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Abstract

Abstract

Many companies strive to develop innovative products and create new solutions for their 
customers. However, in the rush for new products and innovations many companies forget to 
analyze the market to make sure that they understand it and can satisfy the needs. In order for 
a company to be effective, it is necessary that they focus on operations that create value for 
their customers. Many companies try to be market oriented, however some of them still fail 
to satisfy the market needs. 

Order-winner and qualifier theory is one way to analyze market needs and connect it to a 
company’s  internal  processes,  so  that  resources  can  be  allocated  to  those  value-added 
processes and operations.  Therefore, the purpose of this thesis is to identify qualifier  and 
order-winner  characteristics  within  a  market  in  order  to  match  a  new  product  with  the 
markets needs. Two research questions were posed: (1) Which characteristics make a new 
product qualify within a market segment? (2) Which characteristics make a new product to an 
order-winner within a market segment? 

The thesis followed a procedure to analyze market needs and requirements of material and 
supplier characteristics.  The thesis was conducted in the home-appliance market through two 
case studies: one of OBH Nordica, representing the low-mid-end zone; and the second of 
Electrolux, representing the mid-high-end zone.

The findings of the study indicated that certain qualifier characteristics are common for the 
entire market, while others are specific for their zone. So for a company to be considered as a 
supplier  in  a  specific  zone or  segment,  they have  to  be  able  to  fulfill  both the  market’s 
common characteristics as well as the characteristics that are specific for the zone they belong 
to.  The  study also  showed that  a  company  should  constantly  compare  their  order-losing 
sensitive qualifiers with their competitors, since a slight change in the environment can cause 
them to start losing orders. 

The findings also indicated that an order-winner characteristic for the entire market is the 
esthetical  attitude due to market  trends and demands for appealing design.  Moreover, the 
study showed that the higher the end product is, the higher the quality requirements are, as 
well as the demand to meet the market’s needs and specifications increases.



Sammanfattning

Sammanfattning

Många företag strävar efter att utveckla innovativa produkter och skapa nya lösningar för 
deras kunder. I jakten på nya produkter förekommer det att marknadsanalyser sätts åt sidan. 
Konsekvensen av ett sådant agerande blir att man får en bristande förståelse av marknadens 
behov och det blir svårt att tillfredställa kundernas faktiska behov. Det är även viktigt förstå 
vad som faktiskt skapar värde för kunderna så att ett företag kan fokusera sina resurser till de 
delar av verksamheten som är värdeskapande.  

Order-winner och qualifier teori är ett sätt att analysera marknadens behov och koppla det till 
företagets  interna  verksamhet.  Följaktligen  är  syftet  med denna avhandling  att  identifiera 
qualifier  och order-winner  egenskaper  på en marknad för  att  matcha  en ny produkt  med 
marknadens  behov.  Syftet  besvarades  med  hjälp  av  två  forskningsfrågor:  (1)  Vilka 
egenskaper kvalificerar en ny produkt i ett marknadssegment? (2) Vilka egenskaper gör en ny 
produkt till en order-winner i ett marknadssegment?

Avhandlingen följde en procedur för att analysera och identifiera en marknads behov och 
krav av material och leverantörsegenskaper. Avhandlingen gjordes inom vitvarumarknaden 
genom två fallstudier: en på OBH Nordica, som representerade låg och mellan zonen; och 
den andra på Electrolux, som representerade mellan och hög zonen.

Resultatet av denna studie indikerar att vissa qualifier egenskaper är återkommande för hela 
marknaden,  varav  andra  är  specifika  för  en  zon.  För  att  ett  företag  ska  beaktas  som en 
leverantör  för  en  specifik  zon  eller  segment,  måste  de  uppfylla  både  marknadens 
återkommande egenskaper samt de egenskaper som är specifika för den zonen de tillhör. 
Studien visade också att ett företag hela tiden borde jämföra order-losing känsliga qualifiers 
med konkurrenternas, eftersom en liten förändring i miljön kan vara en anledning till att ett 
företag börjar tappa ordrar. 

Resultaten indikerar också att order-winner egenskaperna för hela marknaden är de estetiska 
attityderna på grund av marknadstrender och behovet av design. Dock påvisas även att ju 
högre  slutprodukten  är  kategoriserad,  desto  högre  är  kraven på  kvalitet,  som exempelvis 
efterfrågan att möta marknadens behov och specifikationer ökar.
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Introduction

1 Introduction
This chapter presents an introduction to our study and a background to the thesis, which lead  
to a problem discussion followed by the purpose and the research questions. Moreover, the  
outline of the thesis is presented. 

1.1 Background
Markets are continuously changing due to macro and micro environmental development. In 
order to be successful and survive, these changes have to be considered and accepted by a 
competitive  organization (Steele  & Murray,  2004).  Innovations,  specified  as new product 
developments are considered by many to be one of the most important factors when facing 
the changing environment (Rogers, 2003).

According  to  Rogers  (2003),  the  purpose  of  a  new  product,  is  to  get  it  accepted  and 
implemented in the market,  and above all,  to satisfy a need. In order for a product to be 
successful, customers have to decide whether or not the product satisfies their needs. This 
decision is usually very complex and many aspects need to be considered by the customers 
(Steele & Murray 2004). It is even harder for a company to understand the entire customer’s 
needs.  However,  they are  able  to  analyze  what  characteristics  that  are  valuable  for  their 
customers, develop offers and communicate variables that are important for the customers 
(ibid).  

Consequently, the understanding of customer needs is crucial in order for new products to be 
successful in a target market (Soni & Cohen, 2004), as well as to provide solutions based on 
customer’s needs (Patnaik & Becker, 1999). Moreover, Patnaik and Becker (1999) states that 
“needs last longer than any specific solution”, which means that companies should focus on 
satisfying  needs  instead  of  producing  a  certain  product.  Therefore,  it  is  important  to  be 
market-oriented instead of product-oriented.  

For a successful introduction of a new product into a target market and to begin to generate 
income,  two important  perspectives  need  to  be  considered  and defined  (Hart  & Tzokas, 
2000).  These  two perspectives  are  the  strategic  and  tactical  decisions.  In  brief,  strategic 
decisions handle “what, where, when and why”; while the tactical  handles the “how” the 
product should be introduced (Garrido-Rubio & Polo-Redondo, 2005). For instance, when 
talking about the strategic perspectives, it means to decide what kind of products that should 
be developed and which markets it aims to satisfy. Tactical perspectives are more focused on 
how to market the product and reach out to the customers (ibid). 

According  to  Garrido-Rubio  & Polo-Redondo  (2005),  it  can  be  costly  to  introduce  new 
products  since investments  are made in the entire  process,  i.e.  in manufacturing,  product 
development, marketing campaigns, etc. Furthermore, with the purpose of succeeding with a 
product  introduction  it  is  crucial  to  take  more  rational  decisions  and make  sure  that  the 
product being introduced satisfies a need and can be successful on the market (ibid). 

1.2 Problem Discussion
In the rush for new innovative products, companies can forget to really analyze the needs of a 
market.  This  occurs  globally  where  Swedish  companies  are  also  included.  For  instance, 
Sandvik Materials Technology has introduced a new product which is a color coated strip 
steel  material.  The  product  is  considered  to  have  many  areas  of  application  and  can  be 
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successful in different markets. Unfortunately, up to this day, the attempts to introduce the 
new product have had unsuccessful results. The efforts have been done on the basis of the 
company’s earlier  experience in the steel industry as well as no previous in-depth market 
research has been conducted for any of the product’s assumed potential markets.  

In the past, companies have tended to develop new products and try to sell them to a market, 
using a sort of push strategy. However, research has shown that higher performance can be 
achieved if the market needs are understood first and thereafter, products and services are 
developed with the purpose to satisfy the needs of the customer (Harris, 1996).

According to Quester & Lim (2003), a product is produced with the purpose of creating value 
for customers. However, based on the fact  of being product-oriented,  many problems can 
arise. For instance, if the requirements are not defined and a company doesn’t know what 
creates value for the customers, then business operations cannot be followed and effective 
development is hard to achieve. 

Moreover, Lewis (2000) writes that low input should create a huge output from the firm; 
operations that do not create value should not be focused on and should be minimized or 
removed. However, not only operations are important in these issues but also the product 
characteristics can be developed (Morgan & Strong, 1998). Unnecessary product features and 
benefits can be devalued or not prioritized. Instead, product development and marketing can 
focus on features that give value for customers. This, in turn, creates a firm that understands 
customer needs and provides superior customer value (ibid). 

It is evident that the marketing department and the sales force are the departments that really 
need to understand the market, i.e. they need to know how to position the brand, develop 
marketing  strategies  and  provide  internal  departments  with  input  from the  market  (Hill, 
2000). Market orientation can be accomplished in many ways, however, principally the way 
to be market-oriented is to explore and analyze potential markets (Morgan & Strong, 1998). 
One way of exploring the market is to basically discuss with potential customers and get a 
deep understanding of their processes and needs (ibid). 

Furthermore,  one way of  exploring  the  market  is  through a  theory  that  connects  market 
requirements with internal  processes,  in the process of finding qualifier  and order-winner 
characteristics.  Basically,  a list  of  characteristics  is  constructed  having different  levels  of 
importance for the market. For a company to be successful on a specific market, they need to 
meet or be better than competitors on specific characteristics. (Hill, 2000) 

According  to  Hill  (2000),  the  process  of  exploring  the  market  starts  by  segmenting  the 
market. When qualifier and order-winner characteristics have been explored and understood 
in each segment, a company can develop, manufacture and market the product, etc. This leads 
to the fact that a company develops its business in context with the market and creates value 
for their customers (ibid). 
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1.3 Purpose
Based on the problem discussion,  many companies  need to be more market-oriented  and 
create value for customers, therefore the purpose of this research is 

To identify qualifier and order-winner characteristics within a market in order to match a 
new product with the markets needs.  

The result of this study is intended to be used as a decision-making tool either for strategic or 
tactical decisions. On a strategic basis, it  can be used to decide whether or not to enter a 
potential market and analyze what investments that are required in order to be successful. 
These findings can be compared with other potential markets and a rational decision can be 
made in order to enter the most attractive markets based on the company’s resources. 

Moreover, on a tactical basis, it can be used by various departments within a company, i.e. 
marketing,  sales  force,  product  development,  production,  and  quality,  among  others.  For 
instance, the marketing department may use it as a positioning tool, the sales force can use 
the  result  as  in  the  understanding  of  the  customer’s  needs  as  well  as  what  value  is  for 
customers.  In  addition,  product  development  can  use  the  result  as  a  tool  for  identifying 
important features of the product that should be added, improved or removed, in order to 
match the product with the needs of the market.  These are just examples to illustrate how the 
result of this study can be used, however, it is up to the reader to decide its application. 

1.4 Research Questions
To be able to achieve the purpose of the study,  the following research questions will  be 
addressed:

R.Q. 1:Which characteristics make a new product qualify within a market segment?

R.Q. 2:Which  characteristics  make  a  new  product  to  an  order-winner  within  a  market 
segment? 

1.5 Outline of the thesis
This thesis consists of six chapters, and is presented in the Figure below (1.1). 
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Figure 1.1: Outline of the thesis
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2 Literature Review
This chapter presents theories significant to the research problem, which will serve as the  
scientific basis for the analysis and discussions of the result. The theories described in this  
chapter cover two theoretical areas: order-winner and qualifiers theories and segmentation  
theories. The first section describes an order-winner and qualifier theory which is a potential  
basis for market research. As will be shown in the first theory section, segmentation is an  
important stage in market research and crucial for a successful analysis of order-winner and 
qualifiers. Therefore, the second section presents theoretical approaches for segmentation.  

2.1 Qualifiers and Order-Winners 

2.1.1 Strategy
According to Davies (2000), each firm, business or organization uses a policy that states their 
objectives,  goals  and their  operational  domain.  The policy also  defines  an organization’s 
reason for existing and what they are doing. The author writes that a policy is defined by the 
board of directors in  order to steer  the organization in the right  direction.  Moreover,  the 
policy makes it possible to measure how the organization is performing and if they manage to 
achieve their goals (ibid). 

The strategy is the plan to achieve the organization’s policy, objectives and goals (Davies, 
2000).  In  this  matter,  it  is  important  to  define  business  units,  and  how  they  should  be 
structured  in  order  to  achieve  their  goals.  The  decision  also  includes  the  distribution  of 
resources to different units in order to be as effective as possible. Davies (2000) explains that 
strategies  differ  depending on which  level  of  the  company they belong to,  i.e.  corporate 
strategy involves the organizations ability to achieve corporate goals. However, business unit 
strategies include marketing strategies,  human resources recruitment  strategies,  production 
strategies, etc. (ibid).
 
Business units need a strategy that integrates different departments within the organization. It 
is important to develop collaboration between departments in order to achieve one common 
goal, which is set from the corporate strategy. According to Hill (2000), a great example is 
the linkage between manufacturing and marketing, both departments need to agree and intend 
to serve the same markets, in order to achieve an effective strategy. The marketing strategies 
have  to  correspond  with  manufacturing’s  ability.  In  order  to  achieve  a  linkage  between 
marketing and manufacturing strategy, Hill (2000) presents a five step procedure that can be 
used (see Figure 2.1). 
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Figure 2.2: Five step model for connecting marketing and manufacturing strategy
Source: Adapted from Hill, T. (2000)

Step three is the typical stage when manufacturing issues are connected with the marketing 
strategy. Hill (2000) writes that in this step a market research can explain how a product is 
competitive. Consequently, it lays the ground for product development and how a company 
should manufacture (ibid). 

Every  single  step  influences  the  other  steps;  therefore  it  is  necessary  with  an  integrated 
process  and  involvement  from  different  departments.  Different  departments  within  a 
company have to interact with each other in order to effectively develop and implement a 
strategy. For that reason, it is necessary that all departments’ perspectives are evaluated and 
are considered in order to achieve the corporate goals as effectively as possible. (Stank et al, 
1999)  

2.1.2 Connection between strategy and product characteristics
Order-winners and qualifiers are the denomination of characteristics that are important for a 
product in order to gain or maintain market shares on a market. To be able to understand 
market needs, these characteristics are key factors when developing a strategy for a firm. 
Hill’s  (2000)  definition  of  qualifiers  is  “those  criteria  that  a  company  must  meet  for  a  
customer to even consider it as a possible supplier”. Providing or attaining these criteria does 
not  mean that  you are  winning the orders.  Order-winners,  on the other  hand, are  “those 
criteria that win the order” (ibid).  

Hill (2000) writes that in order to provide qualifiers, a supplier only need to be as good as its 
competitors. Nevertheless, in order to gain market share and increase sales, that company 
needs to be better than competitors in providing order-winner characteristics. Moreover, since 
some qualifiers will be more critical in terms of customer’s or market’s requirements, they 
can be differentiated by labeling them as order-losing sensitive qualifiers. 

6



Literature Review

Moreover, as Hill (2000) explains, if a characteristic is a qualifier then there is a range of 
acceptance  for  it.  To  illustrate  Hill’s  (2000)  definition,  let’s  set  price  as  a  qualifier 
characteristic. If a customer has a certain price limit when buying raw material and is not 
willing  to  exceed that  limit,  then a  supplier  needs to  meet  this  goal  in  order to  even be 
considered  as  a  supplier  for  that  customer.  Continuing  with  this  same  example,  if  price 
however, is an order-losing criteria then it cannot be much higher than the competitors’ price. 
As Hill (2000) explains, even if the price offered by a supplier is lower than the highest price 
set by the customers, it cannot exceed the competitors’ price before it starts to lose orders. 

The views on product  development  have changed drastically  in  recent  years.  Earlier,  the 
focus has been set on the product and manufacturing. Nowadays, the focus has turned over to 
the customer and is based on the customer’s sophisticated and complex demand. This change 
has  forced supplier  companies  to  focus  more  on product  quality  and make  sure that  the 
products meet customer’s requirements (Shepherd, 2000). As mentioned earlier, for a product 
to be successful, all qualifiers need to be met and order-winner criteria need to be better than 
the competitors (Hill, 2000). 

One important task for a strategy in a business unit is to plan investments  and distribute 
resources that contribute to improve qualifiers and order-winners (Hill,  2000). In order to 
manage an effective strategy and be able to control the progress, it is necessary to be able to 
identify  order-winner  and  qualifier  characteristics,  i.e.  understand  the  market  needs.  Hill 
(2000) has developed a process for identifying order-winners and qualifiers (see Figure 2.2). 
The steps in the process initiate the strategic debate for the company and all the involved 
departments (ibid). 

Figure 2.3:  Process to identify qualifiers and order-winners
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Source: Hill, 2000 

Many suppliers  assume that  markets  are  more  homogenous  than they actually  are.  (Hill, 
2000) Customer needs are however getting more diverse. Therefore it is important to segment 
the market and distinguish different segments from each other (Dibb, 1998). One segment 
may  have  different  order-winners  and qualifiers;  consequently  different  marketing  mixes 
might be required (Hill, 2000). This is a very important step in the process of finding order-
winner and qualifiers. Given the importance of the first step in this process, section 2.2 has 
been dedicated to the segmentation theory and process.
 
According  to  Kachaner  (2008),  many  companies  find  it  difficult  to  analyze  the  future 
properly  and  develop  effective  strategies.  Therefore  every  reliable  strategic  foresight  or 
process that predicts the future is very valuable for a company. Strategy development is a 
very important competitive factor because it can develop advantages and/or find new courses 
to achieve the corporate/units goals (Kachaner, 2008). As Hill (2000) writes, qualifier and 
order-winner characteristics also changes over time. The entry of new products or companies 
might change the competitive environment. Characteristics that have been qualifiers might 
turn into order-winners and vice versa. In addition, new characteristics that have not been 
evaluated before can arise as qualifiers or order-winners. This shows how important it is to 
evaluate the market continuously and have an effective strategy development (Hill, 2000).

During the process, companies might come to a conclusion that a qualifier can convert to an 
order-winner.  If  that  situation  occurs,  the  company  has  the  opportunity  to  change  the 
prerequisites of the market and gain market shares in the long run. However, it is important to 
analyze what investment is necessary for the change, what effect it has on the market share 
and how long it would take for competitors to catch up with the changing environment. (Hill, 
2000) 

According to Hill (2000), in order to identify qualifier and order-winner characteristics, the 
marketing department can conduct a market research. From that basis, in-depth discussions 
among different departments are important to get different perspectives with the purpose to 
fully understand the market. Once the market is understood to a great extent, strategies can be 
developed (ibid).

Order-winners  can  be  divided  into  different  categories  of  importance.  In  this  way,  it  is 
possible  to  find  order-winners  that  are  more  or  less  important.  By allocating  100 points 
among the order-winners and give the most important order-winner the most points, it can 
easily be shown how resources should be allocated in order to develop each order-winner 
(Hill, 2000). 

2.1.3 Characteristics
Core  manufacturing  capabilities  i.e.  qualifying  and  order-winning  characteristics  can  be 
found in many departments in a firms business (Hill, 2000).  Each department is responsible 
to meet the requirements within their area. Moreover, they are responsible to meet and be 
better  than competitors  in characteristics that  make a product win orders (ibid). Swink & 
Hegarty  (1998)  summarizes  characteristics  that  might  be  important  for  analyzing  order-
winning and qualifying characteristics. Some of these characteristics are listed in the Table 
2.1.
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Table 2.1: Examples of characteristics that might be qualifiers or order-winners
Characteristics

Purchase price Quality conformance

Delivery reliability Product Information

Delivery speed Performance

Delivery precision Uniqueness

Development costs Availability of consulting

Product Information Flexibility

Source: Adapted from Swink & Hegarty (1998) p. 380

Price,  value and  quality have often been mentioned as the main argument searched by an 
industrial purchaser (Thompson K.N., 1997). This appears especially in growth, maturity and 
saturation phases in the product life cycle, where many suppliers are looking for the right 
price that matches the customer’s expectations (ibid). However, price is just critical when a 
customer seeks the lowest price available and the margins are really low. Otherwise some 
fluctuations  are  possible  and it  is  then,  often seen as an order-losing characteristic  (Hill, 
2000). 

Another point of view when analyzing price is cost reduction. Many companies struggle with 
global  markets  and competition  from low cost  countries.  These matters  are  getting  more 
important,  so instead on focusing on price,  many now focus on reducing the cost  of the 
products. Cost reduction should be considered in an early stage of the product development 
process in order to achieve benefits throughout the chain (ibid).

A supplier-company’s experience from a specific market is often significant when a customer 
selects a supplier. This issue is often described as the experience curve. The basic idea with 
the curve is that experienced supplier-companies have learned how to have more effective 
operations. This means that they have a better understanding of the market needs and have 
the knowledge to lower the cost per unit. (Chang 1996)

Many authors mention the manufacturing function as being an aid for companies to stay 
competitive  in  the  market  (Sarmiento,  2007).  Main  areas  within  the  field  are  quality, 
flexibility,  delivery and  cost. Each area can be derived to explain many issues that make a 
company  competitive.  For  instance,  flexibility may  be:  flexible  production,  flexibility  to 
develop  new  products,  etc.  Delivery can  be  divided  into:  delivery  precision,  delivery 
reliability,  delivery  speed,  etc.  According  to  Hill  (2000),  delivery  reliability  is  often  a 
qualifier losing criteria. The author continue to explain that if a company regularly misses 
due dates they are no longer trusted as a supplier, however some misses in the due date can 
be  accepted.  Within  the  concept,  it  is  also  included  that  the  right  quantities  should  be 
delivered as agreed (Sarmiento, 2007).

Quality is a very wide concept where its different parts can be either a qualifier or an order-
winner. Because of its wide concept, these aspects are usually hard to define and classify into 
order-winner  or  qualifier  terms  (Hill,  2000).  However,  in  Sebastianelli  (2002),  a  table 
originally from Garvin (1987) is presented. The table consists of eight dimensions of quality 
where  each  of  the  dimensions  should  be  analyzed  when  investigating  important 
characteristics of a product (see Table 2.2).
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Table 2.2: The eight dimensions of quality
Dimension Definition
Performance The primary characteristics of a product
Features The secondary characteristics of a product that supplement its basic 

functioning
Reliability The product’s  probability of failure-free performance over a specified 

period of time 
Conformance The degree to which a product´s physical and performance 

characteristics meet design specifications
Durability A measure of useful product life, i.e., the amount of use a customer gets 

from a product before it deteriorates or must be replaced
Serviceability The ease, speed, courtesy, and competence of repair
Aesthetics How the product looks, feels,  sounds, tastes or smells, a matter of 

personal preferences
Perceived quality Quality based on image, brand name, or advertising rather than product 

attributes and, of course, is subjectively assessed
Source:  Sebastianelli (2002) p. 445

The characteristics mentioned above are typical characteristics that are the basis for a product 
to become a qualifier and an order-winner and are heavily dependent on the manufacturing 
strategy. Furthermore, other non-manufacturing aspects are also important to be considered 
when  analyzing  the  market  needs.  For  instance,  the  increase  in  demand,  product  range, 
distribution,  supplier’s  trustworthiness,  supplier’s  brand name,  supplier’s  technical  liaison 
and support, after sales support, etc. (Hill, 2000). 

Order-winner and qualifier characteristics can differ to a great extent between markets and 
segments. Usually, customers within one segment have similar preferences and requirements 
(Dibb,  1998).  This  theory  review  presents  examples  of  some  of  the  most  common 
characteristics. However, as mentioned earlier, to find characteristics within each segment, 
in-depth discussions and analyses of the market should be conducted (Hill, 2000). 
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2.2 Segmentation
Customer needs are differentiated and customized solutions are often required. However, it is 
very tough in an economic perspective to develop customized products and market them to 
every single individual or organization. Therefore, companies are trying to group customers 
with  similar  requirements  into  groups.  With  a  focused  marketing  mix  for  a  segment,  a 
company will gain a competitive edge towards competitors. (Dibb, 1998)

Buyers are often very numerous and different suppliers are fitted to serve specific groups of 
customers. According to Kotler and Armstrong (2008), the purpose with segmentation can be 
described in two stages. First, it is necessary to decide who to market to (segmentation and 
targeting)  and the  second step is  to  decide  how to market  towards  the selected  segment 
(differentiation and positioning). 

Moreover, this can be contrasted with Garrido-Rubio & Polo-Redondo’s (2005) strategic and 
tactical perspective on business operations. The authors write that segmentation and targeting 
can be seen as more strategically oriented, and positioning more tactically oriented. With the 
use  of  segmentation,  a  company  can  divide  a  large  heterogeneous  market  into  smaller 
segments which can be approached more effectively (Dibb, 1998).

Jobber  (2004)  defines  market  segmentation  as  “the  identification  of  individuals  or 
organizations  with  similar  characteristics  that  have  significant  implications  for  the 
determination  of  marketing  strategy”.  Another  definition  of  segmentation  is  “the  formal 
grouping  of  customers/potential  customers  based  on  similarities  in  their  strategies” 
(Sudharshan & Winter, 1998). 

According to Jobber (2004) there are several benefits by segmenting a diverse market. Some 
of them are:

• Target  market  selection.  Depends  on  what  characteristics  a  company  thinks  are 
important for an attractive market, i.e. growth, profitability, etc. A company can find 
one or several segments that are lucrative for their business.

• Tailored marketing mix. Segmentation will give a chance for deeper understanding of 
certain  customers  within  a  segment.  Therefore,  a  more  effective  and  tailored 
marketing mix can be develop, which leads to more satisfied customers.

• Differentiation. When targeting more than one target market, a company can develop 
their product and compare important characteristics with competitors. This will give 
them a differentiated product and a competitive advantage.

• Opportunities  and  threats.  A  successful  segmentation  can  reveal  markets  with 
unsatisfied  needs,  where  a  product  introduction  can  raise  profits  and gain  market 
shares. However, it can also identify threats and can be able to do an analysis where 
potential  competitors  might  be successful in order  to introduce their  brand on the 
market.

The process of segmenting a market  is logical  and can be described in three main steps: 
segmentation, targeting and positioning (Dibb, 1998). These steps are shown in  Figure 2.4 
and will be described more in detail in the following sections. 
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Figure 2.4: The process of market segmentation
Source: Adapted from Dibb (1998) p.395  

2.2.1 Segmenting business markets
There are major differences between segmenting consumer markets and business markets. 
Business markets, or organizational markets, usually spend more time evaluating purchasing 
decisions and can be considered as taking more rational decisions (Sudersham & Winter, 
1998).  For business markets,  a  common approach is  the macro-  and micro-segmentation. 
Dibb and Wensley (2002) describe the model as a two-stage segmentation where the first, 
macro-segmentation,  is  using  key  organizational  characteristics.  The  second,  micro-
segmentation  is  using  key  decision-making  unit  characteristics.  The  procedure  is  also 
presented by Jobber (2004) and Sudharshan & Winter (1998). Dibb (1998) presents a model 
for macro- and micro- segmentation which is illustrated in Figure 2.5. 
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Figure 2.5: Segmenting organizational markets into macro- and micro-segments
Source: Adapted from Dibb (1998) p.395

The variables in macro-segmentation are usually developed on a broad perspective and are 
easy  to  find  and  divide  the  market  with.  Sudharshan  &  Winter  (1998)  suggest  macro-
variables,  such  as  Standard  Identification  Code  (SIC  code),  geographical  location,  and 
corporate size, among others. It is important that the choice criteria are the most useful for 
predicting differences, so that an effective marketing strategy is possible to develop for each 
segment (Jobber, 2004).

There are many potential variables that could be analyzed. However, Dibb (1998) suggests 
that attitudes towards vendors, decision rules, perceived importance of buying decision, etc., 
are  successful  micro-segmentation  variables.  Nevertheless,  according  to  Sudharshan  & 
Winter (1998), limitations in the collection of information about micro level variables should 
be  considered.  Usually  these  variables  are  not  observable  without  a  sales  call  and  can 
consequently be hard and costly to collect. 

Jobber (2004) suggests other factors that can be used in micro-segmentation, which are: 

• Choice criteria. This segment values the key choice criteria, meaning that criteria they 
take into consideration the most when they purchase. Some customers might focus on 
price while others focus on lead time, etc. 

• Decision-making unit (DMU) structure. Different companies have different structures 
of the DMU. The differences may be in size, decision makers, etc. 

• Decision-making process. The process may be long or short and often depends on the 
size of the DMU. 
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• Buy Class. These classes are divided by new buy, modified re-buy or straight re-buy. 
Depending  on  the  class,  different  efforts  need  to  be  made  from  the  selling 
organization. 

• Purchasing Organization. Centralized or decentralized. 

In marketing, it is necessary to understand customer’s strategy and why they have developed 
their positioning and strategy (Sudharshan & Winter, 1998). The author also describes it as 
derived demand, the main need on a market is decided by the end customer and it is therefore 
necessary to understand the whole value chain.  Sudharshan & winter  (1998) criticize the 
macro- and micro-segmentation due to the fact that it is hard to find the right micro-variables 
that also consider the end costumer’s needs.  

The previous literature review in this section has described macro- and micro-segmentation 
models. However, alternative models exist that can be used to segment a market. The nested 
approach is another model, where the basic idea behind the approach is similar to the macro- 
and micro-segmentation model. (Dibb & Wensley, 2002)

The nested approach is based on how much knowledge that is necessary in order to identify 
and understand specific markets. The theory is based on a nest with 5 levels with different 
complexity factors. The outermost level is less complex and the innermost level is the most 
complex level. In order to understand a market, all of the levels need to be analyzed and be 
understood (Powers & Sterling, 2008).

2.2.2 Targeting
As discussed earlier in this section, the segmentation process is based on three main steps. 
The  previous  section  discussed  the  first  step,  segmentation.  The  second  step  is  target 
marketing. This step includes evaluation of each segment’s attractiveness and decides which 
segment to be chosen (Simkin & Dibb, 1998). Target marketing is one of the most important 
decision areas for organizations that use marketing as a strategic tool (ibid). 

The purpose with analyzing market attractiveness is to identify profitable customers and learn 
their values (Cahill, 1997). Further marketing activities should be focused on these profitable 
customers.  Non-profitable  customers  should  not  be  focused  on  the  development  of  the 
marketing mix. Nonetheless, target market should be seen as the customers that we intend to 
satisfy, other customers will be served if possible but with no extra effort. Cahill (1997) also 
states that a target strategy begins by identifying the need and obtaining an understanding of a 
market. This then leads to that strategic work starts outside the firm and places the customer 
in focus, instead of the internal process and the product itself. 

When evaluating market segments it is important to analyze, both the market attractiveness 
and the companies’ ability to compete on the market (Simkin & Dibb, 1998). The market 
attractiveness depends on many factors and many different models have been developed with 
the purpose to analyze market attractiveness and competitive factors. Hlavacek and Reddy 
(1986)  have  divided  the  problem into  three  main  steps:  segment  identification,  segment 
qualification and segment attractiveness. This model connects the segmentation process with 
the evaluation and the analysis of the attractiveness of the segment. 

Moreover, Cooper (1993) defines an attractive market as a market with low competition, high 
growth,  few players,  and that  the customer  is  underserved.  This means  that  an attractive 
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market is steered by environmental factors, competitive conditions and available resources 
(ibid). 

Another  view of  market  attractiveness  is  Simkin  and  Dibb’s  (1998)  definition  including 
market  growth,  level  and  structure  of  competition,  nature  of  customer  needs,  relative 
company expertise and entry barriers.  Abratt  (1993) have also researched in the area and 
considers that a key criterion is to reach the customer including competitive position, market 
size, growth and market fit between a firm’s objectives and resources (ibid). 

Jobber  (2004)  defines  three  main  factors  that  influence  the  attractiveness  of  a  market: 
political,  social  and  environmental  factors;  market  factors  and  competitive  factors.  The 
categorization of the factors that determine segment attractiveness is presented in Figure 2.6. 

Figure 2.6: Market segment attractiveness criteria
Source: Adapted from Jobber (2004) p.230  

Simkin & Dibb (1998) writes that within the market segmentation literature it is mentioned 
that marketing segmentation criteria’s are useful when new market segments are identified. 
Some criteria’s are well debated, such as 

• measurability of size and potential
• substantiality: sufficient size and profitability
• operational relevance for marketing functions
• segment compatibility with a firms marketing and business strengths
• Action ability: the ability of using marketing to reach out to the customers within the 

segment. 

Another view of market attractiveness is Dibb’s (1998) definition including market growth, 
level and structure of competition, nature of customer needs relative company expertise and 
entry barriers.  McDonald and Dunbar’s (1995) agree with Dibb’s (1998) view of market 
attractiveness; though they also add segment size and profit potential. Abratt (1993) writes 
that key criteria are to reach the customers, as well as to achieve competitive position and 
growth. The chosen criteria should be adapted to a firm’s objectives and resources (Simkin & 
Dibb, 1998).

15



Literature Review

When  a  market  evaluation  has  been  conducted,  there  is  time  to  choose  one  or  several 
segments  that  should  be  targeted.  Depending on results  from the  segmentation,  different 
marketing strategies  might  be effective.  Jobber (2004) suggests that  if  different segments 
have similar characteristics, an undifferentiated marketing mix can be appropriate. However, 
this is a real standardized method and usually many segments are not effectively met. With an 
undifferentiated  market  you  assume  that  the  whole  market  is  similar.  Conversely, 
undifferentiated marketing strategy can be used when there is a lack of customer research and 
when the companies do not have enough resources to develop several marketing mixes (ibid).

The benefits with segmentation are that the marketing mix can be standardized for a segment. 
In this case, it is possible to gain economic advantages at the same time as the company has 
the ability to satisfy customer’s needs. The first level is the differentiated marketing strategy, 
which means that several segments have been found and the same marketing strategy can be 
used for them. The second level is to develop a marketing mix for one specific segment. This 
strategy is commonly called focused marketing.  In an extreme case, a marketing strategy can 
be  developed  for  each  customer  and  be  customized  for  each  individual  or  organization. 
However,  the  risk  to  be  too  focused  on  one  particular  segment  is  that  the  firm will  be 
sensitive  for  environmental  changes  within  the  segment  and  should  constantly  analyze 
changes on the market and the firm’s environment.  (Jobber, 2004) 

2.2.3 Positioning
Positioning is the last step in the market segmentation process. This step includes the design 
of the marketing mix, product, price, promotion and distribution; which will be the actual 
message  sent  to  the  market  and  be  a  base  for  the  customers’  perception  of  the  product 
(Simkin & Dibb, 1998).  Jobber (2008) defines it as how the firm is supposed to compete on 
the chosen market and how to “create and maintain a distinctive place in the market for a 
company and/or its products”. A key issue for a company to be competitive on a market is to 
create  a differentiated advantage and always  be better  than the competitors  to satisfy the 
customers’ needs and wants. 

There can be several reasons for repositioning a product. Doyle (2002) mentions that there 
are three reasons for why products are repositioned. First, the products might compete in an 
unattractive market,  with small  volumes,  declining demand,  etc.  Second, the features and 
benefits offered by a product might not attract the groups within a segment and therefore it’s 
hard to compete.  Further, the cost for a product might be too high to attract  the segment 
(Doyle, 2002).

Competitive positioning consists on how a firm formulates their marketing mix. However, 
positioning is defined as how the market actually perceives a company which is affected by 
the communication of the firm’s marketing mix (Darling, 2001). According to Kalaftis et al 
(2000), positioning changes the focus from what you do to the product, towards how the 
product and the firm are perceived in the mind of prospects. 

Doyle (2002) writes that companies use different strategies in order to compete in the market 
and it is often based on cost and quality, which help determines where and how a business 
actually competes.  The model  consists  of a  quality-versus-cost  graph.  This determines  in 
which  markets  a  company  competes  with  its  products,  such  as  economy products,  mass 
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market,  premium  and  luxury  (see  Figure  2.7).  A  business  can  decide  to  position  their 
products into one or several segments in order to stay competitive. 

Figure 2.7: Repositioning in a market
Source: Adapted from Doyle (2002, p 84)

Darling (2001) has presented two important stages in the process of positioning:

1. Establish the initial market offering in the minds of customers
2. Differentiating the market offering from competitors in the mind of the customer

According to Darling (2001), positioning focus is to analyze the different needs and wants 
within a chosen segment and offer a differentiated product that makes a company competitive 
in the long term perspective. 
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2.3 Theoretical Frame of Reference
According to Miles and Huberman (1994, p. 18), “a conceptual framework explains, either 
graphically or in narrative form, the main things to be studied”. They add that it is easier to 
build  a  theoretical  framework  after  the  research  questions  have  been  formulated.  In  this 
thesis,  the  research  questions  were  presented  in  chapter  one.  To  be  able  to  answer  our 
research questions, we will explain what we will collect our data on. First we will discuss the 
conceptualization of our research questions that will lead to a graphical form of our frame of 
reference.

To begin the conceptualization of this study we will rely on Hill’s (2000) five step procedure 
where  he  connects  marketing  and  manufacturing  strategy.  This  model  has  been  chosen 
because it serves as an overall view of how a firm incorporates different strategies in order to 
serve the market needs as effectively as possible. However, we will rely only on the third step 
of this  model:  “Asses how different products qualify in their  respective markets  and win 
orders  against  competitors”,  which  builds  the  foundation  for  this  study.  The  reason  for 
relying on this step is, because it  is at this point where the marketing and manufacturing 
strategies are already merged together. During this third step, the search, identification and 
analysis of the qualifier and order-winner criteria take place. 

The next model we will rely on is Hill’s (2000) procedure for establishing order-winners and 
qualifiers  because  it  guides  the  way  to  the  identification  of  order-winner  and  qualifier 
characteristics.  The  author  gives  great  importance  to  the  first  step,  segmentation  of  the 
market, and adds that the accuracy of the results of this process is built on a well conducted 
segmentation. For this reason, a section of the theory chapter has been dedicated entirely to 
segmentation theory and process.  Consequently,  we will  rely on Dibb’s (1998) model  of 
macro- and micro-segmentation of industrial markets. This model has been chosen because 
studies have shown that it is an effective segmentation tool. To continue our segmentation 
process, we will rely on Jobber’s (2004) segment attractiveness criteria in order to select a 
macro-segment through the evaluation of the attractiveness of each market.  To divide the 
macro-segments into micro-segments, Doyle’s (2002) theory on positioning will be partially 
used.

Furthermore,  for  the  identification,  analysis  and  discussion  of  order-winner  and qualifier 
characteristics, we will rely on the studies and/or theories from Swink & Hegarty (1998), Hill 
(2000)  and  Sebastianelli  (2002).  In  addition,  we will  rely  on  information  gathered  from 
Sandvik’s sales-force where their field experience can serve as a complement in the process 
of identifying the criteria that makes a product qualify and win orders against competitors. 

Moreover, based on the studies that we have reviewed and with emphasis on Hill’s (2000) 
order-winner and qualifier theory, we created a model that we will rely on. The purpose with 
the model is that it will serve as an aid in the process of identifying, analyzing and evaluating 
characteristics or criteria. In order to facilitate this process, we will focus on the following 
factors: trends of the market, product and supplier characteristics, qualifying characteristics, 
order-winner characteristics, product and supplier requirements, evaluation of material and 
supplier.  

The first step of the process involves the identification of the characteristics or criteria that 
the  market  takes  into  consideration  when  selecting  suppliers  and  new  material  for  their 
products.  After  a  list  of  possible  criteria  is  established,  then  the  qualifiers  need  to  be 
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identified. Qualifiers are, as we mentioned earlier, those criteria that a company must meet 
for a customer to even consider it as a possible supplier, described by Hill (2000). 

The next stage is to identify the qualifiers with the potential  to become order-winners. In 
other words, identify those characteristics that win the order. In order to fulfill  qualifiers, 
companies need to be as good as competitors; and to provide order-winners, companies need 
to be better than the competitors. Once order-winners are agreed on, percentage points can be 
allocated  to  each  characteristic.  One hundred  points  are  divided  among  the  order-winner 
characteristics  to  give them the  appropriate  weighting.  Discussions  concerning  individual 
weightings take place for it to be as accurate as possible. 

The last step is to identify the qualifier criteria that are order-losing sensitive. Since some 
qualifiers  will be more critical  in terms of customer’s/market’s  requirements,  they can be 
differentiated  by  labeling  them  as  order-losing  sensitive  qualifiers.  The  order-losing 
sensitivity can tell that the failure to provide a given qualifier might quickly result in lost 
orders. The process is represented by the Figure below (2.8).

Figure 2.8: Model for analyzing and evaluating characteristics/criteria
Source: Authors’ model based on Hill’s (2000) theories of order-winners and qualifiers. 

The  Figure below  (2.9) shows the conceptual framework summarized in a graphical form. 
This overview will aid us in our data collection and more precisely, what we will collect data 
on. In the figure, the two boxes on the top represent our research questions. The research 
questions will be answered by the different steps of the model represented by the box in the 
center of the figure. This conceptualization gives a better understanding on how the theories, 
models and/or studies are connected to each other. The arrows illustrate their connection.
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Figure 2.9: Frame of Reference
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3 Methodology
In  this  chapter  we will  introduce the methods of  how data will  be collected  in order  to 
answer the research questions presented in chapter one. The research purpose of this thesis  
will first be presented, followed by the research approach and strategy. Moreover, the data  
collection, sample selection and finally the data analysis will be presented.

3.1 Research Purpose
According  to  Wiedersheim  and  Paul  (1989),  the  purpose  of  a  research  is  to  describe 
something,  explicate  reasons,  create  understanding,  forecast  results  and/or  recommend 
measures. Furthermore, Yin (2003) states that the purpose of a research can be categorized 
into three: exploratory, descriptive and explanatory. It is possible to combine and have more 
than one purpose for your research and the purpose may even change over time (Saunders, 
Lewis & Thornhill, 2000).

Yin (2003) writes about the five major research strategies and that each of these different 
strategies  can  be  used  for  all  three  purposes.  These  research  strategies  are:  experiments, 
surveys, archival analyses, histories and case studies. 

As  Yin  (2003)  illustrates,  exploratory  studies can  be  used  to  any  of  the  five  research 
strategies. Exploratory studies are important means of finding out “what is happening: seek 
new  insights;  ask  questions  and  assess  phenomena  in  new  light”  (Saunders,  Lewis  & 
Thornhill,  2003).  Additionally,  exploratory studies  are  useful  when trying  to  clarify  your 
understanding of a problem. As Adams and Schvaneveldt (2001) states in Saunders, Lewis & 
Thornhill,  the  greatest  advantage  with  an  exploratory  research  is  that  it  is  flexible  and 
adaptable to time. There are three ways of conducting exploratory research (ibid): 

• A search of the literature
• Talking to experts in the subject
• Conducting focus groups

Descriptive  studies can  be  an  extension  or  a  forerunner  to  an  exploratory  research.  The 
objective  of  this  kind  of  research  is  to  portray  an  accurate  profile  of  persons,  events  or 
situations. Before a descriptive study is carried out, the conductor of the research must have a 
clear  picture  of  the  phenomena  on  which  it  is  wished  to  collect  data  prior  to  the  data 
collection. (Saunders, Lewis & Thornhill, 2003)

The type of research that studies the causal relationships between variables is the explanatory  
studies. The goal is to study a situation or a problem in order to explain the relationships 
between variables. (Saunders, Lewis & Thornhill, 2003)

Saunders, Lewis & Thornhill (2003) affirms that these different approaches and strategies can 
be combined and it is often beneficial to do so. Moreover, it is common to combine primary 
and secondary data in a single study. In a research, different methods can be utilized for 
different purposes. The person conducting the study may want to use different methods in 
order to gain confidence that he or she was addressing the most important issues (ibid). In 
other words, the advantages of multi-methods are:

• Different methods can be used for different purposes in a study
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• It enables triangulation

Our study is mainly exploratory based on the purpose of our study, which is to gain a deeper 
understanding  of  a market’s requirements on products and suppliers through the identification of 
order-winner  and  qualifier  characteristics.  This  research  is  also descriptive  since  part  of  the 
thesis is focused in describing, collecting and analyzing data about specific phenomena. 

3.2 Research Approach
Denscombe  (2000)  argues  that  a  qualitative  research  approach  gives  a  product  of  an 
interpretation process where it is produced while it is interpreted and used by the researcher. 
In a qualitative research the central analysis unit is words and can further be associated with 
description and small scale-studies (ibid). This type of research approach view things in their 
context based on their connection with each other rather than focusing on specific factors. A 
qualitative research approach has been chosen for this study because its description is in line 
with the aim of our study.

According  to  Tebelius  (1987),  a  qualitative  study  means  that  specific  phenomenon  or 
experiences are studied in the environment that they actually occur. This type of research 
generates theories and descriptions that are rooted in reality. This means that the data material 
has  its  roots  in  the  conditions  of  social  existence  (Denscombe,  2000).  Since  qualitative 
analysis  is  built  on  the  researcher’s  interpretation  skills,  it  permits  more  than  one  valid 
explanation.  Furthermore,  Bell  (1993)  explicates  that  this  type  of  data  provides  an 
opportunity for insight rather than a statistical analysis.

Moreover, this approach has been chosen in order to reach our purpose of gaining a deeper 
understanding in the subject, since it facilitates us the collection of more in-depth information 
needed to accomplish this assignment. 

In addition, a rather deductive way for conducting our research has been adopted. According 
to Saunders, Lewis & Thornhill (2003), a deductive way is when data would follow theory 
rather than theory following data as in the case with induction. According to Thurén (2003), 
induction means that general conclusions are drawn from empirical facts. 

In our case, we needed to get a clear picture of the phenomena on which we wished to collect 
data prior to data collection. Therefore, a thorough literature study has been made from which 
the definition of a theoretical framework was able to be generated. Thereafter, the appropriate 
data was collected and analyzed (ibid). Since the time available for our study was an issue, 
deduction was preferred because it  is  quicker to complete  (Saunders, Lewis & Thornhill, 
2003). However,  the authors highlight that  a large amount of time must be dedicated for 
setting  up  the  study before  data  can  be  collected  and  analyzed.  Another  reason  for  the 
adoption of deduction is that even though there are risks, such as not being able to get a 
respond  from an  informant  or  the  risk  of  leaving  a  small  amount  of  time  for  our  data 
collection and analysis, it is recommended as a lower-risk strategy compared to induction. 
Saunders, Lewis & Thornhill (2003) write “with induction you have constantly to live with 
the  fear  that  no  useful  data  patterns  and  theory  will  emerge”.  Furthermore,  induction 
presupposes a quantitative approach (Thurén, 2003) which was not in line with the purpose of 
our study. 
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3.3 Research Strategy
The research plan of how to go about answering the research questions set up in a study is the 
research strategy (Saunders, Lewis & Thornhill,  2003). A research strategy contains clear 
objectives originated from the research questions, it specifies the sources from which the data 
is intended to be collected and gives consideration to the constraints that the researcher will 
inevitably encounter (ibid). 

Since  a  qualitative  research  approach  has  been  chosen  and  our  study  focuses  on 
contemporary  events,  our  research  strategy  will  be  a  case  study  (Saunders,  Lewis  & 
Thornhill,  2003). According to Yin (2003, p.2), case studies permit researchers to “retain 
holistic  and meaningful characteristics of real-life events – such as individual life cycles, 
organizational  and managerial  processes, neighborhood change,  international relations  and 
the maturation of industries”. Furthermore, the case study method has been chosen since we 
don’t have any control over actual behavioral events (Yin, 2003). As Yin (2003) explains, 
when examining contemporary events where the behavioral events cannot be manipulated, 
the researcher relies on direct observation of the events being studied and interviews of the 
persons involved in the events. This method has a significant ability to handle with a full 
range of evidence such as, documents, interviews and observations, in a better way than the 
other  research  strategies  can,  as  well  as  it  offers  a  rich  understanding  of  the  context. 
According  to  Saunders,  Lewis  and  Thornhill  (2003),  case  studies  may  be  a  very  useful 
instrument  when  exploring  existing  theory.  They  further  state  that  a  simple  and  well-
constructed case study enables the investigator to confront an existing theory and provide a 
source for new hypotheses. 

Denscombe  (2000)  writes  that  case  studies  provide  the  necessary  tools  in  order  to 
meticulously research the area of study since it gives emphasis to particular units rather than 
to a wide spectrum. Furthermore, Saunders, Lewis and Thornhill (2003) state that a study of a 
particular  phenomenon  at  a  particular  time  is  a  cross-sectional  study  or  the  “snapshot” 
approach. Numerous case studies are based on interviews conducted over a short period of 
time. 

3.4 Pre-Study
The  pre-study phase  of  this  thesis  includes  the  stages  to  enable  data  collection  and  the 
subsequent stages. In this section, we will briefly mention the process followed prior to data 
collection. A more detailed description can be read in Appendix A in order to increase the 
understanding of the process flow in this study. 

Discussions based on the conceptual frame of reference lead to a more detailed outline of the 
process that was intended to be followed through the study (see Figure A.1). As mentioned in 
our literature review, the first step in the process for establishing order-winner and qualifiers 
is to segment the market, where Dibb’s (1998) model of macro- and micro- segmentation of 
industrial  markets  was  used  to  macro-segment  the  market.  After  evaluating  several 
segmentation choice criteria, the macro-segmentation of the global home-appliance market, 
which  was  the  market  chosen  in  this  research,  was  based  on  geographical  location  (see 
Appendix  A  for  a  detailed  explanation).  Three  macro-segments  where  identified:  the 
Americas, Europe and Asia-Pacific.

In order to select a macro-segment, each region was evaluated through social trends criterion, 
chosen from Jobber’s (2004) segment attractiveness criteria model. Following Dibb’s (1998) 

23



Methodology

segmentation model, the regions where also compared to the objectives and resources of the 
company where this study was conducted, Sandvik.  Consequently, the macro-segment that 
matched the company’s resources the best was Europe. 

Moreover, two workshops were conducted with Sandvik’s sales-force, technical marketing 
managers and marketing managers. The first workshop served as a tool for identifying criteria 
with the potential  to become qualifiers  and order-winners. The second workshop gave us 
other perspectives for the macro-segmentation process, as well as their perception of actors in 
the market.

Doyle’s (2002) repositioning model was used as a basis when the micro-segmentation was 
conducted. The model was simplified and the market was micro-segmented by low-end, mid-
end and high-end products. In order to select the samples for our case studies, companies in 
the market where explored to assign them into the different micro-segments (more can be 
read in the following sections in this chapter, as well as in Appendix A). 

Moreover,  this  thesis  was  conducted  through  two  case  studies  where  one  case  study 
represented a company with products in the low-medium-end zone and the other case study 
represented a company with products in the medium-high-end zone. Figure 3.1 illustrates the 
zones.  The  sample  selection  procedure  can  be  read  in  section  3.6  and  a  more  detailed 
description can be found in  Appendix A. This section has given an insight  prior  to  data 
collection and chapters after the methodology chapter in this report present information after 
the data has been collected. 

3.5 Data Collection
Yin (2003) points out that one of the most important data collection methods of acquiring 
case study information is the interview. According to Saunders, Lewis and Thornhill (2003), 
an interview is a determined discussion between two or more people. The authors continue by 
saying that interviews are a good source since it helps researchers collect valid and reliable 
data  that  is  relevant  for  meeting  the  objectives  of  the  study and answering  the  research 
questions. If the researcher wants to gain a deeper understanding, he or she needs to obtain 
information from a few people in order to acquire a deeper insight in the subject (Denscombe, 
2000). 

According to Denscombe (2000), using interviews as your method of gathering information 
has advantages and disadvantages. Some advantages with interviews are that they are a good 
way to collect deep and detailed data. The investigator is able to obtain valuable insight based 
on  the  detailed  information  collected  through  the  knowledge  and  experience  of  the  key 
people that are interviewed (ibid). 

Furthermore, Bell (1993) points out that the disadvantages with interviews are that they are 
time consuming and there is always a risk for bias. Problems can arouse when analyzing the 
responses because no pre-coded data can be generated (Bell, 1993; Denscombe, 2000). 

Since we want a deeper understanding, we have chosen to conduct interviews as our method 
for data collection. According to Denscombe (2000), there are six interview types: structured 
interviews  or  structured  questionnaires,  semi-structured  interview,  unstructured  interview, 
personal interview, group interview and focus groups. 
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Denscombe (2000) explains that in semi-structured interviews, the interviewer has carefully 
prepared an interview guide which contains a list of topics that will be covered and questions 
that needs to be answered. These kinds of interviews are used in qualitative studies and can 
be  used  in  exploratory  and  explanatory  studies  (Saunders,  Lewis  &  Thornhill,  2003). 
Therefore in this thesis we used semi-structured interviews. 

The  questions  discussed  and  the  order  followed  in  the  interviews  may  vary  between 
interviews which might require the researcher to be flexible when conducting the interview 
(Denscombe,  2000).  The flow of  the conversation will  determine  the order  in which the 
questions are asked. Given the nature within a particular organization, additional questions 
may be needed in order to get more information to answer your research questions (ibid). In 
order  to  understand the questions,  discussions  take  place  during the interview where the 
interviewee has a chance to develop his or her ideas and point-of-views (Denscombe, 2000; 
Saunders, Lewis & Thornhill, 2003). 

Moreover, we conducted the interviews on a one-to-one basis also called personal interviews; 
where a meeting between a researcher and the informant takes place (Denscombe, 2000). 
These  kinds  of  interviews  are  usually  done  face-to-face,  but  also  through  the  telephone 
(Saunders, Lewis & Thornhill, 2003). Denscombe (2000) say that when doing semi-structure 
or unstructured interviews, face-to-face interviews are most commonly used.  This is due to 
the fact that meetings are usually simple to arrange between two people. Another advantage 
with this form of interviewing is that the interviewee is the only source from which data was 
collected which will help the researcher locate and connect specific data to specific people. 

Seven semi-structured interviews were conducted in this thesis. Six of the interviews were 
done both, on a one-to-one basis as well as face-to-face. These interviews were conducted in 
Stockholm at the respondents’ workplace; three respondents from Electrolux and three from 
OBH Nordica.  Furthermore, one interview was conducted only on a one-to-one basis since it 
was carried out through the telephone because the respondent works at Electrolux in Italy. 

Moreover, we created a table of characteristics of suppliers and materials  which we went 
through at the end of each interview. The table was based on the theory and information 
gathered from the workshops. The purpose of going through the table was to recapitulate and 
summarize what has been said in the interview and for the informant to add any additional 
information that may have been forgotten during the course of the interview. 

Further on, the interviews were recorded with prior approval of the respondent. When we 
created  the  interview  guide,  we went  through  the  collected  literature.  To  assure  that  no 
leading questions were included or bias may arise, we sent the guide to other people prior to 
the  actual  interview to  proof  read  and  help  us  improve  them.  For  instance,  we sent  the 
interview guide to our advisors both, at the University and at Sandvik, where we revised the 
questions that needed to be changed according to their feedback and comments.

3.6 Sample Selection
Yin (2003) insists that collecting data from all potential units is impossible due to time and 
financial source limitations. Smaller samples have to be gathered to be able to describe the 
relevant distinctive features of the whole problem area. Yin (2003) further explains that the 
researcher is unable to be assured that the conclusion that will come up from the research will 
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be able to generalize the entire research area. This is due to the fact that not all the samples 
chosen may be representative for the area of study which they were collected for.

In this thesis, the companies that were interviewed were chosen from a basis that they where 
home-appliance manufacturers. A list of companies was explored with the help of a table 
created to facilitate this process (see Appendix A) for a detailed description of the pre-study 
process). The market was segmented into three segments: low-end, mid-end and high-end 
products.  Consequently,  a quality versus price graph with three divisions: low-, mid- and 
high-end products  was used in order  to  select  the sample  for  each case.  In  this  way the 
companies were placed in the graph and grouped according to which category their product 
lines belonged to. This thesis was conducted through two case studies where one case study 
represented a company with products in the low-medium-end zone and the other case study 
represented a company with products in the medium-high-end zone (see Figure 3.1). 

Figure 3.10: Perceived quality versus price graph with zones

We sent e-mails and called different companies that met the criteria for each category (see 
Appendix A). The companies that responded and that were willing to help us were: OBH 
Nordica for the low-medium-end products and Electrolux for the medium-high-end products. 
The respondents were chosen by the people at the companies, since they thought they were 
the right people for us and had the information that we needed. When booking the interviews 
with the respondents, we made sure that they where the appropriate persons who had the 
knowledge or experience within the area of our study.

3.7 Data Analysis
Yin (2003, p.109) states that the analysis of the data “consists of examining, categorizing, 
tabulating,  testing  or  otherwise  recombining  qualitative  evidence  to  address  the  initial 
propositions of a study”. A general analytic strategy should be incorporated into a case study 
so that it is possible to define the main concerns of what should be analyzed and why.

Among  the  three  general  strategies  proposed  in  Yin  (2003),  relying  in  theoretical  
propositions is the most preferred strategy and we have selected this strategy given that it is 
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the one that fits our study the most. By following theoretical propositions led to the creation 
of the case study. That is, the case study’s design and original objectives is based on such 
propositions, which generated a series of research questions, the review of literature as well 
as new propositions (ibid).   

Miles and Huberman (1994) state that after the strategy has been chosen for the data analysis 
and the data collection has taken place, then the investigator can begin with the processing of 
data in with an analytical approach. They continue by saying that data analysis consists of 
three activities which are: data reduction, data display, and conclusion drawing/verification. 
When conducting our data  analysis,  we will  rely  on the theories  and we will  follow the 
activities proposed by Miles and Huberman (1994).

A brief description of the activities is as follows:

• Data Reduction is  the  process  of  selecting,  focusing,  simplifying,  abstracting  and 
transforming the data. The purpose is that the investigator organizes the data in a way 
that  final  conclusions  can  be  drawn  and  verified.  Data  reduction  should  not  be 
separated from the analysis, but instead it should be a part of it. (ibid)

• Data Display is the phase where the organized data is taken and is assembled and 
displayed in a compressed way with the purpose of assisting action and drawing of 
conclusions. (ibid)

• Conclusion drawing/verification is the last stage of the flow of activities where the 
investigator  begins  to  determine  what  the  findings  actually  mean,  noticing 
regularities,  explanations,  possible  configurations,  patterns,  causal  flows  and 
propositions. (ibid)

3.8 Validity 
In  brief,  validity  means  that  the  data  and  methods  used  in  the  study  are  “correct” 
(Denscombe, 2000). Further, it means that the researcher is measuring what was intended to 
be measured (Saunders, Lewis & Thornhill, 2003), so that it will show whether the methods, 
research approaches and techniques employed really measure the studied research problem 
(Yin,  2003).  Consequently,  it  is  very important  to  know what  is  being measured  and be 
subsequent in its application.  When referring to the research data, the concept of validity 
deals  with  whether  the  data  reflects  the  truth,  reflects  reality  and  whether  it  covers  the 
research  questions  (Denscombe,  2000).  When referring  to  the  research  methods,  validity 
addresses  the  question:  Have we measured  the  adequate  indicators  and do  we get  exact 
results? In other words, validity regards on to what extent are the findings and methods for 
obtaining data considered to be exact, accurate and correct (ibid).  Bell (1993), affirms that it 
is essential to select the source of data collection which is the most suitable for the study and 
that offers the highest degree of accuracy. 

In order to guarantee that the data we have collected is what we have intended to measure, we 
designed our interview guide based on the theories we explained in chapter two.  The purpose 
of this was to be able to obtain the most representative range of responses as possible in order 
to achieve the objectives of the research and be able to provide answers to key questions 
(Bell, 1993). We have different amounts of interviews in the two companies, but the data that 
was gathered was appropriate to be able to answer the research questions.
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Triangulation was used in order to verify that the same results were obtained. When using 
triangulation, several methods are compared when collecting data for a specific phenomenon, 
in  order  to  come  as  close  to  the  truth  as  possible  (Denscombe,  2000;  Bell,  1993).  We 
conducted interviews in two different companies and to ensure that no information would be 
missed,  the  interviews  were  recorded  with  the  interviewees  consent.  In  addition,  a  pilot 
interview was conducted with a company in the same industry in order to assure that the 
adequate  questions  for  our  study had  been  formulated.  Moreover,  we  created  a  table  of 
characteristics of suppliers and materials based on the theories, studies and the workshop with 
the sales force, which we went through at the end of each interview. The purpose of going 
through the table was to recapitulate and summarize what has been said in the interview and 
for the informant to add any additional information that may have been forgotten during the 
course of the interview. 

3.9 Reliability
Reliability is a measurement to assure that the exact same results would be achieved if the 
study were to be done all over again following the same procedures (Yin, 2003). Reliability 
shows on to which extent the results can be trusted (Bell, 1993).  Therefore, in order to decide 
how reliable and valid the gathered information is, the source of the information has to be 
critically observed (ibid).

Observer  bias  is  the  greatest  threat  to  reliability  (Saunders,  Lewis  &  Thornhill,  2000). 
According to Yin (2003, p.37), “the goal of reliability is to minimize the errors and biases in 
a study”. However, Saunders, Lewis and Thornhill (2003) affirm that the observer biases are 
unable to be evaded and the only thing to do is to be aware of it and try to find a way to 
control it. It is well known that all individuals have a different perception and draw their own 
interpretation of what they believe to be true, thus it is essential to keep in mind at all times. 

The questions where carefully prepared in order to avoid any leading questions. After we 
send the interview guide  to both advisors  at  the University  and Sandvik,  we revised the 
questions that needed to be changed according to their feedback and comments. Further, the 
interview guide was sent in advance to the interviewees in order for them to have the chance 
to go through the questions before the actual meeting took place. Moreover, we created a 
table  of  characteristics  of  suppliers  and  materials  based  on  the  theories,  studies  and the 
workshops with the sales force, which we went through at the end of each interview. The 
purpose of going through the table was to recapitulate and summarize what has been said in 
the interview and for the informant to add any additional information that may have been 
forgotten during the course of the interview. The interviews were recorded with the consent 
of the other party, as mentioned earlier, to reduce the risk of misunderstandings or forgetting 
something of importance. We even conducted a pilot interview with a company to test the 
interview guide and made changes that needed to be made in order to minimize biases.
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4 Empirical Data
This chapter displays the empirical data collected from our interviews. The chapter begins  
with the first case about OBH Nordica and thereafter, the data from the second case about 
Electrolux will be presented. Following the structure of the interview guide, each case will be  
divided  in  four  sections:  company  background,  material  characteristics,  supplier  
characteristics and additional data; in order to display the data collected in a more clear  
way. 

4.1 Case Study 1: OBH Nordica
Three interviews were conducted at OBH Nordica with: Ms. Anna Ek Leidhammar, Product Project 
Leader; Ms. Maria Bäck, Product Project Leader; and Mr. Christophe Perez, Sourcing Manager. 

4.1.1 Company Background
OBH Nordica is  a regional  company that  specializes  in personal care products and small 
electrical  household  appliances  (OBH  Nordica,  2008a).  In  2002,  the  Swedish  company, 
Nordica, merged together with the Danish company,  OBH, to become OBH Nordica. The 
company brand is  known in the Nordic market  and has operations in Sweden, Denmark, 
Norway and Finland (OBH Nordica, 2008b). The company is a market leader with several of 
their products such as, hairdryers, toasters and water cookers (Ms. Ek).  

OBH Nordica’s wide product range is divided into six product lines:  kitchen,  houseware, 
household, electronics, personal care and wellness (OBH Nordica, 2008c). Products included 
in the wellness line are scales, massage appliances, pedometers, thermometers, among others. 
Personal  care  products  include  appliances,  such  as  hairdryers,  hair  irons,  epilators  and 
shavers. Further on, alarm clocks and weather stations are included in the electronic line. 
Fans and vacuum cleaners are examples of products in the household line. In the houseware 
line, pots, pans and knives are examples of the products under this category. Moreover, the 
kitchen line comprises small  electrical  household appliances such as, coffee and espresso 
machines, water cookers, toasters, waffle makers, blenders, food processors, BBQ grills, and 
microwave ovens, among others (ibid). 

Furthermore, OBH Nordica has a product offering aiming different segments in the market 
(Ms.  Bäck).  The  company’s  main  focus  is  that  their  products  should  be  affordable  for 
everybody and at the same time get something that gives extra value such as an attractive 
design (Ms. Ek). For instance, toasters with brushed steel and black plastic are a low-end 
product,  where they offer a product  at  a  low price with the basic  functions and of good 
quality.  These  are  mainly  purchased  by  bigger  retail  warehouses  such  as  ICA Maxi.  In 
addition, OBH Nordica has products in higher price ranges, such as their chilli, symphony 
steel, piano black and supreme series, which are their more top of the line products but not 
exclusive (Ms. Bäck).

The company’s  headquarters  is  located in Stockholm,  Sweden. However,  OBH Nordica’s 
product  project  developments  are  divided  between  the  offices  in  Sweden  and  Denmark, 
where  the  operations  are  conducted  in  the  same  way,  but  each  office  is  responsible  for 
different products (Ms. Ek). Both offices have a close collaboration between their technical 
departments,  product  project  leaders,  and  sourcing  managers,  among  others.  Further,  the 
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product  project  development  takes  place  in  their  offices  in  Sweden and  Denmark  while 
construction development, tools and manufacturing is located in China (Mr. Perez). 

4.1.2 Material Characteristics
According to Mr. Perez, OBH Nordica works through two kinds of development processes. 
The first case is through ODM products, also called “off the shelf”, where the products are 
entirely developed by their suppliers. The second case is through OEM products where OBH 
Nordica is in charge of the product development process, and the supplier manufactures the 
products (Mr. Perez). Ms. Ek explains that  approximate 80 per cent of their products are 
ODM products. Moreover, she describes ODM products briefly where the supplier presents a 
prototype  or a concept  to OBH Nordica and then they evaluate  the product,  and suggest 
further improvements with i.e., colors, buttons, displays, etc.; so that the product goes in line 
with their strategy and product range. When the final product is constructed, OBH Nordica 
places their logotype on the product and introduces it on the market (Ms. EK). 

Mr. Perez says  that in certain  cases dealing with ODM products,  all  design and material 
choice is done by the suppliers. OBH Nordica can suggest or contribute with ideas for which 
kind of material that should be used, however, the final evaluation is made by their suppliers. 
Their suppliers are also doing the CE-certifications and they have the experience of which 
tests  that  should be done (Ms. Ek).  According to Ms. Bäck, she considers that  both,  the 
suppliers and OBH Nordica, are involved in the selection of material. 

Mr. Perez describes it as a ping-pong game where OBH Nordica and their suppliers share 
ideas and OBH Nordica’s main tasks is to contribute with their knowledge and specification 
to  the  development  team at  the  supplier.  Ms.  Ek  explains  that  OBH Nordica  have  five 
representatives in China who are responsible for agreements with their suppliers in China. 
The representatives are conducting controls and inspections at the factories that produce or 
want to produce OBH Nordica´s products (Mr. Perez; Ms. Ek). They are briefly following a 
method to make sure that the production and products maintain acceptable quality. 

Furthermore, OEM products represent 20 per cent of their products (Ms. Ek). In these cases, 
OBH Nordica develops the products by themselves. There are two types of alternatives in this 
case, either they develop it trough an external inventor or manufacturer; or they contact a 
design agency. In the latter situation, the agency owns the designing tools and usually they 
select factories that they have worked with in earlier projects. Ms. Ek says that an advantage 
to work with established suppliers is that they know and understand OBH Nordica’s needs. 
Ms.  Bäck  gives  an  example  of  an  OEM  product.  An  external  inventor  contacted  OBH 
Nordica with an idea of a product that they would like to develop under OBH Nordica’s 
brand. Thereafter, OBH Nordica’s CEO approved the project, and then they developed the 
product together.

Mr. Perez explains that what they can evaluate and decide depends on if it’s an OEM or 
ODM product. He gives an example by saying that in an ODM situation, a supplier will not 
agree to change the mold for a product, if OBH Nordica so desired, since that means that a 
new mold should be created and is very costly for the supplier. However, OBH Nordica can 
influence  i.e.  the  choice  of  color  and  when  using  steel,  they  can  choose  the  amount  of 
brushing; if it should be shiny, with stripes, etc. (Mr. Perez).    

30



Empirical Data

On the other hand, Mr. Perez says that OBH Nordica has more flexibility and influence when 
it is an ODM product. In this case they are able to decide i.e. what material should be used in 
the product; if it should be plastic, metal or other material. When developing these products, 
they work parallel with the technique and the appearance. Mr. Perez, Ms. Bäck and Ms. Ek 
agree that the first choice is the design of the product, the appearance, how it looks, feels, etc. 
These matters are first developed by a designer and then discussed with suppliers in China 
about production methods and potential suppliers of the material. Mr. Perez gives an example 
that if they want to use a metal with special features such as, a special shimmer or fingerprint 
resistance, but the supplier that will manufacture the product can’t find a material that meets 
OBH Nordica’s requisites; then OBH Nordica can suggest a supplier that offers the desired 
material.  He adds  that  a  trial  is  often conducted  where they want  to  make sure that  the 
material can be supplied in the country where the product will be manufactured, which in 
their case is China; as well as it is offered with acceptable price levels. 

Moreover, Ms. Ek says that for all their products, OBH Nordica often bases their evaluation 
and selection of material on previous experiences. Ms. Bäck mentions that they have a certain 
protocol that they use to evaluate material. She says that this protocol should be followed, 
checked and documented. Their sourcing manager is mostly responsible for these issues and 
he also visits  suppliers  in China (Ms. Ek; Ms. Bäck).  According to Ms. Ek, they have a 
database of information from previous experience and feedback from customers so that can 
help  them  analyze  what  kind  of  materials  that  is  suitable  in  terms  of  the  needs  from 
customers, color characteristics, etc.

Mr. Perez, Ms. Bäck and Ms. Ek agree that many aspects are taken into consideration when 
evaluating and selecting material for their products. Ms. Ek mentions that it is important to 
try  to  cut  the  products  weight  due  to  expensive  transportation.  She  also  says  that  it  is 
important that the materials are suited for the function of the product i.e. the material must be 
resistant to heat if it is to be used on a toaster, as well as it has to be strong enough to resist 
daily usage. They say that sometimes they also need to consider the color and finish of the 
material. Ms. Bäck and Ms. Ek say that these issues are mostly controlled by the sourcing 
managers.

Furthermore, they mention that the materials should qualify with the requirements from the 
European  Union,  and  that  the  products  also  have  to  be  certified  according  to  the  CE-
standards. If these are not achieved, demands from the end customer can make that OBH 
Nordica stops the production and replace the products (Ms. Ek). Ms. Bäck and Ms. Ek agree 
that EU-requirements and standards are really important to be followed. 

According to Ms. Bäck, she considers that it is important that the consumer gets what they 
have paid for. Ms. Bäck and Ms. Ek agree that when considering the functions and features of 
a product, they are already included in what the customer is expecting. Furthermore, the three 
informants add that design also matters  in these issues and that design is important in all 
situations.  However, they say that if a customer is paying more for a product, then they are 
getting a more attractive design. Ms. Bäck adds that from a producer’s point of view, it is 
more profitable to put effort to design when the product have higher margins. She says that 
i.e. steel is more top of the line and it is suited for those kinds of products. 

Mr. Perez mentions that products with a higher level of innovation or those in their higher 
price range levels; they can consider spending more on design. This is due to the fact that it 
will add extra value and it will make a product unique. Therefore, a unique product can have 
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a higher price, because the customers are willing to pay for it. He explains that, for instance, 
their “Chilli” product series can be considered as a unique product. In this case, they are able 
to  use  a  color  with  a  higher  price,  since  the customers  are  willing  to  pay extra  for  that 
uniqueness. He adds that in some cases they can consider paying double the price i.e. for a 
metal sheet, if it will add extra value to the product so that they are able to raise the price of 
the product. Mr. Perez believes that it is possible to offer products that are more expensive 
than your competitors, as long as you have a unique solution and offer something nobody 
have seen before. However, he says  that for their products with lower price range levels, 
design is also important, but in order to sell the products at a low price, they have to choose a 
material with low cost. He adds that they have to look for materials that are “nice and cheap” 
for these kinds of products.   

Mr. Perez considers that OBH Nordica is not very science oriented, since they don’t test the 
characteristics of the material; these are the tasks for their suppliers. Moreover he says that 
for a certain product there are a limited number of materials that can be used. This is due to 
the fact that many do not fulfill requirements for a particular product, such as a material not 
being able to resist high temperatures. Therefore, that would be the first restriction for many 
of  the  materials  to  be used in  their  products  i.e.  a  waffle  maker.  OBH Nordica  is  more 
focused on the design, range of colors and the finish, with the purpose to get the right feeling 
for the product so it can fit into their product range (Mr. Perez; Ms. Bäck; Ms. Ek). 

Ms.  Ek states  that  they conduct  a  lot  of  consumer  tests  on  their  products.  For  instance, 
weights are placed to their hairdryers to check if the product resists and if the material cracks. 
She adds that tests are conducted throughout their product range. Ms. Ek also mentions that it 
is the technical department in Denmark that is conducting all the consumer tests. Moreover, 
Ms. Ek and Ms. Bäck say that they are also using their own products to test them in a normal 
daily environment. 

Mr. Perez adds that he doesn’t do any particular tests on the material except he looks at the 
appearance and uses his own judgment when evaluating color, finish, etc. He says that the 
technical department, however, analyzes i.e. materials that are in contact with electrical parts. 
Moreover they do cross-cut tests on the paint and make sure that the paint does not fall off. 
Certain chemical tests are also conducted. For stainless steel, they make sure that it doesn’t 
rust. All the tests are based on defined standards that manufactures in the market follow (Mr. 
Perez).

Mr.  Perez,  Ms.  Ek  and  Ms.  Bäck  agree  and  say  that  the  requirements  on  products  and 
materials have increased a lot compared to five years ago. This is due to the fact that more 
knowledge has been added into the company and more research has been done on customer 
satisfaction (Ms. Ek). She mentions that they are capable of going through all reclamations 
and comments from customers in a personal way so that they continuously improve their 
product’s efficiency. Ms. Ek and Ms. Bäck consider that environmental issues will be more 
important in the future. 

4.1.3 Supplier Characteristics
Ms. Ek says that OBH Nordica works with a large number of suppliers. They work with 
approximately 40 to 60 factories on a continuous or an occasional basis. She adds that in 
some cases new factories are contacted. Ms. Ek says that in her opinion, the primary choice 
criterion is the size of the factory, when considering new suppliers. She believes that OBH 
Nordica wants to establish long-term relations with their suppliers.

32



Empirical Data

OBH Nordica’s suppliers are the factories that  manufacture finished products ready to be 
distributed to the consumers, regardless of being OEM or ODM products. According to Mr. 
Perez, OBH Nordica knows who is delivering components and material to their suppliers. He 
continues by saying that OBH Nordica has the possibility to influence i.e. which material 
supplier  should  be  selected.  Apart  from  being  OBH  Nordica’s  suppliers  or 
material/component suppliers, OBH Nordica usually selects the company that they have an 
established relationship with.  

When contacting a new supplier they use a document to send to the factory which they need 
to describe their factory, equipment, capacity, their current amount of deliveries, deliveries to 
Europe,  etc.  (Ms. Ek; Mr.  Perez).  The results  are analyzed by OBH Nordica’s offices in 
China and an on-site inspection is conducted where all potential variables are analyzed (ibid). 
Other  aspects  that  are  important  according  to  Ms.  Bäck  are  delivery  precision,  price 
sensitivity,  ambition  of  a  long-term  relationship,  but  especially  their  knowledge  of  the 
European market and its standards. 

Mr. Perez says that the production costs are increasing in China as well as in the rest of the 
world. Therefore, they often need to do an evaluation between experienced suppliers and low 
cost  production.  Smaller  and  new  factories  are  often  cheaper  but  they  don’t  have  any 
experience from the European market (Ms. Bäck). Mr. Perez also states that they evaluate if a 
supplier knows how to produce a product and if they actually know what they talk about. He 
gives an example where a potential supplier manufactures toasters, but no one in the factory 
really knew how to use a toaster. So he thinks it is important that the suppliers they work with 
are in control of what they are doing, and not only produce because they see it as a good 
business. 

Mr. Perez says that another perspective that OBH Nordica considers is the creativity of their 
suppliers. Due to the fact that 80 percent of their products are ODM products, it is necessary 
that their suppliers are able to develop new attractive products. He says that the right balance 
between  a  supplier’s  creativity,  their  control  and  quality  over  the  production  as  well  as 
product development, is very important to find. 

It is not OBH Nordica that actually selects and evaluates material for their products when it is 
an ODM project, however due to their relation with their supplier they want to be able to 
influence the decisions and give recommendations (Mr. Perez; Ms. Ek). Ms. Ek says that this 
is another important reason of having or building good relations. She explains that a new 
supplier might not accept changes and OBH Nordica’s requirements as much as an existing 
supplier would. Mr. Perez says that the choice of a supplier is in this case depends on the 
product as the primary variable. If a supplier can offer a competitive product, then this will 
initiate  an  evaluation  process  and  perhaps  OBH Nordica  selects  the  supplier  as  a  future 
partner. 

For the OEM projects, it is usually a limited amount of suppliers, around 6-7 that actually are 
able to manufacture according to the specifications and that OBH Nordica knows. If it is a 
factory that they are familiar with, then no further evaluation have to be conducted. However, 
if it is a new supplier they need to do the inspection. Mr. Perez explains that at the end, they 
usually end up with 2-3 factories that have qualified as their suppliers, and at this point it, the 
supplier offering the best price will be selected for that project. 
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According to Mr. Perez the availability of the material is also important. It is necessary for 
the material’s supplier to have an established organization and reliable distribution in China. 
He also believes that Chinese local suppliers are cheaper than foreign suppliers. He says that 
they usually prefer a local distributor due to cost advantages. 

Mr.  Perez,  Ms.  Ek  and  Ms.  Bäck  agree  and  say  that  in  the  future,  supplier’s  quality 
continuous  improvements  and  following  up  orders  will  become  more  important.  So  that 
customers know that a product from OBH Nordica is good and that their brand is competitive 
on the market (Ms. Bäck). Also Mr. Perez thinks that the brand is getting more important, it 
is  therefore  dangerous  to  just  offer  the  cheapest  products  possible  and  not  consider  the 
quality. He believes that in the future, sustainable growth, environmental impact and social 
policies might become more important in the market. 

4.1.4 Additional Data
Ms. Ek says that OBH Nordica offers products with a nice design for an affordable price. 
This makes them able to reach many customers and have a big market to satisfy. She adds 
that in the past, they have been more low-priced oriented, but in the last years they have been 
expanding by making products with a higher quality and in higher price ranges, such as their 
supreme series. She thinks that this enriches the brand because these products are targeted for 
those customers that would like to have i.e. a KitchenAid, but can’t afford one. Moreover, 
Mr. Perez, Ms. Ek and Ms. Bäck agree that it is important for OBH Nordica to be perceived 
as a company with good knowledge of the Nordic market and develop products well suited 
for that market.  
 
Ms. Bäck says that they try to have a product assortment out on the market for a long period 
of time, however the time each product last on the market varies. Ms. Ek estimates that the 
product life cycle for their product is approximately three to five years.

Mr.  Perez  and  Ms.  Bäck  explain  that  the  development  time  for  new  products  depends 
completely on if it is an OEM or ODM product. They estimate that to develop a product it 
can take up to one or one and half years, however it can take longer time if you develop by 
yourself.  One important issue is if the product can be produced with existing tools at the 
manufacturer, if that is not the case the development time will be longer (Ms. Bäck). 

Ms. Ek says that product development is initiated and stimulated by the sales-force, consumer 
recommendations and their own perception.  They have five salespersons and key account 
managers, which are in contact with their main retail customers. The retail market gets a lot 
of response from consumers and it is important to collect and analyze that information (Ms. 
Ek;  Ms.  Bäck).  Ms.  Bäck  also  mentions  other  important  inputs  such  as  OBH Nordica’s 
suppliers. She says that suppliers are often visiting fairs and conferences to try to understand 
the European market so that they can create products that satisfy the needs of the market.

According to Mr. Perez,  the staff  at  OBH Nordica are using their  product daily consider 
possible improvements. Mr. Perez, Ms. Ek and Ms. Bäck agree that they also analyze the 
products they see when they are in stores and what is getting more popular. According to Ms. 
Bäck,  they also educate  their  customers,  i.e.  retailers  so that they can distribute  accurate 
information to the end customers. 
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Mr. Perez and Ms. Ek say that usually the trends in their market are usually not coming from 
the kitchen industry. They both agree that fashion is however a common tool to predict the 
upcoming trends. Mr. Perez gives an example that if you want to identify future colors and 
material to use in the appliances, then the fashion industry is perfect industry to analyze. He 
adds that there are trend institutes that  make forecasts  for trends in the markets,  such as 
colors, textures, materials, etc. Mr. Perez then adds that the kitchen industry usually follows 
the fashion industry’s trends with a two year delay. He adds that even though it is important 
to follow trends, it is also important to find something unique. Mr. Perez and Ms. Ek say that 
OBH Nordica’s “Chilli” series was successful because it offered something special  to the 
customers, even if it didn’t follow the trends of the market. The product is eye catching and 
stands out in the wide range of products at a retailer’s store. 

Moreover, Ms. Ek says that it is important to create an effect, and for this purpose different 
materials might be appropriate. She also says that in the future she believes that carbon fiber 
might be a popular material, due to its weight and appearance. 

Mr. Perez, Ms. Ek and Ms. Bäck say that in the past it has been really popular with stainless 
steel,  however  now  it  is  getting  more  popular  with  plastics  that  have  bright  and  shiny 
surfaces.  Mr.  Perez also thinks  that  people are  getting  tired  of stainless  steel.  Moreover, 
colors like grey, silver grey or black have been popular for many years and people want a 
change. As a complement to colors, he also believes that texture and a touch experience will 
become interesting in the future. He believes that  people would like to have more tactile 
experience. Mr. Perez and Ms. Ek believe that the environmental issues will become more 
significant. 
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4.2 Case Study 2: Electrolux
Four interviews were conducted at Electrolux with: Mr. Tomas Forss, Advanced Purchasing 
Manager  for  Food  Preservation  in  Europe;  Mr.  Luciano  Pesavento,  Research  and 
Development  Manager  for  Refrigeration  in  Europe;  Mr.  Thomas  U.  Johansson,  Global 
Design  Leader  for  Floor-Care;  and  Ms.  Mona  Abbasi,  Senior  Global  Consumer  Insight 
Manager.

4.2.1 Company Background
Electrolux  is  a  world  leader  of  home  appliances  and  appliances  for  professional  use 
(Electrolux, 2008a). The company has its manufacturing facilities in 50 locations around the 
world and operates in more than 150 countries, selling over 40 million consumer products 
annually  (Datamonitor  Market  Research  Profiles,  2008).  Electrolux  operates  through two 
business divisions: consumer durables and professional products (Electrolux, 2008a). 

Consumer  durables  comprise  major  appliances,  such  as  refrigerators,  freezers,  washing 
machines,  dryers,  dishwashers, stoves, ovens and microwave ovens; as well as floor-care, 
such as  vacuum cleaners  and small  appliances  (Mr.  Forss).  The products  are  sold under 
several  brands  and  approximately  50  per  cent  of  them are  sold  under  the  global  brand 
Electrolux. The company is multi-branded because it has grown through acquisitions (Mr. 
Johansson). Furthermore, the Group is now aiming that Electrolux brand becomes the master 
brand  by  branding  70  per  cent  of  their  products  under  the  Electrolux  brand (ibid).  This 
business division operates in four geographical areas: Europe, North America, Latin America, 
and Asia/Pacific and rest of the world (Electrolux, 2008a); where Europe and North America 
are the largest markets (Datamonitor Market Research Profiles, 2008).

Professional products comprise the products corresponding for professional users, such as 
food-service equipment and laundry equipment for hotels, restaurants, institutions and other 
professional  users (Datamonitor  Market  Research Profiles,  2008).  Europe is  the strongest 
market  and the majority of the professional  products are sold under the Electrolux brand 
(ibid).

Electrolux  generates  their  new  products  by  the  company’s  consumer-oriented  product 
development process (Electrolux, 2008b). “Thinking of you” is an example of the company’s 
intensive focus on consumer insight in the development of their products (Mr. Johansson). 
Mr. Johansson continues by saying that this is the reason why Electrolux positions itself as 
the “Thoughtful Design Innovator” and it is the basis on which they will continue to stand on. 
With the help of consumer insight, Electrolux has been able to identify consumer preferences, 
needs and problems in the market to which products can be transformed and adapted (Mr. 
Pesavento). Furthermore, Electrolux works towards four target groups with different types of 
customers that have been identified (Ms. Abbasi). The target groups are divided according to 
the customer’s view of their family and their life (Mr. Johansson).   

4.2.2 Material Characteristics
In the interview with the R&D manager for Refrigeration, Mr. Pesavento, he says that the 
company follows a process to evaluate material for their new products. He explains that the 
company has accumulated a certain know-how or knowledge, gathered through their long 
experience of working in the field, which is then translated into specifications. Mr. Pesavento 
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defines specification as being the description of all the characteristics of the material; how to 
assess the material in the homologation phase with the description of the methodology of how 
to do the kinds of tests needed to verify if the parameters or characteristics of the material are 
in line with their needs. Before each material and each component enters production, they 
have to verify them in a process they call homologation, so that all the characteristics of the 
component or raw materials are in line with their specification (Mr. Pesavento).

According to Mr. Forss, proposals for new materials for their products can come from many 
different departments in the company. For instance, designers can propose a new material 
because they might want a new color or a new form. It can come from production, because 
maybe they found a material which can be easier to form. It can also come from purchasers, 
in order to buy a cheaper material. Mr. Forss highlights that the chain for a new material to be 
selected might differ depending from where the idea comes from, however it always goes 
through development and the homologation process mentioned by Mr. Pesavento.

When a material is selected for the development of a new product, Mr. Pesavento and Mr. 
Forss  agree  that  the  material  is  evaluated  according  to  mechanical  properties,  chemical 
properties,  esthetical  attitude,  and  most  importantly  according  to  Mr.  Pesavento, 
manufacturability. Manufacturability is important in order to verify if the new material can be 
transformed into a certain component in the proper way using the existing machinery in the 
factory.  Chemical  properties  are  evaluated  in  order  that  the  material  does  not  contain 
substances that should not be incorporated in their products or that can be hazardous (Mr. 
Forss). Mechanical properties are evaluated to verify if the material resists the various levels 
of effort and reliability tests. The esthetical attitude is verified in order to reach a certain level 
of finish (Mr. Pesavento). 

Mr. Johansson adds that factors such as, cost and how environmentally friendly a material is, 
play an important role in the selection of material. As a designer, Mr. Johansson says that the 
finish is important, and the choice of the material will depend on the finish that you would 
like to achieve.  Questions that arise after  the importance of the material  have to do with 
design, size, weight and durability (Mr. Johansson).  He further explains those aspects: how 
much material would be needed, how to optimize the construction, how to optimize design, 
how to reduce the size and weight of the products, etc. 

From the  consumer  point  of  view,  Ms.  Abbasi  says  that  besides  the  standard  important 
aspects such as price, quality, service and functionality; she thinks that design has become 
more important for customers than before. She adds that personalization or customization of 
products, the brand and the total experience that a product can reflect,  is becoming more 
significant as well. 

Mr. Forss says that the selection of a material depends on many parameters. It is evident that 
some characteristics are a must, however in his opinion, all characteristics should be verified. 
He says that it is difficult for him to say which characteristic is less important because they 
have to meet their general specifications, but he considers that appearance, quality and price 
are very important. If he has two materials that both meet the specification, then it usually is a 
matter  of  price.  Mr.  Forss  then  mentions  that  it  is  always  interesting  with  unique  or 
innovative materials. If it is a unique material that nobody else has, i.e.,  a special surface 
finish or something else that does not exist, that the company could get more money from 
selling the product, then they may select that material even if it has a higher price. 
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Mr.  Johansson  on  the  other  hand,  says  that  surface  finish  is  an  extremely  important 
characteristic for him. He explains that it is the surface that gives expression to things. A 
product  can  get  different  effects  just  by  working  with  the  surface  finish  and  colors. 
Nowadays, texturing is been used to a great extent, i.e., to create things that feels like textile 
but  it  is  actually  plastic.  Many  different  treatments  can  be  done  on  stainless  steel  and 
aluminum surfaces to give differentiated effects on them (Mr. Johansson). He then mentions 
that what would make him choose one material among the others it would be that one that 
feels exciting and a little bit new.

Ms.  Abbasi  and  Mr.  Johansson  agree  that  the  requirements  of  the  material  and  product 
characteristics have changed over time. They think that consumers have become more aware 
and selective. Moreover, they continue explaining that nowadays people want to get value for 
the money they spend. People are  willing to pay more  if  they get  a good product,  good 
design,  a nice surface finish,  good quality,  etc.  for the money they paid.  In other words, 
customers are willing to pay for something that is well thought-out with new development 
and that has a nice touch, but that it represents the money it’s been paid for (Ms. Abbasi; Mr. 
Johansson).
 
Furthermore, Ms. Abbasi believes that it is extremely important to adapt themselves to the 
consumer needs, that the consumer feels that they have been understood in some way. She 
adds that adapting to the changing needs has to do also with been available to the customers, 
they call it “availability at all hours”. Since people have individual needs, Ms. Abbasi and 
Mr.  Johansson  think  that  it  is  very  important  with  customization  in  order  to  be  able  to 
understand  and  satisfy  their  needs.  They  both  agree  that  mass  customization  and 
individualization or personalization will become more important over the years.  

In the future, Ms. Abbasi thinks that the brand name will have a stronger significance since a 
high price pressure is present in the home appliance industry and products are becoming more 
similar to each other. In one way or the other, a company has to be able to stand-out in order 
to survive and this is done not by the hard aspects such as, price and functions, but with the 
brand name, total experience and total service (Ms. Abbasi). Further, Ms. Abbasi adds that 
companies  would  need  to  renew  themselves  with  innovations  and  add  value  to  the 
innovations that the consumers will experience. Mr. Johansson agrees with Ms. Abbasi by 
saying that in the future more focus will be set on working to deliver the total experience of a 
product. Electrolux has already began working with this, but he thinks that they can work 
more with the bigger system, i.e., how to take care of the products, service, and creating a 
complete system.

4.2.3 Supplier Characteristics
According  to  Mr.  Forss,  Electrolux  follows  a  process  system  to  evaluate  suppliers.  He 
explains that if a new supplier wants to work with them, they have to go through the steps in 
their  standardized  process  in  order  to  be  qualified  as  a  supplier.  Suppliers  are  evaluated 
through a system of criteria such as quality, price, delivery and service (Mr. Pesavento). Mr. 
Forss  adds  that  suppliers  are  also  evaluated  on  the  basis  that  they  can  help  in  the 
development. Mr. Pesavento says that it is important to evaluate the supplier’s top quality of 
the component that have been defined and that they will maintain that level. 

In  addition,  Mr.  Pesavento  says  that  all  these  characteristics  are  clearly  connected  with 
financial aspects; connected with the procedure of delivery,  if they can deliver; connected 
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with the ability to create, etc. (ibid). In his opinion, Mr. Pesavento says that quality is very 
important, but also the service that the suppliers are providing. As a designer, Mr. Johansson 
agrees with these parameters, and adds that a designer also looks at how the suppliers manage 
the  process.  It  can  be  if  the  suppliers  have  a  project  management,  what  computers  and 
software they use and if they have the resources (Mr. Johansson). 

Furthermore, Mr. Forss explains that in practice it is often that there are a certain number of 
suppliers  for a specific material  in the world and just a few that can actually deliver  the 
material that they want to have. If talking about plastic and metal, maybe they know which 
suppliers exist therefore they might not need to go through hundreds of suppliers (ibid). Mr. 
Forss says that sometimes they might know a supplier very well so they might just do a new 
evaluation if it is needed. However, if it is a new supplier, they have to go through the entire 
system.

Quality  is  defined  by  Mr.  Pesavento  as  the  compliance  with  the  specification.  That  the 
dimensions, the characteristics of the materials, esthetics of the components and its finish, 
reliability, etc. perform according to their specification. Additionally, for Mr. Forss quality 
has to do with the supplier having a quality system. That the supplier is certified in different 
aspects  i.e.,  environment;  as  well  as  being  able  to  show their  quality  objectives  and the 
requirements they set to achieve. 

Moreover, as a designer, quality for Mr. Johansson means the finish on the details, finish on 
the lines and if the supplier can hold the quality over the entire production. He believes that it 
is very important to check parameters such as, how the suppliers handle the details, how they 
assemble the products, and how they handle the packaging.  Furthermore, he adds that as a 
designer he looks almost only to the visual aspects, and the feeling and feedback he gets from 
the material  or product. However, he says that parameters such as esthetics,  graphics and 
feeling, are very difficult to specify.  

Mr. Pesavento considers that the most important characteristic that a supplier should have is 
the ability to provide quality, working quality to the company. Mr. Johansson thinks that the 
key to prosperity lies on that a good supplier should be good in all the parameters including 
cost. Mr. Forss agrees and adds that it is difficult to say which the critical charactersitcs are. 
He says that many people are involved in the decision-making and that it is an interaction 
among many factors when selecting a supplier.  It is  of course always  easier  to select  an 
existing  supplier  and  if  you  consider  a  new  supplier,  it  is  because  they  are  providing 
something extra i.e., a very good price or a material that they want to use in their products; 
otherwise there is no point in choosing a new supplier (Mr. Forss).   

Mr. Forss and Mr. Pesavento agree that the requirements of the supplier characteristics have 
changed over time. They say that it has been a change on the direction of the requirements. 
Mr. Pesavento considers that the first characteristic is the quality of the component that they 
buy, which must be according to their specification. Another aspect is that nowadays a part of 
the manufacturing has moved to Asia and the factories have to be inspected so that they meet 
the requirements (Mr. Forss).

Moreover, Mr. Pesavento believes that quality is an aspect that will become more important 
in the future. Since the consumer is demanding higher levels of quality, it means that certain 
costs have increased and are beginning to affect the company’s profitability.  On the other 
hand, Mr. Forss says that in the future it will become more common to outsource parts of the 

39



Empirical Data

production  to  suppliers.  He  continues  by  saying  that  this  is  already  happening  in  other 
companies as well as in Electrolux. They are manufacturing products but certain components 
are bought from others. He explains that suppliers might be able to do more than they use to 
do, that they can deliver not a raw material, but more like a solution (Mr. Forss). In addition, 
Mr.  Forss  thinks  that  in  the  future  it  might  become  extremely  important  that  suppliers 
understand their customer’s needs and requirements. Suppliers might be able to develop more 
and in this way, more can be outsourced (ibid).

4.2.4 Additional Data
Mr. Pesavento and Mr. Johansson say that what influences the company in developing new 
products  are  the  needs  of  the  market.  The  consumer  insight  and  consumer  opportunity 
division  works  with  collecting  and  investigating  information  about  the  consumers,  their 
behavior and the market in general (Ms. Abbasi). Ms. Abbasi adds that they also work with 
the segmentation of the market and the identification of target groups. The purpose of this 
work is to understand the needs of the market and find what problems the customers have in 
order to develop solutions with their products and product modifications (Mr. Pesavento; Mr. 
Johansson). 

Mr. Pesavento adds that the consumer insight team is influencing the product because they 
are  collecting  the  specifications;  these  specifications  are  weighted  with  the  needs  of  the 
market  and  then  other  teams  transform those  needs  into  a  product  idea.  Mr.  Johansson 
continues  saying  that  in  product  development  they  follow  a  system  called  product 
management flow, PMF, which guides the development process beginning from the problem 
area or needs of the market that were received from consumer insight. 

The time period for product development varies according to the type of product, but also 
depends on if it’s the creation of a new product or modification of an existing product (Mr. 
Forss). Mr. Pesavento says that in some cases the product development process begins from 
the market investigation to the definition of the process or idea, which could take from 6 
months up to 2 years for refrigerators. He explains that it depends on how many iterations are 
being done with an idea. They create a picture or prototype and test the market;  they are 
interacting with the interpretation of the needs. Depending on the complexity and after they 
have  defined  all  the  parameters,  usually  it  goes  into  production  in  approximately  12-18 
months. He summarizes by saying that typically it takes one year to define what to do, and 
from the definition until it goes into production is about one or one year and half. Mr. Forss 
adds  that  the product  life  cycle  for  major  appliance  is  estimated  to  approximately 10-15 
years.

Mr. Johansson says that the product development for vacuum cleaners and small appliances, 
from the  decision  of  starting  with  a  project  until  the  product  is  in  production,  takes  12 
months. However, they are trying to reduce the time to 7 months. The reason for this is that 
the  product  life  cycle  for  small  appliances  has  decreased  from  5-6  years  to  3-4  years 
approximately (Mr. Johansson). If too long time is taken to develop and produce a product, 
there is a risk that the market has changed or new competitors have entered the market. 

When it  comes to  trends,  Mr.  Forss  and Ms. Abbasi  agree that  design has  become very 
important. Nowadays, design means much more and an appliance has become more like a 
piece  of  furniture  instead  of  just  a  refrigerator,  vacuum cleaner,  or  just  a  machine  (Ms. 
Abbasi). Mr. Johansson and Ms. Abbasi say that suddenly all the functions go together in 
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order to become an overall solution that will suit the entire surface area where you live in the 
form of design and how it looks. A bigger integration between the different rooms in the 
home has become more common in certain parts of the world. 

A  trend  that  plays  a  central  role  and  is  always  incorporated  in  their  work  are  the 
environmental  issues,  says  Mr.  Pesavento,  Mr.  Forss  and  Mr.  Johansson.  They  have 
environmental  requirements  that  include  i.e.,  that  some materials  cannot  be used in  their 
products because they are or can be harmful to the environment (Mr. Forss). Electrolux also 
works hard to use recycled materials in their products and reduce the energy consumption, 
but  without  forgetting  about  quality,  durability,  design  and finish  (Mr.  Johansson).  As a 
result,  they  have  an  entire  product  line  called  green  range,  which  works  with  recycled 
material, where i.e. the vacuum cleaner is made of 55 per cent recycled material. This line is 
also strongly dedicated with the environmental issue of reducing energy consumption. Mr. 
Pesavento  says  that  bigger  attention  is  given  to  energy  consumption  as  well  as  the 
environmental  impact,  which  deals  with  the  problem of  the  disposal  of  the  product,  the 
component  or  the  material  they  are  using,  and  in  general,  what  is  been  done  about  the 
disposal.  Another environmental  trend that Electrolux is working with is the reduction of 
water consumption in products such as,  dishwashers (Mr.  Forss).  Mr.  Johansson and Mr. 
Forss agree that they want to be perceived as environmental thinkers and that Electrolux is 
the environmentally friendly alternative. 

Furthermore, when talking about trends in colors, Mr. Pesavento and Mr. Forss agrees that 
the predominant color for major appliances is still white and is the color that sells the most. 
Nowadays, the trend of using stainless steel has become bigger. The external surfaces of the 
domestic products are moving in the direction of the looks of professional products, where 
the professional products are typically stainless steel. Mr. Pesavento continues explaining that 
the domestic  products  are  moving in  this  direction,  therefore there is  a demand for very 
expensive, high quality material. Mr. Forss says that even though this is a traditional branch, 
the design department is working with the development of new colors to be able to stand out 
among  all  the  other  products  in  the  market.  An  example  of  a  new color  that  has  been 
incorporated in their products is black, but it is still white and stainless steel that sells the 
most.  

Mr. Johansson says that grey and purple scale colors are used in a large number of vacuum 
cleaners and small appliances. The trend of metallic colors, metals and metallic finishes will 
soon come into the market with a strong impact (ibid). However, Mr. Johansson adds that 
different preferences in different countries exists and they have to consider other factors such 
as, light, climate and water that affects trends.

Moreover, Ms. Abbasi adds that it is not a doubt that they want to be perceived as having 
good quality and good price, but they don’t consider they are in the high-end product range. 
However, they do consider themselves as being clearly situated over the medium going up 
towards high-end; as being more like a high-end brand without being exclusive. In addition, 
Ms. Abbasi says that they have their tradition with their distinctive design, their Scandinavian 
design with simplicity and straight cuts and lines; however keeping its humane appeal and 
avoid becoming just cold technology.
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5 Data Analysis
In this chapter the collected data will be analyzed and compared to theories presented in the 
conceptual framework in chapter two. The analysis that is conducted will attempt to answer  
the research questions, which will lead to conclusions that will be presented in chapter six.  
The chapter will be divided into three sections; a within-case analysis for OBH Nordica, a  
within-case analysis for Electrolux and finally display a cross-case analysis. The case studies 
have been chosen to be analyzed individually due to the fact that evident differences exist  
among them. Thereafter, the similarities and differences will be displayed in the cross-case  
analysis. Furthermore, the within-case analyses will follow the “Model for analyzing and 
evaluating characteristics/criteria” which will assist in answering the research questions.  
The Figure below (5.1), taken from the conceptual frame of reference, illustrates how the  
model will assist in the process. 

Figure 5.11: Research Questions connected to the model for analyzing and evaluating 
characteristics/criteria

5.1 Within-Case Analysis for OBH Nordica

5.1.1 Identify Characteristics or Criteria
According to the interviews at OBH Nordica, many aspects are considered in the selection of 
suppliers and materials for their products. They state that quality is important when choosing 
both material and supplier. When comparing the answers to Thompson’s (1997) theories, it is 
possible to  see the relationship with OBH Nordica in how it is a characteristic searched by 
industrial companies in the selection process. 

Sebastianelli (2002) defines aesthetics as one of the dimensions included in the concept of 
quality. Ms. Ek states that an attractive design is important when choosing a material to for 
their  products.  From the information gathered from the interviews,  they consider that  the 
appearance; how it looks and feels, is evaluated when they select material for their products. 
In other words, aspects connected to the esthetical attitude of the material are considered in 
the selection process.

Moreover, it was mentioned in the interviews that finish and shimmering of the surface as 
well as color are considered. However, they say it is difficult or nearly impossible to conduct 
any tests on these matters; instead they evaluate what creates a visual feeling for the material 
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and the product. Further on, they add that a product should be eye catching and give a tactile 
experience. 

A  strong  connection  can  be  seen  when  comparing  the  data  with  Sebastianelli’s  (2002) 
definitions of the eight dimensions of quality.  Nevertheless,  they say that reliability tests, 
such as crack tests, are conducted on the color in order to make sure that it does not crack 
when it is exposed to external forces. This is in line with Sebastianelli’s (2002) definition of 
reliability  and  these  tests  assure  that  the  material  can  perform  according  to  their 
specifications. 

Performance is also a part of the eight dimension of quality and is defined by Sebastianelli 
(2002) as the primary characteristics of a product. In the case of OBH Nordica, the materials 
being  evaluated  need to  be  suited  for  the  end-product’s  functions.  For  instance,  at  OBH 
Nordica this is specially analyzed when a product and its outer material are exposed to heat. 
Mr. Perez also mentions that heat resistance is one of the primary characteristics that they 
analyze. Further on, chemical resistance is also a characteristic that is evaluated. 

According to Sebastianelli (2002), quality conformance is “the degree to which a product’s 
physical  and performance  characteristics  meet  design specification”.  In  the case  of  OBH 
Nordica,  it  is  essential  for them to fulfill  requirements  and standards from the European 
Union. Moreover, all their products are CE certified, which is a specification that suppliers 
need to fulfill. Within their specification, they also consider i.e. the weight of the material in 
order to reduce the transportation costs.  

Furthermore,  when  OBH  evaluates  material  for  their  products,  they  consider  that  extra 
features  are  beneficial.  Features,  according  to  Sebastianelli’s  (2002)  eight  dimensions  of 
quality are “the secondary characteristics of a product that supplement its basic functioning”. 
Mr.  Perez gives  an example,  that  finger  print  resistance  can be a factor evaluated  in the 
selection of material. Moreover, both Ms. Ek and Mr. Perez agree on a trend that materials 
should be environmental friendly and contribute to the reduction of energy consumption. 

Hill (2000) writes that price is often a characteristic that companies evaluate. According to 
the interviews, they say that OBH Nordica considers price in all situations. However, it is a 
driven factor when they evaluate material for low-end products. Moreover, they consider that 
one of their customer segments looks for something “nice and cheap”.  Ms. Bäck says that a 
consumer gets what they pay for and when a product is released with a higher price, more 
resources can be afford on extra features and design. Mr. Perez explains that if a product can 
offer a unique solution, i.e.  adds extra value, then a higher price may be accepted by the 
consumers. 

When comparing the information with Swink & Hegart’s (1998) experience curve theory, a 
strong relationship can also be seen with the price factor. The authors explain that a company 
can  reduce  its  cost  by  know-how  to  produce  a  product,  develop  and  satisfy  the  end-
customers’ needs. Ms. Ek mentions that it is important for a supplier to be familiar and have 
experience  from the  European  market  so  that  they  know what  to  develop  and  produce. 
Further on, it is also mentioned during the interviews that it is important for OBH Nordica 
that a supplier knows plenty about their products as well as its features and benefits.  

Moreover,  they  all  agree  that  OBH  Nordica  strives  for  long-term  relations  with  their 
suppliers. In addition, they say that a supplier should be creative and it is beneficial to have a 
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good relation with suppliers. This is due to the fact that they can be able to develop products 
together and can be able to focus resources in an early stage in the value-creation process. 

Swink & Hegarty (1998) mention that the supplier’s ability to develop new products as well 
as their delivery precision are value-added characteristics for a supplier. Ms. Bäck agrees that 
delivery precision is essential in the selection of suppliers. It is mentioned in the interviews 
that it is important for them that suppliers are able to develop new products. According to 
Swink & Hegarty (1998), this is often a variable that makes a company grow and gain market 
shares. 

In the selection of suppliers, according to the information gathered from the interviews, they 
consider suppliers that are experienced. They say that it is beneficial to work with them since 
they  often  have  guaranteed  quality  and higher  standards.  Furthermore,  they  say  that  the 
availability of the material is essential. Mr. Perez explains that a manufacturer of material in 
Sweden needs to be able to deliver its material  to Asian manufacturers with a competing 
price. 

The  availability  is  also  important  so  that  they  can  ensure  the  delivery  and  an  effective 
production. In order to achieve a beneficial availability, a material’s supplier also needs to 
have an established organization in China. Most of the production is made in Asia, therefore 
the supplier need to have personnel that can support that market. Other characteristics that 
Mr. Perez states is that a supplier need to have acceptable social policies which are important 
in the long-terms perspective. Further on, Ms. Bäck thinks that a supplier should work with 
continuous improvement. 

5.1.2 Identify Qualifiers
As it can be seen in the previous step, Ms. Bäck, Ms. Ek and Mr. Perez have mentioned 
several  characteristics  that  are  considered  when  selecting  materials  and  suppliers.  Those 
characteristics will now be analyzed in order to identify qualifier characteristics. The analysis 
is  conducted by in-depth discussions and comparisons with the theory,  which lead to the 
identification of qualifying characteristics. According to Hill  (2000), qualifiers  are “those 
criteria that a company must meet for a customer to even consider it as a possible supplier”.

According to the interviews, all the informants agreed that it is important to achieve a high 
quality level on their product. As Mr. Perez says, if a company does not invest in high and 
competitive quality, then the brand will lose its value for the customers. That means that for 
every company that wants to stay competitive in a long-term perspective, they need products 
that satisfy the customer’s needs and expectations. As mentioned in the interviews, they say 
that their customers want nice and cheap products, and that OBH Nordica is striving to offer 
products that everybody can afford. They consider that providing a product with a low price 
does not mean leaving the quality of it aside. 

Furthermore, customers have expectations on the quality, functionality and durability of the 
product, as well as they want a product with a low price. When comparing the interviews 
with  the  Sebastianelli’s  (2002)  eight  dimensions  of  quality,  there  is  a  strong connection 
between the characteristics and the theory. Moreover, in the case of OBH Nordica, esthetical 
attitude, performance, quality conformance and features are criteria that are considered very 
important in the selection of material and supplier. Therefore, they have been identified as 
qualifiers.  

44



Data Analysis

According to Hill (2000), price is a qualifying characteristic and if a supplier can provide a 
price that will reduce costs is usually attractive for companies. In the case of OBH Nordica, 
they say that price is an important aspect and therefore price was identified as a qualifier 
characteristic for them. In addition, they mentioned purchasing price and transportation costs. 

Moreover,  both  Ms.  Ek  and  Ms.  Bäck  mention  that  OBH Nordica  CE-certifies  all  their 
products as well as they fulfill all EU-requirements. They explain that their products and the 
material  for  their  products  need  to  meet  these  requirements;  otherwise  they  cannot  be 
approved for  further  evaluation.  An experienced  supplier  knows about  the  standards  and 
requirements set by the CE-certification and the European Union. Therefore, they consider it 
is  more efficient  and more beneficial  to work with experienced manufacturers as well  as 
experienced materials/components suppliers. With those experienced suppliers, OBH Nordica 
is looking to build long-term relationships and strive to maintain valuable relations. This will 
in turn have the effect that they can learn from each other; and in a long-term perspective, 
understand and have a great experience together. Long-term relationships with the suppliers 
are considered important; consequently, it has been identified as a qualifier characteristic for 
OBH Nordica.

Lastly, OBH Nordica also evaluates a supplier’s ability to develop new products and their 
availability  of  the  material.  The  availability  is  also  often  connected  to  a  supplier’s 
organization and if it has established sales offices on the specific market. Therefore they need 
that the supplier maintains a high delivery precision level. 

5.1.3 Identify Qualifiers with the Potential to Become Order-Winners
The qualifier characteristics that were analyzed and identified in the previous step will now 
be  analyzed  in  order  to  identify  those  qualifier  characteristics  that  have  the  potential  to 
become order-winner characteristics. As mentioned before, the analysis is conducted by in-
depth discussions and comparisons with the theory, which lead to the identification of order-
winner  characteristics.  According  to  Hill  (2000),  providing  or  attaining  only  qualifier 
characteristics does not mean that you are winning orders. The author defines order-winners 
as “those criteria that win the order”.

According to Hill (2000), price is an order-winner characteristic when a customer seeks the 
lowest  possible  price.  All  the informants  agree  and emphasize  on price and that  it  is  an 
essential factor in the selection of suppliers and materials for their products. Moreover, they 
add that price is more important when considering low-end products. In this case, price is an 
order-winner characteristic, since it is the most important factor for OBH Nordica. Mr. Perez 
illustrates this with an example that if he was about to choose between two products that have 
similar characteristics, then price is guiding his choice; therefore it is a winning criteria for 
low-end products. Ms. Ek also points out that the price for the material is important in the 
selection of material. Price includes purchasing price and other aspects, such as the weight of 
the material, so that it can reduce transportation costs. 

Furthermore, according to the interviews, they all agree that quality is a characteristic that is 
taken strongly into account in the selection of material and supplier. However, as Hill (2000) 
writes, quality is a wide concept where different parts can be either a qualifier or an order-
winner  characteristic.  Within  the  Sebastianelli’s  (2002)  eight  dimensions  of  quality, 
aesthetics/esthetical  characteristics  is  strongly evaluated by OBH Nordica in the selection 
process. Mr. Perez says that he evaluates a product by how it looks and how it feels. Further 
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on,  he  adds  that  their  customers  want  a  product  that  is  “nice”,  which  is  connected  to  a 
product’s esthetical attitude. 

Ms. Bäck mentions during the interview that the main focus of OBH Nordica is to offer a 
product that everybody can afford but at the same time that it gives a little extra; extra value 
or a good design. Moreover, she says that design and esthetics are important at all times, 
since customers value both price and the design. Therefore, in the case of OBH Nordica, the 
esthetical aspects are crucial in the selection process in order for the supplier to win an order.

5.1.4 Weightings of Order-Winner Characteristics
Once order-winners are identified and discussed, percentage points can be allocated by the 
researchers to each characteristic based on the information gathered from the interviews. In 
this way, it is possible to find order-winners that are more or less important. One hundred 
points  are  divided  among  the  order-winner  characteristics  to  give  them  the  appropriate 
weightings. Discussions concerning individual weightings take place for it to be as accurate 
as possible (Hill,  2000). According to Hill  (2000), the weighting of importance of order-
winners  makes  it  possible  to  show how a  supplier  should  allocate  resources  in  order  to 
develop each order-winner.

In the case of OBH Nordica, price and esthetical attitude are the order-winner characteristics 
identified  in  the  previous  step.  The  Table below  (5.1) summarizes  the  discussion  and 
illustrates the weightings. According to Hill (2000), the purpose is to gain an understanding 
for how a supplier should allocate their resources in order to effectively meet the market’s 
needs. 

Table 5.3: Weightings of order-winner characteristics for case study 1: OBH Nordica

Order-Winner Characteristic Weightings
Price 80
Esthetical Attitude 20

Total points 100

According to the information gathered from the interviews, they say that when evaluating a 
product, it is usually guided by price due to the fact that their customers are price focused. 
They explain that usually when a customer is in a retail store to buy a toaster there are several 
products in different price ranges; however, they will choose the one with a lower price. 
Therefore,  in  this  case,  price  is  the  most  important  order-winner  characteristic  with  a 
weighting of 80 points.

Moreover, esthetical attitude is an order-winner characteristic with a great deal of influence in 
the selection of supplier  and material  for their  products.  As mentioned in the interviews, 
design is always important in a product, where it should be eye catching and look good. Even 
in their strategy as a company they mention that their products should be created with a nice 
and attractive design. Consequently, esthetical attitude is necessary and it is crucial, after the 
material  have fulfilled other requirements set by OBH Nordica. For that  reason esthetical 
attitude is placed second, with 20 points in the weightings.

5.1.5 Identify Qualifiers that are Order-Losing Sensitive
The last step of the “Model for analyzing and evaluating characteristics/criteria” is to identify 
the qualifier criteria that are order-losing sensitive. Since some qualifiers will be more critical 
in terms of customer’s/market’s requirements, they can be differentiated by labeling them as 
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order-losing sensitive qualifiers. According to Hill (2000), the order-losing sensitivity can tell 
that the failure to provide a given qualifier might quickly result in lost orders. In other words, 
order-losing sensitive qualifiers  are those qualifying characteristics  that  are sensitive with 
small fluctuations, once a limit have been reached, a supplier will start to lose orders. 

In the case of OBH Nordica, it is essential to find a supplier that experienced; who knows 
about the conditions and requirements on the European market. Many qualifiers are based on 
the standards and requirements from CE-certifications and European standards. These criteria 
are not order-losing sensitive themselves since they need to be fulfilled by a supplier and a 
material in order to even be considered. In addition, these standards are well defined and 
should be familiar to a potential supplier. For OBH Nordica, it is essential that a supplier 
actually knows what the European market needs and what expectations they have.  Therefore, 
a supplier’s experience is an order-losing sensitive characteristic. 

Furthermore, OBH Nordica considers long-term relationships important and strives to keep 
strong relationships with experienced suppliers.  For instance, a supplier that is looking for a 
long-term relationship is willing to collaborate in the product development process. On the 
other  hand,  a  supplier  that  does  not  work  towards  long-term  relationships  with  their 
customers, have a risk of not meeting the requirements set by OBH Nordica. As a result, 
there is a risk that they will lose orders and no longer be accepted as a supplier. 
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5.2 Within-Case Analysis for Electrolux
This section is intended to analyze the second case study, Electrolux, through the five stages 
of the “Model for analyzing and evaluating characteristics/criteria” where the information 
will be presented following the structure of the model.

5.2.1 Identify Characteristics or Criteria
From the data collected about Electrolux, many characteristics are considered when selecting 
suppliers  and materials  for their  products.  Since this  is a big sized global company,  they 
follow  a  process,  which  includes  specifications  in  order  to  evaluate  the  material  and 
suppliers. 

The interviews were conducted with informants having different work tasks, and belonged to 
different  divisions  in the company;  Mr.  Tomas Forss,  Advanced Purchasing Manager for 
Food Preservation in Europe; Mr. Luciano Pesavento, Research and Development Manager 
for Refrigeration in Europe;  Mr. Thomas U. Johansson, Global Design Leader for Floor-
Care; and Ms. Mona Abbasi, Senior Global Consumer Insight Manager. Consequently, due to 
the informants’  perspectives,  certain  characteristics  that  were mentioned by them differed 
from each other. However, as Mr. Forss says, the decision of selecting materials and suppliers 
is not based on one person’s point of view, but many people are involved in the decision-
making process.  In this  way,  different  divisions interact  and have discussions in order to 
select  the  product  and  supplier  that  are  in  line  with  their  needs  and  specifications  (Mr. 
Pesavento). 

According to Hill (2000), different departments within the company have to interact  with 
each other and it is necessary that the different perspectives are evaluated and considered in 
order to achieve the goals as effectively as possible. When comparing the answers to Hill’s 
(2000)  strategy theories,  it  is  possible  to  see the relationship  with Electrolux  in how the 
interests of the different divisions are brought to the table and discussed, so that they become 
integrated in the decision. 

In the interviews with Electrolux, they mention that in the selection of material for a new 
product, the characteristics are evaluated according to the mechanical properties, chemical 
properties, manufacturability and esthetical attitude. The mechanical properties measure the 
resistance, reliability and durability of the material. The chemical properties evaluate that the 
material contains the proper non- toxic substances. By manufacturability they mean that the 
material can be transformed in the proper way using the existing machinery. The esthetical 
attitudes refer to the surface, appearance, finish, details, textures, colors, feeling, and design 
of the material.  Factors such as price, brand name and environmentally friendly materials 
were  also  mentioned  in  the  interviews.  Furthermore,  they  all  agree  that  quality  is  a 
characteristic that is taken strongly into account in the selection of material.

In the selection of suppliers, they mention that the supplier is evaluated according to criteria 
such as; quality, price, delivery, service and the possibility to help in development. They refer 
to delivery, as the procedure of delivery that the suppliers follow; their ability, precision and 
reliability to deliver. Furthermore, service is referred to the level of service the suppliers are 
able to provide. The possibility to help in the development refers to the supplier’s ability to 
create and be able to provide a solution and not just a component or raw material. In this way, 
they can transfer more responsibility of development to the suppliers so that more can be 
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outsourced.  Therefore,  they  consider  that  long lasting  relationships  with  the  supplier  are 
important for Electrolux. 

When comparing the characteristics that are mentioned in the interviews when evaluating 
materials and suppliers with the theory,  it is possible to observe a strong connection with 
Hill’s (2000) theory of order-winners and qualifiers and Swink & Hegarty’s (1998) examples 
of characteristics that might become qualifiers and order-winners. 

As mentioned earlier, according to the interviews, quality is a characteristic which is taken 
strongly into account in the selection of material and supplier. As Hill (2000) states, quality is 
a term widely used and in order to identify which of its aspects will be classified in terms of 
qualifier and order-winner characteristics, quality needs to be clarified. Sebastianelli (2002) 
presents  quality  in  a  table  consisting  of  eight  quality  dimensions.  When  comparing 
Sebastianelli’s (2002) eight dimensions of quality with the interviewees’ views on quality, 
there is a strong relationship between them. 

For  Mr.  Pesavento,  quality  means  the  compliance  with  their  specification;  that  all  the 
characteristics of the material are according to their specification, and that the supplier can 
provide quality in their products and maintain those levels. For Mr. Forss quality has to do 
with the supplier having a quality system; that the supplier is certified. Moreover, for Mr. 
Johansson as a designer, quality is the visual aspects and feeling of the product; how the 
suppliers  handle  the  finish  on  the  details  and  maintain  the  same  level  throughout  the 
production. 

5.2.2 Identify Qualifiers
The characteristics mentioned by the informants in the interviews that were presented in the 
previous step, will now be analyzed in order to identify qualifier characteristics. The analysis 
is  conducted by in-depth discussions and comparisons with the theory,  which lead to the 
identification of qualifying characteristics.  According to Hill  (2000), qualifiers  and order-
winners are the denomination of characteristics that are important with the purpose of gaining 
or  maintaining  market  shares  on a  market.  The author  defines  qualifiers  as  being “those 
criteria that a company must meet for a customer to even consider it as a possible supplier”. 

Shepherd (2000) says that nowadays companies focus more on product quality and make sure 
that the products meet customer’s requirements. This is due to the fact that the focus has 
turned  from  the  product  and  manufacturing  towards  understanding  and  meeting  the 
customer’s needs.  Electrolux is  dedicated to study the market  in order to understand and 
satisfy the customer’s needs. Mr. Johansson and Ms. Abbasi say that consumers have become 
more  aware  and  selective,  which  increases  the  pressure  for  providing  product  quality. 
Therefore quality is a characteristic taken strongly into account in the selection of materials 
for their products and the suppliers which will provide that material. 

As  mentioned  earlier,  a  strong  relationship  exists  when  comparing  the  characteristics 
mentioned in the interviews with the eight dimensions of quality. From the interviews with 
Electrolux, quality performance, features, reliability and durability; are important factors that 
a material should meet and a supplier has to provide according to their specification. These 
are standard criteria that all materials being evaluated should meet. Consequently, in the case 
of  Electrolux:  quality  performance,  features,  reliability  and  durability  are  qualifier 
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characteristics. In other words, those are characteristics that should be met in order to even be 
considered as a possible supplier.   

In addition, Mr. Pesavento’s definition of quality can be referred to Sebastianelli’s (2002) 
quality conformance dimension.  Quality conformance is “the degree to which a product’s 
physical  and performance characteristics meet design specifications” (Sebastianelli,  2002). 
According  to  the  information  gathered  from  the  interviews,  quality  conformance  is  a 
characteristic that may make a product qualify and be considered as an option in the selection 
process. In the selection of new material for their products, Electrolux strictly evaluates that 
the characteristics of the material are in line with their needs and specifications. Suppliers are 
evaluated in the same way where lists of characteristics or specifications are verified in order 
to be qualified among the company’s suppliers.   

Furthermore,  characteristics  such  as  serviceability,  delivery,  the  supplier’s  creativity  and 
possibility to help in development, as well as long lasting relationships, are evaluated in the 
selection of suppliers. According to Sarmiento (2007), these characteristics have to be met in 
order to aid companies to stay competitive in the market. For instance, the level of service 
that the suppliers are able to provide need to be in line with Electrolux’s specifications in 
order to compete with the other suppliers in the market. 

According to Sarmiento (2007) and Hill (2000), delivery can be divided into several factors 
such as, delivery reliability, delivery precision, delivery speed, etc.; and as mentioned before, 
a supplier have to be in the range of acceptance of the company in order to stay competitive. 
From the interviews with Electrolux,  they say that  these aspects  are  evaluated  and for  a 
supplier to qualify; the ability, precision and reliability to deliver have to meet their needs. 
Further on, relationships with the supplier are important for Electrolux. Mr. Forss gives an 
example where two suppliers are providing a similar product offering that meet there basic 
specifications. If one of them has worked with Electrolux before, then they will select that 
supplier over the other one.

According to Hill (2000), price is a qualifying characteristic and if a supplier can provide a 
price that will reduce costs is usually attractive for companies. In the case of Electrolux, they 
say  that  price  is  an  important  aspect  and  therefore  price  was  identified  as  a  qualifier 
characteristic for them. In addition, they say that it is always interesting when a supplier can 
offer  a  new  material  that  can  reduce  costs,  but  at  the  same  time  it  has  to  meet  their 
specification.  Further on, manufacturability is also important for Electrolux in terms of how 
the material can easily be transformed. In other words, in the selection of a new material, they 
evaluate the forming possibilities of it. 

Furthermore, according to the interviews, they say that the trends in the market have been 
changing in a way that design and appearance has become more important. Therefore, more 
focus is been set on the visual aspects of the product than before. As they explain, nowadays 
design means much more,  where an appliance has become more like a piece of furniture 
instead  of  just  a  machine,  a  coffee  maker,  a  refrigerator  or  a  vacuum  cleaner.  As  Mr. 
Johansson says,  even if  this  criteria  is  difficult  to define specifications  for;  the esthetical 
attitude of the material, such as the surface finish, appearance, details, textures, colors, design 
and  the  feeling;  are  taken  strongly  into  account  in  the  selection  of  material.  They  also 
evaluate how the suppliers handle these esthetical aspects, such as the finish and details of the 
products.  This  characteristic  is  referred  to  as  aesthetics  in  Sebastianelli’s  (2002)  eight 
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dimensions  of  quality,  where  is  defined  as  how a product  looks,  feels,  sounds,  tastes  or 
smells, and it is a matter of personal preferences. 

Another factor that is a qualifier but is not possible to define its specification is the perceived 
quality. Perceived quality is one of Sebastianelli’s (2002) eight dimensions of quality and is 
present  in  the  evaluation  of  material  and supplier  where  these  are  subjectively  assessed. 
Along with the esthetical attitude, this characteristic plays an important role in the selection 
of material for their new products.  

Finally, a trend that plays a central role for Electrolux and is always incorporated in their 
work are  the environmental  issues.  Therefore,  they have environmental  requirements  that 
materials and suppliers need to meet in order to be qualified. This is due to the fact that they 
want to be perceived as environmental thinkers and that Electrolux is the environmentally 
friendly alternative.

5.2.3 Identify Qualifiers with the Potential to Become Order-Winners
The qualifier characteristics that were analyzed and identified in the previous step will now 
be  analyzed  in  order  to  identify  those  qualifier  characteristics  that  have  the  potential  to 
become order-winner characteristics. As mentioned before, the analysis is conducted by in-
depth discussions and comparisons with the theory, which lead to the identification of order-
winner  characteristics.  According  to  Hill  (2000),  providing  or  attaining  only  qualifier 
characteristics does not mean that you are winning orders. The author defines order-winners 
as “those criteria that win the order”. In other words, in order to be successful, all qualifiers 
need to be met and order-winner criteria need to be better than the competitors.

According to the information gathered from the interviews, quality conformance is a qualifier 
characteristic that may make a product qualify and be considered as an option in the selection 
process. Sebastianelli (2002) defines quality conformance as “the degree to which a product’s 
physical and performance characteristics meet design specifications”. However, in the case of 
Electrolux,  quality  conformance  is  an  order-winner  characteristic.  Electrolux  strictly 
evaluates that the characteristics of the material and the supplier are in line with their needs 
and specifications.  A material  and supplier  have to  fulfill  Electrolux’s  specifications  and 
needs in order to win the order.

Furthermore, two factors that are present in the evaluation of material and supplier and that 
will make them win an order are the esthetical attitudes and perceived quality. However, it is 
very difficult or not possible to define the specifications for these two characteristics (Mr. 
Johansson; Ms. Abbasi;  Mr. Pesavento),  because as Sebastianelli  (2002) writes,  these are 
factors that are subjectively assessed. Perceived quality is based on other aspects, such as 
image;  rather  than  product  attributes  and  therefore  is  a  matter  of  personal  preferences 
(Sebastianelli,  2002).  Nevertheless,  for  Electrolux,  it  is  a  characteristic  that  plays  an 
important role in the selection of suppliers and materials for their new products in order for 
one to win an order. 

According to the interviews, they say that the trends have changed and nowadays esthetics 
and design are more important in the market. Therefore, Electrolux gives more emphasis to 
the visual aspects  than before.  The esthetical  attitude of the material,  such as the surface 
finish,  appearance,  details,  textures,  colors,  design  and  the  feeling;  as  well  as  how  the 

51



Data Analysis

supplier handles these esthetical aspects are crucial in the selection process in order for them 
to win orders. 

5.2.4 Weightings of Order-Winner Characteristics 
Once order-winners are identified and discussed, percentage points can be allocated by the 
researchers to each characteristic based on the information gathered from the interviews. In 
this way, it is possible to find order-winners that are more or less important. One hundred 
points  are  divided  among  the  order-winner  characteristics  to  give  them  the  appropriate 
weightings. Discussions concerning individual weightings take place for it to be as accurate 
as possible (Hill,  2000). According to Hill  (2000), the weighting of importance of order-
winners  makes  it  possible  to  show how a  supplier  should  allocate  resources  in  order  to 
develop each order-winner.

In the case of Electrolux, quality conformance, perceived quality and esthetical attitude are 
the  order-winner  characteristics  identified  in  the  previous  step.  The  Table below  (5.2) 
summarizes the discussion and illustrates the weightings. 

Table 5.4: Weightings of order-winner characteristics for case study 2: Electrolux

Order-Winner Characteristic Weightings
Quality Conformance 50
Perceived Quality 10
Esthetical Attitude 40

Total points 100
 
According to the information gathered from the interviews, they say that Electrolux has been 
able to develop specifications due to the company’s knowledge and experience of working in 
the field.  They define specification as the detailed description of all the characteristics or 
parameters that a material and a supplier have to fulfill in order to be in line with their needs. 
Further  on,  it  is  the  compliance  with their  specification  that  will  make a  material  and a 
supplier win the order. Therefore, it is the order-winner characteristic with the most points, 
with a weighting of 50 points. 

Moreover,  due  to  changes  in  market  trends,  esthetical  attitude  is  now  an  order-winner 
characteristic with a great deal of influence in the selection of supplier and material for their 
new products.  Consequently,  according to the interviews, this order-winner is considered 
important  after  a  material  and  supplier  has  fulfilled  Electrolux’s  specifications.  For  that 
reason esthetical attitude is placed second, with 40 points in the weightings.

Perceived quality is the order-winner characteristic that  comes in last in the scale,  with a 
weight of 10 points. In the case of Electrolux, how they perceive quality is considered very 
important,  however  they consider  quality  conformance  and esthetical  attitude  to  be more 
crucial. 

5.2.5 Identify Qualifiers that are Order-Losing Sensitive
The last step of the “Model for analyzing and evaluating characteristics/criteria” is to identify 
the qualifier criteria that are order-losing sensitive. Since some qualifiers will be more critical 
in terms of customer’s/market’s requirements, they can be differentiated by labeling them as 
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order-losing sensitive qualifiers. According to Hill (2000), the order-losing sensitivity can tell 
that the failure to provide a given qualifier might quickly result in lost orders.

In the case of Electrolux, price and delivery reliability are identified as order-losing sensitive 
qualifiers. According to the interviews, Electrolux considers price as an order-losing sensitive 
characteristic; this is due to the fact that when evaluating materials and suppliers, they take 
into account other characteristics first and they are not looking just for the lowest available 
price offered. In their case, price is a qualifier that lies within a range that has to be met and 
as explained by Hill (2000), some fluctuations are possible. However, if the price offered by 
the supplier falls out of the range, it will create a risk for them to lose the order. 

Furthermore, according to the information gathered from the interviews, delivery reliability is 
considered  an  order-losing sensitive  factor.  If  a  supplier  fails  to  deliver  on  due  dates  or 
deliver incomplete packages on a regular basis, there is a risk that they will lose orders and no 
longer be accepted as a supplier. 

In certain cases, manufacturability could be considered an order-losing sensitive factor for 
Electrolux. As mentioned in the interviews, manufacturability or the forming possibilities of a 
material could be critical for them when they do metal and plastic forming by themselves.
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5.3 Cross-Case Analysis
According to Foster (2007), a cross-case analysis is often used to analyze data and reduce it 
even more, so that conclusions can be drawn from this perspective. In this section, a cross-
case analysis  will  be presented,  where the various  data  analyzed  from each case will  be 
compared to each other in a table. The following Table 5.3 displays this comparison. 

Table 5.5: Cross-case analysis

Characteristics/Criteria OBH Nordica Electrolux
Performance Qualifier Qualifier
Features Qualifier Qualifier
Reliability Qualifier
Quality Conformance Qualifier Order-winner
Durability Qualifier
Serviceability Qualifier
Esthetical attitude Order-winner Order-winner
Perceived quality Order-winner
Price Order-winner Order-losing
Manufacturability Qualifier / Order-

losing *
Long-Term Relationship Order-losing Qualifier
Environmentally Friendly Materials and Suppliers Qualifier
Delivery Ability Qualifier
Delivery Precision Qualifier Qualifier
Delivery Reliability Order-losing
Supplier’s Experience Order-losing
Established Supplier Qualifier
Supplier’s Possibility to Help/Create Qualifier
Ability to Develop New Products Qualifier
Availability of Material Qualifier

*  Manufacturing characteristic is marked as both a qualifier and an order-losing qualifier  
in the case of Electrolux. It is marked in this way because normally is a qualifier; however, it  
has been identified as an order-losing sensitive qualifier,  in the cases where they do the  
material forming by themselves. 

54

Characteristic categories used in the table:
Qualifier = qualifier characteristic
Order-winner = order-winner characteristic
Order-losing = order-losing sensitive qualifier



Data Analysis

The characteristics were taken from the two cases and were then presented in the table. The 
first  column displays  the sum of these characteristics,  and the second and third columns 
represent the categorization of the characteristics or criteria for each case. The purpose with 
the table is to illustrate the characteristics in the cases that have been identified as qualifiers, 
order-winners  and  order-losing  sensitive  qualifiers,  since  this  are  the  characteristics 
categories that will assist in answering the research questions. 

Other characteristics were mentioned by the informants in the interviews; however they were 
not identified as qualifiers, order-winners or order-losing. Therefore those characteristics are 
not listed in the table. Moreover, the similarities and differences between the cases can serve 
as a basis for drawing conclusions in the next chapter, where i.e. a characteristic that in the 
first case is a qualifier, it is identified as an order-winner in the second case. 

As it can be seen, certain cells within the second and third columns are left blank. This is due 
to the fact that in some cases, i.e. a characteristic was identified in the first case but it was not 
mentioned in the second case, then the cell for that characteristic is left blank for the second 
case. 

Similarities  can  be  found  between  the  two  zones,  such  as  price,  performance,  quality 
conformance,  and esthetical  attitudes,  among others. In order for a company to enter and 
qualify in this market, independent from which segment that they have chosen to target; these 
qualifiers have to be fulfilled in order to even be considered as a supplier in this market. For 
instance,  quality  standards,  such  as  CE-certifications  and  other  requirements  set  by  a 
company, are a qualifier and therefore needs to be fulfilled. Consequences of not fulfilling 
this  qualifier  characteristic  may  be  i.e.,  that  customers  handle  in  complaints  and  return 
products, this can in turn be costly for the company and negatively affects the company’s 
brand name.

Differences  between  the  zones  have  also  been  discovered.  Depending on  which  zone  or 
segment  that  has been chosen,  a company has to consider  the specific  qualifiers  for that 
particular zone or segment. In the case of Electrolux, reliability, durability, serviceability, and 
perceived quality, among others; are specific qualifiers for that zone. In order for a company 
to  be  accepted  as  a  supplier  for  Electrolux,  those  specific  characteristics  along  with  the 
general characteristics should be fulfilled. 

In the same way, in the case of OBH Nordica, supplier’s experience, established suppliers, 
availability of material, as well as the ability to create new products are characteristics that 
are unique for its particular zone. In conclusion, for a company to be considered as a supplier 
for OBH Nordica, they have to be able to fulfill both, the markets common characteristics as 
well as the characteristics that are specific for the zone they represent. 

Moreover, some qualifiers are more critical in terms of customer’s requirements, they can be 
differentiated by labeling them as order-losing sensitive qualifiers. According to Hill (2000), 
the order-losing sensitivity can tell that the failure to provide a given qualifier, in a lower 
level than the competitors, might quickly result in that a supplier will start to lose orders. In 
other  words,  order-losing  sensitive  qualifiers  are  those  qualifying  characteristics  that  are 
sensitive with small fluctuations, once a limit have been reached, a supplier will start to lose 
orders. 
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In the case of Electrolux, price, delivery reliability and in some cases manufacturability, are 
order-losing sensitive qualifiers. Price, for instance, when a supplier offers a higher price than 
its competitors, there is a risk that they will start losing orders to the competing suppliers. In 
addition,  delivery  reliability  can  have  the  same  effect,  i.e.  if  the  supplier  starts  missing 
delivery dates and has a lower reliability than competitors;  then they might  begin losing 
orders.

The  order-losing  qualifiers  identified  for  OBH  Nordica  are  the  supplier’s  experience  of 
production  and  the  market  needs,  as  well  as  building  long-term  relationships  with  the 
suppliers. OBH Nordica depends to a great extent on their supplier’s ability to develop and 
produce their products. Therefore, OBH Nordica considers that long-term relationships are 
important and strives to keep strong relations with experienced suppliers. The more a supplier 
is willing to collaborate and establish a relation with OBH Nordica, the more attractive it is 
for OBH Nordica to choose them as a supplier.  On the other hand, if a company is not as 
willing to collaborate and built a relationship, gradually they will begin to lose orders.

As it can be seen, both Electrolux and OBH Nordica, have esthetical attitude as an order-
winner characteristic. The esthetical attitudes refer to the surface, appearance, finish, details, 
textures, colors, feeling, and design of the material. Due to the changes in trends, the market 
in general has become more focused and aware of the appearance and the design of products. 
In order to be successful in the market, a company needs to have the best appealing esthetical 
characteristics in line with the customers’ needs. 

For OBH Nordica, representing the low-mid-end zone, distinguishes price as an order-winner 
characteristic. According to the weightings, price has a high ranking and tends to be the most 
significant order-winner characteristic for this zone. 

In  addition,  Electrolux,  representing  the  mid-high-end  zone,  distinguishes  quality 
conformance  as  their  most  important  order-winner  characteristic.  According  to  the 
weightings, it has the highest ranking since they consider that the material and supplier need 
to meet their requirements and specifications; compliance with specification.  Furthermore, 
perceived  quality  is  also  an order-winner  characteristic  that  Electrolux  considers  that  the 
supplier and the material have to meet in order to be selected among the others. 
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6 Findings and Conclusions
In the previous chapter the data collected from the interviews was analyzed and compared to  
existing studies. This chapter is intended to answer the research questions that were stated in  
the first chapter to gain a deeper understanding of  a market’s requirements on products and  
suppliers through the identification of order-winner and qualifier characteristics.

6.1 RQ1: Which characteristics make a new product qualify within a 
market segment?

Many parameters are considered by companies in the home-appliance market when selecting 
their suppliers and the material for their products. In order for a material and/or a supplier of 
material to even be considered among the options, these have to meet certain requirements 
that can be defined as qualifier characteristics. 

The following qualifier  characteristics  have been identified for OBH Nordica,  which was 
chosen  to  represent  the  low-mid-end  zone.  These  characteristics  are  not  listed  in  any 
particular order.

- Performance
- Features
- Quality conformance
- Esthetical attitude
- Price
- Long-term relationships
- Delivery precision
- Supplier’s experience
- Established suppliers
- Ability to develop new products
- Availability of material

Furthermore, the following qualifier characteristics have been identified for Electrolux, which 
representing  the  mid-high-end zone.  These  characteristics  are  not  listed  in  any particular 
order.

- Performance
- Features
- Reliability
- Quality conformance
- Durability
- Serviceability
- Esthetical attitude
- Perceived quality
- Price
- Manufacturability
- Long-term relationships
- Environmentally friendly materials and suppliers
- Delivery ability
- Delivery precision
- Delivery reliability
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- Supplier’s possibility to help/create

Similarities and differences can be found between the two zones. As a conclusion, it can be 
said that for a company to be considered as a supplier in a specific zone or segment, they 
have  to  be  able  to  fulfill  both,  the  market’s  common  characteristics  as  well  as  the 
characteristics that are specific for the zone they belong to. 

Moreover,  order-losing  sensitive  qualifiers  were  also  identified  in  the  two  cases.  As  a 
conclusion, it can be mentioned that a company should constantly compare their order-losing 
sensitive  qualifiers  with  their  competitors.  Changes  in  the  market  or  their  competitors’ 
strategies can result in that the company begins losing orders due to the fact that the company 
has fluctuated from what the other suppliers are offering. 

6.2 RQ2: Which characteristics make a new product to an order-winner 
within a market segment?

For a company to be successful on the market  it  is  not enough to  qualify as a potential 
supplier, they also need get orders from their customers. Therefore, it is not enough just to 
fulfill the requirements of the market in the same level as competitors, but you have be better 
than the competition in those criteria that are crucial for the market. These decisive criteria 
that will make a supplier win an order are defined by Hill (2000) as an order-winner. 

The following order-winner characteristics have been identified for OBH Nordica, which was 
chosen to represent the low-mid-end zone:

- Price
- Esthetical attitude

Furthermore, the following qualifier characteristics have been identified for Electrolux, which 
representing the mid-high-end zone:

- Quality conformance
- Esthetical attitude
- Perceived quality

As it can be seen, esthetical attitude is an order-winner characteristic which is very important 
throughout  the  home-appliance  market.  According  to  the  weightings  done  for  the  order-
winners in each case, it can be concluded that the higher the end product is, the more crucial 
this characteristic becomes.

As a conclusion, it can be mentioned that the higher the end product is, the higher the quality 
requirements  are,  as  well  as  the  demand  to  meet  the  market’s  needs  and  specifications 
increases. Another conclusion is that price influences to a great extent which material and 
supplier will be chosen for the lower end of the market.

6.3 Implications and Recommendations
Here we will give our recommendations for theory, practitioners and for future research in 
the field of order-winner and qualifier characteristics required in a market.
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6.3.1 Implications for Theory
The purpose of  this  thesis  has  been  to  identify  qualifier  and order-winner  characteristics 
within a market in order to match a new product with the markets needs. We started out the 
study by exploring and beginning to describe the evaluation process of characteristics based 
on our conceptual frame of reference. This was followed by data collection, which enabled us 
to answer the two research questions which were stated at the end of the first chapter. In order 
to explore our research area, we conducted two case studies by interviewing two companies 
in the home-appliance industry.  Through the segmentation process carried out in the pre-
study phase,  the  companies  belong to  different  perceived  quality-versus-price  zones;  one 
company in the low-mid-end zone, and the other in the mid-high-end zone. Furthermore, we 
began to describe the identification process of the order-winner and qualifier characteristics 
while answering the research questions.

We believe that the order-winner and qualifier’s theory truly contributes in the process of 
connecting the market needs with what should be produced. However, Hill’s theory does not 
take into account abstract variables, such as those characteristics that cannot be specified or 
that can only be assessed subjectively. He focuses only on the parameters that are related with 
the manufacturing strategy.  

6.3.2 Implications for Practitioners
Implications for practitioners are suggestions for management, which are based on our data 
and  findings.  Our  suggestions  are  based  on  the  empirical  data,  analysis  and  conclusions 
presented in this thesis.

• The result of this study can be used as a tool for decision-making. A company that 
have  the  intension  to  enter  or  that  is  established  on  the  home-appliance  industry 
should analyze the characteristics for its target markets. The identified characteristics 
creates an understanding of the need on the market and can guide the company to 
develop  their  marketing  strategy,  develop  new  products  or  create  more  efficient 
manufacturing operations that are valuable for the customers.

• Strategically,  it  is important  to allocate resources to those business operations that 
contribute to the improvement of qualifiers and order-winners. For instance, if high 
quality  conformance  is  an  order-winner  characteristic,  more  resources  should  be 
allocated to those operations and make sure that the quality conformance is better than 
competitors. This will, at the end, increase the company’s ability to satisfy customer’s 
needs and be more competitive in the market. 

• The product  development  process within the home-appliance industry is  usually a 
cooperation between a company and its suppliers. For OBH Nordica, most of their 
products are developed by their suppliers, but OBH Nordica interacts in the process 
and is a significant decision-maker for the product. Therefore, in the case of OBH 
Nordica, their supplier it is also a part of the decision-making unit when they develop 
new products. For a marketer and a sales person, this is important to understand so 
that  not  only OBH Nordica’s characteristics  are  evaluated.  The order-winners and 
qualifiers for their supplier should also be understood. In some cases design agencies 
might be involved in the product development process, in these cases they should also 
need to be analyzed. 
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• Different people within the decision-making unit have different perspectives of what 
characteristics  are  important  when selecting  materials  or suppliers.  For instance,  a 
marketer  does  not  have  the  same  perspective  as  a  machine  operator.  In  order  to 
market a product effectively it is not always necessary to highlight all qualifier  or 
order-winners for all persons. Instead it is essential to understand which order-winner 
and qualifier  characteristics that  a person thinks is important,  in order to highlight 
those characteristics for that particular person. 

• Segmentation  is  a  method  for  grouping  customers  with  similar  requirements  and 
needs. If one or several groups can be defined, an appropriate strategy can then be 
developed i.e. differentiated or undifferentiated. 

• In this thesis, OBH Nordica and Electrolux are representing their zones, consequently, 
the companies within their zones are considered to have similar qualifier and order-
winner  characteristics.  However,  according  to  the  segmentation  theories,  it  is 
mentioned that companies within a segment are not completely equal and differences 
between them do exists. Therefore, it  is necessary to understand if a customer has 
unique characteristics that differ from the other companies in a segment. For instance, 
two companies within a segment can differ in size, its access to resources, or if they 
decide to outsource operations, among others. Depending on their specific situation, 
they might have certain characteristics that differ from their zone. 

• As mentioned in the literature review chapter, markets are continuously changing and 
so are the order-winner and qualifier characteristics. Depending on which market that 
is evaluated, the analysis needs to be done continuously in order to stay up to date. 

6.3.3 Implications for Future Research
As we conducted our study, we noticed some areas that were outside our area of research. 
These areas, listed below, may be of interest for further research:

• The study can  be  conducted  by selecting  a  case  study from each micro-segment, 
where one case represented the low-end product segment, another case study in the 
mid-end product segment and the last in the high-end product segment.

• The study can be expanded by not only including the companies in each segment, but 
also the end-customers’ perception may be included.

• The market can be segmented in a different way and can then be analyzed through 
that perspective.

• Since Hill’s focuses on characteristics dependent on the manufacturing strategy, the 
study  can  be  complemented  by  studying  further  abstract  variables,  i.e.  how  the 
decision-making unit  perceives the characteristics and how much are these criteria 
influencing their decision.

• After having identified the different qualifier, order-winner and order-losing sensitive 
characteristics; this study can be expanded by conducting further research in the area 
of how the characteristics can be implemented. For instance, what should be taken 
into  consideration  after  having  identified  the  criteria  and  in  what  way  can  the 
characteristics  be  implemented  internally  among  the  different  functions  within  a 
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company. In other words, how can the different divisions work with and implement 
those characteristics, i.e. in the production planning, market strategies, and product 
development, among others.
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Appendix A

Pre-study Process

The  pre-study phase  of  this  thesis  includes  the  stages  to  enable  data  collection  and  the 
subsequent stages. In this section, we will describe several of the steps we followed prior to 
data collection in order to increase the understanding of the process flow in this study. 

After the purpose and research questions were formulated, and literature has been reviewed; 
the conceptual framework or frame of reference was done. At this point,  the theories and 
other sources of information were connected and discussed to be able to answer our research 
questions. Subsequently, discussions lead to a more detailed outline of the process that was 
intended to be followed through the study. Figure A.1 illustrates this process. 

Figure A.1. Process flow of the study

As mentioned in our literature review, the first step in the process for establishing order-
winner and qualifiers is to segment the market. The process begins with Dibb’s (1998) model 
of macro- and micro- segmentation of industrial markets. The product we focused on and 
gained  a  deeper  insight  of  was  a  new  metal  coated  stainless  strip  steel  that  has  been 
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developed by Sandvik, the company where this thesis was conducted. This lays the ground 
for  the need of investigating  a potential  market  for  the distribution  of this  product.  This 
research was conducted on the global home-appliance market, which was chosen by Sandvik. 
In order to segment the home appliance market into macro-segments, several choice criteria 
for  segmentation  were  evaluated  and  resulted  in  the  macro-segmentation  based  on 
geographical location. 

According  to  practitioners  and  scholars,  this  criterion  is  recommended  since  it  has  been 
proven to be an effective  way to  segment  the market  and it  is  simple  to  conduct.  Other 
reasons that lead to the selection of this criterion were that culture and trends are similar 
within each region resulting in that i.e. a marketing mix can be successful when applied in a 
region where trends, likes and dislikes work in a similar way. This makes it also practical to 
handle and come into contact with the market when it is grouped by its location. Furthermore, 
many companies i.e. Sandvik, has its sales organization divided by regions which makes it 
easier to access. The company also has its distribution channels organized in this way, where 
their  resources are divided by regions. Having the market segmented by regions makes it 
possible  to  identify  the  growth  rate  and other  potential  characteristics  to  make  a  market 
attractive  for  a  company  to  consider.  The  global  home  appliances  market  was  macro-
segmented  into  three  regions  that  were  identified.  They are  comprised  by the  Americas, 
Europe and Asia-Pacific.

In  order  to  select  a  macro-segment,  each  region  was  evaluated  through  its  market 
attractiveness using Jobber’s (2004) segment attractiveness criteria model. Each segment was 
briefly  studied  using  social  trends  as  the  criterion.  According  to  the  theory,  the  macro-
segment is selected based on the company’s objectives and resources (Dibb, 1998). In this 
case, the segment that should be chosen should be the one where the social trends indicate 
that  the  end-customer’s  behavior  is  directed  to  products  where  design,  luxury,  quality, 
exclusivity and/or brand are affected little by price. Europe was selected since it was the 
macro-segment that matched the company’s resources the best. In addition, even though that 
the trends in all three regions have similarities in seeking for over-average and higher quality 
products, culture and trends in Europe showed to be much stronger. Another advantage of 
Europe as the macro-segment from the researcher’s point of view was its location. Given that 
this study was conducted in Sweden, the proximity aided the access to this region with less 
difficulty.

Besides  following  theoretical  postulates,  two  workshops  were  conducted  with  Sandvik’s 
sales-force.  This  group  of  individuals  works  in  the  field  and  is  in  close  contact  with 
customers. Besides the sales team, technical marketing managers and marketing managers 
were also present,  which would give input from other perspectives.  The workshops were 
formulated having in mind our research questions. 

The  first  workshop  consisted  in  listing  characteristics  and  ranking  them  in  order  of 
importance,  that  they  thought  customers  considered  when  selecting  material  for  their 
products. This information gathered was compared with the theory and helped to identify 
further  criteria  that  the  market  considers  when selecting  material  and  suppliers.  In  other 
words, it was a tool for identifying criteria with the potential to become qualifiers and order-
winners. 

The purpose with the second workshop was to gain other perspectives to aid us in the macro-
segmentation. From a list of companies in the home appliance industry, the task was to group 
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these companies based on similarities they thought existed between them as well as to explain 
what they based their groupings on. This task showed us also an insight in how the different 
companies were perceived by the individuals which would be of help later on in the process 
of selecting companies for the case studies. Furthermore, it was possible to group the results 
of  the  workshops  into  the  three  regions  and  strong  similarities  from  the  input  of  the 
individuals within each region could be seen. This confirmed how trends and culture within 
regions have a resemblance and the trends between regions might differ to a certain extent.

The next stage was to carry out the micro-segmentation. Having an insight of the field and 
comparing it to the theory, the segmentation was based on positioning theories where Doyle’s 
(2002) model  of repositioning in a market  was a starting point.  Doyle (2002) writes that 
companies use different strategies in order to compete in the market and it is often based on 
cost and quality. The model consists of a quality-versus-cost graph which determines which 
markets a company competes with its products in, such as economy products, mass market, 
premium and luxury. Continuing with Doyle’s principles, we simplified the model in order to 
adapt it to our study where the graph became perceived quality-versus-price, and the market 
was segmented by low-end, mid-end and high-end products. Since quality is a term with a 
broad number of definitions and connotations, we decided to narrow quality to the perceived 
quality.  Cost  was  changed to  price since we investigated  this  parameter  through the end 
customer’s point of view and we did comparisons of the products using retail selling prices. 
Each micro-segment needed to be explored in order to select the sample for each case study. 

In order to find companies and be able to assign them into the micro-segments,  a list  of 
manufacturers was asked from the sales-force. This information was then placed together and 
organized in a document. To have a broader insight of actors in the market, a brief search was 
done and further companies were added to the list. To narrow down our search, we created a 
table for exploring companies which would facilitate the process and help us compare and 
discard those that were not relevant in our search. Some of the fields to be completed in the 
table were: company name, homepage, headquarters location, which markets do they sell to, 
sub companies or brands, product lines, types of products, price range, appearance, design, 
materials used in their products, brand name, how they market the brand, etc. 

The retail price of the product was also needed to go in accordance with the graph we were 
following. For this, price search engines were used in different countries, such as pricerunner, 
to  check  the  price  range  of  different  brands  by  choosing  different  products  (espresso 
machines, coffee machines, toasters, built-in ovens, ovens, refrigerators, dishwashers, etc). 
The next step was to assign the relevant companies into the micro-segment they belonged to: 
low-, mid- and high-end products, and place them in the perceived quality-versus-price graph 
(see  Figure A.2). A number of companies had product lines in several segments, and after 
studying  these  types  of  companies  we  could  decide  which  part  of  that  company  was 
interesting to work with.    
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Figure A.2. Perceived quality versus Price graph

This  thesis  was  conducted  through two case studies  where  one case study represented  a 
company with products in the low-medium-end zone and the other case study represented a 
company with products in the medium-high-end zone (see Figure A.3). In order to select the 
company that best represented each zone, three to four companies in each zone were chosen 
to be contacted by e-mail and by telephone.  One company from each zone was willing to 
help us in our study thus were selected as the sample from each zone. To gain a deeper 
understanding,  it  was intended to interview several  informants in each company with the 
possible  knowledge  and  experience  in  the  area  of  this  study.  Key  respondents  such  as, 
product  developers,  designers,  purchasers,  or  other  people  involved  in  the  selection  and 
evaluation  of  new  material  and  supplier  for  the  development  of  new  products.  After 
explaining our study to the companies,  the respondents were chosen by the people at the 
companies, since they thought they were the right people for us and had the information that 
we needed. When booking the interviews with the respondents, we made sure that they where 
the appropriate persons who had the knowledge or experience within the area of our study.
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Figure A.3. Perceived quality versus price graph with zones

This section has given an insight prior to data collection. The chapters after the methodology 
chapter in this report present information after the data has been collected. What will follow 
is the presentation of the empirical data collected for the case studies, which is, as explained 
earlier, a company representing each zone. Within-case analysis and cross-case analysis will 
take place as well as the findings and conclusions of this study.
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Appendix B

Intervju underlag

Informant presentation: 
1. Vad har du för jobbtitel och vilken avdelning jobbar du på?
2. Vad ingår i dina arbetsuppgifter?
3. Vilka produkter/produktgrupper ansvarar du för?

4. Vilka huvudsakliga arbetsuppgifter har din avdelning? 
5. Vilka är dina närmaste medarbetare? Vad jobbar de med?
6. Vilka avdelningar samarbetar ni huvudsakligen med? 

Rutiner
7. Vilka  avdelningar/funktioner  finns  på  företaget?  Vad  outsourcar  ni  till 

underleverantörer?
8. Hur ser produktionskedjan ut? (från råvara till färdig produkt)
9. Vad påverkar er att förändra/utveckla era produkter?
10. Hur ser processen ut för utvecklingen av en ny produkt? (från idé till serieproduktion)
11. Hur lång är utvecklingstiden för en ny produkt? (från idé till serieproduktion)
12. Hur skiljer sig processen och utvecklingstiden när en existerande produkt uppgraderas 

gentemot att en ny produkt tas fram? 
13. Kan ni uppskatta längden på livscykeln hos era produkter? 

14. Hur ser den process eller det protokoll ut som ni följer vid utvärdering av material och 
nya produkter? Vilka steg ingår?

15. Vem eller vilka lämnar förslag på material till era produkter samt leverantörer?
16. Vilka personer ingår i beslutsprocessen vid val av material samt leverantör? 
17. Vilken är din roll i materialvalsprocessen?

 
Produkt och leverantörs kriterier

18. Vilka egenskaper utvärderas när ni väljer material under utvecklingen av en befintlig 
produkt?  

19. Vilka  egenskaper  utvärderas  när  ni  väljer  material  inför  utvecklingen  av  en  ny 
produkt? 

20. Vilka av de nämnda egenskaperna anser du är de mest avgörande för val av material? 
21. Vilka egenskaper är  inte direkt avgörande vid val av material men måste uppfyllas 

enligt vissa kriterier?
22. Vilka sorts tester gör ni på material och färdiga produkter?

23. Vilka egenskaper utvärderas när ni väljer leverantörer? 
24. Vilka  av  de  nämnda  egenskaperna  anser  du  är  de  mest avgörande  för  val  av 

leverantörer? (Vad måste en leverantör vara bäst på för att få ordern?)
25. Vilka egenskaper är inte direkt avgörande vid val av leverantör men måste uppfyllas 

enligt vissa kriterier? 

Övrigt
26. Hur har kraven på produkter och leverantörer egenskaper förändrats över tiden?
27. Vilka krav anser ni kommer vara viktigare i framtiden? 
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28. Vilka trender finns på marknaden i dagsläget? 
29. Hur hanterar ni miljöfrågor vid produktutvecklingen? 

a. Hur viktig är det för er och för kunden? 
30. Vilka färger använder ni på produkterna? 

31. Beskriv företagets strategi och vad som utgör kärnan i den. 
32. Hur vill ni uppfattas på marknaden? 
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Appendix C

Interview Guide

Informant presentation: 
1. What is your job title and which division/department do you work in? 
2. Can you describe what your work tasks include?
3. Which products/product groups are you responsible for? 

4. What are the main tasks of your division/department? 
5. Which divisions do you primarily collaborate/work with?
6. Which are the colleagues that you work the closest with? What do they work with?

Routines:
7. Which divisions/functions exist in the company? What is being outsourced to your 

suppliers?
8. Can you describe the production chain from raw materials to a finished product?
9. What influences the company to change/develop products?
10. How is the development process of a new product? (from the idea to the production in 

series) 
11. How long does it take to develop a new product? (from the idea to the production in 

series) 
12. What  are  the  differences  between  the  processes  and  development  time  when  an 

existing product is upgraded/modified and a new product is developed?
13. Can you estimate the length of your products’ life cycle?

14. How is the process or protocol that is followed in the evaluation of material and new 
products? Which steps are included in the process?

15. Who gives suggestions of materials to your products as well as suppliers?
16. Who are  the  persons  involved  in  the  decision-making  process  in  the  selection  of 

material and suppliers? 
17. What is your role in the material selection process?

 
Product and supplier criteria:

18. Which characteristics are evaluated when selecting material in the development of an 
existing product? 

19. Which characteristics are evaluated when selecting material for the development of a 
new product?

20. Which  of  the  previously  mentioned  characteristics  do  you  consider  are  the  most 
decisive  (conclusive,  crucial,  critical)  in  the  selection  of  material?  (Which 
characteristics does the material have to be the best in order to be selected?)

21. Which of those characteristics are not directly crucial in the selection of material, but 
they have to be met according to a certain criteria?

22. What kinds of tests are conducted on the material and on the finished products?
 

23. Which characteristics are evaluated when selecting suppliers?
24. Which  of  the  previously  mentioned  characteristics  do  you  consider  are  the  most 

decisive  (conclusive,  crucial,  critical)  in  the  selection  of  suppliers?  (Which 
characteristic(s) does the supplier have to be the best, in order to be selected?) 
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25. Which of those characteristics are not directly crucial in the selection of suppliers, but 
they have to be met according to a certain criteria?

Other:
26.  How have the requirements of the products and supplier’s characteristics changed 

over time? 
27. Which requirements do you consider will become more important in the future?

28. In the present, which trends exist in the market? 
29. How are the environmental issues handled in the product development process?

a. How important is it for the company and for the customers? 
30. Which colors are used in your products?

31. Describe the company’s strategy, what constitutes the core of the strategy? 
32. How does the company wants to be perceived in the market? 
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Appendix D

Material and Supplier Criteria Tables

COLUMN 1: COLUMN 2: COLUMN 3:

Material 
Characteristics

Mark with an X if 
the characteristic 
is evaluated and, 
has to be fulfilled 
according to a 
certain criteria, in 
the selection of a 
material

Mark with an X 
the characteristics 
chosen in Column 
1 that are critical 
in the selection of 
a material? 
(Which 
characteristic 
does the material 
has to be the best 
in order to be 
selected)

Set tolerances, target 
values or type of 
standard tests (if 
possible). 

Type of material
Material performance
Surface finish
Color range
Price
Uniqueness / Innovative 
material
Perceived quality
Appearance
Scratch resistance
Fingerprint resistance
Abrasion resistance
Wear resistance
Forming possibilities
Fit existing production 
equipment
Can the material reduce 
production/product costs?
Can the material 
increase/improve 
manufacturing 
productivity?
Environmentally friendly 
material
Recyclable
Reliability of the material
Durability (i.e. the life 
time of a material)
Consistency of material 
quality
Width
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Thickness
Flatness (% of width)
Straightness
Proof strength
Tensile strength
Elongation
Hardness
Adhesion
Temperature resistance
Corrosion resistance
Density
Thermal Conductivity
Erichsen cupping
Bending radius
Ductility
Deep drawing cup test
UV resistance
Non-toxic substances
Fire resistance 
Chemical resistance
Household Chemical 
resistance
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COLUMN 1: COLUMN 2: COLUMN 3:

Supplier Characteristics

Mark with an X if 
the characteristic is 
evaluated and, has 
to be fulfilled 
according to a 
certain criteria, in 
the selection of a 
supplier

Mark with an X the 
characteristics 
chosen in Column 1 
that are critical in 
the selection of a 
supplier?(Which 
characteristic does 
the supplier has to 
be the best in order 
to be selected)

Set tolerances, target 
values or type of standard 
tests (if possible). 

Delivery speed
Delivery reliability
Suppliers ability to meet 
higher demand
Fast distribution
Environmentally friendly 
Can the supplier offer a wide 
color range?
Supplier’s possibility to 
manufacture material to the 
agreed specifications
Existing relationship with 
supplier
Established and experienced 
supplier in the market
Perception of brand name
Material range, possibility to 
customize solutions
Can the supplier offer 
technical support and 
provide the service quickly? 
Technical knowledge
Can the supplier offer after-
sales support and is able to 
provide the service quickly?
Quality certification(s)
Guarantee / Warranty 
offered
Credit terms 
(Payment/financial 
arrangements)



Appendices

COLUMN 1: COLUMN 2: COLUMN 3:

Write the factors 
that has not been 
previously listed

Mark with an X if 
the characteristic 
is evaluated and, 
has to be fulfilled 
according to a 
certain criteria, in 
the selection of 
material/supplier

Mark with an X 
the characteristics 
chosen in Column 
1 that are critical 
in the selection of 
material/supplier?
(Which 
characteristic 
does the material/
supplier has to be 
the best in order 
to be selected)

Set tolerances, target 
values or type of 
standard tests (if 
possible). 
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