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Abstract 

The field of study on coopetition has been given a growing emphasis in the recent years 

by researchers and business practice. Coopetition is a term integrating the notions of 

cooperation and competition happening as an intensive simultaneous process where 

actors seek to leverage the value created by other companies in their business network. 

These complex and paradoxical interactions are acknowledged as needing further 

research about the effects of coopetition and the different types of coopetitive 

interactions involved when firms coopete.  

 

The business network highlighted in the current study concerned the Swedish Cleantech 

industry. It offers an interesting ground as Sweden has been investing substantial 

amounts in environmental protection technologies. Moreover, SMEs in Sweden play an 

increasingly significant role in the national economy by their rapid technological 

development. Nonetheless, these SMEs battle to sustain opportunities and are facing 

many challenges such as lack of key resources, a limited market presence, and liabilities 

of newness. Thereby, collaboration is essential among Cleantech SMEs in order to 

overcome these challenges and sustain competitive advantages.  

 

This study sets out to fill this gap through the following objectives: by describing the 

cooperative and competitive activities happening of SMEs inside the Swedish Cleantech 

industry, by understanding how SMEs select their cooperative relationship with their 

competitors inside their business network, and by analyzing how coopetition can be 

implemented by SMEs as a strategy to develop sustainable competitive advantage. 

 

This research was conducted through a qualitative case study and semi-structured 

interviews of seven Swedish SMEs operating in the Cleantech industry. The findings 

underline that coopetition can be used as a matching strategy between the internal and 

the external environment of the firm. Further, before coopetition can lead to sustained 

competitive advantages, companies first need to develop societal advantages in the form 

of economic value, social value, and natural value. 
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1 Introduction 
“Keep your friends close but your enemies closer.” - The Godfather Part II (1974) 

 

This chapter introduces the key concepts characterizing our study, starting with 

background information to position coopetition in a wider context of relevant 

developments. Then the problem discussion is introduced to further position coopetition 

within the current existing field of research. Finally, our research questions are 

formulated, followed by the formulation of our research’s purposes.  

 

1.1 Background 

Coopetition 

In recent years, a growing emphasis has been placed on coopetition by research and 

business practice, seeing it as an appropriate strategy for developing competing 

advantages.  The term was first introduced in the 1980s by Ray Noorda and later 

followed by a first conceptualization made by Brandenburger and Nalebuff (1996) 

demonstrating, from a game theory point of view, how and when competitors could be 

better off by working together (Bengtsson and Raza-Ullah, 2016). To situate the 

concept, coopetition represents the notion of competing activities and cooperative 

activities merged together. An easy metaphor to explain coopetition would be 

cooperation when joining together to bake a pie, but competition to get the largest slice 

of the pie (Gnyawali et al., 2007). This means that a coopetitive relationship includes 

both cooperative activities and competitive activities at any level of analysis (individual, 

organizational, or other entities) (Bengtsson et al., 2010).  

 

Recent examples of coopetition have been seen through the collaboration of Samsung 

and Sony to produce LCD screens in 2006 (Ihlwan, 2006), Ford and Toyota teaming up 

to design a new hybrid model in 2013 (Naughton and Ohnsman, 2011), or even 

Microsoft rescuing Apple in 1997 (the two companies being well-known for their 

arduous competition) through a five-year patent licensing agreement (Abell, 2009). 

Social media also witness plenty of example on coopetition through specialized social 

pages use and share of “buzzing” content and “trending” materials such as video or 

picture with the credential to the authors allowing a win-win situation (Zwilling, 2015). 
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When it comes to definition expressed by the field of researchers, an absence of a clear 

and commonly accepted definition has been found. However, recent literature refers to 

coopetition as being “a paradoxical relationship between, two or more actors, 

regardless of whether they are in horizontal or vertical relationships, simultaneously 

involved in cooperative and competitive interactions” (Bengtsson and Kock, 2014, 

p.180). Furthermore, others have come to the define coopetition as a new strategic 

relationship between firms in terms of value creation (Galdeano-Gomez et al., 2016), or 

implying “a clash between a cooperative and a competitive logic of interaction 

requiring balancing” (Bengtsson et al., 2010, p.198). Through those common 

definitions, it can be understood that coopetition is primarily distinguished from the 

cooperative and competitive fields of research as it focused on competition and 

cooperation happening simultaneously.  

 

Coopetition as a strategy 

Following the focus aimed in our research, coopetition can be further conceptualized a 

strategy point of view (Mariani, 2007). Following Mintzberg (1978) ideas, a strategy 

can be referred to as a pattern in a stream of decisions. In order words, this is “the 

overall plan for deploying resources to establish a favourable position” (Grant, 2016, 

p.14). The view of Mintzberg (1987) on strategy was revolving around the idea that in a 

competitive environment the competitors with a better strategy will win over the other 

firms. This vision is now revoked to the past as nowadays companies seek to find 

cooperative relationships that leverage the value created by other actors in their business 

network (Bowser, 2001). The notion of network hereby refers to definition made by 

Gnyawali and Madhavan (2001, p.433) and consisting of “formalized cooperative 

relationships among competitors that involve flows of assets, information, and status”. 

This means that companies following this model are relying on the success of others 

actors’ strategy while protecting their interest and competing to seize the value created 

in the market.  

 

The steps involved towards developing coopetitive strategies include a detailed analysis 

of the actors presents inside a company’s network. Those actors are customers, 

suppliers, competitors, and complementors (Bowser, 2001). Complementors are 

businesses that enhance and complement the value of a firm’s portfolio through the 
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products and services they offer (Brandenburger and Nalebuff, 1995). A vivid example 

would be software businesses that are complementors to hardware businesses. 

Moreover, the new strategic thinking associated with coopetition revolves around 

shifting the vision of not seeing competitors as outside threats but rather as potential 

collaborators with whom a favorable position could be attained on the market. 

 

The importance of coopetition strategy to SMEs 

The model of coopetition opens the approach for SMEs of cooperating with their 

competitors and examining approaches to growing the market and increases benefits 

while remaining competitive (Dagnino and Padula, 2007). SMEs, for the most part, 

view their business as being operated in a limited market, searching to strive by 

reducing prices (Chin et al., 2008). In order to achieve this objective, they reach for 

what Kim and Mauborgne (2006) have called “blue ocean strategy”, meaning to 

develop new market based on value innovation. Coopetition is one example of these 

blue ocean strategies (Chin et al., 2008). Yet the high-speed pace of globalization results 

in a more dynamic and competitive international business environment; hence, to 

achieve sustainable development and reach competitive advantages, SMEs have to 

develop various portfolios of relationships with suppliers, customers, and even 

competitors (Bengtsson & Johansson, 2014). It can be argued that those diversified 

relationships management strategy have become a key strategic point for SMEs as the 

collaboration between enterprises can stimulate dynamic capability (firm’s ability to 

integrate, build, and reconfigure internal and external competences to address rapidly 

changing environments), reconfigure resource, drive innovation and save the cost of 

investment on the market (Chen et al., 2009; Grant, 2016; Kim et al., 2013).  

 

The Swedish SMEs context 

As one of the most creative country in Europe, Sweden count numerous of SMEs that 

are highly innovative (Innovation Scoreboard, 2009). Furthermore, in the last 20 years, 

SMEs in Sweden have played an increasingly significant role in the national economy 

by their rapid technologic development. In comparison to 20 years ago, the number of 

SMEs has gone up from 400,000 to 770,000 and contributed to the creation of 1.6 

million job opportunities upon the domestic market, which roughly amount to 53% of 

the total Swedish workforce (Ahlgren & Goldman, 2013; Företagarna, 2012). 
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However, in Sweden, SMEs also present a high failure rate and a short life span. 

According to Nilsson and Yazdanfar (2008), there are around 6000 SMEs in Sweden 

that go into bankruptcy every year. Furthermore, according to the Scoreboard 

investigations (2016), Sweden is performing less well when it comes to the 

commercialization of innovations; therefore, leading to challenges in finding means to 

accomplish resource efficiency upon the Swedish market (SPIN country report Sweden, 

2016). 

 

The Swedish Cleantech industry 

Over the past decades, Sweden has been investing substantial amounts in environmental 

protection technologies (OECD’s environmental performance review, 2014). The 

Swedish green technologies have been further propelled by incentives made to reduce 

pollution and to support innovation with the goal of showing that combining economic 

growth with a declined carbon cost is feasible. The Swedish Cleantech industry is 

likewise striking in terms of prominent studies by research facilities, business institutes, 

and preeminent universities (Business in Sweden, 2016). Sweden is among the leader in 

clean technology with noteworthy figures: the country ends up on the fourth place in the 

most recent Global Cleantech innovation index of 2014, ranked number eight 

worldwide in new installed wind capacity in 2014, and has the objective of being a 100 

percent renewable-based energy system country (Business in Sweden, 2016). Due to 

such expertise and knowledge, Sweden’s cleantech industry offer an interesting ground 

for collaboration among SMEs in order to overcome challenges and sustain 

opportunities (Business in Sweden, 2016). 

 

1.2 Problem discussion 

The coopetition paradox and the engendered coopetition tension is acknowledged as 

needing further research (Raza-Ullah et al., 2014). Coopetition being an emerging field 

of research, cross-comparison and contrasts among research results are difficult to 

operate (Gnyawali et al., 2007). The current literature on coopetition advances that there 

is a lack of knowledge about the effects of coopetition and the different types of 

coopetitive interactions involved when firms coopete (Bengtsson et al., 2010). 

Bouncken et al. (2015), through their systematic review of the actual literature on 

coopetition, stated that future research should aim to discover to what extent coopetition 
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can really solve the liabilities of smallness and newness for SMEs and contribute to the 

growth and success of these firms. Also, they argue for a better understanding of when, 

how and why SMEs should engage in coopetition, and further inquiries on which 

capabilities they need to successfully coopete (Bouncken et al., 2015). In regard to the 

relationship durations, Della Corte and Aria (2016, p.538) expressed the following 

questions as being another gap remaining unresolved: “does relationship deepen if the 

effectiveness of coopetition changes according to relationship continuity (short or long 

term)?” Furthermore, a look on how SMEs balance their cooperative and competitive 

activities was formulated as needing further research (Das and Teng, 2003; Bengtsson, 

Erikson, and Wincent, 2010). 

 

Coopetition has, therefore, stayed a relatively under-researched field on which the 

theoretical foundations built by previous researchers should be further expanded on 

broader empirical bases (Mariani, 2007). Previous studies have explored knowledge 

acquisition (Levy et al., 2003), the value-net created when cooperating with competitors 

(Brandenburger & Nalebuff, 1996), the offset when looking for a balance in cooperating 

and competing (Bengtsson and Kock, 2014), coopetition as a business model (Ritala, 

Golnam, and Wegmann, 2014), the attitudinal and behavioral benefits that stem from 

cooperation (Anderson and Narus, 1990; Anderson and Weitz, 1989), the paradox of 

coopetition (Raza-Ullah et al., 2014), and the horizontal relationships among 

competitors (Kim et al., 2013). 

 

In light of the complexity that arises when coopetiting, the intricacy originates from 

paradoxical characteristic (Lindström and Polsa, 2016; Bengtsson, Eriksson, and 

Wincent, 2010; Bengtsson and Kock, 2014; Chen, 2008; Hamel, Doz, and Prahalad, 

1989). Bengtsson and Johansson (2014) emphasize that the power of disparities from 

SMEs and large companies makes it complex for coopetition. In its studies, Hamel 

(1991) concluded that the relative bargaining power of partners was altered by the 

asymmetries in learning when internalizing the skills of another partner; hence, 

affecting the partnership success. Ritala et al. (2014) in their paper advanced four points 

as being generic drivers of coopetition-based business models. These four drivers are: 

increasing the size of the current markets, creating new markets, efficiency in resource 

utilization, and improving the firm's' competitive position. Additionally, Bengtsson and 
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Johansson (2014) view coopetition as a mean to overcome challenges and sustain 

opportunities such as lack of key resources, a limited market presence, and a 

dependence upon precise product or service based on operating in a niche market. 

Following their ideas, developing coopetitive relationships is a way for SMEs to 

strengthen their competence by collaborating with other smaller enterprises facing the 

same challenges within a related market. On the other hand, Galdeano-Gomez et al. 

(2016) approached the coopetition strategy concept as enabling exporting activity 

among suppliers, and as a medium to expand into new foreign markets. Their view 

converges with Bengtsson and Johansson (2014) in the sense that coopetition is of great 

relevance due to SMEs facing limited access to specific resources and limited market 

presence. Furthermore, they expanded on the idea that rivalry and competition prompt 

firms to specialize and improve the allocation of their scarce resources optimally; thus, 

it is seen as a considerable factor for successful internationalization processes. 

Lindström and Polsa (2016), on their part, displayed a clear distinction of coopetition 

that arises in output activities, for instance, sales and marketing, and coopetition in input 

activities, such as logistics, production, and R&D. In their study, they came to the 

realization that cooperation among direct competitors rarely occur in output activities 

because they are the core actions that differentiate a company from another in term of 

offerings. Coopetiting endeavors that involve input activities are more widely common 

as it is not visible to the customer.  

 

Moreover, due to the particular context of coopetition, the separation between the 

relational resources and the firm-specific capabilities is somewhat unambiguous. This 

arises from the fact that the value creation process in coopetition is intricate because 

resources can be utilized for competition and collaboration at the same time (Bengtsson 

& Kock, 2000). Thus, organizational and relational conflict may emerge in the form of 

operational or normative conflict in inter-competitor cooperation, or else strategic and 

normative on the relational level (Tidström, 2009). The article by Raza-Ullah et al. 

(2014) was the first attempt to operate a thorough investigation of coopetition tension 

and what is actually involved. Furthermore, the article by Fernandez et al. (2014) 

examined key drivers of tensions and challenges in coopetition along with the key 

approaches to managing these tensions. Those challenges and problems expressed by 

them can be concluded as the following points: power disparities, maintenance of 
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meaningful long-term relationships, and trust among partners (Lindstrom and Polsa, 

2016; Galdeano-Gomez et al., 2016; Bengtsson and Johansson, 2014). Maintaining a 

meaningful long-term relationship among direct competitors seemed to be arduous. 

Small enterprises, which were showing a more flexible tendency and a lower 

dependency in regard to their partners, were more likely to have difficulty to keep 

lasting cooperative actions (Lindstrom and Polsa, 2016; Galdeano- Gomez et al., 2016; 

Bengtsson and Johansson, 2014). In regard to trust among partners, the risk of 

promoting the more powerful competitors makes it really difficult to build trust between 

competitors. Based on Lindström and Polsa (2016) research, SMEs were quite hesitant 

in their cooperative activities. Galdeano-Gomez et al. (2016) alleged in their research 

that in the supply chain the more dominant buyer could change its suppliers and 

dissolve its previous coopetition agreements; therefore, leaving its previous partner out 

of their deal. Additionally, based on a thorough literature review coupled with expert 

interviews, Chin et al. (2008) were able to identify, prioritize critical success factors, 

and establish a hierarchy model. They analyzed successful coopetition strategy through 

three dimensions: management commitment, relationship development, and 

communication management. The results found by their study is that development of 

trust and management leadership are the most important factors when it comes to 

succeeding a coopetitive strategy. 

 

In conclusion, this paper direct at contributing to the research gap on coopetition as a 

sustainable strategy by studying the cooperative and competitive activities inside a 

Swedish business network, in line with the lack of knowledge about the effects of 

coopetition and the different types of coopetitive interactions. Further, the contributions 

made through this study will expand into coopetition field of research and will pinpoint 

what is meant by coopetition in the Swedish Cleantech industry. A thorough attention 

will be given to analyzing how coopetition can be implemented by SMEs as a strategy 

leading to sustained competitive advantage, and at how actors strategically choose their 

coopetitive relationships. 
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1.3 Research question 

From the problems covered in the previous sections, our research question can be 

formulated as follow: 

How can coopetition be a strategy leading to sustained competitive advantages for 

Swedish SMEs in the Cleantech industry? 

1.4 Purpose 

The aim of this study revolves around the following purposes:  

1. To describe the cooperative and competitive activities of SMEs in the Swedish 

Cleantech industry.  

2. To understand how SMEs select their cooperative relationship with their 

competitors inside their business network. 

3. To analyze how coopetition can be implemented by SMEs as a strategy to 

develop sustainable competitive advantage. 

4. To help managers see the factors involved in cooperative and competitive 

activities that can inhibit or boost their current firm’s position in the market. 

5. To contribute to the current field of research on coopetition. 

 

1.5 Delimitations 

This study will be delimited to Sweden, due to our limited timeframe and resources to 

move geographically. The research context will also be delimited to the Swedish 

Cleantech industry as it enclosed numerous of SMEs and has been a thriving sector in 

Sweden; therefore, suiting the characteristics of this study. Furthermore, the literature 

presented in the conceptual framework will be delimited to articles in the western world 

by cause of language understanding and in order to be applicable to the current research. 
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1.6 Thesis outline 

Chapter 1 

Introduction 

The key concepts are introduced in this chapter, 

followed by a problem discussion of how coopetition 

has been approached in previous researches and what 

are the current research gaps. The purpose of the study 

along with the related research questions is found here. 

Chapter 2 

Conceptual 

framework 

Four sub-sections are found in this chapter: the 

competitive continuum, the cooperative continuum, 

coopetition as a sustainable strategy, and a theoretical 

synthesis. The theories developed here will be the 

starting point when analyzing the empirical findings. 

Chapter 3 

Methodology 

In this chapter, an explanation followed by 

justification about the methodology that was applied in 

the current research is operated. 

Chapter 4 

Empirical findings 

The empirical findings coming from the companies 

interviewed are organized here around four concepts: 

the competitive continuum, the cooperative 

continuum, the internal environment, and the external 

environment.  

Chapter 5  

Analysis 

In this chapter, based on the empirical data collected, 

an analytical discussion is operated, following the 

logic expressed in the conceptual framework.  

Chapter 6 

Conclusion 

In this final chapter, the research question is answered, 

and further managerial and theoretical implications are 

being addressed, along with limitations and 

suggestions for future research.  
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2 Conceptual framework 
“Do not hold the delusion that your advancement is accomplished by crushing others” - Marcus Tullius 

Cicero 
 

In this chapter, the important factors are introduced following a logic revolving around 

three major constituents of our study: (1) the competitive continuum, (2) the cooperative 

continuum, and (3) coopetition as a strategy leading to sustained competitive 

advantages. The process of approaching coopetition as a phenomenon occurring in two 

different continua allows for an understanding of both competition and cooperation as 

more multifaceted concepts; this way of proceeding will allow to unraveling coopetition 

among the companies interviewed. At the end of this section, a conceptual model 

synthesizing the different main determinants is presented.  

 

In order to conduct the current study and to unravel the coopetitive forces at work, two 

continua will be used: the competitive continuum and the cooperative continuum (figure 

1). This follows the recommendations of Bengtsson et al. (2010) as the authors realized 

after conducting a thorough review of the extant literature on coopetition that the 

competitive and cooperative facets of coopetition were often described on a single 

continuum failing to catch the multi-dimensionality of coopetition. Through the use of 

two different continua, this approach suggests that competitive activities and 

cooperative activities are two different interaction process, and therefore leads to 

identify the network, which in the current context is the Cleantech industry in Sweden, 

as coopetitive (Lindström and Polsa, 2016).  

 

 
Figure 1 Coopetition occurring in two separate continua (adapted from Bengtsson et al., 2010 p.199) 
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2.1 The competitive continuum 

In this section, three notions will be introduced constituting the competitive continuum, 

namely: degree of structural symmetry and proximity between competitors, level of 

hostility, and intensity of competition (Chen, 1996; Bain, 1956; Gnyawali & Madhavan, 

2001; Scherer, 1980; Bengtsson, 1998; Ferrier, 2001; Chen et al., 2007; Bengtsson, 

2010; Porac et al., 1995; Easton & Araujo; 1992; Caves & Porter, 1977; Smith et al., 

1997; Easton, 1987; Bengtsson & Sölvell, 2004; Ye et al., 2014; Porter, 1980; 

Bengtsson et al., 2010). Furthermore, the competitive continuum can be characterized as 

variating from weak competition to strong competition based on the scores in the 

aforementioned factors constituting the competitive continuum. That is to say that a 

high degree of symmetry, coupled with high intensity in competition and high degrees 

of hostility indicates a strong competition, while a low number of these factors denotes 

a weak competition (Bengtsson et al., 2010). 

 

2.1.1 Degree of structural symmetry and proximity between competitors 

Symmetries among competitors are created by structural conditions (Bengtsson et al., 

2010). These structural conditions refer to the number and size distribution of firms, 

product differentiation, and vertical integration which a strategy where the supply chain 

of a company is owned by that company (Bain, 1956). Furthermore, Bain (1956) 

suggests that structural conditions influence the strength of competition within an 

industry. For two competitors to be said to be symmetric, they need to use the same 

resources while operating in the same market and product sectors (Chen, 1996). Further, 

firms that are structurally symmetric in their resource profiles share comparable asset, 

information, and status flows (Gnyawali and Madhavan, 2001). As a result of structural 

conditions, the degree of structural symmetry and proximity reverberates on the 

intensity of competition found on a market (Scherer, 1980; Bengtsson, 1998: Bengtsson 

et al., 2010). That is to say that a high degree of symmetry will result in a position of 

intense rivalry and dynamic interplay among competitors (Ferrier, 2001; Chen et al., 

2007; Bengtsson, 2010). Likewise, the perception that firms have of each other affect 

the intensity of rivalry (Porac et al., 1995; Chen et al., 2007); therefore, “the intensity of 

competition can be considered low when actors are not affected, or do not perceive 

themselves to be affected, by moves made by others that do not respond with counter-

moves” (Bengtsson et al., 2010, p. 202; Easton and Araujo, 1992). The level of 
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structural symmetry and proximity among members of the network impacts “what firms 

know about others, what actions they are willing to undertake, and what they are 

capable of undertaking” (Gnyawali and Madhavan, 2001, p.434). Additionally, the 

literature on cooperative networks and competitive dynamics suggest that structurally 

symmetric firms are more likely to not directly confront each other (Caves and Porter, 

1977; Smith, Grimm, Young, and Wally, 1997). This assumption follows two pieces of 

evidences found by previous researchers stating that “resource asymmetry is an 

important predictor of competitive attack” (Gnyawali and Madhavan, 2001, p.438) and 

“firms with similar resource endowments recognize their mutual dependence and tend 

to avoid initiating direct conflict” (Gnyawali and Madhavan, 2001, p.438). 

Nevertheless, in the case of a competitive attack, the response from symmetric firms 

results in quicker reconfiguration of resources (Chen, 1996). This is further enhanced as 

symmetric firms are constantly monitoring each other activity, and share similar 

behavioral profiles and resource (Gnyawali and Madhavan, 2001).  

 

2.1.2 Level of hostility 

The level of hostility found in coopetition correlates to the degree of hostility existing 

between competitors. A high degree of hostility is linked to an intense competition 

(Bengtsson et al., 2010). It is further determined by the perception of a given firm to 

another with degrees varying from a “friend” to an “enemy” (Baldwin and Bengtsson, 

2004). Factors such as prestige and pride are also linked to the level of hostility in the 

sense that winning over competitors can be seen as being prestigious (Easton, 1990). 

The perceptions firms have of each other and the sort of actions they take in regard to 

their competitors is another way of measuring the level of hostility present in a given 

market (Bengtsson et al., 2010). Depending on the perception companies have of each 

other (as said earlier ranging from “enemies” to “friends”), competitive firms will act 

accordingly to these viewpoints. According to Easton (1987), the differentiation 

between friendly and hostile competition is found in the fact that hostile conflict implies 

a view of “destroying” the competitors whereas friendly competition the outcome is not 

that critical; therefore, “the level of hostility can be expected to vary with the intensity of 

the competition” (Bengtsson and Sölvell, 2004, p.230). 
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2.1.3 Intensity of competition 

“Competing for survival is an ongoing fact of life for business to operate in an 

industrial context” (Ye et al., 2014, p. 152). Accordingly, to the authors, the formation 

of competitive strategies is found in the proper exercise of measuring and forecasting 

the intensity of competition. Porter (1980) also bestows the intensity of competition as 

being determined by five market forces, to mention: the threat of substitute products, the 

threat of established rivals, the threat of new entrants, the bargaining power of suppliers, 

and the bargaining power of customers. These five forces are the ones affecting and 

determining the intensity of competition in a cumulative way. 

 

2.2 The cooperation continuum 

The cooperative continuum in coopetition can be defined in term of strong and weak 

cooperation where the strength of the said cooperation is connected to following 

notions: degree of complementarity, trust, and tie strength (Bengtsson et al., 2010; Das 

& Teng, 2003; Pfeffer & Salancik, 1978; Bowling et al., 1996; Larsson et al., 1999; 

Uzzi, 1996; Li & Ferreira, 2008; Chin et al., 2008; Anderson & Narus, 1990; Doney & 

Cannon, 1997; Gambetta, 1988; Mohamed et al., 2004; Granovetter, 1973; Marsden & 

Campbell, 1984; Shi et al., 2009; Kotabe et al., 2003; Squire et al., 2009; Friedkin, 

1990; Marsden & Campbell, 2012; Jack, 2005). Nevertheless, to understand the force at 

work in cooperative interactions, it seems important to note that it arises from 

partnerships in an alliance based on two or more actors (Bengtsson and Raza-Ullah, 

2016). Furthermore, the cooperation continuum in coopetitive interaction enables 

companies to have knowledge and resource being shared in new ways based on mutual 

understanding. Thus, a strong cooperation can be characterized by “high degrees of 

complementarity, trust, and tie strength” whereas a “weak cooperation is characterized 

by low scores in these dimensions” (Bengtsson et al., 2010, p.203).  

 

2.2.1 Degree of complementarity  

The degree of complementarity refers to the structural components that influence the 

strength of cooperation between partners who have high levels of resource 

complementarity in the sense that they are more likely to consider each other as 

attractive partners (Bengtsson et al., 2010 ; Das and Teng, 2003). An alignment in an 

inter-partnership alliance based on complementary resource tend to increase the 

interdependence of the firms in question.  Likewise, in a symmetrical partnership with 
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symmetrical resource contribution, partners tend to become further reliant on each other 

when more performing resource are carried into the collaboration (Das and Teng, 2003). 

This correlates with the finding of Pfeffer & Salancik (1978) and their theory of 

resource dependence stating that “the degree of dependence a firm has on the partners 

will be related to factors such as the amount of resources needed and the available 

alternatives” (Das and Teng, 2003, p.298). Moreover, Dowling et al. (1996) paper 

explored the relationship among competitors in a “multifaceted relationships” context 

and found that partners’ firms were following a competitive approach when they had a 

high level of market commonality; whereas, a low level of market commonality was 

leading partners firms to better complement each other. 

 

2.2.2 Trust 

Trust is a notion that is highly important when it comes to cooperative relationships 

because this is what sustain the exchange of information and knowledge, along with the 

exchange of physical resources (Larsson et al., 1999; Uzzi, 1996). Coordination and 

innovation are facilitated when trust among firms in coopetition relationship is high, as 

well as it creates advantages of scale (Bengtsson et al., 2010). The facilitation of 

continued collaboration is also another positive outcome that comes with a high degree 

of trust among partners (Li and Ferreira, 2008). Chin et al. (2008) have expanded on the 

idea of trust as being crucial for a collaborative relationship to thrive. Following their 

idea, a high level of trust leads to a reduction in conflicts, a higher partner satisfaction, 

and an enhancement of cooperative behavior (Anderson and Narus, 1990; Doney and 

Cannon, 1997; Gambetta, 1988). The research paper of Chin et al. (2008) further 

advanced two sub-factors to this notion of trust: common goals and adopting mutual 

organizational culture. Common goals are the link between different firms that have 

different organization and interests (Mohamed et al., 2004). Therefore, they are needed 

to join different firms into unified objectives. Likewise, adopting mutual organizational 

culture emphasizes on respect, understanding, acceptance, integrity, and toleration as 

being keys to a successful mutual organizational culture (Chin et al., 2008). 

 

2.2.3 Tie strength 

The notion of tie strength was introduced by Granovetter (1973, p.1361) and has been 

defined in the following terms: “the strength of a tie is a (probably linear) combination 

of the amount of time, the emotional intensity, the intimacy (mutual confiding), and the 
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reciprocal services which characterize the tie”. The concept is often used to relate the 

relationships between actors within and between networks in terms of patterns of 

interaction. Empirical evidence have shown that the more actors in a network are 

similar, the stronger the tie connecting them will be (Granovetter, 1973). It has further 

been related to cooperation and, according to Marsden and Campbell’s paper (1984), 

measured in variables such as closeness, duration, frequency of contact, reciprocity 

of support and aid. As stated by Granovetter (1973), these four variables are 

moderately independent of the other, but through their combinations, they become 

highly interrelated. To a great extent, it can be said that a higher degree of tie strength 

leads to facilitation of exchanges between partners, and larger time commitment 

(Bengtsson et al. 2010; Granovetter, 1973). Likewise, Shi et al. (2009) defined tie 

strength in terms of durability as the extent to which the partners are bound and the 

ability of the relationship to resist both internal and external challenges. 

 

2.2.3.1 Closeness 

The variable of closeness is the most common ploy to assess the degree of ties of a 

cooperative relationship, and is used to evaluate the intensity of a relationship within a 

network (Marsden and Campbell, 1984).  

 

2.2.3.2 Duration 

The relationship duration act as a facilitator for knowledge transfer in the sense that 

specific assets and conventions are built over time between partners’ firms which enable 

knowledge to be transferred more efficiently (Kotabe et al., 2003). It means for the 

source firm that through time a better understanding of how to facilitate knowledge 

diffusion while preserving proprietary knowledge; whereas for the receiver, a longer 

time frame influences their absorptive capacity which refers to their ability to recognize, 

assimilate, and apply new information and is developed over time with shared 

understanding as basis (Cavusgil et al., 2003; Cohen and Levinthal, 1990; Kotabe et al., 

2003). Additionally, Squire et al. (2009, p.467) argue that “relationship duration 

moderates the relationship between cooperation and knowledge transfer” and that a 

higher number of knowledge transfers are found in relationships with longer duration.  
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2.2.3.3 Frequency of contact 

The frequency of contact is another measure of tie strength which assumes that a high 

degree of tie strength leads to more frequent contact (Marsden and Campbell, 1984). 

The component assessed is hereby the amount of time spent in a tie. Ordered categories 

can be used to measure the frequency of contact ranging from “rarely” to “more than 

once a week”. Friedkin (1990) states that the frequency of contact is an accumulative 

variable to “closeness” rather than a substitutive variable.  

 

2.2.3.4 Reciprocity of support and aid 

Reciprocity is exceedingly important on account of the co-orientations it allows to 

witness on how separate actions made by different entities converged into a single 

direction (Fridkin, 1990).  When it comes to reciprocity of support and aid, finding the 

balance, in the help provided, is another aspect that is essential in order to maintain and 

preserve the strength of a tie (Marsden and Campbell, 2012). Friedkin (1990) further 

conceptualized reciprocity by drawing on social psychological theory and looking into 

how interpersonal attachments develop. His findings were that relationships evolve in 

sequence, starting with simple awareness of another entity. Thereby, from that simple 

awareness, individual entities proceed to interact, and later start to provide resources 

and assistance to each other with potential effective link beginning to develop. The data 

found by Jack’s study (2005) confirm that ties are first bonded through trust and 

reciprocity which then lead to exchange in the form of support and aid.  

 

2.3 Coopetition as a sustainable competitive strategy 

Strategy formulation is an organizational process starting with the external environment 

and the identification of potential opportunities and threats, followed by scrutinizing the 

strengths and weaknesses within a firm’s internal environment (figure 2).  According to 

Barney (1991), the market is constantly experiencing changes which impact the 

sustainable competitive advantages developed by companies. Based on these rapidly 

changing environments, a loss of value can be seen upon the resources and capabilities 

of firms which can lead to further loss upon the sustainability of a given business. 

Therefore, in order to stay relevant on the market, companies must develop their 

sustainable capabilities by reconfiguring the resources, seizing the opportunities as well 
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as reflecting the threats quickly through an internal (strengths and weakness) and 

external (opportunities and threats) analysis (figure 2).  

 

 
Figure 2 The resource based model, and environmental models of competitive advantage (Barney, 1991 p.100) 

2.3.1 The internal environment 

The resource based model (RBM) englobes the internal environment which refers to the 

resources and capabilities developed by a firm (figure 2). It can be assessed based on 

two factors (Grant, 2016). Firstly, the importance of the aforementioned resources and 

capabilities in regard to their ability to generate sustainable competitive advantage. 

Secondly, the strength and weakness that emanate from a firm’s own internal capacities, 

based on internal capacities of other competitors. Another criterion, when it comes to 

selecting and developing resource and capabilities, is to exploit barriers leading to 

market imperfections such as: (1) barriers to acquisition, (2) imitation, and (3) 

substitution of key resources or inputs (Barney, 1986, 1991, 1994; Schoemaker and 

Amit, 1994). These barriers contribute to generating long-run differences between a 

firm and its given competitors by making resources hard to obtain or duplicate; hence, 

leading to inhibit rival’s ability to generate rents. Therefore, resources need to be scarce, 

unique, inimitable, durable, idiosyncratic, non-tradable, intangible, and non-

substitutable (Grant, 2016). 

 

In order to perform an internal analysis of a firm’s strengths and weaknesses (figure 3), 

it is necessary to first determine the firm’s resources and capabilities (Grant, 2016); 

then, delve into the existing linkage between these resources and capabilities.  
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Figure 3. A framework for analyzing resources and capabilities (adapted from Grant, 2016 p.146) 

 

Once done, a clearer vision can be established upon auditing the firm’s resources and 

capabilities based on (1) strategic importance, and (2) relative strength which is the 

premise about discovering potential competitive advantage. Additionally, the strategic 

implications are, in relation to strengths, to reflect on how it can be capitalized more 

fully and efficiently. On the other hand, in regard to weaknesses, linking the 

outsourcing opportunities present on the external environment to operate more 

effectively. These opportunities are found in other organizations and competitors 

(Grant, 2016). Likewise, another strategic implication would be to correct these 

weaknesses by acquiring and developing resources and capabilities by cooperating with 

direct competitors (Grant, 2016).  

 

Moreover, a company resources can be outlined as being the capital, knowledge, 

technology, organizational institution, information, employees which are applied into 

the firm strategy and will create the value and profit by improving efficiency and 

effectiveness (Daft, 1983; Barney 1991). Porter (1981) suggested that company resource 

is the strength of the business which is used and reconfigured into the company 

development strategies. There is a long-term argument in the strategic management 

research that the company resources is the key determining factor of company’s strategy 

choice (Chang & Rhee, 2011). Filatotchev and Piesse (2009) also argued that a firm’s 

resources may cause different strategies choice to happen simultaneously impacting the 

flexibility of company’s strategy. Further, because of the complex nature of coopetition, 

it is necessary to develop capabilities. When looking at capabilities, it is crucial to have 

role flexibility in the way of a managerial attitude that can deal with different 

relationships and role simultaneously (Bengtsson and Johansson, 2014). Blomqvist and 

Levy (2006) present support on coopetitive capabilities that need to be set up in a clear 

way for cooperation between companies to be understandable for the parties involved. 

According to Fjeldstad et al. (2012), firms need to have an organizational structure that 

can be flexible to face internal and external environmental changes. In addition, the 

authors emphasized on further developing the organizational structure by having 
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principles for organizational relationships (Fjeldstad et al., 2012). That statement goes 

along with the ideas of Kate et al. (2002), stating that, based on principles, firm's’ 

capabilities could be structured and coordinated.  

 

Likewise, the size of the company is another important measurement of a company’s 

resources availability. The larger a company is, the more resources it can reach and 

produce; that is to say, for example, the fund, the talent pool, etc. (Mudambi & Zahra 

2007). Therefore, SMEs are usually less flexible with regards to the company resources. 

The lack of diversified profile concerning resources can lead SMEs to fail to achieve 

more market opportunities which then can lead to further predicament to accomplish 

their goals upon the market (Prashantham & Young, 2011). Accordingly, “early 

expansion will be facilitated by existing resources represented by stocks of knowledge 

and capital” (Prashantham & Young, 2011, p.275). 

 

2.3.2 The external environment  

The environmental models of competitive advantage (EMCA) developed by Barney 

(1991) highlights opportunities and threats as composing the external environment of 

the firm when operating an external analysis (figure 2). The external environment 

includes strategic industry factors having direct influences on firms, namely buyer and 

supplier power, the intensity of competition, industry and product market structure 

(Jansson, 2007). Jansson (2007) argues that companies, due to the fact they are not 

alone in terms of actors within a market, are very much dependent on the environment 

in which they operate. Following his argumentation, it can be understood that the 

external environment is made of two major contents: institutions and networks. Because 

of this circumstance, an approach linking strategy and environment is needed, which 

further need to be complemented with an adequate description of the given environment 

(Jansson, 2007). Similarly, Barney (1991) complement this vision by advancing that 

external strategic factors are influencing the selection and accumulation of resources 

within firms (figure 2). 

 

With respect to institutions, a firm’s institutional context involves different influences 

coming from the state, society, interfirm relations, and socially acceptable economic 

behavior (Jansson, 2007). It is further argued by Jansson (2007) and Conner (1991) that 

a firm’s sustainable advantage is relying on the capacity to handle the institutional 
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context when making resource decisions based on the motives of efficiency, 

effectiveness, and profitability. In addition, the network perspective completes the 

vision on the external environment by englobing customers, suppliers, and competitors 

which, when combined all together, can be outlined as being the stakeholder network 

(Jansson, 2007). Finally, it is argued that the wider external environment affecting the 

SMEs is made of more distant societal sectors which consist of the political and the 

legal system (Jansson, 2007). Companies usually have little means to interact with 

them; however, the influences these societal actors have on SMEs are significant. 

Additionally, Andrews (1971) suggested that strategy is the outcome emanating from 

the combination of organizational resources and the opportunities found in the external 

business environment which then can create profit for the company as well as facing to 

some extent risks. 

 

2.3.3 Sustainable competitive advantage 

The strategies deployed by a firm can be said to be effective when a creation of value is 

operated in society through economic value, social value, and natural value (Jansson, 

2007). Thereby, a company can claim to have achieved a sustainable competitive 

advantage when these afforested values have developed a favored position over the 

competitors. Competitive advantage is the key factor to win profit and occupy more 

market share. According to Barney (1986), the primary goal of companies is to try to 

find ways to maintain their competitive advantage and to keep increasing their position 

in the market. With the fierce competition and the international business development, 

the sustainability of competitive advantage has become the primal intent of each 

company. Reed and Defillippi (1999) argued that sustainability is linked to the planning 

horizons of the firm. As such, the question of "how long is sustainable" remains 

particularistic to each firm. For firms in a gradually evolving environment, planning 

horizons will be longer. Within this scenario, planned resource deployments aimed at 

sustaining advantage are the same as reinvesting in barriers to imitation. Barney (1991) 

suggested that companies achieve sustainable competitive advantage through using the 

strategies by exploiting their internal strengths and reflecting on the marketing and 

environment opportunities. Meanwhile reducing the external risks and the internal 

weakness. The majority of research on sustainable competitive advantage focus on 

identifying the company's internal strengths and weakness, and analyzing the external 
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opportunities and threats to figure out how these factors can be matched to the 

company's’ strategies (figure 2) (Barney, 1991; Grant, 2016; Jansson, 2007). 

 

In regard to Barney’s (1991, p.102) research, “a firm is said to have a sustained 

competitive advantage when it is implementing a value creating strategy not 

simultaneously being implemented by any current or potential competitors and when 

these other firms are unable to duplicate the benefits of this strategy”. The author also 

argues that a sustained competitive advantage does not mean that this advantage will 

last forever. It only implies that it will provide competitive capabilities which cannot be 

taken away by other companies through imitation activities. If a sustained competitive 

advantage cannot create and bring value to the company anymore, then it ought to be 

given up as it does not remain sustainable any longer. 

 

Additionally, compared to larger companies, most SMEs’ resources are limited by the 

liabilities of smallness and newness; therefore, SMEs are less competitive than larger 

companies (Bouncken et al., 2015). In addition, because of liabilities such as shortage of 

technology, financial support, limited administrative capacity, and inferior products, 

SMEs may fail to achieve business opportunities (Bengtsson and Johansson, 2014; 

Janssons and Sandberg, 2008). The lack of resources is an important weakness that 

SMEs can face which can further limit their ability to enter new markets. Moreover, a 

firm with larger resource endowment would be more likely to pursue strategies that may 

be difficult for its competitors to copy, which creates a sustainable competitive 

advantage (Bouncken et al., 2015; Janssons & Sandberg, 2008). 
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2.3.4 Moving from societal advantage to competitve advantage 

A previously mentioned, a sustainable business is formed by creating three major types 

of values according to the following formula (figure 4): 

 

 
 

Figure 4 Societal advantage and sustainable business (adapted from Jansson, 2007 p.151) 

 

The notion of societal advantage englobes three type of value a firm can generate on the 

market, which when they are combined together lead a company to have a sustainable 

business (Jansson, 2007). These three type of value are economic value, social value, 

and natural value. The economic value is referring to the amount that consumers are 

willing to pay in order to acquire a company product within an industry; whereas, social 

and natural value are highly inter-related and relates to the wider financial and non-

financial impacts. The combination of these three factors can be argued, based on the 

international business strategy model, as being the pillars of a sustainable business 

(Jansson, 2007).  

 

According to the international business strategy (IBS) model developed by Jansson 

(2007), the strategic approach starting with creating a sustainable business and 

thereafter leading to competitive advantage can be described as being a stepwise 

process. Following the IBS model, it can be argued that coopetition leads to further 

enhanced claims of responsibility, trustworthiness, and reliability based on the 

stakeholders (customers, suppliers, and competitors) social needs. The fulfillment of 

these claims lead a firm to be perceived as being reliable, responsible, and trustworthy; 

additionally, it contributes to having a positive influence on the societal values and rules 

within a given industry. These indicated increase in perceived societal advantages is 

necessary for a company to reach sustainable advantage and profitability as it leads to 

the creation of social and natural value. The higher the social and natural value are, the 

greater the societal advantage of a company is (Jansson, 2007). 

 

The next phase involves the process of moving from societal advantages to competitive 

advantage. The process here is to develop causal ambiguity, in the company 

organizational capability, in the sense of having long lasting advantages over 
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competitors that are not duplicable and transferable by any rivals on the market 

(Jansson, 2007). Organizational capability refers the capacity to apply the company’s 

resources to show responsibility, credibility, and trustworthiness (Jansson, 2007). 

Complex bundles of organizational capabilities, when not chiefly based on individual 

resources, are harder to duplicate; therefore, helping the company to create barriers to 

acquisition, imitation, and substitution of key resources or inputs (Barney, 1986, 1991, 

1994; Schoemaker and Amit, 1994). Concerning the Cleantech industry, that would 

mean demonstrating the added value created by the environmental and societal impacts 

(Patala et al., 2016).  Based on Patala et al. (2016, p.150) paper, it can be further 

supported that competitive advantage is attained “by integrating the direct economic 

benefits, and derivative economic benefits of reduced environmental and social impacts, 

as well as the benefits provided to the wider society”. 

 

The final step involves legitimacy gains arising from the company improved reputation 

(Jansson, 2007). Once a positive reputation is acquired, it is viewed as being an 

intangible resource of the company. Reputation, thereby, becomes a joint resource 

entrenched from both commercial and social resources. Consequently, it can be asserted 

that reputation is the linkage between the resources creating social and natural value, 

and the resources creating economic value; thus, “this characteristic of reputation make 

it possible to link societal advantage with competitive advantage” (Jansson, 2007, 

p.151). The benefits arising from an increased reputation are multiple, that is to say: 

differentiation advantage, enhancement of strategies opportunities for product 

differentiation, and increased strategic flexibility. A higher profitability, in comparison 

to competitors, is realized “if the societal advantages originating from the stakeholders’ 

value improve the competitive advantage” of the company (Jansson, 2007, p.152). 

Accordingly, it can be asserted that sustainable competitive advantage is obtained when 

the combination of multiple resources (i.e., brand, reputation, production, etc.) are 

creating economic value as well as societal and natural value, and contributing to 

establishing a sense of uniqueness hard to duplicate (Jansson, 2007). 
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2.4 Theoretical synthesis 

 
Figure 5 The international coopetitive business strategy (ICBS) model (authors’ own creation) 

Based on the previous sections conducted under the conceptual framework, the main 

concepts of the current study can be summarized into the International Coopetitive 

Business Strategy (ICBS) model (figure 5).  

 

The ICBS model is aligned with the study’s research purpose in the sense that the 

cooperative and competitive components of coopetition are highlighted through their 

respective characteristics. That is to say, the degree of complementarity, trust, and tie 

strength in regard to the cooperative continuum of coopetition (Bengtsson et al., 2010; 

Das & Teng, 2003; Pfeffer & Salancik, 1978; Bowling et al., 1996; Larsson et al., 1999; 
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Uzzi, 1996; Li & Ferreira, 2008; Chin et al., 2008; Anderson & Narus, 1990; Doney & 

Cannon, 1997; Gambetta, 1988; Mohamed et al., 2004; Granovetter, 1973; Marsden & 

Campbell, 1984; Shi et al., 2009; Kotabe et al., 2003; Squire et al., 2009; Friedkin, 

1990; Marsden & Campbell, 2012; Jack, 2005); in addition to the degree of structural 

symmetry and proximity, level of hostility, and intensity of competition for the 

competitive continuum of coopetition (Bengtsson et al., 2010; Chen, 1996; Gnyawali & 

Madhavan, 2001; Scherer, 1980; Bengtsson, 1998; Ferrier, 2001; Chen et al., 2007; 

Bengtsson, 2010; Porac et al., 1995; Easton & Araujo; 1992; Caves & Porter, 1977; 

Smith et al., 1997; Easton, 1987; Bengtsson & Sölvell, 2004; Ye et al., 2014; Porter, 

1980). It is also important to emphasised that a strong cooperation can be characterized 

by high degrees of complementarity, trust, and tie strength, whereas a weak cooperation 

is characterized by low scores in these dimensions. Concerning competition, it is a high 

degree of symmetry, coupled with high intensity in competition and high degrees of 

hostility that indicate a strong competition, while low numbers in these factors denotes a 

weak competition. 

 

The vision brought by the ICBS model helps to understand how SMEs are inclined to 

use coopetitive strategic relationship inside their business network; as coopetition, in 

this study, is viewed as the matching strategy linking the internal environment of the 

company (strength and weakness) with the external environment (opportunity and 

threat) in furtherance of remaining competitive on the market. SMEs are believed to 

cooperate with competitors to counterbalance their weaknesses or to further reinforced 

their strengths with the aim of seizing opportunities or reducing the degree of threats 

they are facing on the market. The resource based model (RBM) and the environmental 

models of competitive advantage (EMCA), as introduced by Barney (1991), are the 

focal point for conducting an internal and external analysis, and are intercorrelated as 

the external strategic factors are influencing the selection and accumulation of resources 

within firms. 

 

Furthermore, due to common liabilities faced by SMEs (i.e., smallness, newness, 

limited market presence, and lack of key resources), the conceptual model implies that 

coopetition is used to overcomes these challenges and to further a develop sustainable 

business which then leads to competitive advantage. The process of developing 



 

 

 

26 

competitive is done in a stepwise manner and relinquishes on developing three type of 

values: economic value, social value, and natural value. Once these values are 

established, it leads to enhanced claims of responsibility, trustworthiness, and 

reliability perceived by the stakeholders. At this point, a company has achieved 

sustainable business (Jansson, 2007; Barney, 1986, 1991; Reed & Defillippi, 1999; 

Grant, 2016; Bouncken et al., 2015; Jansson & Sandberg, 2008). 

 

To move on having competitive advantage, SMEs need to integrate the economic, social 

and natural benefits deriving from the combination of the multiple resources, 

originating from both the company and the coopetitive relationships, to build a value-

creating strategy that would be beyond the bounds of possibility for any current or 

potential competitors to duplicate (Barney, 1986, 1991, 1994; Conner, 1991; Grant, 

2016; Jansson, 2007; Patala et al., 2016; Schoemaker & Amit, 1994). 
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3 Methodology 
“You give before you get” - Napoleon Hill 

 

In this chapter, an explanation of the methodology that was applied in the current 

research is operated. It starts with the introduction of the research approach, research 

method, and research strategy. Afterward, in the research strategy section, a full 

statement on how the design of the case and the selection of case companies were done 

can be found. Then the next section shows the detailed process of data collection and 

data analysis. Finally, the discussion is examining the research quality by addressing 

internal validity, external validity, and reliability. 

 

3.1 Research approach 

Alvesson and Sköldberg (2009) identified induction, deduction, and abduction as being 

the three main research approaches when conducting a research study. With the 

inductive approach, the researchers collect the data from real-world phenomenon and 

then build the concepts, theories or hypotheses to address the said phenomenon 

(Merriam and Tisdell, 2016). Brinkmann and Kvale (2015) suggested that induction is 

the process of conducting the research on a certain number of cases, then generalizing 

the findings. In contrast, the deductive approach is starting from general theories, then 

testing it in the real-world to pursue the modification of the forenamed theories 

(Brinkmann and Kvale, 2015). Flyvbjerg (2006) pointed out that the qualitative research 

approach can work with deduction by using the single cases as the platform to verify if 

the theory is valid or not. Additionally, the abductive approach can also be operated 

when conducting a research. To reframe abduction, it is a form of reasoning that is used 

in an uncertain situation when the adequate explanation and understanding are needed to 

be developed (Brinkmann and Kvale, 2015). Dubois and Gadde (2002) stated that 

abductive is the combination of deductive and inductive approach. Similarly to the 

inductive approach, the abductive approach dawns on empirical data, but the differences 

reside in the fact that abduction does not disband theoretical preconceptions which are 

the contribution of the deductive approach (Alvesson and Sköldberg, 2009). 

 

In this paper, the research is mainly conducted through an abductive approach. First, the 

conceptual framework was built in a deductive approach which was based on the 

current coopetition theories and was thereafter applied to the Swedish cleantech SMEs 
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context in order to test it. Furthermore, based on the literature review on coopetition, the 

interaction between coopetition and matching strategy was found to be of context in 

regard to Swedish SMEs. This has led to the creation of a new conceptual framework 

based on empirical evidence and the current literature on coopetition, strategy, and 

competitive advantages.  

 

To pursue a holistic and realistic research, the abductive approach shows a higher 

compliance to these forementioned notions (Alvesson and Sköldberg, 2009). Alvesson 

and Sköldberg (2009) further suggested that the abductive approach requires a 

continuous switch between previous theories and empirical data. The transition between 

empirical data and theories can help researchers to broaden their understanding of both 

data and theories. This assumption is relying on the fact that the investigators of a 

phenomenon cannot fully understand the said phenomenon if they only rely on either 

data or theories (Dubois and Gadde, 2002). In addition, it is very difficult to know in 

advance what must be included in the study, because an unresolved question is being 

covered. 

 

According to Dubois and Gadde (2002), the abductive approach is the most favorable 

method for exploring something new, such as new differences and drives. The 

abductive approach can be seen as the continuation of a “grounded theory”, based on 

established theories, developing new concepts and perfecting the current theories 

models rather than only testing current theories. Furthermore, the abductive approach 

does not seek to valid theories like the deductive approach (Merriam and Tisdell, 2016). 

The deductive approach is related on discovering propositions from existing theory and 

proving it in the current world. When conducting a study relying on abductive approach, 

the original framework can be modified at any time by going back and forth between 

theory and data, because of unexpected empirical results, but also due to new theoretical 

insights (Strauss and Corbin, 2008; Glaser and Strauss 2006). This approach creates a 

fruitful cross-fertilization in which new combinations are developed by establishing a 

theoretical model and a new conceptual mix derived from realistic confrontation 

(Strauss and Corbin, 2008). 
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3.2 Research method 

The use of either qualitative or quantitative approach is another topic of consideration 

(Alvesson and Sköldberg, 2009). The adoption of both combinations can also be 

plausible (Creswell, 2013). The quantitative method aims at demonstrating current 

hypothesis, while on the other hand, the qualitative approach is designed at providing 

hypotheses and investigating them (Alvesson and Sköldberg, 2009). Silverman (2013) 

argues that a research problem can never be perfectly approached by any of the above 

research strategies. Alvesson and Sköldberg (2009) further appeal that researchers 

should start by looking at the research questions and purpose, and from there, choose 

either method. In accordance with the aim of our study, the qualitative approach is the 

more suitable approach.  

 

When it comes to qualitative research, the case study is the prime means to achieve the 

purpose of a given research questions (Yin, 2014). Likewise, the case study is a perfect 

tool to describe, illustrate, evaluate, explore and explain an actual circumstance or case 

that revolves around “how” questions (Yin, 2014; Leonard-Barton, 1990). This is even 

more appropriate when the contextual characteristics of a phenomenon need to be 

further investigated (Yin, 2014). The description of a process and its contextual factors 

is the main focus of the case study as it thrives on offering insights to the 

comprehension of a phenomenon (Merriam and Tisdell, 2016). While the case study 

holds the above-mentioned benefits, it also has drawbacks. These drawbacks include the 

researchers' visions that can lead to some degree of biases, the generalization process 

being difficult to transfer to a larger scale, the reliability and validity of the case being 

questionable, and the length of the study being an issue for the researchers (Yin, 2014; 

Merriam, 1998). Finally, Merriam and Tisdell (2016) operated a distinction between 

descriptive, interpretative, and evaluative case studies. 

 

Additionally, when it comes to choosing the direction of a case study, the choice 

between a single or multiple case studies need to be operated (Yin, 2014).  The multiple 

cases studies methods, also known as cross-case or collective studies, offer the benefit 

of analyzing data from different cases, providing cross-comparison and further insights 

(Merriam and Tisdell, 2016). It also increases the possible generalization of a given 

phenomenon (Eisenhardt, 1989), because a single-case study has limited evidence to 
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test the degree of the generalization of the research result. Thereby, Leonard (1990) 

suggested that the multiple cases study method also increases the credibility and 

reliability of the research. Based on Eisenhardt and Graebner (2007)’s research, the 

multiple case research approach uses the empirical study to surpass individual case 

research as well as seeking for a deeper construction of the theory contribution. 

 

Yin (2014) suggested that in order to ensure strong credibility and persuasion in the 

study result, the researchers need to consider which type and number of cases that must 

be involved in the research process. Therefore, Yin (2014) also claimed that the 

standard of filtrating cases should be really strict and comprehensive, and it must be 

conducted in a replication structure instead of a sampling rationale. Nonetheless, Mayer 

(2001) raised a different opinion, as he argues that in order to get reasonable 

explanations of the research findings, the multiple case study approach should be 

conducted with a fixed number of cases according to the research questions and the 

purpose. Furthermore, the emphasis on the analysis of an appropriate number of cases 

shows to be more efficient than including lots of cases, but with the drawbacks of then 

only having a superficial analysis. Thus, synthesizing these two authors viewpoints, 

eight Swedish SMEs were investigated in the current research. This is likewise in 

accordance with Eisenhardt (1989)’s suggestion that an ideal number of a multiple case 

study is between four to ten.  

 

In addition, usually, researchers who use qualitative method work with the purposive 

way to choose the cases instead of sampling and random methods (Silverman, 2010; 

Denzin and Lincoln, 2003). The cases should be chosen based on the organization, 

actors, situations in which the research targets and results most probably happen. 

Moreover, Silverman (2010) also affirmed that the purposive sampling requires rigorous 

thoughts of the parameters when it comes down to the number that is included in the 

research; on the ground that, this is a precondition when choosing sample cases. 

 

About our study, one international project raised by the European Union was first 

selected in order to conduct a sample interview because it was thoroughly related to our 

research purpose. This project was called “Cleantech Scandinavia”, and aimed at 

providing a knowledge-sharing platform for Swedish companies operating in the 



 

 

 

31 

Cleantech industry. This first interview was conducted with the intention of helping us 

to get a better understanding of the actors and dynamics present in the Cleantech market 

in Sweden, and to have further insights. 

 

Therefore, in order for the study to remain efficient and to narrow the scope, a number 

of criteria need to be defined. Firstly, the companies need to be Swedish SMEs. 

Secondly, they need to be selling Cleantech products or services. Finally, they need to 

have competing and cooperating activities happening in the Cleantech industry.  

 

3.3 Research strategy 

According to Yin (2014), there are five choices when it comes down to the research 

strategy which are experiment, survey, archival analysis, history and case studies. 

Moreover, about the conditions of choosing a research strategy, as further stated by the 

author:” The three conditions consist of (a) the type of research question posed, (b) the 

extent of control a researcher has over actual behavioral events, and (c) the degree of 

focus on contemporary as opposed to entirely historical events” (Yin, 2014, p.9). Based 

on the first standard, experiment, history and case studies usually are accord with “why 

“and “how “question mode. A history is more suitable for when the research is in a no 

access or no control situation; whereas, the experiment is more related to a situation 

where the researcher is more confident about controlling a precise behavior directly and 

systematically. The case study is a better choice when using established theory in order 

to investigate current events and phenomena which are based on a real-world situation; 

moreover, it shows to be more efficient when it is hard to distinguish the 

circumscription between the context and phenomenon (Yin, 2014). 

 

Yin and Davis, (2007) also suggested that the case-study is a better fit when researchers 

need to understand a real-world situation as well as understanding important contextual 

conditions related to the case. Hence, in this paper, the case study was chosen as the 

research strategy, because of the need to get deeper understandings of how coopetition 

strategy can be the matching strategy between the internal environment and external 

environment of Swedish SMEs in the Cleantech industry, and how it can further lead to 

sustained competitive advantages. This is directly related to Yin (2014) statement about 

the case study starting from empirical inquiries with “why” and “how” questions, while 
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at the same time, examining the relationship between a said phenomenon and its real-

world context. 

 

3.3.1 Case study design 

Yin (2014, p.26) stated that “every empirical study has an implicit, if not explicit, 

research design”. A case study design plays an important role in the research because it 

includes a logical link which guides the study starting from the data collection to the 

sketch of the conclusion; as well as showing the clear direction about how to answer the 

initial research question. According to Yin (2014) there are four approaches to design a 

case study which shows to be working as two pairs: (1) the single-case research method 

and the multiple-case research method, (2) the holistic way and the embedded way 

which means you can choose a holistic design with the whole unit or the embedded 

design in several units in one case. Merriam and Tisdell (2009) mentioned that the 

multiple-case study collects the information from different cases while the single-case 

study gathers data from a single source and may include several sub-units. Usually, a 

case study has some shortcomings, viz.: (1) a case study method is more explorative by 

nature in comparison to other research methods, (2) a lack of generalization emanating 

from the case (Yin 2014). Hence, Yin (2014) argues that most multiple-case studies are 

more efficient than single-case study, as it is better to use combination methods to do 

the case study. Dubois and Gadde (2002) also supported that multiple case study 

includes different data sources from several companies which can offer a more 

comprehensive sight for research direction and increase the generalization of the theory. 

The multiple cases study can increase the exactness, reliability, internal and external 

validity of the research (Merriam and Tisdell, 2016).  

 

In summary, in this paper, the combination of multiple cases with the embedded method 

appears to be the most appropriate way to conduct the current research. Because 

coopetition activities include complex and paradoxical interactions between competitive 

and cooperative activities happening simultaneously, the multiple-case study will be 

better to conduct the research. It can enlarge the scale of the information sources and 

lead to discovering common phenomena among the targeted Swedish SMEs. 

Furthermore, the multiple-case can lead to cross-comparison among the different cases 

when analyzing the data collected; thereby, leading to increasing the credibility of the 
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outcome. Based on the theory reviewed, the single case is more used to test theory and 

particular real-world phenomena (Merriam and Tisdell, 2016); however, our study does 

not only test the theory but also aimed at discovering, through a thorough analysis of 

coopetition among the Swedish SMEs in the Cleantech industry, new development of 

established theory as developed in the current conceptual framework. Hence, the single-

case study is not suitable for this case research and in regard to our purpose of 

describing the cooperative and competitive activities happening of SMEs inside the 

Swedish Cleantech industry, and analyzing how coopetition can be implemented by 

SMEs as a strategy to develop sustainable competitive advantage, the multiple-case 

study is the most fitted choice. 

 

3.3.2 Selection of company 

Silverman (2013) advocated that in qualitative methods of data collection, the selection 

of cases should be done in accordance with the theories chosen in a conceptual 

framework which will lead to being proven and examined by the researchers. 

Furthermore, Merriam and Tisdell, (2016) suggested that the choice of cases should be 

based on conveniences such as the time frame available to conduct the study, the 

location, and the possibility of having interview responses. They also advised that in 

order to get efficient on the selection of the case companies, the standard should be built 

as the guideline. Likewise, Denscombe (2009) pointed out that when establishing the 

boundaries of the case companies, it is of importance to distinguish the type of targeted 

company. Dubois and Gadde (2002) also supported this view, they illustrated that the 

delimitation of boundaries plays a decisive role on the consequence of the research. 

According to Silverman (2013) there are three ways to proceed the case selection in 

practice: (1) purposive sampling which is led by resources and time; (2) theoretical 

sampling which is quite similar to purposive sampling, but defined as a theoretical 

guideline; (3) a single case which more focus on exploring the generalizability of case. 

To ensure the consistency and efficiency of the data collection, a combination of 

purposive sampling and theoretical sampling way was chosen in order to identify the 

needed cases in our research. 

 

Firstly, according to our conceptual framework, SMEs were chosen as the research 

target, because based on formal research on coopetition, it has been found that 
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coopetitive activities happen more often among SMEs. Moreover, the definition used to 

characterize SMEs was the number of employees, which according to the European 

Commission’s standard should range between 1 to 250 workers for a company to be 

identified as SMEs. 

 

Secondly, based on the convenience of achieving cases (Merriam and Tisdell, 2016) and 

with the aim of benefiting from insights from an experienced person in the Cleantech 

industry, a first preliminary interview was conducted with the Project manager of 

‘Cleantech Scandinavia’ named Kristina Sjögren and member of IUC Kalmar AB. 

‘Cleantech Scandinavia’ projects focusing on gathering Swedish energy companies 

around a platform where the sharing of knowledge and the connection between 

companies would be made easier. It aimed at promoting the development of clean 

technology in Sweden and seeing Swedish firms overcomes the challenges faced by the 

Cleantech market by enabling cooperation. Following this step, standing on purposive 

sampling (Silverman 2013), the study was further narrowed down to Swedish SMEs 

operating in the Swedish Cleantech industry. 

 

The following table (table 1) includes all the companies interviewed throughout the 

research: 

 

Table 1 Interview trail 

Company Location Employees 

number 
Products Interviewee Interview 

date 
Interview 

method/length 
IUC Kalmar 21 Cleantech 

technology 

sharing 

platform 

Kristina Sjögren 

(Project 

manager) 

6th April Phone /44min 

Soliga 

Energi 

AB 

Stockholm 3 full time + 

4 part-time 
Solar energy 

production 

systems 

Wilhelm Myrer 

(Chairman and 

CEO) 

27th April Skype/47min 

SenSiC 

AB 
Stockholm 3 Gas sensors 

for extreme 

temperature 

applications 

Bo Hammarlund 

(Chairman and 

co-founder) 

2nd May Skype/34min 

Cleanergy 

AB 
Göteborg 90 Concentrated 

Solar Power 
Lars Gustavsson 

(Innovation 

manager) 

3rd May Skype/33min 

TTM 

Energipro

dukter 

AB 

Kalmar 25 Heating 

related 

products 

Magnus 

Davidsson 

(Managing 

director) 

9th May Face-to-face / 

55min 
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Kalmar 

Energi 

Värme 

AB 

Kalmar 90 Heating 

solution 

products 

Fredrik Sternér 

(Sales manager) 
11th May Face-to-face / 

80min 

Reglertek

niska 

Ingenjörs

byrån AB 

Kalmar 3 Training 

products and 

training course 

Erik Andersson 

(Vice-president) 
10th May Skype/41min 

Ariterm 

AB 
Kalmar 80 Pellet heating Staffan 

Lundegårdh 

(Managing 

director) 

9th May Face-to -face/ 

60min 

 

3.4 Data collection 

Alvesson and Sköldberg (2009) advocate that the empirical data is the precondition for 

developing a thoughtful research and refer to data in the following terms: “Data in 

grounded theory can be described in vague terms as something empirical, often some 

events, often in the form of an incident, often in the form of some social interaction” 

(Alvesson and Sköldberg, 2009, p.61). As the prerequisite of theory, considering where 

can the data be found and how it can be collected is really important. Usually, data 

collection can be divided into primary data collection and secondary data. According to 

Yin (2014), there are six various sources for achieving the data collection: direct 

observation, participant-observation, physical artifacts, archival records, documents, and 

interviews. In this paper, both primary data collection and secondary data collection 

method are applied. 

 

3.4.1 Secondary data collection 

According to Sørensen et al. (1996), secondary data can be identified as the data which 

are collected without the specific research purpose. The main benefit of using secondary 

data is to save the study time and cost because the credibility of data sources has been 

already proved. Moreover, the size and the representativeness of the sample can also be 

controlled which can reduce the possibility of recall and deviation of the diagnostic 

process in research (Sørensen et al., 1996). However, the shortcoming of secondary data 

is usually about the choice and the quality that has been already produced for the 

purpose of another formal study controlled by other researchers, and which also makes 

the credibility difficult to examine (Merriam and Tisdell, 2016). Usually, secondary 

data are used for (1) describing the historical and current attributes, (2) conducting the 

comparative research, (3) reanalyzing or developing a new theory, (4) teaching and 
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learning, (5) research design and methodological advancement (Hox and Boeije, 2005). 

In our research, the secondary data only played a small role which enabled us to get the 

understanding of the current Swedish SMEs context and developing the new theory 

model based on coopetition and sustainable competitive advantage. The secondary data 

were collected from established articles, the company's website, and international 

conferences report such as SPIN Country Report Sweden (2010). 

 

3.4.2 Primary data collection 

In comparison to the secondary data, the primary data collection usually is conducted 

with specific research purposes (Merriam and Tisdell, 2016). Usually, the primary data 

collection can include interviews, experiment, social survey and focus group (Hox and 

Boeije, 2005; Schensul, 1999). In this paper, primary data were chosen as being the 

main data collection approach. Furthermore, interviews were chosen to collect primary 

data. The interviews were conducted with CEOs, managing directors, chairman, and a 

sales director in order to collect information from persons responsible for the company's 

development and business strategy with the aim of achieving a deeper understanding of 

their companies cooperative and competitive activities, internal and external 

environment, and their future management strategy. Those data are direct 

representations of the current Swedish SMEs development in the Cleantech industry 

which can increase the practical significance both on the theory area and real-world 

managerial implication. 

 

3.4.2.1 Interview 

Yin (2014) suggested that the interview mode of data collection is one of the most 

crucial sources of primary data and is frequently utilized in case study research. 

Silverman (2013) also supported that interviews are the most common way to gather 

information; moreover, compared to the survey research, interviews can jump out of 

predetermined patterns. Although the interview questions are always made based on the 

theory inquiry and the research question, the answers collected are usually more fluid 

(Rubin & Rubin 2011). The open-ended form of questions can increase the reality of the 

data and information by enabling interviewees to further express their ideas. Brinkmann 

and Kvale (2015) stated there are three types of interviews: structured interviews, 

unstructured interviews, and semi-structured interviews. A structured interview usually 
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includes a fixed list of questions which makes the interviewees’ answers easy to code; 

however, it has the limitation of the length and lacks flexibility. Unstructured interviews 

are more like a conservation without any fixed way to ask questions which gives a sense 

of collecting information in a more open-minded manner by letting the interviewees 

more freely express themselves; nonetheless, it is easy to lose focus and step out of the 

study direction. A semi-structured interview is more comprehensive and flexible. It 

includes a have a list of premade questions, but during the process of collecting 

information, there are some adjustments that can be made based on the response from 

the interviewee. In addition, it can easily encourage the interviewee to share more 

information to help the researcher cover some parts which are missing in the research 

strategy (Brinkmann and Kvale, 2015). Hence in our paper, the semi-structured 

interview approach was chosen. 

 

In order to ensure the prescribed quality of the interviews, a substantial amount of 

preparatory works were done. Firstly, two waves of interview requests were sent 

through email to targeted companies (Appendix B and C). Each wave were including 

around 20 companies selected based on the criterion mentioned in the previous 3.3.2 

section; the list of the companies contacted can be found in Appendix A. In the first 

wave of invitations, three companies responded positively to our interview request; and 

in the second wave, two additional companies responded to our study inquiry and 

confirmed their participation. To further ensure a legitimate number of empirical data to 

support the research, three other companies, based in Kalmar, were contacted in person 

at their office which led to two supplementary firms confirming their participation to 

our research. Secondly, during the time frame set for companies to respond to our 

inquiry, a list of interview questions was designed according to the current research 

question and conceptual framework (Appendix D). The questions were adjusted 

rigorously to ensure that they were meeting the research question correctly. 

Furthermore, the aforementioned questions were sent to our supervisors to additionally 

receive comments and suggestion. Finally, for the empirical data collection, eight 

interviews were conducted in total which includes one phone interview, three face-to-

face interviews, and four Skype interviews. To avoid missing crucial data, every 

interview were recorded and transcribed afterward. The transcriptions were also sent to 

the interviewees to assess their precise content and to receive further feedbacks to avoid 
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any misunderstanding. This way of operating was made in order to increase the 

credibility and reliability of the current paper. 

 

3.4.2.2 Operationalization 

It is of importance to turn the notions that have been established as being crucial and 

further turn them into well-grounded concepts in order to express in simplified manners 

the research’s objectives; that is the aim of the operationalization process (Saunders et 

al., 2012). The process requires developing questions that are linked to these forenamed 

concepts and subconcepts developed through the conceptual framework found in this 

study. Thereby, the operationalization of the theoretical model will serve its function of 

guideline to gain the insight needed when interviewing the targeted companies and 

fulfill the purpose of the study.  

 

Further, the formulation of the questions found in the interview guideline (Appendix D) 

was developed with the current research purposes in mind; namely, exploring the 

coopetitive activities among SMEs operating in the Cleantech industry in Sweden. 

Therefore, it is essential to understand the competitive and cooperative activities at 

work, among the companies interviewed, to unravel coopetition. In order to do so, the 

current study divides coopetition into two different continua: the competitive 

continuum, and the cooperative continuum. Each of these aforesaid continua is sub-

divided into three sub-concepts, viz.,  the degree of structural symmetry and proximity 

between competitors, the level of hostility, the intensity of competition for the 

competition continuum; and degree of complementarity, trust, and tie strength for the 

cooperation continuum. Moreover, the notions of internal environment, external 

environment, and strategy are used to investigate the process of competitive advantages 

and sustained business as expressed in the conceptual framework. 
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By taking into consideration the conceptual framework previously discussed, the 

following operationalization table (Table 2) highlights the concepts and subconcepts 

expressed throughout our interview guideline (Appendix D).  

 
Table 2 Operationalization process and theoretical alignment 

Concepts Sub-concepts Categories Questions 

Competition 

continuum 

Degree of structural symmetry and 

proximity between competitors 

B - D B3, B4, D5 

Level of hostility B - E B7, B8, E2 

Intensity of competition B - C B1, B2, B5, 

B6, C5 

Cooperation 

continuum 

Degree of complementarity C - D - E C1, C2, C3, 

C5, D5, E1 

Trust   

C 

C6, C7 

Tie strength C2a, C2b, C2c, 

C4, 

Internal 

environment 

Strength D - F D1, D2, D3, 

F2, F3 

Weakness D D4, D5 

External 

environment 

Opportunity  

E 

E1, E4 

Threat E2, E3 

Strategy  F F1, F2, F3, F4, 

F5 
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3.5 Data analysis 

In the design of a case study, the data analysis is the most challengeable part, because it 

is most easily neglected (Yin, 2014). The author witnessed that generally at the start of a 

case study, a clear strategy or method on how to conduct an analysis of the collected 

data has been found lacking for a number of researchers. Following this perception, 

Merriam and Tisdell (2016) suggested that data analysis should be the main part of the 

research as it is the most supportive section in regards to theory development. The 

authors also advised on relying on inductive and comparative method when conducting 

data analysis. Additionally, Dubois and Gadde (2002) recommended a systematic 

combining analysis which should be matching back and forth between frames, data 

sources, and analytics. According to Yin (2014), a thorough data analysis process 

should be examining, categorizing, tabulating, testing or recombining evidence based on 

a deductive approach.  

 

According to Yin (2014), there is five various techniques for conducting an efficient 

data analysis: (1) pattern matching, (2) explanation building, (3) time-series analysis, 

(4) logic models, and (5) cross-case synthesis. In the current paper, the choice of 

conducting an abductive approach to operate data analysis was made.  

 

Through the collection, transcription, and summary of interviews, a combination of the 

empirical phenomena with the coopetition theory developed in the current conceptual 

framework has been used when analyzing the information collected. Then through 

categorizing and examining the empirical data, pieces of evidence were recombined in 

order to test the validity of our theory development. Meanwhile, a case-cross synthesis 

was used to conduct comparison among case companies which helped to get a better 

understanding of the coopetition phenomena among the Swedish SMEs in the Cleantech 

industry as well as adjusting the ICBS model. 

 

3.6 Quality of research 

Since each research proceeds a series of logical strategy and tactics, there should be a 

corresponding logical method to examine and test the credibility, trustworthiness, 

confirmability and data dependability (Yin, 2014). In order to test the quality of 
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research, Yin (2014) advocated for the researchers to rely on validity and reliability 

which are the most common standard in testing a research quality. In this paper, the 

focus is mainly on internal, external validity, and the reliability aspects to reach a 

valuable quality of research. 

 

3.6.1 Internal validity 

According to Brinkmann and Kvale (2015), in qualitative research, validity is identified 

as a factor that evaluates to what extent findings come from a real-world phenomenon, 

as well as how much credibility is based on the empirical data collection. Furthermore, 

internal validity refers to the level of consideration taken into account by researchers, 

along with factors that identify if a phenomenon was caused by other conditions or 

phenomena (Yin, 2014). Brinkmann and Kvale (2015) consider validity in qualitative 

research as being harder to demonstrate than in quantitative research. Firstly, because 

there are a vast number of different factors that could influence the result of the 

collected data; therefore, leading to a difficulty to correctly set up a specific social 

environment. Secondly, the presence of bias in data collection caused by the direct 

involvement of researchers. Three main methods can be used to increase credibility 

when collecting data: (1) through interviewee validation by giving transcriptions back to 

the interviewees and asking for feedbacks; (2) by having grounded data collected by 

spending time on identifying sources of data in fieldwork and by conducting a detailed 

examination of text and visual image; and (3) through triangulation which includes 

methodology, data and investigator triangulation (Brinkmann and Kvale, 2015). In this 

paper, both interviewee validation and investigator triangulation methods were used to 

showing the utmost extent validity in our findings. This was done by having two 

researchers involved in the data collection and in every interview in order to 

counterbalance personal bias. Besides, every interview was recorded and a transcription 

of each record was made. These transcriptions were sent back to the interviewees in 

order to receive their feedbacks to further enhanced the credibility of the said 

transcriptions. 

 

3.6.2 External validity 

The external validity refers to the theory generalization which means towards how much 

extent could the findings be adopted and applied in different contexts. Qualitative 
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research is usually conducted with a relatively small number of cases; hence, the 

external validity is always difficult to argue. Yin (2014) suggested organizing questions 

in a “why” and “how” manner which helps to increase generalization and external 

validity. Brinkmann and Kvale, (2015) argued that theory generalization of qualitative 

research should be identified as how far the findings can be transferable to other 

settings. This means that the standard upon which external validity of smaller samples 

relies on should be based on transferability instead of generalization: “the majority of 

qualitative researchers believed that the generalizability is based on the statistical 

probability of some aspect of the data recurring elsewhere [...] Research based on 

small numbers and qualitative data needs an alternative way of addressing the issue. 

This alternative way is what Lincoln and Guba (1985) have called “transferability” 

(Brinkmann and Kvale, 2015, p.299).  

 

In the current paper, in order to attain transferability for external validity, during the 

research design process, a rigorous attention was given by thoroughly choosing the 

study cases and by examining the chosen theory repeatedly through a review of the 

literature on coopetition, sustainable competitive advantage, Swedish SMEs, and in the 

Cleantech industry. 

 

3.6.3 Reliability 

Yin (2014) suggested reliability should be the final assessment toward examining if the 

research could be conducted again, and to what extent the findings and conclusions are 

similar to each other. Brinkmann and Kvale (2015) believed the qualitative research is 

including subjective consciousness to some degree caused by the own perception and 

understanding of the researchers of the interwiewee’s statement. If this subjective 

consciousness bias is significant, then the replications of findings will be low. 

Moreover, according to Yin (2014, p.49): “the goal of reliability is to minimize the 

errors and biases in study”.  

 

Yin (2014) advised that researchers should keep a detailed documentation and record 

about how the whole research process was conducted, and how the final findings were 

collected in order to carry out a reliable investigation. He also suggested two main 

tactics as every research process should be opened to an audit: (1) using a case study 
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protocol, and (2) establishing a case study database. Brinkmann and Kvale (2015) 

further advocated that the investigators should follow a well-defined audit trail, and the 

assessment of the aforementioned audit trail and decision-making should be related to 

data collection and analysis.  

 

In this paper, a detailed explanation was operated on each section of the methodology 

chapter about the selection of companies, the data collection, the interview questions, 

the method of data analysis and so forth. In addition, the original recording of every 

interview along with their transcription has been kept as a database. 
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4 Empirical findings 
“If you know the enemy and know yourself, you will not be imperilled in a hundred battles.” - Sun Tzu 

 

This chapter gathers the interview results from seven different Swedish Cleantech 

companies: Soliga Energi AB, SenSiC AB, Cleanergy AB, TTM Energiprodukter AB, 

Kalmar Energi Värme AB, Reglertekniska Ingenjörsbyrån AB, and Ariterm AB. The 

data were collected through three face-to-face interviews, and four Skype interviews. In 

accordance with the conceptual framework, the companies are introduced based on 

four dimensions, that is to say: the competitive continuum, the cooperative continuum, 

the internal environment, and the external environment. 

 

4.1 Soliga Energi AB 

Soliga Energi AB is a newly established Swedish solar energy company.  The company 

sells and leases solar systems through a 20 years leasing contract. Currently, Soliga 

Energi AB has three full-time employees and four part-time employees, along with 

three founders. The founders have previous experiences and working background 

relating to the oil industry. It is only recently that these aforementioned founders have 

decided to make the jump toward clean technology as they witness a growing demand 

for solar solutions in Sweden. The firm is mainly focusing on Scandinavian countries. 

The philosophy of the company is to make solar energy technology easy and affordable 

for customers. 

 

4.1.1 Competitive continuum 

As the solar energy market is a relatively new booming industry, the list of competitors 

that Soliga is facing is quite fragmented (Myrer). The solar business is made of 

numerous small players who are dominant and known in the market. In Sweden, “it is 

probably a hundred and fifty different solars company doing different kind of rooftop 

solar” (Myrer). At the moment, there are no companies really dominating the Swedish 

market, although some are larger than others. The competitive activities mainly take 

places upon the price offered, since “in solar it is mainly the price that has been the big 

thing, everybody talks about the quality, but I think that for anyone who is investing it 

comes down to the price in the end” (Myrer). Nevertheless, some companies still 

attempt to operate a differentiation upon the services delivered. That is to say offering 
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installation services and financing solutions. When it comes to the differentiation 

between Soliga and its competitors, the company was an early mover in Sweden upon 

delivering leasing solutions to households. Furthermore, among the companies selling 

solar systems, a very large majority of them are local electricity companies and “they do 

not have marketing strategies” (Myrer). These smaller companies are “more dependent 

on words of mouth and local marketing” (Myrer), and Soliga has a different perspective 

with the aim of becoming a national leader in Sweden. Nevertheless, in regard to how 

similar Soliga is to their competitors in terms of resources and profile, it can be said that 

“everyone delivers pretty equals products” and that “the whole supply chains and the 

outcome of the products to the customer is pretty similar” as the industry is very 

standardized (Myrer). From an intensity in competition perspective, the CEO evaluates 

the company as evolving in a rather friendly environment with a score of five out of ten 

and stating that “they’re getting more and more competitors, but it is not an issue, the 

demand is really higher than the offer”. Although, there are still some competitors in 

regard to whom the company remains hostile; therefore, the company does not 

“necessarily cooperate as much with them as you can do with the others small ones, 

who are less ambitious” (Myrer). Yet, Soliga on its end is mainly seen as being 

friendly, which pretty much reflect the stage where the industry is.  

 

4.1.2 Cooperative continuum 

Soliga has several different cooperative activities going on. The company regularly use 

competitors when it comes to the installation of the solar panel. These competitors are 

essentially local companies. Cooperation on inputs activities also involves the 

importation of solar panel from international companies as Soliga maintain positive 

relationship and connection with their international network. The company also sells, in 

their products portfolio, solar system sourced from their competitors as the company is 

still relatively new. Thereby, “there is no lack of customers, so it is still beneficial to 

cooperate, so everyone benefits from it” (Myrer). In regard to cooperation happening in 

output activities, the company has not yet formulated anything about it. However, the 

firm seems open to further operate cooperative activities as it appears to have a high 

demand for leasing solutions in solar systems, and as “others companies delivering 

solar systems have asked if they could sell our leasing products” (Myrer). The 

cooperation further happens on technical know-how, the degrees of experience and 
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expertise, conferences, sourcing, and on word of mouth as “some of the others 

companies tell the customers about the leasing options” (Myrer). Moreover, these 

cooperative activities have been going on since the launch of Soliga. Concerning the 

frequency of contact, Soliga gets in touch with the cooperators between once or twice a 

month, depending on the need of the moment. Likewise, there is a competitor with 

whom they communicate more often, that is to say at least once a week. Regarding 

these cooperative relationships, Soliga pretty much runs the operations from a leader 

perspective, as the company is more ambitious. Moreover, Soliga has a long-term vision 

when it comes down to working with the competitors they cooperate with. However, the 

risk of having cooperators walking out on them still exists, as he said:“we are pretty 

new, they could probably turn around, work with other people without any big issues” 

(Myrer). That risk does not lower the trust the company has upon their cooperators with 

a score of eight out of ten when asked to rate it. Trust remains an undoubtedly important 

factor in the industry. Additionally, the company believes that cooperation could be yet 

extended with more willing competitors. “We are really trying to work with others 

electricity retail companies and really have more partnerships to launch our solar 

concepts for all the customers, households and businesses” (Myrer). 

 

4.1.3 Internal envrironment 

The strength of Soliga is mainly found on  the price offered, “we have a good price on 

all the products we have, we are one of the cheapest players at the moment” (Myrer). 

That is further coupled with the international connections the company has. In addition, 

“we are a new company with a new team, we are more dynamic and flexible than many 

of the other companies who are in the market, we can make faster decisions and we are 

more diversified” (Myrer). Internally, Soliga has also been investing into developing 

software with the goal of being able to give further customization to their products, and 

more possibility to their customers concerning what they can achieve with solar 

modules in their houses. The whole business model of Soliga has enabled them to be 

more flexible and to adapt their resources towards satisfying the needs of the customer 

throughout the different solutions they offer.  

 

Due to the liability of newness and smallness, and having to constantly raise capital in 

order to keep up with the demand, the finance has led to becoming a weakness at the 
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moment. “If we want to keep growing, then we are dependent on raising capital” 

(Myrer). Furthermore, following the stage in which the company is, having the right 

people is another challenge that could lead to weaknesses as said by the CEO, “we are a 

new and small team, so it is important to get the right people in” (Myrer).  

 

4.1.4 External envrironment 

The threats held by the external environment are encountered in the number of 

newcomers, and the fast-changing technology linked to solar systems. Likewise, the 

investments needed to operate in the industry is another threat; hence, it is really 

important for the company to have the right investment made in regard to production to 

ensure the right quality of products. The capital represents also another threat, in 

addition to being an internal weakness, as opportunity are found in the large demand 

and the rapidly developing technology; thus, not being able to keep up with the market 

could lead the company to lose competitive advantages. The legal system is likewise 

representing a menace as regulations are highly influencing the industry.  

 

Furthermore, opportunities are also uncovered in the growing demand of solar systems 

in other Scandinavian countries. The company is considering to expand their operations, 

outside of Sweden and Norway, in order to meet these favorable circumstances. 

However, Soliga does not see value, at the moment, to further expand into other 

international markets, beyond Scandinavian countries, as they still have to be able to 

handle the growth within Norway and Sweden.  

 

In order to link the company internal resources to the external environment, Soliga has 

been developing their presences on social media, and getting more involved in different 

conferences. The objective being to “getting our name out there among bigger player 

list, to become well-known for customers”; “we really looking at developing the 

partnership with the other big brands in retail market, then we can use their market 

share and get our name on” (Myrer). 

 

4.2 SenSIC AB 

SenSiC AB has been established in 2007 in Sweden and includes three employees. 

SenSiC AB offers technology and prototypes of gas sensors for automotive, maritime 
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applications and on every market where diesel engines are being used. Further, the 

company has been cooperating with Linköping University in R&D for a long time, and 

in order to capitalize on the scientific know-how, the founders decided to set up the 

company. Currently, SenSiC AB is operating in Norway, Sweden, Germany and 

Austria. The philosophy of the firm is to be the world's leading NH3 gas sensor 

supplier. 

 
4.2.1 Competitive continuum  

Due to the particular technology developed by Sensic, there are currently no direct 

competitors. However, among the closest companies in term of capabilities, several 

names can be mentioned such as Bosch with an outdated technology, Infineon with the 

ability to replicate the technology (“Infineon is probably the only one right now, today, 

that could copy our technology if they want to”), Delfi, Volvo, Ford, AVL, Continental 

and a few others Japanese firms (Hammarlund). Further rivals are expected to be found 

as the company has not yet commercialized any product and plan to make an entrance 

upon trade shows by the end of June 2017. The competitive activities are found in the 

development of prototype, the R&D, and the technology itself; although, as the 

chairman and co-founder interviewed said “we have new Bleeding Edge Tech based on 

Silicon Carbide” with their sensors being smaller and more reliable which give an edge 

to Sensic upon the competition (Hammarlund).  

 

 

4.2.2 Cooperative continuum 

When it comes to cooperative activities, Sensic remains open to collaborating with the 

previously mentioned competitors even though not much thought have been giving to 

the idea as no direct competitors can be found at the moment. As said: “If they contact 

us and have some offer, we might considerate” (Hammarlund). The activities that 

would be targeted would concern production and logistic, with further plans of being 

acquired: “Basically, our idea is to sell technology and to sell the whole company” 

(Hammarlund). As the Chairman further emphasized: “We want to cooperate when they 

have the vision to be a leading supplier of diesel engines and subsystems to reduce the 

NOx from the diesel engines” (Hammarlund).  
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As far as the production of prototypes is going, the company has one of their partner 

developing the electronics, along with software that would take the signal from the 

sensors to the signal processing. These cooperative activities have mainly been going on 

since the Volkswagen scandal; “Volkswagen was lying about the NOx emission, and 

then everybody was asking for our technology to reduce the NOx” (Hammarlund). 

When asked about the reliance upon their cooperators, the company show an important 

dependency as they can only make the sensor chips, and the sensor element; “we need 

to have someone that can actually do the testing in real environment” (Hammarlund). 

 

In regard to the frequency of contact, it varies from two times per week to one time per 

month. Although, this number can go up to every day when the company gets involved 

with bigger companies in regard to helping them with measurements; “when you start 

to make the measurements, then you might be in contact every second day or so” 

(Hammarlund).  

 

When asked about the trust that Sensic has about their cooperators, the number received 

was 8 out of 10. Trust is, therefore, greatly important in the sense that “because we are 

such a small company, they can easily take our idea” (Hammarlund). 

 

4.2.3 Internal environment 

When it comes to the internal environment, Sensic AB has a leading technology of 

silicon carbon. Their new devices look very competitive and they are cooperating with 

some larger player, such as Volvo, Ford. Furthermore, Hammarlund thinks that there is 

a potential market for Sensic AB as the car manufacturers need their technology to 

reduce the NOx emission from the diesel engines. Beside their leading technology, the 

company also own lots of resources such as technical know-how, capabilities found in 

their employees which are including some professors and Ph.D. graduates. However, 

Sensis AB is lacking funds. In order to handle that weakness, the company has been 

having talks with potential investors and larger companies interested in cleantech 

innovations, such as Bosch in Germany, or Tanguay in Canada. 
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4.2.4 External environment 

Based on the R&D background and high entrepreneurship experience of the founders, 

Sensic was established to capitalize on their innovative technology as the industry 

seems really promising; nonetheless, threats still exist. According to Hammarlund, there 

are several threats that they are facing now. Firstly, the risk of bigger rivals taking on 

their idea and copying the technology. Secondly, the lack of funding and investors being 

cautious about investing in the company as they are currently not seeing a high 

possibility of financial return in the short term. Thirdly, the development of electric 

vehicle is another threat that would render the technology of Sensic AB obsolete. 

Finally, a part of the technology, the ammonium slip sensors, needs to still fulfill the 

EURO 6 standards in EU, US, Japan, China, and India to be able to be sold in these 

countries. In order to deal with these threats, Sensic is designing high temperature 

devices and need more support from partners to be able to build a complete system that 

could be commercialized. In addition, they aim at operating in other international 

markets; as currently, the company is already operating in Norway, USA, Germany, and 

Australia. Moreover, the technology remains unique in the market, thereby many 

business opportunities and application remained unexplored. 

 

4.3 Cleanergy AB 

Cleanergy AB is a Swedish company which was founded in 2008. Currently, the 

company has about 100 employees. The acquisition of the of the V161 Stirling engine 

from Solo Kleinmotoren GmbH of Germany is the drive that set up the company to be 

founded. Cleanergy AB provide the Heat & Power (CHP) and Concentrated Solar 

Power (CSP) systems. CHP systems are driven by a GasBox Stirling engine which is 

empowering landfill sites, farms and wastewater treatment plants to generate more 

power and profiting from low-grade methane gas. CSP Systems are powered by a 

SunBox Stirling engine which generates power from solar energy at grid parity levels 

twice as efficiently as traditional Photovoltaic (PV) technology. In addition, Cleanergy 

AB position itself as being among the world's leading suppliers of sustainable energy 

solutions based on the Stirling engine. Stirling engine is different from internal 

combustion engines as it runs on heat instead of traditional fossil fuels. Nowadays, 

Cleanergy has engines that are installed in more than 100 locations around the world 

and have accrued to about two million operating hours and counting. Furthermore, 
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Cleanergy AB’s offices are set all across Northern Europe and have further been 

established in China since 2011. The company has a strategic partner network that 

covers not just China, but Russia, Canada, US, and many European countries. 

 

4.3.1 Competitive continuum 

As a leading supplier of sustainable energy based on Stirling engine, Cleanergy is not 

facing much of a fierce competition from companies having the same technology, but 

rather from other technology responding to the current need of green energy emanating 

from the market. As said by Gustavsson, innovation manager: “from the competition 

point of view, there is not much competition from exactly the same technology”. There 

are currently many companies trying to develop solutions based on Stirling engine. 

However, few have achieved what could be referenced as a “sustained business”. 

Moreover, as Cleanergy is still in a start-up phase, the company is competing to get the 

brand name known through different public relations activities such as press releases, 

fairs, and so on. That goes along with what other competitors are trying to achieve, 

namely: market awareness.  

 

In comparisons to other rivals, the firm has a more mature technology and an in-depth 

knowledge on account of the company’s acquisition and their 90 employees. 

Furthermore, cooperative activities were considered with other competitors through the 

creation of a competence center. The goal was to concentrate explicit and tacit 

knowledge about solar power in Sweden; unfortunately, this project was not funded. 

 

In regard to the intensity of competition, Cleanergy asserts that the competition, 

concerning solar technology other than Stirling engine, is very intense. Nevertheless, 

when it comes down to the actual technology having to do with Stirling engine, then the 

competition is not that intense any longer; as “none of us are fully commercial yet” 

(Gustavsson). Even so, the company has a demo site where a current big commercial 

project is ongoing.  

 

Concerning the perception that others firms have of Cleanergy AB, it appears that they 

are perceived as being quite friendly. “We all share the same mission to trying to 
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change, to slow down, to shift from fossil tube to a more sustainable society. I think we 

share the same strive, therefore, it’s quite friendly.” (Gustavsson). 

 

4.3.2 Cooperative continuum 

The cooperation is happening all through the value chain; in other words, from research 

and development to market development, logistics, sales, and supply chains.  These 

cooperating activities have been going on since the start of the company, in 2008. The 

focus has been on developing long-term cooperation and establishing partnerships. 

Additionally, Cleanergy AB state that they are leading these cooperative activities, 

gathering these different cooperators around the company’s vision of becoming the 

world leader of sustainable energy systems based on Stirling engine. Thereby, the 

cooperation has been stable for the most part. Likewise, Cleanergy remains open to 

extending collaboration with University in the future to further develop their actual 

technology. Distributors are also part the business network of the company when it 

comes to both Sweden and other foreign countries. The distributors are responsible for 

the sales activities, while Cleanergy handles input activities such as production, R&D, 

and part of logistics. Likewise, as previously stated, the company was involved with 

initiatives made to form a competence center in regards to solar energy in Sweden, but 

the project was not funded. Moreover, when it comes down to collaborative 

partnerships, Cleanergy has been working closely with their consorts to develop 

technology, and tailor-made solutions in order to fulfill the different client’s 

expectations.  

 

Trust is an element that is of high importance to the firm; as said, “we built our 

cooperation very much on trust” (Gustavsson). The company has cooperation 

happening within Sweden, and also on the international level which is why trust cannot 

be neglected. In addition, as the technology is still under development, leakage of 

critical information is another reason why the company values trust to such extent. 

 

4.3.3 Internal environment 

The strength of Cleanergy AB is found in their employees, who are considered to be the 

foundation of the company. They are the holder of the technical know-how which is a 

key component, in the fast-growing solar industry, to remain competitive. Additionally, 
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the engagement and willingness of everybody’s effort to see the company become a 

leader in supplying sustainable energy based on Stirling engine, is a major asset that 

Gustavsson acknowledged in the following terms: “Really, we all share the same strive 

for a better world, and the interest in the technology, and the market, and the growth of 

the company”. Also, like previously said, Cleanergy has a more mature technology, an 

in-depth knowledge of the market, and a strong value chain.  

 

Apropos of weaknesses faced by the firm, the finance and being able to keep up with 

the intense demand of the market has been something complicated to deal with; to quote 

Gustavsson: “I’d say that for any startup, or growth company within intense technology 

and innovative complex system trying to get to market is quite time-consuming and it is 

costly. It requires patience, and a long-term engagement from financiers”. The 

company has been able to manage these issues through an active cooperation with 

distributors, in markets where the company did not have enough manpower and 

resources to penetrate; and by keeping a close relationship with their current financiers 

based on trust and steady growth numbers. Gustavsson stated during the interview: “I 

started in the company five years ago, and since then we are at twice the size. Still 

growing. We have succeeded in getting funding from public buddies, both locally and 

nationally”.  

 

To reduce the weight of these weaknesses, when asked about the possibility of 

cooperating with other companies operating in the Cleantech industry, the response was 

the following: “Yes, we thought about it, through our cooperators with whom we have 

run several joint collaboration projects, and received funding for that.” (Gustavsson). 

This was further enhanced by the proposition made to the company to be part of the 

“Triple Helix” project, empowering the knowledge development for the future of 

industry in West Sweden. The Triple Helix project aims at making the Western part of 

Sweden more economically and environmentally efficient by creating collaborative 

projects together with companies, policymakers, and different institutes (Fernqvist, 

2016). 
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4.3.4 External environment 

In Sweden, the increased focus that SMEs have received during the last couple of years 

has definitely been a source of opportunities. The company has been benefiting from 

that increased attention through the previously stated example such as being invited to 

be part of the “Triple Helix” project, and having benefited from funding from various 

financiers, and so on. Gustavsson on that matter said: “There has been an increased 

focus on SMEs for the natural reason that’s where the prospects are, that’s where the 

job are created, that’s where the growth of the economy is”.  

 

The company decided to get involved with Stirling engine when the opportunity to buy 

the technology from the German firm Solo Kleinmotoren GmbH arose; that was in 

2008. Since then, the industry of solar energy has been receiving more and more 

attention, leading to further opportunities for growth. Cleanergy AB has nowadays 

several offices across Northern Europe and China, and has been operating, through their 

strategic partner network, in Russia, Canada, US, and many European countries. In 

regard to renewable energy, as emphasized by Gustavsson: “the potential is 

enormous”.   

 

However, that growing demand for green energy has also become a threat to some 

extent as it attracts new entrant on the market. Furthermore, Gustavsson made the 

following declaration about threats: 

“I would say that since it is an attractive business, there are a lot of actors, there 

is a lot of technologies. There are a number of established mature technologies 

that can control the prices on the market, quite much. So for example, there has 

been an ongoing price drop which has put a lot of players out of the business. 

Especially Chinese companies have been able to lower their prices extremely 

which also is a good thing. That helps to introduce the renewable on a global 

scale at a much faster pace than otherwise.” 

 

Likewise, in China, Cleanergy has been facing threats coming from political actors. 

With regards to concentrated solar power, a policy disqualifying some of the company’s 

specific technologies was introduced. That was not a threat that could be predicted when 

Cleanergy first entered the country; thus, there is always some unpredictability that 
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cannot be considered in advance on the market, because it is fast moving and highly 

innovative. 

 

4.4 TTM Energiprodukter AB 

TTM Energiprodukter AB was established in 1969 in Sweden, and has currently 25 

employees. TTM Energiprodukter AB provides complete shunt products for heating, 

cooling, heat recovery and distribution as well as multifunctional products. 

Furthermore. TTM Energiprodukter AB also offers complete vessels for mixing and 

refilling liquids in heating and cooling systems as well as equipment for degassing. At 

the creation of the company, the aim was to provide easy and high efficient shunting 

units for customers. The company’s philosophy is to be the first choice of solution that 

flows efficient and give the safe and top technology solution to customers. Currently, 

TTM Energiprodukter AB is operating in Sweden and exporting to Norway, Denmark 

and Lithuania. 

 

4.4.1 Competitive continuum 

According to Davidsson, the managing director, TTM Energiprodukter AB ‘s main 

competitors are Siemens, IMI (UK), ten Swedish companies offering cleantech solution 

and RMR (Sweden). The competition is mainly on price, TTM Energiprodukter AB 

offers an excellent quality of products (quick and easy to install) with a high price; 

however, the customers want the right quality but they do not want to pay for anything 

else. Hence, TTM Energiprodukter AB has to adjust their strategy to reduce the quality 

offered in order to meet customers’ lower price demand. In regard to the resources and 

profile, Davisson thinks they have no difference to their competitors: “we are in a 

mature market, every process is quite mature, the information of products is 

transparent” (Davidsson). 

 

PMR which was established by one of the original founders of TTM Energiprodukter 

AB is also in the leading position in Sweden market. Between 2008 and 2009, TTM 

Energiprodukter AB met some financial problems; hence, the company had a discussion 

with Siemens in regard to a potential cooperation on production, with the goal of 

benefiting from Siemens’ strong brand image, but the cooperation did not happen. 

However, Davidsson said, “in the current moments, we don’t have that plan [to 
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cooperate with competitors], but maybe it could happen in the future, let’s see what will 

happen, in the current time we only focus on TTM’s own growth”. Nevertheless, TTM 

has a cooperative agreement with Siemens in one of Siemens project which is related to 

shunting profile. Siemens asked TTM Energiprodukter AB to cooperate on a part of the 

business where Siemens do not have the required know-how. Furthermore, regarding 

this part of shunting products, TTM Energiprodukter AB needs to buy the original 

components from Siemens. Hence, TTM Energiprodukter AB  is worried that Siemens 

may, according to the quantity of components they buy, be able to evaluate the number 

of products sold then hold a bargain on the price. In addition, Davidsson also explained 

that when it comes to other countries market, for example Norway, then do not have 

their own distribution office, they always cooperate with local distribution companies to 

reduce the employee salary expense, which happens to be the biggest expense of TTM 

Energiprodukter AB. Furthermore, other actors present on markets such as Denmark 

and Norway are quite close to Sweden, the market difference is really small and usually, 

those distributors have already been undergoing a long history of cooperation with the 

company; as a result, TTM Energiprodukter AB can really trust them. 

 

When considering how intense is the competition that TTM Energiprodukter AB  is 

facing, Davidsson stated that they are facing a very intense competition with a score of 

ten out of ten when asked about it. Including their ten competitors, Davidsson explained 

that none of them makes very much of profit now, because there are too many players in 

the market.  When it comes to the business, the competition is still in around 7 out of 10 

of intensity; hence, the competitive environment can be described as being hostile. 

 

4.4.2 Cooperative continuum 

TTM Energiprodukter AB  is efficient at using its network, they are very close to their 

sub-contractors and suppliers,  and one of its suppliers even sits in the same building 

with them. TTM Energiprodukter AB  does not produce the pipes, so they buy in lots of 

pipes. They design some components themselves, and they cooperate with sub-suppliers 

to get on some half-finished products. To ensure the quality of the final product, TTM 

Energiprodukter AB  does the assembly and the packaging themselves. According to 

Davidsson, TTM Energiprodukter AB  never had production, the company usually rely 

on the use of cooperation with sub-suppliers. However, in order to adapt to the fast 
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changing market that they operate on and to save cost, TTM Energiprodukter AB 

started to develop its own production, and they just bought their production facilities 

from one old cooperator.  

 

TTM Energiprodukter AB  has a high dependency on the sub-suppliers, because TTM 

Energiprodukter AB needs to be quick about products development. Meanwhile, they 

believe that having a close relationship with their sub-suppliers is good to promote their 

new products development, hence the cooperation is really stable. TTM 

Energiprodukter AB has around 200 suppliers, with whom they have high trust that 

reached a score of eight to nine out of ten when asked about it during the interview. 

However, there are also some suppliers that TTM Energiprodukter AB cannot really 

trust. For example, Siemens and IMI, they are very important suppliers for TTM 

Energiprodukter AB on some components of shunting products; however, they are also 

competitors. Davidsson suggested that those suppliers can, based on the number of 

components they buy, evaluate the shunting market. Some of them also have tried to 

focus on shunting products. They changed their market strategy on how to enter the 

market by duplicating the current strategy of TTM Energiprodukter AB. 

 

4.4.3 Internal environment 

TTM Energiprodukter AB has a strong brand image in the market. The company is not 

a production-oriented company, they recently invested a lot on service and products 

efficiency, which shows that they can reflect very quickly on customers’ needs. 

According to Davidsson, the most important resources that TTM Energiprodukter AB 

has are employees and capabilities on providing quite complex products. However, they 

do not have the technology advantage, because of the mature market. Meanwhile, 

Davidsson also said that product development is another weakness for the company 

which could threaten its future performance; thereby, they need more resources, such as 

know-how and employees, to become more innovative and strengthen that weakness. In 

order to handle the weakness, they have tried to cooperate with PTM who are good at 

marketing by having 20% stock of PTM, but later because of PTM bad profit 

performance, they had to sell out their options stock. Now PTM became one of their 

competitors. 
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4.4.4 External environment 

Davidsson advocated that the founders of the company have worked in this industry for 

many years and they found the need of the easier solution to the complex products, then 

they decided to establish the TTM Energiprodukter AB to provide an easy solution to 

their customers. The strategy of TTM Energiprodukter AB is mainly focusing on 

solutions. They are also pursuing other international markets: “we should not only focus 

on the domestic market and domestic customers, we tried but it was the hard period of 

TTM” (Davidsson).  

 

Now they are facing two big threats from the market: (1) they are cooperating with the 

competitors which could easily take over their business by imitating their products and 

operating model; (2) new substitute products that are, for instance, using electricity as a 

way to generate heat rather than warm water. 

 

Davidsson suggested that in order to seek further business development, they should be 

close to the customers by letting customers get them quite easily. For example, they try 

to establish a good website and they have the employees to answer customers question 

for 24 hours through phone service. On this point, TTM Energiprodukter AB did quite 

better than its competitors. For example, comparing to Siemens, as a big company, 

when you go to the company’s website, it is hard to find some information of shunting 

or the information is more complex not detailed. For next plan for expanding the 

business. First, TTM tries to provide the easier products to the customers by 

strengthening their own segment. Secondly, they try to expand the degassing products 

which Siemens also did now, Davidsson thinks if they can cooperate with their 

competitors in this area, they can open more market, because the products are not so 

mature now, they believe the cooperation can promote the product’s development and 

the company can achieve the win-win. They want to try to do the internationalization of 

degassing products. 

 

4.5 Kalmar Energi Värme AB 

Kalmar Energi Värme AB is a company with a long history and which was established 

by Kalmar government around the 19th century in Sweden. Now Kalmar Energi Värme 

AB is 50% owned by Kalmar government, and 50% owned by one large  German 
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energy company called EON. The company has around 100 employees. The first drive 

to set up the company was to provide electricity all around Kalmar. Now Kalmar Energi 

Värme AB offers a simple and sustainable range of products that include electricity, 

central district heating, wind power, pellets, wood and other energy services to 

customers. As the company is a half government owned company, Kalmar Energi 

Värme AB ’s business happens to 90%  in Kalmar, and 10% involves electricity 

business in the north of Sweden. The philosophy of the company is to be a very local 

and good neighbor to customers as well as being very close to their customers and 

engaged with passion in the development of Kalmar. 

 

4.5.1 Competitive continuum 

The competition Kalmar Energi is facing can be found mainly on three different 

markets: heating market, electricity market, and the fiber market. The competitive 

activities also include advertising. Kalmar Energi has been operating a switch in their 

approach to publicity by mainly advertising online. “We used to do a lot of TV 

commercials and a lot of advertising in print, not as much but we still do it. We also do 

radio commercials. But I think we shifting more and more to online marketing and also 

marketing on social media” (Sternér). The same trend has been reportedly witnessed 

from competitors. Furthermore, when asked about the intensity of competition faced, 

Sternér, sales director of Kalmar Energi, gave the number of nine out of ten for most of 

the services provided. Contrarily, Sternér defined Kalmar Energi as being a reliable and 

friendly competitor as the company has the interest of the city of Kalmar in mind.  

 

On the heating market, the company is facing competition from substitute products, as 

Kalmar Energi is the only company aggregated to provide heating solutions through 

water pipeline. These aforesaid substitutes products are some kind of turbines that can 

be put outside of houses, and generate either cool air or hot air inside domestic 

housings. Sternér, sales director, explained that these alternatives solutions are cheaper, 

but Kalmar Energi has been able to keep up with the competition by offering all-

inclusive bills accounting for all expenses related to the water bill, electricity, and so on.  

 

When it comes to the electricity market, Kalmar Energi has a lot of competitors with a 

very aggressive attitude. Therefore, it has lead the price of electricity to drop 



 

 

 

60 

dramatically in the past few years with very low margins of profit; “the electricity is 

half the price than it was five years ago” (Sternér). Nonetheless, Kalmar Energi has a 

monopoly on the electricity grid, so the competition is happening “when it comes to 

providing electricity to the grid or the heating or fiber” (Sternér). Additionally, the 

competition faced in the electricity market is nationwide, at the opposite of the heating 

market and optical fiber market which happen to be more local. The competitors are 

often larger companies with many actors operating in the market.  

 

About the optical fiber market, Sternér estimates the number of rivals to be around 

fifteen or more with the main and larger competitor being Telia. As Telia has more 

resources and operate nation-wide while Kalmar energi operates locally, a fierce 

competition is happening on price with Telia offering cheaper fees. The market is 

likewise very competitive with other actors on the market. Kalmar energi handles the 

digging and installation of optical fibers; however, the company does not provide 

internet or cable services; that part of the business is handled by complementary 

services companies with whom Kalmar energi is not in competition with. Once the 

digging and installation are done, there is a number of other actors offering optical fiber 

services. 

 

4.5.2 Cooperative continuum 

In general, Sternér said that Kalmar energi nurtures close relationships with their 

partners by having proactive frequent contacts. The company is heavily reliant on the 

cooperators which are the reason why they are working closely with them. Sternér also 

verbalized that they are holding frequent meetings with partners to talk about new 

solutions, and innovations that can be implemented on the market. That is also why 

Kalmar energi values trust to a high extent with a score of nine out of ten in the trust 

they have in their collaborators. 

 

Further, in term of heating solutions provided through water pipeline, Kalmar energi is 

in touch with other municipalities in Sweden concerning the way to handle certain parts 

of the business, or to have feedbacks on how to handle certain issues, pricing, and so on. 

This has been able as these municipalities are not a threat to each other. Each of them 

handles the heating solution in their city as they are the only ones aggregated to do it; 
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hence, sharing information, business models, and insights is facilitated. Moreover, 

cooperative activities also take place in the fiber market. Kalmar energi takes care of the 

digging and installation, while when it comes to the services side, they recommend 

other complementary companies.  

 

The growing demand for new buildings in Kalmar has lead Kalmar energi to further 

cooperate with local companies offering solar panel solutions as expressed by clients’ 

demand. This illustrates how the company has to be a solution finder for their 

customers, and therefore have to collaborate with a number of local installation 

companies. This is mostly due to the lack of resources and knowledge that Kalmar 

energi is confronted to; as the industry is demanding and fast changing. Kalmar energi 

also cooperate with a company offering solutions for optimizing heating systems 

through the use of small smart chips.  

 

Due to a lack of knowledge, cooperation further involves partnerships with other 

companies to overcome that issue. An instance was mentioned during the interview by 

Sternér where Kalmar energi was relying on another SMEs and their current technology 

as developing capabilities can take a lot of years, and Kalmar energi does not have the 

resources to do it.  

 

4.5.3 Internal environment 

Concerning the strength of Kalmar Energi, the firm position itself as not being the low 

price alternative but rather the quality alternative. The company has been operating for 

more than a century, and therefore the brand and image of Kalmar Energi is strong and 

represents a guarantee of reliability. Moreover, the fact that the company operates in 

several markets at the time allows for giving cumulative bills to their customer 

including their total expenditure for heating, electricity, and other spendings. These 

different market when combined together create value for the customers. The 

customers’ satisfaction has also shown to have become a strength with generations of 

clients relying on Kalmar Energi, and remaining loyal to the brand. The employees are 

quite familiar with the customer base, and issues and problems are treated in a close and 

personal manner. Sternér further reported the company being seen as innovative with 

recent solutions offer in term of electricity in the form of solar power, and electric 
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recharge terminal for cars. The way the company is owned shows to be another strength 

with fifty percent being owned by the municipality of Kalmar, and another fifty percent 

being owned by a private company. That marriage of interests has displayed to be of 

advantages with the expertises brought the private company, which happen to have 

valuable knowledge on the energy market, and the city of Kalmar that helps 

coordinating the project with the interests of developing Kalmar’s infrastructure.   

 

On the other hand, weaknesses are encountered in the lack of resources with employees 

having to deal with a vast number of tasks. At the same time, it has shown to be positive 

to some extent, allowing for more flexibility within the company. Moreover, the capital 

has likewise shown to be a liability with limited abilities to handle several projects at 

the time. The company want sometimes to achieve more than what these actual 

resources allow; “so maybe at some point in certain projects, we should just calm down 

and try to stabilize, consolidate…” (Sternér). The lack of knowledge in the fast 

changing environments, upon which Kalmar Energi is operating on, has led to also be 

problematic. When facing problems requiring knowledge that the company does not 

have, cooperation with local companies having the required know-how has been the 

strategy used by Kalmar Energi. “The energy market is changing so rapidly, we have to 

be able to provide so many different services that we don’t even know about, like the 

solar panels, couples years ago we didn’t talk about that. In two years it is exploding, it 

is everywhere” (Sternér). The company has to allocate the current resources to key 

business areas, and conduct main tasks about the business while using sub-contractors. 

 

4.5.4 External environment 

A major threat in the heating market has been the emergence of alternative products 

offering both cooling and heating solutions. These new entrants to the market have 

arisen as a result of rising summer temperature witnessed in Kalmar; as mentioned by 

Sternér: “We have warmer summers now than we had 10 years ago, now our customers 

start to ask cooling systems in the summer”. The large number of rivals found all over 

the different business handled by Kalmar Energi also represents a threat to the company. 

In addition, disruptive technologies have also been a menace that could not be 

predicted. New companies such as Tesla are very innovative, and completely shaken the 

way the industry has been conducted. Digitalization is another threat brought by 
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Sternér: “Digitalisation will cause the loss of a lot of jobs in Sweden in the following ten 

years, I think that it will affect our business also”. 

 

The rise of demand for solar energy solution has been a new opportunity upon which 

the company has been delving into. At the moment, the company is relying on other 

cooperators to handle the installation. Additionally, the construction of a solar facility is 

under construction where customers will be able to own part of the central. Also, the 

fast growing numbers of houses and apartment being built represent another favorable 

circumstance for Kalmar Energi in term of potential customers for the installation of 

heating, electricity, and optical fiber solutions.  

 

4.6 Reglertekniska Ingenjörsbyrån AB 

Reglertekniska Ingenjörsbyrån AB (RIB) was established in Sweden in 1967. Now it 

includes three employees. Reglertekniska Ingenjörsbyrån AB provides both training 

product and services. The product is training equipment for different kind of schools 

and universities and the services are the training courses. The founder of Reglertekniska 

Ingenjörsbyrån AB used to be a teacher, the lack of suitable training material on the 

market drove him to set up the company. Nowadays, Reglertekniska Ingenjörsbyrån AB 

‘s training equipment is sold all over the world and achieved success in Singapore, 

India, Greece, Latvia, Pakistan, however, the main market remains in Sweden. 

Regarding products, the mission of the company is to provide training and process 

control instrumentalization. Regarding training course, the mission is to make various 

kind of training become available for lots of people which mean to run the industry 

more efficiently and economically. There is a saying about the company that 

Reglertekniska Ingenjörsbyrån AB can make the process industry sustainable. 

 

4.6.1 Competition continuum 

The competition varies when either focusing on the products, or the services provided; 

as the competition happens in these two different segments. When it comes down to the 

products, then little competition is found on the market. On the other hand, concerning 

the training supplied, RIB has two major competitors in Sweden; however, “when you 

look abroad, there is more competition, mainly from German and Italian companies” 

(Andersson). The competitors are bigger companies with some being new to the market, 
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and others have been there for some times, but not for as long as RIB. Therefore, the 

company face competition in these different countries where the company is operating 

sales, to mention a few: Singapore, India, Greece, Latvia; “we sell our training 

equipment all over the world” (Andersson). Nonetheless, the main market remains 

Sweden.  

 

As the company is positioned as being a premium brand, the competition does not 

happen on price. However, other firms are operating as value brands and are offering 

process control instrumentalization products and training equipment at a lower price; 

“we have products that are quite expensive, that can be a problem, because we have 

other competitors that offer cheaper products” (Andersson). Likewise, in term of 

products components, the difference exists in the fact that RIB employs the same 

instruments and materials used in facilities; whereas their competitors are producing 

training products that resemble more to toys rather than real equipment. “We think that 

if you are going to train someone to work in the industry, then the person should work 

on the same things during the trainings as he will do in his job later on” (Andersson).  

 

However, the particularity of RIB is that the company offers training courses on the 

equipment sold which is quite unique on the market. As stated by Andersson, vice-

president of RIB: “… these products are one part of the company, the other part, which 

is a big part economically, is to provide training courses for the industry in the same 

area”. Through that specificity, RIB has the advantages of being able to complement 

their product portfolio by offering training to help their clients to use less energy, get 

more out of the raw material used, and thereby be eco-friendlier. That is something that 

competitors have been not been doing yet.  

 

Competition further happens with their distributors abroad. As RIB does not have the 

necessary means to handle output activities outside of the Nordic countries, it solely 

relies on these aforementioned distributors to penetrate and get known on foreign 

markets. RIB handles production and logistics, while their partner handles sales, 

marketing, and prospects of new clients. The partnerships involve a recommended 

retribution of 20% out of the wholesale price. 
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Furthermore, during the interview, when asked to rate on a scale from one to ten the 

intensity of competition, the vice-president gave a score of eight out of ten; as he feels 

that the competition is quite intense. However, when asked about the environment in 

which RIB is operating, then the response was that it is a friendly market, with not 

many aggressive competitors. That goes along with how the company is trying to act on 

the market, as stated: “when it comes to our own manufacturing of all these products, of 

course we try to be as friendly as possible since we are quite a small company” 

(Andersson).  

 

4.6.2 Cooperation continuum 

For RIB, the cooperation part of the business includes several activities, among which, 

one happens to be with a competitor; “we have a cooperation with an older Swedish 

company that provide training equipment, but they do not have training equipment in 

the exact same area” (Andersson).  Moreover, as an SMEs facing limited resources and 

capabilities, RIB has tried to cooperate with larger companies, but this was not 

conducted with a long term perspective. Additionally, as mentioned by Andersson: 

“there is always a risk that they only look at our product and then make copies of them, 

and then we are out of the game”. Furthermore, the cooperative activities also include 

resellers handling sales, marketing and seeking new contacts in other countries; “we 

have been using companies sometimes to penetrate the market a little bit, and see if the 

can find some potential cooperation partner in the country” (Andersson). The countries 

where the cooperation with resellers has been going for the longest are actually Kuwait 

and Pakistan. The cooperative activities in these two countries have going on for about 

eight years in Kuwait, and about twenty years in Pakistan. Nevertheless, when it comes 

to Nordic countries such as Sweden, Denmark, Norway, the company cope with these 

markets on its own.   

 

Regarding the contact with the cooperators, RIB expressed the ambition to get more 

involved with their partner; “we would like some kind of business report or update from 

them at least four times a year” (Andersson). That is because the partner, as in many 

countries, tend to not disclose business activities unless they have something positive to 

report. At the moment, they have more steady contact with their Pakistani collaborator 
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with whom they are in touch every day; therefore, the cooperation can be defined as 

being stable. In addition, RIB is also considering to hold training sessions for their sales 

representative abroad in order for them to be better salesmen when it comes to 

prospecting future potential clients. The sales representative is getting remunerated 

based on commission on every sale they make.  

 

With reference to trust, the company rates their cooperative with a number of seven out 

of ten. The downside of trust is that when it comes to new partnership, then it is a new 

challenge as the reliance on each other evolves when the relationship grows longer; as 

emphasized by Andersson: “For the new cooperation, perhaps you haven’t met them in 

person, and you don’t know what their actual agenda is. Then of course the trust is 

quite low until you have seen what they can do, or what they are willing to do”. That is 

why trust is very important to RIB. 

 

4.6.3 Internal environment 

“When it comes to our products, the strength is that we use industrial grade equipment” 

(Andersson). That is part of the characteristics that put RIB as a premium brand when it 

comes to training equipment; “the uniqueness is that we use industrial grade 

instrumental” (Andersson). Their products are very long lasting with a lifetime of 

perhaps twenty years. On the other, the disadvantages are that the products present in 

the portfolio of RIB offering are really expensive to acquire.  

 

With regard to the services of the training courses provided by RIB, Andersson had the 

following response:  

“What is special there, is that our courses are very practical, they are very 

hands on. In many courses, they are what we call “projects” in the courses 

when the participant learns something, and then he, during the course time, with 

the help of the teachers, goes out in a normal working environment and do these 

jobs. They do that once, before the course ends, and that is quite unique. 

Because many trainings company are very theoretical.”  

 

Another strength, mentioned by the vice-president, is the employee holding the know-

how of the company; that is further enhanced by the knowledge specific to the training 
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equipment RIB has developed over the years. Nonetheless, the lack of manpower has 

also revealed to be a weakness, along with a lack of capital; the consequence being to 

not being able to operate at larger scales, and having to rely on partners for certain areas 

of the business.  

 

4.6.4 External environment 

The external environment conceals opportunities in the lack of appropriate training 

equipment for schools, and in industries. That was the reason behind the creation of RIB 

almost sixty years ago, and is still the reason why the company has been operating in 

the market for that long. Likewise, the lack of training course in regard to using 

equipment in a sustainable way has been a market opportunity for RIB. As disclosed by 

Andersson: “There are a lot of talks about sustainability, the environment, and so on. So 

I think that there are a lot of opportunities for this kind of training”.  

 

However, as previously mentioned in the section 4.6.3, the lack of manpower and 

capital has been a threat, in the sense of not being able to capture opportunities. As 

emphasized by Andersson: 

“Sometimes, you see some markets that seem promising, but then you realize 

that you cannot go there too, because you have started a project in another 

country. But of course, that is quite easy to start in many places, but then you 

cannot finish anything. If you know you have to choose between one or two 

markets, then it is a weakness because if you are unlucky when they seemed 

promising and in the end they were not.” 

 

The conversion rate of customers and getting them to actually grow an interest in 

having training courses to use their equipment in a sustainable way for the environment 

have been an issue: 

“In our case, when you have services selling training courses for the industry, 

then it is very hard to get the customers to understand what it is, because you 

cannot put your hand on it, it is not something you can show in a fair and so on” 

(Andersson).  
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Furthermore, the economical state of certain countries has been leading a decreased of 

sales: 

“Well there are these different countries that have, not economic problems, but 

the economy is not as good as it has been before, like I said before in the Middle 

East … Few years ago there was a drop in the oil price and then those 

companies that depend very much on the sales of oil, then they don’t have the 

kind of money today that they had just few years ago.” (Andersson).  

 

Likewise, this concern Sweden to some extent as RIB has been witnessing a lot of 

industries, where potential client could be found, making large investments in new 

equipment and plants; thereby, leading these potential clients to not being concerned or 

having the resources to actually invest in the training equipment and courses offered by 

RIB.  

 

The treats of newcomers remain present; however, this has not been a growing menace. 

“There are some new companies starting, but quite often you read about them, and then 

don’t see them again.” (Andersson) 

 

4.7 Ariterm AB 

Based on a vision of producing 100% renewable energy, as well as the mature 

marketing experiences and advanced technology in the heating industry, Ariterm has 

become a leading manufacturer in Scandinavia area. Ariterm offer manufactured boilers 

for heating and hot water production. Ariterm have around 125 years old history based 

on area heating products need. In total, Ariterm has 80 employees. The company was 

established in Sweden, but the majority of products are manufactured in Finland. Now, 

the main focus of Aritem AB is in Sweden which is the biggest market of the firm, 

Norway, Finland and some other EU markets. The company’s aim is to be a leader in 

the renewable energy market. 

 

4.7.1 Competitive continuum 

Ariterm facing an intensive competition in the market, and on different segments, 

totaling around 50-70 competitors. Because Ariterm plays different roles and operates 

on different markets, it provides some components and also sells end products, and in 
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the same time, Ariterm also buys some components from suppliers; therefore, the 

company is a supplier, seller and also buyer in the market. In heating industry, there are 

around four competitors using a similar business model. According to Lundegardh, 

managing director, nowadays, the company is mainly facing three typical type of 

competitive activities: (1) B2B service in which the company needs to remain close to 

their customer and visit them quite often; (2) public tenders from governments, and (3) 

digital advertisement. Compared to other companies, Ariterm has three unique features: 

(1) they develop, design and produce the products themselves and they take full 

responsibility of their own products; (2) they strictly obey every single international 

standard : high quality products and efficiency, low emissions; (3) they keep working 

towards being perceived as a company with whom it is easy to do business, easy to buy, 

and easy to get solution from. Meanwhile, when looking at Nordic competitors, 

Ariterm’s  resources and profile are quite similar to their competitors, but usually, the 

German and Austrian competitors are quite big players in the market.  

 

According to Lundegardh, Ariterm has some cooperative activities with its competitors 

and it mainly includes two aspects. Firstly, joining in the pellet association which 

including all the players such as the equipment manufacturers, retailers, wood pellet 

manufacturers could join, they meet these players really often to hold some discussion. 

Secondly, participating in lots of research activities which are focus on products 

development and technology. “We also meet our competitors in different parts of 

product activities organized by Swedish Energy Department.”(Lundegardh)  In 

addition, Lundegardh also mentioned that there are some competitors, which they called 

retailers who do not have their own products and they usually come to them to buy 

products. Ariterm thinks it is a really important cooperative activity in their business, 

because those retailers are good at marketing which can promote the sales and brand 

reputation. Ariterm is very an open-information company, they believe in win-win 

strategy; ”what I learned from business is if you want to be really successful, you really 

need to have a good competitor, the competition can drive technology innovation, 

products development, the marketing and so on”(Lundegardh). Hence, when it comes to 

competitors, Ariterm think they are friendly to their competitors although the 

competition is very intense. “Ariterm always plays by the book” (Lundegardh) which 

means Ariterm is really obeying all the business rules and they keep pursuing the 



 

 

 

70 

talking with competitors,  therefore the competitors can totally trust them in any 

situation. 

 

4.7.2 Cooperative continuum 

The main cooperator of Ariterm are retailers, ingredient companies, some manufacturer 

and so on. Usually, the cooperation activities have been going on for five to ten years 

and the contact goes well, they usually hold meetings five to ten times per year. In order 

to convince those retailers to believe that Ariterm products are really the best in the 

market and are willing to sell their products, Ariterm holds different meeting with them 

to share the information and knowledge of the products, in the same time the retailers 

will share their marketing information and the feedback from customers. “ The more 

information you share with your cooperators, the more the trust your products and be 

willing to sell your products” (Lundegardh). According to Lundegardh they do 

cooperation with some retailers but in some certain area those retailers also cooperate 

with Ariterm’s competitors, but they give high trust to their retailers. Airterm believes it 

is good to them because according to the retailer's behavior, they can figure out they 

need to improve their products as well as get some information of competitors products. 

That information sharing bring the good brand reputation to Ariterm and also let 

Ariterm get the leading position in the cooperation with its cooperators. The cooperation 

activities are really stable but in the same time, they do not depend on those cooperators 

they have lots of choices on good retailers.  

 

4.7.3 Internal environment 

Ariterm owns the local advantage, mature marketing experience, customer and 

cooperators trust, furthermore because they design, develop and design its products 

itself, they can offer the full commitment of the products. Those strengths result in its 

leading position in pellet heating industry. In addition, diversified resources which 

including the advanced R&D, product management capability, the efficient delivery 

process, the customer satisfaction, know-how and experienced employees promote the 

unique competitive advantage to Ariterm in the market. In order to utilize those 

strengths and resources efficiently, Ariterm has it own organization strategy to improve 

itself.  
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However, the company also meet some weakness: (1) it is difficult to predict the energy 

market as it is a really unstable market; (2) Ariterm highly depends on political 

decisions, and the government energy policy can hardly hit, the company's profit. For 

example, In 2016, Ariterm get the highest peak of profit in UK market, but dropping out 

from EU totally changes the political environment of UK, the profit falls into the 

bottom. In order to handle this weakness, Ariterm is trying to build the good 

relationship with politicians. Furthermore, they also try their best to do some effort to 

some local market, for example, they combined some resources in UK building some 

local knowledge sharing meeting. They also cooperated with local small companies to 

do some exhibition to show their products. However, it seems the benefits is quite 

small. 

 

4.7.4 External environment 

According to Lundegardh, this industry currently stands in a big restructuration as there 

are too many small players, the restructure will raise two to four big players and it will 

happen in two or three years. They saw this as the big opportunities; however, they also 

know they meet some threats. It is difficult to build the long-term contract and stable 

customers, because of the bad financial market. Aritem mainly do B2B, some of the 

customers are facing the financial problem, they do not have enough money to invest in 

the products and marketing which means they also facing the sales decline problem.  

 

Now Ariterm is a leader in the market, especially in the main market Sweden, 53% 

renewable energy products are sold in Sweden. In order to achieve the stable market 

growth, Ariterm also established their sales in Italy and many other EU markets, next 

they aim at Belgian market as well. Lundegardh also mentioned the strategy to enter 

into the china market in the future, firstly they would try to cooperate with the local 

famous retailers. Secondly, offering the high-quality complementary products to build 

the trust with retailers and the brand reputation. Thirdly offering the good quality 

products and aim to be the first suppliers in China market. 

 

In addition, for next development stage, Ariterm will develop the profile of the more 

diversified product such as the product's development on electricity. Meanwhile, the 

transportation process and the quality of current products still need to be improved. In 
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order meet the client expectation, Ariterm will strengthen its service getting closer to the 

customers and politicians.  
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5 Analysis 
“Coming together is a beginning. Keeping together is progress. Working together is success.” - Henry 

Ford 

 

 

In this chapter, based on the empirical data collected and the conceptual framework, an 

analytical discussion will be operated around six main sections: competitive continuum, 

cooperative continuum, internal environment, and external environment, coopetition, 

and coopetition leading to sustained competitive advantage. 

 

5.1 Competitive continuum 

5.1.1 Degree of structural symmetry 

To resituate the notion of structural symmetry and proximity, companies need to be 

using the same resources while operating in the same market and product sectors; 

therefore, firms that are structurally symmetric share comparable asset, information, and 

status flow (Gnyawali and Madhavan, 2001). Further, the structural conditions refer 

mainly to the number and size distribution of firms, and product differentiation (Bain, 

1956). As confirmed by the interviewees in Soliga Energi AB, Sensic AB, Cleanergy 

AB, TTM Energiprodukter AB, Kalmar Energi Värme AB, Reglertekniska 

Ingenjörsbyrån AB, and Ariterm AB the degree of structural symmetry and 

proximity between competitors has been mainly witnessed through the technology 

itself, the offer presented to clients, and the company’s size of the rivals.  About the 

market upon which companies in this study were operating: two were in the solar 

market (Soliga Energi AB, Cleanergy AB), one has a technology related to NOx 

emission (Sensic AB), two are operating in the heating while giving complete different 

solutions (TTM Energiprodukter AB and Ariterm AB), one is an energy provider 

(Kalmar Energi Värme AB), and lastly another one is providing training equipment for 

process control and instrumentation along with training courses (Reglertekniska 

Ingenjörsbyrån AB). 

 

In regards to Soliga Energi AB, the structural symmetry and proximity is witnessed 

through the solar energy market and the rooftop solar technology that are the common 

denominator among all current competitors in Sweden. However, in terms of structural 

conditions, Soliga Energi AB operates a slight differentiation as financial solutions are 
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being offered to client, which is something the competition is not doing. Moreover, for 

Soliga Energi AB, the competition involves a very large number of small actors, as 

mentioned by Myrer : “In Sweden, it is probably a hundred and fifty different solars 

company doing different kind of rooftop solar”. About Cleanergy AB, symmetry and 

proximity among competitors has been quite similar to the case of Soliga Energi AB. 

That is to say that the main rivals are companies operating upon the solar energy 

market. Nonetheless, Cleanergy AB offer a disruptive solar energy solution in the form 

of a Thermal Energy Storage (TES) based on a stirling engine; that is something that 

differentiates Cleanergy AB from the competition, as few companies have been 

successful at fully developing it.  

 

For Sensic AB, due to the fact that their technology is highly innovative and has never 

been seen on the market before, the competition is actually not able to produce and 

commercialize it yet; thereby, no competitors offering the same solution are found upon 

the market. Nevertheless, the rivals that will be able to compete with Sensic AB in a 

close future are larger firms (i.e., Bosch, Infineon, Delfi, Volvo, Ford, AVL, 

Continental), as they are the closest to Sensic AB in terms of structural symmetry and 

proximity. Additionally,  in the case of Sensic AB, the level of complementary and 

similarity is actually not a concern in regards to competition, as the company intends to 

be acquired by larger rivals in order to have the means to keep developing their actual 

technology.   

 

TTM Energiprodukter AB is facing a situation where they have many competitors with 

the same capabilities in term of product and offering; thereby, the symmetry and 

proximity among competitors has led the offers to be hardly different from one and 

another with low margin of profit being made. That can be further empirically 

correlated to the cases of Reglertekniska Ingenjörsbyrån AB and Ariterm AB. 

Reglertekniska Ingenjörsbyrån AB has a high structural proximity to its competitors. 

However, the only differences found is the combination of both training equipments and 

training courses in the offer of the firm. That is something not done by rivals. Ariterm 

AB is also an instance where the structural proximity among the competition was found 

to be high, with many different actors.  
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The case of Kalmar Energi Värme AB is interesting in the sense that the competition is 

found in different business areas, mainly: heating system, electricity market, and optical 

fiber. On the heating system market, Kalmar Energi Värme AB is the only player able to 

provide heating solution through very high temperature pipelines; nonetheless, the 

competitors are providing a substitute products which are turbines that can be put 

outside of customers’ houses. Thereby the level of symmetricality on that specific 

market is different. That goes along with the electricity market where Kalmar Energi 

Värme AB has been observing an increased demand of solar panel solutions attracting a 

lot of new entrants company. These newcomers companies are different from Kalmar 

Energi Värme AB in regards to structural symmetry as they offer a different solution. 

About the optical fiber market, the competition is mainly about the digging and 

installation of optical fiber; hence, the companies offering these services are highly 

symmetrical.  

 

5.1.2 Level of hostility 

The level of hostility has been found to be quite intense for all the interviewees, at the 

exception of Sensic due to their technology not being publicly commercialized. It was 

surprising to notice that even though the level of hostility was ranked as being intense 

by the interviewees, a majority of them said to be evolving in a rather friendly 

environment at the exception of few competitors whom were rather aggressive on the 

market. All of the interviewees were also positioning themselves as being mainly 

friendly towards their competitors, and playing “the competition game by the book”. 

This correlates with the view of Easton (1987) stating that a friendly competition 

implies a rivalry game where the outcomes of competition is not that critical; in other 

words, the aim of competition does not involve to annihilate the competitors. 

Furthermore, the empirical findings are at the opposite of what Bengtsson et al. (2010) 

discovered about the link between an intense competition and a high degree of hostility; 

although all the firms interviewed were evolving in an intense state of competition, the 

degree of hostility has been found to be low. 
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5.1.3 Intensity of competition 

Concerning the intensity of competition, all the companies were having a high number 

on that matter. This is mostly due to an intense number of competitors. Most of the 

interviewees rated the level of intensity as being generally around seven to ten out of ten 

when asked about it. This was done in order to assess the interviewee about the 

companies’ perceptions in regards to the intensity of competition in their industry. As 

mentioned by Ye et al. (2014), assessing competitive forces is done by measuring and 

forecasting the intensity of competition. Further, these number are an indicator of the 

high demand Sweden is actually having in term of renewable and green technologies; 

therefore, attracting a high number of new entrants, especially on the solar market as 

reported by Soliga Energi AB, Cleanergy AB, and Kalmar Energi Värme AB. As bestow 

by Porter (1980), in order to unravel the intensity of competition, five markets forces 

can be investigated: the threat of substitute products, the threat of established rivals, the 

threat of new entrants, the bargaining power of suppliers, and the bargaining power of 

customers. 

 

The threat of substitute products was mainly seen in the instance of Kalmar Energi 

Värme AB, and more specifically on their heating market. The competition there is not 

happening on the heating solution offered by Kalmar Energi Värme AB through their 

pipeline, as the company is the only one authorized to do it in Kalmar, but on the other 

heating solutions proposed by rivals. These substitute products are a threat to Kalmar 

Energi Värme AB due to the fact they are cheaper to afford. Nevertheless, Kalmar 

Energi Värme AB has been able to counter these alternative products through their large 

catalog of energy solutions by offering discount on cumulative services bought by their 

clients such as electricity supply and optical fiber installation.   

 

Moreover, TTM Energiprodukter AB is a vivid example when it comes down to the 

bargaining of power that a supplier can have. The company is presently in a cooperative 

situation with one of their leading competitor which is Siemens. Since TTM 

Energiprodukter AB needs Siemens to produce a specific parts found in every of their 

product; thereby, Siemens has found to be in a position where they could assess the 

demand on the market by estimating the number of units sold by TTM Energiprodukter 

AB. Further, this mean that in the case of an increased demand, which would translate 
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into more possible opportunities, Siemens could invest more heavily into the market and 

take over the entire business of TTM Energiprodukter AB.  

 

The threat of established rivals was being witnessed by every company interviewed 

through an intense competition on price and quality (as seen in section 5.1.1). Relating 

to the bargaining power of customers, it  was more specifically observed through the 

example of Kalmar Energi Värme AB, where the firm, in order to be close to their 

clients, has to be innovative to respond to their need, especially in term of solar power; 

as Kalmar Energi Värme AB is not producing solar energy at the moment, the company 

has developed the project of building a solar energy production center where the 

customers would be able to own part of the facility. 

 

5.2 Cooperative continuum 

Based on the conceptual framework, there is three measurements standard to examine 

the cooperation continuum: degree of complementarity, trust, and tie strength 

(Bengtsson et al, 2010). Comparing the case companies, there are mainly two types of 

cooperative activities; viz., production-drive cooperation and technology-drive 

cooperation based on different companies’ resources and capabilities. 

 

5.2.1 Degree of complementarity 

Das and Teng (2003) suggested that complementarity is the most important drive of 

cooperation, companies always cooperate with the one whose resource are 

complementary. Regarding the empirical data, we found there are three features of the 

complementary resources. Firstly it shows that the degree of complementarity can 

decide if the cooperation could happen or not, the higher degree of complementarity, the 

higher possibility of the cooperation (Das and Teng 2003). TTM Energiprodukter AB, 

Ariterm AB, Kalmar Energi Värme AB and Reglertekniska Ingenjörsbyrån AB usually 

cooperate on the international marketing part. Because of the long history (over 30 

years) of the companies, the brand reputation has been already been established in the 

market; however, as the SMEs these four companies, still have the financial limitation 

when entering in the international market which cannot allow them to open the own 

distribution office in the local market, so they always cooperate with local retailers and 

distributors. In the same time, as the new companies (no more than 10 years), Soliga 
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Energi AB, Sensic AB, and Cleanergy AB won the innovation and advanced technology 

resources; hence, they are more willing to cooperate with some manufacturers and big 

players to achieve the brand reputation. As Soliga Energi AB CEO said, Soliga Energi 

AB is open to collaborate with all types of cooperators, because now the company is 

working towards developing brand awareness. Furthermore, based on the SMEs small 

scale feature, all these seven companies has the cooperative activities with products 

producers. Hence, it is obvious that the complementary resource is the first drive of 

coopetition. Especially when it comes to the high degree of complementarity. For 

example, Reglertekniska Ingenjörsbyrån AB operates in some far distant market such as 

Singapore, India, Greece, Latvia so on which are quite different from Swedish market, 

however, they only have three employees. According to its vice president, they are keen 

on finding the local cooperators, because they have experience of the local market and 

the language advantage.  

 

Secondly, the degree of the complementarity can decide the degree of dependency ( 

Pfeffer & Salancik 1978). TTM Energiprodukter AB, Sensic AB and Kalmar Energi 

Värme AB present a high dependency on their cooperators. Although TTM 

Energiprodukter AB and has been really mature in the market, they still have the high 

need of some resources, such as for TTM Energiprodukter AB, they focus on the 

products development, design. However taking the consideration of the financial and 

employees, they did not develop the producing process, all the production is depending 

on its cooperators (producers). The high need on the production process makes TTM 

Energiprodukter AB has the high degree of dependency on producers. But when it 

comes to the retailers and distributors, TTM Energiprodukter AB shows low dependency 

by the resources present high alternative. For Sensic AB, they are more like the 

technology innovation companies, they only produce the sensor chips and some sensor 

element. Hence, they highly depend on the testing companies who can examine their 

products in the real environment. Kalmar Energi Värme AB depends on the cooperator 

when it comes to the service to the customers. Their package of service is the biggest 

attracted point to customers by saving the money to customers; however, they only 

provide the hot water to the customer's house, they do not offer the water distribution 

and low temperature  process and so on. Hence,they depend on  the companies who can 

provide such relevant solution to their customers. 



 

 

 

79 

 

On the other hand, Soliga Energi AB, Ariterm AB and Reglertekniska Ingenjörsbyrån 

AB show a low dependency on their cooperators by the low needed resources 

complementarity. Ariterm AB and Reglertekniska Ingenjörsbyrån AB has the really 

mature products and network in the market. Ariterm AB designs, develops and produces 

its products themselves, hence do not depend on anything producing process 

cooperators. Furthermore when it comes to the distribution and sales, they can switch 

the retailers and distributors very easily because the brand reputation and high quality of 

products. Partly same as Ariterm AB, with the premium products, they have lots 

of  choice on cooperators. For  Soliga Energi AB not like Ariterm AB and 

Reglertekniska Ingenjörsbyrån AB, they are going on developing the network while as 

the new players they are quite flexible, they thought they are nothing can no switch, if 

something does not work, you can work with other players quickly. 

 

Thirdly, we found the lower market commonality could result in the high degree of 

complementarity (Dowling et al 1996). Kalmar Energi Värme AB cooperative strategy 

give the best provement to this feature. In the cooperative activities with TTM 

Energiprodukter AB, they show high complementarity to each other offering different 

service on heating  solution to customers. Kalmar Energi Värme AB is responsible for 

building the pipes in the city to every families and transporting around 90 degree hot 

water to every family’s basement. Meanwhile, TTM Energiprodukter AB come to put a 

heat exchanger to make it lower to 60 degrees which is suitable for family hot water 

using. In the other hand, Kalmar Energi Värme AB also very close to other cities hot 

water providing companies because the different segment customers; as a part of the 

company's’ infrastructure, they usually only serve the original city. They cooperate on 

information and technology sharing, for example, how to pricing, how to develop the 

new products etc. Therefore, as the precondition of cooperation, the degree 

complementarity plays quite an important role in cooperation. Meanwhile, trust is the 

basic element on the development of cooperation. 

 

5.2.2 Trust 

Larsson et al. (1999) highlighted the importance of trust in cooperative activities in 

information, knowledge  and physical resources exchanging process. Hence, we ask the 



 

 

 

80 

trust extent to cooperators from interviewees, from one to ten, we found even the lowest 

has seven out of ten trust on their cooperators. This shows that all these companies have 

the common cognition on the importance of trust. However, through the cross-

comparison, we found there are three key factors can drive trust: the development of 

products,  the sustainable cooperation, and common goals (Chin et al, 2008; Li and 

Ferreira, 2008; Bengtsson et al, 2010). 

 

Bengtsson et al, (2010) suggested that trust can facilitates the coordination and the 

innovation in cooperation especially when it happened with competitors (Bengtsson et 

al, 2010). Ariterm AB show their high trust through high openness to retailers on the 

products knowledge and information sharing. Hence, the retailers also show high trust 

to Ariterm AB by sharing the information of competitive products and the feedback 

form user experience. Based on the exchanges of information, Ariterm AB can 

coordinate its position in the market as well as enhancing the innovation of new 

products. Meanwhile, Ariterm AB is open to cooperate with the competitors, as the 

company think that a high competition can drive them to perfect their own products. 

 

As above mentioned, Sensic AB need cooperators to test their products. In order to 

develope the new technology and avoid the ideas being taken away, they pursue the 

continued collaboration which can enhance the high trust. The same as the Cleanergy 

AB and Reglertekniska Ingenjörsbyrån AB, the high trust is coming from long-term 

cooperation. The cooperative activities in value chains since the beginning of Cleanergy 

AB establishment. Likewise, in Kuwait, Reglertekniska Ingenjörsbyrån AB has been 

cooperating with its partners for about eight years and about twenty years with their 

collaborators in Pakistan.  

 

For Kalmar Energi Värme AB, TTM Energiprodukter AB, and Soliga Energi AB, the 

common goals are the main factor to drive the trust. To meet the customer's’ expectation 

and brand reputation, they give the high trust to each other. Kalmar Energi Värme AB 

and TTM Energiprodukter AB share the same customers by focusing on different parts 

of heating solution. As an new but very innovative company, Soliga Energi AB is 

seeking the cooperation with the big players to achieve the brand reputation in solar 

industry. 



 

 

 

81 

 

In addition, we also find the distance of market and organizational background could 

affect the extent of trust. As the only one who has the cooperative activities out of the 

European Area (Kuwait and Pakistan), comparing to other companies, Reglertekniska 

Ingenjörsbyrån AB shows the lowest trust to their cooperators. Meanwhile, Kalmar 

Energi Värme AB based on the strong resources support from owners (50% owned by 

Kalmar government and 50% owned by one of the biggest German energy company 

EON), they show highest trust to their cooperators. 

 

5.2.3 Tie strength 

Granovetter, (1973) shows that the tie strength is proportional to the number of the 

similar factors. Marsden and Campbell (1984) further suggested four measurement 

factors which are closeness, duration , frequency of contact, and reciprocity of support 

and aid. 

 

Closeness 

Regard to the cases companies, we found all the companies try to seek the closeness 

with the cooperators. From location aspect, TTM Energiprodukter AB and Kalmar 

Energi Värme AB are really close to its cooperators TTM Energiprodukter AB located at 

in the same building with its cooperators which is efficient on discussing the production 

of the new products as well as controlling the quality of products. Moreover, a majority 

of cooperators from Kalmar Energi Värme AB are located in Kalmar. From the distance 

of operating markets, except the RIB, all the left six companies focus on the market in 

Nordic area  and a small part of other EU countries. Furthermore, The vice president of 

Reglertekniska Ingenjörsbyrån AB stated that the main market for Reglertekniska 

Ingenjörsbyrån AB is in Sweden. As the managing Manager of TTM Energiprodukter 

AB advocated, the reason they choose the nearby country market, because they are quite 

similar to each other, and they do not have language barriers with their cooperators. 

Ariterm AB also suggested, the nearby market are convenient for them to meet with 

their cooperators discussing the products and latest news of market. 
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Duration 

The precondition of duration is the time. It has been found that with the time going, the 

trust become stronger and cooperators have the better understanding of each other, then 

the knowledge and information transfer process will form by consciousness even 

unconsciousness (Kotabe et al, 2003). Ariterm AB, TTM Energiprodukter AB, TTM 

Energiprodukter AB and Reglertekniska Ingenjörsbyrån AB all have over ten years 

cooperators based on long history. The managing director of Ariterm AB proposed that 

they hold the meeting with their retailers quite often to exchange the knowledge of 

products and market information. TTM Energiprodukter AB has the regular lunch 

meeting with cooperators and customers, to sharing the information of the products. 

Reglertekniska Ingenjörsbyrån AB are considering to train an representative in Pakistan 

to mainly be responsible the information diffusion. TTM Energiprodukter AB did not 

show the formal activities for the knowledge and information sharing, but the managing 

director intimated that no matter in location and relationship, they are quite close to 

their cooperators,’’we looks like one company”. Furthermore, he also implied that they 

quite in the mature market, technology of the products is not the secret in the market 

any more.  

 

However, empirical evidence did not show that the relationship with longer duration can 

result in  higher number of knowledge transfers. Such as Reglertekniska Ingenjörsbyrån 

AB, it has 20 years cooperation relationship in Pakistan, however, the knowledge 

transfer process still haven’t formed, the previous statement on they are discussing to 

hire local representative. Furthermore, the vice-president of Reglertekniska 

Ingenjörsbyrån AB implied that “ we do not hold the conference or anything ““But on 

the other, we do not always know what they do. On the other hand, we would like some 

report, 4 times a year. But that is a bit hard to get sometimes. Because they tend to, as 

many countries, if they don’t have anything positive to report then they are quiet.” 

Frequency of contact  

The frequency of contact plays as the complementary measurement to the closeness 

(Friedkin, 1999). Peter et al. (1984) suggested that the high degree of tie strength can 

lead the high frequency of contact. However the empirical data shows that the frequency 

of contact show the complex relation with tie strength. In some cases, the low degree of 

tie strength, even leads more frequent contact. For example, in Reglertekniska 
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Ingenjörsbyrån AB case, because it is hard to get the information on Pakistan 

cooperators behaviors, they message them at least once a week. Furthermore, In Sensic 

AB case, the frequency of contact usually it is one to two times per week, however, 

when it comes to some specific situation, it may be increase three to four times per 

week. As the same new company, Solgia quite similar to Sensic AB, it is depends on 

different context. In addition, in Ariterm AB case who has the strong tie strength with its 

cooperators, the frequency contact is quite stable which is in the rate of five to ten times 

per year. Therefore, according to the empirical findings, the influence of  frequency of 

contact on tie strength should take the different situation into consideration. 

 

Reciprocity of support and aid  

According to empirical evidence, the tie strength can drive the reciprocity of support 

aid, meanwhile the later can also promote the former (Jack, 2015). In Soliga AB case, 

they license their technology of products to other companies to promote the 

development of their products, the later help Soliga AB achieve the brand reputation in 

the solar market. Ariterm AB also show high support and aid to its retailers and 

distributors on the information and knowledge of advanced products to enhance the 

sales, the distributors help Ariterm AB to perfect the products. In addition, this double 

win strategy also increases the mutual dependency to each other. In the case of Kalmar 

Energi Värme AB, the reciprocity of support and aid can be seen in their new solar panel 

solutions, where the company did not have the right product to satisfy their customer’s 

needs; therefore, at the moment, the company is relying on of their cooperator to help 

them on that new arising market.  

 

5.3 Internal environment 

As pointed out in the conceptual framework, in order to perform an internal analysis of 

a firm’s strengths and weaknesses (figure 2), it is necessary to first determine the firm’s 

resources and capabilities (Grant, 2016); then, delve into the existing linkage between 

these resources and capabilities. Furthermore, company resources can be outlined as 

creating value and profit by improving efficiency and effectiveness (Daft, 1983; Barney 

1991). Additionally, the strategic implications are, in relation to strengths and 

weaknesses, to reflect on how they can be capitalized more fully and efficiently.  
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The empirical findings show that these resources were mainly concerning: employees, 

capital, international connections, R&D, engagement/motivation found in staff member, 

the company name/brand, knowledge of the market, the services offered, the level of 

personalization on products, capabilities to respond fast to specific demand expressed 

by customers, supply chain, and clients’ satisfaction. These resources can further be 

classified as either being a strength or a weakness based on the lack of value or profit it 

brings, or the opposite. For all of the companies, the finances and the capital have been 

demonstrating to be a weakness due to the fact that firms were facing limitations on that 

matter. The information collected through the interviewees have highlighted that 

companies have to constantly pay close attention and often raise capital in order to keep 

up with the demand, due to the liability of smallness.  

 

Further, the employees have also shown to be a valuable asset in the dimension of 

know-how, technical knowledge, their flexibility, and their motivation to see their 

company strive on the market; as displayed in, for instance, Soliga Energi AB and 

Kalmar Energi Värme AB where the employees have to be able to conduct and handle a 

large variety of diversified tasks. However, due once again to a lack of capital and 

resources to hire more manpower, the lack of work force has also revealed to be a 

weakness as every worker has limited number of task they can manage; therefore, as 

highlighted by the CEO of Soliga Energi AB: “it is important to get the right people in”. 

Moreover, Soliga Energi AB mentioned also their international connections as being an 

important strength to the company. This has enabled Soliga Energi AB to be 

competitive on price, and have deal with issues arising in the business through the help 

of their international network.  

 

Having a strong image is likewise a valuable asset. It can be emphasized that the older a 

company has been operating on a market, the stronger the brand image is. This has 

proved to be true through the instance of  TTM Energiprodukter AB, Kalmar Energi 

Värme AB, Ariterm AB, and Reglertekniska Ingenjörsbyrån AB. Other interviewees 

(viz., Soliga Energi AB, Sensic AB, and Cleanergy AB) were still in the process of 

getting the brand name out; thereby enduring to certain extent a liability of newness. 

Nonetheless, the brand image has also sometimes be considered as a weaknesses when 

customer cannot afford to pay for the products’ price.  
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The responsiveness to quickly adapt and respond to customers’ need was found in the 

example of TTM Energiprodukter AB. The company has been able to develop this 

capability by having all of their facilities in a short distance radius from each other. 

Moreover, in their industry, every product need to be custom made to a certain degree; 

thus, TTM Energiprodukter AB had to have that capacity in order to remain competitive, 

keep their clients’ satisfactions high, and have a fast delivery time period. Accordingly, 

having the capability to react fast to client’s demand has been a core strength to TTM 

Energiprodukter AB.  

 

About the level of personalization on products, this has shown to be strength in 

companies such as TTM Energiprodukter AB, as illustrated in the above-mentioned 

paragraph, Ariterm AB, and Reglertekniska Ingenjörsbyrån AB. The level of 

personalization for Ariterm AB concerns the ability to provide customer with 

customization on the colour of products, and the possibility to have the clients brand 

name on the said products. 

 

R&D has been a major strength to Sensic AB, as the company has a technology that no 

competitors at the moment can replicate it in the current time frame. This has been 

achieved through the technical know-how held by the persons involved in the project, 

with a couple of partners being Universities’ researcher. Likewise the experiences and  

knowledge of the market has been among the reasons that have led the company to be 

created. The same market knowledge has been found to be an asset in every cases with 

CEO and managing director having been in their respective markets for a long period of 

time. 

5.4 External environment 

External environment which consist of the opportunities and threats, it plays the leading 

role in the building of  international business strategy (Barney, 1991). From empirical 

findings, case companies show to be highly dependent on the external operating 

environment. As the strategic industry factors, cleantech industry presents high 

opportunities as well as high threats. Empirical evidence show that  the industry 

opportunities mainly come from three parts : social need of industry, government 

support, and the fast innovation and advanced technology. 
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Firstly, regarding to the social need of industry. As Soliga Energi AB CEO stated as 

some current energy is going to be used out, the alternative renewable energy  could be 

economical. Furthermore, he also implied that the higher and higher demand in solar 

market can reduce the threat of the spring of competitors in solar industry. Based on the 

current understanding gained from conducting the different interviewees, it can be 

suggested that the international energy, especially sustainable energy, renewable energy 

will become a major business and growing industry in many regions. 

 

Secondly, about the government support. In Sweden, the political target upon solar that 

the government  want to install a 100 times capacity of today’s  within 20 years. 

European Union also cooperate with different member states to develop cleantech 

project to enhance the innovation of new energy. As 50% owned by Kalmar 

government, Kalmar Energi Värme AB wins the biggest opportunity in the heating 

solution. 

 

Thirdly, referring to the fast innovation and advanced technology. Soliga Energi AB 

CEO implied that there is a huge investment in solar technology, Solar companies 

should look for different parts of solar products in terms in 5 years now. However, he 

also thought the technology can also stress the opportunities because there are huge 

competitors come all the time. Ariterm AB managing director indicated that the fast 

innovation drive them to developing the advanced technology to gain the competitive 

advantage.  

 

In addition, there are mainly including four threats according to the industry: the 

intensive competition, the lack of finance from client, the political system, the substitute 

products. 

 

Firstly, the tensive competition. Both TTM Energiprodukter AB and Cleanergy are 

facing the tensive pricing competition, in order to keep the market, TTM 

Energiprodukter AB are discussing to low the price by reducing a little bit quality of 

products. Cleanergy shows based on the mature technology, the big players can easily 

control the price, especially chinese competitors offer the extremely low price in PV. 
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Then talking about lack of finance from client. Majority case companies thought the 

financial market can be big threats, for example Ariterm AB is concerned that their 

customers do not have enough finance support to the investment of products and 

technology which will resulted in their low sales and lack of  drive to the new products 

development. Kalmar Energi Värme AB stated that they are lack of  money to hire new 

technological employees which stops them for expand the diversified profile of 

products. Soliga Energi AB’s CEO also said: “There are important one threats is 

finances , we have to have access to the capital, if you don’t, you will have trouble”. 

Next, regarding to the political system. As Soliga Energi AB’s CEO suggested that 

politicians are representing a major threats to some extent as they can proclaim new 

regulations and substitution at anytime which may affect the business. Coincidentally, 

Ariterm AB is one of the victim of political, the highest history profit peak in UK was 

suddenly broken by its political turbulence, now they are waiting for UK’s new election 

to get off the stagnant situation.  

 

Last, about substitute product. As the heating solution companies, Ariterm AB, TTM 

Energiprodukter AB and Kalmar Energi Värme A are all worried about the electronic 

device could be the substitutes to the products related to hot water caring. Kalmar 

Energi Värme AB indicated that it seems one of its cooperators started to offering an 

electronic fans which can exchange the cold air into warm air in winter  as well as 

providing the cold during the warm summer in Kalmar. Comparing to Kalmar Energi 

Värme AB’s products, it is show the high competitive advantage on products. 

Reglertekniska Ingenjörsbyrån AB also expressed as the training equipment, their 

products are quite easy to imitate. Therefore, the alternatives in the market are quite 

high.  The empirical evidence also shows in order to catch those opportunities and 

handle the threats, majority companies try to find the coopetition activities in the 

operating market.  

 

5.5 Coopetition 

Based on the empirical evidences collected for the competitive and cooperative 

continuum, the coopetitive forces at work, in the Swedish Cleantech industry, have been 

assessed following the view of Bengtsson et al. (2010) stating that a high degrees of 

symmetry, coupled with high intensity in competition and high degrees of hostility 
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indicates a strong competition; whereas, a strong cooperation can be characterized by 

high degrees of complementarity, trust, and tie strength; and vice-versa with low 

numbers. Thereby, the perceived degree of coopetition within the network of companies 

interviewed is reported (figure 6). Reglertekniska Ingenjörsbyrån AB, Soliga Energi AB, 

Ariterm AB, and Kalmar Energi Värme AB had level of cooperation matching the 

degree of competition they were facing; while Sensic AB had a low level of perceived 

competition coupled with a strong perceived cooperation continuum, and TTM 

Energiprodukter AB had a strong level of perceived competition with a lower level of 

cooperation. 

 

Figure 6 Perceived coopetition continuum in the Cleantech industry in Sweden (authors’own creation, based on 

empirical data) 

 

Moreover, nowadays companies seek to find cooperative relationships that leverage the 

value created by other actors in their business network (Bowser, 2001). Thereby, 

coopetition takes the form of formalized cooperative relationships with competitors that 

involve flows of assets, information, and status (Bowser, 2001; Gnyawali and 

Madhavan, 2001). The study of cooperative activities, along with competitive activities 

operated throughout this study has unraveled the coopetitive interactions existing 

among the seven companies consulted. Thus, current empirical examples of coopetition 

have been found among every firms interviewed; that is to say Soliga Energi AB, 
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Cleanergy AB, TTM Energiprodukter AB, Kalmar Energi Värme AB, Reglertekniska 

Ingenjörsbyrån AB, Ariterm AB, and Sensic AB.  

 

For Cleanergy AB, Reglertekniska Ingenjörsbyrån AB, and Ariterm AB, coopetition has 

been more specifically a way to capture more market opportunities in far distanced 

market. This correspond to Galdeano-Gomez et al. (2016) approach to coopetition as a 

strategy concept enabling exporting activity among suppliers, and as a medium to 

expand into new foreign markets. Cleanergy AB has a worldwide network of distributor 

handling prospects and sales in faraway countries. Same situation for Reglertekniska 

Ingenjörsbyrån AB  and Ariterm AB as, comparatively, the companies depend on agents 

when it comes to output activities in countries outside of Nordic regions. This allows for 

the aforementioned companies, Cleanergy AB, Reglertekniska Ingenjörsbyrån AB, and 

Ariterm AB  to more particularly focus on production, R&D, and part of the logistics 

while capturing more value out of their business by cooperating with distributors. A 

win-win situation is found in the fact that distributors also benefit from the cooperation 

by being remunerated, and having a larger portfolio of products. Therefore, scarce 

resources, such as for instance employees and capital, are more optimally allocated and 

lead to expanding the market presence of Cleanergy AB, Reglertekniska Ingenjörsbyrån 

AB, and Ariterm AB.  

 

Concerning the other companies interviewed, coopetition is happening in different 

forms. For Soliga Energi AB, coopetition is occurring with the other competitors of 

solar energy panel who are not able to offer financing solutions. Furthermore, 

coopetition happen in production, as Soliga Energi AB relies on manufacturer to handle 

the production while the firm principally focuses on handling sales, marketing, and 

financial solution. Moreover, the case of TTM Energiprodukter AB shows an interesting 

example of coopetition, as TTM Energiprodukter AB relies on one of their direct leading 

competitors, Siemens, to produce an important component that is found in every of their 

products. Furthermore, this case displays a situation where the coopetition is dominated 

by a larger player that can decide to take over the business if the prospect of sales 

suddenly start to rise by important number. This illustrates what Bengtsson and 

Johansson (2014) emphasized as being the power of disparities between SMEs and 

large companies making cooperation complex in coopetitive interactions.  
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About, the instance of Kalmar Energi Värme AB, it can be put in relation to some extent 

to what Gnyawali and Madhavan (2001) were referencing as the coopetitive model 

enabling companies to rely on the strength and complementarity of other actor while 

protecting the company own interest and competing to seize the value created in the 

market. Kalmar Energi Värme AB is relying on the assets of other cooperators to 

enhance their offer. For instance, a growing demand for solar panel has been seen on the 

market; therefore, in order to satisfy the demand of its customer base, Kalmar Energi 

Värme AB has been offering solar panel solutions while not producing it and relying on 

a third party company to handle the production and installation. This illustrate the view 

of Bengtsson and Johansson (2014) in the sense that Kalmar Energi Värme AB has to 

develop relationships with suppliers in order to remain competitive on the market.  

 

Finally, coming to Sensic AB, since the company has a highly innovative technology 

linked to reduction of NOx emissions, and has not commercialize yet; the plausible 

coopetition will happen through an acquisition made by a bigger player on the market, 

as the company is having limited resources, and market exposure to fully capture the 

opportunities and have a sustained business. A parallel can be made with Bengtsson and 

Johansson (2014) view on coopetition as a mean to overcome challenges and sustain 

opportunities such as lack of key resources, a limited market presence. Following this 

idea, developing coopetitive relationships is a way for SMEs to strengthen their 

competence by collaborating with another much larger enterprise in order to survive and 

thrive on the market.  

 

To sum up the discussion in this section in few words, empirical evidences has shown 

that companies following the coopetitive model are relying on the success of others 

actors’ strategy while protecting their interest and competing to seize the value created 

in the market.  

 

5.6 Coopetition leading to sustained competitive advantage 

Based on the international coopetitive business strategy (ICBS) model, the process of 

developing competitive is done in a stepwise manner, and relinquishes on developing 

three type of values: economic value, social value, and natural value. Once these values 
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are established, it leads to enhanced claims of responsibility, trustworthiness, and 

reliability perceived by the stakeholders (Jansson, 2007; Barney, 1986, 1991; Reed & 

Defillippi, 1999; Grant, 2016; Bouncken et al., 2015). The notion of societal advantage 

englobes three type of value a firm can generate on the market, which when they are 

combined together lead a company to have a sustainable business (Jansson, 2007). 

These three type of value are: economic value, social value, and natural value. 

Economic value is referring to the amount that consumers are willing to pay in order to 

acquire a company product within an industry; whereas, social and natural value are 

highly inter-related and relates to the wider financial and non-financial impacts. The 

higher the social and natural value are, the greater the societal advantage of a company 

is, which then lead to having greater economic value (Jansson, 2007). 

 

The creation of economic value has been achieved through every cases of coopetition 

witnessed. Although some of the companies were not commercially selling their 

technology at the moment, such as Sensic AB and Cleanergy AB, the economic value is 

still achieved through the interest expressed by rival companies and potential clients, 

and the opportunities existing on the market. It can be argued that the economic value 

was mostly coming from the social and natural value achieved by the interviewed 

companies.  

 

The example of coopetition relying on the use of distributors to capture more market 

opportunities in far distanced countries, by company such as Reglertekniska 

Ingenjörsbyrån AB, Cleanergy AB and Ariterm AB has shown to increase the social 

value of companies to some extent. With more brand visibility over the world, firms 

relinquishing on coopetition have better brand recognition; therefore, increasing their 

social value based on the stakeholder perceptions. Furthermore the social values created 

are also noticed through the fact that offering cleantech solutions lead companies to be 

socially perceived as being responsible actors in the society by offering proactive 

products and services to minimise environmental footprints, natural waste, energy 

consumption. The instance of Soliga Energi AB has shown how the company is working 

towards socially implementing solar panel products into the lives of Swedish consumers 

by having financial solutions, and cooperating with other local companies to further 

spread the use of these aforementioned solutions faster and make it affordable. 
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Additionally, the case of Sensic AB also indicates how by having a technology creating 

natural value, it will lead to being socially perceived as a brand working towards the 

reduction of greenhouses gases; however, in their cases, the use of coopetition would 

lead to benefit from the social values already created by another larger brand which will 

further enhance the economic value of Sensic AB.  

 

The most noteworthy instance of claims of responsibility, trustworthiness, and 

reliability arising from the acquired societal advantages was noticed in the case of 

Kalmar Energi Värme AB. The fact that the company is operating on the energy market 

has lead them to always be on the lookout for new ways to satisfy the needs of their 

customer base. The company has attained social value by being a local actors close to 

their clients, and by acting very cautiously when it comes to their communication 

strategy. The same goes for the relationship they nurture with their cooperators with 

trust being at the center of the different interactions and coopetitive activities taking 

place. The natural values are coming from the use of renewable energy and clean use of 

the environment. Moreover, the economic value is generated by the cumulative services 

that Kalmar Energi Värme AB offers. Kalmar Energi Värme AB is recognized as further 

being responsible and reliable by the solution oriented attitude of the company. The 

firm has been fast at adjusting to threats and capturing opportunities through the 

consolidation of their strengths and weaknesses by actively cooperating with other 

actors in order to try to capture more value on the market.  

 

Furthermore, to move on having competitive advantage, SMEs need to integrate the 

economical, social and natural benefits deriving from the combination of the multiple 

resources, originating from both the company and the coopetitive relationships, to build 

a value-creating strategy that would be beyond the bounds of possibility for any current 

or potential competitors to duplicate (Barney, 1986, 1991, 1994;  Conner, 1991; Grant, 

2016; Jansson, 2007; Patala et al., 2016; Schoemaker & Amit, 1994). Based on the 

empirical evidences, this last part of the ICBS model has not been witnessed. This 

comes from the fact that companies were not consciously relying on coopetition as an 

active strategy.  
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6 Conclusion 
“Competition has been shown to be useful up to a certain point and no further, but cooperation, which is 

the thing we must strive for today, begins where competition leaves off.” - Franklin D. Roosevelt 
 

In this final chapter, the major findings and conclusions are presented in an all-

inclusive manner. The research questions will be first addressed and answered in 

accordance with the study’s purpose. Then, the theoretical implications arising from the 

current research will be consigned, followed by the practical implications pertinent to 

the coopetition research field. Finally, the limitations section will be described and lead 

to an ending note on the potential opportunities for further research.  

 

6.1 Answer to the research question 

“ How can coopetition be a strategy leading to sustained competitive advantage for 

Swedish SMEs in the Cleantech industry? ”  

 

The current research suggests that coopetition is the matching strategy between the 

internal and the external environment of the firm. Companies hold strengths and 

weaknesses that are found in their internal environment, while the external environment 

carries opportunities and threats. Concerning the Cleantech industry, these above-

mentioned strengths and weaknesses have been discovered to be mainly about resources 

such as: employees, capital, international connections, R&D, engagement/motivation 

found in staff member, the company name/brand, knowledge of the market, the services 

offered, the level of personalization on products, capabilities to respond fast to specific 

demand expressed by customers, supply chain, and clients’ satisfaction; whereas, the 

opportunities were about the social need of industry, government support, and market 

demand for innovation and advanced technology; and the threats concerning intense 

competition, lack of finance from clients, political system, and substitute products 

(figure 7). Further, by using coopetition, companies are actually benefiting from the 

strengths found in other competitors, or find ways to reduce their own internal 

weaknesses. In the same time, coopetition enables companies to catch opportunities on 

the market, and decline to some extent the degree of threats faced.  
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Figure 7 Revised ICBS model 

 

Regarding coopetition as a strategy itself, two continua arise; viz., cooperation and 

competition. Competitors relying on coopetition need to consider these two aspects, as 

they are cooperating, but at the same time, trying to capture value on the market. The 

study has highlighted trust as being a fundamental groundwork for coopetitors, as well 

as the degree of complementarity and tie strength, upon which the cooperation is built. 

Moreover, the strategy of coopetition also involves assessing the competition continuum 

based on three key factors: the degree of structural symmetry, the level of hostility, and 

the intensity of competition. 

 

Before coopetition can lead to sustained competitive advantages, it first needs to 

develop societal advantages in the form of economic value, social value, and natural 
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value. In the Cleantech industry, the aforementioned social and natural value are 

foremost important in order to develop economic value. In addition, once these societal 

advantages are reached, it leads to claims of responsibility, trustworthiness, and 

reliability on the market. Furthermore, as the Cleantech industry mostly involved B2B 

interactions, being a reliable, trustworthy, and responsible partner is of importance. 

Through this process, a sustainable business is achieved.  

 

Based on the interviews conducted, coopetition has shown to be unconsciously used. 

Firms were not resorting on coopetition as an intended strategy. That is to say that no 

precise intentions were formulated in a relatively concrete level of detail and no precise 

intentions were specifically common to every actor involved in the coopetitive 

activities. Likewise, companies were mainly cooperating with other competitors 

because of their lack of resources, and capital. Further, the case of TTM 

Energiprodukter AB has illustrated an instance of coopetition with a major rival due to 

the fact that the said competitor do not see major opportunities to get more deeply 

involved in the specific niche where TTM Energiprodukter AB is operating in. In 

another case, one of the companies interviewed (viz., Sensic AB) was aiming at being 

acquired by larger competitors to benefit from having greater financial assets; therefore, 

illustrating another unconscious case of coopetition. Hence, the next step involving 

moving from sustainable business to develop competitive advantage through the use of 

coopetition has not been witnessed in any of the cases; on account of the fact that, 

through the company interviewed, coopetition has not been implemented in ways that 

would be beyond the bounds of possibility for any current or potential competitors to 

duplicate. 

 

6.2 Managerial implications 

The managerial implications arising from the current research are revolving around 

several points. Firstly, it shows how coopetition is enabling SMEs to turn the 

disadvantages of having competitors to advantages. As SMEs lack of resources to 

support the production, logistics, significant clients, technology and R&D, the use of 

coopetition as a matching strategy can help to achieve win-win situations. Empirical 

evidence shows that cooperating with competitors can not only help to build friendly 

connections with rivals and lower the intensity of the competition, but also leads to 
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benefit from complementary resources that enhance each other offer. Secondly, the 

current study highlights the notion of trust as being of high importance when getting 

into the coopetitive activities. The building of the trust with coopetitors can be 

described as the foundation of a coopetitive relationship. Developing a high degree of 

trust with rivals partner can promote more coopetitive activities such as the technology 

and the know-how sharing. Thirdly, applying coopetition into the company strategy 

appropriately can also reduce the threats from other international marketing such as 

unpredictable local government policies.  

 

6.3 Theoretical implications 

As mentioned in the introduction, one of the purpose of the study is to contribute to the 

current field of research on coopetition. The contributions witnessed throughout the 

research have been in line with the lack of knowledge about the effects of coopetition 

and the different types of coopetitive interactions involved when firms coopete 

mentioned by Bengtsson et al. (2010). The International Coopetitive Business Strategy 

(ICBS) model highlights the steps involved into the use of coopetition as a matching 

strategy between the internal environment of a firm and its given external environment 

leading to sustained competitive advantages. Thereby linking coopetition with the 

environmental models of competitive advantage developed by Barney (1991), and 

further with the international business strategy model developed by Jansson (2007). 

This highlights to some extent what Bouncken et al. (2015) defined as being a research 

gap in the field of research in the sense to investigate and give a better understanding on 

how SMEs should engage in coopetition. Furthermore, the approach operated is another 

contribution to the field of research by dissecting coopetition into a two different 

continua allowing for a better understanding on the cooperative and competitive forces 

at work, and approaching coopetition as a more multifaceted concepts. 

 

6.4 Limitations 

Although this study provides new insights into understanding coopetition from a 

strategical point of view, several limitations can be pointed out. Starting with the short 

amount of time allocated to conduct the study process. This has led to compromises on 

the selection of the companies, the number of case company and has limited the current 
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research to Sweden due to the facility to get in touch with local firms. Including other 

countries could lead to further comparisons as the current data may be limited to the 

business context of Sweden; moreover, as other countries have different business 

cultures, the political and economic context can to some extent influence managers’ 

decision and insights. In addition, the extension of the current study to a multi-country 

context would considerably benefits the generalization of the research theory and 

framework at a broader level. Further, the sample of interviewees is not representative 

enough of the actors present in the Cleantech industry. Therefore, generalization and 

statistical generalization are not supportive enough. A larger number of respondents 

would allow to quantitatively measures the nature of coopetition as a strategy leading to 

sustained competitive advantages. Likewise, some interviews were conducted through 

Skype with managers having a limited amount of time, and who were not native English 

speakers, as well as the researchers. Thereby, this has lead to a limitation in the ability 

to fully express and conduct ideas in most accurate ways.  

 

6.5 Suggestions for future research 

There remains still knowledge gaps with further topics to be explored within the field of 

coopetition. Based on the limitations, future research should dig into the influences of 

the culture to coopetition as a strategy in a multiple-country context. Moreover, 

developing a distinction to companies established time and looking into how it affects 

coopetitive strategies might also be an interesting research topic. When it comes to the 

antecedents of coopetition, exploring the reasons that lead firms to consider entering 

cooperative relationships with their competitors is another subject that could be looked 

into. In addition, the international coopetitive business strategy (ICBS) model can be 

applied in other industries to unravel the forces at work in regard to coopetition as a 

matching strategy between the internal environment and the external environment, 

societal advantage, and competitive advantage.  Furthermore, a quantitative approach 

can be conducted on SMEs purposefully using coopetition as a matching strategy based 

on multiple industries. This would benefit the field of research by having a larger 

understanding of the economic value, social value, and natural value created through the 

use of coopetition, along with how the claims of responsibility, trustworthiness, and 

reliability can lead to competitive advantage. Likewise, the ICBS model developed in 

the study can be used to further investigate to what extent coopetition can really solve 
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the liabilities of smallness and newness for SMEs and contribute to the growth and 

success of these firms. 
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Appendices 

Appendix A List of companies contacted 

First wave of e-mail interview invitation (sent on the 19th April) 

 

Company 

Name 

Email of contact Company Website 

Againity info@againity.com http://againity.com/ 

Arsizio AB mark.jkragh@arsizio.se http://www.arsizio.com/ 

Anolytech info@anolytech.se http://www.anolytech.se/sv/start 

Ascatron info@ascatron.com http://ascatron.com/ 

Cassandra Oil info@cassandraoil.com http://www.cassandraoil.com/ 

Chromafora info2@chromafora.com  www.chromafora.com 

Cleanergy service@cleanergy.com; 

info@cleanergy.com; 

hr@cleanergy.com  

http://cleanergy.com/ 

DLaboratory fredrik.akke@dlaboratory.com; 

info@dlaboratory.com  

https://www.dlaboratory.com 

Ferroamp info@ferroamp.se  http://www.ferroamp.com/home  

Greater Than info@greaterthan.eu  http://www.greaterthan.eu 

iFoodbag hr@ifoodbag.se; sales@ifoodbag.se  http://ifoodbag.se 

Manetos support@manetos.com https://manetos.com/en/ 

Seatwirl Gabriel.Strangberg@SeaTwirl.com  http://seatwirl.com/ 

Sensative stripstips@sensative.com http://www.sensative.com/ 

Sensic lars.hammarlund@sensic.se; 

olle.westblom@sensic.se  

http://sensic.se/ 

Soliga tony@soliga.se; wilhelm@soliga.se  http://www.soliga.se/ 

SWATAB info@swatab.com  http://www.swatab.com/?lang=en  

Swedish 

Algae Factory 

sofie@swedishalgaefactory.com http://www.modvion.com/  

Strongcrete info@rollit.se http://www.rollit.se/  



 

 

 

II 

Vultus kontor@vultus.se http://www.vultus.se/ 

Ximantis inquire@ximantis.com http://ximantis.com 

 

 

Second wave of e-mail interview invitation (sent on the 25th April) 
 

Company 

Name 

Email of contact Company Website 

Netport Science 

book 

yi.chai@netport.se (sustainability 

developer)  

samuel.henningsson@netport.se 

http://www.netport.se/en/about-

netport/ 

BIARO AB customercare@biaro.eu www.biaro.eu 

Nordlander och 

Co AB 

nordlandercoab@gmail.com www.solfangare.se 

Gila Control 

System AB 

hakan.engstrom@gila.se 

jesper.wallin@gila.se 

bjarne.eklund@gila.se  

www.gila.se 

Kalmar Energi 

Värme AB 

kundcenter@kalmarenergi.se www.kalmarenergi.se 

Polyplank AB info@polyplank.se www.polyplank.se 

Vatten och 

Samhällsteknik 

kalmar@vosteknik.se  www.vosteknik.se 

Metro Therm 

AB 

info@metrotherm.se www.metrotherm.se 

Kalmec Export 

AB 

HQ@kalmec.com www.kalmec.com 

CMI Marine AB info@cmimarine.se www.cmimarine.se 

TTM 

Energiprodukter 

AB 

info@ttmenergi.se; l.l@ttmenergi.se; 

m.d@ttmenergi.se  

www.ttmenergi.se 

Stockhorvan Trä 

& Pellets 

anneli@stockhorvan.se; 

peter@stockhorvan.se  

www.stockhorvan.se 

Plåt och 

Spiralteknik AB 

patrik@pst.se; hakan@pst.se;  

kim@pst.se  

www.pst.se 

Hexaformer AB https://www.linkedin.com/company- www.hexaformer.com 



 

 

 

III 

beta/911616/?pathWildcard=911616  

Jacobi Carbons 

AB 

info@jacobi.net www.jacobi.net 

Ariterm AB amelie@ariterm.se www.ariterm.se 

Mercatus 

Engineering AB 

info@mercatus.se www.mercatus.se 

AquaTeq 

Sweden AB 

info@aquateq.se; 

anna.lantz@aquateq.se; 

thomas.adbring@aquateq.se  

www.aquateq.se 

Ventim AB info@ventim.se  www.ventim.se 

Reglertekniska 

Ingenjörsbyrån 

AB 

info@rib.se; rib.sthlm@rib.se  www.rib.se 

Energikontor 

Sydost 

ulf.hansson@energikontorsydost.se   

 

Appendix B Email interview invitation sample 

Hi there,/[if name is available insert here instead]  

 

We have an exciting research project we would like [insert company name here]  to be a 

part of: 

 

We are Hervé & Echo, master’s students studying International Business Strategy at 

Linnaeus University (Kalmar, Sweden). We are currently working on our thesis project 

based on coopetition (which refers to a context where competition and cooperation 

happen simultaneously), focusing on the sustainable competitive advantage for SMEs. 

 

We think you would be the perfect fit for our study for 2 reasons: 

1) you are operating in the Cleantech Industry 

2) you are based in Sweden 

 

We would like a quick interview in person or via video/phone conferencing (e.g. 

Skype/FaceTime). 

 

We would love a confirmation of your availability to participate. We would like to 

conduct interviews between [insert available time here]. 

We would be grateful if you could pass this on to the right person for us, please. Thank 

you and hope to hear from you soon! 

 

Kind regards, 

Hervé & Wen 

International Business Strategy Master Students 
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Linnaeus University - Kalmar  

 

Appendix C Email response template with more detail information 

Hello [insert name],  

 

Thank you so much for your interest in our research study. [Insert the interview time], 

works perfectly for us. What time would be the most suitable to you? As we are in 

Kalmar at the moment, it would be more convenient for us to conduct the interview 

through Skype. In order to do so, we would need your skype username (it would be 

more convenient for us to conduct the interview in person if that is also convenient to 

you). 

 

For you to have a better idea about our study context, here is a bit more information.  

 

We gained an interest on coopetition which refers to cooperation and competition 

happening simultaneously. The focus of our study is on Swedish SMEs as we believe 

they are facing challenges such as lack of key resources, a limited market presence, and 

a dependence upon precise product or service based on operating in a specific market. 

That is where we found coopetition as being an appropriate strategy for SMEs to 

strengthen their competence by collaborating with other enterprises facing the same 

challenge within a related industry in order to develop new market based on value 

innovation. We further believe that the Cleantech industry is the perfect example of 

these market opportunity based on value innovation.  

 

We, therefore, decided we would like to investigate more on coopetition as being a 

strategy to develop sustainable competitive advantage for Swedish SMEs upon the 

Cleantech market.  

 

Thank you once again for willing to participate in our research study. Should you have 

any further questions we are more than willing to answer them. The choice to remain 

anonymous is also possible.  

 

Kindest regards, 

Hervé and Wen 

International Business Students 

Linnaeus University - Kalmar 

 

Appendix D Interview guideline 

A. Biographical data 

1. What is your position/job title? 

2. What service/product would you say you offer and how? 

3. How many employees do you have? 

4. When was the organization established? And in which country? 

5. What drove you to establish your company ? 

6. What are the countries that you are currently operating in? 

7. What is your company philosophy (vision, mission, values)? 

 

B. Competition continuum 

1. Who are your main competitors at the moment? 
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2. Which kind of competitive activities are you facing on your market (such 

as branding, quality of products, price)? Could you give us some specific 

examples? 

3. How would you situate your company in regards to your competitor? 

What makes you different from each other? 

4. How similar are you to your competitors in terms of resources and 

profile?  

5. Do you have cooperative activities with your competitors (for example 

inputs activities such as production and logistics, or output activities such 

as marketing and sales)? 

→ If no: Will you consider building cooperative activities with your competitors? 

→ If yes: Which kind of cooperative activities? How do you think the company benefits 

from it? 

6. On a scale from 1 to 10, how intense would you say the 

competition is on your market? (1=not intense at all; 10= very intense) 

7. In term of competition, do you perceive your company as 

evolving in a friendly or hostile environment?  

8. According to rivals on your market, would you say that you 

are perceived as being an hostile or a friendly competitor? 

 

C. Cooperation continuum 

1. Who are your main cooperators at the moment? 

2. What kind of cooperation activities are included in your business? Can 

you give us a specific example? 

a. How long these activities have been going on? 

b. How frequent are the contact with your cooperators when it 

comes to these specific cooperation activities? 

c. How much are you involved in it? What about other parties?  

3. How would you position your company in regard to your cooperative 

activities with your partners ? (Leading? Equal? Following?) 

4. Do you depend on your partner very much? Is the cooperation stable?  

5. Do you have competition with your cooperators in the same time?  

→ If no: Would you consider to expand your business with other competitors operating 

on the Cleantech industry? 

→ If yes: Which kind of competition? Can you give us more detailed information?  

6. On a scale from 1 to 10, to what extent would you say you 

have trust in your cooperators? (1=no trust at all; 10= high trust) 

7. How important would you say trust is when it comes to 

cooperation?  

 

D. Internal environment 

1. What are the strengths of your company?  

2. What resources make your company unique? (i.e.: capital, capabilities, 

knowledge, technology, organizational institution, information, 

employees) 

3. How can you utilize those strengths most efficiently /do you think you've 

already applied it into your business most efficiently? 

4. What are the weaknesses of your company?  Do you think it will threaten 

your company’s future? 
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→ How can you handle these weakness?  

5. Have you ever thought of cooperating with other companies to minimize 

those weakness? 

→ If yes: Which kind of companies will be taken into consideration for further 

cooperation? 

→ If no: Why? What is the concern for it? 

 

E. External environment 

1. Why did you choose this industry? What kind of opportunities were you 

seeking in this industry? 

2. What kind of threats you thought you would meet in this business? What 

kind of threats you are facing at the moment?  

3. Do you have any efficient ways to deal against these threats?  

→ If no: To what extent do you think it can threaten your business? 

→ If yes: Can you give us more details about it? 

4. Do you only focus on Swedish market or you also aim at other 

international market? 

→ Swedish market : Why? How can you keep your sustainable competitive advantage?  

→ International market : What is your plan? When will you try to enter in international 

market? Why not do it now? What are the concern? 

 

F. Strategy 

1. What are your current strategy in regard to developing Cleantech 

technology? 

2. What do you do that no one else does? (in regard to cleantech 

technology) 

3. What is unique about your business (i.e.: products/services, standards, 

systems, staff training, right people, etc.)? 

4. What do you do in order to make sure you meet or exceed your client 

expectations?  

5. What is your next plan for expanding the business?  
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