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Summary 
 
This thesis is written for Luleå University of technology for the department of industrial 
marketing. The research done is a deductive research which focuses on deregulations derived 
from European integration, concerning entrepreneur companies and their buying companies. 
This thesis begin with justifying changes occurred by the European integration which will 
later be connected to strategic windows. These opportunities ends with the major outcome of 
this thesis that larger entrepreneur companies keep growing in terms of staying competitive 
and smaller entrepreneur companies finds their special niches. It was also found that the order 
of buying contracts from entrepreneur companies has changed. Today larger entrepreneur 
companies get more complete projects which they partly in turn delegate for smaller 
entrepreneur companies.
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1. Introduction 
 
The ongoing process of extending borders of business markets from national to international 
grounds is the outcome of the enormous growth and potential in foreign markets. Managing 
these markets requires a relative complex strategic planning, considering the known and 
unknown risks that executives are to meet. (Van R. Wood, Kim R. Robertson, 2000) 
According to Czinkota and Ronkainen (2004) the economical integrations have been the main 
economic development since World War two.  Countries desire to engage in economical 
cooperation where they can use their respective resources effectively and provide larger 
markets for member countries. The economical integrations are dividing the world in different 
trading blocks. Since World War two the economical integrations has been growing rapidly, 
smaller integrations join larger and superstructures, such as EU are created. (Czinkota & 
Ronkainen, 2004) Stopford and Strange (1991, p.209) claims that “the dominant structural 
changes in the world of today and of tomorrow are likely to be global, perhaps regional, but 
not national or local”. 
These environmental changes have already triggered major developments in different 
markets. These changes are often called paradigm shifts or strategic windows. (Doyle, 2002)  
 
 

1.1 Background 
 
According to Andersson (2000) Sweden is a small country consisting of a few highly 
internationalized larger companies and smaller industrial companies, often suppliers to the 
larger companies, which mainly operate within the Swedish borders. Andersson (2000) 
further claims that the environmental changes, such as economical integration and 
technological improvements, do affect all the Swedish companies in different ways, 
depending on the company characteristic. So far the larger internalized companies are 
harvesting the outcome of opportunities from deregulations, yet the smaller companies’ 
behavior is to react slower towards these opportunities (Andersson, 2000). 
 
 

1.1.1 Forces affecting global integration 
 
A few years ago globalization meant a slow global roll-out by a large company of a product. 
Today, relatively small companies engage in global marketing even of sophisticated products. 
The result from globalization is an increased pressure on companies to compete for 
international markets by innovating and developing new products and upgrading existing 
products, also reducing prices by removing cost elements. (Bradley, 1999)  
The forces which candidate to globalization are following: regional economic agreements, 
converging needs and wants, improvements in communication and transportation technology, 
technology advances, pressure to cut costs, global economic growth and opportunities for 
leverage. 
The forces which restrain global integration are: management myopia, organizational culture 
and national controls. The driving and restraining forces are illustrated in figure 1.1.1. 
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Driving and restraining forces affecting global integration 

Global 
integration 
and global 
marketing 

Driving 
forces 

Restraining 
forces 

 
 Figure 1.1.1, forces affecting global integration, Keegan and Green, 1997 
 
 
Regional economic agreements are described more in detail in the further sections. 
Converging needs and wants refers to market needs and wants created by a company, such as 
need for soft drink and cigarettes. Improvement in communication and transporting 
technology refers to old distance barriers having significant less importance as the 
improvements develops. Technology advances there are no cultural boundaries limiting 
technology implication. Once a technology is developed it is applied all around the world. 
Pressure to cut prices, when new products require major investments and long periods of 
development time stresses globalization. Leverage is an advantage that a company make use 
of by conducting business in more than one country. There are four important types of 
leverage which are following: 
 

• Experience transfers. Global companies leverage their experience, considering 
management practices, strategies, products, advertising appeals, sales or promotional 
ideas, gained in a specific market to apply them in other comparable markets. 

• Scale economies. Global companies can take advantage of its greater manufacturing 
volume to obtain traditional scale advantages within a single factory. The larger scale 
of the global company also creates a opportunities to improve corporate staff 
competence and quality. 

• Resource utilization. A global company has a huge advantage by its ability to scan the 
entire world to identify people, money and raw materials that will enable it to compete 
most effectively in world markets. 

• Global strategy. The greatest single advantage for a company can be its global 
strategy. A global strategy is built on an information system that scans the world 
business environment to identify opportunities, trends, threats and resources. Keegan 
and Green (1997). 

 
 
Myopia refers to a nearsighted, ethnocentric company that will not expand geographically 
when there are great opportunities to achieve. Organizational culture refers to problems with 
foreign culture, it is almost a must for a company to conduct local companies in a foreign 
market providing information of the market. National controls refers to every country who 
protects, in different degree, their local enterprises and interests by maintaining control over 
market access and entry in both high and low tech industries. (Keegan and Green, 1997) 
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1.1.2 Economic integration 
 
According to Czinkota and Ronkainen (2004), Keegan and Green (1997) and Wild, Wild and 
Han (2003) there are four major forms of economical integrations which are illustrated in 
figure 1.1.2. Countries or regions are often involved in several integrations. The four levels of 
economic integration are as follows: 
 

• Free trade area. The least restrictive and looses form of economic integration among 
nations. Goods and services are freely traded among member countries 

• Custom union. Nation members of custom unions agree to set aside trade barriers and 
also establish common trade policies with non-member nations 

• Common market. Goods and services, including labor, capital and technology are 
freely exchanged among member countries. Restrictions are removed on immigration 
and cross border investment.  

• Economic union. Integration of economic policies among member countries. 
Monetary policies, taxation and government spending are harmonized. (ibid) 

 
 
 
 

Four levels of economic integration 

Economic Union 

Common Market 

Customs Union 

Free Trade 
Area 
Free trade 
among 
members

Common external trade policy 

Factor mobility 

Harmonization of economical policies 

 
 Figure 1.1.2, Forms of economic integration 
 
 
 
Czinkota and Ronkainen (2004) claims that the expected result from the freedom of 
movement for products, services, people and capital within the EU, the economic growth is 
the most important. The following three sources for increased growth are largest. First the 
transaction cost from border patrols and custom procedures will be eliminated. Second, 
economic growth will be spurred by the economies of scale that will be achieved when 

 3



production facilities become more concentrated. Third there will be gains from the more 
intensive competition among European companies. (Czinkota and Ronkainen, 2004) 
 
 

1.1.3 Strategic Windows 
 
To success in almost any competitive market an organization needs to make continuous scans 
on its operating area for the possibility of new opportunities and threats. (Jobber, 2001) The 
definition for a strategic window used in this thesis is following major developments in 
markets, occurred by environmental changes. According to Doyle (2002) the major causes for 
an opening of a strategic window is following: 
 

• New technology. A new invention can, and often does, rapidly change the market.  
• New segments. A new market segment offers a new window for existing competitors 

and new entrants. 
• New channel of distribution. The evolution of existing markets can create a need of 

new distribution channels which in turn can be new strategic windows. 
• Market redefinition. As the markets develop so do the demand and therefore the 

selling organizations have to change their range of offering partly or completely. 
• New legislation. International agreements, new laws, regulations and privatizations 

present strategic windows. 
• Environmental shocks. Unpredicted changes in commodity prices, currency, 

alignment, interest rates and political events can create enormous strategic windows. 
(Doyle, 2002) 

 
The paradigm shifts is an outcome from macro level forces, forces that can’t be manipulated 
by a company but should be managed (David Jobber, 2000). Robert W. Haas (1995), David 
Jobber (2000) and Czinkota and Ronkainen (2004) explain that the macro forces consist of 
economic, technological, political, legal, ecological and global forces. The marketing manager 
must know and manage these factors wherever the company operates (Robert W. Haas, 1995). 
Further in this thesis a strategic window will be considered more as a possibility, derived from 
the European integration, than a theory. 
 
 

1.1.4 Suppliers 
 
A simple definition for supplier according to Andersson (2000) is a company that carries out 
activities specified by another firm. This definition is all too narrow considering the fact that a 
supplier can produce simple components specified by a company meanwhile they can be 
totally different types of companies with totally different conditions for international ventures. 
(Andersen et, al, 1997)  
A good way to describe the different types of suppliers is following (Andersson, 2000): 
 

• Simple suppliers: The core strategy for simple suppliers is often price 
• Advanced suppliers: The advanced suppliers offer knowledge in addition for their 

service, which can be concerned as a higher level of technology 
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• Own product suppliers: Own product suppliers develop and produce own products and 
their core competitive strategy is usually quality 

 
As we can see the three different supplier types are divided among the three most common 
competitive strategy models, price, technology and quality. (Dwyer and Tanner, 2001) 
Andersson (2000) claims that there are four important factors, in addition to the supplier type, 
influencing the internationalization of suppliers which are as follows: 
 

• Types of offer: considering product or service 
• Buyer seller relationship: high or low complexity 
• Customers buying strategies: global or local 
• Entrepreneurs: Technical, Structure or Marketing entrepreneurs 

 

1.2 Problem area 
 
As stated earlier in the introduction, section 1, Stopford and Strange (1991) claims that the 
dominant structural changes are likely to be global or perhaps regional but not national or 
local. Czinkota and Ronkainen (2004) derive the major economical changes since World War 
two to the development of economical integrations. Further Czinkota and Ronkainen (2004) 
divide the different levels of economical integrations in four levels; these four levels are also 
identified and accepted by Wild, Wild and Han (2003). The deepest form of economical 
integration is economical union such as European Union. 
According to Doyle (2002) larger environmental changes can be described as paradigm shifts 
which can and should be used as strategic windows for companies. Andersson (2000) says 
that larger internationalized companies are harvesting the profits from globalization, while 
smaller companies are adapting slower toward the profits. According to Bradley (1999) 
smaller companies are catching up larger companies in terms of internationalization, this 
because of new technological innovations regarding communication and transporting making 
it possible for smaller companies to enter the global arena.  
The discussion above justifies the fact that European integration provide a great paradigm 
shifts and companies are to face changes and there exist already changes which impact is yet 
unknown. 
The chosen problem area for this thesis is: 
 
 
 
 
 

Describe how European integration affects suppliers 
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2. Literature review 
 
 

2.1 Suppliers 
 
A company’s international strategy is depending first of all on the type of the supplier.  
As mentioned in chapter one the Simple supplier compete foremost with low price and 
therefore the major geographical location of these companies is in less developed countries, 
where they can produce at lowest cost. (Andersson, 2000) According to Porter (1985) this 
strategy focuses on the upstream activities in the company. 
As stated in chapter one the advanced supplier competes with technology. The Advanced 
supplier strategy is common for companies in countries, such as Sweden, where producing 
prices are high. According to Porter (1985) the international strategies for advanced supplier 
are more dependent on downstream activities.  
The difference between location for simple supplier and advanced supplier can be explained 
with Heckscher Ohlin (1991) theory. The theory state that countries with low labour cost 
concentrates on labour intensive products, and countries with extensive capital resource 
concentrate on capital intensive products. (Heckscher and Ohlin, 1991) Similar result will be 
drawn when using the theory of absolute and comparative advantage (Bradley, 1999. Wild, 
Wild and Han, 2003). 
The own product supplier develops and produces own products as mentioned in chapter one. 
This type of supplier can be described as a partly advance and partly simple supplier. The 
characteristic of own product supplier is still closer to advanced supplier than simple supplier.  
According to Tüselmann (1996) there are several types of labor flexibility that companies 
seek. These types can be categorized as follow: 
 

1. Functional flexibility. The company’s ability to adopt, deploy and re-deploy the skills 
of labor across a wide range of tasks. 

2. Numerical flexibility. The ability of management to vary the amount of labor 
employed. 

3. Temporal flexibility. Relates to changes in the number and timing of hours worked. 
4.  Financial flexibility. Variation and differentiation of pay. (Tüselmann, 1996) 

 
Comparing the different supplier types with the labour flexibility we understand that the 
simple supplier has the capacity to be most flexible and the advanced supplier is the least 
flexible of the three types. These facts have impact on the complexity between the 
relationship between a supplier and its customer. 
 

2.1.1 Type of offer 
 
What a supplier offers to their industrial customers has a great impact on the supplier’s 
international strategies. (Andersson, 1999) According to Jobber (2001) there are two types of 
possible offer which are product and service, these are the most common types agreed by 
most marketing literature (Andersson, 1999). Jobber (2001) define product as: a good or 
service performed by an organization or individual, which is capable of satisfying customer 
needs. The definition for service is: any deed, performance or effort carried out for the 

 6



customer. (Jobber, 2001) The definitions above do overlap each other because a product by 
definition includes service. According to Andersson (1999) products produced to a customer 
often involves service and this is why the definitions overlap. There are however a difference 
between the degree of service level involved and it is possible to identify the type of offer. 
The type of offer is direct related to the type of relationship between the supplier and its 
customer. Products offered tend to require shorter and less complex relationships between the 
supplier and their customer than services. (Jobber, 2004. Dwyer and Tanner, 2003)  
According to Andersson (1999) the simple supplier offers most products, own product 
supplier produces both products and services and advanced supplier produces products and 
services with more weight on service. 
 

2.1.2 Relationships 
 
There are two common definitions of relationships, internal relationships and external 
relationships. Internal relationships relates to the internal customers of a company, such as 
employees. External relationships relates to a company’s relationships with customers, 
suppliers, government and other institutions. (Jobber, 2004) In this thesis we will only 
concern the external relationships and from here on we define relationship as a company’s 
relationship with its customers.  
As discussed in the earlier section the type of offer is related to the complexity of the 
relationship between the supplier and their customer. 
According to Andersson (1999) the less complex relationship required between the supplier 
and their customer the easier it is for the company to internationalize.  
According to Dwyer and Tanner (2002) there is a connection between the motivation to relate 
between the buying and selling part. This connection is illustrated in figure 2.1.2 below. In 
figure 2.1.2 the relationships between the buying and the selling part is the outcome of each 
parts motivation to relate with each other. 
Figure 2.1.2 illustrates six possible scenarios, which can be summarised as follows: 
 

• Joint interest in a relationship. This type of scenario occurs when both the selling part 
and the buying part has mutual high interest in relating. 

• Unequal interest in relating. This type of scenario occurs when the relationship is more 
important for one part than the other. These relationships are maintained by either the 
seller or the buyer part. The extreme cases of these relationships is when either the 
buying or selling part has very low interest in relating while the other part are 
interested in relating. In these scenarios there are one part deciding the outcome of the 
relationship while the other parts negotiating abilities are very low. These scenarios 
are called the buyers market or the seller market. 

• Transactional exchange. When both the seller and buying parts motivation to relate are 
low there will be no longer relationships, although some transactional exchange can 
occur. Dwyer and Tanner (2002). 

 
In the describing figure text above there are only three bullets but these bullets concerns both 
the selling and buying part witch will create six scenarios. 
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                      The realm of buyer-seller relationships  

 Figure 2.1.2. The realm of buyer-seller relationships, Dwyer and Tanner 2002  
 
 
The pioneering research work of the industrial marketing and purchas
brought up the complexities of the business to business (B2B) market
within them (Andersson, 1999). According to Andersson (1999), Bren
important dimensions from the IMP groups work. First, that the inter-
must be seen as related activities and that the marketing function mus
with inter-firm relationship development and management as with con
mix management. Second, that a two-level approach is evident consid
relationships. The found levels are as follows: 
 

1. Short term. Including exchange of goods and services, informa
social aspects. 

2. Long term. Processes leading to adaptation and institutionaliza
responsibilities.  
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According to Andersson (1999), Håkansson and Snehota (2000) found in turn four 
cornerstones from IMP groups’ work which are following: 
 

1. Relationships exist between buyers and sellers. 
2. Business relationships are connected by networks. 
3. A relationship is a combination that includes elements of both market and hierarchy. 
4. Relationships are stimulating and therefore innovative. 

2.1.3 Customers buying strategies 
 
Globalization does affect supplier’s customer as it affect suppliers (Andersson, 1999). 
Paradigm shifts leads to new opportunities for both suppliers and their customers (Doyle 
2002). According to Andersson (1999) the buying strategies for customers are crucial for 
suppliers. The trend for many industries buying strategies are tending towards global 
strategies. One industry which buying strategies are changing global is the car industry. 
(Andersson, 1999) 
According to Doyle (2002) the suppliers must adapt to these changes which can both be seen 
as threats and possibilities for the supplier. 
 
 

2.1.4 Entrepreneurs 
 
According to Andersson (2000) there exist three types of entrepreneurs. These are classified 
in order to their function and are as follows: 
 

• Technical entrepreneurs: Technical entrepreneurs deal with technical innovations, 
such as new products, parts of products or new production technology. 

• Structure entrepreneurs: Carrying out of the new organization of an industry, such as 
the creation of a monopoly position or the breaking up of a monopoly position. 

• Marketing entrepreneurs: Entrepreneurs that open new markets. 
 
The three identified entrepreneur types above are compiled, by Andersson (2000), from 
Schumpeters’s (1934) definitions of entrepreneur.  
Williams and Tse (1995) identify two types of entrepreneurs, which are polar opposites of 
each other and they are both found in manufacturing sectors. The two types William and Tse 
identify are from another perspective than Andersson’s (1999). These types should not be 
neglected since using them for positioning a company can be of great help for further 
analyses. The two types are following: 
 

• Craftsmen entrepreneur: This type of entrepreneurs is characterized by narrow 
educational and managerial experience. Businesses led by craftsmen usually don’t 
have long range plans. They measure their success in customer satisfaction. 

• Opportunistic entrepreneur: This type of entrepreneur is characterized by a high level 
of formal education and a wide variety of work experience. This type of entrepreneurs 
prefers decentralized management style. Measure of success is measured by business 
profits, personal income and business growth. 
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Figure 2.1.4, below, illustrates which factors affects suppliers international strategies. The 
factors are all discussed in the sections 2.1 – 2.1.4 and this figure will illustrate how these 
factors are related concerning suppliers international strategies.  

Supplier’s international strategies 

 
 
 

2.2 International competition 
 
According to Bradley (1999) and Hunt and Morgan (1995) the comparative advantage is 
founded on the following nine premises: 
 

1. Industry demand is heterogeneous and dynamic 
2. Consumers have imperfect information 
3. People are motivated by constrained self interest seeking 
4. The firms primary objective is superior financial performance 
5. Markets are never in equilibrium 

 

 

 
Types of supplier 
• Simple supplier 
• Advanced supplier 
• Own product 

supplier 

Types of offer 
• Service 
• Product Types of 

entrepreneur 
• Technical 

entrepreneurs  Buyer seller relationship Customers 
buying strategies • Structure 

entrepreneurs 
• High complexity 

• Global • Low complexity 
• Marketing 

entrepreneurs 
• Local 

 

Suppliers international strategies 

Figure 2.1.4. Suppliers international strategies. Andersson 2000 
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6. Resources are the tangible and intangible assets which enable the firm to provide 
efficiently and/or effectively a product or service that is valued by some market or 
market segment 

7. Resources are heterogeneous across companies and imperfectly mobile between 
companies and countries 

8. The role of management is to recognize and understand current strategies, to create 
new ones, to select those preferred, to implement or manage the strategies selected and 
to modify them through time 

9. Environmental factors influence the conduct strategies and performance profits of 
companies, they do not determine them 

 
To determine the competitive advantage for a company Bradley (1999) use the following 
matrix, figure 2.2, to compare relative value with relative costs. According to the previous 
text we can draw parallels with suppliers changing/finding new customers/segments when 
they have a competitive advantage or disadvantage. The relative value and the relative costs 
are based on the supplier’s relative value and costs regarding their competitors. From a 
company view, the paradigm shifts do shift the relative value and costs in this matrix (Doyle 
2002). 
 
 
 Relative value 
 

 Lower Parity Superior 

Lower Indeterminate Competitive advantage Competitive advantage

Parity Competitive disadvantage Parity position Competitive advantage

Higher Competitive disadvantage Competitive disadvantage Indeterminate 

Relative 
cost’s 

 

 
Figure 2.2, Competitive advantage, Bradley 1999 

 
 
 
2.3 Big picture of planning business strategy
 
Strategic marketing planning is defined as the managerial process of developing and 
maintaining s strategic fit between the company and its marketing opportunities. The word 
strategy was developed by the ancient Greeks and is defined as an organized statement of 
broad tasks and/or areas of activities necessary to achieve an objective. (Haas, 1995) Figure 
2.3 illustrates where strategic planning is implemented in the corporate strategy. The strategic 
planning process involves evaluations of strategic window which Doyle (2002) defined and 
was motivated by Robert W Haas and Czinkota and Ronkainen (2004). 
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Figure 2.3. The strategic planning process, Haas, 1995

 
There are several levels of strategy within a company, the sum of all strategy parts are called 
corporate strategy, or companywide strategy. The corporate strategy is the first level which 
involves the definition of what business a company should be in and how its array of business 
units should be managed. The second level is the business unit, competitive strategy, which 
involves creating competitive advantages in each of the businesses where the company 
competes. (Haas, 1995) Aaker (1998) view of strategic market management differs in 
perspective. Aaker (1998) uses an external and internal view to identify and select strategy; 
this view is more practical and is used just to clarify the meaning of strategic management in 
this thesis. The external analyses consist of customer analysis, competitor analysis, market 
analysis and environmental analysis. The internal analyses consist of performance analysis 
and determinants of strategic options. (Aaker, 1998) The major responsibilities for business 
marketing managers are marketing planning and strategy development.  
From the strategic planning process figure we can se that the input for strategic planning is 
derived from the environment and the company goals and objectives. According to Doyle 
(2002) the strategic windows are derived from environmental information. Corporate goals 
and objectives is the key if a company is going to be internationalized or not (Keegan and 
Green 1997). The corporate goals and objectives concerning a company’s international 
strategies can be derived from the competitive advantage matrix 2.2. (Bradley 1999) 
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3. Problem discussion 
 
We discussed the globalization in chapter one. Keegan and Green (1997) explained the 
striving and restraining forces for globalization. The striving forces discussed were regional 
economic agreements, converging needs and wants, improvements in communication and 
transportation technology, technology advances, pressure to cut costs, global economic 
growth and opportunities for leverage. And the restraining forces management myopia, 
organizational culture and national controls. 
Czinkota and Ronkainen (2004) explained that the main economical developments since 
World War two are economical integrations. The facts of globalization were followed up by 
Doyle’s (2002) theory of strategic windows; where the fact that globalization affects 
companies were justified and we understand that deregulation have great impact on 
companies.  
Andersson (2000) and Bradley (1999) discussed the effect of globalization for companies and 
we realized that the future for smaller companies is in a more dynamic process than the larger, 
due the fact that many smaller companies are in the internationalizing process. Before the 
problem area section we brought suppliers were Andersson (2000) described the three 
different types of suppliers, simple supplier, own product supplier and advanced supplier. 
In the literature review chapter we did a deeper examination of suppliers. Bradley’s (1999) 
and Wild’s, Wild’s and Han’s (2003) theory of comparative advantage and Heckscher’s and 
Ohlin’s (1991) similar theory could justify that there are difference between geographical 
location of the different supplier types.  
Jobber (2004) defined two types of possible offer from suppliers to their customers, which are 
product and service. Jobber (2004) and Dwyer and Tanner (2003) explained the difference 
between their complexity, which were followed by Andersson’s (1999) clarification of the 
impact of complexity. Relationships were defined as a company’s relationship with its 
customers. The impact of relationship were discussed and according to Andersson (1999) the 
simple supplier need the least complex relationships while advanced suppliers need the most 
complex form of relationships with their customers.   
Bradley (1999) and Hunt and Morgan (1995) described the nine promises for comparative 
advantage for competing internationally. The nine promises though disagree with the 
possibility of different types of entrepreneurs, described by Andersson (2000) and William 
and Tse (1995), leading the company. Therefore we assume that the entrepreneurs are ideal 
for international competition. Haas (1995) explained the big picture of strategic marketing, 
with help of Aaker’s (1999) two perspective view of strategic planning, so the process of 
strategic planning could be understood. 
 
This far we have justified that there are differences between domestic and foreign suppliers. 
According to Czinkota and Ronkainen (2004), et, al we can assume that the main paradigm 
shift affecting suppliers, located or operating in Europe, is caused by the European 
integration. This assumption and the discussion above lead us to the following descriptive 
research problem:  
 

How have the domestic suppliers and foreign suppliers reacted to the deregulations 
from the European integration? 
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The factors that affect supplier’s international strategies are according to Andersson (2000) 
type of supplier, type of offer, buyer seller relationship, customers buying strategies and type 
of entrepreneur. The type of entrepreneur in Andersson’s (2000) meaning is the type of 
person or persons deciding a specific company’s international strategies. This part of the 
study will be left out because the complexity of determining the deciding parts personality 
and due to the fact that this study is aimed direct for the companies’ behaviour. Further in this 
thesis we will however consider the meaning of a supplier company as an entrepreneur 
company. As mentioned earlier in the problem discussion we will assume that the type of 
entrepreneur full fill the premises of international competition that were stated by Bradley 
(1999). The premises are made to simplify the determination of international competition and 
using them in a study makes the view of the type of entrepreneur ideal for international 
competition, which can, in the end, give a false true but using the assumption correct we can 
get a picture that is correct within the scope of this thesis. 
 

3.1. Frame of reference and research questions 
 
To be able to answer the research problem we need to divide the research problem into 
several research questions. From the post text in this thesis we understand that examine the 
history of Andersson’s (1999) model, figure 2.1.4 should provide us with suitable fact to 
determine conclusions for our research problem. We therefore choose the model of supplier’s 
international strategies for our base to the frame of reference and specify the different 
parameters for our purpose. 
Studying the Andersson’s (1999) model of international strategies, figure 2.1.4 we understand 
that the first important question should consider the supplier type. Does the European 
integration have impact on the past and current type of domestic and foreign suppliers? In 
case that the supplier have changed in form it have or otherwise not. We therefore choose 
research question one as:  
 
 

What impact does the European integration have on the past and current type of 
domestic and foreign suppliers? 

 
 
 
 
 
According to section 2.1.1 the type of supplier is strongly connected to the type of offer. 
Different supplier types tend to offer different types of offer. According to Andersson (1999) 
the simple supplier offers most products, own product supplier produces both products and 
services and advanced supplier produces both products and services with more weight on the 
past. Next step in figure 2.1.4 leads us to the type of offer. We chose the second research 
question as: 
 
 

How have the types of offer from suppliers as a result from the European integration 
changed? 
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According to section 2.1.1 and 2.1.2 the both supplier type and the type of offer is related to 
the type of relationships a company have with its customers. We therefore follow the 
Andersson’s (1999) model and choose our third research question as:  
 

What impact does the European integration have on the past and current customer 
relationships for domestic and foreign suppliers? 

 
 
 
 
 
These three research questions provide us with enough data for answering our research 
problem. The problem is that if the study is done by just examine these three questions we 
will might not be able to describe the behind laying effects for the international behaviour for 
the suppliers examined. We chose therefore our fourth research question in another 
dimension according to Andersson’s (1999) model as following: 
 
 

What impact does the European integration have on supplier’s customers buying 
strategies, in terms of local contra global? 

 
 
 
 
 
Below, in figure 3.1, we have our frame of reference.  

 

 

 

 
Types of supplier 
• Simple supplier 
• Advanced supplier
• Own product 

supplier 

Types of offer 
• Service 
• Product 

Buyer seller relationship
• High complexity 
• Low complexity 

Customers 
buying strategies 

• Global 
• Local 

Suppliers international strategies 

Figure 3.1. Simplified model of Suppliers international strategies.  

Simplified model of Supplier’s international 
strategies 
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3.2 Delimitations 
 
The study of suppliers is done in Gothen rs from Sweden are considered as 
domestic and suppliers from outside are considered as foreign. Due the time limit this study is 
not impleme e raphical location. 
 
This study will also only be conducted on suppliers having customers whose buying strategies 
are tending towards global, such as car factories discussed in section 2.1.3. This delimitation 
is done regarding the fact that it is the effects of globalization we are looking for and the 
customers are undeniably one of the most important issues for a suppliers strategic planning. 
Therefore we assume that we will find the most interesting facts by studying suppliers with 
this type of c sto
Due the scop  t  the only companies that will be investigated are only those who 
gain benefit from the deregulations derived from the European integration. 
 
The time perspective for the research questions will from ye  till any interesting 
year where th  affected by env  which can be 
considered as an integration. In ot  e are studying the 
history looking f c  of finding interesting parallels of supplier 
characteristic and the European integration. 
 
 

3.3 Frameworks for the research questions 
 
Research question one 
Tab long to the different supplier 
types Andersson (1999) identified. 
 

ion 

burg. Supplie

nt d in any other geog

u
e

mers. 
of his thesis

ar 2005 back
ironmental changese conducted company were

 a t en ou come of the Europ her words w
or hanges from today with hope

le 3.3.1 operationalize the different parameters which be

 Table 3.3.1 Framework of supplier types  
Dimension Concept Conceptualization Operationalizat

Simple supplier 

Supplier strategy 
which focuses on 
keeping low price 

levels 

Own product 
supplier 

Strategy where the 
supplier produces 

own products to their 
customer 

Supplier type 

Strategy focusing on 

By studying history 
determine if there are 

any trends on 
changes for domestic 
and foreign suppliers
regarding their type 

Advanced supplier adding knowledge as 
a part to the offered 

product 

 

 
 
 
Research question two 
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Table 3.3.2 operationalize the different parameters which belong to the two types of offers, 
xplained by Jobber (2004). 

 

Concept Conceptualization Operationalization 

e

 
 Table 3.3.2 Framework of offering types 

Dimension 

Product 

performed by an 
organization or 

individual, which is 
capable of satisfying 

A good or service 

customer needs 

Service 
A  
or effort carried out 

ry 
determine if there are 

any trends on 
changes for domestic 
and foreign suppliers 

offerings to their 
customers 

 deed, performance

for the customer 

By studying histo

Offering type 

regarding their 

 
Research question three 
Tab ionalize th ameters which belongs to the types of relationships  
 
 
 

Dimension Operationalization 

le 3.3.3 operat e different par

Concept Conceptualization 

Low complexity 
and services, 
information, 

financial and social 
aspects 

Exchange of goods 

Relation type 

Hig
adaptation and regarding their 

h complexity 

Processes leading to 

institutionalization of 
roles and 

responsibilities 

By studying history 
determine if there are 

any trends on 
changes for domestic 
and foreign suppliers 

relationships with 
their customers 

 
 
Research question four 
Table 3.3.4 operationalize the different parameters the s
buying behaviour. 

 which belong to upplier’s customers 

Table 3.3.3 Framework of relation types 

s
 Table 3.3.4 Framework of customers buying strategie
 
Dimension Concept C  onceptualization Operationalization 

Global an r 
competition from 
several supplier 

Customers buying 
strategies are wide 
d there is room fo

companies 

Customers buying 
strategies 

Local 
Customers buying 

strategies are limited 
to the local suppliers 

By studying history 
determine if there are 
any changes occurred 

suppliers customers 

from the European 
integration regarding 
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4. Method 
 

4.1. Research approach 
 
This thesis is based on a deductive research appr au
Thornhill (2003) we defin rch ch
develop a theory and hypothesis and e
Saunders, Lewis and Thornhill (2003) derive five s of a deductive research 

rogress from Robson (1993:19). These stages were all passed in this thesis and the stages are 
llowing: 

rms, which purpose a relationship between 
onalize our research questions in the 

ent framewo
3. . The operational hypotheses were tested on three 

suppliers and one of their customers. 
4. Examining the specific outcome of the in e

chapter six and seven, the chapters of analysis and conclusion. 
theories in the light of finding f co

ht disagreements with our finding  theor
 

4.2. Research strategy 

According to Saunders, Lewis and Thornhill (2003) a research strategy is the general plan for 
g answers for the determined research questions. The research strategy used 
ase study. 

aunders, Lewis and Thornhill (2003) refer to Robson (2002:178) definition of Case study, 
doing research which involves an empirical investigation of 
enon within its real life context using multiple sources of 

vidence.  

 
e 

rizon for this research is longitudinal since we do a research of supplier’s 
ternational behaviour and want to see how the European integration affects these 

com
accomp es for changes and behaviour. The 
tim
compan  
gave the author the possibility to observe the phenomenon, and outcome, of European 
inte
 

oach. According to S
 approach as an approa
search strategy to test th

equential stages 

nders, Lewis and 
 where the author 
 hypothesis. 

e a deductive resea
 designs a re

p
fo
 

1. Deducing a hypothesis from theory. The theory from chapter one and two were 
deduced in a hypothesis in our frame of reference. 

2. Expressing the hypothesis in operational te
specific relationships. In section 3.3 we operati
four differ

 Testing this operational hypothesis
rks. 

quiry. The outcomes w

s. In the chapter o
s and the general

re examined in 

nclusions we found 
ies. 

5. Modify some 
some slig

 

the way of findin
for this thesis is C
S
which is following: a strategy for 
a particular contemporary phenom
e
The research problem that is to be described in this thesis is following: How have the 
domestic suppliers and foreign suppliers who gain benefit from the deregulations reacted to 
the deregulations from the European integration? We gained knowledge to describe the
research problem by finding solutions to our research questions. Descriptive solutions for th
research questions were derived from the place were this research took place.  
The time ho
in

panies. However it is often required a longer time perspective than six months to 
lish a longitudinal research where the author search

e limit for this thesis is six months but author has been working with the conducted 
ies for periods of approximately three to four months for four years. This opportunity

gration before the research was started. 
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4.2
 
Acc  
esearc ree 
lassifications are in order of the depth of a research. The objectives for the three 

 Saunders, Lewis and Thornhill (2003), from Robson 

ortray an accurate profile of person, events or situations. 

e went through the exploratory stage in the first three chapters where we found 
on for 

upplier 
Although we know that there are different types 

f suppliers and there might be important differences examine these while trying to answer 
m section 2.1.3 we know that the car industries buying behaviour is 
for this thesis has knowledge from Volvo cars and their suppliers 

om earlier work experience as a fireguard. Therefore it was easy to determine the buying 

nd the 

ur company, YIT AB a large Finish entrepreneur company that 
ave a Swedish headquarter and finally Transport system a small Slovakian entrepreneur 

com n
custom
 

.2.3. Data collection methods and respondents 

.1. The purpose 

ording to Saunders, Lewis and Thornhill (2003) there is three common classifications for
hes. These are exploratory, descriptive and explanatory studies. The thr

c
classifications are all derived, by
(2002:59) and are as follows: 
 

• Exploratory studies: a valuable means of finding out what is happening, to seek new 
insight, to ask questions and to assess phenomena in a new light. 

• Descriptive studies: p
• Explanatory studies: establish causal relationships between variables. 

 
This research is a descriptive research where we created an accurate profile of our research 
problem. W
out that something interesting is happening as an outcome from the European integrati
the case of suppliers. The research questions were studied and parallels in addition to lesser 
contradictions were found with theory and the research in the later chapters. Due the time 
limit we could not go further with examine causal relationships between the variables and 
theories. 
 

4.2.2. The companies 
 
With help from the theory in the first two chapters we created our frame of reference. The 
frame of reference and the theory behind gave us knowledge that at least two companies 
should be conducted to managing this research. The companies should be at least one s
nd one of their more important customers. a

o
our research problem. Fro
going global. The author 
fr
company as Volvo cars in Gothenburg and the suppliers as some of the entrepreneur 
companies working for Volvo cars. 
The entrepreneur companies chosen for this research was divided among the size a
origin. Three interesting companies was found, NSS – Steel construction AB a Swedish 
small/medium sized entreprene
h

pa y. These three companies differ in size and origin but they still have a common 
er Volvo Cars.  

4
 
The data collection methods that were used for this thesis were following:  
 

• Observations: conducted from the earlier work experience in Volvo cars. 
• Secondary data: conducted from scientific articles, literature and internet. 
• Surveys: conducted from respondents in each company. 
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The data collection began several years earlier than the writing of this thesis. The author of 
this thesis has a summer/holiday work in Volvo cars where he is a fire guard. Figure 4.2.3 

 of information gathering for this thesis. 

 

to be conducted, this information was found from earlier observations 
nd from the internet. The respondents for this thesis were following: 

 
s Gothenburg 

• Frank Ohlsson, foreman (differs for different projects), NSS 
s), YIT 

• Maria’n Grubiak, building leader, Transport system 
 
Wh wo 
exp e s from European integration 

• Ostoja Karaicas 
• Aulis Naamankaa 

arlier working experience 
with each of the respondents which makes the respondents more  was 
also a possibility to discuss the interviews for a longer time. The as 
used in major as a guideline to begin the interviews.  
 

4.2.4. Validity and reliability 
 
According to Saunders, Lewis and Thornhill (2003) validity is concerned with whether the 
findings are really about what they appear to be about. The reliability can be assessed by 
nswering the following three questions (ibid): 

? 

below describes the progress
 
 

time 

Observations gained from earlier work as a 
fireguard. 

The study of secondary 
data began for building a 
knowledgebase for the 
observations. Surveys were 
done as well as further 
observations. 

The information gathering progress 

Start of the thesis 
Figure 4.2.3 

 
The frame of reference was created with secondary data in form of scientific articles and 
literature. Before the survey’s the author needed more background information of the 
companies which were 
a

• Pekka Ronkainen, production manager SVS, Volvo car

• Hasse Larsson, experienced employee (with different responsibilitie

en the results from the interviews were summarised, the results were confirmed by t
eri nced employees in the SVS who have observed the result

in practice, by working in the service department as fireguards. 
The small focus group, which strengthened the validity of this thesis, consisted of: 
 

 
The respondent were all chosen due the fact that the author have e

comfortable and there
interview guide used w

a
 

1. Will the measures yield the same results on other occasions? 
2. Will similar observations be reached by other observations? 
3. Is there transparency in how sense was made from the raw data
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As  Before the 
dec cope of the outcome of a 
the w views 
wer a hor and the respondents could 

el com  hard if some part 

ght Volvo cars 1999, which 
 

nte ges with came with the European integration. Still the buying 
strategy for Volvo cars concerning components might, and possibly did, change as an 

utc m ined in this thesis though.  

t 

he focus group that was created with the experienced fireguards confirmed the validity for 
ome of the interviews. 

we can se in figure 4.2.3 the past observations gave ground for this thesis. 
ision of writing this thesis the author already knew the probably s
sis ithin this area. Important to mention is that all of the respondents in the inter
e f miliar with the author from earlier work. Both the aut

fortable and discuss issues for a long time which could probably befe
felt insecure. 
The first and maybe important issue that comes in mind when thinking of the validity of this 
thesis is concerned the buying company. We know that Ford bou
lead to major changes in the organisation. However the possibility for Volvo cars, in

othenburg, to hire foreign entrepreneur companies is a direct related to the European G
i gration and law chan

o o e of the bought out of Ford, this part is not exam
The frame of reference is originally built by Andersson (1999) and has been tested earlier 
with good result. We can therefore assume that the model is valid and our research is aimed a
the right direction. The observations during the former work as a fireguard strengthens the 
author’s knowledge within the area of this thesis and therefore strengthen the validity and 

liability as well. re
T
this research as it confirmed the outc
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5. Results 
 
In this chapter we will first present the result from the supplier’s customers, Volvo cars, 
buying strategies. The results are followed by results from the three examined entrepreneur 
companies. 
 

5.1 Suppliers customers buying strategies 
 
The very first empirical results for this thesis were conducted from the production manager 
for the department of SVS in Volvo cars Gothenburg. In this thesis Volvo-cars is assumed to 
be the one and only buying company. Concerning the Suppliers international strategies 
model we are interested how the supplier’s customer’s buying strategies are. According to the 
production manager there was a paradigm shift in Volvo cars buying strategies, concerning 
entrepreneurs. For about ten years ago Volvo cars discussed the market Sweden, the paradigm 
shift results to a wider perspective known as market Europe. We can therefore assume that the 
buying strategies for Volvo cars are regional within the borders of Europe. Further according 
to the respondent the buying strategy of Volvo cars has changed, these changes was an 
outcome from Ford’s bought of the company discussed. The changed buying strategies are 
that the number of suppliers for Volvo cars has decreased prominent. The lowering of 
suppliers for Volvo cars affects the suppliers of Volvo cars in the way that they have to 
provide more complete solutions and to do that they must often hire under entrepreneurs. This 
fact is confirmed by the past observations where the author working as a fireguard has 
observed a decline of different companies responsible for different projects. 
 
 
 

5.2 Suppliers type 
 
 
NSS – Steel construction AB
 
NSS was initially a supplier company for the shipping and offshore industry. Market 
redefinitions led to a decline in the shipping industry and NSS developed into a complete 
supplier of steel constructions and associated equipment for the offshore, construction and 
manufacture/process industries. 
According to observations NSS has been working in Volvo cars for a several years and the 
type of work they do is the same as earlier. A smaller change can be that today they do more 
work as under entrepreneurs today than before. 
According to NSS supervisor the company compete by knowledge and quality in terms of 
ISO certifications and flexibility. Own product supplier is the most suitable type for NSS – 
Steel construction AB.  
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YIT – Sweden AB 
 
YIT – Sweden AB originally consist of two companies, YIT – building system AB and YIT 
Calor AB which were fused together. The mother company is located in Finland. YIT – 
Sweden is divided in four divisions which are following: electricity system, climate system, 
pipe system and facilities management. YIT is a very large supplier of entrepreneurs which 
compete by offering quality and good price for complete solutions. 
According to earlier observations YIT is also a company that have done work in Volvo cars 
for many years, often larger projects. 
The supplier type of YIT – Sweden AB is between own product supplier and advanced 
supplier, with more weight on own product supplier. 
 
 
Transport system 
 
Transport system is a Slovakian entrepreneur company competing with low prices. The 
company uses east European suppliers to lower their prices. The company offers complete 
simple steel products. Transport system is incapable to offer more advanced products due the 
older machines in Slovakia. In the past years the management in Transport system have lost 
more and more control to German companies who buy their services and products. 
According to observation Transport system has not been working in Volvo cars for a longer 
period. 
The company type of Transport system has moved a bit from own product supplier to simple 
supplier during the last ten years. 
 
 

5.3 Types of offer 
 
 
NSS – Steel construction AB 
 
NSS offering strategy has not changed in the past years. The company gives quotations, for 
specific entrepreneur work within steel constructions, most often to larger entrepreneur 
companies responsible for whole entrepreneur projects. NSS offer’s a product in term of 
complete solution for a smaller part of a project. 
 
 
YIT – Sweden AB 
 
YIT – Sweden AB offering strategy has not changed either. The company offers quotations 
for whole entrepreneur projects and often hire under entrepreneur to complete the projects as 
fast and as good as possible. YIT Sweden AB offers a product in terms of a complete solution 
for a project, service is also offered in these projects in terms of maintaining and educating 
the personal with interest in the new buildings created. 
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Transport system 
 
Transport systems offering are like NSS’s, the company offers quotations for larger 
entrepreneur companies in order to find profitable work. Transport system offers also 
products as solution for smaller entrepreneur projects. 
 
 

5.4 Buyer - seller relationship 
 
 
NSS – Steel construction AB 
 
The change in NSS’s relationship with their customers is that today the relationships are more 
transactional than earlier. For ten years ago NSS had larger projects for their customers, today 
the projects are smaller but occur more intense. 
 
 
YIT Sweden AB 
 
YIT Sweden has always had long term relationships with their customers. There is no change 
in this fact over the last decade. The project work YIT offers to their customers are so large 
and complex that long term relationships are required with their customers. 
 
 
Transport System 
 
Transport system follow even here the path of NSS, earlier Transport system were able to 
compete of larger projects but today they get smaller parts of projects. The company had more 
long term relationships with their customers earlier but today there are just a few left while 
most of the relationships are transactional. 
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5.5 Summary of identified supplier data 
 

Collected data from suppliers and their customers 

 
In figure 5.5 above the collected data are summarised. The data in the figure concerns the case 
for the companies today.  

 

 

 
Type of supplier 

• NSS, Own product supplier 
• YIT, Own product supplier, Advanced supplier 
• Transport system, Own product supplier and 

simple supplier 

Type of offer 
• NSS and Transport system, product 
• YIT, Product and service 

Buyer seller relationship Customers 
buying strategies• NSS 

Most relationships are 
complex there are still 
less complex 
relationships 

• Regional, 
within 
Europe 

• YIT 
High complexity 
• Transport system 
Low complexity 

Figure 5.5. Collected data from suppliers and their customers 
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6. Analysis and Conclusions
 
In this chapter the results are analyzed by first, discussing the results from the interviews and 
drawing parallels with the results and observations, second, the part analysed data is 
connected with theories and models that were found earlier in this thesis. The complete 
analysis is further discussed and conclusions are drawn in the second section in addition to the 
deeper analysis. The conclusions from each research question are connected in order to 
answer the research problem: How have the domestic suppliers and foreign suppliers who 
gain benefit from the deregulations reacted to the deregulations from the European 
integration? 
The progress of analysing data in this way suits the purpose of this thesis considering the 
connection with observations and the raw data from the results. This working progress will 
smooth the collected data by discussions and connections with observations in order to make 
the findings more suitable and connectable to the theories that were found.  
 

6.1. Assumption 
 
The three supplier’s examined are quite common considering other entrepreneur companies 
working as suppliers for Volvo cars. From observations during the past work in Volvo cars 
the author knows that the entrepreneur companies can be described by three different types of 
entrepreneurs. Domestic small or medium sized companies doing work for larger entrepreneur 
companies or direct to Volvo cars. Foreign small entrepreneur companies working for larger 
entrepreneur companies. Finally we have the larger entrepreneur companies responsible for 
larger projects. We make the assumption that these three companies describe the situation for 
other entrepreneur companies working in a market were global or regional competition exists.  
 

6.1.1. Supplier type 
 
The three types of different suppliers simple supplier, advanced supplier and own product 
supplier, which were described in section 1.1.4, are hard to suit with the different types of 
entrepreneur companies working in Volvo cars. This fact is clear because they sell almost 
same kind of products or services. Still there is a great difference when examine the depth and 
degree of complete solutions the different companies offer. 
The larger entrepreneur companies grow larger by fusions, as is the case with YIT. This 
implicates that they can offer more complete products and services and their negotiation 
capability strengthen compared to other smaller companies. We understand that the smaller 
companies must adapt to these changes. Due the observations it is known that this fact is not 
always the true, considering small high tech companies, providing an expensive service such 
as a precise laser measurement, still function as a supplier type they did before. Considering 
high tech companies in entrepreneur work they usually do their work in a short time 
perspective with expensive equipment which is to expensive for a common entrepreneur 
company to provide. The supplier type for high tech companies is therefore stagnant as are 
their international strategies and will be left out in further research. 
According to the results we can assume that the trend for larger entrepreneur suppliers is that 
their type of supplier tends to go stronger to the own product supplier and due the fusions they 
are more able to produce more advanced products. The Swedish smaller and medium sized 
entrepreneur companies still compete on quality in form of work and time schedule. Therefore 
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their type of supplier is stagnant. The foreign small suppliers compete foremost on price, to be 
attractive for larger entrepreneur companies to hire. The foreign small entrepreneur 
companies operating in Volvo cars is a mix of simple supplier and own product supplier with 
a weight on simple supplier. 
 
 

6.1.2. Type of offer 
 
Considering the type of offer entrepreneur companies’ offer in Volvo cars we can distinguish 
two different types of offer. Offer for a whole project and offers for parts of a complete 
project. An offer for a complete project often requires maintain of the project and 
training/education for the personal working with the new machines or equipments. As we 
discussed earlier, in section 2.1.1, the definition of product and service do overlap each other. 
We understand that there is a clear difference between the larger entrepreneur companies and 
the smaller. The type of offer is related to the size of the entrepreneur company. A large 
entrepreneur company offers both product and service while small and medium sized 
entrepreneur companies offer products. 
The change in offering type is connected to the growth of companies. A larger company can 
provide more than a small company. 
 
 

6.1.3. Buyer seller relationship 
 
The degree of complexity between the buyer and seller is directly related to the size of the 
entrepreneur company. According to section 5.1 we know that larger entrepreneur companies’ 
customer relationships are more complex today because of the responsibility for whole 
projects. The larger entrepreneurs companies are more tighten with Volvo cars due the 
responsibility of maintain the complete projects. The fact that Volvo cars have lowered the 
numbers of their suppliers indicates also the fact that the suppliers they have are more bound 
to Volvo cars than before. The smaller Swedish entrepreneur companies have relationships 
with both Volvo cars and the larger entrepreneur companies with a difference that today the 
relationships are more weighted to the larger entrepreneur companies than Volvo cars. 
Foreign entrepreneur companies compete foremost with price to be attractive for the larger 
entrepreneur companies, this indicates that they are replicable with other companies and they 
have not as complex relationships as the Swedish small entrepreneur companies. 
 
 

6.1.4. Customers buying strategies 
 
The perspective of supplier’s customers buying strategies has changed in the past years 
considering the change in Volvo cars buying strategies. When Volvo cars lower their 
suppliers many of the older suppliers, who did directly smaller projects for Volvo cars, still 
works in Volvo but they work for other, larger entrepreneurs. We know from the result 
chapter that Volvo cars buying strategies are regional within Europe today. According to 
observations the larger Swedish entrepreneur companies often hire Swedish companies as 

 27



under entrepreneurs while foreign larger entrepreneur companies hire both Swedish and 
foreign entrepreneur companies to help with the projects. 
 
 

6.2. Connection 
 
In the past part of this chapter the results have been discussed in order to generalize the 
findings, into a general understanding. Next the outcome of the past discussion will be 
connected with relevant theories from the introduction and literature chapter in order to 
answer the research questions followed by the research problem.  
 

6.2.1. Research question one 
 
To answer our first research question, what impact does the European integration have on the 
past and current type of suppliers, three different types of entrepreneur companies have been 
studied, small Swedish company NSS, large multinational company YIT and a small 
Slovakian company Transport system. 
Studying the larger companies we found out that they keep growing in terms of managing the 
competition from mainly German and East European companies. The smaller companies are 
adapting to changes in terms of need from their customers. While the larger companies grow 
and internalize they are able to handle larger parts of the projects themselves. The past 
statement can be derived from Keegan and Greens (1997) theory of four types of leverage, as 
it was found out during the project work. All of the four types of leverage that were defined 
are profited by the larger entrepreneur companies.  
The important strategic way for small companies to stand in business is to offer flexible help 
for the larger companies in projects. The four different types of labour flexibility that 
Tüselmann (1996) described in section 2.1. can explain the use of smaller entrepreneur 
companies for the larger, project responsible, entrepreneur companies. Different projects 
require different type of labour since the entrepreneur work often differs in place, type of 
work and requirements for quality. The four different types of flexibility can describe the 
difference between Swedish and foreign entrepreneurs in Volvo cars following according to 
observations and interviews: 
 

• Functional flexibility: Swedish entrepreneur companies have the possibilities to adopt, 
deploy and re-deploy the skills of labour faster than foreign companies. In the case of 
larger entrepreneur companies, who are responsible of the specific project, this fact is 
not really true since they have long term relationship with Volvo cars and their 
adapting skills are similar for both domestic and foreign companies.  

• Numerical flexibility: The amount labour needed in a project differs and it is hard to 
predict the numbers of employees needed in the entrepreneur company. This is the 
core in the motivation to relate between large and small entrepreneur companies. 

• Temporal flexibility: The entrepreneur works in Volvo cars differs in time schedule, 
some work need to be finished fast other projects are not that critical. Planned work 
that should be finished within a short time limit are often done by foreign companies 
since the foreign labour want to maximize their working hours and get back to their 
families as fast as possible. In the case of unplanned critical projects the distance and 
time to project start is too long for foreign entrepreneurs and is therefore often 

 28



performed by Swedish entrepreneur companies. In the case of projects that are 
planned ordinary day time Swedish entrepreneur companies are often hired. 

• Financial flexibility: The variation and differentiation of pay is estimated on different 
types of project work. The European integration presses the bid levels for all 
entrepreneur companies due the increasing competition between the new and old 
entrepreneur companies. East European companies have relative low wages related to 
Swedish companies. This is considered as a opportunity by the buyer and of course the 
East European companies, the disadvantage is for the domestic entrepreneur 
companies, according to Keegan and Green (1997) this could be a restraining force 
due will of secure domestic companies survival done by the Swedish government by 
national controls, in terms of legislation of minimum wages. 

 
For several years ago small companies were often hired for entrepreneur work by the buying 
company itself. Instead of today when the buying company hires a larger entrepreneur 
company which in turn hire smaller one. This implication can be derived from Doyle’s (2002) 
major causes for new strategic windows, particularly market redefinition.  
 
 

6.2.2. Research question two 
 
How have the types of offer from suppliers as a result from the European integration 
changed? With time as the larger entrepreneur companies have grown, often by fusions, and 
became more competitive their projects have also became more complete. This means that 
most of the time the smaller companies have to sell their services for the larger companies.  
The buying company, who often hire a large entrepreneur company, lays the responsibility for 
the specific project on one single company which is delegated to smaller companies by the 
larger entrepreneur company. We can therefore assume that considering the type of offer from 
suppliers by the buying company’s view has been changed in terms that the smaller 
companies offer just products while the larger companies offer both product and service. 
Viewing the offering type from the entrepreneurs perspective there are no greater changes, 
maybe a slight lowering in the service part for the smaller companies and a higher service part 
for the larger companies.  
As Jobber (2004) discusses the definition of product and service do overlap each other and in 
this case we make the distinction that the service offered is included guarantee, testing the 
projects and learning the interest to use the new inventory. Having this in mind we know from 
the studies in company that most of the time the smaller entrepreneur companies finish their 
part project which is tested by the host entrepreneur company who takes the responsibility for 
the specific part after passed.  
 
 

6.2.3. Research question three 
 
What impact does the European integration have on the past and current customer 
relationships for domestic and foreign suppliers? From the three studied entrepreneur 
companies we know that the smaller companies does project work for several different 
companies. The projects for the smaller companies are often short, in range of one week to 
one month. The larger entrepreneur companies have in turn often long term relationships with 
their customers, considering maintenance and keeping the inventory up-to-date by minor 
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changes. According to Andersson’s (2000) statement that companies offering product have 
less complex relationships than companies who offer services and products, and the 
conclusion of research question two we can assume that: 
 

• Smaller Swedish entrepreneur companies have generally less complex relationships 
today than they had before the European integration.  

• Foreign small entrepreneur companies operating in Sweden after the European 
integration have less complex relationships than the Swedish small entrepreneur 
companies. One important factor that contributes to the fact that relationships have 
been less complex since the European integration is the new legislation and political 
agreements among the nations of European Union. 

• Larger entrepreneur companies have increased their complexity in relationships, since 
both Swedish and foreign entrepreneur companies hire smaller entrepreneur 
companies from Sweden and outside the Swedish borders. 

 
Since the European integration Volvo cars, the buying company has reduced their amount of 
relationships by hiring larger entrepreneur companies. The larger entrepreneur companies 
have increased their relationships by hiring additional small entrepreneur companies. The 
small entrepreneur companies’ amounts of relationships have not changed since the European 
integration. 
 
 

6.2.4. Research question four 
 
In the case of this thesis the research were done in Volvo cars in Gothenburg, which is the 
company we consider as the buying company. 
According to the report earlier Andersson (2000) claims that the car industry’s buying 
strategies are going global. This fact was confirmed by the interview respondent in Volvo 
cars. For ten years ago the buying department in Volvo cars considered the market as Sweden, 
the European integration gave way for new possibilities such as the possibility to movement 
of products, services people and capital which were discussed in section 1.1.2. The force that 
affects Volvo cars integration with Europe is the pressure to cut costs, which is done very 
well according to the interview respondent. According to the major causes for appear of 
strategic windows discussed in section 1.1.3 the European integration have provided Volvo 
cars with  
 

• New segments, where Volvo cars can get new offers from new suppliers to their 
entrepreneur projects.  

• New legislation, derived from the fundamental idea of Economical union discussed in 
section 1.1.2 we understand that political and economical barriers between the 
member countries within European Union has created new important, and vital for this 
process, legislations. 

 
The possibilities of leverage, which were discussed in section 1.1.1, that Volvo cars can and 
do make use of considering when the company hires entrepreneur companies is mainly 
resource utilization by the advantage of scope the entire European region to identify the best 
suited companies for each project. Still experience transfer, scale economies and global 
strategy are huge leverage for Volvo cars too. 
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6.3. Research problem 
 
How have the domestic suppliers and foreign suppliers who gain benefit from the 
deregulations reacted to the deregulations from the European integration?  
Regarding section 6.2.4 we understand that the buying company, Volvo cars, has gained 
several benefits from the European integration. These benefits are important for the 
company’s international survival.  
From the interviews, observations and the past discussion we can assume that the change in 
Volvo cars buying behaviour concerning their suppliers can be described in figure 6.3. 
 

Changes in relationships concerning Volvo cars and 
their suppliers 

Suppliers from 
the whole 
European region 

Suppliers mostly 
from Sweden 

 
 
Figure 6.3 illustrate the impact from the European integration concerning Volvo cars and their 
suppliers. The figure illustrates three important issues. The first important issue is that we 

Volvo Cars Volvo Cars 

Different sizes of 
suppliers 

Different sizes of 
suppliers Large suppliers 

Large suppliers 

Small suppliers 

Small suppliers Small suppliers 

European 
integration  

Small suppliers 

Figure 6.3. The change in relationships concerning Volvo cars and their suppliers 
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know, from the result chapter, that Volvo cars buying strategies are regional within the 
borders of Europe today in difference than national within Swedish borders. The second 
important issue is that the number of supplier for Volvo cars has declined. As an outcome of 
the second issue the third issue can be derived and it is the shift for many small companies to 
become supplier’s supplier instead of common supplier. 
Before the European integration several Swedish entrepreneur companies, with a great range 
of size and type, and some larger European consulted Volvo cars with different tasks. Today 
there are fewer suppliers that work directly for Volvo cars, though the number of tasks is still 
the same. 
Before the European integration it was not possible for smaller foreign companies to work in 
Sweden. Today it is and there is more room for competition. These changes can be considered 
as paradigm shifts, or strategic windows, which we discussed in section 1.1.3. All suppliers 
have adapted to these changes. The figure of strategic planning process, section 2.3, 
enlightens the understanding that these changes can be viewed as paradigm shifts. 
Considering the environment part of the figure and the impact of European integration that 
were discussed we understand that all of the points are affected. 
From the result chapter we know that larger entrepreneur companies kept growing by fusions 
with other companies. According to post discussion in this chapter the larger entrepreneur 
companies have more complex projects today than before the European integration. 
Small companies have to change their strategies in order to be competitive to the other 
entrants. According to observations there are small Swedish companies with good equipment, 
but their prices for the projects are too high and they are therefore not hired. As a way to stay 
in business they hire their equipment to foreign companies who get the contracts to the 
different tasks. Further according to observations the equipment can be more expensive for 
foreign companies than the manpower they use. These changes can also be derived from the 
theory of competitive advantage which was discussed in section 2.2.  
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Interview questions 
 
The following interview questions are needed to evaluate how domestic and foreign suppliers 
have reacted to the deregulations from the European integration. 
 
The answers for these questions will be evaluated and the sum of all questionnaires will be 
presented. The questionnaires will be presented in the appendix of this thesis. If you find the 
questions too sensitive the answers will not be published, just as a part of the outcome of all 
questionnaires. 
 
Is it ok to publish this questionnaire with your answers? 
 
Company name: 
 
Respondent name and title: 
 
Is the company Swedish or foreign? 
 
First research question: 
 
What is your company core competitive strategy today, how do you compete? 
Price, knowledge, quality, other? 
 
For ten years ago, was your company core strategy different from today? If yeas what has 
changed and why? 
 
Second research question: 
 
What do your company offer today? Answer in terms of approximate level of product and 
service in percentage. 
 
For ten years ago, was your company offering different from today? If yeas what has changed 
and why? 
 
Third research question: 
 
What kind of relationships do your company have with their customers? Answer in terms of 
approximate level of short term and long term relationship in percentage. 
 
For ten years ago, were the relationships different divided than today? If yeas what has 
changed and why? 
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