customers in Asia. This was to 

foster trust and cut down on the time and costs that long transports entails. Ireståhl emphasises 

that doing business in China is difficult and a matter of working with people that you can trust. 
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He believes that the firm has been very lucky and rely on an employee from Hong Kong that has 

hired the management in China. Ireståhl visits the subsidiary every quarter but has otherwise no 

influence in the day-to-day business. Ireståhl further explains that the trust between them and 

their customers are highly dependent on their good reputation, even if Petterssons are more 

expensive than its competitors, they have been a long time in the business and built strong 

relationships. Ireståhl explicitly states that they have an ‘extremely good’ relationship with its 

customers, one of their customers has been buying from the firm for 62 years. Furthermore, the 

operations in China was funded from the Petterssons Group, thus the firm allocated financial 

resources to the subsidiary in China. 

 

“Matter of people, matter of people, matter of people, no matter what business you are running, 

it’s a matter of people. Money is always there, products is always there, markets you can always 

find if you have a good product, but finding good people is the biggest hurdle you have as a 

CEO.” (Ireståhl, 2013) 

  

Furthermore, an important resource for Petterssons is the machine R&D that is conducted in 

China and product R&D conducted in Sweden, which contributes to the value of their products. 

The firm develops their own machines and a special technique for creating long lasting 

environmentally friend hooks that can be reused, which create their strong brand and competitive 

advantage. Thus, Ireståhl believes that a critical factor that contributed to the firm’s survival and 

growth during the recession was their decision to allocate more resources to the Chinese market 

to be close to their customers.  

 

“... you must feel the pulse from the market every single day.” (Ireståhl, 2013) 

4.2.3 The firm’s strategy 

According to Ireståhl there were a number of strategies that help the firm to remain resilient. The 

firm extended their product range to different metal components to hangers, and in 2007, they 

started to focus on environmentally friendly hooks. They saw a demand from the market that the 

retailers wanted to reuse their hangers which was not always possible because of eroding issues. 

Pettersson also got a proposition from one of their main customers to within three years 80% of 
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the collected hangers should be able to be reused, whereby the firm developed a new technique 

for more sustainable hooks. Because of this, retailers such as H&M started to demand that the 

hooks (in the hangers they bought from the garment hanger producers) were from Petterssons.  

 

“This is not a business, for us this is science, and if you are close to science, you need to have a 

passion!“ (Ireståhl, 2013) 

 

Furthermore, during the recession the firm started to increase its marketing activities by 60% and 

became more active in meeting the retailers. Ireståhl states that the secret of reaching new 

customers and success in the business is to lobby their products for the retailers and not the 

hanger producers. In the short-term Ireståhl states that the firm can count on its colleagues in 

Asia to compensate for reduction in profit by supplying Asian customers from the Swedish 

factory. The firm further concentrated on winning more market shares in Asia by extending the 

regional director’s responsibilities in China to other Asian markets and appointing new staff. 

Moreover, the firm actively make plans with long-term strategic aims for three years by trying to 

understand what the direction the markets are going in and how to create growth during those 

circumstances. They also try to understand the implications of if the firm fails to follow the 

strategic plans, however Ireståhl states that the external factors normally have such a big impact 

so the firm cannot foresee them.  

4.3 New Wave Sports AB 

FIRM New Wave Sports AB 

Founded 1970 

Location Borås 

Employees 30 

Turnover 520 Million SEK 

Products Sports wear  

Foreign market  Russia 
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According to the Director of International Sales, Ingemar Holmberg, New Wave Sports AB 

(henceforth New wave) started its international operations in the beginning of the 1990’s and 

became part of the New wave group in 1996. In the year 2005-2006, the firm increased its 

international operations in the whole of western Europe, Eastern Europe; Ukraine and Russia, 

North America, South Africa, Australia, New Zealand, Japan, Korea and Taiwan. Today the 

firm’s main markets are Sweden and Norway. The firm uses distributors in the foreign markets 

and their main customer target group is the retail outlets. The export sales for 2012 was 

approximately 900 million Swedish kroner and the firm’s annual revenue was 520 million 

Swedish kroner. Due to the nature of industry the firm relies heavily on weather seasons and 

cycles. 

4.3.1 Effects of the recession on the firm 

According to Holmberg, Sports have grown in Sweden over the years, however the firm was 

minorly affected for a few weeks by the 2007-2009 recession, thus adopted routine 

organisational changes to cope with the recession. However, the firm points out that a change in 

weather affects their industry would adversely affect the firm more since they sell sport wear for 

different seasons. Moreover, in many of its international markets, the firm did not increase any of 

its operations rather took strategic decisions to keep all the distributors and develop even closer 

relationship with them to enable the firm remain successful during this time. The firm uses 

distributors in the foreign markets and their main customer target group is the retail outlets. 

According to Holmberg, it is very costly to own distributors, hence New wave does not own the 

distributors rather they only focuses on collection of revenue. Moreover, using distributors is 

advantageous as this minimises the risk of relations with suppliers for instance in terms of 

payments. However in Russia, Slovenia and Spain the firm committed more resources, 

specifically in the Russian market New wave increased internationalisation by buying 50% of the 

distributor. Furthermore they also ventured into new markets Australia and South Africa that 

they were not operating in previously. 

4.3.2 Critical resources and capabilities during the recession  

During the recession, New wave sports relied heavily on its brand, it is a well-known brand that 

was established in the 1970’s. New wave invested in the marketing department because they 
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believes in having a strong organised brand. The firm has a good relationship with its distributors 

and the firm actively focus on giving better service to its distributors in order to strengthen 

loyalty. During the recession, management played a vital role in ensuring that the distributors 

remained together. New wave focused on positioning the firm in the international market to 

achieve growth during the recession. When entering new markets the firm uses the same 

distributors and believes in not changing distributors since this will give efficient service to the 

suppliers. In addition, by having a strong relationship with distributors, the firm believes that 

distributors act as a bridge between the firm and the foreign markets such as Russia, and enables 

knowledge transfer process back to their headquarters. 

4.3.3 The firm’s strategy 

New wave believes strongly in having concrete business plans. They make both short and long 

term plans for up to 5 years and beyond. During the recession, the firm adopted organisational 

changes to adapt its strategy to the Russian market. According to Holmberg, although the goals 

changed over time the strategy remained the same. The firm focuses on market development, in 

their strategy they focus on the uniqueness of specific markets and analyses them accordingly to 

align the strategy toward the firm objectives. Moreover, they distributes similar products to the 

Russian market, however the percentage collection is not the same due to the differences in 

weather cycles 

4.4 Scapa Inter AB 

FIRM Scapa Inter AB 

Founded 1959 

Location Alvesta 

Employees 40 

Turnover 320 Million SEK 

Products Upholstery 

Foreign market  Norway 
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According to the CEO, Peter Conradsson, Scapa Inter AB (henceforth Scapa) started its 

international operations in the 1970s’ and began to export to the Scandinavian markets, mainly 

Norway, Denmark and Finland and today 52% of the firm’s exports goes to the Norwegian 

market. The firm is in the upholstery segment, and has three production plants in Lithuania and 

one production plant in Sweden. Their main customer is the furniture retail sellers to whom they 

sell value for money upholstery. The Nordic market is the most important market; this is mainly 

because of the nature of demand. Moreover, according to the Conradsson, different markets have 

different industry specifications within the upholstery segment. The firm has also a small market 

in Spain which started as a result of a Swedish customer who liked the firm’s furniture and 

works today as the firm’s reseller. Scapa has no intentions of expansion in Spain since the 

transportation costs of upholstered furniture is very high. 

4.4.1 Effects of the recession on the firm  

Scapa’s main international market is Norway; they began operations through a sales organisation 

in 1983. During the recession, the firm saw a need to increase its sales personnel from one to two 

salespeople in order to handle the growing orders from the suppliers in Norway. According to 

Conradsson, Scapa did not anticipate the recession but felt the effects of the recession the same 

day as the media highlighted the financial crisis. During this time, the turnover was affected in 

the short term and the orders dropped drastically. However, the sales quickly increased partly 

due to the nature of the upholstery segment (whereby sales increase during the autumn season) 

and due to the firm taking immediate actions to address the recession. During the recession, the 

Norwegian market continued to grow and this was a combination of the strong Norwegian 

economy, the constant demand for furniture, and the strategies the firms adopted during the 

recession.  

4.4.2 Critical resources and capabilities during the recession  

During the recession, Scapa’s sales organisation worked proactively to ensure that they 

maintained high sales during this time. The firm decided that they would not expand, rather the 

firm focused its salespeople to be aggressive to capture all the sales such that if any furniture 

would be sold in the upholstery segment then the only choice would be Scapa. Another important 

factor was that the firm has a well-established brand name, since it has been in existence since 
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the 1959. It is a well-known firm, with a solid financial resource and delivers on time. Their 

customers treated Scapa as a safe harbour because during this time many other suppliers went 

into bankruptcy. 

  

“…We know our customers well and we know what they want all the time.” 

(Conradsson, 2013) 

    

During the crisis, the salespeople at Scapa were goal oriented, which ensured that they focused 

on the same thing both internally and together with the suppliers. According to Conradsson, 

innovation is a very important resource for the firm and without innovation the firm would die. 

Furthermore, the firm's close relationship with customers and its financial resources helped them 

make the decision to increase commitment during the recession. 

  

“The industry runs on low margins thus financial resources are of great importance to us.” 

(Conradsson, 2013) 

  

Another important resource is management since the firm has a quite a slim organisation, 

management is responsible and drives all the strategies to be adopted in the Norway market. 

Moreover, innovation and market knowledge is very important for the firm, this has enabled the 

firm to be very strong in their key markets Sweden and Norway. 

4.4.3 The firm’s strategy 

Scapa works continuously with strategy. Long-term strategies regards 3-4 years into the future 

and the firm make short-term plans that enable them to take up opportunities and avoid any 

threats in the future. 

  

“We are a small company that even if something happens in China or US it affects us therefore 

we must always plan for the unexpected.” (Conradsson, 2013) 

  

The firm has a strategy where it wants to be in the future and their strategy affects both the sales, 

organisation, production and sourcing. According to Conradsson, price is very important and the 
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firm invests in quick response time in the product development. Furthermore, innovation is key 

in the upholstery segment, thus the firm aims to develop products that hit spot on with their 

customers. The firm believes in having the product development teams close to the market thus 

are able to know what is selling and what the customer wants. Therefore, by being very close to 

the market and listening to the immediate needs of the customers they are able to implement 

those needs into the product design. Scapa’s customers do not want to deal with 100 suppliers 

rather they prefer big suppliers who can be relied on to supply goods on a regular basis. 

Reliability is important since logistics is 20% of the total price to the customer.  

  

 “…we try and make sofas that fit almost everyone.” (Conradsson, 2013) 

 

During the recession, the firm’s strategy was to be more aggressive in strategy, the ability to be 

proactive in the market helped Scapa to remain profitable during the recession. The whole firm 

focused on the same strategy to increase sales. Moreover, the firm adopted the “Jack pot model” 

which was the focus to increase production to 2000 units and to give the best prices to push 

sales. Furthermore, their products gave them confidence since they had a good product thus the 

firm focused on revenue generating more than cost cutting. Another strategy, which the firm 

focused on was to maintain a positive outlook and not to panic during the crisis. The 

management relied on older colleagues who were mentors that had been working in the firm for 

more than 30 years and had witnessed five previous recessions, thus reassured others not to panic 

rather take the right action. This later led to a very good performance during the recession. 

4.5 Norden Machinery AB 

FIRM Norden Machinery AB 

Founded  1980 

Location  Kalmar 

Employees 225 

Turnover 420 Million SEK 

Products Tube-filling machines  
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Foreign market  India 

 

According to the Director of Marketing and Sales, Lars Hammarstedt, in 1980s’ Norden 

Machinery AB (henceforth Norden) was bought and separated from the original firm, Arenko. 

Arenko manufactured its first tube-filling machine in 1944 and became international through 

exports in the same decade; hence, Norden was international from the start. Today Norden is 

present in all markets that are active in the tube-filling industry. North America has traditionally 

been the most important market, however, last year India became the most important market for 

Norden and it is there Hammarstedt believes the future lies. Norden has a market share of 35% 

and are growing steadily by 6% since 2002; furthermore, the firm grew by 7-8% during the 

recession. Today they have an export share of 98% and focuses on large local firms on various 

markets and Multinational Corporations (MNC) as their main target customers. 

4.5.1 Effects of the recession on the firm 

According to Hammarstedt, Norden was positively affected and benefited from the recession. 

Before the recession, the firm was not the market leader but they are now. Besides from a minor 

drop in after sales, sales of machines went up and the firm experienced a positive growth. 

Hammarstedt refers to the lipstick index, which means that people cannot afford to spend money 

on big luxury items and instead focus on small things for example cosmetics, which is a big 

client industry for Norden. Thus, Hammarstedt believes that the reason for their increasing 

turnover during the recession was because of the product range the firm is in, i.e. cosmetics 

which experience an upswing during a recession. Furthermore, they also sell to the toothpaste 

industry, which is not yet widely explored in emerging countries and to the pharmaceutical 

industry, which is stable regardless of turbulent environments. Norden did anticipate the 

recessions, took action against it by focusing on all of their clients, and did not neglect the 

smaller customers as their competitors did. Due to this focus, competitors switched to Norden 

and during the recession, Norden received big orders from both new and important clients. The 

firm also won big projects from their competitors by being able to provide a short delivery time 

by putting pressure on their sub suppliers.  
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 4.5.2 Critical resources and capabilities during the recession  

During the recession Norden did not withdraw from any of the market they were present in, 

instead they remained as they were as well as increased their operations in India. The firm 

decided in 2008 that India was such an important and promising market that they needed to be 

close to the market and own their own subsidiary, which was finalised in 2010. According to 

Hammarstedt, Norden decided commit more resources to the Indian market because the firm was 

selling so many machines in India that the commission to the agent became too high. Therefore, 

committing more financial resources to the market was more beneficial in the long-run. 

Furthermore, Norden wanted to get more control over the daily activities in the market and 

wanted to support their customers in a more beneficial way by promoting their brand as a service 

oriented firm, which is a very important competitive advantage for Norden, while building 

important relationships to their customers. Hammarstedt believes that the human resources in the 

form of the sales managers, after sales managers and service engineers are the key resources for 

Norden’s success in the Indian market. Being close to the market as well as knowing the 

customer is the role of the local sales force, while the managers in Kalmar supports them with 

technical knowledge. Technical knowledge and innovation is important for Norden, 

Hammarstedt states that innovation is part of their brand and that the firm is known in the 

industry for the ones that are driving the development of tube-filling machines forward. 

 

“...we do expect that they should know the customer inside and out.” (Hammarstedt, 2013) 

 

Norden’s experienced sales managers give the customer a confidence in the firm, thus 

knowledge about their products but also about the customers need, is an important resource for 

Norden. The firm also see trust as a resource, by focusing on building trust with its customers 

and have patience with their needs and problems, which in turn builds loyalty from the customer 

towards Norden.  
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4.5.3 The firm’s strategy 

According to Hammarstedt, Norden did not change its strategy to survive the recession; instead 

they kept a strict focus on their fundamental strategy. Norden also kept their focus on providing a 

quality and niched product and not diversify which many of their competitors do, which is a 

common strategy in the industry. Another factor that differ Norden from its competitors is the 

fact that they do not only concentrate on one or two big customers, instead they have 1400 active 

customers, thus, spreads their risks among the customers as well as markets. 

 

“...we try not to put all our eggs in one basket...” (Hammarstedt, 2013) 

 

However, during the recession Norden realised that they could not take for granted that the 

market knew how much emphasis Norden has on service. In 2007, they completely changed their 

marketing strategy and started to communicate wider and more actively to the market. Norden 

changed their focus from the hardware and aimed to convey how they value relationships and see 

their customers as partners. Hammarstedt believes that the focus on service during the recession, 

largely contributed to their success and gaining of new customers. Furthermore, Hammarstedt 

states that Norden is trying to be a proactive and flexible organisation, which is one of their 

biggest advantages against their competitors. The competitors are more rigid and do not always 

bend to the customers needs and will, Norden proposes what they think would be the best 

solution but are always flexible to the customers needs. Norden focus on being able to deliver in 

time and do not extend any resource to cost cutting, instead they are focusing on generating 

revenue by bringing in new projects and creating value for the customer. Furthermore, the firm 

focus on planning and is in the process of updating their strategy plans. 

 

“Our basic strategy, as I said, is being in the tube-filling segment, high quality and good service, 

that will not change, but there are small twist and turns you can do to get the right focus.” 

(Hammarstedt, 2013)  

4.6 Överums Bruk AB 

FIRM Överums Bruk AB 
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Founded  1655 

Location  Överum 

Employees 171 

Turnover 220 Million SEK 

Products Plows for agriculture 

Foregin market  Poland 

 

According to the CEO, Peter Pettersson, Överums Bruk AB (henceforth Överums) started its 

international operations in the 1700-century and has an extensive experience of exporting to 

markets abroad. They export to markets in Europe and concentrate on markets close to Sweden, 

60% of their sales is in international markets with a focus on France and Poland. In Europe they 

have a market share of 10%, however the firm have a harder time competing with low cost 

products in Asia and therefore have a world market share of less than 1%. Their main customers 

are importers that sell to dealerships, or the firm sells directly to dealers, which deals with the 

end customer.  

4.6.1 Effects of the recession on the firm 

According to Pettersson the firm was positively affected by the recession and their turnover 

increase during the recession from 170 million SEK in 2007, 255 million SEK in 2008 and 245 

million SEK in 2009. Pettersson states that this was largely due to the strong Swedish currency.  

 

“To us this wasn’t a recession, it was the opposite.” (Pettersson, 2013) 

 

Furthermore, the industry is different from other industries due to farmers receiving subsidies 

from the EU, which does not correlate with the trends in a normal industry. The farming industry 

depends on grain and milk prices, if the price goes up, the farmers can sell for a higher price and 

get money to invest in new machines. The firm did not anticipate or take any actions against they 

recession but as a result, from the upward trend in the farming industry, the demand grew and 

Överums sales increased.  
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4.6.2 Critical resources and capabilities during the recession  

Överum belong to a group called Kongskilde, which 20 year ago decided to establish a factory in 

Poland due to low labour costs, market opportunities and the polish market being a bridge to 

more difficult markets. The factory is constantly growing through commitments and investments 

to the Polish market even during the recession. However, Kongskilde dedicated financial 

resources to the development of the polish factory but Överums cash flow have always been 

limited. The department of sales in the polish factory is responsible for Överums sales in Poland 

and became a channel for the firm to the polish customers. Today the factory is four times bigger 

than its original state, which has been achieved by acquiring more resources, such as more 

employees, machine, land and factory, through investments. According to Pettersson, Överum 

has a strong brand, which makes the customer trust the product, the service and backup parts, 

and is one of the most important resources the firm has. By supplying a product customers can 

trust, the firm receives loyalty from their customers in return. Furthermore, Pettersson believes 

that innovation is important and knowledge about the product and markets. The firm educate 

local representatives about the products and they provide the firm with market knowledge, thus 

the relationship the firm has with the representatives are very important.  

 

“It’s all about relationships.” (Pettersson, 2013) 

 

The firm also put emphasis on the relationships they have with their customers and ensure this 

by, as mentioned previously, educating the representatives and being present when a product is 

delivered to the end customer. Management is also an important resource for the firm. Pettersson 

states that the decision and the power lay at the management so it is important to ensure that the 

firm has a management with experience and a good judgement.  

4.6.3 The firm’s strategy 

According to Pettersson, Överum do not have a clear strategy and they not take any actions of 

changing it to cope with the recession. The firm has an opportunistic approach, which they also 

used during the recession. Furthermore, Pettersson wish that the firm was more flexible and 

invested more in marketing; however, he believes that the sales team are aggressive in promoting 
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their products. There is much tacit knowledge in the firm that Pettersson thinks should be 

captured, codified and formulated into a business plan.  

 

“...we need more structure because much of the knowledge of the process is in peoples heads...” 

(Pettersson, 2013) 

 

The firm does not diversify its product, they rather concentrate on innovation of existing 

products and ensuring the quality. During the recession the firm did not concentrate on cost 

reduction, instead they concentrated on generating revenue through investing more in human 

resources so they could follow the demands of their customers during the upswing of the 

industry.  
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5. Analysis  
 

In this chapter, an analysis between the theoretical framework and the empirical data from the 

six interviews will be conducted. This will be done through detecting and analysing patterns, 

differences and similarities. The chapter is divided into sections according to the research 

problems, starting with analysing how the firms was effected by the recession, what their critical 

resources and capabilities was as well as how they changed their strategy during the recession 

in their respective foreign markets.  

 

 

5.1 How the firms was effected by the recession  

The business environment facing today’s firms are increasingly fraught with complexity and 

uncertainty. An economic recession causes a decline in business activities, prompting an 

appropriate response (Schendel et al., 1976). A firm’s ability to survive partly depends on its 

ability to anticipate external changes and take those into account when defining the strategic 

targets that the firm wish to pursue (Choo, 2001). Five of the firms interviewed (Trelleborg, 

Petterssons, New wave, Scapa, and Överum) did not anticipate the recession and exhibited 

different characteristics during the recession. Four of the firms (Trelleborg, Petterssons, New 

wave and Scapa) experienced an immediate decline in sales during the third quarter of 2007. The 

empirical section reveals distinct similarities between the four firms in that they experienced a 

temporarily decline in sales, which then picked up after several months. The increased growth, 

after a period of decline in sales, can be seen as a strong indication of the firms’ being resilient. 

Moreover, since the 2007-2009 recession was characterised by high uncertainties and increased 

firm vulnerability, it can thereby be stated that the actions that the firms undertook in response to 

the crisis may have their resilience. Some firms view a recession as an opportunity and adopt 

necessary strategies to achieve positive outcomes (Dutton and Duncan, 1987; Dutton and 

Jackson, 1987; Mooney, 1991). Trelleborg, Petterssons, New wave, Scapa and Norden agreed 

that a change in strategy was necessary in order to remain resilient during the recession. This will 

be further discussed in the 5.1.3 section; strategy adopted by the firms. 
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Firms differ in their perception of recessionary effects as well as reactions to recessionary 

conditions (Shama, 1993). The variation in the success of different firms operating in the same 

industry can thereby be explained by their internal individualistic capabilities and how they 

utilise their available resources and capabilities (Barney, 1991; Peteraf, 1993; Wernerfelt, 1984). 

A commonality is seen in two of the firms interviewed (Norden and Överum), in that they 

exhibit special characteristics during the recession based on the nature of their respective 

industry. In the empirical section, Norden emphasises that although their industry is 

characterised by the lipstick index (which contributes to high growth during recessions), due to 

the competitiveness of the industry, this was not sufficient to build resilience in the recession. 

Överum, on the other hand, exists in an industry that does not correlate with trends in the normal 

industry. During the recession they registered the highest sales record in a span of 10 years. 

Since the industry relies heavily on subsidies from EU, it can therefore be assumed that the 

subsidies from the government and EU were a key factor that enabled Överum to remain resilient 

during the recession. It can also be noted from the empirical findings that the resilience of firms 

in special industries can be attributed to their unique characteristics. However, all special 

industries cannot be generalised since the unique characteristics of Norden was not enough to 

build resilience, rather Norden's resilience was as a result of a combination of the industry 

characteristics and a change in strategy.  

5.2 Critical resources and capabilities for creating resilience  

5.2.1 Resources and capabilities  

According to the RBV, a firm's growth is based on its resource utilization, if the external 

environment is subjected to change, such as in a recession, resources and capabilities provides a 

strong foundation for strategy (Sharma and Erramilli, 2004; Timlon, 2013). Resilience can 

therefore be created by focusing on resources and capabilities that aims to develop the firm 

(Sutcliffe and Vogus, 2003).  

 

Physical assets and financial resources can act as a buffer and can be used strategically to 

overcome immediate problems of disruption (Sheffi, 2007). Trelleborg, Petterssons, New wave, 
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Scapa and Norden explicitly stated that financial resources were of the essence during the 

recession. When the recession hit, Petterssons quickly realised that due to the downturn in the 

market, the firm’s equity was too low and needed to be strengthen. Furthermore, Trelleborg, 

Scapa and Norden dedicated more financial resources before and during the recession to their 

respective foreign markets in order to increase market shares. On the other hand, Överum stated 

that their tight cash flow inhibited them from further internationalisation. Furthermore, 

Trelleborg, Petterssons, Scapa and Norden’s financial resources enabled them to set up 

subsidiaries in the foreign markets establishing closer relationships to their customers. Thus, a 

common theme of the firms was that their financial resources could be seen as enabling them to 

increase their operations and win more market shares, which ultimately gave them more 

customers and increased sales. Thereby, the firm’s financial resources did indeed seem to act as a 

buffer and the higher initial cost of setting up operations was seemingly lower then not gaining 

more market shares.  

 

A firm must devote sufficient resources to innovation in order to support both exploration and 

exploitation of knowledge. Thus, the role of innovation in creating resilience is the firm’s ability 

to transform and renew its resources and capabilities (Demmer et al., 2011; Hamel and 

Välikangas, 2003). Five of the firms (Trelleborg, Petterssons, Scapa, Norden and Överum) stress 

that innovation and R&D is an important resource due to its contribution to the customer’s 

perceived value of the firms’ products. All the firms believes that their ability for innovation and 

development of their products has contributed to their reputation of providing high quality 

products. By this, a link between innovation and the importance of brand can identified. The 

firms have a reputation for supplying products of high quality, which can be linked to their 

ability to develop their product for constant improvement. Furthermore, resources in the form of 

knowledge are of importance for innovative firms. Through knowledge development that builds 

on a firms’ ability for innovation, a firm can easily adapt to changing business environments 

(Demmer et al., 2011; Grant, 2010; Henry, 2008). Scapa states that their ability for innovation is 

dependent on their survival and Trelleborg, Petterssons, and Norden believes that their ability for 

innovation is one of their core success factors. Moreover, Trelleborg and Norden are known for 

driving the innovation and developments of their industry forward. It can therefore be assumed 

that the four firms ability for innovation enabled them to adapt to the changing external 
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environment and was one of the crucial factors for them remaining resilient during the recession. 

Furthermore, by Trelleborg and Norden ensuring constant improvement of the products and 

focusing on innovation as an important resource, it can be assumed that the firms set a standard 

for the industry, which would be hard to imitate by its competitors.  

 

A solid reputation and brand is crucial for a firm for creating credibility towards potential 

partners and customers, and is considered essential for resilience (Hamel and Välikangas, 2003; 

Westcott, 2005). The empirical data show a common pattern that brand is an important resource 

for all the firms. Further findings from the empirical section reveal a similarity in that the six 

firms have a well established brand. This is attributed to the fact that all the firms have been in 

the industry for a long time. Furthermore, five of the firms (Trelleborg, Pettersson, Norden, 

Scapa and Överum) have a reputation for being a reliable supplier of high quality sustainable 

products. Therefore, a well-established brand can be seen as giving customers the confidence to 

regard the firms as a safe harbour during times of recession. Due to the nature of business-to-

business relations, it is important for existing and potential customers, to trust that the firm is a 

stable and reliable supplier within the supply chain that is not vulnerable to disruptions in the 

external environment. The firms’ strong brand can in turn be linked to their ability to keep 

existing customers and receive new ones. This can be assumed kept the firms’ sales up during 

the recession, hence, contributing to the firms building of resilience.   

 

During times of uncertainty, a firm can spread its risk through creating relationships and 

developing networks (Sheffi, 2007). All the six firms view relationships as critical and emphasise 

that close relationships to their customers and employees are key for building loyalty and trust. 

In order to strengthen their relationships with their customers, Trelleborg, Petterssons and 

Norden allocated additional resources by opening subsidiaries in their respective markets. 

Moreover, according to Trelleborg, Pettersson, Scapa, Norden and Överum, when doing business 

in foreign markets the right employees determine the success in the market. New wave sports 

stressed the importance of their relationship with their distributor, thus, the empirical findings 

indicate that all the six firms view relationships as critical resources for building resilience 

during the recession, thereby it can be assumed that in the phase of a recession firms invest in 

relationships to ensure continuous growth and customer retention. Furthermore, according to 
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Johansson and Vahlne (2013), a lack of market knowledge creates a risk of outsidership, which 

can be overcome by increased market knowledge. Trelleborg, Petterssons, New wave, Norden 

and Överum all believe that knowledge about the markets is necessary for detecting changes and 

opportunities. Three of these firms (Trelleborg, Petterssons and Norden) specifically hired local 

staff in order to obtain a better understanding about their respective markets. New wave and 

Överum relays on their distributors to incur sufficient knowledge about the markets. A pattern of 

trust and relationships can thereby be identified. The firms rely on their relationships with their 

employees and distributors, and trust that they have sufficient market knowledge to identify 

threats and opportunities. Thus, the market knowledge must be transferred to the firms from their 

employees and distributors; hence, creating a need for a reliable system for knowledge transfer is 

necessary. If the market knowledge is not transferred back to the firm, they might fail to act on 

prevailing and important opportunities, thus, their resilience might be hampered.  

 

A firm's human resources can be seen as having a critical strategic importance (Colbert, 2004). 

As stated before, the firms rely on their human resources to provide them with market knowledge 

and they value strong and trustworthy relationships, Trelleborg, Petterssons, Norden and Överum 

all stressed that it is important for them to have the right people working for them in the firm, 

due to them representing the firm with for example technical knowledge and service. In regard to 

the importance of experienced personnel in inspiring organisational members, Scapa highlights 

that during the recession, the firm’s strategy was largely influenced by older employees who 

emphasised on the need for a strategy that focused on increased growth, proactiveness and no 

panic. Thus, having witnessed several recessions, their recommendations to senior management 

of Scapa was that the recession was temporary and flexibility was crucial for resilience. 

Furthermore, Norden and Scapa believes that part of their success in their foreign markets was 

due to their sales managers driving sales up.  It can therefore be assumed that the firms rely on 

their human resources for knowledge and experience. A pattern also emerge between human 

resources, reputation and trust, fostering a good relationship with the firms employees and 

ensuring they have sufficient technical knowledge and service skills, might be crucial for the 

firm’s reputation and the customers trust in the brand. Furthermore, the sales managers were 

responsible for leading aggressive sales teams, which increased the sales turnover during the 

recession.  



   ANALYSIS 
 

	   72	  

5.2.1 Dynamic capabilities  

In order to achieve resilience, there is a need for dynamic capability through constant, proactive 

and rapid approaches to change (Bolton, 2004; Teece, 1997). Knowledge creation is created by 

the firm building new thinking, through establishing routines in gaining resources (Helfat, 1997; 

Henderson and Cockbur, 1994; Rosenkopf and Nerkar, 1999). As previously mentioned, 

Trelleborg, Petterssons, Scapa, Norden and Överum focus on innovation and R&D, which can be 

seen as a form of knowledge creation. The firm’s sees innovation as a crucial resource for their 

reputation and brand image. Thus, the capability for creating knowledge is important for the 

firms. However, none of the firms mentioned the establishment of new routines to further 

develop the knowledge creation during the recession. This might be due to that the firms focused 

on keeping up with the increased demands and improving existing products. Thus, it can be 

assumed that during the recession, the firm's resilience can be linked to the increased focus in 

innovation and product development of existing products and that the five firms might simply 

not had time to focus on establishing new time-consuming routines. 

 

The capability of a firm’s management is essential for enacting change, development and the 

competitive repositioning in environments of significant change (Mahoney 2009). All the firms 

stressed the importance of their management in the firms as being a crucial resource for the 

firms. The management in the six firms (Trelleborg, Petterssons, Newwave, Scapa, Norden and 

Överum) was primarily responsible for the decisions in strategy formulation and the choice of 

strategies implemented by the firms during the recession. Managers of (Trelleborg, Scapa, 

Norden and Överum) decided to put a greater focus on developing existing products to meet the 

demands of the market. The managers of Trelleborg and Petterssons share a common pattern in 

that they both identified the need to quickly change strategy during the recession. Trelleborg saw 

an opportunity of the growing demand of after sales products and Petterssons of creating 

environmentally friendly products. Moreover, New wave and Scapa agree that management is a 

crucial resource. Empirical findings show that the role of experienced managers is crucial in the 

adoption of the right strategy. The CEO of Överum stresses that it is important for the firm to 

have people with experience and good judgement. From the empirical data a pattern emerge, 

showing that the managers took the decisions to change strategy through aligning their focus on 

markets and developing existing products to better suit the new demands of the changing 



   ANALYSIS 
 

	   73	  

environment. It can therefore be stated that the role of the managers was that of repositioning the 

firm to align itself to the environment through a change in strategy hence this may have 

contributed to the firm’s resilience during the recession. 

 

Furthermore, organisational learning is a key dynamic capability that continuously develops 

new ideas and renewal of existing capabilities (Kogut and Zander, 1992). As just mentioned 

Trelleborg, Petterssons, Scapa, Norden and Överums management decided to further develop the 

existing products to fit the needs of the market, thus, they renewed their existing capabilities. 

Hence, a link between organisational learning and management capabilities can be detected. The 

management put a focus on organisational learning through developing existing products, which 

can also be related to the renewal of the employee’s capabilities through R&D, new 

manufacturing methods and technical knowledge, thus knowledge creation. Thus, the continuing 

creation of knowledge and learning in the form the renewal of the products might generate 

knowledge that could lead to resilience during potential future recessions.   

 

Strategic flexibility is a fundamental process of organisational adaptation (Mahoney, 2009) 

which draws on the concept of business agility, which refers to the ability to swiftly and easily 

change businesses and business processes beyond the normal level of flexibility (Oosterhout et 

al., 2006). SMEs fast adaptation, flexibility in decision making, potential for timeliness and fast 

response enable them to build resilience during times of uncertainties (Vossen, 1998). Four of 

the firms (Trelleborg, Petterssons, Scapa and Norden) renewed their products and changed their 

focus on markets to fit the changes in the environment. Furthermore, Överum’s CEO wished 

they had more flexibility in their organisation. Thus, flexibility seems to be something that 

Överum is striving for and perceive to lack in their organisation. Scapa states that flexibility is 

very important for the firm and although New wave states that they are very static in their 

planning, the firm emphasises that their goals change over time. Therefore, it can be seen that 

there is indeed a pattern of flexibility in the four of the firms, which also seem to be a crucial 

capability for enacting change. A parallel to the theory in agility can be drawn since the changes 

in the firms seem to be implemented smoothly without disruptions despite the time constraints 

and the pressure to increase resources to meet demand. Hence, it can be assumed that the firm’s 

timeliness and responsiveness enabled the firm build resilience during the recession.   
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Table 1: The case companies resources and capabilities  

5.3 Strategy change for building resilience during the recession 

Strategy change is important for firms in rapid changing business environments, firms must 

continuously survey the market in search for opportunities. The decision to change strategy 

enables the firm to meet their strategic objectives. Moreover, it enables the firm to not only cope 

with market uncertainties but also identify opportunities that are prevalent during times of 

recession (Ansoff, 1965). Findings from the empirical section show that all the firms responded 

to the recession by aligning their strategy to the changing environment. The following section 

discusses the different strategies adopted by the firms in building resilience during the recession. 

  

Revenue generation strategies are designed to achieve short term cash flows by focusing on 

profitable business areas, in this strategy, managers may shift resources and efforts to specific 

niche markets or geographic markets that provide the highest profitability in the short term 
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(Latham, 2009; Hofer, 1980). Findings from the empirical section point towards considerable 

homogeneity in the strategies adopted by five of the firms in improving their economic 

performance (Trelleborg, Petterssons Scapa, Norden and Överum) in response to the recession. 

SMEs rely on their more flexible organisational structure and proximity to the market to search 

for niches that offer opportunities for revenue generation (Latham 2009). As highlighted earlier, 

Petterssons strategy in the short term entailed raising equity in order to strengthen the firm’s 

economic performance, whereas Trelleborg, Scapa, Norden and Överum focused on revenue 

generation strategies to remain resilient during the recession. It can therefore be stated that the 

flexibility and adaptability characteristics of SME are key enablers resilience (Sullivan-Taylor 

and Branicki, 2011). The empirical findings demonstrate Trelleborg as a highly adaptive firm 

because after realising that the customer demand changed to cheaper products during the 

recession, the firm decided to focus on its aftermarket to generate revenue and compensate for 

the slow market in the initial months. During the phase of recession, firms responds to 

uncertainties in the environment (Mintzberg, 1978) by adopting strategies that sustain their 

viability in the market (Emery & Trist, 1965; Terreberry, 1968; Thompson, 1967), this can relate 

to Scapa’s  “Jack pot strategy” which was a strategy aimed at improving the economic 

performance of the firm. It ensured revenue generation by simultaneously increasing the volume 

output and allocating the best prices to the suppliers to achieve high sales.  Norden maintains that 

during the recession the firm focused on revenue generation strategies by bringing in more 

projects and creating value for the customer. Moreover, the firm emphasises that their key 

strength is flexibility and quick adaptability to the customer needs. Moreover Överum follows a 

similar pattern and points out that cost cutting was not necessary rather the firm focused on 

revenue generation since when the industry goes up there is need to ensure that the firm can meet 

the demand. A connection to theory is therefore seen whereby SMEs attempt to seek markets that 

reward unique resources and capabilities as opposed to cutting costs. A common pattern is seen 

in that during the recession the four firms focused on revenue generation activities and did not 

cut costs this can be related to the theory that SMEs adapt aspects of revenue generating 

strategies as opposed to cost cutting strategies. 

 

Firms that adopt a proactive approach to strategy, plan to make investments during a recession 

by building on their marketing assets (Srinivasan et al., 2002). Moreover, the changes SMEs 
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make in promotion strategies enables them to insulate themselves from recessionary pressures, 

thus, attain high performance during the recession (Pearce and Michael, 1997). Five of the 

interviewed firms (Petterssons, Scapa, New wave, Norden and Överum) share a commonality in 

that they adopted a proactive strategy during the recession. By increasing the sales and marketing 

budgets, the firms’ sales, income and market share increase during a recession (Kim, 1992; 

Werner, 1991). A connection to theory can be established, whereby Petterssons increased its 

marketing budgets by 60% during the recession in China, which enabled the firm to experience 

an increase in its market share. Moreover, it can be stated that New wave followed a similar 

pattern by investing in its marketing during the recession, thus resulted in brand loyalty and 

consequently an increase in sales. 

  

Scapa’s profitability was attributed to its implementation of a proactive strategy. This involved 

the organisation of an aggressive sales team to achieve high sales, combined with a strong 

emphasis for service. Similarly, Norden believes that being a proactive and flexible organisation 

is one of their biggest advantages against their competitors. During the recession, Norden 

changed its marketing strategy by adopting more personalised marketing campaigns that viewed 

customers as partners. On the other hand, although one of the firms interviewed (Överum) 

increased marketing through their salespeople, its resilience was not attributed to the proactive 

approach since the current CEO wished the firm was more flexible as this would enable the firm 

follow the demands of their customers during the upswing of the industry. It can therefore be 

stated that only four firms’ (Petterssons, Newwave, Scapa, and Norden) resilience was as a result 

of high prioritisation of flexibility and proactiveness during the recession. 

 

Firms can build resilience during a recession through market development by aggressively 

seeking new customers in new markets (Ansoff, 1965; Pearce and Michael, 1997). Empirical 

findings indicate that market development through positioning the firm in less vulnerable, high 

growth markets was of high priority for all the six firms (Trelleborg, Petterssons, New wave, 

Scapa, Norden and Överum). The principal mode of adaptation to the 2007-2009 recession for 

the six firms, was growth through increasing commitment in new markets to offset some of the 

sales decline in other markets.  
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Firms that are too dependent on a single market are likely to be highly vulnerable in times of 

uncertainty, hence, there is need for managers of internationalising SMEs to spread their risk 

between different countries in order to reduce fluctuations in sales and gain flexibility of market 

activities in times of market uncertainties (Hilmersson, 2013). A distinct pattern is established in 

that all six firms increased their scale and scope of internationalisation, which enabled them to 

boost their profitability and remain resilient during the recession. Empirical findings show that 

Trelleborg (China) Petterssons (China) New wave (Russia) Norden (India) and Överum (Poland) 

increased their operations in their respective foreign markets to counter the decline in the 

European market. It can therefore be stated that since five firms out the six increased their 

operations in emerging markets, these markets were less vulnerable during the crisis, therefore, 

combined with a change in strategy, these firms remained resilient during the recession. In the 

emphasis on the generation of additional revenue through development of new markets, it is 

important to note that not all European markets were highly vulnerable. This is evident in 

Scapa’s empirical findings whereby the firm’s international operations in Norway increased 

during the recession. Owing to the country’s financial reserves, this market was not affected by 

the recession and Scapa had to increase their sales organisation to cater for the high demand. It 

can therefore be assumed that the resilience of the six firms during the recession can be attributed 

to their scale and scope of internationalisation into less vulnerable markets. 

 

Firms seek to improve business performance through market penetration by increasing its market 

share through exploiting its present markets. By establishing niches firms can build resilience 

during the recession (Ansoff, 1965; Pearce and Michael, 1997). There is an evident pattern 

where the four firms (Trelleborg, Petterssons, Scapa and Norden) operate in niche industries. 

Trelleborg and Pettersons sell technological products of which Trelleborg sells parts to the Car 

industry whereas Petterssons specialises in making garment hangers for retail outlets. Similarly, 

Norden also sells technological products but also exist in the high-end segment as well as Scapa 

in terms of price whereby Scapa sells value for money upholstery in the high-end segment. A 

pattern can be drawn to the theory of market penetration in that the firms have focused on 

increasing their market share in their present markets. Trelleborg states that the firm has a 16% 

market share in China and that the firm has attained through focusing on their customers and 

continuous innovation of their products. Petterson also focuses on increasing its market share in 
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China and the CEO states that they concentrate on winning more market share in China. 

Similarly, Norden states that currently the firm has a 35% market share of the Indian market 

where the market is growing steadily by 6% and indicates that during the recession the firm grew 

by 7-8% in the Indian market. This shows that the firm is keen on increasing its market share in 

this market. Furthermore, Scapa states that they have been present in the Norwegian market for 

the last 30 years and state that their market share continues to increase. It can therefore be stated 

that the firms have focused on increasing their market share in the present markets however it 

must be noted that these firms have combined the market penetration strategy with market 

development strategy. 

 

Investing in product development will lead to resilient firms during the recession (Pearce and 

Michael, 2005). Empirical findings indicate that during the recession five firms (Trelleborg, 

Petterssons, Scapa, Norden and Överum) increased their product development expenditures. 

They share a common belief that continuous product development is vital in highly competitive 

markets during recessions. Furthermore, the managers of these firms agree with Drickhamer 

(2003) that a lack of innovation in firms’ product lines during the recession keeps the customer 

from buying. The results from the empirical findings show that the firms sought to increase 

revenue by offering their customers improved products. Additionally Scapa emphasises that it 

important that the right price accompanies the improved product design. Since the firm sells 

expensive upholstery, the firm believes in having its product development teams close to the 

market because this enables them to know the needs of the customer and to adopt quick 

response. It can therefore be stated that emphasis in product development through increasing 

research and developments budgets and listening to the immediate needs of the customer enabled 

these firms to remain resilient during the recession. 
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Table 2: The strategies employed by the firms 
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6. Conclusion  
 

In the final chapter of the thesis, the results of the study will be presented and conclusions will be 

formulated based on the analysis. The chapter begins with the answering of the three research 

problems, which leads to the fulfilment and the answer of the main research question. A model 

that demonstrates the results of the main research question will be presented and 

recommendations based on the conclusions will be made. The chapter will end with a description 

of the limitations of the study and suggestions for further research will be decimated. 

 

 

6.1 Research problem 1 

 
How have international SMEs been affected by the recession? 

 
After analysing the empirical data, the following conclusions can be made on how the 

international SMEs have been affected by the recession. It can be stated that the all the six firms 

were affected differently by the recession. A distinct pattern can be drawn about four of the firms 

in that during the first few months into the recession, these firms were negatively affected by the 

recession, they experienced slow growth in their business and recorded a decline in their sales 

turnover. We can therefore conclude that four of the firms were negatively affected in the 

beginning of the recession, however, only lasted for a short period of time. Since the firms later 

increased their sales turnover and profitability, it can be stated that they were later positively 

affected by the recession  

 

The results from the empirical section reveal that different industries were affected differently by 

the recession. Two of the firms were positively affected by the recession because they exist in 

industries that do not correlate to the normal trends during recessions. Both firms can be 
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characterised as high growth industries during recessions. Moreover, they indicate a similarity in 

that the nature of their industries played a role in building resilience during the recession.  

6.2 Research problem 2  

What resources and capabilities are critical for internationalised SMEs for building resilience 
during times of recession? 

 
Based on the empirical data, the firms utilised multiple resources, capabilities and dynamic 

capabilities. The tangible resource that was emphasised as the most important for creating 

resilience was the firm’s financial resources. This enabled four of the firms to further increase 

their operations in their foreign markets and by being close to the customers, their sales increased 

during the recession and contributed to their resilience.  

 

Five of the firms stated that innovation was a core success factor. Innovation enabled the firms to 

continue developing its product during the recession to fit the needs of the changing environment 

and the customers. Thus, it can be concluded that the firms’ ability to innovate enabled them to 

meet demands, which increased their sales and contributed to their building of resilience. 

 

All the firms stated that their reputation and brand was is a crucial resource. During a recession, 

the customers saw the firms as credible suppliers in which they were not afraid to invest in, 

which can be concluded as contributing to the firm’s sales not decreasing, hence, making 

reputation and brand as an important resource for resilience.  

 

Networks and relationships was also important for all the firms, and emphasised that close 

relationships with customers is key for establishing trust and stresses that relationships are 

crucial. Hence, relationships can be concluded as being a pillar of support, ensuring continued 

sales and customer retention and detecting prevailing market opportunities, thus a resources that 

firm’s can rely on during recessions for remaining resilient. 

 

All the firms emphasised the crucial importance of their manager’s capabilities during the 

recession. The firm’s management’s decision to continue innovation during the recession 
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enabled the firm’s continued knowledge creation and organisational learning, thus, reconfiguring 

of resources. It can be concluded that the management was responsible for ensuring the change 

process in reconfiguring resources and investing of more resources to their foreign markets, thus, 

the management capability was vital for building resilience.  

6.3 Research problem 3  

 

How do SMEs change their strategy to remain resilient during the recession? 

 

After analysing the empirical data, the following conclusions can be made on how the SMEs 

changed their strategy to remain resilient during the recession. 

 

After the findings from the empirical data and theoretical discussion, it can be stated that the five 

firms’ changed their strategy in foreign markets during the recession in order to remain resilient. 

In order to create a viable match to the changing environment and improve their economic 

performance, four firms changed their strategies in foreign markets by focusing revenue 

generation and marketing activities, which is in line with the adaptive model. We can thereby 

conclude that the firms were cushioned against recessionary pressure by these strategies, hence, 

remained resilient. However, it can also be concluded that a change in strategy for some firms in 

special industries will not build resilience since their industry characteristics play the lead role in 

building resilience but will enable the firms keep up with demand in the market. 

  
Findings indicate that the principal mode of adaptation for all the six firms during the recession 

was to enter new markets, increase market shares and increase product development. Therefore, 

by increasing their scale and scope of internationalisation into foreign markets the firms were 

able to spread the risk and offset the declines in their home markets. It is important to note that 

none of the firms diversified during the crisis rather the firms focused on developing the existing 

products and increasing market share. Hence, it can be concluded that this strategy was not 

important for firms in building resilience during the recession. 
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6.4 Main research question  

 

How do Swedish internationalised SMEs remain resilient in times of recession? 
 

We have been able to identify that for firms to build resilience during recessions, there is need 

for the following critical resource and capabilities; financial resources, innovation, reputation 

and brand, networks and relationships. We acknowledge that financial resources are critical for 

SMEs to remain resilient during the recession since the firms interviewed confirmed that it was 

indeed their financial resources that enabled them increase their international operations and 

consequently their sales turnover. Reputation and brand, networks and relationships were also 

critical resources that enable the SMEs to remain resilient during the recession. These intangible 

resources enabled SMEs to increase sales turnover and profitability by maintaining customer 

retention, building loyalty and trust. Moreover, continuous innovation is critical and enables 

SMEs to remain resilient by ensuring quick response to customer needs. We further found that in 

order to remain resilient during the recession, management capability were a critical dynamic 

capabilities that enable SME’s to quickly reconfigure its existing resources and capabilities in 

response to the recession. 

  

Furthermore, the changing of existing resources and enabled the SMEs to change their strategy 

by focusing on revenue generation and marketing. We therefore strongly believe that a change in 

strategy was necessary in order to remain resilient. It is important to note that all the firms 

interviewed entered new markets, increased market shares and increased product development. 

The firms further stressed that entering new markets was of highest importance since it enabled 

the firms to spread risk into less vulnerable growth markets and counter the losses in their home 

markets. This in combination with increased product development the firms attain market shares, 

increase sales turnover and profitability, hence, as well contributed to the resilience of the firms.  

 

We can therefore conclude that Swedish internationalized SMEs remained resilient during the 

recession of 2007-2009, through reconfiguring its critical resources and capabilities, and 
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changing their strategy to adapt to the changes in the external environment caused by the 

recession. 

 

 
 

Figure 7: SMEs resilience during the recession 

6.5 Recommendations  

After conducting the study and answered our main research question, we would like to extend 

general recommendations for how to remain resilient during recessions, as well as specific 

recommendations to our case companies.  

 

Stay optimistic! This is one of the most crucial and important recommendations based on the 

empirical findings. Staying optimistic when faced with difficult times leads to rightly balanced 

decisions and smart future strategies that will profit the company in the long-run. Thus, to not 

only survive but also detect prevailing market opportunities that arise during periods of extreme 

events.  

 

Scenario planning with the scenario of recession helps firms to put plans in place and create 

crisis plans and teams. However, this should not be seen as a panacea, but as a help in handling 

the challenging situation to a certain extent. This in turn adds flexibility and confidence to the 

firms and can in forehand detect mistakes in the in the strategic plans. Thus, a constant 

monitoring of strategies can lead a firm successfully through difficult times.  
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Develop the crucial resources and capabilities detected in this study. Strategy builds on a firm's 

resources and capabilities, thus focusing on developing the crucial resources and capabilities will 

help build the foundation for resilience and a stronger strategy in the phase of a recession.  

 

Ensure a financial backup plan, the firms emphasised the importance of financial resources 

during the recession. Having financial resources that can act as a buffer during difficult and 

uncertain times can be crucial to survive the first phase. Hence, firms should ensure they have 

plans and financial resources in place for times of extreme external pressure such as a recession.   

 

Ensuring strategic flexibility enables the firm to change with the environment and catch 

prevailing opportunities of the market. Thus, the firm should ensure a level of flexibility in their 

organisation, plans and strategy to be able to smoothly follow the waves of the market, instead of 

the external environment imposing change on a static firm.  

 

We would like to give the following recommendations to Trelleborg, Petterssons, Scapa and 

Norden: To continue focusing on the resources and capabilities that are detected as crucial for 

building resilience and to further enhance their flexibility and agility in the businesses. We 

would also like to propose scenario planning as a viable option for handling external pressure. 

 

We would like to give the following recommendations to New wave: A focus should be set on 

the resources and capabilities that are seen as to be lacking but is crucial for building resilience. 

The resources that need to further be developed are financial resources and innovation; these are 

important resources for continued development during periods of uncertainty. Furthermore, since 

the firm should develop their ability for innovation, the dynamic capability of knowledge 

creation and organisational learning seem to also be lacking, this can be overcome by focusing 

on R&D within the company and development of existing routines and processes. The firm also 

makes plans for the future but are perceived to be of a static nature. As detected by the study, the 

capability for strategic flexibility and agility within the firm is crucial for changing with the 

environment instead of having unwelcomed changes imposed on the firm’s activities. Therefore 

as a final recommendation, we would recommend New wave to introduce the element of 
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flexibility within their organisation by making plans less static and continuously allowing the 

aspect of change within the firm.  

 

We would like to give the following recommendations to Överum: A focus should be set on the 

resources and capabilities that are seen as to be lacking but is crucial for building resilience. The 

resources that need to further be developed are the financial resources, which are important 

resources for continued development during periods of uncertainty. The CEO expressed that the 

Kongskilde group imposes a tight cash flow on Överum which inhibits their internationalisation, 

this could be hard to dispute, however, larger financial resources would enable them to create a 

buffer for times of recession and enable future growth through expansion. Furthermore, as 

detected by the study, the capability for strategic flexibility and agility within the firm is crucial 

for changing with the environment instead of having unwelcomed changes imposed on the firm’s 

activities. Överum’s CEO also expressed a wish of becoming a more flexible organisation, we 

concur and believe that Överum should introduce the element of flexibility within their 

organisation by making plans less static and continuously allowing the aspect of change within 

the firm.  

6.6 Limitations  

Because of the short amount of time, a number of limitations were imposed on the study. The 

firms interviewed had a geographical spread which was a conscious decision to improve the 

validity of the paper. However, none of the six companies was located in the northern parts of 

Sweden and conducting interviews with companies located more north would further have 

improved the validity of the paper. Furthermore, due to our strict profile (described in the case 

selection process), finding firms that fitted the profile in the same industry was difficult. The six 

firms are all located in different industries, thus they were all affected by the recession in 

different ways. Thus, we are also aware of that if more companies was interviewed, with a larger 

geographical spread and active in the same industry, a generalisation on a bigger scale would be 

possible, however, we do believe that the patterns that did emerge are applicable on Swedish 

internationalised SMEs.  
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The interviews were conducted with a semi-structured interview guide. The additional follow-up 

questions was made according to the interviewees answer, thus these questions was similar but 

not identical and was not stated in the same order. This poses a limitation on the study, however, 

we believe that this was the most appropriate way of conducting the study due to the interviewee 

was given the freedom to expound on its answers but was guided by the interviewer, in order to 

obtain the necessary information. Furthermore, the interviewees are also subjective in their 

responses, which may limit responses to only be their personal interpretations of the situation, 

however, by guiding the interview and the authors having a profound foreknowledge based on 

theory, we believe this limitation was contra acted. Finally, we also want to point out that we are 

aware of the Ansoff growth matrix being somewhat outdated, however, three of the growth 

strategies was utilised by the firms we believe that the matrix is highly applicable to our case 

companies.  

6.7 Suggestions for further research  

After this study, we believe that our study can be the foundation for future research in a wider 

context. Hence, we propose the following a future study:  

 

1. Conducting a similar study using a quantitative approach. This approach can provide 

opportunities for generalisation, which can provide an interesting angle of incidence of 

how several Swedish internationalised SMEs remain resilient during recessions.  

 

2. Conducting a similar study using firms in the same industry. The case companies of this 

study are within different industries thus was affected by the recession in different 

aspects. Conducting a study with firms in the same industry could further enhance the 

generalisability and create a manual for overcoming recessions within that industry.  

 

3. Conducting a similar study using firms from other countries. This study only use 

Swedish SMEs as it point of interest, it would be of profound interest to study if foreign 

SMEs differ in their view of critical resources and capabilities, as well as their use of 

strategy to build resilience.  
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4. A comparative evaluation of resources and capabilities and their effects on resilience of 

SMEs. Thus, investigating if some resources and capabilities contribute more to the 

resilience of SMEs than others, and which are seen as the most important by the firms.  

 

5. Conducting a study of how SMEs can develop resilient capabilities given their existing 

knowledge base and resource constraints. This investigation could also be drawn to a 

further consideration of how large organisations can potentially learn from SMEs and 

their adaptation and flexibility in extreme events such as in the phase of a recession.  

 

 

 

 

 

 



 
 
 

	  89	  

References  
      

Articles 

Aloui, R., Aïssa, M.S.B., and Nguyen, D.K. (2011), “Global financial crisis, extreme 

interdependence, and contagion effects: The role of economic structure?”, Journal of Banking & 

Finance, Vol. 35 No. 1, pp. 130-141 

 

    Amit, R. and Schoemaker, P. (1993), “Strategic assets and organizational rent”, Strategic 

Management Journal, Vol. 14, pp. 33-46 

 

Anderson, P. and Tushman, M. (1991), “Managing through cycles of technological change”, 

Research Technology Management, Vol. 34 No.3, pp. 26–31 

 

    Barney, J. (1991), “Firm resources and sustained competitive advantage”, Journal of 

Management, Vol. 17 No. 1, pp. 99–120 

 

Barney, J. (1995), “Looking inside for competitive advantage”, Academy of Management 

executive, Vol. 9 No. 4, pp. 49–61 

 

Barr, P.S. (1998), “Adapting to Unfamiliar Environmental Events: A Look at the Evolution of 

Interpretation and Its Role in Strategic Change”, Organization Science, Vol. 9 No. 6, pp. 644-

669 

 

Burgelman, R.A. (1988), “Strategy-making as a social learning process: the case of internal 

corporate venturing”, Interfaces, Vol. 18 

 

Burnard, K. and Bhamra, R. (2011), “ Organisational resilience: development of a conceptual 

framework for organizational responses”, International Journal of Production Research, Vol. 49 

No. 18, pp, 5581-5599 

 



    
   

 

	   90	  

Chaudhuri, A. and Holbrook, M.B. (2001), “The Chain of Effects from Brand Trust and Brand 

Affect to Brand Performance: The Role of Brand Loyalty”, Journal of Marketing, Vol. 65 No. 2, 

pp. 81-93 

 

Chor, D. and Manova, K. (2012), ”Off the cliff and back? Credit conditions and international 

trade during the global financial crisis”, Journal of International Economics, Vol. 87 No. 1, pp. 

117-133 

 

Cohen, W. M. and Levinthal, D. A. (1990), “Absorptive capacity: A new perspective on learning 

and innovation”, Administrative Science Quarterly, Vol. 35, pp. 128–152 

 

Colbert, B.A. (2004), “The complex resource-based view: implications for theory and practice in 

strategic human resource management”, Academy of management review, Vol. 29 No. 3, pp. 

341-358 

 

Collis, D. and Montgomery, C.A (1995), "Competing on Resources: Strategy in the 1990s," 

Harvard Business Review, Vol. 73 No. July-August, pp. 118-128 

 

Das, T.K. and Teng, B.S. (2000), “Instabilities of strategic alliances: an internal tensions 

perspective”, Organisation Science, Vol. 11 No. 1, pp. 77 – 101 

 

De Sa´a-Pérez, P. and García-Falcón, J.M. (2002), “ A resource-based view of human resource 

management and organizational capabilities development”, International Journal of Human 

Resource Management, Vol. 13 No. 1, pp. 123-140 

 

Demmer, W.A., Shawnee K.V, and Calantone, R. (2011), "Engendering resilience in small-and 

medium-sized enterprises (SMEs): a case study of Demmer Corporation", International Journal 

of Production Research, Vol. 49 No. 18, pp 5395-5413 

 

Dubois, A. and Gadde, L.E. (2002), “Systematic combining: an abductive approach to case 

study‟, Journal of business research, Vol. 55, pp. 553-560. 



    
   

 

	   91	  

 

Eisenhardt, K. M. and Martin, J. A. (2000), “Dynamic capabilities: what are they?”, Strategic 

Management Journal, Vol. 21 No. 10-11, pp. 1105-1121  

 

Fassoulsa, E.D. (2006), “Transforming the supply chain”, Journal of Manufacturing Technology 

Management, Vol. 17 No. 6, pp. 848–860 

 

Gioia, D. A., & Chittipeddi, K. (1991). Sensemaking and sensegiving in strategic change 

initiation. Strategic management journal, Vol. 12 No. 6, pp. 433-448 

 

Grant, R.M. and Baden-Fuller, C. (1995), “A knowledge based theory of inter-firm 

collaboration”, Academy of Management Best Paper Proceedings, pp. 17-21 

 

Gunasekaran, A., Bharatendra, K.R. and Griffin, M. (2011), “Resilience and competitiveness of 

small and medium size enterprises: an empirical research”, International Journal of Production 

Research, Vol. 49 No. 18, pp. 5489-5509 

 

Hannan, M. T. and Freeman, J. (1977), “The population ecology of organizations”, American 

Journal of Sociology, Vol. 82 No. 5, pp. 929–964 

 

Hart, S. and Milstein, M. (1999), “Global sustainability and the creative destruction of 

industries”, Sloan Management Review, Vol. 41 No. 1, pp. 23–33 

 

Herbane, B. (2010), “Small business research: time for a crisis-based view”, International Small 

Business Journal, Vol. 28 No. 1, pp. 43–64 

 

Herbig, P. and Milewicz, J. (1995), “The relationship of reputation and credibility to brand 

success”, Journal of consumer marketing, Vol. 12 No. 4, pp. 5-10 

 

Holling, C.S. (2001), “Understanding the complexity of economic, ecological, and social 

systems”, Ecosystems, Vol. 4 No. 5, pp. 390–405 



    
   

 

	   92	  

 

Hudson-Smith, M. and Smith, D. (2007), “Implementing strategically aligned performance 

measurement in small firms”, International Journal of Production Economics, Vol. 106 No. 2, 

pp. 393 

 

Ingirige, B., Proverbs, D. and Jones, K.G. (2008), “Investigating SME resilience and their 

adaptive capacities to extreme weather events: a literature review and synthesis”, Building 

Education and Research, pp. 582–593 

 

Ismail, H. S, Poolton, J. and Sharifi, H. (2011), "The role of agile strategic capabilities in 

achieving resilience in manufacturing-based small companies", International Journal of 

Production Research, Vol. 49 No.18, pp. 5469-5487 

 

Jennings, P. and Beaver, G. (1997), “The performance and competitive advantage of small firms: 

a management perspective”, International Small Business Journal, Vol. 15 No. 2, pp. 34–58 

 

Johanson, J. and Vahlne, J. E. (1977), “Internationalization process of firm – model of 

knowledge development and increasing foreign market commitments”, Journal of International 

Business Studies, pp. 23-32 

 

Johanson, J. and Vahlne, J. E. (2013), “The Uppsala model on evolution of the multinational 

business enterprise–from internalization to coordination of networks”, International Marketing 

Review, Vol. 30 No.3, pp.189-210 

 

Kamin, S. and Pounder, L. (2010). “How did a domestic housing slump turn into a global 

financial crisis?”, FRB International Finance Discussion Paper, pp. 994 

 

Leiblein, M.J., (2011), “What do resources- and capability- based theories propose?”, Journal of 

Management, Vol. 37, pp. 909-932 

 



    
   

 

	   93	  

Levy, M., Loebbecke, C. and Powell, P. (2003), “SMEs, cooperation and knowledge sharing: the 

role of information system”, European Journal of Information System, Vol. 12 No. 1, pp. 3–17 

 

Liesch, P. W., Welch, L. S., Welch, D., McGaughey, S. L., Petersen, B., and Lamb, P. (2002), 

“Evolving strands of research on firm internationalization: An AustralianNordic perspective”, 

International Studies of Management & Organization, Vol. 32, pp. 1635 

 

Lu, J.W. and Beamish, P.W. (2001), “The internationalization and performance of SMEs”,  

Strategic Management Journal, Vol. 22 No. 6–7, pp. 565–586 

 

Moore, S. B. and Manring, S. L. (2009), “Strategy development in small and medium sized 

enterprises for sustainability and increased value creation”, Journal of cleaner production, Vol. 

17 No. 2, pp. 276-282 

 

Peteraf, M. A. (1993). “The Cornerstones of Competitive Advantage: Resource Based View”, 

Strategic Management Journal, Vol. 14, pp. 179–191 

 

Prahalad, C. K. and Hamel, G. (1990), “The core competence of the corporation”,  Harvard 

Business Review, May/June, pp. 79–91 

 

Reinmoeller, P. and van Baardwijk, N. (2005), “The link between diversity and resilience”, MIT 

Sloan Management Review, Vol. 46 No. 4, pp. 61–65 

 

Rudrajeet Pal, Håkan Torstensson and Heikki Mattila, Antecedents of organizational resilience 

in economic crises – an empirical study of Swedish textile and clothing SMEs, Int. J. Production 

Economics  

 

Runyan, R.C. (2006), “Small business in the face of crisis: identifying barriers to recovery from 

a natural disaster”, Journal of Contingencies and Crisis Management, Vol. 14 No. 1, pp. 12–26 

 



    
   

 

	   94	  

Ruzzier, M., Antoncic, B., Hisrich, R.D. and Konecnik, M. (2007), “Human capital and SME 

internationalization: a structural equation modelling study”, Canadian Journal of Administrative 

Sciences, Vol. 24, pp. 15-29  

 

Salavou, H., Baltas, G. and Lioukas, S. (2004), “Organizational innovation in SMEs: the 

importance of strategic orientation and competitive structure”, European Journal of Marketing, 

Vol. 38 No. 9–10, pp. 1091–1112. 

 

Sharma, V.M. and Erramilli, M.K. (2004) “Resource-based explanation of entry mode choice”, 

Journal of Marketing Theory and Practice, Vol. 12, pp. 1–18 

 

Soderquist, K., Chanaron, J.J. and Motwani, J. (1997), “Managing innovation in French small 

and medium-sized enterprises: an empirical study”, Benchmarking for Quality Management and 

Technology, Vol. 4, pp. 259 

 

Spender, J. C. and Grant, R. (1996), “Knowledge and the firm: Overview”, Strategic 

Management Journal, Vol. 17, pp.  5–10 

 

Starr, R., Newfrock, J. and Delurey, M. (2003), “Enterprise resilience: managing risk in the 

networked economy”, Strategy and Business, Vol. 30 No. 1, pp. 1–150 

 

Sullivan-Taylor, B. and Branicki, L. (2011), “Creating resilient SMEs: why one size might not fit 

all”, International Journal of Production Research, Vol. 49 No. 18, pp. 5565-5579 

 

Sutcliffe, K.M. and Vogus, T.J. (2003), “Organizing for resilience. In: K.S. Cameron, J.E. 

Dutton and R.E. Quinn, eds, Positive organizational scholarship foundations of a new 

discipline”, Berrett-Koehler, pp. 94-110 

 

Teece, D.J. (2007), “Explicating dynamic capabilities: The nature and microfoundations of 

(sustainable) enterprise performance” Strategic Management Journal, Vol. 28 No. 13, pp 1319–

1350 



    
   

 

	   95	  

 

Teece, D. J. and Pisano, G. (1994), “The Dynamic Capabilities of Firms: an Introduction”, 

Industrial and Corporate Change, Vol. 3 No. 3, pp 537-556 

 

Teece, D.J., Pisano, G. and Shuen, A. (1997), “Dynamic capabilities and strategic management”, 

Strategic Management Journal, Vol. 18 No. 7, pp. 509–533 

 

Trott, P., Maddocks, T., and Wheeler, C. (2009), “Core competencies for diversifying: case study 

of a small business” Journal of Strategic Change , Vol. 18, pp. 27–43 

 

Vossen, R.W. (1998), “Relative strengths and weaknesses of small firms in innovation”, 

International Small Business Journal, Vol. 16, pp. 88–94 

 

Wernerfelt, B. (1984), “A resource-based view of the firm”, Strategic Management Journal, Vol. 

5, pp. 171–180 

 

Wesson, T. and De Figueiredo, J. N. (2001), “The importance of focus to market entrants: A 

study of microbrewery performance”, Journal of Business Venturing, Vol. 16 No. 4, pp. 377-403 

  

Winter, S. G. (2003), “Understanding dynamic capabilities”, Strategic Management Journal, 

Vol. 24 No. 24, pp. 991-995 

 

Zahra SA., Sapienza RJ. and Davidsson P. (2006), “Entrepreneurship and dynamic capabilities: a 

review, model and research agenda”, Journal of Management Studies Vol. 43 No. 4, pp. 917-955 

 

Zollo, M. and Winter, S. G. (2002) “Deliberate Learning and the Evolution of Dynamic 

Capabilities”, Organization Science, Vol. 13 No. 3, pp. 339-351 

 

Zyglidopoulos, S. C., DeMartino, R. and Reid, D. M. (2006), “Cluster reputation as a facilitator 

in the internationalization of small and medium-sized enterprises”, Corporate Reputation 

Review, Vol. 9 No. 1, pp. 79–87 



    
   

 

	   96	  

Literature 

Ahrne, G. and Svensson, P. (2011). Handbok i kvalitativa metoder. Liber: Malmö, Sweden 

 

     Alvesson, M. and Sköldberg, K. (2009). Reflexive Methodology: New vistas for qualitative 

research. Sage: London, UK 

 

Dallago, B. and Guglielmetti, C. (2010) Local Economies and Global Competitiveness. Palgrave 

Macmillan: Hampshire, UK  

 

    Denscombe, M. (2009). Forskningshandboken: för småskaliga forskningsprojekt inom 

samhällsvetenskaperna. 2th Edition, Studentlitteratur: Lund, Sweden 

European Commission (2010). Internationalization of European SMEs. Entrepreneurship Unit: 

Brussels, Belgium 

 

Geroski, P. A. and Gregg, P. (1997). Coping with recession: UK company performance in 

adversity. Cambridge University Press: Cambridge, UK 

 

Grant, R.M. (2010). Contemporary strategy analysis. Blackwell Publishing: Oxford, UK 

 

Graziano, A.M. and Raulin, M. (2013). Research Methods, a process of inquiry. 8th Edition, 

Pearson: Boston, USA 

 

Henry, A. (2008). Understanding strategic management���. Oxford University Press: Oxford, UK 

 

Hollensen, S. (2011). Global Marketing. 3th Edition, Prentice-Hall: Harlow, USA 

 

Hofer, C. W. and Schendel, D. (1979). Strategic management: A new view of business policy and 

planning. Brown: Boston, USA 

 



    
   

 

	   97	  

     Jacobsen, D. I. (2002). Vad, hur och varför? Om metodval i företagsekonomi och andra 

samhällsvetenskapliga ämnen. Studentlitteratur: Lund, Sweden 

 

Jansson, H. (2007). International business marketing in emerging country markets. The third 

wave of internationalization of firms. Edward Elgar: Cheltenham, UK. 

 

Keller, S. and Price, C. (2011). Beyond Performance: How Great Organizations Build Ultimate 

Competitive Advantage. John Wiley & Sons: Hoboken, USA 

 

Kvale, S. (1996). Interviews: an introduction to qualitative research interviewing. SAGE 

publications: Thousand oaks, USA 

 

Kvale, S. and Brinkmann, S. (2009). Interviews: learning the craft of qualitative research 

interviewing. SAGE publications: Los Angeles, USA 

 

     Merriam, S.B.(1998). Qualitative research and case study application in education. Jossey Bass: 

San Francisco, USA 

    

Merriam, S.B. (2002). Qualitative research in practice: examples for discussion and analysis. 

Jossey-Bass: San Francisco, USA 

 

Merriam, S.B. (2009). Qualitative Research: a guide do design Implementation Revised and 

Expanded from Qualitative Research and Case, Study Applications in Education. John Wiley & 

Sons: USA 

 

      Moss Kanter, R. (1989). When Giants Learn to Dance. Unwin Hyman: London, UK 

 

Nelson, R.R. and Winter, S. (1982). An Evolutionary Theory of Economic Change. The Belknap 

Press of Harvard University Press: Cambridge, UK 

 



    
   

 

	   98	  

Patel, R. and Davidsson, B. (2003). Forskningsmetodikens grunder – Att planera, genomföra och 

rapportera en undersökning. 3th Edition. Studentlitteratur: Lund, Sweden. 

 

Patel, R. and Davidsson, B. (2011). Forskningsmetodikens grunder – Att planera, genomföra och 

rapportera en undersökning. 4th Edition. Studentlitteratur: Lund, Sweden. 

 

Penrose, E.T. (1995). The Theory of the Growth of the Firm. 3th Edition, Oxford University 

Press: Oxford, UK. 

 

Perrow, C. (1984). Normal accidents: living with high-risk technologies. Basic Books: New 

York, USA 

 

Pettigrew, A. and Whipp, R. (1993). Managing change for competitive success. Wiley–

Blackwell: Oxford, UK 

 

Rajagopalan, N. and Spreitzer, G. M. (1997), “Toward a theory of strategic change: A multi-lens 

perspective and integrative framework”, Academy of Management Review, Vol. 22, pp 48–79 

 

Reid G (2007) The Foundations of Small Business Enterprise. Routledge: London, UK 

 

Remenyi, D., Williams, B., Money, A. and Schwartz, E. (1998). Doing research in business and 

management: An introduction to process and method. SAGE publications: Thousand oaks, USA 

 

Schumpeter, J. (1934). The Theory of Economic Development. Harvard University Pres: 

Cambridge, USA  

 

Sheffi, Y. (2007). The resilient enterprise: overcoming vulnerability for competitive advantage. 

The MIT Press: Boston, USA 

 

Stangler, D. (2009), The Economic Future Just Happened. Ewing Marion Kauffman Foundation: 

Kansas, USA 



    
   

 

	   99	  

 

Storey D (1994) Understanding the Small Business Sector. Routledge: London, UK 

 

Thurén, T. (2009). Vetenskapsteori för nybörjare. Liber: Malmö, Sweden 

 

Yin, R. K. (2003). Case study research. 3th Edition. Vanderbilt University: Washington DC, 

USA 

 

Yin, R. K. (2009). Case study research: design and methods. 4th Edition, SAGE publication: 

London, UK 

 

Yin, R.K. (2013). Qualitative research from start to finish. Studentlitteratur: Lund, Sweden  

 

Lecture notes  

Timlon, J 2013, The Concept of Strategy and Tools of Strategy Analysis, lecture notes distributed 

in Strategy Analysis for Business Success in Mature Markets at Linnaeus University, Kalmar 24 

January 2012.  

 

Åkerman, N 2012, Dynamic capabilities, lecture notes distributed in Knowledge Based 

Strategies in a Distant Market Context at Linnaeus University, Kalmar 12 november 2012 

 

Dissertations 

Kwan Tang, Y. (2007): Networking for the internationalization of SME: Evidence from the 

Chinese Context. Faculty of law, business and social sciences department of management, 

University of Glasgow, UK: Glasgow 

 

Conference proceedings  

Freeman, S.F. (2004), “Beyond Traditional Systems Thinking: Resilience as a Strategy for 

Security and Sustainability”, paper presented in at the International Conference on Systems 

Thinking in Management Session on Sustainability, 20 May 2004, Philadelphia available at: 



    
   

 

	   100	  

http://cpor.org/rt/BeyondTraditionalSysThinking-ResilienceForSafety,Sustainability.pdf 

(accessed 28 May 2013) 

 

Gjellerup, P. (2000), ”SME support services in the face of globalisation, concerted action 

seminar”, in Danish Agency for trade and Industry, Copenhagen, Denmark, 2000, pp. 16-28  

 

Piva, E., Colombo, M., Quas, A. and Rossi-Lamastra, C. (2012), “How do young entrepreneurial 

ventures in high-tech sectors react to the global crisis?”, in DRUID, Copenhagen, Denmark, 

2012, available at: http://druid8.sit.aau.dk/acc_papers/x8lyaqlb8igef4p6mcgjl30iy1qm.pdf 

(accessed 28 May 2013) 

 

  Electronic sources  

European Comission (2005). New SME definition, available at: 

http://ec.europa.eu/enterprise/enterprise_policy/sme_definition/sme_user_guide.pdf (accessed 

20 April 2013). 

 

Ekonomifakta (2013), BNP – Sverige, available at: 

http://www.ekonomifakta.se/sv/Fakta/Ekonomi/Tillvaxt/BNP---

Sverige/?from14512=2008&to14512=2012 (accessed 20 April 2013). 

 

Frycklund, Jonas., Grahn, G. and Wallen, F. (2008), Finanskrisen, vad nu?, available at: 

http://www.svensktnaringsliv.se/multimedia/archive/00015/Finanskrisen__vad_nu_15229a.pdf 

(accessed 20 April 2013). 

 

International Monetary Fund (IMF) (2009), World economic outlook: Crisis and recovery, 

available ww.imf.org/external/pubs/ft/weo/2009/01/pdf/text.pdf (accessed 28 March 2011). 

OECD (2001), Economic environmental and social statistics, available at: 

http://stats.oecd.org/Index.aspx?DataSetCode (accessed 28 March 2011). 

 



    
   

 

	   101	  

Riksbanken (2009), Öberg: Sverige och finanskrisen, available at: 

http://www.riksbank.se/sv/Press-och-publicerat/Tal/2009/Oberg-Sverige-och-finanskrisen/ 

(accessed 20 April 2013).   

 

Statistiska Central Byrån (2013), Hitta statistik, available at: 

http://www.ssd.scb.se/databaser/makro/Produkt.asp?produktid=NV0101 (accessed 20 April 

2013). 

 

The Economist (2008), The financial crisis: into the storm, available at: 

http://www.economist.com/node/12471135 (accessed 20 April 2013). 

 

Tillväxtverket (2012), Internationalisering i svenska små och medelstora företag, available at: 

http://publikationer.tillvaxtverket.se/ProductView.aspx?ID=1761 (accessed 20 April 2013).  

 

United Nations (2008), World Investment Prospects 2008-2010, available at:  

http://unctad.org/en/Docs/wips2008_en.pdf (accessed 20 April 2013). 

 

Westcott, S. (2005), The importance of reputation, available at: 

http://www.profitguide.com/shared/print.jsp?content=20050222_10 (accessed 20 April 2013).  

 

World Bank (2010), Doing Business in 2011: Making a Difference for Entrepreneurs, available 

at: www.doingbusiness.org/reports/doing-business/doing-business-2011 (accessed 12 April 

2011).  

 

 Interviews  

Trelleborg Sealing Solutions Ab 

Anders Broberg, Director of Sales and Marketing, 2 may 2013, Kalmar.  

 

Petterssons Trading Sweden AB  

Hans Ireståhl, the Chief Executive Officer, 3 may 2013, Hillerstorp.  

 



    
   

 

	   102	  

New Wave Sports AB 

Ingemar Holmberg, Director of International Sales, 7 of may, conducted via skype in Kalmar. 

 

Scapa Inter AB 

Peter Conradsson, the Chief Executive Officer, 8 may 2013, conducted via skype in Kalmar 

 

Norden Machinery AB  

Lars Hammarstedt, Director of Marketing and Sales, 13 may 2013, Kalmar.  

 

Överums Bruk AB 

Peter Pettersson, the Chief Executive Officer, 17 may 2013, Överum. 

 

Table of figures 

Figure 1, created by Salenborg and Stålered 

Figure 2, created by Salenborg and Stålered 

Figure 3, created by Salenborg and Stålered 

Figure 4, model from Rajagopalan and Spreitzer (1997), created by Salenborg and Stålered 

Figure 5, model from Ansoff (1965), created by Salenborg and Stålered 

Figure 6, created by Salenborg and Stålered 

Figure 7, created by Salenborg and Stålered 

 

List of tables 

Table 1, created by Salenborg and Stålered 

Table 2, created by Salenborg and Stålered 

 

Appendix 
 

Interview guide  

 

1. Introduction Questions 



    
   

 

	   103	  

  

1.1 What are your title and your primary responsibility? 

  

1.2 How many employees does the company have? 

  

1.3 When was the company established? 

  

1.4 What is the turnover? 

  

1.5 When did the company start its international operations? 

  

1.6 What markets is the company active in? 

  

1.7 What is the main international market? 

  

1.8 What markets are you responsible for? 

  

1.9 How large is the export sales? 

  

1.10 What is the main customer target group? 

  

2. Effects of the recession 

  

2.1 Was the company affected by the recession in 2007-2009?  

If affected positively and or negatively 

a. When did your company start to feel the effects of the recession? 

  

b. How was the company affected by the recession? 

  

c. Was the company’s turnover affected? 
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d. Was the company’s export sales affected? 

  

e. Had the company anticipated the recession? 

  

f. Had the company taken actions against the recession? 

If not affected at all 

g. Why do you think the company was not affected by the recession? 

h. Had the company anticipated the recession? 

  

i.  Had the company taken actions against the recession? 

  

2.2 Did the company make a conscious decision to increase its operations in any foreign markets 

during the recession? 

  

a. If yes, what markets? 

b. Why did the company increase their operations in those/that market? 

  

2.3 Did the company make a conscious decision to reduce its operations from any foreign 

markets during the recession? 

a. If yes, what markets? 

b. Why did the company decrease its operations in those/that market? 

  

2.4 Did the company make a conscious decision to remain in those/that market without 

increasing or decreasing its operations? 

  

a. If yes, what markets? 

b. Why did the company choose not to increase or decrease operations in those/that 

market? 

  

3. Resources and commitment 
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Continuing with the focus on the markets the company increased or remained operations in. 

  

3.1 How did the company increase foreign market operations? 

  

3.2 How did the company increase its operations in the X market? * 

  

3.3 What were the driving factors for increasing/remaining operations in X market? 

  

3.4 What are the key resources for the company? 

  

3.5 Is the management an important resource for success in the international market?  

  

3.6 Do you see knowledge and learning as important resources for success in international 

markets? 

 

3.7 What were the original resources on the X market? 

  

3.8 Was there a change in the resource allocation in X market? 

a. If yes, was it a increase or decrease of resource commitment? 

b. If a increase, why did the company chose to increase its resource commitment? 

c. If a decrease, why did the company choose to reduce its resource commitment? 

  

3.9 What critical factors (resources and capabilities) enabled your company to survive the 

recession?  

4. Strategy for survival of the company 

  

4.1 What was the company’s strategy in market X before the recession? 

  

4.2 Did the company change its strategy to cope with the recession? 

  

If yes; a. How did the company change the strategy? 
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b. What strategy was adopted? (Diversification, product- and market- 

development, market penetration, turnaround strategy, multiple markets) 

  

c. Why was there a need to change strategy? 

  

d. Was the ‘new’ strategy successful? 

  

e. How did the ‘new’ strategy enable the company to survive the recession? 

  

If no; f. Why did the company not change the strategy? 

  

g. How did the ‘old’ strategy enable the company to survive the recession? 

  

4.3 Does the company make strategic plans for the future? 

 

If so; a. For how many years forward? 

  

b. Do these strategic plans focus on growth in the future? 

  

4.4  Does the company make future plans in the event of difficulties in the future (for 

example recessions, change in demand, increase competition, industry changes etc)? 

  

 * Only ask if the company increased its operations in a market   
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