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Abstract 
This thesis aims to study the marketing for a healthcare company towards other industries and 

what marketing tools that are most effective. It consists of marketing a product on a new 

market and what the companies need to focus on. The study also includes the limitations that 

might occur when being a small company on this market. We found the subject highly 

relevant to our education when we are studying International business where marketing is our 

main subject. First this study will introduce the problem which will be followed by relevant 

theories concerning the subject. After that, we have introduced the approaches and methods 

used for this study. Lastly, the empirical data will be collected and analyzed in order to 

answer our purpose and research questions. In this thesis we conducted a case study on the 

company HLR i Norr which is in the planning of launching a product towards potential 

customers. To gather the information needed we interviewed three other companies relevant 

to the research.  

 

This study has found that the marketing theories concerning situation analysis can be 

applicable for this industry. However, some of the parts in the analyses have proven to be of 

less importance than others. The study also found out that there are marketing tools that are 

more useful than others. Based on the conclusion we have conducted implications of 

management for HLR i Norr. 

 



Sammanfattning 
Denna uppsats har till syfte att undersöka hur hälsovårdsföretag ska marknadsföra sig mot 

andra industrier och vilka marknadsföringsverktyg som är mest effektiva. Uppsatsen 

behandlar marknadsföringen av produkten och vad företagen bör fokusera på. Denna studie 

behandlar även de begränsningar som kan uppkomma för mindre företag på denna marknad. 

Vi tyckte att ämnet var högst relevant eftersom vi är internationella ekonomstudenter med 

inriktning på marknadsföring. Studien börjar med att introducera problemet som sedan följs 

av relevanta teorier. Efter det kommer vi att introducera våra ansatser och metoder för detta 

arbete. Till sist kommer vi presentera vårt empiriska material för att sedan analysera den och 

baserat på detta svara på syfte och forskningsfrågor. I den här studien har vi utfört en 

fallstudie på HLR i Norr som är i fas att lansera en produkt mot potentiella kunder. När vi har 

samlat in viktig information har vi intervjuat tre andra företag som vi ansett vara relevanta till 

forskningen.  

 

I denna undersökning har vi kommit fram till att det går att tillämpa teorier som berör 

situationsanalyser. Det har dock funnits faktorer i analyserna som inte har visats sig vara 

särskilt viktiga i denna studie. Vårt resultat visar att det finns marknadsverktyg som är mer 

användbara än andra. Som avslutning på denna uppsats har vi även skapat ett 

planeringsunderlag där vi framfört våra förslag till HLR i Norr om hur de, enligt våra resultat, 

bäst ska marknadsföra och lansera denna produkt.  
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1. Introduction 
This introducing chapter will start with a background to give the reader an insight about the 

research area. The background will be followed by a problem discussion and thereafter the 

research purpose and research questions will be presented. 

 

1.1 Background 
Jobber (2004, p. 4) states that the basic function of marketing is to attract and retain customers 

at a profit. Marketing involves many aspects and Morgan (1994, p.4) claims that basically 

everything companies does is marketing related. Marketing is everything that creates 

awareness which includes presenting yourself as an employee, keeping the business name on 

the door and simply showing the existence of a company. Kyambalesa (2000, p. 6) explains 

that to marketing something is to create promises, however, it is up to the entire organization 

to create customer satisfaction. According to Magnusson and Forssblad (2000, p. 13) it is 

highly important for companies to follow the customer and adapt to their needs. Companies 

need to put the customer in focus when selling the product or service. They further states that 

during the 1990’s most market has been distinguished with excess supply which have led to 

minimized profits. However, the companies that have had the customers and their needs in 

focus are the ones that have survived in the long run (ibid). 

 

Fill and Fill (2005, p. 4) continues the argument by pointing out that when marketing a 

product or service it is important to decide if the product should be aimed to the consumer 

market or the business market. They further states that the market for products and services 

sold through business-to-business is huge and is significant larger than the market for 

consumers. Companies within the business-to-business market create networks and 

relationships between many companies and they have to interact with other organizations in 

order to achieve their goals (ibid). Jobber (2005, p. 414) points out that when promoting a 

product companies can use several different marketing tools. Dwyer and Tanner (2006, pp. 

294-297) continues with describing the seven main marketing tools in business-to-business; 

advertising, personal selling, direct marketing, public relations, trade shows, telemarketing, 

and marketing research and states that the marketing mix is different depending on the 

customer behavior and needs (ibid).  

 

Marketing is also different depending on the size of the company. A large company can afford 

more marketing and have usually more personnel working with the subject. (Patten, 1998, p. 

14). Gilmore, Carson and Grant (2001) argue that small and medium sized enterprises 

(SME’s) have unique characteristics that differentiate them from conventional marketing in 

large organizations. These characteristics may be determined by the inherent size and stage of 

the development of the enterprise. Forssblad and Magnusson (1987, p. 15) points out that in 

smaller companies there are fewer people responsible for the management of the different 

departments. Hence, smaller companies are limited in their marketing structure. They further 

say that larger companies can investigate their surroundings at a higher level, with a 

marketing analysis, while the smaller firms will focus more on competitor advantages in their 
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marketing (Forssblad and Magnusson, 1987, pp. 19-20). Therefore identifying a company’s 

customers are highly prioritized in smaller companies (Patten, 1998, p. 2). 

 

When identifying the customers Patten (1998, p. 2) claims that it is of significant importance 

for SME’s to find their own niche on the market that larger firms have not covered. SME’s 

have to be innovative with either a new product or entering a new market in order to survive 

and stay profitably (Patten, 1998, p. 188). Otherwise, a larger company will often present a 

similar product that is half the size and a quarter the price of the SME’s products. Rahman 

and Bhattacharyya (2003) states that companies that are first to produce a new product, using 

a new process or enter a new market is defined as a first mover. It is highly important for 

companies to be first on the market given that it is often directly connected to competitive 

advantages (ibid). There are according to Dwyer and Tanner (2006, p. 157) four types of 

business situations for companies; market penetration, product development, market 

development, and diversification (see figure 2.1). 

 

 
Figure 1.1: Product Market Growth Opportunities. 

After Dwyer and Tanner, p. 157. 

 

Dwyer and Tanner (2006, p. 157) states that when companies uses market penetration they are 

competing on an existing market and are trying to gain a larger market share with the existing 

products. When companies develop a new product they are trying to serve markets where they 

already know the customers and their habits. Dwyer and Tanner (2006, p. 157) points out that 

when companies develop a new product it might not be possible to launch it on their existing 

markets and they will consequently have to face a new market. Hence they will have to 

develop a new product as well as a new market. Another situation occurs when companies 

introduce an already existing product on a new market which is called market development. 

Furthermore, companies will have the possibility to increase their sales without introduce a 

new product. The benefit with launching a current product on a new market is that it is 

relatively similar as launching it on existing markets. Although, many companies conduct a 

marketing research in order find if it is possible to launch the current product on the new 

market (ibid). 
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1.2 Problem discussion 
If there is a market for the product, companies will develop a new marketing plan for the 

product. Czinkota and Ronkainen (2004, p. 20) states that a marketing plan includes a 

situation analysis, objectives and goals to be met, strategies and tactics, and cost and profits 

estimates. When companies has collected the necessary information and analyzed it they can, 

according to Armstrong and Kotler (2006), design a custom driven marketing strategy. 

Through market segmentation and targeting the companies will decide which customer to 

serve. When they know which customers to serve it is important to build profitable 

relationships and create customer satisfaction. If they have provided satisfaction they will gain 

loyal customers and be able to increase markets share and the amount of customers (ibid).  

 

However, Ojala and Tyrväinen (2008) points out that a problem that companies faces is how 

to apply the marketing strategy, and there are numerous of alternatives depending on what 

market to approach. Ojala and Tyrväinen (2008) further states that firms tend to favor larger 

markets, with a larger number of customers, when entering new markets. They further say that 

the reason for this is the higher ability of segmenting and targeting only a part of the market. 

The definition of a larger market is however unclear. According to Ojala and Tyrväinen 

(2008) a market can be defined as large both on number of customers and GDP per capita. 

Based on this discussion, a market with relatively few customers can be accounted as a large 

market. Although, Aaker (1998, 80-81) argues that most markets are small in the introduction 

phase and that the market grows as the industry becomes more mature. It is therefore 

important for companies to enter the smaller markets as well in order to avoid losing first 

mover advantage (ibid). 

 

When companies have chosen their markets the next step is to learn about the customer and 

the customer behavior. According to Wu (2002) factors involved are; purchase decisions, 

items purchased, amount of money spent, volume of purchase, and trade mode. To be able to 

learn about customer behavior and what type of marketing to focus on the companies need to 

find information concerning the customer characteristics, business type, situations and their 

current needs (ibid).  

 

Shiu and Walker (2007) continues the argument by claiming that marketing is different 

depending on what industry companies operate on and depending on the industry, companies 

focus on different marketing approaches and tools. It is therefore, according to Li and Cavusil 

(1999), important to be aware of what industry they operate on and how the customers on that 

market react. According to Boonekamp (1994) there are many misconceptions about 

marketing and especially about the applicability of marketing in healthcare. He further 

continues with claming that companies within the healthcare industry have become more 

interested of the subject. 

 

Although, Pitta and Laric (2004) points out that it is difficult for healthcare companies to 

marketing themselves seeing as most of the companies also deal with services. In contrast, 

Jobber (2004, p. 813) states that it is more difficult to marketing a service rather than a 

product since it cannot be seen until it is being consumed and that the services might vary 
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from time to time. He further claims that companies often use tangible cues to help the 

customer understand and evaluate the service. Hence, some companies sell products as well, 

which then are included in the service (ibid).  

 

However, Gilmore, Carson and Grant (2001) states that there could be some limitations that 

affects SME’s when entering the business-to-business market. These limitations can be 

summarized as limited resources in finance, time and, marketing knowledge and SME’s are 

usually not as powerful as larger companies when they have limited impact in the marketplace 

(ibid). 

 

1.3 Overall purpose and research questions 
Based on the problem discussion above, the overall purpose of this study is to provide a 

deeper understanding for how a SME is marketing a healthcare product on a new market and 

what theories that can be applied.  

 

To be able to provide an explanation for our purpose we will answer following research 

questions: 

RQ 1: How can marketing theories concerning situation analysis be applicable for healthcare 

companies when entering a new market?  

RQ 2: How can healthcare related companies use different marketing tools when they are 

launching a product towards a new market? 

 

1.4 Delimitation 
In this study we will focus on situation analysis on a new market in Sweden when the 

situation differs depending on the geographical location and its habitants. We will also focus 

on how the marketing is conducted towards companies outside the healthcare industry which 

we believe might complicate the marketing. We will also investigate the limitations that might 

occur for SME’s and how they affect the marketing. 
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2. Conducting a marketing strategy 
This chapter will contain theories, models and previous studies related to the research area. 

It will begin with describing theories concerning external- and internal factors for a 

company. After that the chapter will give the reader an insight on segmenting and different 

marketing tools and their effects and will furthermore introduce the limitations for a small 

company. The chapter will end with a conceptual framework based on the theories. 

 

When entering a new market it is, according to Jobber (2004, p. 132) important for companies 

to be aware of their environment. There are two types of environments; external- and internal 

environment. According to Dwyer and Tanner (2006, p.162) the internal environment is 

characterized as things companies do while the external environment occurs outside the firms. 

The external environment can be divided into micro and macro environment. Jobber (2004, p. 

132) claims that the micro environment decides whether or not companies will survive on the 

market and it involves the surroundings that can be affected by the company. The macro 

environment, however, cannot be affected directly by the companies and it is up to them to 

adapt to the environment (ibid).  

 

 
Figure 2.1: The Marketing Environment. 

After Jobber, 2004, p. 133. 

 

2.1 External environment 
Johnson, Scholes and Whittington (2005, pp 65-68) states that when entering a new market it 

is important to be aware of all the aspects and the surroundings that a company can be 

affected by. To best gain knowledge of the subject companies should start analysing a broad 

view of the macro environment. Johnson et al. (2005, pp 65-68) points out that it is important 

with an environmental analysis when companies enter new markets as it allows them to find 

out the factors in their surroundings that they might be affected by. A good tool to analyse the 

environment is a PESTEL analysis which includes the parts of the external environment 

companies need to take into consideration.  
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Johnson et al. (2005, pp 65-68) states that the PESTEL framework describes: 

 Political and legal 

 Economical 

 Social 

 Technological 

 Environmental 

 

These factors can be both positive and negative for the companies. Because the political and 

legal factors are rather similar we have decided to combine those. 

 

2.1 Pestel Framework 
 

2.1.1 Political and legal factors 

Johnson et al. (2005, p. 68) states that there are political factors influencing companies. These 

factors are important to take in consideration when facing the macro environment. First of all, 

companies have to consider the stability within the government. For example, if there is any 

corruption or other factors influencing the government decision. Secondly, Johnson et al. 

(2005, p. 68) further states that there are taxations policies companies have to be aware of 

when entering a new market. Companies need to know if there are any particular taxes 

affecting them, such as environmental taxes or local taxes. Thirdly, companies need to 

consider the social welfare policies that affect the business. They need to know if the 

government have certain policies for, or against the operation, the product is considered to 

concern (Johnson et al., 2005, p. 68). Czinkota and Ronkainen (2004, p. 131) points out that 

business plans can be stopped through unexpected legal factors if companies ignore the rules 

and standards made by the society. If companies are aware of the potential problems they can 

prevent and prepare for those situations. Johnson et al. (2005, p. 68) points out the legal issues 

that need to be considered, which are; competition laws, employment laws, health and safety, 

and product safety.  

 

2.1.2 Economical factors 

When investigating the economical environment companies tend to look at factors such as 

inflationary trends (the temporarily economic situation) and GDP in order to find out the 

economic situation on the market (Kumar, 2000, p. 32). If the inflation is high in a country 

Fregert and Jonung (2003, pp. 98-99) means that the prices as well as the consumption 

increases. When the deflation (in contrast to inflation) occurs, companies might experience 

difficulties as consumption goes down and some companies are driven out of the market. If 

there is a deflation on the market, it might not be a suitable time for companies to enter a new 

market (Fregert and Jonung, 2003, pp. 98-99). Johnson et al. (2005, p. 68) points out that 

other important factor companies consider are interest rate, money supply, and disposable 

income in order to find out in which position the potential customers are.  
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2.1.3 Social and cultural factors 

When entering a market it is important to know its social habits (Johnson et al., 2005, p. 68). 

Companies need to know about the income distribution, demographics, social mobility, 

religion, levels of education, and lifestyles within the market. Those factors are important to 

be taken into consideration when creating a marketing strategy since companies need to know 

what aspects to focus on. If consumers behave in a certain way, the companies should adjust 

after their needs (ibid). 

 

2.1.4 Technological factors 

Johnson et al. (2005, p. 68) states that the technological aspects that need to be considerate are 

the money spent on research and development, infrastructure and technological 

advancements. Companies can by this find out the transportation- and telecommunication 

methods available. Based on this companies can find out if there are any opportunities or 

threats that might affect the situation. Other important factors are new discoveries, speed of 

technology transfer and rates of obsolescence. It is important to know how long the 

technology in the product will be considered as the best suited and if the interest for the 

technology in the product will decrease (ibid). 

 

2.1.5 Environmental factors 

Environmental issues have become of great importance in the society today and companies 

needs to be aware of the environmental protection laws that may exist on the new market 

(Johnson et al., 2005, p. 68). Those laws can involve waste disposal and pollution which 

might affect the structure of a company. Other factors to consider are energy consumption and 

other environmental related costs that the companies face. If companies are aware of these 

aspects before entering the market these costs can be avoided or reduced (ibid). 

 

2.2 Porters five forces 
Jobber (2004, p. 679) states that in order to define the market situation, or the micro 

environment, an industrial analysis is a good approach where companies define size and 

number of their competitors, size and numbers of their customers, new entries, suppliers and 

substitutes. To define those factors we have chosen the Porters’ five forces framework (ibid). 

 

 
Figure 2.2: Porters´ Five Forces. 

After Jobber, 2004, p. 679. 



  
8 

 

  

2.2.1 New entrants 

According to Dwyer and Tanner (2006, p 172) there is a risk that more companies enters a 

profitable market. Although, there might be barriers that these companies need to cross before 

they can enter a new market or industry. Jobber (2007, p. 774) states that there are several 

types of entry barriers such as; political, economical, geographical, social, technological, 

ethical, etcetera. He further says that capital requirements and switching costs are key factors 

for entering the market. Higher costs lead to fewer actors and if economies of scale occur on 

the market the companies established on the market will have an advantage given that they 

produce more and can therefore sell at a lower price. Jobber (2004, p. 678) defines economies 

of scale as cost per produced quantity goes down as more products are produced. Another 

factor that decides whether or not a company should enter the market is if the current actors 

will act in revenge for steeling market shares. He further states that the companies might for 

example lower their prices temporarily to determinate the new competition (ibid). 

 

To be first on the market is considered as a significant advantage (Rahman and 

Bhattacharyya, 2003). A company will then have the opportunity to set a standard and gain a 

lot of customers before any other company enters the market. 

 

2.2.2 Suppliers 

Jobber (2004, p. 680) points out that companies’ profitability is very dependent on their 

suppliers. If the suppliers have strong bargaining power, the costs for the buying company 

will increase. The bargaining power of the supplier is stronger when there are many buyers 

and few dominant suppliers. Jobber (2004, p. 680) further states that the bargaining power of 

the supplier is also affected by the type of product. Dwyer and Tanner (2006, p 171) claims 

that if the products are differentiated and highly valued the bargaining power of the suppliers 

are higher. If there is a risk for forward integration from the supplier or if the buyer does not 

threaten to integrate backwards, the bargaining power for the supplier will be stronger. Jobber 

(2004, p. 680) mention another factor that increases the bargaining power for the supplier 

which is if the industry is not a key customer to the supplier. It will then not matter whether or 

not the customer will purchase from that supplier (ibid). 

 

2.2.3 Buyers 

According to Jobber (2004, p. 680) the bargaining power of buyers are affected by numerous 

factors. There are several factors that create stronger bargaining power with the buyer. Jobber 

(2004, p. 680) mention that if there is a possibility for backward integration within the 

industry the bargaining power will increase. Backward integration means that the buyer will 

purchase the supplier in order to produce the product instead of purchasing it (ibid). Dwyer 

and Tanner (2006, p 171) states that when there are few dominant buyers and many sellers, 

the buyer can choose from several suppliers. If the products are standardized the bargaining 

power is greater. Finally, Jobber (2004, p. 680) states that the bargaining power for the 

supplier will be stronger if the buyer does not depend on the supplier for their operation. 

Hence, Jobber states that the buyer can continue its operation without that particularly product 

or service (ibid).  
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2.2.4 Substitutes 

In an industrial analysis it is important to be aware of the close substitutes that occurs (Jobber, 

2004, pp. 680-681). If there are close substitutes to the product or service, the customer might 

favor the substitute instead, if the prices are relatively lower or the performance is higher. 

Jobber further states that other factors that affect the buyers are their willingness to use 

substitutes and the cost of switching over to the substitutes. Dwyer and Tanner (2006, p 172) 

claims that if the substitutes provides the same value or if it is easy to switch to the substitute, 

the buyer will favor it over the primary product. 

 

2.2.5 Competitors 

The final part of Porters’ Five Forces is the size of competition. According to Jobber (2004, p. 

681) the competition on a market will be higher when there are many small competitors or 

few equally balanced competitors. High fixed costs will also create higher competition 

because the companies will reduce their prices in order to fill their capacity. Dwyer and 

Tanner (2006, p 171) states that when switching costs are low, or the products are 

standardized, the rivalry will be higher given that it is cheap to produce the same products. 

Another factor Jobber (2004, p. 681) mention that leads to high competition is if the 

companies are pursuing build strategy, since they fight in purpose of gaining more customers 

(ibid). 

 

According to Li and Cavusil (1999), a firm will confront different customer- and competitor 

characteristics when entering a new market and it is therefore of great importance to gain as 

much information as possible. The focus of this information depends on the development of 

the market. If the market is competitive, companies focuses on competitors rather than the 

customers where they gain information about their operation. This allows a company to niche 

their business in order to gain a stronger competitive advantage. Although, if the market is 

newly introduced a company places a higher focus on customer knowledge seeing as the 

market is unexplored and there are few competitors interacting (ibid).  
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2.3 Market 
When entering a market companies should know what type of market they are entering. 

According to Dwyer and Tanner (2006, pp. 405-408) there are four main types of markets; 

Pure competition, Monopoly, Oligopoly and Monopolistic competition. It is important for the 

companies to define what type of market they are operating on in order to make as few 

mistakes as possible.  

 Pure competition is one of the two extremes and is characterizes as many competitors 

competing with similar products on the same market. As there are many actors on the 

market the price is controlled by the demand and not by the firms.  

 Monopoly is the other extreme where one company has a complete uniqueness of the 

product and acts alone on the market. There is no competition on this market which 

allows the only actor to decide the price on the product.  

 Monopolistic competition is characterized as a variety numbers of competitors who 

provides differentiated products. Because of the product differentiation and the brand 

uniqueness, the companies are able to set the price at some extent.  

 Oligopoly markets are known for having few competitors where the price is at some 

range controlled by the companies. However, the products are very similar between 

the competitors. The reason for Oligopoly market existence is that there are high entry 

barriers that make it difficult for outsiders to enter.  

 

It happens that a market can change from one type to another (Rowland, 1997). A Monopoly 

market for example can become an Oligopoly market or Pure competition market, and one of 

the most common reasons for that is when barriers are released. A company, for example, can 

only maintain their patent for 20 years and after that other companies are free to enter the 

market with the same product (ibid). 

 

2.4 Customer 
When designing a marketing strategy it is important to know about the customer behavior and 

needs. According to Shiu and Walker (2007) the competition is increasing and it becomes 

more important to put the customer requirements in focus. Hence, companies must follow the 

customer requirements in order to reach profitability. Li and Cavusil (1999) states that 

learning about customers allows a company to gain knowledge, find innovation opportunities 

and opportunities arising from emerging markets. It will also prevent the risk of miss-fitting 

customer needs. Because of the improved technology, Shepherd and Ahmed (2000) states that 

customer needs have become more difficult and complex, which mean that companies has to 

focus more on effective identification, validation, communication and delivery of customer 

needs. Hence, companies will provide higher levels of support and service for their customers, 

which will increase customer satisfaction (ibid). 

 

Li and Cavusil (1999) points out that the process when adapting customer knowledge in the 

marketing strategy contains of three steps; Customer information acquisition, interpretation, 

and integration. From each part of the process it is important to gain the best knowledge about 

the customer. Information acquisition is basically data gathering concerning the customer 
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patterns (Li and Cavusil, 1999). When the raw data is collected the researcher will interpret 

the data and analyze best suitable ways of using it. After that the researcher will integrate the 

knowledge, learned in the analysis and in the marketing strategy in order to best suit the 

customer needs.  

 

It is highly important for a company to understand the customer needs better than their 

competitors and Hoffman and Bateson (2001) point out that the company who best meets the 

customer demands will have a strong competitive advantage. According to Doyle (2000), it is 

not the product or service that customers purchase. It is the offers the customer purchase and 

the offers contains the product or service. Having a good offer creates value for the customer 

which will lead to great relationship between the buyer and the seller (ibid). 

 

2.4.1 Buyer seller relationships.  

According to Bäckström (2002, May, pp. 148-149) it is important to know that a product fits 

the need of the customer and the product should be available when the customer needs it. 

Long term relationships are important where the customer can be sure of a safe delivery of the 

product. Having a long term relationship benefits both the seller and the buyer in a way that 

the buyer does not have to go through all the steps when purchasing a new product (ibid). 

 
Figure 2.3: Selling complex products to New Customers 

After Bäckström (2002, May, p. 148) 

 

2.4.2 Customer loyalty 

According to Hennig-Thurau and Hansen (2000, pp. 31-33) having a strong relationship with 

the customer provides a company with loyal customers which is considered as a great 

advantage. There are three main goals with having loyal customers; more certainty, more 

growth and higher profitability (ibid).  

 

The first goal with having loyal customer is according to Hennig-Thurau and Hansen (2000, 

pp. 31-33) that companies will have higher certainty for their business contingency. Because 

the customers regularly place orders from the company, the parties will not have to go 

through all steps of the relationship-building phase again. They will only have to go through 

the transaction phase which is the order itself (Bäckström, 2002, May, p. 148). Hennig-

Thurau and Hansen (2000, pp. 31-33) further states that the apparent customers are also more 

or less immune to competitor activities and usually have a higher tolerance level against 

mistakes made by their current supplier. This means that the loyal customer will not switch 
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supplier as easily as a new customer. It is also easier to gain customer feedback through loyal 

customers since they are more willingly to give their honest opinion. Another important factor 

on having loyal customers is that they can be addressed on a personal basis given that the 

supplier often has their names, social demographics and knows their consumption habits. 

However, too close relationship with customers can become a problem for companies, seeing 

as they might rely too much on them and will lose their flexibility towards other customers 

(ibid). 

 

The second goal is concerning the growth of a company (Hennig-Thurau and Hansen, 2000, 

pp. 31-33). Having loyal customers allows companies to exhaust the potential of the existing 

customers and by gaining new customers. The process is made possible by getting the 

costumers to focus on one single supplier. If the customers are satisfied they will recommend 

their supplier to others, and it is according to Henning-Thurau and Hansen (2000) a well 

known fact that word of mouth is the best way of advertising. The third and final goal with 

having loyal customers is that it is more profitable through cost savings and revenue increases 

(Hennig-Thurau and Hansen, 2000, pp. 31-33). By having existent customers, companies do 

not have to spend money on building new relationships and will instead focus on maintaining 

the current relationships. It is then cheaper when the customer already has the information 

needed and the order procedure from the company comes in a routine (ibid).  

 

2.5 Intern analysis 
Johnson et al. (2005, p. 117) explains that in order to analyze the companies own resources 

and competences an internal analysis is an effective method. Johnson et al. (2005, pp. 117-

119) states that there are two types of resources, tangible and intangible. Tangible resources 

are physical assets such as the place and labour. Intangible resources are non-physical assets 

and it can be information and reputation. Johnson et al. (2005, pp. 117-119) further explains 

that resources can be considered as physical, financial, human or intellectual capital (ibid).  

 

Johnson et al. (2005, pp. 118-121) mentions that in order for companies to compete, the 

threshold capabilities are essential, and without these the organisation will not be able to 

survive on the market. However, there is a difference between capabilities that help the 

organisation to survive and those that might help the organisation to achieve competitive 

advantage. If companies have a core competence it means that they have something no other 

company has and that competence is difficult to imitate (ibid). 

 

In order to conduct an internal analysis companies also need to consider their own 

expectations and purposes. According to Johnson et al. (2005, pp. 164-165) there are three 

types of expectations; corporate governance, business ethics, and cultural context. According 

to Johnson et al. (2005, pp. 165-170) corporate governance involves expectations on who 

companies should serve and how the direction and purposes should be determined. Johnson et 

al. (2005, pp. 188-191) explains that ethical issues involve how individuals in companies 

should behave and what responsibilities they have towards their stakeholders. If those 

relationships are being handled incorrectly there might be disputes and disagreements which 

can cause problems for the companies. The cultural context is, according to Johnson et al. 
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(2005, pp. 195-197), what companies primary prioritize. It helps companies to understand the 

expectations and their own purpose and that might be influenced by history and previous 

experiences (ibid). 

 

2.6 SWOT 
Dwyer and Tanner (2006, pp. 161-162) states that when the external- and internal 

environment are evaluated companies will summarize the information by conducting a SWOT 

analysis. The SWOT analysis will evaluate organizations strengths, weaknesses, 

opportunities, and threats. According to Dwyer and Tanner (2006, p. 162) the strengths and 

weaknesses are collected from the internal analysis which means that it is something the 

organization does. Through the external analysis, companies find opportunities and threats 

that occur outside the company which might affect them. The SWOT analysis will then be 

applicable for companies when conducting their marketing plan (ibid).  

 

2.7 Market segmentation 
Market segmentation is considered as an important factor in modern marketing and many 

businesses use market segmentation in their marketing and strategic planning (Dibb, 1998). A 

firm can no longer use mass marketing in their approach as the customer needs are becoming 

too diverse. The companies must now divide customer with similar requirements and needs 

into segments. According to Dwyer and Tanner (2006, p. 156) no company can serve every 

segment of potential customers, so after they have divided the customers into segments it is 

time to decide a targeting strategy and choose which, and how many segments that are most 

appropriate to focus on. When the segment is chosen, companies will lay out a positioning 

plan of how to best reach the customers within that segment. Hence, companies need to 

understand the consumer perception and make the consumer aware of the product. After that 

the companies has to design an appropriate marketing mix to communicate their positioning 

(ibid). 

 

2.8 The marketing mix 
A key question that companies need to answer when entering a new market is, according to 

Dwyer and Tanner (2006, p. 158)  if the promotion should be focusing on a strong advertising 

campaign or distributor activities. According to Jobber (2004, pp. 414-415) marketing 

consists much of broader aspects than just advertising, although advertising is an important 

part of the marketing mix. When companies are marketing to other companies it is important 

to know that business marketing is not the same thing as consumer marketing (Dwyer and 

Tanner, 2006, p. 8). In business marketing the distribution channels are shorter and more 

direct and it tends to involve more on personal selling and negotiation. The communication 

networks are integrated and complex and because of the buying process, the marketing 

strategies for each relationship are unique. According to Dwyer and Tanner (2006, pp. 294-

297) there are seven main marketing tools when marketing towards other businesses; 

advertising, direct marketing, public relations, trade shows, telemarketing, and personal 

selling. 
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2.8.1 Advertising 

Dwyer and Tanner (2006, pp. 294-295) points out that advertising is good for awareness 

building as it reaches a wide audience fast. Advertising is characterized as a non personal one 

way communication tool. When advertising in business-to-business it is common to advertise 

in trade publications and magazines written for a specific profession industry or trade. 

However, it is also common to advertise on the Internet, television, radio, billboards, and 

other media. Dwyer and Tanner (2006, pp. 294-295) explains that the positive side of 

advertising is that it reaches a lot of potential buyers in a short time and the cost per contact is 

rather low. Advertising is mostly used to create awareness and strengthen a company’s 

position and image and there is also a possibility of reaching unknown buying influences 

(ibid).  

 

However, Jobber (2004 pp. 414-415) argues that there are not only positive sides of 

advertising. He implies that advertising is impersonal, lacks flexibility and that questions 

cannot be answered. Jobber (2004 pp. 414-415) further states that advertising has limited 

capability to close the sale and therefore companies cannot only rely on this marketing tool 

(ibid). 

 

2.8.2 Direct marketing 

Direct marketing obtains measurable outcomes through advertising media and can be 

delivered by mail, fax, Internet, and catalogues (Dwyer and Tanner, 2006, p. 295). With direct 

marketing the marketer must know more about the people he or she are communicating with 

and usually targets each specific customer differently. Because of this the marketing becomes 

more personalized than regular advertising. One of the main goals with direct marketing is to 

learn about the customers and to create bonds with them. By questioning the customer, 

companies learn about their business personalities and desires and will be able to measure the 

response through for example a survey (Jobber, 2004, pp. 414-415).  However, Jobber also 

states that the response rate for direct marketing is rather low and if the targeting is done 

poorly the customer might be annoyed which affects the company negatively (ibid).  

 

When applying direct marketing, companies have a great opportunity to create a continuant 

relationship with the customer through periodic contact. Jobber further states that direct 

marketing is less visible to competitors than other marketing tools which allows a company to 

stay unknown concerning their current operation (ibid). 

 

2.8.3 Public relations 

Dwyer and Tanner (2006, p. 296) states that public relations creates mutual goodwill by 

focusing on relationships and communication with individuals and groups. Jobber (2004, pp. 

414-415) claims that public relation is to create good relationships with the media without 

directly paying for time or space. Dwyer and Tanner (2006, p. 296) further points out that 

public relations is written by a person outside the company which appears more reliable for 

the customers given that the subject is not skewed to the company’s advantages. Although, 

public relations does not offer the same amount of control over what is said and to whom 

compared to advertising and that can negatively affect the power of public relations (ibid). 
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2.8.4 Trade shows 

According to Dwyer and Tanner (2006, p. 296) trade shows are temporarily opportunities to 

demonstrate the products or services to other companies. Gathering many companies together 

allows the companies to market and demonstrate their products towards many potential 

customers which can be very cost effective. By introducing the products on a trade show 

allows a company to receive both verbal and non verbal communication from the respondent. 

A trade show creates strong awareness for the product and it might even generate orders 

directly (ibid). 

 

2.8.5 Telemarketing 

With telemarketing companies reaches potential customers through telephones or other 

electronic media (Dwyer and Tanner, 2006, pp. 296-297). It is an opportunity for companies 

to create personal contact with their customers and it is considered as a type of direct 

marketing. There are two types of telemarketing; inbound- and outbound telemarketing. 

Inbound telemarketing is electronic communication initiated by the customer and can be used 

to take orders and perform customer service. Outbound telemarketing is initiated by the 

marketer and can be used to set appointment for field salespeople, invite people to their trade 

shows and other actions concerning the company. An opportunity with telemarketing is the 

ability of immediate feedback (ibid).  

 

2.8.6 Personal selling 

According to Dwyer and Tanner (2006, p. 297) personal selling allows companies to meet the 

customer face-to-face in verbal communication with intention of making a sale. It can be 

difficult to get an appointment with the customer. However, if companies use the 

advertisement tool the customers are aware of the product and might be able to find some 

time for the seller. An advantage with personal selling is that the companies, because of the 

personal communication, can adapt to fit the needs and personality of the buyer and the sale 

can be completed. However, Jobber (2004, p. 415) states that even if the quality is 

significantly higher than in other marketing tools, personal selling is very expensive as it 

costly to have a sales force and educate them.  

 

2.8.7 Marketing research 

Dwyer and Tanner (2006, p. 297) points out that a marketing research can be included as a 

marketing tool when it provides companies with customer orientation and customer 

knowledge. Because of the marketing research, companies are able to gain feedback on their 

products and their business operation. Dwyer and Tanner (2006, p. 297) defines another form 

of marketing research as when companies gain feedback during the interaction with the 

customer. For example, a company can track their behavior on the company website and 

through that, find out what is helpful and what is not (ibid). 

 

2.9 Limitations for SME’s  
As mentioned above, being a small or medium sized company causes some limitations. 

Gilmore, Carson and Grant (2001) states that there are financial limitations as well as time 

limitations that occurs in SME´s. Johnson et al. (2005, p. 22) continue the argument by 
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claiming that smaller firms often use one single market or a limited number of markets 

because of their limitations. Gilmore, Carson and Grant (2001) further states that SME’s 

might lack specialist expertise because the owner managers usually makes most of the 

decisions in their company. A smaller company does not have a special position for each 

department which makes the owner manager focus more on generalists rather than specialists. 

Johnson et al. (2005, p. 22) points out that SME’s will most likely have to find their own 

niche in order to be competitive on the market since their resources are lower than the larger 

companies who can afford to lower their price and remove their competition.  

 

2.10 Conceptual Framework 
The conceptual framework will be applied as a guideline when collecting and analyzing the 

data for our study. By using the conceptual framework as a guideline we will be able to 

choose relevant theories and data for our research questions and because of that be able to 

answer them. The theories we have chosen for this study have been selected based on product 

launches and marketing tools. Theories concerning limitations for SME’s have been applied 

in order to assist the purpose of the study. 

 

2.10.1 Marketing theories concerning situation analysis 

In order to answer the first research question: “How can marketing theories concerning 

situation analysis be applicable for healthcare companies when entering a new market?” we 

have applied theories concerning situation analysis. These analyses are: 

 The PESTEL framework 

o Political and Legal, Economical, Social and Cultural, Technological, and 

Environmental 

 Porters’ five forces 

o New entrants, Suppliers, Buyers, Substitute, and Competitors 

 Intern analysis 

These theories will be compared to reality in order to find out if they are applicable for the 

healthcare industry.  

 

2.10.2 Different marketing tools 

To answer the second research question: “How can healthcare related companies use 

different marketing tools when they are launching a product towards a new market?” we have 

applied theories concerning customer behavior, segmenting, and marketing tools available. 

 Customer behavior 

 Segmenting 

 Marketing tools 

o Advertising, Direct marketing, Public relations, Trade shows, Telemarketing, 

Personal selling, and Marketing research 

We will apply some of the theories more thorough than others depending on what is more 

beneficial for the companies. 
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3. Research Methodology 
This chapter will discuss and clarify the choices made in methodology concerning this study. 

The choices have been made based on the research purpose and the research questions. It 

will begin with describing the choices made for this research and after that the chapter will 

discuss critiques on the choices made. 

 

3.1 Research Approach 
In order to decide the research strategy that is best suited for this essay we looked at our 

research questions and decided which research approach our study required. According to 

Thurén (2004, p. 14) the research can either have a positivistic or hermeneutic approach. A 

positivistic research excludes information that has been proven false until it only has a core of 

hard facts, while the hermeneutic approach is more based on how the information is being 

interpreted. Our research tended to have a direction towards a positivistic aspect when we 

started with a couple of theories and based on the empirical data, excluded the parts that were 

proven irrelevant. We also wanted to gather hard facts rather than interpret. The research, 

however, also included some hermeneutical elements where we had to interpret some data. 

 

In the research approach we also had to decide how our conclusions should be decided. 

Thurén (2004, p. 19) states that the research can either have an inductive or deductive 

conclusion. An inductive research means that the researcher will base its conclusions on its 

own experiences. For example: if the researcher only has experienced failures with product 

launches he or she can assume that the next product launch also will fail. A deductive 

researcher, on the other hand, bases its conclusions on logic (Thurén, 2004, p. 23). For 

example: if every product can be launched, we can draw the conclusion that our product also 

can be launched. The outcome of this research tended to lean on a deductive perspective as we 

based our conclusion on previous collected data and similar situations done before. 

  

When we had clarified the conclusion method we could decide the type of research. As 

Denscombe (2000, p. 203) points out, there are two types of researches, qualitative- and 

quantitative research. A qualitative research tend to focus more on words rather than numbers 

and the researcher want to understand and describe a certain behavior (Denscombe, 2000, pp. 

203-206). A quantitative research analyzes the number of data and is more interested in 

general facts. It also has a larger spectrum which means that the research is more widely 

focused while the qualitative research can go deeper. In our case we focused on a qualitative 

research because we wanted to understand and describe the behavior when launching a new 

product in the healthcare industry.  

 

3.2 Research Strategy 
When the research approach was decided we had to decide which research strategy to apply. 

There are according to Denscombe (2000, p. 41) five types of research strategies; Survey, 

Case study, Ethnography, Experiment and Action research. Seeing as the purpose of this 

study was to gain qualitative information we focused on processes and relations between 

companies and customers. We wanted to first understand the smaller pieces in order to gain a 
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deeper perspective of the entire subject, a so called a holistic view. Therefore a case study was 

the most suitable option for our research. Denscombe (2000, p. 42) points out that a case 

study answers questions of how and why which will provide more specific, rather than general 

answers and that was crucial in our research approach.  

 

3.3 Sample Selection 
In order to fulfill our research approach we had to decide our sample for this study. According 

to Denscombe (2000, pp. 44-47) there are eight types of choices; the typical-, the deviant-, the 

theory trying-, and the least likely research unit, the comfortable case, the interesting case, the 

assigned case and the unique possibility. We decided that our sample would be the typical 

research unit when there are many companies in similar situations.  

 

We have contacted a company named HLR i Norr and spoke to the executive director Fredrik 

Öhrn. The reason for choosing HLR i Norr was that we found their product and current 

situation very interesting. Based on this sample we will investigate the market for a product 

called a defibrillator. We first decided to create a marketing research for HLR i Norr over 

Luleå municipality. However, after short investigation of phone calls we found that the 

interest in Luleå municipality was high and therefore decided to investigate how they could 

launch the product instead. The findings could be used as materials for a marketing plan.  

 

We have also been in contact with three other companies (ETAC Sverige AB, Laerdal, and 

Global Sun Engineering) in order to gain information on how other companies previously 

have done. The first company we interviewed was ETAC and is a large company within the 

healthcare industry that develops and sells lifts and other equipments within the healthcare 

industry to other companies. Since that company operates on the same industry we were able 

to contain information on what factors that is essential for our case study. The second 

interview we made was with HLR i Norrs’ supplier, Laerdal. Because of that interview we 

were able to find out how other companies marketing the exact same product as our case 

study investigates. The difference between this company and HLR i Norr is that the first 

mentioned is a large international company while HLR i Norr is a small company operating 

on a much smaller market. 

 

The third and final company was a small company named Global Sun Engineering (GSE), 

which is located in Luleå municipality and develops and sells solar cell panels to companies. 

Even though this company was not active on the same industry we found some similarities to 

our case company. It was for example in similar financial situation as HLR i Norr was. Based 

on that interview we were able to find information on how small companies handle their 

limitations. Both companies also work with doing something good for the society, HLR i Norr 

is saving lives and this company is saving the environment.  

 

3.4 Data Collection 
When we had made our sample selection we had to decide how we would collect the data. 

Jobber (2004, p. 181) states that there are two types of data a researcher can collect; primary 

and secondary data. Primary data is data that has not been collected before. The data can be 
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collected through for example implementing interviews and observations concerning the 

study and have the benefit to being custom made for the researcher and fulfills the special 

purpose (Jobber, 2004, p. 181). The secondary data has already been collected and can be 

found for example in documents, protocols and different types of records. Secondary data is a 

lot cheaper and faster to collect than primary data (Jobber, 2004, p. 181). However, seeing as 

the secondary data is collected for another purpose, we will not only rely on that collection 

method.  

 

According to Denscombe (2000, pp. 134-136) there are three types of research interviews; 

structured interviews, semi structured interviews and unstructured interviews. A structured 

interview is strictly following a schedule where the questions are written before and will not 

be compromised (Denscombe, 2000, pp. 134-136). In a semi structured interview the 

interview is determined partly with some prepared questions but the conversation with the 

respondent is open (Denscombe, 2000, pp. 134-136). The unstructured interview starts off 

with the interviewer introducing the respondent to a subject or a theme and then tries to 

interfere as little as possible and the respondent can freely express its thoughts and ideas 

(ibid).    

 

To collect primary data we interviewed Fredrik Öhrn face-to-face about the product, the 

company, their current situation in the process of launching the product, and their current 

customer network. Since we wanted to learn as much as possible about the company or their 

operation we decided that a semi structured interview would be best suited for our study. 

Fredrik Öhrn could then be able to speak freely about the company and the operation. We, 

however, had some direct questions we wanted answers on. Based on this we were able to 

gain as much information as possible and would then be ready to explore the environment. 

 

The three interviews were all made through semi-structured interviews where we allowed the 

respondents to develop their answers and where we were able to ask follow-up questions. 

However, these interviews were structured enough for us to have an interview guide to follow 

because we wanted to gain specific information concerning the marketing of one particular 

product. Even though the data collected were meant for different purposes we had the same 

interview guide for all three companies because we wanted to gather as much information as 

possible in order to gain an overall picture on the companies. The interview with GSE was 

made through face-to-face while the second two interviews were made over telephone. The 

reason for our choice was partly because of time limits and also because of geographical 

closeness. GSE was located in Luleå and since it was near for us we decided that it would be 

more appropriate for a face-to-face interview. The other two companies; ETAC Sverige AB 

and Laerdal, were located in Stockholm and the companies were rather busy at the moment. 

Therefore we decided that a phone interview would be best suited for both parts. 

 

In order to prepare the respondents of what questions we wanted to ask we e-mailed them an 

interview guide in advance so they had time to prepare themselves. We made our interviews 

through telephone and face-to-face because it allowed us to ask resulting questions in case we 

wanted to develop the answers. If we would have done the interviews by e-mail we would not 
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have gotten the same answers and we would not be able to ask resulting questions or 

reformulate the questions if needed. As a security measure we recorded the interviews on our 

cell phone and over the internet protocol, and immediately after the interviews we gathered 

the material in order to remember the discussion. We used the Swedish language in our 

interviews seeing as it was the main language of the respondents and after that we translated 

their response into English. 

 

We have also contacted two persons working within Luleå Kommun in order to gain more 

knowledge concerning the external analysis. These short interviews were recorded on skype 

and contained of only one or two questions. 

 

Secondary data was gathered from the Internet. We entered HLR i Norr’s homepage where 

we were able find out more information on their company and their market. We also collected 

data from the company that previously launched the product on the other markets. Because of 

this we were able to find answers on questions that were not mentioned in the interviews. We 

also entered Luleå Kommun’s webpage where we collected information of the target market 

in question. Our aim was to gain information on the environment, and the customer behavior.  

 

When collecting literature reviews and theories we have gathered the material from the 

economic database Emerald and books. Search words we have used is; marketing, new 

products, marketing plan, new market, defibrillator, marketing research, customer knowledge, 

personal seller, healthcare, marketing in healthcare, and product launch. 

 

3.5 Research Quality Criteria 
When we had decided our research approach and strategy, our sample and how we to collect 

the data, we then had to evaluate our choices. Denscombe (2000, p. 250) points out that 

reliability and validity are factors important to discuss. Thurén (2004, p. 22) states that when a 

research is done in the correct way and other researchers attain the same results when using 

the same method the research is reliable. He further describes that validity occurs when the 

researcher examine the thing that is supposed to be examined and nothing else. He explains 

that it does not matter how exact the researcher examines if he or she examines the wrong 

thing. 

 

Our choice of applying a case study can affect the reliability since our conclusion is supposed 

to create a generalized view that every company in similar situations can adapt (Denscombe, 

2000, pp. 53-54). We might therefore get criticized for only using one case to summarize all 

cases. It can also be a problem to define the limits of our research. It is important to know 

what should be included in the case study and what to leave behind. Another problem 

concerning the case study is to gain access to the information needed (Denscombe, 2000, pp. 

53-54). It can be very time demanded to gain the depth and quality for the study and we might 

be excluded from information (ibid).  

 

Denscombe (2000, pp. 162-163) states that the choice of having an interview also affect the 

reliability in a way that no other researcher can do the same research and get the same 
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conclusions given that interviews are affected by many different factors. By interviewing a 

company through phone we will not be able to read the body language the respondent uses 

when answering the questions. Denscombe (2000, pp. 162) claims that direct contact during 

the interview means that data can be controlled regarding honesty and relevance during the 

time data is collected. If we would interview the respondent face-to-face we would be able to 

find out through the person’s body language to which direction he or she tended to lean 

towards (ibid).  

 

During our face-to-face interviews there are many factors that might interrupt. Our questions, 

the way we ask them, the clothes we wear and the place we interviewed the respondent are 

factors that can affect the respondent’s answers. Based on these factors the respondent might 

exaggerate the company’s situation and assets (Denscombe, 2000, pp. 162). Another factor 

we might get criticized for is that we made the interviews in the Swedish language. There is a 

possibility that we have mistranslated the answers which then might affect our conclusion. 

However, we decided that since the respondents might have difficulties in expressing 

themselves in English it was best to let them answer in their mother tongue and hence reduce 

the errors that might occur.  

 

Since our interviews were recorded we were able to listen to them again and find important 

discussions we did not have time to write down. By having a recorder also allowed us to focus 

on the discussion and the respondents’ expressions rather than just writing down their 

answers. Although, recording our interviews might have brought some ramifications as well. 

Since the respondents knew that we recorded the interview they might have been more 

carefully when expressing themselves in order to avoid giving to many details.  

 

Our research can be questioned for using quantitative material when collecting information on 

our business environment. We see this as qualitative material since we only focus on one 

market and not small markets in general. By gather our information on the Internet we run a 

huge risk of receiving information that is falsely published since Internet is a place where 

everyone are free to upload anything they want. According to Denscombe (2000, p. 201) it is 

important to distinguish what is relevant information from what is nonsense and since we only 

entered HLR i Norr’s-, Luleå Kommun’s, Regionfakta’s, and Arbetsmiljöverket’s webpage 

we found these as relevant and trustworthy information. 
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4. Empirical data  
The empirical chapter contains of gathered both primarily- and secondary data. It will begin 

with secondary data collected on Luleå municipality and will be followed by primary data 

where we have gathered information concerning companies and their marketing through 

interviews. 

 

4.1 PESTEL 
 

4.1.1 Political and Legal 

According to Luleå Kommun (no date) the politics in Luleå municipality are mainly decided 

by the politicians in the Swedish government. There are however, some decisions that are 

being handled by the politicians in Luleå. Every fourth year there is an election for the citizen 

in Luleå where they vote for new politicians. In that election 61 politicians are voted to be 

positioned in the main organ of Luleå Kommun’s, the municipal council, which are similar to 

a parliament. There is also a municipal executive committee that deals with city building and 

market related questions and it is similar to a government (Luleå Kommun, no date). There 

are also committees that deal with questions concerning social care, culture, environment, 

rescue service, etcetera. The politicians in Luleå municipality are dominated by social 

democrats. This means that the government is mainly focused on social welfare and to help 

the citizens rather than companies. The Swedish politicians are generally not connected to any 

corruption and are known to have stability in their governments (ibid). 

 

According to Luleå Kommun (no date) the municipal council is dealing with issues 

concerning the welfare in the municipality and it is vital for companies to adapt to those rules 

and standards in order to sustain their businesses.  The municipal council has adapted to the 

Swedish government’s rules concerning environmental issues. There are for example tax laws 

where the polluter has to pay a certain amount of money for their pollution. There are 

generally high taxes in Sweden in order to maintain the employees working for the 

government such as hospital workers, police force and road workers etcetera (ibid).  

 

Luleå Kommun (no date) states that the municipal council also deals with issues concerning 

employee protection which means that companies are not allowed to hire an employee as 

temporarily for a longer period (two years of the last five years) without giving them a 

permanent position. Finally, Luleå Kommun (no date) explains that there are rules concerning 

health among the citizens where they for example have applied the work environment act, a 

law that mainly focuses on maintaining good health (both physically and mentally) among the 

employees. According to Arbetsmiljöverket (no date) one of these rules is aimed towards 

companies where they are forced to educate their personnel in Cardio Pulmonary 

Resuscitation (CPR). 
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4.1.2 Economical 

According to the annual report 2007 made by Luleå Kommun (14 May, 2008) the global 

market is strong. Although the global market growth still is high it has decreased at some 

range during 2007. The growth in U.S. has decreased mostly because of the problems 

concerning the housing market which have contributed to negative effects on the international 

financial markets (ibid). 

 

The periodical report 2007 (8 November, 2007) and the annual report (14 May, 2008) made 

by Luleå Kommun discuss the current employment rate and inflation in Luleå municipality 

and can be concluded as follows:  

 The labor demand in Sweden is strong and that the employment continues to increase 

in 2008 

 During 2007 the unemployment rate decreased to 5.6 percent compared to 6.1 percent 

in 2006.  

 The number of employees is expecting to increase with 3.5 percent during 2008 which 

corresponds to 150 000 employees.  

 The unemployment rate in Luleå municipality has decreased as well during 2007, 

where the number of unemployed has fallen from 3 521 to 2 698.  

 The number of employed in the ages between 20-64 years old expects to rise to 80 

percent simultaneous as the open unemployment decrease to four percent during 2008.  

 The wages are expected to increase during 2008 because of the ascending resource 

exploit and the deals that have been signed.  

 This contributes to a continuously increasing inflation of 3.3 percent and the Swedish 

state bank is expecting to increase the repo rate which contributes to that the business 

cycle slightly reduces during 2009 and 2010 (ibid).  

 

In the budget proposition, explained in the annual report 2007 (14 May, 2008), the 

government presents a good view for the Swedish economy even though it is lower than 

before. GDP is expected to grow with 3.6 percent in the year of 2008 which is 0.6 percent 

units less than the previous year. It is mostly the domestic demand that will push the growth. 

The consumption for households is expected to grow heavily because of the fast increasing 

incomes, increased employment, and good wealth (ibid).  

 

According to Lars Åhl, financial responsive on Luleå Kommun, the world economy only 

affects the little municipalities indirect. If the economy around the world would fall, it would 

affect sectors and the municipals poorly. However, the periodical report 2007 (8 November, 

2007) states that strong finances in Luleå contribute to the increase in the municipality’s 

consumption patterns which expect to be 1.8 percent during 2008. However, the growth in the 

municipal consumption expects to decrease to 0.5 percent during 2009 and 2010 because of 

the slow progression of the tax basis and the unchanged general city contribution (ibid).  
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4.1.3 Social and Cultural 

According to the periodic report (8 November, 2007), Luleå is the 25
th

 largest municipality in 

Sweden and the fastest growing municipality in northern of Sweden. The population was 

measured to 73 146 persons during the end of 2007. The main weakness concerning the 

population in Luleå is that people tends to move out from the municipality. During 2007, the 

population in Luleå municipality decreased with 167 persons. This number is based on that 

there were 375 more persons moving from Luleå than the number of people moving in. 

However, during the first eight months the number of births exceeded the number of deaths 

with 208 persons. There are also 2 503 companies active in Luleå municipality (Regionsfakta, 

no date). 

 

Luleå municipality is mostly dominated by Christianity although there are many other 

religious views (Sven-Olov Hederyd). There are however, many citizens that have chosen to 

be excluded from the Swedish church. There is also a large population of Catholics in the 

Swedish society (ibid).  

 

According to Regionsfakta (no date) it is obligatory to attend middle school. 10.3 percent out 

of the population in Luleå have only attended to this level. 26.5 percent have attended a 

maximum of two years at upper secondary school and 21.9 percent have been satisfied with a 

complete upper secondary school of three years. 41.4 percent of the population has attended 

studies after the upper secondary school; however, 17.8 percent units have less than three 

years of these studies (ibid). 

 

According to Luleå Kommun (no date) the inhabitants are spending more money on daily 

products such as; groceries, news papers, healthy food, beer, and tobacco. The total amount of 

daily products consumed increased with six percent from 2004 to 2005, a number that 

increased with ten percent during 2006 where the total amount of spending for daily products 

became 1 754 million Swedish crowns (ibid). 

 

The annual report of 2007 (14 May, 2008) claims that the population growth is expected to 

increase until 2050 and the largest change is the increase of people over 80 years. More elder 

people need to be taken care of and the problem is that has to be done by fewer younger 

workers and the seniors will have completely new demands than the past generation. The 

average citizen in Luleå becomes older and there are more people that need to be taken care 

of. The older are though a lot healthier now than past generations, nevertheless they still risk 

the fact of heart failure (ibid).  

 

Nulägesbeskrivning Infrastruktur för Samhället (2007) claims that there are five hospitals and 

31 health centers in Norrbotten which is the region in northern of Sweden where Luleå exist. 

The largest hospital in Norrbotten is located in Sunderbyn which is included in Luleå 

municipality. There are nine Health Centers in Luleå municipality. It is hard to finance the 

health department and there is hard to recruit nurses during the summer which have limited 

the healthcare service (ibid). 
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Luleå Kommun (no date) claims that today’s infrastructure does not contribute to a good 

health and lifestyle. The infrastructure system contributes to air pollutions, noises and 

accidents. The daily use of cars is too widespread and that causes less exercise than what is 

necessary in order to reach a healthy lifestyle. The interests of sports have also decreased 

among children where computer and TV have become a more popular hobby. The marketing 

for new lifestyles and food is intensive and the common awareness of health among the 

Swedish population is increasing now when overweight has become a problem in Sweden 

(ibid).  

 

According to Nulägesbeskrivning Upplevelse och Rekreation (2007), 70 percent of the 

Swedish populations, which include Luleå, are concerned about their health and a lot of 

money today is spent on improving gyms. The interest among health has also improved 

among companies. Luleå municipality work for an improved health where the workers are 

introduced to exercise programs and health profiles seminars concerning eating right and 

handle stress (ibid).  

 

4.1.4 Technological 

According to the annual report 2007 (14 May, 2008), Luleå is a relatively large city with a 

small population and long distances making technology and infrastructure very important in 

order to minimize time and cost. Luleå municipality has a well expanded infrastructure that 

contributes to an economic growth. The city has one of Sweden’s largest harbors, a comb 

terminal for the railway traffic, one of Sweden’s largest airports and a great road net (ibid). 

 

According to Nulägesbeskrivning Infrastruktur för Samhället (2007), IT and 

telecommunication allows new possibilities including the opportunity for more advanced 

healthcare in the homes of the citizens. That might inspire people to stay in the less populated 

areas hence decrease the number of people moving from the municipality. In the long run the 

active and well informed customers and patients increase the quality and demand for 

healthcare (ibid). 

 

4.1.5 Environmental 

Luleå Kommun (no date) states that because of the high infrastructure, the citizens in Luleå 

have been used to the easy transportation methods and the pollution from car traffic is 

constantly high. As stated above the government has implemented taxes and regulations 

concerning the environment in order to protect it and that have decreased the damage. 

However, the environmental damages are still high which have caused numerous of health 

risks for the environment and the inhabitants itself. According to the annual report 2007 (14 

May, 2008), the infrastructure in Luleå is a major cause for the environmental damages.  
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4.2 Interviews with companies 
 

4.2.1 Fredrik Öhrn, executive director at HLR i Norr 

 

Basic facts about the company 

Fredrik Öhrn is the founder and the current executive director for the company HLR i Norr 

and states that he founded the company in 2003 when he still was a student. Being a student 

limited both time and money and it was not until 2006 when he graduated when the business 

took a positive turn. He could then be more involved and focus more on relationship building 

and market expansion. HLR i Norr is stationed in Aurorum, located in Luleå municipality. Mr 

Öhrn points out that HLR i Norr is currently a private company although they are currently in 

discussion of making his employee Jim as his partner and that includes some changes for the 

firm. Mr Öhrn is currently planning on reconstructing the company to be a corporation (ibid). 

 

Mr Öhrn states that HLR i Norr sell most of the products that are related to the health 

department. They, however, do not have that high revenue on the products and are mainly 

focused on the courses that follow with the product. The courses they sell are all types of 

courses surrounding the first aid and courses on how to handle their products that they sell. 

Their latest product is the defibrillator which is equipment used to through electric chocks 

(defibrillation) and help restart a heart when a person strikes of a heart failure (ibid). 

 

HLR i Norr has two employees, Mr Öhrn himself and a sales person (Jim Holmvall). They 

have outsourced the salespeople and the instructors for healthcare and the number of 

salespeople varies. We have one person constantly and depending on the mission we 

temporarily hire up to 30 salesmen and instructors (Mr Öhrn). Mr Öhrn continues with 

describing that when they are about to have a course for a company they hire a person with 

knowledge about the subject and those people are licensed to educate people in the topic. It 

could either be hospital workers or ambulance workers (ibid). 

 

Mr Öhrn continues by explaining that their sales personnel have at some extent knowledge 

about the subject. However, they only have enough knowledge for selling the products and 

services and are not educated in the subject. However, if a customer would ask a question 

concerning the subject the seller can easily gain access to that kind of information from HLR i 

Norr (ibid).  

 

Mr Öhrn claims that since there are only two people working directly for the company it is not 

difficult for the employees to make themselves heard. However, Mr Öhrn is also interested to 

hear what the outsourced employees have to say as well. When dealing with the wages Mr 

Öhrn states that they have collective agreement that provides contract equally to the bank 

sector and that their own wage contracts are higher than the collective agreement demands. 

 

According to Mr Öhrn the economy for HLR i Norr does not look very good at the moment. 

One of their previously employees has recently (in October) quit and it takes a while for a 

new sales person, in this case Jim, to build up a customer network and to create strong 
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relationships. Although, the previously sales person had booked up many courses so HLR i 

Norr still had money coming in until February and Jim is on his way to establish a broad 

customer network for them again (ibid).  

 

Relationships 

HLR i Norr do not produce any products in the company and Mr Öhrn states that they 

purchase everything. Seeing as services are produced and consumed at the same time the 

instructors are the once who produces it. Regarding the products HLR i Norr have made a 

deal with Laerdal who is a large international company that mainly sells directly to hospitals 

and emergency rescuers. In the deal HLR i Norr have agreed on purchasing their products 

from Laerdal (ibid).  

 

Accoring to Mr Öhrn they have recently developed a partnership with Laerdal. In the 

partnership Laerdal has agreed on only (except for hospitals and emergency rescuers) selling 

their products to HLR i Norr. This means that no other companies in Luleå are allowed to 

purchase these products from them. Mr Öhrn consider this as an advantage since the products 

they purchase are the same products and quality that are used by the professionals and in this 

industry it is important to have a high reputation in order to sustain on the market. By selling 

Laerdal’s products means that their customer will get reliable products. Except for the 

healthcare products Laerdal also sells training equipment such as dolls to practice CPR on 

which HLR i Norr uses when demonstrating the products and services (ibid). 

 

According to Mr Öhrn HLR i Norr also keep a regular contact with the authorities. In order to 

be updated on new laws they contact Arbetsmiljöverket. Hence, HLR i Norr will be able to 

adapt the new standards directly when they have been introduced. They also keep a regular 

contact with Almega (an organization for service companies) and relevant employer-

organizations in order to be aware of the current situation (ibid). 

 

Brand and quality 

Mr Öhrn is well aware that the technology and quality of the product itself is not that hard to 

copy. However, the brand name of Laerdal and what it stands for has high reputation within 

the area of business which makes it hard to compete with. The services are also very easy to 

copy since the competitors only need a qualified instructor on the subject. However, many 

companies likes to purchase as much as possible from the same company in order reduce time 

and cost. Because HLR i Norr also sell the products with Laerdal as brand name Mr Öhrn 

believes that customers will purchase everything from them rather than from several different 

companies. Purchasing everything from HLR i Norr will also create a stronger relationship for 

the customer which will ease the transaction phase (ibid). 

 

For a long time, HLR i Norr did not have that strong brand name and according to Mr Öhrn it 

was difficult when no one knew who they were. Today, however, even though they are still 

rather small and unknown for others, they are well known in some industries (ibid).  
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Costs 

Mr Öhrn continues with describing that they currently do not spend any time or money at all 

for marketing. HLR i Norr do not have a certain department or position for marketing, 

however, they are marketing themselves in ways such as meetings and brand name. Mr Öhrn 

explains that they do not have any products stored in their company and instead adapt to just 

in time delivery and for this reason they do not have any storage costs. Mr Öhrn divides their 

costs into three categories; fixed, variable, and fixed and variable. Mr Öhrn further explains 

that they have rather low fixed costs and high variable costs which facilitate their business. 

The fixed costs are rent, wages for himself and Jim, Internet costs, electricity bills, paper, 

etcetera. Because their instructors for the courses do not have a full time employment and are 

being hired for temporarily jobs their wages are variable. The fixed and variable costs are 

wages for their outsourced salesmen where they have a fixed wage and a contract where the 

sales people are entitled of 20 percent out of each Swedish crown sold (ibid).  

 

Customer and competitors 

HLR i Norr have some customers from several industries, however, the majority of the 

customers come from more dangerous industries and the retail trade industry. According to 

Mr Öhrn, HLR i Norr has created a strong relationship with the ICA concern and has sold 

services to many of their stores in Luleå. Other customers are; construction companies, 

insurance companies, and graphic artists.  

 

Mr Öhrn claims that their purpose would create strong goodwill for HLR i Norr since they are 

doing a good thing for the society. However, they have so far chosen not to go out in public 

with their business, because publicity would lure other businesses into the market when they 

would see an opportunity there. However, Mr Öhrn feels that the time is right and that HLR i 

Norr now have created a brand strong enough to have a competitive advantage against 

newcomers and will in a nearby future alert the media. 

 

The competitors are many and Mr Öhrn have divided them into four categories:  

 Category 1: This is similar private companies with no subsidies or contributions which 

make them compete on the same level. There are two companies included in that 

category; Brand & säkerhet i Norr and Luleå brand & industriservice AB.  

 Category 2: The health department in Luleå. Even if it is not their core business 

activity they still perform some extra services. Given that they are not working on the 

same level as HLR i Norr they are not as high threat as other competitors, but a 

competitor nonetheless.  

 Category 3: Non-profit organizations such as the Red cross. They are not doing the 

services for free but the money earned is not meant to be revenue and instead spends 

on financing other parts of the organization. Since these organizations have high 

reputation they are strong competitors.  

 Category 4: The rescues service which is a company financed by the government.  
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Threats 

According to Mr Öhrn substitutes for healthcare is eating right and exercise daily. There are 

also substitutes for the defibrillator which is regular CPR. This, however, does not work as 

well as the defibrillator. Otherwise there are substitutes to the concept of maintaining the 

personal health such as exercise. Mr Öhrn states that there is a huge threat from new entries 

where Luleå is an unexplored market and it is just a question of time when companies begins 

to enter the market. There is currently a law that says that every company must educate their 

personnel in CPR. However, few companies are aware of this and companies that is, ignore it. 

Companies would be aware of the situation with publicity. However, it will also as stated 

above create competitors as well. 

 

After sale service 

HLR i Norr prioritize after sale service and Mr Öhrn points out that a while after they have 

sold a product or a service they contact the customer to find out if they are satisfied. If they 

are not satisfied HLR i Norr tries to find out what they did not like and then tries to fix it. We 

keep a regular contact with the customer for up to two years until it is time for them to buy a 

new course (Mr Öhrn). Since they sell services it is rare that they sell it on the first meeting 

because when dealing with services the customer has to trust the company and that they 

stands for quality. Mr Öhrn explains that a service cannot be seen directly and that it usually 

takes them five meetings before they close the deal. Today, HLR i Norr have developed a 

large customer network and on the first meeting with a new customer they usually bring a 

paper saying which customer they have dealt with before. Luleå is a relatively small market 

and the managers often know each other which make it easy for them to check if the list is real 

(Mr Öhrn). 

 

4.2.2 Lars Ohlson, Marketing manager at ETAC Sverige AB 

ETAC Sverige Ab is a company that develops home healthcare products and sells them 

globally. Mr Ohlson points out that the company has been active on the Swedish market since 

1972 and that they are mainly targeting the public sector. 85 to 90 percent of their customers 

are municipals and county council and the rest of the market contains of private caretakers. 

Mr Ohlson claims that as the purpose is to sell towards municipalities and county councils, 

ETAC have national coverage. Mr Ohlson states that they currently have 11 to 12 persons 

working with marketing and among them there are personnel responsible for the sales and the 

production. In their marketing department, however, there are seven employees working 

directly with marketing 

 

ETAC Sverige AB’s recently launched product 

According to Mr Ohlson their latest product launch is a new lift, placed on the ceiling, which 

is meant to help lifting the patients. The purpose of launching this new product was partly by 

generating financial support for their whole operation. However, Mr Ohlson also see the 

company as helping both patients and their caretakers. The main industry that were interested 

of the product where hospitals and nursing homes since it is mostly there, where the product is 

needed. 
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Mr Ohlson claims that they were not first on the market and that similar types of lifts had 

been launched before by other companies. Since similar products already were introduced on 

the market Mr Ohlson claims that it was rather easy to gain interest of the product and that the 

problem was to convince potential customer to purchase from ETAC rather than the 

competitor. Mr Ohlson explains that since ETAC had developed products within healthcare 

before they already had some existent customers that were easier to persuade when they did 

not have to introduce themselves again. These customers already knew how reliable ETAC 

was and because customers are loyal it was easier for them to sell the product (ibid). 

 

According to Mr Ohlson there have not occurred any larger problems from their external 

environment and the smaller problems have been manageable. For example have some county 

councils stopped providing their injured patients with simpler equipments, such as cutlery, 

since they had removed those distribution channels. Mr Ohlson states that they were able to 

manage that problem by being flexible enough to find another solution (ibid). 

 

Marketing decisions 

In order to marketing themselves, Mr Ohlson claims that they have a campaign website where 

they explains and informs that it is physically tough to work in nursery homes and that this 

products would reduce the number of work related injuries. Mr Ohlson claims that they also 

send out mails directly to their customers parallel to the website. They have not been using 

media in their marketing, accept for the website and instead they are having personal sellers to 

gain a more personal relationship with their customer (ibid).  

 

Mr Ohlson explains that ETAC did not adapt their marketing to different customers and 

instead had a standardized concept seeing as the customers were rather similar to each other. 

Mr Ohlson claims that because the project was significantly large their marketing budget was 

larger than usual which allowed the marketers to marketing the product as they pleased. He 

continues with describing that there have not been any problems concerning the marketing 

and that the process has been able to continue without interruptions.  

 

Before the product launch ETAC made a marketing research in order to find out the customer 

behavior. The marketing research included e-mails and investigations made by the sales force 

where they located the potential customers. ETAC also hired an advertising agency to assist 

with the information. Mr Ohlson states that because of this marketing research, ETAC has 

gained knowledge concerning the customer patterns and their interest. Mr Ohlson further 

states that the interest for these products does not depend on the size of the city. Although 

there are some regions which tend to ask for a particular type of lift. Otherwise it is rather 

similar interests among the cities (ibid).  

 

Consumer behavior 

According to Mr Ohlson, ETAC is studying the customer behavior at a certain level. 

However, the customer’s choice of purchase is mainly being controlled by a law concerning 

public purchase and it rarely happens that the customers are purchasing their products 

especially for a certain situation. Mr Ohlson continues with describing that their message 
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during this product launch has not been to sell the product. The reason has been to positioning 

themselves on the market by starting a discussion on that it is tough to work in healthcare and 

that there is a large demand for personnel. Since there are many competitors it is important for 

ETAC to gain a strong position on the market. According to Mr Ohlson the buying behavior 

suited ETAC perfectly because of the law concerning public purchase within the municipal- 

and the county council customers and after that they have adapted themselves towards the 

private healthcare where they have hired one person whose responsibilities is to investigate 

and work with the private market exclusively (ibid).  

 

4.2.3 Tom Fransson, Sales Manager at Laerdal  

According to Mr Fransson, Laerdal started their business in 1940 and has a national wide 

coverage in Sweden. Laerdal is producing and selling a numerous of products within the 

healthcare department and has offices in Stockholm, Örebro and Halmstad. Laerdals 

headquarter is currently in cooperation with Nacka municipality where they have been 

assisted on the market. Laerdal is currently the supplier of the defibrillator to different 

retailers, including HLR i Norr. Laerdal and HLR i Norr has recently created a partnership 

where HLR i Norr will distribute the defibrillators. In return, Laerdal will refer their customer 

to HLR i Norr concerning educations for the product and other healthcare educations. Mr 

Fransson states that the purpose of launching the defibrillator was both financial and helping. 

Laerdal’s company policy is to Help others, to help others and through the financial support 

develop the company and new products. 

 

Market 

According to Mr Fransson, Laerdal was first on the market with this kind of product 1986. 

From the start the defibrillator was only allowed to be used by medical trained personnel that 

worked outside hospitals. Although, researchers has during the last two years developed such 

a safe product that even non trained personnel can operate it. Mr Fransson states that the 

competition on this market has expanded rapidly. In order to maintain their position, Laerdal 

has chosen to niche their product. Mr Fransson further states that they have put down a lot of 

time and effort in order to convince the customer to buy the product, hence this has lately 

intensified the process.  

 

According to Mr Fransson, Laerdal is launching their product mainly towards companies and 

not to the consumer market. Laerdal is focusing on marketing to the business-to-business 

segment. However, they are not completely excluding the private consumers which mean that 

if they want to buy a defibrillator, they are of course allowed to do so. Mr Fransson explains 

that the reason for launching the product towards business-to-business is that there are a lot of 

more people present in companies compared to the households and that people spend most of 

their time outside their households. Mr Fransson points out that another reason for launching 

towards companies is that there already are safety measures taken in consideration. 

Companies have already implemented fire-extinguisher, exit techniques, ergonomic and other 

safety measurements that contributes to a safety workplace (ibid).  
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Mr Fransson states that the interest for the product does not depend on the size of the city. 

However, Laerdal is currently interested in launching their product to the larger cities since 

there are a lot of people active. The size of interest depends on how well the market has been 

penetrated. If there are many competitors on the market, customers have been informed about 

the product many times and are therefore aware of the product and its effects. Stockholm city 

has shown a significantly high interest of the defibrillator. Mr Fransson claims that the 

defibrillator is a product that is aimed worldwide from the start and it is distributed in every 

continent and industrialized countries. Mr Fransson further claims that they launched the 

defibrillator to industries where there are a lot of people active such as hotels, larger offices 

and larger companies. 

 

According to Mr Fransson the defibrillator is a completely new concept for the customer. 

However, the interest for the product has been high. Mr Fransson continues with pointing out 

that industries that have shown higher interests are warehouses and other types of groceries. 

Today, the interests for defibrillators are rather high which means that Laerdal do not have to 

convince and persuade uninterested customers. There is no need to waste time and money on 

convincing other customers when the current market is large enough (ibid). 

 

Marketing the defibrillator 

Mr Fransson claims that Laerdal is marketing the company and the product with different 

marketing tools. First of all they are using their webpage to promote the company and the 

products. Laerdal is also advertising in technical literature and safety magazines. Laerdal is 

demonstrating their products at several different trade shows where they niche the marketing 

depending on what type of customers that will attend. Mr Fransson further states that Laerdal 

is planning to develop an information movie that will explain what the defibrillator is and 

what it does. Laerdal is later on planning to expose this movie to television (ibid).  

 

Mr Fransson points out that there currently is one person working within the marketing 

department in Sweden and that Laerdal has field sales personnel as well. According to Mr 

Fransson, Laerdal has four personal sellers that works on the field and sells different product 

types for Laerdal. Mr Fransson further states that Laerdal is adapting their marketing 

techniques in order to attack different customer types, for example niche their advertising in 

magazines to the segment they want to attack. According to Mr Fransson, the financial aspect 

is a factor that limits their marketing campaign. Mr Fransson further states that a company has 

to take the sales volume in consideration when conducting a marketing budget. 

 

Mr Fransson states that Laerdal did not conduct a marketing research. However, Mr Fransson 

points out that Laerdal was aware of their customer and their interests since there have been 

many previous marketing researches around the world before the product was introduced. 

According to Mr Fransson Laerdal has been developing some ideas on how to best meet the 

customer buying behavior and are now in discussion of whether or not to lease the product to 

their customers. Hence, the customer with less financial ability will be able to purchase the 

product as well (ibid). 
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According to Mr Fransson, it was not a new market for Laerdal to enter when launching the 

defibrillator which means that Laerdal has done different deals with their current customers in 

the past. Mr Fransson further claims that selling to current customers has made the negotiation 

easier. Most customers buy this kind of product for the first time. However, since they know 

Laerdal before and have made different deals with them previously they already know the 

company and Laerdal will not have to convince their customer that they are trustworthy (ibid). 

 

Difficulties with the product launch 

Mr Fransson claims that there were no significant problems when launching the product. 

There were, however, smaller problems such as relocation of storages or that they sometimes 

ran out of products in their storages. These are, however, only organizational difficulties 

according to Mr Fransson. There have also been some difficulties in their marketing 

concerning sending the correct message. A defibrillator, in the eyes of the customer, is 

considered to be a difficult product to operate. However, this product is very simple to operate 

and it is for example easier than a fire-extinguisher (ibid). 

 

According to Mr Fransson most of the external factors affecting Laerdal is beneficial for them 

since their business stands for improved health. There are though external factors that Laerdal 

needs to considerate. Mr Fransson points out that the “de lege” proposal has caused a 

political problem. The “de lege” proposal contains of when a company is responsible for 

paying for the damages the product might have caused (ibid). 

 

4.2.4 Björn Eklöv, executive director at Global Sun Engineering (GSE) 

Björn Eklöv is the current executive director for the company GSE which is a newly founded 

company. Mr Eklöv points out that the company was founded in august 2007 where the 

company produces and develops solar cell panels. A solar cell panel is a panel developed to 

generate electricity from sunlight. Mr Eklöv states that it is a relatively new product which is 

meant to reduce carbon oxide pollution from regular power plants. GSE is stationed in 

Aurorum, located in Luleå municipality and has currently just released a test series for the 

project. GSE is selling their products on both the consumer- and the business market where 

they have a smaller model for the consumers (ibid). 

 

GSE has according to Mr Eklöv contact persons and is active in four cities; Hong Kong, 

Stockholm, Luleå, and Övertorneå. The production department is currently stationed in 

Övertorneå. GSE has currently no personnel responsible for marketing directly. However, Mr 

Eklöv points out that GSE have one contact person responsible for the actual product which 

then includes marketing at some levels. Otherwise, there are five employees who partly are 

marketing the product and the company’s financial potential. However, every employee has 

its own responsible of marketing the company and the product. Since GSE is currently in their 

testing phase they have not yet entered the launching phase and have not been struggling with 

any launching problems (ibid).  

 

There are according to Mr Eklöv many external factors influencing GSE. The Kyoto 

agreement, Al Goore, and climate reports on faster global temperature changes are three 
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factors that are affecting GSE positively. These topics have increased the environmental 

thinking around the world and since GSE’s products reduce carbon oxide pollution, they are 

taking advantage of the situation (ibid). 

 

As stated above, GSE is selling to both consumers and businesses and the reason for 

launching towards the consumer market is that there are people living outside cities without 

access to electricity. These consumers have high alternative costs for electricity and large 

areas to place the equipment which GSE se as an opportunity. However, GSE has, according 

to Mr Eklöv, a larger, and more expensive, model in progress that they will launch towards 

companies since their ability to pay usually is significantly higher (ibid). 

 

GSE’s latest product 

There latest product launched is currently in their test series and according to Mr Eklöv it is a 

screen which is 1.5 square meters. It is their first product to reach sales. Mr Eklöv claims that 

GSE’s purpose is to support their vision which is to reduce the carbon oxide pollution with a 

product that generates energy without polluting any carbon oxide at all. If GSE sell enough 

products there is a possibility to close down Chinese coal factories. 

 

Mr Eklöv points out that GSE will launch the test series in Luleå, Gällivare and Övertorneå 

since they have persons cooperating in those areas with assembling the products and there are 

also people within those areas placing money in a sales organization. Mr Eklöv further claims 

that if the test series goes well, GSE is planning on launching the products in other countries 

where they will be able to find cooperating partners in combination of where they can find 

financial support and Germany is currently prioritized the highest. That is, however, 

something they will do later on when they in the autumn 2008 are ready to launch the 

commercial product (ibid). 

 

Position on the market 

Mr Eklöv states that they have niche their company towards the energy industry where they 

have entered the segment of sun engineering and the sub segment of creating both electricity 

and heating from the same product. Their payoff time of their end product is two and a half 

year. This contributes to the private market but also towards business markets in a form of 

real estate’s which sees the opportunities with placing the products outside cities. It will 

mostly be in countries with a lot of sun in order to generate electricity (ibid). 

 

Marketing the products 

GSE is, according to Mr Eklöv, the first actor on the market in this particular segment with a 

two-way mirror reflex. There are competitors who have chosen a different solution to 

alternative electricity, they have not reached as far in their development. To convince the 

customer, concerning both the product and the company’s financial potential, GSE have used 

half of their resources. In order to marketing their product Mr Eklöv states that they have 

started a website, alerted the media, and that they have demonstrated their previous prototypes 

for interested and potential customers. They have for example had one prototype stationed in 

Teknikens hus. In a near future of three months Mr Eklöv claims that they will have their first 
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trade show. GSE is currently in progress of developing a network of salespeople, however, 

their terms have not been negotiated completely. Mr Eklöv states that a Joint Venture might 

be a future alternative for GSE. Since GSE has different sizes on their product they will aim 

the smaller product towards the consumer segment which includes cottage owners (ibid). 

 

Since GSE is a newly developed company, their financial situation has limited the marketing 

and Mr Eklöv points out that in order to reach an effective market breakthrough, large 

resources are needed. He continues with describing that they are highly limited and that the 

potential of the product exists, however, they have to finance each step of the marketing 

process. GSE have entered a relatively developed market where 20 percent out of Europe’s 

energy is being produced through renewable sources.  

 

According to Mr Eklöv, a marketing research has been done by Exportrådet where the result 

has been that the customers are located in those areas where there are plenty of sun hours. 

Otherwise the customers solely follow the price where they purchase the product with the 

least cost per kilowatt. This research has been carefully investigated by GSE who also have 

considered the buying behavior of the customer. According to Mr Eklöv the customer 

behavior in Europe is controlled by the contribution systems. For example, Germany is the 

largest growing market at the moment and the reason for that, except their amount of sun 

hours, is the large subsidies they receive from adapting environmental friendly electricity. 

Based on this Mr Eklöv means that the customer behavior suites GSE perfectly (ibid). 

 

According to Mr Eklöv the interest is higher in smaller cities since there is more space which 

makes it easier to place the product. The industries that have shown a large amount of interest 

is electricity companies and municipalities which are concerned about the environment and 

want to have the latest technology concerning sun engineering. Otherwise there are companies 

that want to be considered as environmental friendly that has shown interest. Mr Eklöv states 

that GSE currently is not spending any time on convincing the non interested customer. He 

further says that if the customer does not want to be in the top of the line in their area or if the 

cottage owners do not want electricity in their households, they are not interested in 

convincing them to purchase the product. The market for sun engineering is large enough 

(ibid). 

 

Although, GSE has spent time and money on convincing the interested customer to purchase 

their particular product, however, in most cases the product itself has been convincing 

enough.  The main reason for having to convince the customer is that it is a relatively new 

product that the customer has not yet been introduced to (ibid).  

 

Mr Eklöv further explains that Länsstyrelsen have contributed with financial support in order 

to sustain the business. GSE has also contacted municipal organizations where they ask for 

financial support and in return these companies will be updated on technological information 

concerning the subject. Mr Eklöv believes that the municipal organizations want to have this 

kind of technology within the municipality (ibid).  
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5. Analysis 
This chapter will introduce an analysis of the collected empirical data that is introduced in 

chapter four. The data will be compared to theories concerning the matter where we will 

look for similarities and differences. We have divided the data into the two research 

questions and will analyze them separately. 

 

5.1 Marketing theories concerning situation analysis  
In this part of the analysis we will compare theories concerning the first research question: 

“How can marketing theories concerning situation analysis be applicable for healthcare 

companies when entering a new market?” with the relevant data. 

 

5.1.1 Environmental analysis 

Johnson et al. (2005, pp. 65-68) states that there are important external factors influencing 

companies when entering a new market can be collected through a PESTEL analysis. When 

collecting the data we have divided the findings into the same categories as theory 

recommends. 

 

Political and legal situation 

Johnson et al. (2005, p. 68) points out the importance of a stabile government that is not 

corrupted and not influenced by bribes or extortions. They further state that there are taxation 

policies as well as social welfare policies that companies need to consider when entering a 

new market. Czinkota and Ronkainen (2004, p, 131) claims that employment laws, health and 

safety, and product safety are important factors to legal issues (ibid). 

 

This corresponds with the empirical data. As Luleå Kommun (no date) states, the Swedish 

government is a stabile government with no connection to corruption. There are some 

decisions that are made by the local municipality and the current president of the municipal 

executive committee is a social democrat named Karl Petersen. According to Luleå Kommun 

(no date) the municipal council has certain rules and standards concerning the health and the 

welfare of the employees working within the municipal. The municipal has also implemented 

employee protections and rules concerning health among the employees. For example 

Arbetsmiljöverket (no date) states that companies are forced to educate their personnel in 

CPR in order to maintain a safe working place. It has proven to be important to know about 

the regulations and laws that occur in the society. 

 

Economical situation 

As Kumar (2000, p. 32) states it is important for companies to consider the inflationary trends 

and GDP trends when entering the new market. Johnson et al. (2005, p. 68) state that other 

important factors for companies to take into account are interest rate, money supply, and 

disposable income in order to find out the potential market and its ability to expand (ibid). 

 

The annual report 2007 made by Luleå Kommun (14 May, 2008) states that the Swedish 

economy is strong and even if the global market growth have decreased at some range, it is 
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still high. The labor demand and wages are still high and Luleå Kommun (no date) believes in 

a decreased unemployment. GDP is expected to grow with 3.6 percent within the next year of 

2008 which will lead to an increased consumption among municipal as well as the 

households. When comparing theory to empirical data we have been enlightened that the 

economical factors are applicable with this theory. When the economy is growing the 

unemployment rate goes down and consumption up. 

 

Social and cultural situation 

Johnson et al. (2005, p. 68) claims that it is important to identify social habits of the potential 

customers when entering a new market. Important factors are; income distribution, 

demographics, social mobility, religion, levels of education, and lifestyles. If the customers 

have special interests or habits, companies should adjust after their needs and prioritize them 

when marketing the products and services (ibid).  

 

The theories concerning social- and cultural factors have also been proven to be of use since it 

reflects on the buying behavior. The periodic report made by Luleå Kommun (8 November, 

2007) claims that Luleå is the fastest growing municipal in the northern Sweden. The average 

citizen in Luleå municipality is becoming older which means that more people needs to be 

taken care of. There are according to Nulägesbeskrivning Infrastruktur för Samhället (2007) 

several healthcare centers in Norrbotten and it is easy for the inhabitants to contact them if 

needed. The periodic report (8 November, 2007) states that the consumption for both healthy- 

and unhealthy food has increased and the population has become more lazy as the physical 

activities has decreased. People tend to use cars and other transportation methods more often. 

This has led to different deceases and overweight. As an effect of that, more people have 

become aware of-, and concerned about their health and a lot of money today is spent on 

improving gyms. It has become of great importance for Luleå municipality to improve the 

health of their citizens and the workers have been introduced to several different health 

improving measures.  

 

Technological situation 

According to Johnson et al. (2005, p. 68) it is important for companies to be aware of the 

technology changes on the market in order to concentrate on how long their products will be 

considered as modern. The infrastructure within the market is also an important factor since it 

informs companies of the transportation methods and their advancements as well as the 

telecommunication systems (ibid). 

 

When comparing the theories to empirical data there are some similarities. The annual report 

of Luleå Kommun (14 May, 2008), states that there are long distances and a small population 

in Luleå which contributes to the importance of the infrastructure. The technology in Luleå is 

relatively advanced which have contributed to low costs of living. Nulägesbeskrivning 

Infrastruktur för Samhället (2007), states that the high infrastructure has improved the 

healthcare within Luleå which have inspired people to remain in the less populated areas.  
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Environmental situation 

According to Johnson et al. (2005, p. 68) the concern about the environment have become of 

great importance and to regulate the pollution, governments have implemented environmental 

protection laws. This correspond with the empirical data where Luleå Kommun (no date) 

claims that the high infrastructure have caused more pollution when the daily use of cars have 

been more common among the citizens. Because of this, the municipal have implemented 

taxes for pollution in order to protect the environment and the inhabitants (ibid).  

 

Table 5.1: Summarize of the PESTEL analysis  

 
 

5.1.2 Industry analysis 

According to Jobber (2004, p. 679) important factors in the micro environment are size and 

number of competitors, size and numbers of customers, new entries, suppliers, and substitutes. 

When collecting the data we have interviewed the executive director for HLR i Norr and we 

have divided the findings into the categories that the Porter five forces theory advices.  

 

New entrants 

Dwyer and Tanner (2006, p. 172) states that companies need to be prepared for new entries on 

the market, hence they should investigate the possibility. When evaluating the possibility, 

companies need to know if there are any barriers to cross when entering the market. If the 

barriers are easy to cross, companies will most likely enter the market and the competition on 

that market will be intensified (ibid). 

 

When analyzing the theory with data we have found that they match each other in general 

aspects. According to HLR i Norr there is a huge risk from other companies to enter the 

market because Luleå is an unexplored market. Although, when entering this type of business 

it is important to have high reputation in order to achieve sales since it deals with life saving 

equipment. Since the first step of defibrillation (regular CPR) is obligatory for companies, 

others might see this as an opportunity to continue the process. If the subject would be 

highlighted in media, other companies would be aware of the emerging market and might 

therefore become a competitor for HLR i Norr (ibid). One of the barriers to cross is creating a 

strong brand might be difficult for a new company. When dealing with life saving issues, the 

customers rather pay more for a product if it is reliable. 

 

Suppliers 

According to Jobber (2004, p. 680) the suppliers play a crucial role in the companies’ 

profitabillity. It will be more costly for companies if their suppliers have strong bargaining 
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powers. The bargaining power of the supplier is stronger if; they are dominant on the market, 

the products are differentiated, and if there is a risk for forward integration (ibid). 

The theories corresponds to the data and HLR i Norr has strong relationships to their suppliers 

where they have constructed a partership with Laerdal who delivers the products. When HLR 

i Norr sell their services they hire hospital- or ambulance workers and these persons has low 

barganing power. If the salary or time is not suitable for the instructor, HLR i Norr can easily 

find another instructor with the same competence. There is according to this a risk for forward 

integration between the parties if Laerdal would decide to enter the market of Luleå 

themselves. 

 

Buyers 

Jobber (2004, p. 680) points out that the buyers affect companies in many ways. If the 

bargaining powers of the buyers are high they can easily change supplier. The bargaining 

power of the buyer is stronger if there are; dominant buyers, standardized products, risk of 

backward integration, or if the buyer is not depending on the supplier for their operation. 

 

HLR i Norr act as a middle hand in this operation where they buy the products and services in 

order to distribute them. According to Mr Öhrn there are many buyers on the market which 

mean that if one buyer is not interested, HLR i Norr can contact another company instead. Mr 

Öhrn further states that the product is standardized and even if it is not included in the 

business operation, companies still demand the product.  

 

According to these facts we have discovered a slight difference between theory and empirical 

data. Theory states that the bargaining power with the buyer should increase if the products 

are standardized or if it is not important in the business operation. Theory further states that if 

the price on one company’s product would increase, the buyer would switch supplier. 

However, when dealing with life saving equipment companies tends to choose brand quality 

over price and even if the product is not essential for the operation, companies are concerned 

about the health of their employees.  

 

Subtitutes 

Jobber (2004, pp. 680-681) states that it is important to be aware of the substitutes to the 

products. If the price for the substitute is lower, the quality is higher or if the substitutes are 

close to the actual product, there is a great risk of losing customers to the substitutes. 

According to Mr Öhrn there is no actual substitute to this product. The closest substitute is 

regular CPR which does not have the same effect. There exist substitutes such as exercise in 

order to maintain the health. However, this substitute is just a way of reducing the risk of 

heart failure and not saving a life when a heart actually fails. 

 

In this case we have found a difference between theory and empirical data. We have not been 

able to find a substitute that matches the theories description. The substitutes we found was 

not a product, but a service and it was regular CPR which is far cheaper that the product. In 

contrast to theory companies rather choose quality in this kind of product. 
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Competitors 

Jobber (2004, p. 681) claims that the competion on a market will be higher if there are; many 

small and equal competitors, high fixed costs, standardized products, or if companies want to 

strengthen their position. Mr Öhrn states that the competition currently is high even though 

there are not many competitors operating on the same terms. Although, if the subject would 

be media covered, the competition would be intensified. Mr Öhrn further states that their 

fixed costs are rather low which means that HLR i Norr will not have to sell in a high volume 

in order to cover their costs. Since the partnership with Laerdal informs that they only will sell 

their products to HLR i Norr (exept hospitals and emergency rescuers) no other company can 

compete with the same quality and reputation as HLR i Norr, even if the products are 

standardized. Although, since the market is new and increasing, all companies existing on the 

market want to strenghten their position the competition will be stronger. 

 

When analysing this factor we have discovered that some of the theories meant to reduce the 

competition have actually proven to enlarging it instead. Theory means that if there are low 

fixed costs and few actors on the market the competition will be lower. Although, as empirical 

data finds, these factors have contributed to a higher competition. 

 

Table 5.2 Summarize of the industrial analysis  

 
 

5.1.3 Market 

As stated previously, there are four types of markets; Pure competition, Monopoly, Oligopoly 

and Monopolistic competition and it is important for companies to be aware of which type of 

market they are active on (Dwyer and Tanner, 2006, pp. 405-408). Pure competition contains 

of many competitors competing with similar products where price is controlled by the 

demand. They further states that Oligopoly contains of few companies with similar products 

where barriers to entry are rather high. Rowland (1997) points out that a market can change 

from one type to another if the circumstances changes. 

 

According to Mr Öhrn there are currently few competitors competing in Luleå with similar 

products and that the customers have not yet been introduced to the product or the subject and 

are unaware of it. Although, Mr Öhrn further states that the awareness for the defibrillator is 

expanding and the interest will soon be high. When analyzing the theory with the empirical 

data we have discovered that the market currently directs towards the Oligopoly category 

since there are few actors with same products. Another reason for Oligopoly is that since few 

customers are aware of the product there are at some extent high barriers when the market is 
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relatively little. Although, given that the market is constantly expanding it is moving towards 

Pure competition. 

 

5.1.4 Intern analysis 

According to Johnson et al. (2005, p. 117) it is important with an internal analysis because it 

allows companies to evaluate their own competences and resources. Johnson et al. (2005, pp. 

117-119) claims that there are tangible and intangible resources and that they further on can 

be divided into four categories; physical, financial, human- or intellectual capital. There are 

according to Johnson et al. (2005, pp. 118-121) both threshold capabilities and core 

competence within a company. Threshold capabilities are essential for the companies in order 

to survive on the market and core competence is needed in order to achieve competitive 

advantages (ibid). 

 

Mr Öhrn states that the defibrillator is a product related to healthcare and the product itself 

and the technology is not that hard to copy, although companies who imitates the product will 

have difficulties in proving that this is a reliable product. According to Mr Öhrn the financial 

situation in HLR i Norr is temporarily not that strong since they recently have switched their 

sales personnel and because of that lost contacts with customers. There is no high revenue on 

the actual product, although the revenues are mainly gained from the services. Since HLR i 

Norr have low fixed costs they do not have to sell high volumes in order to cover their costs. 

Mr Öhrn claims that HLR i Norr consist of two employees within the company, temporarily 

hired professionals for the courses, and up to 30 outsourced sales personnel.  

 

Mr Öhrn further states that the knowledge on the subject is exceptional among the instructors. 

The brand of HLR i Norr is on its way of reaching high reputation and has already reached so 

far in some industries. It is important to consider the brand of Laerdal which is highly known 

for many of the customers and directly connected to HLR i Norr. When HLR i Norr has 

conducted a sale, Mr Öhrn has after sales meetings with the customers where HLR i Norr gain 

feedback on the products or services (ibid). 

 

When analyzing the theories and empirical data we have found out that they match each other. 

HLR i Norr has all four types of resources and they have both threshold capabilities and core 

competence.  

 Physical capital: The defibrillator,  

 Financial capital: Although very little. 

 Human capital: Two employees, temporarily hired professionals for courses and up 

to 30 outsourced personnel. 

 Intellectual capital: Knowledge on the subject, relatively high reputation in some 

industries, the brand of Laerdal, and strong after sale services. 

 

Threshold capabilities are the product, the services that follow, and the knowledge about the 

subject. The core competence is their connection to Laerdal which no other competitor in 

Luleå has.  
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As Johnson et al. (2005, pp. 164-165) states, it is also important for companies to evaluate 

their own expectations and purposes. When dealing with corporate governance companies 

deals with their direction and their purposes. Companies should also evaluate their business 

ethics in order to explore how individuals in the company should behave. To evaluate the 

cultural context means that companies will find out what to prioritize, which will then help 

understanding the expectations and purposes (Johnson et al., 2005, pp. 195-197). 

 

Mr Öhrn states it easy for the employees to make themselves heard in the company and that 

HLR i Norr also listen to what the outsourced personnel has to say. The moral in the work 

place is generally high according to Mr Öhrn and even if there are disputes they are on a 

friendly level. HLR i Norr have a good collective agreement and higher wages than the 

collective agreement. He further states that HLR i Norr has regular contact with authorities in 

order to follow the prescriptions. Among the authorities that are contacted are 

Arbetsmiljöverket, Almega, and other employer organizations and HLR i Norr have also 

contacted the president of the municipal executive committee in order to gain an approval for 

the product (ibid). 

 

During this part of the research we have found some differences between theory and empirical 

data. We have had difficulties with placing the company internal activities with what theory 

categorize the activities as. However, these theories might be difficult to apply in small 

companies. 

 

5.1.5 SWOT-analysis 

Based on the theoretical information and empirical data above we have conducted a SWOT 

analysis to summarize the facts. The SWOT analysis will provide a simple method of 

synthesizing the results of the marketing audit. This method is also valuable before giving 

recommendations for HLR i Norr. It is necessary to know where and why the company is 

now, before setting the objectives. 

 

Table 5.3 SWOT analysis on HLR i Norr 
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5.2 Marketing tools in the healthcare industry. 
In this part of the analysis we will compare theories concerning the second research question: 

“How can healthcare related companies use different marketing tools when they are 

launching a product towards a new market?” with the relevant data. 

 

5.2.1 Customer knowledge and segmentation 

Hoffman and Bateson (2001) claims that it is important to understand customer needs better 

than the competitors in order reach profitability. That company can then provide an offer that 

is suitable and interesting enough for the customer to make the deal. Henning-Thurau and 

Hansen (2000, pp. 31-33) points out that companies with good relationship to their customer 

will be able to gain loyalty among them as well which creates higher certainty, company 

growth, and cost savings and revenue increases. 

 

Mr Ohlson claims that ETAC was not first on the market and because of that, it was easy for 

them to gain information on customer knowledge and interest. ETAC also had old customers 

from previous sales within healthcare and ETAC had customer knowledge concerning those 

customers which made it easier to launch the product towards them. According to Mr Ohlson, 

ETAC also made a marketing research in order to confirm their already known customer 

behavior. The research proved that customer behavior suited the company perfectly and since 

the customers were rather similar ETAC did not have to adapt to particular customers (ibid). 

 

Mr Fransson points out that Laerdal has studied previous marketing researchers made by other 

companies in order to gain customer knowledge. Although, the product is relatively new, the 

interest for the product has been high and Laerdal has not been in need for larger persuasions. 

The company has also previous customer connected to healthcare products which have made 

it easier to gain knowledge on their behavior. According to Mr Fransson, Laerdal is constantly 

developing ideas on how to best meet the customer needs and among the ideas are to lease the 

products to companies that are not able to purchase it. Another measure that has been 

developed is that Laerdal recently has developed a partnership with HLR i Norr where the 

agreement is to only sell their products to them when it comes to the northern districts of 

Sweden. Laerdal will also recommend HLR i Norr when customers want knowledge and 

instructions in healthcare (ibid). 

 

When analyzing the theory with the empirical data we have discovered that there are some 

similarities concerning the subject. Both companies have been interested in customer 

knowledge and have used earlier collected data on customer behavior and needs. Although, as 

Mr Fransson points out, Laerdal have applied previous researches rather than conducting their 

own research which means that other companies have gained access to the same knowledge. 

As theory points out, companies should know the customer better than their competitors in 

order to reach profitability and Laerdal has reached profitability with the same knowledge, or 

less, than their competitors.  
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5.2.2 Segmenting 

When the customer behavior is analyzed many companies divides the customers into 

segments and after that choose one or two of these segments to focus on (Dibb, 1998). Dwyer 

and Tanner (2006, p. 156) states that since customer behavior has gained such high focus in 

businesses it is nearly impossible for companies to targeting all segments when launching a 

new product. 

 

Mr Ohlson claims that ETAC has chosen to niche their product mainly towards the segment 

of public sector and that includes hospitals and nursing homes. The reason for this choice is 

that the lifts are mainly used in those facilities and are rarely needed in other industries. 

According to Mr Fransson, Laerdal has chosen to niche the defibrillator in order to strengthen 

their position. Laerdal has chosen to target the segment of large facilities where there are a 

large number of people as the risk for heart failure is larger. It is also these places that have 

taken other safety measures into consideration. The other segment they have targeted is the 

healthcare industry for example hospitals and rescue services since they are in need for these 

kinds of products. According to the analysis we have not found any differences between 

theory and empirical data. However, we have found differences between companies in how 

they have divided the customers into segments depending on the product. 

 

5.2.3 The marketing mix 

Dwyer and Tanner (2006, p. 158)  states that it is important to know what the company should 

be marketing and what tools and what aspects to focus on. Jobber (2004, pp. 414-415) claims 

that there are more to marketing than just advertising and it is the companies’ interest of 

having a profitable marketing mix.  

 

According to Mr Ohlson ETAC has seven persons working in the marketing department and, 

one person responsible for the consumer market, where they work with customer knowledge 

and how to best suit the customers with their marketing. Their concept is to help both patients 

and their caretakers and in their marketing they highlight those aspects. Even if the budget for 

this project has been high, Mr Ohlson means that ETAC has not adapted their marketing 

towards different customer segments and types since they all are rather similar. According to 

Mr Fransson, Laerdal has one person working within the marketing department in Sweden. 

The subjects that are highlighted in their marketing is that Laerdal sells their products to Help 

others to help others (Mr Fransson). However, Laerdal also highlights the fact that this 

technology is advanced enough that even a non educated person can operate it. The 

companies they are targeting have already made safety measures such as implemented fire 

extinguisher into the work place and since the interest for it is rather high, Laerdal does not 

have to waste money on convincing the customer. Laerdal is adapting their marketing strategy 

to target different customer segments and types in different ways.  

 

When comparing the theories to the empirical data we can see a pattern that companies that 

launches healthcare products tends to put focus on saving lives in their marketing campaigns. 

The marketing however, varies depending on the type of customer. If the customer works 
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solely with health care, companies have to marketing their products in a different way than 

when marketing towards other businesses. 

 

Advertising 

Dwyer and Tanner (2006, pp. 294-295) states that advertising contains of non personal 

communication towards customer and that it is common to advertise in trade publications, 

magazines, Internet, television, radio, billboards, and other media. Jobber (2004, pp. 414-415) 

points out that even if the advertising reaches a large audience it is a one way communication 

tool it is hard to close the sale with advertising.  

 

Mr Ohlson points out that ETAC has launched a campaign website where they explain and 

inform the customers on injuries for both patient and worker and that by using the lifts will 

reduce these injuries. Mr Ohlson claims that ETAC has not been using any other media in 

their marketing. Laerdal has according to Mr Fransson adapted the advertisement tool in 

many ways. First of all they are advertising in technical literature and safety magazines. They 

also have a webpage where they are promoting both the company and its products. According 

to Mr Fransson, Laerdal is currently planning on developing an instruction movie where the 

defibrillator is demonstrated and that movie will later on be exposed in television. When 

comparing theory with empirical data we have found that advertising is a well used toll in the 

marketing mix among healthcare companies. However, the advertising tools have been proven 

to vary depending on the companies. Laerdal has for example both planning on launching a 

video and has advertised in magazines. 

 

Direct marketing 

According to Dwyer and Tanner (2006, p. 295) direct marketing is a two way communication 

tool where the customer are targeted specifically and it allows both the customer and the seller 

to evaluate the other. Direct marketing can consist of advertising through mail, fax, Internet, 

and catalogues (ibid).  

 

As Mr Ohlson states, ETAC has launched a campaign site and they also send out e-mails to 

the customers concerning the product. According to Mr Fransson, Laerdal is currently not 

using a lot of the direct marketing tool. However, the webpage Laerdal uses, contributes to 

direct marketing at some extent. When analyzing the two companies’ marketing mix we have 

found out that companies uses e-mails as a tool in their direct marketing. Otherwise this 

marketing tool is rather unexplored within the healthcare industry. 

 

Public relations 

Dwyer and Tanner (2006, p. 296) points out that public relationship contains of creating good 

relationships with the media. As publicity comes from an outsider it can be interpret as 

trustworthy information when the publisher has no interest in skewing the information 

towards a particular direction (ibid). 

 

Neither ETAC nor Laerdal have been using public relations directly to marketing their 

products. Based on the information above we can see that public relation has not been 
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initiated by the companies and if there has been publicity concerning the subject it has been 

on the publishers’ initiative. 

 

Trade shows 

A trade show is an opportunity for companies to demonstrate their products towards many 

potential customers at the same time (Dwyer and Tanner, 2006, p. 296). It also allows the 

company to gain feedback on the product or service (ibid). 

 

ETAC has not been using trade shows in their marketing mix. Laerdal has attended several 

different trade shows where they have demonstrated their products and depending on the type 

of customers, they have chosen a specific direction to aim at. When analyzing the theories 

with the two companies we have found out that trade shows are an applicable tool, although 

only one of our two companies have applied this marketing tool. 

 

Telemarketing 

Telemarketing is according to Dwyer and Tanner (2006, pp. 296-297) a marketing tool used 

to reach customers through phone or other electronic media. Telemarketing can be initiated by 

both the customer and the seller (ibid). 

 

Neither ETAC nor Laerdal have been using telemarketing directly to marketing the product. 

In this case we have found out that telemarketing is not a popular tool when promoting 

healthcare products. 

 

Personal selling 

Dwyer and Tanner (2006, p. 297) defines personal selling as a communication tool that allows 

sellers to meet customers face-to-face at a personal level. Because of this the customers have 

an opportunity to ask questions directly and provide the seller with feedback. It has been 

proven to be one of the most effective tools, although, it is very expensive (ibid). 

 

According to Mr Ohlson ETAC applies the marketing tool personal seller in order to gain 

stronger personal relationship to their customers. Mr Fransson points out that Laerdal has four 

personal sellers working on the field and selling different product types and they have 

personal contacts towards their customer, for example HLR i Norr. When comparing the 

theory to empirical data we have discovered that personal selling is a popular and common 

marketing tool when marketing the products.  

 

Marketing research 

The final marketing tool that Dwyer and Tanner (2006, p. 297) discuss is the marketing 

research which allows companies to gain information on customer behavior and needs. It is 

also a way of creating interest among potential customers and gain feedback on the products 

or services (ibid). 

 

Mr Ohlson claims that ETAC has conducted a marketing research in order to gain knowledge 

concerning customer behavior and needs. In order to gather the information ETAC have sent 
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out e-mails to customers and made investigations through their sales force and hired 

advertising agencies. Laerdal has been using marketing researches made by other 

organizations around the world, although they have not conducted a marketing research 

themselves. Based on the marketing researches they have found customer patterns and 

behavior which have helped their marketing strategy. 

 

When analyzing this marketing tool we have discovered that both companies apply marketing 

researches in order to find out about customer behavior and patterns. Because of this we can 

see that the empirical data is similar to the theories even though one of the companies has 

applied second hand data. 

 

5.3 Limitations for SME’s  
Gilmore et al. (2001) claims that there are some limitations for SME’s seeing as their budget 

or time available might be limited. Johnson et al. (2005, p. 22) points out that SME’s only 

targets a single market rather than many markets because of the limitations. Another factor 

influencing SME’s is, according to Gilmore at al. (2001), that they might lack special 

expertise and usually do not have separate departments within the company.   

 

Mr Eklöv points out that GSE is a newly founded company and has limited resources. GSE is 

currently contacting other companies and organizations for financial support and will launch 

the products in areas where these supports are available. GSE has not yet launched the 

product and is currently launching a test series in order to gain response for the product. GSE 

is building their business operation on goodwill to save the environment when using 

renewable sources. Mr Eklöv further states that GSE has products both for the consumer- and 

business market and in order to marketing the products they have five employees working 

with marketing at some range.  

 

Mr Eklöv states that GSE has used half their resources in order to convince the customers and 

have applied some marketing tools in their marketing mix. They have for example started a 

webpage, alerted the media, demonstrated the product for potential customers, and have taken 

part of marketing researches that has been done by Exportrådet. GSE has also chosen to niche 

their products to be able to concentrate on a specific segment. According to Mr Eklöv their 

current future plans within marketing are to enter their first trade show within a few months 

and is currently developing a network of sales people.  GSE also has future plans for the 

company where they for example are in discussion of joint ventures (ibid). 

 

The theories concerning limitations within companies are confirmed by the empirical data. 

Our collected data has shown that smaller companies have to use different marketing tools 

than large companies where they for example focus more on public relations because it is 

cheaper. In public relations they highlight important factors such as how their company 

improves the society. When the companies have taken the firsts steps in the marketing process 

they can develop their marketing to more advance and more expensive marketing tools. 
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6. Conclusions 
This final chapter will begin with answering the research questions in order to complete our 

study. After that we will write our recommendations for management and will end the chapter 

by writing our recommendations for further studies. 

 

6.1 Findings 
 

6.1.1 Research question one 

Our first research question was “How can marketing theories concerning situation analysis 

be applicable for healthcare companies when entering a new market?” and in general we 

have discovered that most of the theories are applicable in the healthcare industry. However, 

this industry tends to focus more on particularly factors in the analysis. In the PESTEL 

analysis we have discovered that some factors are more important than others within the 

healthcare industry. The political and legal aspects are extremely important for this industry 

where these actions tend to favor companies that do something good for the society. Another 

factor companies focus on is the social and cultural factor since people are aware and 

concerned about their health. It is also important to know who the customers are and how they 

think when marketing the products since it allows companies to use this information in their 

marketing campaign. These factors are important to take advantage of when marketing these 

products.  

 

Economical, technological, and environmental factors are less important. There are of course 

important elements in the economical and technological factors, such as research and 

development for the product and companies ability to purchase. Environmental factors, 

however, has no direct connection to the healthcare industry except for possible pollution 

when producing the products. This factor is therefore more important for producing 

companies. 

 

The industry analysis has been proven to be useful for healthcare companies where the 

theories in general have been applicable. There are however, smaller aspects that affect the 

situation differently. For example, theory states that high fixed costs leads to more 

competition while empirical data has proven that competition is high when fixed costs are 

low. However, all aspects do not have to point towards the same direction in order to provide 

the same effects. It might for example be enough that three out of four aspects pointing 

towards high competition in order to say that competition is high. 

 

The intern analysis has been providing some difficulties when analyzing empirical data with 

theory since the case study concerned SME’s. We have not been able to analyze this 

completely since intern analysis contains of marketing and communication internally and 

since there are only two employees within the company it is difficult to evaluate the results. 

The communication has been proven to be important, however, with only two people 

communicating it is difficult to draw the conclusion that larger companies within the industry 

communicate as well. 
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6.1.2 Research question two 

Our second research question was “How can healthcare related companies use different 

marketing tools when they are launching a product towards a new market?” and when 

analyzing the customer knowledge and segmentation within the companies we have 

discovered many similarities. Both companies have chosen their own segments to target and 

these segments have been carefully evaluated. Both companies have studied the customer 

knowledge and behavior where they have found customers who suited the companies 

perfectly and after that they have focused on those customers. 

 

In general we have discovered that most of the marketing tools are applicable in the 

healthcare industry although companies tend to focus on only a few of them. Advertising has 

been proven useful for these kinds of companies when it costs little and they can reach many 

customers at once. Direct marketing has also been proven to be useful since it allows 

companies to gain a more personal contact with the customers in a cheaper way. Although the 

most common tool in the marketing mix is personal selling. Even if it is an expensive tool 

every company we have interviewed has been dealing with, or is going to implement, 

personal selling since it allows companies to gain a high level of personal contact with the 

buyer and at the same time gain feedback on the products or services. 

 

Based on our research we have concluded that trade shows are applicable since it allows 

companies to demonstrate their products for potential customers. However it has not been 

proven to be one of the most important tools in the marketing mix. Most companies have 

taken parts of marketing researchers whether it has been done by themselves or other 

organizations. It has allowed the companies to evaluate their customers and their buying 

behavior. 

 

Two marketing tools that have not been used by any of the companies in our research are 

public relations and telemarketing. However, this can be explained by the fact that the 

interviewed companies have been large and can therefore afford other tools. The smaller, non 

health related company we have interviewed has been applying the tool of public relations 

because of their lack of money. This tool has helped their marketing since the publicity has 

been focusing on the fact that they do something good for the environment.  

 

6.1.3 Overall conclusions 

Based on the discussions above we have concluded that most parts of the theories are 

applicable for the healthcare industry as well. However, companies in this industry tend to 

highlight the fact that they are improving the health among the customers. We have also 

concluded that the limitations facing a small company have caused some restrictions in the 

marketing mix. SME’s have had more difficulties in adapting the more expensive and time 

demanding tools and must therefore rely on a limited marketing. This study has found that the 

marketing theories concerning situation analysis can be applicable for this industry. The study 

also found out that the most common and effective marketing tools are personal selling and 

advertising in this type of industry. 
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6.2 Implications for management of HLR i Norr 
Our recommendations for HLR i Norr is to focusing on gaining the larger companies as their 

customers where there are many people in motion. It can be everything from large production 

companies to malls. They should also take advantage of the interest from the municipal 

executive committee where they can discuss the matter of having a defibrillator in municipal 

facilities. The possibilities for this kind of product are enormous because most companies is 

concerned about their employees health. They can for example take advantage of that 

companies that purchases a fire extinguisher does it in case of a fire, in the same way that 

companies should purchase the defibrillator in case of a heart failure of their employees. HLR 

i Norr can also take advantage of the law that states that companies have to have education in 

CPR where they could explain to the customer that the defibrillator is a better solution in an 

emergency situation.  

 

6.2.1 Implications for marketing strategy to HLR I Norr 

As it is today HLR i Norr has been adapting marketing tools such as a webpage and personal 

sellers. However, in order to reach higher awareness, HLR i Norr needs to put higher focus on 

their marketing. In this conclusion we have provided a brief marketing plan for them and our 

suggestion for the combination of marketing tools is as follow: 

1. Alert Public relations about their product and service just before attending at a trade 

show.  

2. Attend at the trade show and demonstrate their product and service that follows. 

3. After the trade show hire personal sellers to handle the customer pressure before new 

entries occurs on the market. 

 

The reason for our choices is that HLR i Norr has come to a time for introducing the product 

for the publicity. HLR i Norr has currently created a customer network where they have been 

selling courses in educating personnel in CPR. Therefore it is easier to convince the customers 

to take the education to the next level, with education on defibrillators. On the trade shows 

HLR i Norr has an opportunity to demonstrate the defibrillator for many customer, both 

consumers and businesses, at once. Since the publicity recently has reached the customers 

they are aware of the product and few competitors have had time to enter the market. The 

problem that might occur with personal sellers is that they are expensive. However, since 

HLR i Norr has low fixed costs it will be able to cover the costs for personal sellers and even 

if it might not directly cover the costs it will profit from it in the long run since the demand 

will increase. 

 

During this time, HLR i Norr should also create a brochure, explaining their products and 

services, that they send out to potential buyers. After that HLR i Norr should apply the tool of 

telemarketing where they contact the potential customers they have sent the brochures to. 

Because of that the customers will be aware of the company and their products and HLR i 

Norr has then a reason for contacting the customer by phone. 

 

Another opportunity that has been discovered is that Laerdal is thinking on creating a 

demonstrating video of the product and launch it in media in a near future. HLR i Norr can in 
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the future take advantage of the situation and negotiate with their partner of implementing 

their logo in the video. If that is possible, HLR i Norr should launch that video in local media 

as well. 

  

When considering the marketing tools we have discussed subjects that should be highlighted 

in the marketing campaign. These subjects are as follow: 

 HLR i Norr is a company that is saving lives 

 They have courses on how to manage these situations and the product 

 They sell the same products as professionals uses in hospitals and emergency rescues 

 They have spare parts for the product 

 

6.3 Recommendations for further studies  
Our research purpose of the study was to find out how marketing in the healthcare industry 

differentiates from general marketing theory with emphasis on SME’s. Our research has been 

able to provide general answers for the healthcare industry. However, since we did not found 

a smaller company that has dealt with marketing a healthcare product on a new market we 

were not able to cover all the aspects for our research and could not reach the depth we 

wanted. Therefore our suggestion is to do further studies on the subject. We will provide 

alternatives on how other researchers can approach further studies: 

 

 Conduct the research based on the whole industry in Sweden where a survey would be 

an appropriate tool to apply when it generates answers on the whole industry. 

 Recreate the same research although without doing it for a company. It could ease the 

data gathering since other companies see the research as objective. Based on this, 

more companies would be willing to answer questions when they do not see it as a 

threat and benefit a competitor. 

 Conduct a deeper research on a small company in order to gain more information. 

Because of this the researcher will be able to gain a deeper understanding of how the 

parts of the company work together. 

 Choose a larger company to study where theory might be more relevant. For example, 

larger companies have different departments and because of that the researcher can 

investigate how these departments work together and towards the customer. 

 Conduct any of these researchers on another country in order to compare aspects 

concerning the PESTEL analysis and the buyers. Based on this the researcher might be 

able to see if the marketing tools are applicable there. 

 If companies are afraid of exposing their material to their competitors, the researcher 

can suggest anonymity for the investigated companies.  
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For further studies we will also present what different topics that can be highlighted: 

 The researcher can focus on specific questions concerning companies marketing 

activities within the company. Based on this information the researcher will be able to 

recognize how well the employees are informed about the business operation. 

 Another topic that can be highlighted is the PESTEL analysis where the researcher 

first collects data from the government and other country reports and then interview 

the chosen companies where the researcher ask how they have dealt with the gathered 

topics within the PESTEL. 

 The researcher can also focus on specific questions concerning companies marketing 

tools; how they have been used, which tools that has been applied, in what time, and 

when and how they have resulted. Because of this the researcher will be able to see 

what marketing tools that has caused higher increases in sales and if some tools that 

are ineffective. 
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Appendix 1: Interview guide for Fredrik Öhrn, executive director at 

HLR i Norr 
 

Subjects that were highlighted during the interview: 

1. The founding of the company 

2. Type of firm 

3. Type of product and service they sell 

4. Number of employees 

5. Do the sales people have knowledge within the subject? 

6. The work environment 

7. Economic situation 

8. Do you make or buy the products/services? 

9. Who are your suppliers and what do they do? 

10. The technology and quality in their products, is it hard to copy? 

11. At what range the brand name are known on the market 

12. The level of marketing and marketing costs 

13. What types of costs do you have 

14. Does HLR I Norr have good publicity? 

15. Who is your customer/ which industries do they represent? 

16. Is the competition on your market high? 

17. Is there any substitutes? 

18. Threats from new entries 

19. After sale service 

20. Problems that might occur when launching the product 
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Appendix 2: Intervju guide för Global Sun Engineering, ETAC Sverige 

AB , och Laerdal 
1. Hur lång tid har ni varit aktör på ert område? 

2. Hur många arbetar inom marknadsföringen? 

3. I vilken/vilka städer är ni verksamma? 

4. Lanserar ni produkten mot företag eller privatpersoner? 

5. Finns det något speciellt syfte att ni valt som ni gjort? 

6. Vilken är er senaste lanserade produkt? 

7. Vad var avsikten med att lansera den nya produkten? 

 a. ekonomiskt syfte? 

b. hjälpande syfte? 

8. Var det någon speciell stad ni var intresserade av att lansera den i? 

a. Om ja, Varför då? 

9. Var det någon speciell bransch ni var intresserade av att lansera den i? 

a. Om ja, Varför då? 

10. Var ni först på marknaden? 

Om nej:  

a. Hade ni hjälp av att produkten redan var introducerad på marknaden? 

Om ja: 

b. Lade ni ner mycket tid och pengar på att övertyga kunden? 

11. Hur marknadsförde ni er?  

a. Använde ni olika marknadsföringsmedel till olika kunder? 

b. Om ja, vilka? 

c. Vilket marknadsföringsverktyg tryckte ni på mest? 

d. Använde ni media i er marknadsföring?  

e. Hade ni personliga försäljare? 

12. Var er ekonomi en faktor som begränsade er marknadsföring? 

13. Var det en ny marknad för ett gå in på? 

14. Om ja, vad var avsikten med att gå in i en ny marknad? 

15. Om nej, hade ni gjort affärer med kunden om liknande produkter/tjänster tidigare? 

a. När ni marknadsförde produkten, hade ni hjälp av att det var existerande kunder? 

16. Gjorde ni en marknadsundersökning innan för att få reda på kundbeteendet? 

17. Var ni insatta i era kunder och deras intressen vid lanseringen?  

18. Tittade ni på kundernas köpbeteenden? 

19. Passade deras köpbeteende in på ert företags verksamhet? 

a. Om nej, Anpassade ni er till deras köpbeteende? 

20. Är intresset för dessa typer av produkter större i stora eller mindre städer?  

21. Var det någon speciell bransch som visade var mer eller mindre intresserade av produkten? 

a. Har ni lagt fokus på att övertyga de mindre intresserade branscherna? 

22. Hade kunden liknande produkter eller var det ett helt nytt koncept? 

23. Var ni tvungna att övertyga kunden eller fanns intresset för produkten från början? 

a. Om intresset saknades, krävdes det större övertygelser? 

24. Uppstod det några problem med lanseringen av den nya produkten? 

25. Var det några externa faktorer som påverkade er marknadsföring som till exempel politiska restriktioner eller 

ekonomiska trender eller kulturella frågor? 

a. Om ja, hur gjorde ni för att ta er förbi dem? 

 b. Om nej, har ni någon plan hur ni ska hantera sådana situationer? 

26. Tog ni hjälp av kommunal verksamhet eller annan verksamhet vid lanseringen? 
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Appendix 3: Interview guide for Global Sun Engineering, ETAC Sverige 

AB , and Laerdal 
1. For how long have you been active on the market? 

2.How many employees work with marketing? 

3.In which cities are you active? 

4.Do you launch the product towards the business- or the consumer market? 

5. Is there a special purpose to that choice?  

6.Which is your latest product launch? 

7. What was the purpose with launching the new product?  

 a. financial purpose? 

b. helping purpose? 

8. Was there any particular city you were interested in launching it? 

a.If Yes, why? 

9.Was there any particular industry you were interested in launching it? 

a.If Yes, why? 

10. Were you first on the market? 

If No:  

a. Did it help that the product already was launched on the market? 

If Yes: 

b. Did you spend a lot of time and money to convince the customer? 

11. How did you marketing yourself?  

a. Did you apply different marketing tools to different customers? 

b. If Yes, which marketing tools? 

c. Which marketing tools did you apply the most? 

d. Did you use media in you marketing?  

e. Did you use personal sellers? 

12. Did your financial situation limit your marketing? 

13. Did you enter a new market? 

14. If Yes, why? 

15. If No, had you previosly done business with the customers concerning siumilar products? 

a.When you were marketing the product, did it help that it was toards existing customers? 

16. Did you conduct a marketing research in order to find out the customer behavior? 

17. Were you involved in the customers and their interest during the launch?  

18. Did you know about the buying behavior of the customer? 

19.Did their buying behavior fit the company operation? 

a. If No, Did you adapt? 

20. Is the interest for these products higher in larger- or smaller cities?  

21. Were there any particular industry that showed more interest for the product? 

a. Have you focused on convincing non-interested industries? 

22. Did the customer have similar products  or was it a completely new concept? 

23. Did you have to convince the customer or did the interest for the product already exist? 

a. If lack of interest, did it take larger convincing? 

24. Did it occur problems during the launch for the new product? 

25. Where there any environmental factors affecting the marketing, such as political restrictions, financial trends, 

or cultural disputes? 

a. If Yes, how did you get past them? 

 b. If No, did you have any back-up plans for these situations? 

26. Did you take advantage of municipal activities or other activities during the launch? 

 


