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Preface  

We say to you today, our friends, so even though we have faced the difficulties of 
theories and interviews, we still have a dream. It is a dream deeply rooted in the 
academical dream. (Thank you TAT, thank you mobile company respondents.) 
 
We have a dream that one day this thesis will rise up and live out the true meaning of 
its creed: “We hold this truths to be self-evident: that all of us group members are 
created equal.”(And brilliant, at that!) 
 
We have a dream that one day on the green hills of Växjö the sons of former students 
and the sons of former professors will be able to sit down together at the table of 
brotherhood. (Anders Pehrsson, thank you!) 
 
We have a dream today. 
 
Let freedom ring from the snowcapped Småländska Höglandet! 
Let freedom ring from the curvaceous slopes of Teleborg! 
But not only that; let freedom ring from Växjö Universitet! 
From every mountainside, let freedom ring. 
 
“Free at last! Free at last! Thank God Almighty, we are free at last!” 
 
     

A slight modification of M.L King’s speech. 
 
 
 
 
 
 
 
 
 
………………. ………………… ……………….. 
Cecilia Sjögren Karolina Solberg Linda Svensson 
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Abstract  

 
The traditional internationalization theories suggest that the process of going 

international is gradual. Recent theories about “born global” firms state they 

internationalize from the day they are founded or shortly thereafter. TAT (The 

Astonishing Tribe) is a small but growing Swedish software technology and design 

company and a “born global” company. TAT has a small number of very large 

companies as their customers, which could be unsafe if they were to lose one of these 

important clients.  

 

The strategic states model show the need for different combination of competitive 

edges and presents optimum strategies to reach high performance. To move to a more 

desirable state in the model the theory of customer capitalism is suggested in this 

thesis. The theory is supposed to make the customer “lock on” to a corporation for a 

win-win long term relationship. Two aspects of the theory that are more distinguished 

than the four others has been identified, these being relationship and developer. 
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Background  
 
 

IIIn this chapter an introduction is given to the “born global” subject as we attempt to 
explain how it is the starting point of the theoretical foundation of this thesis. This 
will lead to a problem discussion and a problem formulation. Finally, the 
delimitations are presented.    
 
 

Introduction  
The concept “born global” was coined in a survey from 1993 and in the first scholarly 

article about the subject in 1994, Cavusgil wrote:  

“There is emerging in Australia a new breed of exporting companies, which 

contribute substantially to the nation’s export capital. The emergence of these 

exporters though not unique to the Australian economy, reflects 2 fundamental 

phenomena of the 90’s: 1. Small is beautiful. 2. Gradual internationalization is 

dead”1. 

 

The traditional internationalization theories suggest that the process of going 

international is gradual for companies, and that it is a result of incremental learning. 

However, the small Information and Communications Technology (ICT) companies 

are often defined as “born globals” since they have a rapid and international growth 

that is enabled by the use of external resources such as partnerships and networks. 

The ICT-sector continues to grow, especially in the European market2.  

 

TAT (The Astonishing Tribe) is a Swedish software technology and design company 

offering products and services to differentiate and enhance the user experience of 

portable devices. TAT works with digital visual experiences, targeting two markets; 

one that provides visual effects and post-production services for media companies, 

and one that is focused squarely on the telecom industry. The telecom division of 

TAT specializes in handset differentiation, making handsets more distinct and alluring 

to consumers - with an emphasis on so-called “soft enhancements” - enhancements to 

the body of a mobile handset that do not change the essential hardware3.  

                                                 
1 E. Rasmussen, 2002, p 3 
2 S. Saarenketo et al., 2004, p 1  
3 www.tat.se  
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TAT is a “born global” company with niche competence within the software business. 

Today, TAT is a growing company who has a small number of very large companies 

as their customers, which could be hazardous if they were to lose one of these 

important clients. Their current customers of the large mobile companies are 

SonyEricsson and Samsung, but their aim is to also get Nokia, LG Electronics, 

Siemens, and Motorola as customers. It is crucial for TAT to carefully plan how to 

obtain clients, and how to maintain in relationships with existing clients. Working 

with large multinational companies and world leading mobile phone producers, while 

they themselves are a relatively small number of employees in a Malmö office, calls 

for a well thought through marketing strategy. 

 

Problem discussion  
A company’s overall goal is to attain profitability, which generally increases with 

growth. Companies use different strategies to grow and one option is to expand from 

the national market and go international. The internationalization process of firms has 

been studied and researched throughout the years. An influential starting point was 

the Uppsala model by Johansson and Valhne, which focuses on how firms begin 

penetrating their home market and then gradually internationalize in a stepwise 

manner4. A basic assumption in such models is that firms internationalize in different 

stages because the reduction of risk and the ability to gain experiential knowledge5. 

The gradual stage model has been criticized, and numerous studies have pointed out 

that stage models do not fully explain the internationalization process of firms in the 

global world. As it became clear that all firms did not internationalize in the stepwise 

order, new theories developed and soon the concept of “born global” was founded. 

Typically the “born global” firms are small entrepreneurial firms that internationalize 

from inception or begin shortly thereafter6. Earlier, the “born globals” were 

exceptions to the rule but since the mid 90´s they are increasing in numbers7. The 

more prominent role of niche markets and greater demand for specialized or 

customized products has lead to the emergence of “born global” firms8. Both the 

traditional and the “born global” views emphasize the role of networks of business 
                                                 
4 J. Johansson et al., 1977, p 23-32  
5 S. Andersen et al., 2004, p 23  
6 J. Bell et al., 2001, p 173-189 
7 N. Nummela et al., 2004, p 51-64 
8 J. Bell et al., 2001, p 176  
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relationships that the internationalizing firm creates. The difference is that for “born 

globals”, the networks must be adequately extensive to enable extensive global reach 

and created rapidly to support exposure to multiple markets9.  

 

In conclusion, previous research presents different approaches to internationalization 

in general and “born globals” in particular. However, two aspects of the subject seem 

to be missing in the theoretical research, these being “born globals” that operate in a 

business-to-business environment and the aspect of their marketing strategies. 

 

“Born globals” has a latent strategy problem. Pehrsson has developed the strategic 

states model, which describes crucial competitive edges. A growing company will 

eventually stand before the choice of adjusting their marketing strategy. Therefore, a 

small B2B company, with few but large companies as customers, must be in a state of 

alert. The small companies may be successful for as long as they are innovative but 

the minute they lag behind they risk getting replaced by competitors. This imminent 

risk of being substituted is a great concern. Bankruptcy is not uncommon among 

newly established firms and more often than not, it is due to the loss of an important 

client. In order to decrease the risk of having a few but large customers, the “born 

global” firm could work with different marketing strategies to help expanding its 

customer base.  

 

Customer capitalism is a marketing strategy that creates growing customers’ value 

streams from intensified and expanding relationships with customers who “lock-on” 

to an organization. These customers become an “installed customer base” who wants 

the organization as their dominant or single choice on a continuing basis. There are 

ten principles that are suggested to drive a company’s strategy10. These direct 

resources form the backbone for the competitive strategies of the new enterprise11. 

When the ten principles are implied, six reinforcing “loops” go into action12. 

Customer capitalism does what the old capitalism could never do – it gives the 

company a sustainable edge13.  

                                                 
9 S. Chetty et al., 2003, p 64  
10 S. Vandermerwe, 1999, p 3 
11 S. Vandermerwe, 1999, p 5 
12 S. Vandermerwe, 1999, p 297 
13 S. Vandermerwe, 1999, p 3 
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Problem formulation 

Of the six proposed reinforcing loops that go into action using the customer 

capitalism theory, are there specific aspects of that theory that potentially reduce the 

risk for “born global” company of having few but large customers?  

 

Purpose  

The explorative purpose of this thesis is to investigate if there are specific aspects of 

the customer capitalism theory that potentially reduce the risk for “born global” 

company of having few but large customers. 

 

Delimitations  

Due to the vast information on relationship marketing available, we have chosen to 

delimit ourselves to the relationship aspect of customer capitalism and not consider 

the subject further. In order to keep the thesis focused and the subject narrow, we 

made the decision not to include theories on loyalty, even though there are clear 

connections between that and the ”lock on” concept. Finally Fig.4 is only an 

illustration designed to clarify our choices of the identified key loops of customer 

capitalism and not a comparison between the cases themselves. 
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 Theoretical framework  
 
 

IIIn this chapter the theoretical framework is presented, which is the foundation for 
this thesis. By way of introduction, the concept of “born globals” is overviewed, 
thereafter the strategic states model is explained, and finally the marketing strategy 
theory of customer capitalism is introduced.  The chapter ends with the analysis 
model in order to illustrate how the concepts could be interrelated.  
 
 

Born globals  

When defining a “born global” firm, the following criteria can be used:  

- Vision and strategy of the company is to become global or international. 

- The firms are often small and technology oriented.  

- The time to become global varies from immediately to up to three years.  

- A minimum of 25% of foreign sales or a minimum number of countries served 

outside the home country.  

“Born globals” are often from small open economies such as Finland, Sweden, 

Denmark, Israel and Taiwan and they are facing great challenge because of their 

origin, vision, and limited resources14. “Born globals” are newly established firms 

operating in foreign markets and the increasing importance of niche markets forces 

the small firm into niches of the global market in order to be competitive. The rapid 

development of communication technology creates opportunities for these firms in 

ways that previously has not been possible15. The “born globals” are able to 

internationalize quickly because they include global niche strategies and have an 

ability to raise capital externally. Also, their entrepreneurial vision and capabilities as 

well as reliance on international networks and strategic alliances as a substitute for the 

firms own assets make for speedy internationalization16. All industries have examples 

of fast growing firms and “born globals” are not only found in certain technologies or 

sectors of the economy. Quality and value is what it takes for these firms to be 

successful, and the value is created through innovative technology and product 

design17.  

 
                                                 
14 M. Gabrielsson et al., 2004, p 555-571  
15 Ö. Moen, 2001, p 156-175  
16 N. Hashai, 2004, p 465-483 
17 M. Rennie, 1993, p 1-6 
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The strategic states model 
One difficulty with the research on business strategy is that two identical strategy 

settings never occur. Therefore, there are three different views of studying strategy: 

the situation specific, the universal, and the contingency view. The strategic states 

model follows the contingency view, which means that an optimum business strategy 

may be formulated, provided certain internal and environmental premises apply to the 

company. The states A to D in the strategic states model show the need for different 

combinations of competitive edges and presents optimum strategies to reach high 

performance.  

 

The Strategic states model  
Fig. 1 
 

 
Segment Penetration 

B   D 
 
 
Many segments 
  Price/Distribution Responsiveness/Distribution 
 
 
 
 
 
  Price/Relations Responsiveness/Relations  

 
Few segments  
   A   C 
 
       

Adaptation 
  Limited    Extensive  

 
 
 
In box A we find the price/relations state, which with its relatively standardized 

products and fairly few penetrated segments makes customers compare and chose 

products based on price. Standardized products and many customers as in box B could 

make long-term customer relations difficult to establish. Low prices in combination 

with many market segments are one way to survive price competition, which makes B 

an excellent strategy. The C state involves a high risk since the small amount of 



 11 

segments creates a dependency to the customers and low bargain power. In this state, 

building long-term relations with customers is crucial and companies compete not 

with price but with customer loyalty. Many market segments and varying customer 

needs and wants in the D state call for a decentralised organisation. Sensitivity to 

customer needs and an effective distribution is therefore key. State D is rewarding in 

the long run but also very demanding as strategy18. 

Customer capitalism  
Entrepreneurs and new corporate leaders transcend the economic mindset of 

traditional capitalism which in the past has forced and programmed managers to think 

and act a certain way in order to reach short-term rewards. The new leaders use the 

principles of customer capitalism and look for increasing returns by becoming the 

customer’s choice on ongoing basis. That will ensure the company’s competitive 

advantage and sustainable growth19. The balance of power has shifted from producers 

to customers. The customers know more, demand more and participate more. Part of 

the problem with the traditional business model is the growth that involves doing the 

same thing as has been done before. That inevitably meant stealing customers from 

others who also were doing the same thing. An alternative to stealing was growing by 

mergers and acquisitions, often in businesses unrelated to the own20.  

 

“Lock on” 

With customer capitalism, customers “lock on” to a corporation, which means that the 

customers want the firm as their dominant or sole choice on an ongoing basis. This 

differs from when a customer would flip from supplier to supplier seeking the best 

deal, which typically meant seeking the lowest price. So in customer capitalism it is 

neither just the product nor the technology that keeps the competitors out but instead 

the customers who “lock on” to a company and become the barrier to competitive 

entry. The concept of “lock on” is very different from “lock in” where customers had 

no choice because there were only one supplier or because they were captive by the 

way the industry operated, or the switching cost of moving towards something else 

was too high21.  

                                                 
18 A. Pehrsson, 2001, p 73-75 
19 S. Vandermerwe, 1999, p 1 
20 S. Vandermerwe, 1999, p 2 
21 S. Vandermerwe, 1999, p 4 
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10 principles of customer capitalism 

Understanding a set of principles as well as some key strategic dimensions explains 

customer capitalism and its difference from traditional capitalism. 

1. The aim of the enterprise is to fundamentally transform itself.  

The new enterprise moves outside itself in search of the future. It seeks to create 

whole new markets rather than just taking shares from the existing players. The 

strategy is fundamental to exploiting new dynamics of increasing returns22. 

2. Leaders find new ways of doing things. 

Leaders recognize that customers necessarily cannot express what they want because 

they have not experienced it yet. They look beyond improving already existing ideas, 

products and services but instead look for new ways of doing things. The new 

enterprise seeks to become the standard for these new ways of doing things23. 

3. Innovation means originating for and with customers rather than just 

inventing technology. 

With customer capitalism the leaders are not automatically the ones who invent or 

own a new technology. Instead they see dynamics of behaviour and how people 

influence people, and events influence markets and technology influences all of these 

to open up new opportunities. They are able to detect future changes before they 

happen and understand them when they do24. 

4. The primary object of the enterprise is to maximize the time value of 

customers. 

With customer capitalism every customer is an investment. Every customer also 

values time. Success through the time value of customers is what amasses the 

potential for the high quality cash streams. Maximizing the value streams means to 

attract new customers, keeping the customers longer and enhancing the value per 

customers25. 

5. Dominating activities in “market spaces” achieves the time value for 

customers. 

Customer capitalism shifts the classic product/service categories away from market 

share into new dynamic market spaces. That is where the value adding lies. A market 
                                                 
22 S. Vandermerwe, 1999, p 5 
23 S. Vandermerwe, 1999, p 7 
24 S. Vandermerwe 1999, p 9 
25 S. Vandermerwe 1999, p 10 
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space is an expression of the result that the customers want. The market spaces 

become the new broader playing fields in which the enterprise competes through 

customer capitalism and where opportunities multiply rather than add up26. 

6. The source of value is the linking of benefits in an integrated customer 

experience. 

The new enterprise needs to become vital in getting superior results to customers in 

these market spaces. Those who deliver a totally integrated experience to customers 

can accomplish that and it must happen throughout the customer activity cycle27. 

7. Individuals form an installed customer base that becomes ever increasing, 

ever lucrative. 

Given the criticality of the time value of customers, the target for strategies based on 

customer capitalism is no longer the mass market out there or a chunk or segment of 

the market. The reason for that is that no customers fits one single market or segment 

any more, nor can one product or brand satisfy the diversity of an individual 

customer’s life28. 

8. The “enterprise space” becomes the new unit of competition with win-win the 

goal for all contributing players. 

With customer capitalism no one can win alone. The interactions of other players in 

the enterprise space delivering their part of the customer experience are not only 

significant but also crucial to success. Working together and sharing resources and 

responsibility for an integrated customer experience and the resulting exponential 

rewards, the various players becomes an enterprise space and the new unit of 

competition for the modern economy29. 

9. The integrated customer experience is essentially achieved through intangible 

resources, which are abundant by nature.  

The intangibles drive growth and prosperity, this in complete contrast to traditional 

capitalism where it was the resources that produced the wealth. It is the ideas, and not 

the items, which generate growth and increase returns on investments. In offerings the 

ideas, knowledge and information is the high-value ingredient. As the intangibles 

augment in values they become a platform for building standards for the new ways of 

doing things on which other standards can be built. So the prospect for economic 
                                                 
26 S. Vandermerwe, 1999, p 11 
27 S. Vandermerwe 1999, p 11 
28 S. Vandermerwe 1999, p 13 
29 S. Vandermerwe 1999, p 13  
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growth, market creation and positive disproportionate gain are greater with customer 

capitalism than with traditional capitalism, if a firm knows how to harness and 

mobilize these intangible resources to produce the ongoing results that customers are 

after30. 

10. Scores are based on whether an enterprise has accumulated a sustained 

advantage with customers and potential for growth. 

Previously scores on performance were designed as lag indicators and were reflective 

in nature. Customer capitalism needs scores that is based on true customer value 

producers – the intangible aspects of a company31. 

 

The six loops of customer capitalism 

When the ten principles of customer capitalism drives strategy six reinforcing loops 

go into action. The loops operate according to the law of increasing- instead of 

diminishing returns.  

• The relationship loop is the first one and it suggests that the more the 

relationship with the customers strengthens the more superior value the 

customers perceive which deepens theirs spending and enhances the 

relationship.  

• The second loop deals with the intangibles. The more dominant the intangibles 

becomes the more they grow and are appreciated in value, which enhances the 

offerings and expand the value further.  

• The third loop brings up the importance of networks. It is suggested that the 

more people and machines that are connected the more excellent and 

competitive the offer becomes and that attracts more customers32.  

• The players’ loop is the fourth one, which deals with the number of players 

that supply, support and service the offering. That in turn will attract the 

customers, which in turn will attract more participating players.  

• The fifth loop is called the developers loop and suggests that the more 

common a new way of doing things become the more innovators respond by 

innovating extensions, upgrades and new applications to ensure that the 

customers keep getting an enhanced and integrated experience. The customers 

                                                 
30 S. Vandermerwe, 1999, p 15 
31 S. Vandermerwe, 1999, p 16 
32 S. Vandermerwe, 1999, p 17 
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spend more which cause more innovation, which attracts a bigger market, 

which in turn accelerates the rate of innovation.  

• The last loop concerns costs. The more the relationship between customers 

and the corporations strengthens, and resources between various players, 

networks and developers are shared the more intangible resources flow the 

more the cost of doing business goes down33. 

Each of the six reinforcing loops contributes to increasing returns. It is only when all 

six loops are managed together as one interlinking system that customer “lock on” can 

be achieved. Then the real forces of the new market and economic dynamics of 

customer capitalism come into play. Infinite possibility is the promise for those new 

enterprises that understand the principles of customer capitalism and make the loops 

central to their strategy34.  

 

Relationships create value 
Delivery should not be the seller’s end goal because that would only define the 

relationship as transactional. Value only exists when customers make effective use of 

the resources to realize more revenue, which is especially true in B2B relationships, 

or decrease their costs through reduced time, money or inconvenience35. The seller is 

there to support the buyer’s value creating process and that implies that to a certain 

extent all companies are service firms. Value is not produced in the supplier’s factory 

but instead in the buyers’ use of goods, services, information and other inputs the 

seller provides. The service performance helps the customers attain their goal. A 

strategy of relationship marketing is an approach to help create value for the 

customer. The value can be enhanced or diminished by other interactions such as 

contracts, billing, call-centre support, and problem recovery. Those types of 

interactions are usually managed from the supplier’s perspective and not the 

customer’s point of view. To effectively support the customer the relationship 

marketer must understand the customer’s value generating processes. Relationship 

marketing involve getting close to customers, understanding their agendas, 

determining how profitability facilitate those agendas and finally working 

                                                 
33 S. Vandermerwe, 1999, p 18 
34 S. Vandermerwe, 1999, p 20 
35 C. Lawrence et al. 2002, p 10-12  
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collaboratively with customers to accomplish their goals36. Within B2B, there are 

three levels of relationship building. Level one, the economic bond, seeks to establish 

economic relationships with prospective customers. The second bond is the social; 

characterized by personal service, staying in touch, learning about wants and needs. 

Level three is the structural bond, which adds structural bonds to the mix and involves 

providing services that are valuable to the customers and not readily available from 

other sources37. Relationship constitutes the core aspect that connects actors, 

resources and activities in a business network. Marketing through relationships, as 

oppose to transactional marketing, acknowledges counterparts may become 

interdependent over time as they continue to interact38. Trust is fundamental in the 

relationships between trading partners. An increase in the quality of goods and 

services can increase trust, which in turn could lead to increased long-term 

relationships, thus contributing to strategic benefits39.  

 

Analysis model  
Fig.2 
 
The strategic states model from a ”born global” perspective 
 

Segment Penetration 
 
Many segments 
 
  B D  Customer capitalism: 
     Relationships, intangibles,  
  A C  network, players,  
Few segments    developers, cost 
 
    Adaptation 

Limited  Extensive 
 
 

In order to reduce risk of having few but large customers, since loss of one of those 

could be devastating, the “born global” company should strive to move from state C 

to state D. Using the strategy customer capitalism could be one suggestion for the 

“born globals” to secure relationships and reduce the risk.  
                                                 
36 C. Lawrence et al. 2002, p 10-12  
37 L. Harrison- Walker, 2004, p 19-35 
38 M. Holmlund, 1997, p 304-309  
39 P. Ratnasingam, 2003, p 39-50 
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Method  
 

TTThis chapter clarifies the choices of method we have made throughout the process of 
writing this thesis, from choice of subject, scientific approach, research interest, 
research method, secondary data, primary data to credibility.  
 
 

Choice of subject  
During the very first week of brainstorming possible subjects for the thesis we came 

in contact with the company TAT and after initial research of articles we found 

theories on “born globals”, a description well suited with the company structure of 

TAT.  

 

Scientific approach  
Induction is sometimes described as the road of discovery. The research is changing 

throughout the process since not all variables are known in advance40, which was the 

case with this thesis. Induction is the method that was chosen since the conclusion 

will be deduced from experiences. Studying numerous articles about “born globals” 

we soon came to realize that no research could be found on the “born globals” that 

operate in a B2B environment and the aspect of marketing strategies of these types of 

firms. This scientific “gap” is what would come to lead in to marketing strategies of 

“born globals” and when further narrowing down the subject, customer capitalism 

was a theory we wanted to investigate more.  

 

Research interest  
In all research it is important to know what the new knowledge should be used for41.  

Identifying and specifying the most important problems characterize the purpose that 

is of explorative nature42. The purpose of the explorative study is to develop 

interesting questions that can be further investigated. An explorative study can serve 

as a starting point for a larger explanative study as it will formulate a hypothesis that 

could later lead to actual trials and tests43. The purpose of this thesis is explorative;  

                                                 
40 I. Andersen 1998, p 18-19 
41 I. Andersen, 1998, p 72 
42 I. Andersen, 1998, p 30  
43 I. Andersen, 1998, p 18 
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exploring the customer capitalism theory in interviews with the mobile companies 

with no intention of explaining the phenomenon. Considering the given circumstances 

the explorative approach was the only suitable choice. The thesis concludes in a 

hypothesis, which can be investigated in a study with more resources and a larger 

time frame.   

 

Research method  
Two main methods are used when conducting research, one is the qualitative and the 

other is the quantitative. Within the quantitative method, the researcher seeks 

knowledge that measure, describe or explain a phenomena44. Qualitative research 

focuses on how individuals and groups view and understand the world and construct 

meaning out of their experiences45.  

 

Four principles should characterize the qualitative research:  

- Closeness to the investigated units  

- A correct and objective reflection of the findings 

- The report should contain descriptive portrayals  

- Direct quotes should be included46  

 

The qualitative method was the most appropriate for this thesis because the purpose is 

to investigate a marketing strategy, and not to measure. We followed the four 

principles and closeness was achieved by direct contact with the respondents. In order 

to keep the objectivity, and to increase the dynamic of the text, we used direct quotes.    

 

Secondary data  
Data is differentiated based on where, how and why it was collected. Secondary data 

has been collected before with another purpose than the current investigation47. For 

this thesis, information was collected from books, web sites, and articles found in the 

databases Emerald, Business source premier and ELIN, that are accessible from the 

Växjö University Library website. Throughout the thesis, “born global” was put in 

                                                 
44 R. Patel, 2003, p 43 
45 www.en.wikipedia.org 
46 I. Holme et al., 1997, p 93 
47 I. Andersen, 1998, p 150 
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quotation marks to point out our critical approach, because it is not an entirely 

established theoretical concept. 

 

Primary data 
If the information that is already collected is not enough, new information needs to be 

collected and that is what is called primary data. Questionnaires, interviews and 

observations are different methods of collecting primary data48. In this investigation 

the primary data came from interviews with TAT and Nokia, Siemens, Motorola and 

LG Electronics that they see as potential customers and Samsung and SonyEricsson 

who already are their customers. In order to get the respondents to answer the 

questions with the choice of own words the interview technique was considered the 

best option for this investigation. The interviewees presented very positive views of 

their companies, which is something we are aware and critical of.  

 

Case study  

A case study is an investigation of a smaller, delimited group49. Samples in qualitative 

research should be small, non-random and theoretical50. This fits our choice of 

interviewees. In the initial state of the thesis, our intention was doing a case study of 

TAT but soon we came to realize it would be more interesting having TAT statute an 

example of a “born global” firm; a starting point instead of centre of the investigation. 

Successful in what they do, TAT is a possible model for other firms. The majority of 

the empirical findings was instead focused on customers and potential customers of 

TAT. Case studies were made of the different mobile companies. The cases were 

compared in the analysis from a customer capitalism perspective.  

 

Interviews   

With TAT as starting point, the company was also where we would begin with 

interviewing their vice president of marketing, Jakobsson, for a prep study. The prep 

study was made in an early stage of the writing process, and the questions were not 

based on a specific theory but designed to give us a view of the company and their 

situation. One problem when interviewing people in managerial positions is that they 

                                                 
48 I. Andersen, 1998, p 50 
49 R. Patel et al., 2003, p54 
50 S. Merriam, 1994, p 32 
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are used to talk and make decisions and therefore easily become “in charge of” the 

interview51. The questions prepared for the prep study was not entirely followed 

during the interview. However, Jacobsson’s enthusiasm and great knowledge of the 

firm gave us important information and inspiration. Throughout the writing process 

we have been in contact with Jacobsson, who also got to read through the finished 

product before it was sent to print. After the prep study at TAT we decided we needed 

to interview their present clients as well as their proposed clients, all within the 

mobile industry. Depending on whom we could get hold of, people from the 

purchasing- and marketing departments were interviewed. When asking Jacobsson for 

advice on who to contact he communicated the difficulty to get hold of the “right” 

people to pitch to. The reason for choosing to interview people from marketing 

departments is that they would be able give feedback on marketing strategies since 

they themselves are used to formulate such. The purchasing people were interviewed 

because they are exposed to marketing strategies when making purchasing decisions. 

Once getting hold of someone from each mobile company, they could forward us to 

appropriate respondents, which had a multiplying effect. Our intention was at first to 

meet with marketing directors from Nokia and SonyEricsson at the Swedish head 

quarters in Stockholm, but due to their extremely busy schedule this could not be 

arranged. Getting interviewees involved a heavy work-load and unfortunately, many 

people were spoken to and some of them did not come through and made the 

promised interview. At Samsung the promised interviews were cancelled and 

therefore they are considered to be a reduction. Most phone interviews were arranged 

for in advance and the questions were emailed to the respondents so that the 

interviewees had a chance to prepare. Otherwise, phone interviews can give slovenly 

answers and increase reduction52. The questions were designed after the six loops of 

customer capitalism, and constructed in a way, which allowed for an open discussion 

(Appendix 3). Having a set of fixed questions but allowing for respondents to speak 

freely around that subject is a semi-structured method of interviewing53.  

 

                                                 
51 I. Andersen, 1998, p 146 
52 K. Rosengren et al., 2002, p 141 
53 J. Bell, 1993, p 122 
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Validity and reliability  
Validity is a concept that deals with the issue if what is measured is actually what was 

intended to be measured54. Since the questions to the respondents were strongly 

rooted in the customer capitalism theory and specifically the six loops, the validity of 

this investigation can be considered high. Reliability is a term that is used to state to 

what degree the result is affected by the method and coincidences that is used to 

measure the findings55. Reliability could be questioned due to the responses from the 

different interviews varied somewhat with what position the interviewee had at the 

company. Some lower level managers were afraid to answer questions about 

strategies without consulting with their manager. Two respondents chose not to follow 

through with the interview in fear of revealing too much strategy or not answer 

correctly. 

 

Structure of thesis 

The structure of this thesis is somewhat different because the entire chapter of the 

empirical findings will be found in the appendix. This is done in order to highlight 

some of the more particular answers and if wanting all the details of the answers from 

the mobile companies (Appendix 4). 

                                                 
54 I. Andersen 1998, p 85 
55 I. Andersen, 1998, p 85 
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Analysis  
 

TTThe analysis starts with a review of the analysis model. Thereafter the theoretical 
framework and the empirical findings are compared and analyzed followed by 
conclusions, recommendations, and suggestions to further research.  
 
 
 

Analysis model  
Fig. 3 
 
 The strategic states model from a ”born global” perspective 
 

Segment Penetration 
 
Many segments 
 
  B D  Customer capitalism: 
     Relationships, intangibles,  
  A C  network, players,  
Few segments    developers, cost 
 
    Adaptation 

Limited  Extensive 
 
 
 

The purpose of this thesis is to investigate if there are specific aspects of the customer 

capitalism theory that potentially reduce the risk for “born global” company of having 

few but large customers. For collection of the empirical data, we have interviewed the 

software and design company TAT (Appendix 1). We also interviewed the present 

customers of TAT, and the potential customers, which are the six major mobile 

companies on the global market today (Appendix 4). Fig. 4 is a model of empirical 

findings and is designed to clarify which of the respondents that had an answer 

concerning the six loops significantly different from the others, and is found later on 

in the analysis. 

 

The latent strategy problem of the “born globals” involves a risk of being replaced if 

they do not always stay innovative. The states A to D in the strategic states model 

show the need for different combinations of competitive edges and presents optimum 

strategies to reach high performance. For growing “born globals” it will eventually be 
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necessary to adjust the marketing strategy in order to be able to move from state C to 

D in the strategic states model (Fig. 3) and secure its customer base.  The born global 

firm could work with different marketing strategies to help expanding its customer 

base, and we chose to investigate customer capitalism. 

 

In the traditional business model, growth means doing the same thing as has been 

done before, which inevitably mean stealing customers from others who also do the 

same thing. With customer capitalism, Vandermerwe suggests not stealing market 

share from competitors, but rather to seek to create new markets. The empirical 

findings, however, shows a harsher reality with customers constantly drawn between 

companies trying to win them over. Nokia is market leader in the world when it 

comes to mobile phones, but are losing market shares to Motorola. The market is 

continuing to see aggressive pricing from the various companies trying to steal the 

customers from each other. The “born globals” often have entrepreneurial leaders that 

find new ways of doing things, and recognize that customers necessarily cannot 

express what they want because they have not experienced it yet. The new enterprise 

seeks to become the standard for these new ways of doing things. For TAT, the aim is 

to get the major mobile companies to use the software program Kastor in all of the 

mobile phones. Jacobsson talked about the pain and gain model (Appendix 1) and 

they strive for offering their customers low pain and the highest gain. It is up to TAT 

to develop and present their products in a convincing way, showing the benefits of the 

product, so that the customers find it appealing.  

Model of the empirical findings  
Fig. 4 
 
 Relationships  Intangibles Networks Players Developers Cost  

Nokia X  X  X  

Motorola     X  

Samsung Reduction - - - - - 

LG  X   X  

Siemens X      

SonyEricsson X  X    
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With customer capitalism every customer is an investment. Mottanen at Siemens 

emphasized the investment aspect of the relationship and said “the total cost is of 

more interest than price per unit in the initial state because relationships take time to 

develop and time cost money”. Färgsjö at Nokia stress how important the financial 

aspect is. He states, “the deal a supplier can offer is carefully considered from the 

pricing aspect, but in total the ability to deliver high quality and have a good product 

capacity is what makes us decide upon a supplier”. The importance of price for Nokia 

might be traced back to the fact that Nokia is loosing market share to Motorola and 

that they have taken a lot of measures to cut costs and lower their price of their 

models. Maximizing the value streams means to attract new customers, keep the 

customers longer and enhance the value per customers. A strategy of relationship 

marketing is an approach to help create value for the customer. Demalva at 

SonyEricsson was a respondent with a more structured view of relationships as she 

mentioned the Kraljic matrix. It gives guidance for appropriate relations with 

suppliers depending on the particular product (Appendix 5). The Kraljic matrix is a 

tool for determining type of relationship based on the strategic value of a certain 

product. Dahlöf at LG Electronics talked about how the supplier relationship 

essentially is affected by the end customer. The products are to be sold to the end 

customer and if they are not responding positively towards the product it does not 

matter how well established your relationships are. Motorola had a similar view of 

relationships as LG Electronics and it is characterized by emphasizing the long-term 

aspect.  The answers from LG Electronics and Motorola were in comparison with the 

others not as notable. 

 

Within B2B, there are three levels of relationship building. The economic bond seeks 

to establish economic relationships with prospective customers. The social bond is 

characterized by personal service, and learning about wants and needs. The structural 

bond involves providing services that are valuable to the customers and not readily 

available from other sources. All three types of relationships, financial, structural, and 

social are important to the mobile companies. A combination of the three would be 

desirable but long-term relationships are something that all of the mobile companies 

emphasized as most important. All the mobile companies strived for a structural and 

long-term relationship with their suppliers to a certain extent, based on the strategic 

importance of the product. The respondents at SonyEricsson and Siemens verbally 
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communicated a more scheming strategic view of which relationships to establish, 

while the other companies were equally strategic but communicated their strategies in 

a softer manner.  

 

Trust is fundamental in the relationships between trading partners. Improved quality 

of goods and services can increase trust, which in turn could strengthen long-term 

relationships, and contribute to strategic benefits. Specifically Demalva at 

SonyEricsson brought up the issues of honesty and trust in the relationship with the 

supplier. She said, “If the sales person is dishonest in business negotiations it is quite 

likely that he or she will not end up performing what was agreed upon”. Trust is key 

factor when making business and even at the large companies such as the global 

mobile companies, it all comes down to the relations between professionals and 

personal chemistry. 

 

The intangibles at a company drive growth and prosperity. In the supplier offerings, 

the ideas, knowledge, and information is the high-value ingredient. Dahlöf at LG 

Electronics said, having the right staff, “a staff that is able to cope with the extreme 

fast changes of the mobile industry” and can adjust to the ever-changing business is a 

valuable resource. This is important to companies who are vulnerable in terms of 

extremely high competition. The shifting focus from technology to design requires 

even more intangible qualities. The effectiveness of the supplier is crucial for a good 

relation. The way of doing business will make or break any supplier relationship. 

Technology, logistics, and security of delivery are highly important. Jörgenssen at LG 

Electronics emphasize the importance for the supplier to have a “flow”, this meaning 

them acting effective making sure that everything is delivered in time. The remaining 

companies Nokia, SonyEricsson, and Siemens mostly emphasized the same way of 

doing business as suppliers as an important factor.  

 

Those who deliver a totally integrated experience to customers can accomplish 

superior results and it must happen throughout the customer activity cycle. Suppliers 

must “deliver high quality in every aspect and most importantly deliver on time”. 

“Failure to do so will interrupt the flow of the entire value creating process” according 

to Färgsjö at Nokia. SonyEricsson has certain standards for their suppliers in the 

network, this in order to make the value creating process as effective as possible. All 
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the respondents emphasized that it takes time and money to establish relationships 

within the networks. The responding mobile companies strive for smoothly 

functioning networks, and Motorola, LG Electronics, and Siemens referred to the 

head quarters concerning the network issue since that is where most of the 

manufacturing decisions takes place.  

 

Although it would be time saving to buy total solutions from one company, many of 

the mobile company suppliers are niched. Norder at Motorola said, ”the best suppliers 

are very specialized on design or whatever the feature might be”. “Total solutions are 

optimal but not realistic to expect from suppliers” according to Färgsjö at Nokia. 

Jörgenssen at LG Electronics expressed a similar opinion as she said that “total 

solutions are to prefer since this is time saving”. All the respondents had very similar 

views on the player loop. With customer capitalism, no one can win alone. The 

interactions of other players in the enterprise space, delivering their part of the 

customer experience is crucial to success. Working together and sharing resources, 

the various players become an enterprise space and the new unit of competition for 

the modern economy. Östeberg at Motorola states that together the potential to reach 

more customers with a stronger message is easier attainable. Operators and mobile 

companies work closely together in terms of advertising campaigns. This makes sense 

since the end-customers cannot use one without the other and cooperation is 

necessary.  

 

“It is crucial to have innovative suppliers that can deliver under pressure and 

constantly develop and improve products,” says Dahlöf at LG Electronics. Innovation 

is an answer that all respondents mentioned as important in terms of the developers 

loop. The customer wants and needs is generally what drives development in a certain 

direction. Innovative design is for this particular industry a key marketing strategy. 

Nokia always tries to be ahead with innovations and improvements of the products. 

They also strive for groundbreaking methods and results and with innovative 

suppliers to want to stay number one in the business. Forslund at Nokia claims that a 

major strength is how they analyse trends and emphasize research and development.  

The more people get used to flamboyant features in their phones (camera, mp3 etc.) 

the more the mobile companies must develop in order to stay attractive on the market. 
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If a supplier loses its front position this will have negative impact on buying 

companies as well, as Norder at Motorola points out.  

 

The answers to the question on the cost loop were, not surprisingly, proving that cost 

is a major aspect that must be considered at all times. This aspect is not changing 

depending on which marketing strategy is used and is therefore not considered 

remarkable in this investigation. 

 

Conclusions  
Customer capitalism is a possible theoretical approach to how a “born global” 

company can strengthen relationships with partners and clients, and therefore reduce 

the looming risk of being replaced. Although the mobile companies appreciated if 

suppliers acted according to customer capitalism, there is a practical difference 

between theory and reality, in which all six loops cannot be discerned. The 

relationship and the developer loop has been identified in this investigation to have a 

more prominent role than the remaining loops networks, players, and cost.  

 

The problem formulation stated “Are there specific aspects of the customer capitalism 

theory that potentially reduce the risk for “born global” company of having few but 

large customers?” 

 

Conclusions based on the empirical findings are that:  

• The six loops are not equally important. The relationship loop and the 

developer loop stand out as being more important than the remaining four 

• Functioning strategic relationships with suppliers, and having innovative 

suppliers is of great importance to the mobile companies 

• A “born global” company can reduce their risks if they are able to be 

innovative and succeed in building strong relationships.   
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Recommendations  
Recommendations for a “born global” company such as TAT are:  

• Marketing strategies must include a plan of action for staying innovative 

• The relationship and developer loops are identified as crucial and should 

therefore be top priority 

• A fast growing company must have staff with knowledge of marketing and the 

ability to establish business relations with potential customers  

 

Suggestions for further research  
We suggest that further research could test the following hypothesis: 

H1: Using the relationship and developer loop of customer capitalism as a marketing 

strategy can move a “born global” company from state C to state D in the strategic 

states model.  

 

To get a deeper understanding if the customer capitalism strategy can move a “born 

global” company from state C to D the researchers could tentatively contact the head 

quarters of the mobile companies in the various countries. This in order to get a more 

detailed view from an earlier state of the value creating process.  
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Appendix  
Empirical data  
 

Appendix 1, TAT, The Astonishing Tribe  
 

For the preparatory study we interviewed with Hampus Jakobsson, Cofounder and 

Vice President of Marketing, TAT, in Malmö 2006-03-29.   

 

Meeting with TAT (The Astonishing Tribe) 

 
Please tell us how TAT was founded?  
 
How do you obtain customers?  
 
Do you have a strategy for keeping your customers?   
 
How would you describe the market situation of TAT?  
 
Can you tell us something about your marketing strategies?  
 
What threats and/or risks do you see that TAT is or might be facing?   
 
How do you sell your product?  
 
What are your strategies for staying innovative?  
 
Do you ever fear being replaced by competitors?  
 
Who are your most valuable partners and how do you cooperate? 

 

About TAT 

TAT is a Swedish software technology and design company offering products and 

services to differentiate and enhance the user experience of portable devices. With the 

in-house technology platform, Kastor, a customized and unified user interface 

solution is created. The company was founded in 2002, is self-funded and has been 

profitable from start56.  

                                                 
56 www.tat.se 
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TAT and Marketing  

TAT is a business-to-business company who does not engage in marketing activities 

such as commercials or advertising in order to reach the potential customers. Instead 

they obtain new customers by booking meetings with mobile companies, bringing 

their computer and showing them their product, which is called Kastor. TAT also 

shows how easy it is for the potential customer to work with their software. They see 

no reason to use branding towards the end-customer since it is of no practical 

importance for them to know that TAT is the company making the menus in the 

phone. Jakobsson estimates TAT to have a strong brand in the B2B market because of 

the niche they have.  

 

TAT and the market situation  

According to Jacobson, being a small size firm is a main strength as well as a 

weakness of TAT.  Because of the small size of the firm they are flexible and 

independent. When the companies are using their software program Kastor they only 

need to have the program and could pair it up with other antennas as opposed to other 

competitors that force the company to use all their devices for it to work. Being a 

Swedish company, TAT has an advantage when making business globally because of 

the working culture and how Swedish people are used to work. Jakobsson brings up 

the example of when Japanese engineers tend to do exactly as instructed, the Swedish 

engineers tend to think one step further ahead, be more independent and able to think 

of the potential problems that might come further down the road.  Currently TAT is 

working with the mobile phone producers SonyEricsson and Samsung as clients. The 

aim is to in the future have the program Kastor in all the 6 major producers of mobile 

phones worldwide and make money on each phone that is sold around the globe. 

However, due to the cultural differences there are some obstacles. For instance, in 

order to reach the Japanese market one must open up a local office, since it is 

Japanese business culture to mainly work with other Japanese people.  TAT has two 

competitors worldwide. In total there are fifteen companies around the world in the 

same particular area of business but the large American company Qualcomm Uione 

and Japanese Acrodea counts as their main competitors. The advantage, as well as the 

weakness that TAT has towards Qualcomm is size. Also, Kastor is sold as a product 

without strings attached to buy supporting features, which is not how it is done at 
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Qualcomm. Acrodea is small, alike TAT, but has an advantage of being part of the for 

foreigners inaccessible Japanese market.  

 

Products  

In order to keep up with the pace in this particular fast moving business environment, 

TAT is about 9-18 months ahead in the product development. It is estimated that in 

general a person buys a new cell phone every 8 months in Sweden. The cell phone 

market is highly segmented and that is also affecting TAT. The producers make 

phones to different demographic and geographic markets. For example, American 

phones need icons that are large enough for the user to see at the same time as driving 

and using hands free, while the Japanese customer requests small icons and plenty of 

features on the display. The European customer tends to request something in 

between. The business phones need to be very simple to use and have more functional 

features than the ones that attract the younger audience with for example games.  The 

Voice phones are the regular phones with which one can make phone calls and send 

text messages. It has the most basic features. Feature phones have cameras, mp3 

players, and games in them. They allow the customer to make video calls and send 

picture messages. With the Business phones one can check emails, use them as palm 

pilots or blackberries. With these types of phones one must consider security issues. If 

such a phone is lost the owner may risk other people to get the access to emails and 

other confidential information. Security back-up programs and coded phones are 

precautions to be considered.   
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Kastor  

TAT has developed an in-house technology called Kastor. Kastor is given to the 

companies through licensing in exchange for the deal where TAT will receive a sum 

of money for every sold cell phone that has Kastor in it. TAT is developing Kastor but 

give the customers the tools to, in a later phase, use the program themselves. When 

the companies have Kastor then they compose their own menus in the phones with the 

help of the program. In the start up phase TAT have consultants that help them 

navigate and work the program but it is intended that the program should be so easy 

that the company can use it themselves. 

 

Kastor  
Fig. 5 

 

 

 

 

 

 

 

 

 

 

Time 
to  
market 

Flexibility 

Tool, 1 month of education, only five 
days to build a decent menu 

Kastor, 1 year of education, only one to 
two months of practice to build a menu 

C/C++, 4 years of education, 12 
months of practice to build a menu 
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The Pain and Gain model  
Fig. 6 
 

Pain      

4     A 

3     B 

2     C 

1     D 

 1 2 3 4 Gain 

 
 
 
A.  Kastor in the initial phase: high level of pain but also maximum gain. TAT offers 

a superior product but it takes a lot of changes at the company who buys it. It is up 

to TAT to convince them and communicate the benefits of the program.  

B. TAT has consultants that help the customer and make the process smoother. The 

gain is the same, at top level, but it is an easier process for the buying company to 

implement the program. 

C. TAT makes a package solution for the company. They get the program, 

consultants, and NRE. 

D. This is where TAT strives to be: 100 percent gain but virtually no pain. In order to 

be in this box they have developed a tool that is easy for the customer to use. The 

customer does not need help from TAT consultants but instead TAT works as 

service partners.  
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Appendix 2, Presentation of mobile companies   

 

The mobile industry  

Motorola has toppled Samsung to become the second largest mobile phone 

manufacturer. Statistics show a net gain for Motorola and a net loss for Samsung. 

Siemens and LG also switched places while Sony Ericsson stayed in last place. 

Worldwide sales of mobile phones in 2004 topped 674 million units, over 30% more 

than in 200357.  

 

The mobile industry  
Fig. 7 

 

Company Sales  

(millions) 

Market share Q4 2003 Q3 2004 

Nokia 64.4 33% -1.7% +2.1% 

Motorola 31.7 16.3% +2.2% +2.9% 

Samsung 23.9 12.2% +2.3% -1.6% 

LG 13.3 6.8% +1.3% +0.1% 

Siemens/BenQ 12.6 6.4% -3.1% -1.2% 

Sony Ericsson 12.3 6.3% +1.2% -0.1% 

Others 37 19% -2.2% -2.2% 

 

Nokia is the world leader when it comes to mobile phones. However, they are 

continuing to lose this advantage to competition, as Motorola recently gained market 

share. The market is continuing to see aggressive pricing from the various companies 

trying to steal the customers from each other. Nokia itself has taken a lot of measures 

to cut costs and lower the prices of their models. Some of the plans include opening 

manufacturing units in Asian countries to manufacture cheaper mobile phones58.  

                                                 
57 http://www.mobiletracker.net  
58 http://news.techwhack.com  
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SonyEricsson 

Like most of the telecommunications equipment industry, Ericsson suffered heavy 

losses after the telecommunications crash in the early years of the 2000’s. A joint 

venture with the Japanese company  Sony in 2001 was a turning point for Ericsson, 

now SonyEricsson Mobile Communications AB (SonyEricsson)59. SonyEricsson 

announced the first joint products in March 2002 and has a full product portfolio 

covering all target groups. The mobile phones are known for having good quality 

displays, stylish design, an attractive user interface, good imaging capabilities, and a 

large set of entertainment features. The company’s global management is now based 

in London but has research and development centres in Sweden, Japan, China, USA 

and the UK with approximately 5000 employees worldwide.  In 2005, SonyEricsson 

sold about 50 million units. In 2004 they sold about 42.3 million mobile phone units. 

In 2003, shipments were 27.2 million phones60.  

 

Nokia 

Nokia was established in 1865 by Finland-Swede Knut Fredrik Idesam as a wood-

pulp mill on the bank of Nokias rapids. After the World War I, Nokia started to 

produce telephone and telegraph cables61. The world’s first international cellular 

mobile telephone network, NMT, was introduced in Scandinavia in 1981 and Nokia 

made the first car phones for it. In 2006 the Nokia markets shares grew to 35% of the 

global market share, which makes them market leader. Nokia’s market share increase 

is driven primarily by strong gains in China, North America, Latin America and Asia-

Pacific, which more than offset market share declines in Middle East & Africa and in 

Europe62.  

 

Siemens/BenQ 

Siemens is active in the areas of Information and Communications, Automation and 

Control, Power, Transportation, Medical, and Lighting. Since the company’s 

beginning as a small workshop in Berlin in 1847, Siemens has grown into a one of the 

world’s largest electrical engineering and electronics companies and has its 

                                                 
59 www.sonyericsson.com 
60 www.wikipedia.org 
61 www.wikipedia.org 
62 www.nokia.com 



 40 

headquarter in Berlin and Munich63. In 1997 Siemens introduced the first GSM 

cellular phone with color display. In 2005 the Taiwanese company BenQ acquired the 

financially loosing mobile phone subsidiary from Siemens and gained the exclusive 

right to use Siemens trademark for 5 years64. Since 2001 siemens have had some 

losses and have now a total assets of approximately 75 000 million euros65.  

Samsung 

Samsung Group is one of the largest South Korean business groups. It started as an 

exports company in 1938 which was providing food and clothing for the people in 

need. Samsung has been conducting businesses in various areas such as foods, 

textiles, electronics, aircrafts, machineries, chemicals, ships, and finances to fulfill the 

needs of each era66. Samsung Electronic groups was founded in 1969 and is the 

largest member of the Samsung Group, and one of the largest electronics companies 

in the world. Founded in Daegu in South Korea it operates in 58 countries and has 

over 208,000 employees. The Samsung Electronics brand was in 2005 estimated to be 

worth $15 Billion67.  

 

LG Electronics  

The name LG was an abbreviation of Lucky Goldstar in the beginning and now it is 

Life is Good68. LG electronics is a daughter company to LG and was founded in 1958 

in Seoul and was the pioneers whitin the development for the first radio-reciver in 

Korea. Today LG electronics contains of 76 daughtercompanies with approximately 

70 000 employees in over 39 countries globaly. In 2004 LG Electronics Inc sold 

products for approximately $ 38 billions69.  

 

Motorola  

Motorola originally founded as the Galvin Manufacturing Corporation in 1928, 

Motorola has come a long way since introducing its first product, the battery 

eliminator.  For more than 75 years, Motorola has proven itself a global leader in 

                                                 
63 www.siemens.com 
64 www.wikipedia.org 
65 www.siemens.com 
66 www.samsung.com 
67 www.wikipedia.org 
68 www.wikipedia.org 
69 www.lg.com 
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wireless, broadband and automotive communications technologies and embedded 

electronic products70. Due to recent layoffs and the spin-off of Freescale 

Semiconductor, the number of employees working for Motorola has gone from just 

over 150,000 to approximately 66,000. Motorola has recently been regaining market 

share in the cellular-phone business from Nokia, Samsung and others due to stylish 

new cellular phone designs71.  

                                                 
70 www.motorola.com 
71 www.wikipedia.org 
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Appendix 3, Interview questions to mobile companies 

 
Relationships  
Can you describe the relationships to your suppliers? Do you use the same suppliers 
for a long-term relationship or do you change to the one who offers the lowest price? 
 
There are three types of relationship in B2B:  
Financial, temporary relationships or the one who offers the lowest price 
Social, as in personal service 
Structural, as in cooperating with the supplier and creating networks 
What type of relationship do you prefer with your supplier, what type do you have 
now?  
 
Intangibles 
What intangible qualities do you value with your suppliers?  
  
Networks 
Can you shortly describe your value creating process within the network? 
 
Players 
Do you want total product solutions or do you select different suppliers even if the 
different products are integrated? Are there benefits to get more services from the 
same suppliers or do you let the company that is the leader in the area supply?  
 
Developers 
What demands do you have on your suppliers in the terms of innovation?  
 
Cost 
Can you comment on the cost aspect in choosing suppliers?   
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Appendix 4, Interviews with mobile companies concerning the six 

loops   

Interviewees  

Mats Östeberg, substituting Marketing Manager Motorola 2006-04-28 

Tina Lundberg, Launching Marketing Manager Nokia 2006-05-05  

Christian Norder Sales Manager Motorola 2006-04-25 

David Dahlöf, Assistant Product Manager LG Electronics 2006-04-26 

Monika Wolin, Project manager and manager for Club Nokia Sweden 2006-05-08  

Stina Jörgenssen, Purchaser LG Electronics 2006-05-04 

Mikael Färgsjö, Marketing Manager Nokia 2006-05-04 

Ellinor Demalva, Assistant Buyer SonyEricsson 2006-04-25 

Martina Mottanen, Strategic Buyer Siemens/BenQ 2006-04-27 

Titti Hagenfeldt, Marketing Director Siemens/BenQ 2006-04-28 

Jannike Forslund, Marketer Nokia 2006-05-09 

 

The first loop, Relationships  

 

Mats Östeberg, Motorola 

According to Östeberg, Motorola has extraordinary good communication with 

suppliers and customers. Financial, social and structural relationships are needed with 

both customers and suppliers. All three types of relationships are important, and none 

could be excluded. However, since Motorola are small in Sweden, long time 

relationships are the most important now when Motorola are still building up their 

distribution channels.  

 

Christian Norder, Motorola  

Norder claims that Motorola is “always hunting for the lowest price, but long-term 

relationships are to prefer”. If the company change supplier to the one who offers the 

lowest price it might have consequences for customers. A long-time relationship is 

needed in order to be sure that the supplier will deliver on time and to have that extra 

confidence and trust for each other. Out of the three types of relationships financial, 

structural, and social, Norder prefers a combination of the three as the perfect 
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condition. But since the personal relationships are the most important, the structural 

type of relationship is the one Motorola strives for with the suppliers.  

 

David Dahlöf, LG Electronics  

Dahlöf states that LG Sweden does not work directly towards suppliers since they get 

the phones already packaged from Korea. In terms of relationships, LG Sweden is 

concerned with their retailers since they are the ones who place the orders. The 

responsibility of the sales managers is to form long-term relationships with retailers 

such as OnOff, Siba, 3, and Telia. In order to strengthen the relationship, Dahlöf says 

that LG do quite a lot of personal networking such as representation dinners “which 

employees enjoy and also keep the supplier happy”. Most important, though is the 

fact that “if the end customer does not buy the phones, the retailers is not going to 

order more from LG”. Therefore, marketing towards the customer is obviously very 

essential.  

 

Stina Jörgenssen, LG Electronics 

According to Jörgenssen, LG focus much on supplier relationships. Quite recently LG 

changed suppliers because of the price, and the new supplier is not only cheaper but 

also more effective since they want to “satisfy us and keep us as their customers”. 

They hope to build a relationship with this particular supplier in the future.  

 

Mikael Färgsjö, Nokia 

When it comes to suppliers, key aspects are cost effectiveness, long-term 

relationships, and quality. To Färgsjö, the financial type relationship is desirable with 

suppliers but high quality and good product capacity is ultimately what makes them 

decide on a supplier.  

 

Tina Lundberg, Nokia  

When Lundberg was asked the question about strategies she did not want to answer 

this question and decided to terminate the interview. Lundberg says she was “not 

comfortable in answering questions about strategies”, since she claims that “other 

mobile companies sometimes call and pretend to be students in order to find out 

inside information”.  
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Monika Wolin, Nokia 

When asked the first question, Wolin said it would be better to talk to the marketing 

manager Färgsjö. Since we had already spoken to him she did not want to answer our 

questions in case her answers would not be the same as his. Wolin decided to 

terminate the interview.  

 

Jannike Forslund, Nokia  

Nokia has close long-term relationships with their customers. According to Forslund, 

structural and social relationships are of importance. Networking and building strong 

relationships with the customers and suppliers is something they value at Nokia.   

 

Ellinor Demalva, SonyEricsson 

Type of relationship is depending on what kind of supplier SonyEricsson is dealing 

with and what kind of product. At SonyEricsson they work according to the Kraljic’s 

matrix (Appendix 5), which is guidance when choosing the appropriate relationship 

level with the suppliers. Mostly SonyEricsson contacts different suppliers, but in the 

case of the contrary they receive the information and then store it and contact the 

possible supplier when and if SonyEricsson is interested and ready. Demalva claims 

“SonyEricsson is driving in the process of finding suppliers”. SonyEricsson has 

financial, structural, and social relationships with suppliers. They prefer relationships 

on the social or structural level but that is not necessary for all suppliers. They are 

striving for long-term strategic partners. 

 

Martina Mottanen, Siemens/BenQ  

The general strategy concerning suppliers is long-term strategic relationships. 

Therefore the structural relationship type is the desired one. Price is an important 

factor, but it is not as important anymore. The total cost is of more interest, which 

adds to the cost for what is ordered, the handling, the cost or frequency of complaints, 

and safe deliveries. Therefore it is more important that the sum of that number is low 

and the supplier that can give that might not be then one who offers the lowest price 

per unit in the initial state. Mottanen says, “relationships take time to develop and 

time cost money. Relationships takes time because there are a lot of meetings, getting 

to know each other, doing business the same way, evaluating and administrative 

work”. Therefore Siemens prefer to have the structural relationships that are deep and 
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well established and with a few suppliers – because of the cost aspect. When working 

in projects the relationships are not as important, and then the delivery is a key aspect 

instead. That the supplier does what it said they would do.  

 

Titti Hagenfeldt, Siemens/BenQ  

The cooperation with most suppliers is already decided on a corporate level and it is 

not possible for the Swedish market to change that. However, Siemens Sweden does 

have a possibility to work with different marketing bureaus that they decide 

themselves. They usually ask for offers from three companies and then they decide 

upon which gives the lowest price. The strategy is not useable in all contexts so 

instead, Hagenfeldt points out the importance of personal chemistry and that the way 

of doing business is similar. “If I don’t get a good feeling about a person representing 

a company we consider working with, the deal is off.” The sales representatives that 

are sent from another company are of great importance. Since BenQ Sweden does not 

make that many decisions of their own it is essential that the supplier understands and 

work with the fact that the creativity must be kept on a level that fits the frames that 

BenQ have gotten from the head quarters. For example, even if BenQ think the 

marketing bureau has a good suggestion concerning one campaign they do not have 

the freedom to change it too much from the directions that head quarters has given. A 

problem can therefore occur if the bureau is “too creative” and does not follow the 

given instructions. As an aim BenQ wants the highest level of relationship. 

 

The second loop, Intangibles  

 

Mats Östeberg, Motorola 

Design and quality is what Motorola tries to expose to the customers. It is an 

important part of their marketing strategy to try to highlight those features. According 

to Östeberg, “I can assure this is a successful strategy since we are the leading mobile 

company in the world with 25 % of the world market”. In order to be prominent in 

design, Motorola cooperate with fashion designers.  

 

Christian Norder, Motorola 

Norder values supplier characteristics such as innovation and design. The suppliers 

should be independent, driven, and deliver unexpected and fun solutions.  
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David Dahlöf, LG Electronics 

Dahlöf’s point of view is that it is important that suppliers have the right staff, a staff 

that is able to cope with extremely fast changes of the mobile industry. Innovation and 

fast reaction are key success factors when new phones enter the market almost daily. 

Dahlöf thinks “focus has shifted from technical features to design, which puts greater 

demands on the suppliers to deliver within that area”.  

 

Stina Jörgenssen, LG Electronics 

The qualities that LG appreciates in a supplier are to have a “flow”. The supplier 

needs to be as effective as possible and make sure that everything is delivered on 

time. Good communications with suppliers are also very important and, of course, the 

price the supplier can offer. Jörgenssen wants to stress that most important is 

effectiveness.  

 

Mikael Färgsjö, Nokia  

Nokia is market leader and therefore it is important to work with equally business 

minded, innovative, and successful suppliers. They should also strive for 

groundbreaking methods and result, and a strong desire to be number one.  

 

Jannike Forslund, Nokia  

Nokia is constantly and successfully developing technology. They put much focus, 

energy and money in to customer usability and design. In the opinion of Forslund, 

“Nokia is far ahead of competitors in terms of design and innovative features”. 

 

Ellinor Demalva, SonyEricsson 

It is difficult to pin point what characteristics SonyEricsson values with a supplier. It 

is important that the supplier has the same way of thinking when it comes to doing 

business and what the product should represent. The supplier should have values and 

methods of doing business that are similar to the ones of SonyEricsson. 

 

Martina Mottanen, Siemens/BenQ 

Technology, logistics, price, and most importantly the security of deliveries are what 

make a good supplier. Trust is key. Sometimes the customer asks specifically for a 

certain supplier and if so Siemens will use them.  
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Titti Hagenfeldt, Siemens/BenQ 

Qualities that are valued with a supplier are that they deliver on time, and that they are 

creative. The cost level is also of matter when choosing a supplier.  

 

The third loop, Networks  

 

Mats Östeberg, Motorola  

The value creative process is a huge process and Östeberg neither was able to nor was 

he allowed to answer too specifically on this question. However, Motorola has large 

develop centers in Europe and in the U.S. Motorola has eight different customer 

groups that they develop their phones for, but Östeberg could not go in any deeper in 

to those groups. 

 

Christian Norder, Motorola 

Norder was unable to answerer the question on networks since this was not part of his 

work tasks as a sales manager. 

 

David Dahlöf, LG Electronics 

LG mostly manufacture the phones themselves according to Dahlöf. The company 

itself creates the main value but for some things they do use suppliers. They want the 

best combination. LG Sweden has a few people working with local companies to 

transform or adapt the phones to the Nordic market. “Of course if there are several 

equally good suppliers, price will become the determine factor.”  

 

Stina Jörgenssen, LG Electronics 

Everything LG sell in Sweden comes from Korea. LG have a European office but all 

decisions and all material comes from Korea. The European office has no inputs when 

it comes to products and design or even the amount of mobiles being sent to Sweden. 

“Therefore it is difficult for the staff at LG Sweden to say much about the value 

creating process”, says Jörgensen. 
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Mikael Färgsjö, Nokia  

Networking with the right suppliers is what adds value to the process. It is important 

that suppliers deliver high quality in every aspect, and that they deliver on time. 

Failure to do so will damage the trust and interrupt the flow of the entire process. 

 

Jannike Forslund, Nokia 

Nokia has its own technological development and put large resources into research 

and development. This goes for software, inside- and outside features of the mobile 

phones. Forslund says “we work with analysing trends in order to develop products 

for the future”. 

 

Ellinor Demalva, SonyEricsson 

SonyEricsson strive to have functioning networks and partnerships with their 

suppliers. It would be profitable to reduce the number of suppliers but for a company 

the size of SonyEricsson that is difficult to accomplish. SonyEricsson mostly have 

global suppliers and they demand certain standards from the suppliers such as them 

being ISO-certified and ethical. 

 

Martina Mottanen, Siemens/BenQ 

Since head quarters and manufacturing is based in Germany, which is also where 

Siemens handles supplier and network relations, Mottanen was unable to answer the 

question.  

 

Titti Hagenfeldt, Siemens/BenQ 

The phones are received in packages from Germany and all they do in Sweden is to 

test the Swedish software and check that it is properly adjusted to the Swedish market. 

In terms of marketing Siemens translate and adapt the marketing to the Swedish 

market but the main part of the job is already done. BenQ divides the European 

market in 5-7 bits. The Swedish market alone is too small to count as one of the bits 

and is therefore part of another, similar one. These units cooperate in some activities.  
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The fourth loop, Players  

 

Mats Östeberg, Motorola 

Motorola has a close relationship with the mobile operators and they cooperate since 

they have common interests. Mobile companies and operators do much advertising 

together to reach more potential customers with a stronger message.  

 

Christian Norder, Motorola 

According to Norder “it is more or less impossible to buy the total solution from one 

supplier. The best ones are very specialised on design or whatever the feature might 

be”. The different scientific and technologies that are used when creating a mobile 

phone are far too complex to only use one supplier.  

 

David Dahlöf, LG Electronics 

Dahlöf could not answer the question.  

 

Stina Jörgenssen, LG Electronics 

“Total solutions are to prefer”, says Stina Jörgenssen, since this is time saving. It 

would probably be much more effective with only one supplier. At the moment LG 

has three main suppliers, which in one way are more effective, if one supplier are not 

able to deliver on time they have two others, but communication gets harder the more 

suppliers you use.  

 

Mikael Färgsjö, Nokia  

Total solutions are optimal but not realistic to expect from suppliers, since Nokia is 

such a large, diverse, and dynamic company.  Nokia wants only the best suppliers, but 

since they are usually specialised in a particular field, a number of suppliers are 

necessary to use.  

 

Jannike Forslund, Nokia 

Forslund could not answer questions about strategies in depth, since Nokia and the 

industry as a whole “struggle with constant competition and constant risk of copy 

cats”. Forslund could however reveal that Nokia works closely together with 

operators and coordinate their marketing activities with them. 
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Ellinor Demalva, SonyEricsson 

Demalva could not answer the question.  

 

Martina Mottanen, Siemens/BenQ  

Siemens prefer the total solution because of the lower cost that brings. Maintaining 

relationships cost money and therefore the more cooperation that can be done with a 

certain company the better.  

 

Titti Hagenfeldt, Siemens/BenQ  

If an operator chooses to subsidize the BenQ phones the cooperation is very close 

between the two companies. The most obvious way to work together is with 

advertising campaigns. The cooperation with the operators is the most desirable. 

 

The fifth loop, Developers  

 

Mats Östeberg, Motorola  

Motorola is according to Östeberg the leading mobile when it comes to blue tooth and 

are also leading in accessories for blue tooth. They cooperate with Apple and have 

iTunes in their mobile phones. As Östeberg already mentioned Motorola has develop 

centers where they try to meet all the customers wishes. They are proud to be 

innovative.  

 

Christian Norder, Motorola 

Motorola actually buys components from Samsung. Motorola used to own Freescale, 

a company that many other mobile companies use as a supplier for their mobile 

phones. If a supplier loses its front position, buying mobile companies will also lose 

position.  Innovation is so important to suppliers that Norder does not know about an 

example where a supplier has lost its front position and recovered. Relationships are 

more important than switching to suppliers with lowest price.  

 

David Dahlöf, LG Electronics  

In the mobile industry, pace is extremely high and new products reach the market and 

make previous models out of date in no time. Therefore, it is crucial to have 
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innovative suppliers that can deliver under pressure and constantly develop and 

improve products.  

 

Stina Jörgenssen, LG Electronics 

Having innovative suppliers is really important, as well as for them to have solutions 

for making sure the goods will always be on time. Jörgenssen says, “the 

embarrassment for the salesman who has promised the customer the new model phone 

to arrive on a particular day, and it does not arrive, is awful”.  

 

Mikael Färgsjö, Nokia  

Nokia tries to all the times listen carefully to the customer’s wants and needs. They 

always try to be ahead with innovation, improvements and progress. Although it is 

difficult to predict the future, Nokia works hard on being first with the latest. Nokia 

wants to be the first with new trends instead of being the follower. They seek 

possibilities and try to take these possibilities to their company and develop them. 

Färgsjö tells us that “the coming trends are to have TV and Internet in your phone and 

Nokia works hard to reach and place these trends”.  

 

Jannike Forslund, Nokia 

A major strength at Nokia is how they analyse trends and emphasis research and 

development. This is according to Forslund key to why Nokia is the successful market 

leader and trendsetting in terms of new features and mobile phones. 

 

Ellinor Demalva, SonyEricsson  

Demalva said her view of a particularly good supplier relationship is that “it is of 

great importance that the representatives in negotiations communicate honesty and are 

not take advantage of each other. If a person is dishonest in a business negotiation it is 

quite likely that they will not perform what was agreed upon. The person representing 

the company and their way of doing business is very important”.  

 

Martina Mottanen, Siemens/BenQ 

At Siemens, the aim is to solve as much as possible internally. The amount of 

outsourcing is limited, unless the customer specifically asks for another supplier.  
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Titti Hagenfeldt, Siemens/BenQ 

Siemens has a long tradition of engineering and most patents in the world. They are 

very developed in terms of the technological. BenQ also has the engineering division 

but a more rapid product development and focus more on needs of end consumers. 

Everything in between should be towards the goal of giving the absolute end customer 

what he or she wants. With the advances technology of the mobile phones today, 

certain features are taken for granted to be in a phone and it is now more about the 

design and that the customer can associate with the brand. Hagenfeldt mentions 

“passion” as a key word. Also the cell phones have become a regular purchase; the 

customer could just as well have bought a pair of shoes but simply felt like updating 

the cell phone.   

 

The sixth loop, Cost  

 

David Dahlöf, LG Electronics 

Dahlöf could not answer to what extent the cost of doing business and switching cost 

is taken into account in the relationship with the supplier.  

 

Stina Jörgenssen, LG Electronics  

As Jörgenssen already mentioned, costs is key and this puts a huge and constant 

pressure on both suppliers and mobile companies who wants to keep the price low.  

LG have just changed from suppliers in Wales to suppliers in Poland since Poland is 

cheaper and also with their not yet well established are willing to go that extra mile in 

order to satisfy the desires of LG. New relationships are a cost at first, but will 

hopefully in the end lower the total costs.  

 

Ellinor Demalva, SonyEricsson 

Cost is always a major aspect, and the total cost always taken into consideration. It 

must be profitable.  

 

Martina Mottanen, Siemens/BenQ  

Again, total cost within reasonable means, is often more important than for example 

cost of a specific item. Relationships are costly to establish and maintain and that is 

taken into consideration in the initial negotiations with the suppliers. 
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Appendix 5, Kraljic’s matrix  

Kraljic’s matrix 72 
Fig. 8 
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