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Abstract 
 
The last decades has demonstrated a decline in rural trade and an extensive closure of rural stores. As 

rural stores not only provide rural inhabitants with important service functions and groceries but also 

constitutes as the basis for a vivid countryside, it is of importance to preserve and develop these. 

 

According to the resource based view, the deployment of internal resources and capabilities can lead 

to competitive advantage and therefore it is of interest to investigate the resources and competencies 

possessed by rural retailers. Hence, the purpose of the report: From a resource based view, investigate 

internal resources and competencies for rural retailers, with focus on marketing and entrepreneurship. 

 

Based on a review of existing literature, a conceptual model was conducted for this study. The 

conceptual model suggests that Marketing in SMEs, Services in SMEs, Human- and social capital in 

SMEs as well as Corporate entrepreneurship in SMEs are all influential for how rural retailers utilise 

their resources and competencies. For this thesis a multiple-case study was carried out in form of 

semi-structured interviews with four rural retailers located in the county of Kronoberg.  

 

The findings of this research reveal that marketing techniques combined with entrepreneurial thinking 

had a greater effect on diffusion, than when marketing techniques were practised in isolation. 

Moreover, services in relation to social capital were also enhanced when combined, rather than 

standing alone. For instance, services with social functions received greater response among 

customers in rural communities. Furthermore, relationship built through commitment, trust and 

reciprocity may lead to in-shopping behaviour among customers. Thus, the concepts of Services in 

SMEs and Human-and social capital in SMEs appeared to have the greatest influence on the 

resources and competencies leading to uniqueness and improved customer relationships. Finally, 

social capital can also be seen as a key resource in corporate entrepreneurship. Corporate 

entrepreneurship driven by visionary leaders who communicate their visions to their employees 

appeared to develop more plans for the future. 

 

Key words: resources, competencies, corporate entrepreneurship in SMEs, marketing in SMEs, 

services in SMEs, human capital in SMEs, social capital in SMEs. 
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Introduction 

1. Introduction 
 

This chapter discuss the development of rural trade during the past decades, both on an 

international and regional level. It explains the prevailing conditions and highlights the 

importance of the area. A brief literature review leads to a research gap which is followed by the 

purpose, the delimitations as well as the outline of the thesis.   

1.1 Background 
 

For several decades, rural areas have faced economic pressure. This since economic activity 

gradually have been concentrated to urban centres, followed by increased migration from rural 

areas, contributing to a low rural population density (Kim & Stoel 2010; Paddison & Calderwood 

2007). According to Tillväxtanalys (2007), rural areas are defined as areas located within 5-45 

minutes from the closest population centre holding more than 3000 inhabitants. Businesses in 

rural areas are less likely to thrive since the increased migration has led to rural stores losing 

customers to larger retailers in urban centres (Kim & Stoel 2010; Tillväxtanalys 2009). This in 

turn has led to a rapid loss of rural shops throughout recent years (Amcoff et al. 2011). Since 

small rural retailers are dependent on local consumers it is important for rural retailers to 

understand the factors that attract shoppers back to the local market (Kim & Stoel 2010).  

 

This has also been the case in Sweden, where rural grocery stores have been reduced and the total 

amount of grocery stores has decreased by 21 per cent between the years 1996-2008. Table 1 

demonstrates that the worst affected in this downturn are the number of smaller rural stores, 

referred to as “other retail stores”, showing a total decline by 66 per cent since 1996 (See Table 1, 

Number of grocery stores per store type 1996-2009 p. 2 Appendix 1; Tillväxtanalys 2009). 

Shutdowns of village shops do not only lead to the loss of access to consumer goods, but also 

other important functions since retail stores are the base for service provision (Van Leeuwen & 

Rietveld 2011). The rural stores also serve as a local venue and constitute as an important social 

function, and are considered to be the basis for a vivid countryside (Länsstyrelsen Kronoberg 

2012). 
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1.2 A national matter - a regional concern 

Due to the current economic conditions in rural regions, the Swedish government has called for 

political responses to address the matter. These attempts concern new economic activities that 

allow a more diversified economic base in rural areas (Gössling & Mattson 2002). On regional 

levels, these matters are carried out by Länsstyrelsen (the County administrative board). The 

County administrative board is a public authority which is present in each county in Sweden, and 

is an important link between the government, parliament and central authorities, and people and 

municipalities. Their mission is to serve for development of environment, growth and good 

fortune within the county. To preserve and develop rural retailers, they are provided with 

different means of supports. The County administrative board provides funding for rural stores to 

maintain an acceptable level of service quality (Länsstyrelsen Kronoberg 2012). 

 

The County administrative board’s scope of work is constituent to a rural development program 

which is funded both nationally and through the EU-budget, as the program is part of EU’s 

agriculture policy (Länsstyrelsen 2013-03-06). Much of the program concerns the importance of 

vivid rural regions. The starting points for a dynamic rural development are local supplements to 

basic social functions, where accesses to service in both rural- and sparsely populated areas are 

an affair for entrepreneurs as well as residents (Länsstyrelsen 2012). 

 

1.2.1 Regional status of Kronobergs län 

 
For the County administrative board in Kronoberg, this issue is one of their main concerns 

(Länsstyrelsen Kronoberg 2012). According to the County administrative board in Kronoberg, 

6000 of the county’s residents have a mileage on more than 10 kilometres to the closest grocery 

store. Approximately 23 per cent of in the county lacks grocery services completely. Both traders 

and the society strive to consolidate as many service functions as possible in one place, in order 

to enable the survival for rural merchants. Demands are also increasing on coordination between 

public and commercial services (Länsstyrelsen 2012).    
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Kronoberg is a county located in the southern part of Sweden and is characterised by seascape, 

woodland and isolated dwellings. The county consists of 8 municipalities, has 181 000 

inhabitants and a lower population density in comparison to other counties in southern Sweden. 

Nearly half of the population is located in rural areas whereas a third of the residents, comprising 

about 74 000 of the inhabitants occupied in the sparsely populated areas. There are approximately 

4500 private companies in the rural regions of Kronoberg, where 80 of these are active in 

commerce (Länsstyrelsen 2012). 

1.3 Problem discussion 
 

The financial crisis that struck in 2008 left many, in particular small and medium-sized 

enterprises, negatively affected. Small and medium-sized enterprises (SMEs) and micro-

enterprises are the backbone of rural communities, and their survival is crucial for both a healthy 

rural economy and a vivid countryside (Tehrani & White 2003; Kock & Nguyen 2011; 

Gunasekarana et al. 2011; Yigui & Shumin 2010). Closure of rural retailing has led to losses of 

important service functions and goods for residents in rural areas and it is also believed to have a 

negative effect on the migration rate (Amcoff et al. 2011; Martin & Halstead 2004). However, 

even though barriers for survival have risen, patterns have been distinguished that customer 

demands for public and commercial services in rural trade have increased (Tillväxtanalys 2009; 

Länsstyrelsen 2012).  

 

To preserve and develop rural stores, financial support of varying kind is offered from public 

authorities. As mentioned, the County administrative board of Kronoberg contributes with 

investment funds for rural stores to help them maintain their service level in the rural market 

(Länsstyrelsen Kronoberg 2012). However, despite these funding, rural stores still struggle with 

attaining acceptable turnover. The financial support seems to grant survival only for a short 

period of time, and it appears to be lacking long-term solutions for the concern. 
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Research within the field of strategic management indicates positive effects on the survival and 

performance of micro-businesses that are pursuing competitive strategies (Tehrani & White 2003; 

Runyan et al 2007). According to the resource based view (RBV), the essence of competitive 

strategies is defined by a firm’s set of unique resources and how such resource are perceived to 

be of value (Rivard et al. 2006). Thus competitive advantage is determined by the company’s 

ability to effectively deploy and identify its resources and competences (Newbert 2008; Runyan 

et al. 2007). Gunasekarana et al. (2011) and Tehrani & White (2003) also reveal that the level of 

success in competitive strategy making much relies on how marketing is deployed. Successful 

marketing in small firms is according to the literature in turn rarely developed in isolation, but 

rather in symbiosis with successful entrepreneurship behaviour (Simpson et al. 2009; Mc Cartan-

Quinn & Carson 2003; Siu & Kirby 1998). 

 

Moreover, the RBV provides a framework for small business owners to strategize on their own 

unique set of resources and the survival of such firm lies in the success of identifying those 

resources. However, few studies have been conducted to reveal the resources used or held by 

firms that can set the basis in their efforts to attain competitive advantage (Runyan et al 2007). 

Research regarding how small firms in rural communities deploy their resources and 

competences through a RBV appears to be distinguished by a research gap. Thus, it can be seen 

as important to investigate which capabilities rural retailers possess and how these are practised 

since their deployment can lead to competitive advantage. The contribution for this report is 

therefore to investigate current internal resources and competences and provide knowledge on 

how these are used in rural retailers’ attempts to survive and gain success. Hence, the purpose of 

the report:  

 

 

 

1.4 Delimitations 
 

This study is delineated to investigate rural retailers within the county of Kronoberg. 

From a resource based view, investigate internal resources and competencies for rural retailers, 

with focus on marketing and entrepreneurship 
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1.5 Outline of Thesis 

 
The research project at hand is divided into seven chapters and is using the following structure: 

1. Chapter one discusses relevant background information within the research area that leads 

to the research gap followed by the purpose of the study and the chosen delimitations.  

2. Chapter two provides a theoretical framework from a resource-based view, of the concept; 

Marketing in SMEs, Services in SMEs, Human- and social capital in SMEs, and 

Entrepreneurship in SMEs  . It finally provides an indication of what gaps exists in prior 

research as well as new gaps, and will furthermore give a foundation for the research 

questions. 

3. Chapter three presents the proposed research model as well as the research questions that 

will be the basis for the research project.  

4. This chapter supplies this qualitative research project with the necessary methodological 

choices, in order to answer the stated research questions.  

5. This chapter presents the gathered empirical data from four cases. Each case is presented 

individually in a comprehensible way in line with the research model.  

6. Chapter six presents a cross-case analysis of the gathered empirical and theoretical data. 

This includes an accurate comparison with each cases as well as a discussion surrounding 

these relation to previous studies. This chapter also answers the research questions. 

7. The final chapter presents the conclusions of this study. Furthermore, the chapter 

discusses the limitations of the research as well as the theoretical contributions and 

managerial implications, together with suggestions for further research. 
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2. Literature review 
 

This chapter provides a theoretical framework for the study, containing a review of existing 

literature on concepts and theories regarding marketing and entrepreneurship through a 

resource-based view. Within this field, following concepts are presented; Marketing techniques in 

SMEs, Human- and social capital in SMEs, Services in SMEs and finally Corporate 

entrepreneurship in SMEs and Success factors in corporate entrepreneurship. 

 

2.1 Resource-based view 

Companies are not identical, and they all possess different capabilities. Managers need to 

understand and distinguish how their companies differ from competitors in ways that may be the 

basis of achieving competitive advantage and greater performance. These are the underlying 

concept of the resource-based view (RBV) (Johnson et al. 2011). The resource based view is 

constituted by two key assumptions; the first argues that different companies possess different 

resources and capabilities, and based on these different resources some companies within the 

same industry may perform certain activities better than their competitors. The second 

assumption is that it can be difficult for companies to acquire or copy the resources and 

capabilities of another company (Wan et al. 2011; Johnson et al. 2011). 

 

Resources refer to the assets of an organisation, which are possessed or can be called upon. 

Competences refer to the ways those assets are used or disposed effectively. Furthermore, a 

firm’s resources can be defined as tangible and intangible (Johnson et al 2011). According to 

Kazozcu (2011) tangible resources consists of different types of capital, like financial and human 

capital. Intangible resources, on the other hand, are based on knowledge and the abilities of 

individual employees within the firm. In terms of competitive advantage, resources of the 

intangible character can be more powerful in achieving such condition rather than tangible ones. 

However, if resources and capabilities are to lay ground for long-term success, they also need to 

be dynamic. Dynamic capabilities refer to an organisations ability to adapt resources and 

capabilities to meet the needs of changing environmental conditions (Kazozcu 2011; Johnson et 

al. 2011; Combs et al. 2011). Runyan et al (2007) further describes that the more challenging an  
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environment is the more distinctive the firm’s capabilities need to be. According to the resource-

based view, competitive advantage is determined by the company’s ability to effectively deploy 

and identify its resources and competences (Newbert 2008; Runyan et al. 2007). The bundle of 

such resources and competences is called “strategic capabilities” (Johnson et al. 2011).“Strategic 

capabilities” refer to those resources and capabilities that a firm possesses and use that are; 

valuable, rare, inimitable and non-substitutable - so called VRIN attributes (Johnson et al. 2011). 

 

2.2 SMEs and micro-firms in rural communities 

Small and medium-sized enterprises (SMEs) and micro-enterprises are the backbone of rural 

communities and their survival is crucial for a healthy rural economy (Tehrani & White 2003; 

Kock & Nguyen 2011; Gunasekarana et al. 2011; Yigui & Shumin 2010). Svenskt näringsliv and 

Näringslivets Ekonomifakta (2010) defines micro, small and medium-sized enterprises (SMEs) to 

be businesses that employ one person up to 249 persons and whose annual turnover or annual 

balance sheet total does not exceed 43 million euro. The financial crisis that struck in 2008 left 

many, in particular SMEs, negatively affected. Since they are considered the basis for a thriving 

economy in the rural communities, it has been acknowledged that it is of great importance to 

overcome such crisis and secure their survival (Kock & Nguyen 2011). 

 

Research within the field of strategic management indicates positive effects on the survival and 

performance of micro-businesses that are pursuing competitive strategies. (Tehrani & White 

2003). According to the resource based view then, the essence of such strategy is defined by a 

firm’s set of unique resources and how such resource are perceived to be of value (Rivard et al. 

2006). A critical factor for micro-businesses when developing competitive strategies is thus the 

maintenances of unique competencies, which can be either be created from scratch or transferred 

from critical resources (Tehrani & White 2003). This is further confirmed by Runyan et al. 

(2007) who state that firms that do best under in hostile environments are those possessing certain 

resources, demonstrate competitive behaviour and overall engage proactively in maintaining and 

gaining competitive advantage. 
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Small firms in rural communities are mainly disadvantageous due to the size of their operation, 

this as they retain fewer resources than their larger competitors to use when competing in a 

hostile environment (Runyan et al. 2007). Another aspect that acts unfavourably for the rural 

micro-enterprise is the geographical position they are in, where fewer external resources can be 

drawn upon. As a consequence rural micro-enterprises become significantly vulnerable to 

marketing, logistical and financial restrictions when external and internal resources are limited 

(Tehrani & White 2003). The authors therefore argue that strategic resources available in such 

environment and which the owner values mostly should play an explicit role in the making of 

strategies and their competitive positioning. Tehrani & White (2003) then also highlights the 

importance of retail owners being capable to identify the factors and resources that will assist and 

aid such strategy. 

 

However, despite acknowledged vulnerabilities, several author states that the size of their 

operation actually provides strategic advantage, as it gives them flexibility and the ability to adapt 

and respond much faster to changes in the environment compared to larger corporations (Blundel 

& Locket 2011; Messeghem 2003; Landström & Löwegren 2009; Gunasekarana et al. 2011; 

Vargo & Seville 2011). Also, Vargo & Seville (2011) found that SMEs that performed best in 

times of crisis where those that took their advantages into account, improved their capabilities 

and took positive courses of action to develop their own business opportunities. 

 

Tehrani & White (2003) also highlights the importance of entrepreneurship in a micro business 

and points out several influences that impact the business owner’s ability to succeed as a micro-

entrepreneur. Determinants, besides previous learning experiences and degree of education, is the 

store owner’s ability to comprehend market factors, consumer likings and preferences as well as 

their consumption patterns and levels of income (Tehrani & White 2003). This reasoning is 

further reinforced by Gunasekarana et al. (2011) who argues that SMEs that are the most 

innovative and resilient towards threats during times of intense competition are the ones who are 

the most market and learning-oriented. Although, Tehrani & White (2003) explains that a 

common mistake among micro-entrepreneurs is the tendency to look past marketing channels and 

overemphasise production channels. As a consequence, efforts are then focused on how to sell  
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goods rather than evaluating consumer needs. Tehrani & White (2003) and Gunasekarana et al. 

(2011) summarise the tendency and concludes that the development and success of micro-

enterprises in rural communities is largely dependent on the efforts put into marketing. 

 

2.2.1 Marketing techniques in SMEs 

As mentioned, Tehrani & White (2003) suggest that marketing is an important factor for success 

in small organisations, and is of even greater importance for small firms located in rural areas. 

The success for small businesses is not only dependent on the existence of products and markets, 

but also on the grade of efficiency in marketing the products to customers in the specific market. 

Despite the significance however, there is a limited amount of marketing theory development 

concerning small and medium-sized enterprises (Mc Cartan-Quinn & Carson 2003). According to 

Siu & Korby (1998), this could be explained by the dynamic nature of marketing science and the 

lack of a satisfactory description of small businesses. Research made in this field has usually 

been applying classical marketing models used in large organisations, to small organisations, and 

there is no clear definition or models to be found in literature concerning marketing for SMEs. 

Attempts has often been linking marketing with entrepreneurial behaviour, however, existing 

marketing theories provide little practical implementations for everyday marketing activities (Mc 

Cartan-Quinn & Carson 2003). 

 

There are however significant differences between large and small enterprises which influences 

the role of, and importance of, marketing in organisations (Walsh & Lipinski 2009). Small 

organisations are generally considered more creative and innovative compared to larger ones. As 

mentioned, SMEs possess advantage in forms of great flexibility, closeness to the markets and 

overall lower costs (Mc Cartan-Quinn & Carson 2003). SMEs are however disadvantaged due to 

size, limited market power, limited financial and marketing resources as well as lack of specialist 

expertise (Walsh & Lipinski 2009; Tehrani & White 2003).  
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Small firms often have a limited customer base, limited marketing activity and expertise and tend 

to rely on the owner/entrepreneurs personal marketing ability and have problem exploiting 

marketing opportunities (Mc Cartan-Quinn & Carson 2003).  Managers of small firms tend to 

work on a basis of daily survival, rather than following a structured and intended marketing plan. 

In general, small firms spend a very limited amount of capital on marketing activities and make 

use of few available marketing techniques. Advertising is generally forsaken, since managers 

tend to perceive them as expensive and hard to quantify. This could explain why several small 

firms appear to lack a clear marketing orientation, and why marketing in small firms often stays 

underdeveloped (Siu & Kirby 1998). 

 

Siu & Korby (1998) presents two types of entrepreneurs; craftsman- and opportunistic 

entrepreneurs. The craftsman entrepreneur utilises personal relationships in marketing, while the 

opportunistic entrepreneur constantly pursue new possibilities and opportunities and is more 

market oriented than the first. Firms that are founded by opportunistic entrepreneurs usually 

experience higher growth rates compared to firms founded by craftsmen entrepreneurs. 

Entrepreneurs, who grasp opportunities and believe that success is achievable, tend to be 

successful in their work (Siu & Korby 1998). Mc Cartan-Quinn & Carson (2003) argues that 

when the marketing orientation of the firm is integrated with the owner/entrepreneurs vision and 

ambition, the chance to prosper should increase. When a firm demonstrates high entrepreneurial 

orientation it also shows tendency to be more marketing oriented, meaning that marketing 

activities of small enterprises are likely to be related to the firm's organisational culture (Siu & 

Korby 1998).  

 

Although marketing and entrepreneurship can be seen as rather closely related ideas, one factor 

that distinguishes entrepreneurial marketing is the active role of the owner/entrepreneur as well as 

the entrepreneur’s ability to build networks (Zontanos & Anderson 2004). It is essential for 

entrepreneurs to build relationships (Percy et al. 2010) and offer services (Fang et al. 2008) to 

compete effectively in challenging markets. 
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2.2.2 Services in SMEs 

In an increasingly competitive market, traditional after-sales service, logistics and offerings of 

excellent products is no longer enough for firms in various industries to succeed. This applies to 

both larger firms and SMEs (Kowalkowski et al. 2012). Prior research in the field of marketing 

and strategy suggests that in order to improve an organisations competitive advantage, they 

should shift to service offerings. Service offerings are associated with benefits like increased 

customer loyalty and improved pricing capacity. In comparison to products, services makes a 

company's offering more intangible, harder to standardize and requires directs sales contact. The 

use of services makes a company's total offering more unique, difficult to copy and more 

valuable to the costumers. This in turn enhances the value of the company through higher sales, 

capital and profits (Fang et al. 2008). 

 

Firms are engaging in extending their service offerings and improving their service orientation, in 

order to differentiate from competitors (Kowalkowski et al. 2012). Efforts are being more 

directed from goods to services, and instead of mainly innovate existing products, focus is on 

service differentiation. This means that instead of services working as add-ons to products, 

services becomes the centre of the offering. According to Gebauer et al. (2011) this is referred to 

as service transition. 

 

An alternative route that some SMEs are embracing is the concept of ‘service infusion’. The core 

of service infusion relates to taking advantage of financial, strategic and marketing opportunities 

by differentiating already excellent products with services. Service infusions also refer to how 

organisations establish procedures, practices and policies that encourage service-giving 

behaviours. This however, requires both resources and capabilities and if SMEs lack such 

resources their offerings would stand more labour intensive or more reliant on external actors 

with the right resources required. The latter is referred to as a ‘value constellation’ and regardless 

to selected courses of action, additional services leads to value creation which contributes to 

competitive advantage (Kowalkowski et al. 2012). Furthermore, Percy et al. (2010) argues that in 

order to achieve competitive advantage owners/entrepreneurs must establish long term 

relationships with their circle of customers. The authors emphasis that it is primarily the  
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relationship between the service provider and the customer that results in satisfaction towards a 

certain service. 

2.2.3 Human- and social capital in SMEs 

Ambiguity in both conceptualization and application has characterized the research within the 

field of human resource management (HRM) throughout many years (Tocher & Rutherford 

2009). Tocher & Rutherford (2009) provides an early definition for HRM from Lado & Wilson 

(1994) that follows; “A set of distinct but interrelated activities, functions, and processes that are 

directed at attracting, developing, and maintaining (or disposing of) a firm’s human resources” 

(Lado & Wilson 1994, p. 701).Through to the contribution of the resource based view, human 

capital has been given a greater role as a capital when strategizing human resources. 

Contributions such as ‘core competencies’ has resulted in greater focus on specific internal 

competencies and human capital as means to achieve competitive advantage. This in turn, has led 

to increased conductions of internal analyses of capacities and skills among firms. This as, 

internal competencies have been acknowledged to be harder for competitors to imitate and 

substitute. Moreover, management of internal resources and human capital may not only increase 

firms’ economic achievement but also contributing to their social performance (Aït Razouk & 

Bayad 2009). 

 

Social capital has been conceptualized differently by many different scholars (Tsai & Ghoshal 

1998). Nevertheless, a more general and joint understanding do exists and relates to a set of 

intangible and social resources entrenched in relationships (Runyan et al. 2007; Tsai & Ghoshal 

1998; Leitão & Franco 2011). Burt (1997) distinguishes human capital from social capital and 

explains that human capital is a quality of employees, whereas social capital is a quality created 

between these individuals. The author further elaborates that social capital relates to opportunity 

while human capital is directed to individual ability. When creating value from social capital 

much depends on the manager’s ability to identify opportunities and coordinate employees so 

these opportunities may be further developed (Burt 1997). 
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Many Scholars within the field strategy, such as Campbell et al. (2012), Miller & Kean (1997), 

and Runyan et al. (2007) all agrees on that human capital, such as skills and knowledge 

embedded in the work-force can be a source of competitive advantage. Campbell et al. (2012) 

additionally proposes that human capital must then be rare, valuable and kept from rivals if  

Intention is to make it the core of a resource-based advantage. As human capital cannot be 

possessed (employees can quit freely and provide their capital to another employer) and 

sometimes not even controlled, employers must constrain the mobility of such resource 

(Campbell et al 2012). Campbell et al. (2012) therefore emphasises that HR practices in the RBV 

can have a significant strategic value and may help managers retain such source to competitive 

advantage, by for instance tailor jobs and benefits for the individual employee. 

 

As mentioned, social capital derives from relationships, and these in turn can convey obligations 

and trust and help firms unravel expectations from trading partners. Key trading partners for a 

small retailer could for instance comprise local consumers (Runyan et al. 2007). Social capital 

theory seeks to explain business owners’ interactions with local consumers (Miller 2001) and 

have according to Runyan et al. (2007) given clarity to notions, such as the tendency for ‘in-

shopping’ among local consumers in rural regions. Miller & Kim (1999) explains in-shopping to 

be a procedure when consumers deliberately choose to purchase locally rather than seeking other 

retailers in other communities. 

 

Social capital which emerges from relationships between small retailer and local consumers is 

known as reciprocity. Here each member provides something to the other and eventually forms a 

‘network’ of expected exchanges, meaning that whenever something is provided, expectations 

comes with it (Runyan et al. 2007). This is supported by Miller & Kean (1997) who conducted a 

survey regarding reciprocal exchange and found that when retailers mediated high levels of 

support for the community, customers became more induced to in-shop (Runyan et al. 2007; 

Miller & Kean 1997). The same author also conducted a similar survey at a later point (Miller 

2001). The results revealed reciprocity leading to consumer satisfaction to be a substantial 

forecaster of in-shopping behaviour (Runyan et al. 2007; Miller 2001). 
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Social relations are a significant influence on consumer behaviour and it has long been 

acknowledged by sociologists that consumers are social actors. For instance, consumers that are 

less attached to their community are less inclined to choose local retailers than those who feel a 

stronger attachment Miller & Kim (1999). Miller & Kim (1999) therefore proposes that a better  

Understanding of the rural community, the social exchange networks in it and how social ties can 

be transferred to profitable relationships in the marketplace are all critical factors that contribute 

to the survival of the rural retailer. This is supported by both Campbell et al. (2012) and Runyan 

et al. (2007) who explains that relationships formed through networks built on commitment, trust 

and reciprocity is a resource for the individual business owner that gives them competitive 

advantage. Furthermore, managers with high levels of social capital are more inclined to develop 

and identify rewarding opportunities and thus acquire greater profits to their human capital (Burt 

1997). 

 

However, to safeguard relationships, Miller & Kim (1999) propose that retailers become more 

involved in organisations and social activities within the rural community. There are three 

reasons for this; Firstly, by doing this the individual retailer will get a greater understanding and 

learn more about the local consumers. Secondly, interaction with residents will also lead to 

established personal reciprocity that may lead to enhanced in-shopping behaviour. Thirdly, a 

greater understanding of local consumer needs can transfer into new ideas on how to improve 

both pricing strategies and directed advertising campaigns. 
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2.3 Corporate entrepreneurship in SMEs 

As previously acknowledged, social capital refers to how individuals in a firm exploit network 

structures and thus create opportunities and advantages for the organisation (Leitão & Franco 

2011). Social capital is then dependent on several local factors such as a firms’ culture, the 

individual’s willingness to take a risk, supporting institutions in the enterprise and those that may 

stand as obstacles. Leitão & Franco (2011) refer these factors as entrepreneurship capital (as a 

division of social capital) and thus emphasise individual employees as the basic source of 

entrepreneurship. Castrogiovanni et al. (2011) further adds that human resource practises through 

a resource-based view becomes a key resource when promoting entrepreneurship in SMEs. 

 

Entrepreneurship capital exists on four different levels; local, corporate, team and individual 

(Leitão & Franco 2011) and much attention have recently been devoted to the practice of 

corporate entrepreneurship (CE) (Castrogiovanni et al 2011; Schmelter et al. 2010). This due to 

an increasing competitive market where firms have been forced to find new ways to nurture their 

entrepreneurship, improve competitiveness, reactivity and their flexibility in order to enable 

success (Castrogiovanni et al 2011; Schmelter et al. 2010). CE implies that firm’s increase their 

innovative capacity by creating an entrepreneurial culture within the enterprise and empirical 

studies indicates that such approach can help firms to improve performance. It is suggested as a 

method and can be defined as a strategic option that involves risk-taking, improved product 

innovation and proactive response to meet customer expectations and needs in order to improve 

competitive position (Castrogiovanni et al 2011; Schmelter et al. 2010). CE emphasises on how 

development of innovative actions and new business opportunities can be pursued by firms by 

acquiring new resources and finding new ways in reallocating existing ones. Moreover, internal 

resources are considered to be drivers for both competitive advantage and growth 

(Castrogiovanni et al. 2011; Schmelter et al. 2010).   
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According to Schuler (1986), the question is not “whether companies should or should not 

engage in entrepreneurial activity, but rather what can be done to encourage establishment of 

entrepreneurship” (Schuler 1986, p.624 in Schmelter et al. 2010, p718.). Definitions of 

entrepreneurship have shifted between scholars throughout many years, although consensus has 

been achieved on the concept, a jointly definition describes it as the process of activities that 

develops and uncovers opportunities and ideas through innovation that creates value (Blundel & 

Locket 2011; Landström & Johansson 2009; Havinal 2009; Schmelter et al. 2010). 

2.3.1 Success factors in corporate entrepreneurship 

Five different dimensions independent of one another can be identified firms and help measures 

the intensity of CE in an organization (Schmelter et al. 2010). These are: pro-activeness, risk 

propensity, self-renewal, innovativeness and corporate venturing. Pro-activeness apprehends 

how firms take initiatives and pursues new opportunities and overall describes the characteristics 

of an entrepreneurial company. Risk propensity refers to the risk involved and how these are 

managed. Self-renewal comprises how innovation leads to introduction of new systems and 

redefinitions of organisations, and business concepts. Self-renewal thus concerns the general 

strategic repositioning of a company. Innovativeness relates to creation processes that may result 

in new services, products and technological development. It also concerns support of new ideas 

and how firms engage in experimentation and novelty. This is the core of entrepreneurship. 

Corporate venturing refers to creation of new businesses and the activities that lead up to them 

(Schmelter et al. 2010).   

 

It is widely believed that entrepreneurial performance is improved by human capital 

(Castrogiovanni et al. 2011; Schmelter et al. 2010) and that those individuals who retain greater 

proportions of such capital are more probable to have better entrepreneurial judgement (Leitão & 

Franco (2011). Leitão & Franco (2011) further strengthen their arguments and refer to studies 

conducted by Cooper et al. (1994) who unravelled that the education of the entrepreneur (human 

capital) had a positive effect on the performance of firms (Leitão & Franco 2011). Various means 

can be used to help implement and promote a CE strategy, however establishing human resources 

practises and the firm’s ability to support and facilitate entrepreneurial attitudes among  
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employees have been seen as most important (Castrogiovanni et al. 2011; Schmelter et al. 2010). 

This as HRM practices are both a resource and a dynamic capability that provides greater levels 

of CE which give SMEs greater performance and sustained competitive advantages (Schmelter et 

al. 2010). 

 

Leitão & Franco (2011) argues that entrepreneurs who manage to link networks and people 

together that never had interconnection to begin with are likely to be the most successful 

entrepreneurs. The authors also add that entrepreneurial leadership is one of the bases for 

improved entrepreneurial performance and claims that several studies highlight the importance of 

storytelling among entrepreneurial leaders. Such leadership is linked to the organisational culture 

and relates to leadership driven by visionary scenarios. These are formulated and practised in 

order to assemble and mobilize employees who become committed to this vision and encouraged 

to exploit and discover new strategic directions leading to value creation (Leitão & Franco 2011). 

Blundel & Locket (2011) also states that having a vision is very helpful and explains that in the 

absence of it, firms are left with no driving force or sense of direction. 

 

The findings from an investigation carried out through a RBV perspective by Castrogiovanni et 

al. (2011) unravelled that open communication and personal relationships between managers and 

employees were at the core of explaining entrepreneurial behaviour in small firms. As smaller 

firms often lack formal structures the authors found that reward and compensation systems as 

well as trust and confidence (personal relationships) between employers and staff could 

reimburse for that and thus stimulate entrepreneurial behaviour (Castrogiovanni et al. 

2011).  Leitão & Franco (2011) supports this and highlights the organisations’ culture and 

routines to be influential factors on the long-term sustainability of entrepreneurial strategies if it 

encourages feedback and information flows. Routines and culture are not necessarily formalized 

and can be expressed in mission, vision, mission, core beliefs, norms or other codes of conducts 

(Leitão & Franco 2011). 
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To sum up, the literature from a RBV perspective demonstrates how the relation between Human 

resource management (HRM) and CE can contribute to the development of entrepreneurial  

attitudes, creativity and initiative-taking and form a culture of innovation within the firm that are 

hard for competitors to imitate (Castrogiovanni et al. 2011). Schmelter et al. (2010) recognise that 

a reflection of a company’s culture can be evident in their HRM practises. However, the authors 

suggest more specifically that cultures built around strong work ethics, emotional commitment, 

earned respect, autonomy and empowerment are important requirements for successful CE.  

Leitão & Franco (2011) also acknowledge that other factors affecting the financial performance 

are prior entrepreneurial and managerial experiences, the environment and good luck. 

Consequently, Castrogiovanni et al. (2011), Leitão & Franco (2011) and Schmelter et al. (2010) 

puts emphasis of the importance of understanding the human factors that lay the foundation for 

CE in small firms. 
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3. Proposed conceptual model and research questions 

In this chapter the authors proposes a conceptual model based on the theories presented in 

previous chapter. The conceptual model suggests that Marketing in SMEs, Service in SMEs, 

Human- and social capital in SMEs as well as Corporate entrepreneurship in SMEs are all 

influential for how rural retailers utilise their resources and competence. The conceptual model 

then culminated into two research questions which laid the foundations for the investigation 

implemented.  

 

3.1 Proposed conceptual model 
 

The purpose of this study is; from a resource based view, investigate resources and competencies 

for rural retailers, with focus on marketing and entrepreneurship. The utilisation of competencies 

and resources are suggested to be influenced by the concepts presented in the literature review; 

Figure 1 illustrates the proposed conceptual model. 

 

The model illustrates each concept as well as the underlying notions that were emphasised in the 

literature review. The model concludes with a presentation of the research questions culminated 

from the concepts described. The underlying concepts of marketing, services, human- and social 

capital and entrepreneurship are all suggested factors to influence how rural retailers utilise their 

resources and competencies. Adequate usage of marketing techniques, internal marketing, 

suitable services and entrepreneurial mind-set all appeared to be factors leading to enhancement 

of internal resources and competencies. The proposed conceptual model was conducted 

according to the structure of the how the concepts followed in the literature review;  
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Figure 1. Proposed conceptual model  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.2 Research Questions 

The research questions for this study were originally instituted in this thesis’s purpose and then 

further elaborated and designed through the conducted literature review. A total of two research 

questions have been established. The objectives of this investigation are to gain deeper 

understanding and knowledge of the concepts that can, according to the literature, improve 

utilisation of internal resources and competencies.  

 

RQ1: How are rural retailers currently utilising their resources and competencies within the field 

of marketing? 

 

RQ2: How are rural retailers currently utilising their resources and competencies within the field 

of entrepreneurship? 
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4. Methodology 

Following chapter discuss and argues for the chosen approaches in this study. The research 

approach provides a discussion about inductive versus deductive research and justifies the 

choice of qualitative research as a suitable approach. This is followed by a description of the 

chosen research design, methods and strategies used to collect data, as well as an 

operationalization of the concepts and theories in the present study. Finally, an introduction of 

the investigated cases and respondents are presented, and followed by a discussion about 

methods suitable for the data analysis. 

4.1 Research approach 

4.1.1 Inductive vs. Deductive Research 

In research methodology, there are two main philosophical approaches; inductive and deductive 

research. An inductive approach to research concerns the conducting of new theoretical 

frameworks derived from collected data. The deductive approach accentuates that existing 

theories lay the ground for defining a hypotheses, and drives the process of collecting empirical 

data. The most common used approach is deductive research, as it defines the relationship 

between theory and research (Bryman & Bell 2011). 

 

This research will have a deductive research approach, as the study underlies existing theories 

within the field which will steer the gathering process of empirical data. Furthermore, a deductive 

approach is necessary when aspiring to contribute to fill a research gap. 

 

4.1.2 Quantitative vs. Qualitative research 

The choice of research approach will define how the study will be carried out (Gray 2009). 

According to Bryman & Bell (2011) there are two basic research methods within business 

science; quantitative research and qualitative research. A quantitative approach is concerned with 

gathering data in numerical form or data that can be converted into numbers. Quantitative data is 

most often collected through surveys or interviews and is usually presented in graphs and tables.   
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A qualitative research is exploratory and interpretive, and emphasizes words rather than numbers 

(Bryman & Bell 2011). Qualitative studies are used to gain a deeper understanding of the 

problem at hand. This could be in areas where there’s relatively little information about the 

studied phenomena, or when aspiring to gain new perspectives on topics where much is already 

known (Gray 2009). Data is often collected verbally, using for example focus groups, 

observations or interviews (Bryman & Bell 2011). 

The characteristics of this study matches the characteristics of a qualitative research, as empirical 

data will be collected through case-studies. Since the research focuses more on words rather than 

numbers, a quantitative research approach could be excluded. Consequently, this study has a 

qualitative research approach. 

 

4.2. Research Design 

The research design work as an overall framework for the collection, measurement and analysis 

of accumulated data. The research design advice the researcher as how to conduct an appropriate 

design for the purpose of a study, and it helps structure the collection and analysis of data in order 

to help answer the research question (Gray 2009).  Bryman and Bell (2011) explains there are 

three forms of study; descriptive research, exploratory research and causal research design. 

 

Descriptive research methodology is mainly concerned with describing the characteristics of the 

data that is being studied. Descriptive research is usually practiced when the researcher aspires to 

gain a better understanding of a subject of interest, and aims to answer the questions like who, 

what, when, where and how. Exploratory research approach focuses on discovery and aims to 

provide data around a topic where limited amount of information exists. Exploratory research is 

usually practiced at the beginning of a study to define the research direction and the research 

problem. Causal research attempts to identify the actual reasons why a phenomenon occurs, and 

strives to discover the nature of the relationship between the independent and dependent variables 

(Bryman & Bell 2011). 
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The nature of this study resemblance the exploratory and the descriptive approach. The first part 

of the thesis was of exploratory nature, as the authors had to define a research problem 

contributing to the direction of the research. The following part was characterised by a 

descriptive design as the authors focused on describing accumulated empirical data in order to 

achieve a better understanding of a topic where limited amount of research was available. As the 

exploratory approach only was necessary when formulating the research problem, and as the 

study as a whole is more similar to the descriptive characteristics, the research design 

consequently employed a descriptive approach. 

 

4.3 Data Sources 

There are two types of sources from which data can be collected for an investigation. These two 

are known as primary data and secondary data. Secondary data is collected by other researchers 

with another purpose than the actual study at hand. This data is not always used to solve specific 

research problems, rather to support and give relevance to the study. Secondary data is beneficial 

in the sense that it is less expensive to gather in regard to time and resources. Primary data are 

instead collected specifically for the purpose of the actual study. This kind of data source is 

beneficial as it gives an up-to-date, tailor-made specific information that is relevant for the study 

(Zikmund et al. 2010). Due to the qualitative nature of this paper, and the lack of prior studies 

addressing the matter, primary data has been collected and used for this research.  

 

4.4 Research Strategy 

The research strategy describes the way a study is done and will help a researcher in the progress 

of collecting the most appropriate data (Yin 2009). Yin (2009) further presents five main research 

strategies to be taken into consideration for the researcher; (1) The experiment strategy is carried 

out primarily to identify causal relationships between variables, the variables are changed to 

achieve differing effects (Bryman & Bell 2011). (2) The survey research is a quantitative strategy 

that involves the collection of data from one or more cases. The data that has been collected is 

then placed in the context of two or more variables which are then studied to identify patterns of 

association (Zikmund et al. 2010; Bryman & Bell 2011). (3) The Archival analysis strategy  
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includes the gathering and accumulation of documents and archives of a particular unit for further 

analysis (Bryman & Bell 2011). (4) The history strategy includes the searching for data in 

historical documents, this involves records of meetings, financial reports and correspondence 

(Bryman & Bell 2011). (5) The last strategy is the case study, which involves a deep analysis of 

one unit. This strategy can be appropriate when dealing with a complex or a more specific 

problem, as it enables a deeper understanding surrounding the studied phenomena (Bryman & 

Bell 2011; Yin 2009). According to Yin (2009) case studies can be presented as descriptive or 

exploratory, and is often deductive. Yin (2009) further explains that when case studies contain 

multiple cases instead of just one unit, they become more credible. 

 

Due to this study’s qualitative nature, the survey research design could instantly be ruled out. 

Furthermore, the archival design was rejected since this study does not require gathering and 

accumulation of documents and archives, and the historical strategy was ruled out since this 

research focuses on contemporary events. For the purpose of this study it is also not necessary or 

reasonable to control behavioural events, therefore the experiment research strategy was not a 

suitable choice. This leaves the case study research design. Case study design appears as the most 

appropriate choice for this research as it allows a deep understanding of the research phenomena 

and is of descriptive and deductive nature, which is consistent with the characteristics of this 

study. As Yin (2009) points out that multiple cases are more credible, this study will conduct a 

multiple case study research design. 
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Table 2. Research strategy options   

Research strategy Form of research question Requires control of 

behavioural events 

Focus on 

contemporary events 

Experiment How, Why Yes Yes 

Survey How, What, Where, When, How 

many, How much 

No Yes 

Archival Analysis Who, What, Where, When, How 

many, How much 

No Yes/No 

History How, Why No No 

Case Study How, Why No Yes 

 

                                                                                                 Source: adapted from Yin, 2009, p.8.  

 

4.5 Data collection method 

Bryman & Bell (2011) describes five main data collection methods that researchers use when 

they collect the data necessary for a study. These are observations, surveys, interviews, focus 

groups and content analyses. When researchers are collecting data with a quantitative approach 

they primarily use surveys, structured interviews, structured observations and content analysis. 

When it comes to a qualitative approach, the most helpful data collection methods are focus 

groups, in-depth/qualitative interviews and participating observations. 

 

As the nature of this study has a qualitative approach, the three latter methods were the ones 

suitable. A focus group is a form of qualitative research in which the researcher gets together 

with a small number of respondents to discuss a specific product or topic. The participant’s 

opinions in the matter are considered information which will be analysed at a later point in time. 

In-depth/qualitative interviews are a useful data collection technique for qualitative studies, 

which calls for real interaction between the researcher and the respondent. The researcher asks 

open questions orally to the participant and the interviews are typically performed face-to-face, 

however they can also be done via telephone or e-mail. Participating observations is a form of 

qualitative research in which the researcher participates in an everyday situation of a current 

group of people, in a way that enables some kind of analytical interpretation. This form of  
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observation is advantageous in the sense that it provides an internal understanding of the 

observed patterns of behaviour (Ghauri & Grønhaug 2005). 

 

4.6 Data collection instrument 

4.6.1 Operationalization and measurement of variables 

A significant factor in deductive research is operationalization; the way in which various facts 

and concepts are given its measurability. This is acquired for both quantitative and qualitative 

choice of methods (Saunders et al. 2009; Eliasson 2010). Operationalization can be defined as the 

process of how theoretical facts and notions are being translated into comprehensive and tangible 

words and indicators that can be measured (Saunders et al. 2009; Bryman & Bell 2011). Concepts 

used in this thesis had to be operationalized to avoid confusions from the respondents, this as the 

notions in their original conceptual form could not be assessed empirically. This is also 

acknowledged by Saunders et al. (2009) who emphasises that concepts in deductive research are 

operationalized to ensure definitions with clarity. 

 

Operationalization of theories in relation to formulation of a problem is fundamentally about 

choosing theories that are connected with the research problem and justifying the relevance of 

those theories. But also to clarify the purpose of the chosen theories in relation to the 

investigation, so the theories do not end up as reflections of the researchers’ own values. 

Furthermore, the respondent must also share the researchers’ understanding and beliefs about the 

defined concepts so to avoid misunderstandings that can affect the investigation in an undesirable 

way (Eliasson 2010). Eliasson (2010) therefore supports the idea of testing the investigation 

beforehand on potential respondents to eliminate ambiguities, but also to find out how concepts 

are being perceived in advance.   

 

As previously mentioned, making concepts measurable is briefly about making the notions 

possible to investigate, this regardless to if the investigation involves observations, questionnaires 

or in-depth interviews. But by doing so, the researcher must clarify how they are to be measured 

in the investigation. This can be done either by using concepts defined by theories (theoretical 

definitions) or concepts demonstrating how the researcher is planning to measure a given subject  
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(operational definitions). Regardless the approach, the concepts needs to be understandable by 

others than the researcher. This is essential as it enables the chosen concepts to be criticised by 

others (Eliasson 2010). Ghauri & Grønhaug (2005) also highlights the importance of conducting 

adequate measures (operational definitions) and suggests that researchers should investigate prior 

measurements/operationalization with the same construct in order to gain validity and support. 

In order for the investigation to be as successful and as profound as possible, Eliasson (2010) has 

pointed out certain criteria which the variables should meet. Two of these principles have been 

chosen and used as outlines of the conducted operationalization used in this thesis. The criteria 

are as follow: Firstly, they need to be relevant to the purpose and the research questions and only 

measure what is intended to be measured. Secondly they need to cover all aspects concerning 

research questions, the formulation of problem and the overall purpose. Eliasson (2010) further 

explains that variables used in an investigation are gained first when the concepts have been 

defined. 

The concepts and theories used in this thesis have followed all of the stated guidelines above by 

using a table that has translated concepts and theories into feasible and comprehensive questions 

that were understandable by the respondents. The operationalization is divided into two 

paragraphs, the set of chosen theories and concepts and the set of questions addressed from the 

interview guide, confirming the links between. The operationalization was conducted accordingly 

to how the concepts followed in the proposed conceptual model 

 

Background Questions: 
 

For how long have you been managing this store? 

Are you the sole manager of this store? 

What made you enter this business? 

Do you have any previous experience within rural retailing? 
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Table 3. Operationalization 

 

1. Marketing 

Construct and sources of theories and concepts Question number (See appendix 1) 

2.2.1 Marketing in SMEs 

- importance of marketing (Tehrani & White 2003). 

 

- marketing opportunities for SMEs (Siu & Korby 1998). 

 

- disadvantages for marketing in SMEs  

(Mc Cartan-Quinn 2003; Siu & Korby 1998). 

 

- disadvantages for marketing in SMEs  

(Mc Cartan-Quinn 2003; Siu & Korby 1998). 

 
2.2.2 Services in SMEs 

 

      - importance of service offerings in organisations  

       (Fang et al. 2011; Kowalkowski et al. 2012). 

 

- service infusion (Kowalkowski et al. 2012). 

 

 

 

1, 1.1 

 

1.2 

 

1.3  

 

 

1.4 

 

 

2, 2.1 

 

 

2.2, 2.3, 2.4 

 

 
2.2.3 Human- and social capital in SMEs 

- greater understanding of local consumer needs can transfer into new 

ideas (Miller & Kim 1999). 

 

- relationships as a mean for competitive advantage  

(Runyan et al. 2007; Campbell et al. 2012). 

 

- value created from social capital depends on the manager’s ability 

to identify opportunities and coordinate employees (Burt 1997). 

 

- reciprocity (Runyan et al. 2007; Miller & Kean 1997). 

 

 

3, 4 

 

 

 

 

4.1, 4.2, 4.3 

 

 

 

 

4.4 

 

 

 

4.5 

 



33 
 

Methodology 

Table 3.1 Operationalization  

 

Entrepreneurship 

Construct and sources of theories and concepts Question number (See appendix 1) 

2.2 SMEs and micro-firms in rural communities 

- Firms that do best under in hostile environments are those 

possessing certain resources, are innovative, improve their 

capabilities, develop their own business opportunities, take their 

advantages into account, are market and learning oriented, and 

overall engage proactively in maintaining and gaining competitive 

advantage.(Runyan et al. 2007; Vargo & Seville 2011; Tehrani & 

White 2003; Gunasekarana et al. 2011)  

 

2.3 Corporate entrepreneurship in SMEs & 2.3.1 Success factors 

in corporate entrepreneurship 

 

- the importance of identifying the factors and resources the owner 

value the most that will assist and aid competitive positioning 

(Tehrani & White 2003). 

 

- pro-activeness (Schmelter et al. 2010). 

 

- HRM is a resource and a dynamic capability that provides greater 

levels of CE which give SMEs greater performance and sustained 

competitive advantages (Schmelter et al. 2010). 

 

- entrepreneurial leadership driven by visionary scenario is one of the 

bases for improved entrepreneurial performance.(Leitão & Franco 

2011; Blundel & Locket 2011) 

 

- self-renewal (Schmelter et al. 2010) 

 

- innovativeness (Schmelter et al. 2010) 

 

- risk propensity (Schmelter et al. 2010) 

 

5 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

6, 6.1, 6.2, 6.3 

 

 

7 

 

7.1 

 

 

 

 

7.2 

 

 

 

 

 

8, 8.1, 9, 9.1 

 

 

10, 10.1  

 

 

11, 11.1, 11.2 
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2.1 Resource-based view 

2.1.1 Competitive advantage 

2.2 SMEs/micro-firms in rural communities 

2.2.1 Marketing in SMEs 

2.2.2 Services in SMEs 

2.2.3 Human- & social capital in SMEs 

2.3 Corporate entrepreneurship in SMEs 2.3.1 Success factors in 

corporate entrepreneurship 

12, 13 

 

 

4.6.2 Interview guide/schedule 

There are two different types of survey instrument a researcher can choose from depending on the 

selected research approach. The first survey instrument is the questionnaire where respondents 

are given questions which are answered in mark or by writing. The second option is known as an 

interview schedule and is used in telephone or in-person interviews where the interviewer asks 

respondents questions which are recorded. The interview schedule works twofold, first it lists the 

questions and guides the interviewer through the collection data process. Secondly, the interview 

schedule provides the respondent with clear methods and instructions on how to answer the 

questions (Graziano & Raulin 2010). 

 

When designing a survey instrument, the researcher must decide what to ask, in what order, as 

well as in what form. Further s/he should ensure the appropriateness for the targeted population 

and make certain that the development of the instrument covers the intended area of research. 

The language must be concise and clear so it does not end up outside the respondent’s ability to 

comprehend what is being asked, and thus eliminate potential risks for ambiguity. The survey 

depends on the chosen research approach and can be carried out by telephone, on the internet, in 

a personal interview or by mail. A face-to-face interview is both time consuming and expensive 

and usually requires a detailed survey instrument in comparison to e.g. telephone correspondence. 

However, these are rich in information and are in general regarded as the approach giving the 

best result (Graziano & Raulin 2010). Therefore, personal in-depth interviews has been the  
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selected approach for this area of study, as the conduction of a case study requires rich answers 

and detailed information which could only be obtained through personal in-depth interviews. 

 

Another important consideration for the researcher concerns the nature of the interview.  

Depending on the purpose of the interview, the interviewer needs to choose from either a 

structured or semi-structured approach (Gray 2009; Eliasson 2010; Ghauri & Grønhaug 2005). 

Structured interviews involve standardised questions and pre-prepared questionnaires that are 

same to all the respondents. This approach is usually carried out when collecting data for 

quantitative analysis and keeps the interaction between the interviewer and the respondents at a 

minimum. In contrast, semi-structured interviews use a non-standardised structure and are 

generally carried out in qualitative data analysis. Here the interviewer brings a list of questions 

and issues which are asked and dealt with individually depending on the situation and the 

respondents. The number of questions asked and the order in which they occur is controlled by 

the direction of the interview. Semi-structured also provides opportunity for ‘probing’, which 

means that answers are given the chance to further develop by follow-up questions (Gray 2009). 

 

A semi-structured interview has been conducted as it has been argued that non-standardised 

questions have been the most suitable approach for this study. This descends from two reasoning; 

firstly it allows for probing and finding of new reasoning which are in line with the exploratory 

research approach. Secondly, it provides an opportunity to gain in-depth information required 

when performing a case study as this research strategy relates to both specific and complex 

problems. The unstructured approach have also benefited the interviewers as they have carried 

out three cases studies on three different businesses with varying degrees of success. These 

interviews have not required standardised questions in any predetermined sequence since 

different information has been sought after during the different interview sessions. 
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4.6.3 Pretesting 

Ghauri & Grønhaug (2005) have developed three steps a researcher should follow when 

preparing the interview so to ensure the overall quality of it. The following steps have been 

suggested; first the research problem needs to be analysed in relation to the interview questions. 

Secondly the researcher need to determine what type of information is desired from the 

interviewee and thirdly, decide on who is capable to provide with such information. They also 

advise to further examine the congruence by letting someone else examine both the questions and 

the problem statement beforehand, for instance the supervisor for the study (Ghauri & Grønhaug 

2005). 

 

By this stage the researcher should prepare a first draft of the intended interview questions to be 

pre-tested (Ghauri & Grønhaug 2005). Yin (2009) defines a pre-test a formal rehearsal, carried 

out as realistic as possible, and in which the final data collection plan is carried out as the final 

proposal (Yin 2009). As the first three steps in preparing the interview concerns the 

understanding of the interview questions and research problem from the researcher’s point of 

view, the pre-test is instead focused on the understanding from the interviewee (Ghauri & 

Grønhaug 2005).   

 

To ensure the overall quality of the interview and safeguard the consistency between the research 

problem and the questions asked in the interview guide. The authors commissioned both their 

examiner and supervisor to review the operationalization and thus ensure the overall consistency. 

Using individuals with high expertise in the field helped the authors to ensure that the design of 

the questions allowed the desired response from the respondents. However, to secure that the 

interview questions had a high degree of comprehensibility, the authors had to perform a pre-test 

on two carefully selected external individuals. These people had limited knowledge in marketing 

but were not unfamiliar with the subject. They were both managers of stores in Växjö city 

(Kronoberg County) since several years back and thus retained significant knowledge on 

leadership and store management. This enabled the authors could get a clear view on whether the 

language was adequate and the questions formulated in an understandably manner. In addition,  
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this was also gave the authors a clear glimpse of what to expect from the upcoming interview 

with the rural retailers. Any ambiguities or misunderstandings from the pre-test respondents were 

altered in the interview guide prior to the date interview. 

 

4.7 Sampling 

Sampling is conducted when data collection from the entire population not is necessary to answer 

the research question. When selecting a sample one can choose between two types of sampling 

techniques; probability sampling and non-probability sampling (Saunders et al. 2009). 

When using probability sampling, the samples has been selected randomly so that each case in 

the population has an equally known probability of being selected (Ghauri & Grønhaug 2005). 

Probability sampling is often associated with survey and experimental research strategies, as it 

aims to answer research questions that require a statistical estimation of the characteristics of the 

sample population (Saunders et al. 2009). Non-probability samples, on the other hand, do not 

enable to make valid assumptions about the population (Ghauri & Grønhaug 2005). Instead it is 

the characteristics of the population that constitutes the base of selection, and the cases are 

intentionally chosen to reflect specific features of the sampled population (Ritchie & Lewis 

2003). According to Gray (2009) qualitative research such as case studies commonly utilise 

purposive non-probability samples. Purposive sampling strives to identify cases that are rich in 

information, which can be studied in depth. Therefore qualitative research often works with small 

samples of cases within particular contexts, in order to acquire insights. The cases are identified 

due to their abilities to enable deeper understanding of the subjects important for the study. This 

study, being a multiple case study, therefore coincides with the characteristics of purposive non-

probability sampling and will consequently use such a sampling technique. 
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4.7.1 Sampling selection 

The cases chosen for this study are four rural stores located in Kronoberg; Matöppet in 

Agunnaryd, Macken in Gemla, Handlar'n in Häradsbäck and Affären in Kalvsvik. The 

respondents from each case are store owners, or in those cases where the stores are owned by an 

economic cooperative, a lead member of the cooperative was interviewed. Consequently, all 

respondents possessed broad knowledge and understanding regarding their stores and thus 

enabled the gathering of desired data. 

In order to select sample cases for this study, the County administration board in Kronoberg 

provided a list of all rural retailers located in the county. The list contained 24 rural merchants in 

total. One case could instantly be ruled out, ICA Nära Linnéhallen in the municipality of Växjö, 

as the store achieves a turnover of 27 million SEK. The County administrative board usually does 

not grant financial support for rural stores that exceeds a turnover of 25 million SEK, and 

therefore is not involved in ICA Nära Linnéhallens business. From the remaining 23 stores, six of 

them were ruled out by the authors due to their level of turnover. The authors has chosen to limit 

the investigation of rural stores to cases with a turnover between 2-10 million SEK. Out of the 

remaining 17 rural retailers in Kronoberg, seven stores were contacted at random. From those 

seven stores, four were willing to participate in the study. 

 

Matöppet in Agunnaryd is owned by an economic cooperative and the respondent was the store-

manager. The respondent was interviewed in person on May 3 2013 and  the interview took place 

in Agunnaryd, municipality of Ljungby. From Macken in Gemla the respondent was the store-

owner. The data was gathered in person on May 7 2013 in Gemla, municipality of Växjö. The 

store Handlar'n in Häradsbeck is owned by an economic cooperative, and the respondents were a 

cooperative lead member and a store personnel and cooperative member. The respondents were 

interviewed in person on May 8 2013 in Häradsbäck, municipality of Älmhult. The respondent 

from Affären in Kalvsvik AB was a member of the economic cooperative which owns the store. 

The respondent was interviewed in person on May 8 2013 in Kalvsvik, municipality of Växjö 
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4.8 Data analysis method 

According to Ghauri & Grønhaug (2005) data can be explained as information carriers, however 

for these carriers to become information they must first be interpreted. A typical characteristic of 

qualitative data is the fact that it is overwhelming and often concerns mass information. 

Qualitative data also often suffers from redundancy of information and this is particularly evident 

when research problems are poorly formulated. Hence why much of the data collected often ends 

up as irrelevant and less of value for the researchers (Ghauri & Grønhaug (2005). Data analysis 

can be defined as the procedure when data are given order, meaning and structure which is 

necessary since qualitative studies often concerns great amounts of data. The key to data analysis 

is then according to Ghauri & Grønhaug (2005) to reduce, sort, separate and reconstructs data. 

The authors also suggest that the analysis should be used as a manipulative tool to clarify 

problems, test assumptions and gain understanding. 

 

Ghauri & Grønhaug (2005) points out three components that aid researchers to understand and 

gain insights from the collected data. Since the authors of this thesis performed four case studies 

that contributed to large quantities of information this method were considered an appropriate 

approach. The three components were followed throughout the analysis in the order presented: 

 

1. Data reduction – this is the procedure when the researcher focus, selects, abstracts, simplify 

and transforms data. This is the stage where themes and patterns are identified and information 

categorised, this is also where words are given meaning. This is the most crucial stage since the 

data selected are intended to provide a valid explanation in the final stage. Since alternative 

explanations often are possible researchers ought to be extremely critical and careful at this stage. 

 

2. Data display – This refers to the process where the reduced data is compressed, assembled and 

organized so conclusions easily can be drawn. This could be done through graphs, charts, figures, 

matrixes, texts etc.  
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3. Conclusion drawing/verification – This is the phase where the researcher translates data from 

the informants into his/hers own understanding and insight and thus make sense of information 

through interpretations. The investigator accumulates informants into a greater whole and 

identifies unified themes, formulates matching patterns and decides what they mean. 

 

Furthermore, the concept presented in the conceptual model has been the basis of this research’s 

data analysis. The empirical data was presented in accordance to the theoretical construct to 

simplify data reduction and improve crystallization of what this study was intended to measure. 

Collected data from the in-depth interviews have been transcribed exactly to what have been said 

from the informants so to avoid confusion and alternative explanations. The operationalization 

scheme guided the way in which the empirical data was presented, meaning that the data was 

displayed in accordance to how the questions were asked. This was done to demonstrate the 

connections between the collected data and the theoretical construct. The empirical data was 

further presented both in text and tables in order to simplify conclusion drawing and enable 

identification of unified themes and matching patterns. 

 

4.9 Quality Criteria 

When carry out a research is it important that the authors ensure that the study is reliable and 

solid. Validity and reliability is two concepts that can support to measure the quality of the 

research. The concepts strive to describe the research level of credibility and strengths (Ritchie & 

Lewis 2003; Yin 2009). The authors Zikmund et al. (2010) and Bryman & Bell (2011) states that 

Validity usually is refereed to whether a measure actually measures the concept it relates to and 

reliability concern the stability of the measurement instrument. In order to ensure the quality of 

this qualitative research is the content-, construct- and external validity as well as reliability 

presented. 
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4.9.1 Content validity 

When a new measurement is developed, content validity the basic mean to test it with (Bryman 

1989; Bryman & Bell 2011). In order to raise the content validity, one option is to let a person 

with great knowledge about the topic review the interview guide (Ghauri & Grønhaug 2005). To 

achieve content validity of the current study and avoid ambiguous questions and 

misunderstandings, the operationalization scheme and the interview guide were shown to a 

person who was expert on the area of business research. 

 

4.9.2 Construct validity 

Saunders et al. (2009) and Zikmund et al. (2010) argue that construct validity is an important 

factor and relates to if the measure item actually measures the construct it is supposed to measure. 

To ensure the construct validity is it essential that the researcher verify that acceptable measures 

are created. In order to increase the validity of the construct of the current research, a pretesting 

of the interview guide has been done. Our supervisor has several times reviewed a draft of the 

research and contributed with constructive feedback. In order to ensure that the interview 

questions are not too difficult to answer and to avoid ambiguities was it essential to send the 

interviewees prior to the interview session. Since the authors required the ability to go back and 

listen to the interview session was it important to record them. This action helped the authors to 

raise the construct validity as well as avoid mistakes. 

4.9.3 External Validity 

External validity concerns if the results of the research can be generalized and whether it can be 

generalized further than within the context in which the research was conducted (Yin 2009). 

Ritchie & Lewies (2003) states that generalizability is not the aim of a qualitative research, 

although it is important for a case study to be repeated multiple times to be generalizable. 

According to Miles and Huberman (1994) researcher can use the approach cross case analysis in 

order to achieve a results that in some extent being relevant beyond the setting of an individual 

case. Furthermore has an identical interview guide been used in all the interviews, this can 

according to Yin (2009) help to improve the generalizability of a research.   
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4.9.4 Reliability 

Reliability is another researcher's ability to conduct an identical result after repeating the current 

study, several times. The aim of ensuring the reliability is mainly to ensure that false and skew 

answers decreases.  In order to create a reliable research the multiple procedures have to be 

documented so that any researcher can in another time reconstructing precise the same research 

(Yin 2009) 

During the entire methodology in the research in hand is it possible for the reader to take part of 

justified and argued choices that has been made in each chapter. Furthermore are the interview 

questions available for the reader in the appendix. Furthermore is the interview questions 

presented for the reader in the appendix and as recommended by Yin (2009) will the recorded 

and transcribed interviews make it possible for other researcher to reproduce the study at any 

time. 

 

Table 4. Methodology, summary of choices 

Research methodology  Choice of method 

Research approach:  Deductive/ Qualitative 

Research design: Descriptive 

Data sources: Primary 

Research strategy:  Case Study 

Data collection method: Interviews 

Data collection instrument: Semi-structured interviews  

Sampling: Multiple case sampling 

Data analysis method: Data reduction, Data display, Pattern matching and 

conclusion drawing 

Quality Criteria: Validity, Reliability 
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5. Empirical investigation 

This chapter presents the empirical data accumulated from the four cases. A brief introduction of 

the investigated cases is presented, followed by a presentation of the data gathered for each case. 

The empirical data is presented according to the structure of the study's theoretical framework, 

which addresses the concepts of Marketing techniques in SMEs, Services in SMEs, Human- and 

social capital in SMEs as well as Corporate entrepreneurship in SMEs and Success factors in 

corporate entrepreneurship. 

 
5.1 Case one - Matöppet in Agunnaryd 
 

Table 5.  Case one – Matöppet in Agunnaryd 

Store: Matöppet in Agunnaryd 

Owner: Shared ownership of an economic cooperative 

Interviewee:  Store owner 

Number of employees: Two part time employees (10-20 hours per week) 

Turnover: 5 millions 

Geographical location: Agunnaryd (Municipality of Ljungby) 

Opening hours: Monday-Friday 09:30-18:00/ Saturday 09:00-

14:00 

Number of years the current store manager has managed 

the business: 

Two 

Previous experiences in rural store management: No 

 

5.1.1 Introduction 

The rural store in Agunnaryd is a ‘Matöppet-store’, which is a store concept owned by the 

‘Bergendahls group’. The Bergendahls group is a large corporation and a franchisor who deliver 

groceries to numerous supermarkets and food stores in Sweden. Being a franchisee of a 

Matöppet-store gives the store owner certain responsibilities towards the corporation. In 

particular, the manager needs to pay royalty fees and ensure that 70-80 % of their offered ranges 

of products are purchased from Bergendahls’ assortment. Despite that, the respondent from  
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Matöppet in Agunnaryd (MA) feels that she has a lot of freedom and can order the products she 

perceives are necessary or requested by the customers. For instance, the respondent experienced 

dissatisfaction with certain products offered from Bergendahls’ assortment and found advantages 

in buying equivalent products from other suppliers, these concerned in particular pick and mix 

confectionery and flowers. She also has freedom in deciding where to place the products and the 

general structure of the store. She re-arranges the layout in the store by her own judgment and 

explains that much is accepted as long as the actions can be motivated. 

5.1.2 Marketing techniques 

Bergendahl group usually provides their franchisees with flyers for them so market their store. 

MA has adopted this approach and sends out flyers by mail on a weekly basis to the residents of 

Agunnaryd. They also market themselves through advertisements in the local newspaper 

‘Agunnaryds Allehanda’. The newspaper is published monthly and is delivered to subscribers in 

Agunnaryd and nearby villages. MA has also established a forum on Facebook where they 

publish their sent-out flyers, and keep customers informed about current activities and news that 

concerns the store. The Facebook page was created at the request of some customers, who did not 

want advertisement sent home to them. A homepage for MA is under construction, however, 

there's no rush in finishing the homepage the respondent says. This as their Facebook page has 

received great response and has grown to be an appreciated communication channel between the 

store and its customers. 
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The respondent do explains that she has tried to advertise in other larger communities such as 

Ljungby. However, the respondent did not experience any benefits and explains that advertising 

is an expensive way of marketing which rarely compensate for the costs. Thus, MA has mostly 

used the same type of marketing techniques as previously mentioned. She also explains that she 

is satisfied with the store’s efforts in marketing and thinks that it is something they perform well. 

She further elaborates and states that current marketing activities are enough, in regards to both 

the costs and the benefits it gives. However she does admit that if an external person with 

knowledge in marketing were to evaluate her current marketing attempts, they would probably be 

diagnosed as insufficient. 

 

The respondent further acknowledges that another of their marketing activities includes the café 

located within the store, as it is a way for MA to reach out to both existing and new customers. 

The café offers free coffee and a place for customers and residents to sit down and socialise. The 

respondent explains that it is all about creating relationships with customers. “When you are a 

small rural retailer with a restricted customer base, you have to think differently and find new 

ways to reach your customers”, she says. The respondent assumes that offering free coffee 

encourages customers to pursue additional purchases, and had she charged the coffee, those 

additional purchases would have been lost. Thus, she reasons that free coffee is more profitable in 

the long run, even though it cost her 30 000 SEK per year. 

 

5.1.3 Services 

 
In addition to their product offering MA also offers a variety of services, such as liquor outlets 

(customer can order alcohol from Systembolaget which is picked up at the store), gambling 

services, pharmacy, delegation of Schenker-packages as well as canoe- and boat rental. 

Furthermore the store also offers home delivery of groceries. The customers can call or e-mail 

their requests, and can choose products from both the store's assortment as well as the entire 

range provided by Bergendahls. The home delivery costs the customer 20 SEK, of which the 

store earn 120 SEK which in turn is funded by the municipality. However, she has only  
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permission to offer this service to customers within a certain distance from the store. 

Furthermore, the respondent believes that services are crucial and explain that all their services 

contribute positively to their business. She does acknowledge that it can be time consuming, 

however the benefits from these services outweighs the labour put in. The respondent would also 

like to extend her service offering but does not feel that there are any specific services missing in 

her store, apart from postal services (which she can't offer due to certain restrictions). 

Furthermore, the respondent explains that in her opinion, there are no current services in the store 

that they could do without, and the café fills a sufficiently important service function. 

 

5.1.4 Human- and social capital 

 
The majority of MA’s customers are regular customers. The respondent believes this is due to the 

store’s broad assortment as well as the relationship she has developed with the customers. The 

respondent further explains that she experienced a lack of personal networking in the store during 

the previous ownership, and so decided to actively work on re-building new relationship with 

both customers and residents of Agunnaryd when she took over. The respondent summarises: 

“There are no special strategies to keep the regular consumers, although is it important that the 

employees are social and show respect. Everything depends on your personal network, always 

start there”. However, they do not have any explicit policy regarding internal marketing or how 

employees should behave towards customers. Instead the store manager is acting by example and 

the employees are following her behaviour. 

 

A change that the respondent has undertaken concerns the store's interior. She quickly found that 

a large segment of her customers are elderly and explains that it was essential to reconstruct the 

entire environment in order to help the older customers reach certain shelves. Also, products with 

the greatest consumption were placed in convenience height and she always strives to relocate as 

few products as possible. The respondent clarifies that regular customers now feel secure when 

they know that conventional products are continuously placed in the same position. The 

respondent also emphasises the importance of listening to the customers and explains that much  
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of what constitutes the assortment today has been selected upon customers' needs. This was for 

instance the case when they decided to introduce shopping carts. 

 

Moreover, the owner generally tries to introduce new products in the existing assortment to the 

extent possible. The respondent has for instance attempted to sell organic groceries such as eggs 

and vegetables but had to stop the sale as it was difficult getting such products delivered. Also 

poor harvests throughout some years prevented the store to continue such sales completely. The 

store has also tried to sell organic meat. However, as suppliers of such meat did not deliver the 

meat in cuts, and since the store does not obtain a meat counter, this became impossible for the 

respondent to pursue. Furthermore, the respondent stated that the store’s customers shop 

according to how much money they have. Thus, she explains that they do not have any interest in 

paying more for organic products since there was no claim or demand for organic food products 

to begin with. Consequently, the respondent explains offering such product is not of interest for 

the store. MA does not involve in any local activities but do support a few organisations. The 

local junior football team is supported with 1000 SEK every year and the players are given 

bananas after each game. Finally, they also support Agunnaryd’s local magazine and help the 

Red Cross to raise funds. 

 

5.1.5 Corporate entrepreneurship 

 
The respondent describes that the key to success for rural traders lies in the manager’s ability to 

form profitable relationships and to provide an appropriate set of goods. However, in order for 

retailers to provide a decent range of products they need to be alert and listen to their customers, 

which can only be done through good relations. “If you do not order goods in line with the 

requirements and desires from your customer base, you will most likely end up with a range that 

no one will want to buy”, she says. The respondent explains that the underlying reasons why she 

allows special orders from the customers is not only to provide an extra service, but also to see 

what the store's customers are seeking and if there is something that is missing in the current 

offering that she needs to complement. The respondent also adds that a successful rural retailer 

must have the ability to realise that they do make mistakes. To identify one’s flaws and then do 

the right thing is important part of the work in becoming successful. 
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When asked how MA distinguishes themselves from their competitors the respondent refers to 

the store’s café, and says it is something that not many other rural retailers have and something 

they have worked hard on establishing. The foundation of the café has been to transform the store 

to a meeting place open for everyone, rather than just a sales location. Furthermore, the 

respondent says that the café will undergo further refurbishment and become larger. She also tells 

of two premises next to the store that will be transformed into a service part, offering hairdressing 

and beauty treatments. These services will be executed by external staff. The ownership and 

initiative originates from the economic cooperative, but it will be run under her guidance. The 

economic cooperative behind the project itself is an investment from IKEA's founder, Ingvar 

Kamprad. Further, the respondent explains that she and the cooperation will also try to get an 

assistant nurse available at various times in the new facility. The idea is for the assistant nurse to 

offer various medical tests to older residents who have difficulties mobilising.  

The cooperative is partly owned by locals who bought themselves in through the procurement of 

shares and pays a monthly fee. The foundation of the cooperative is to encourage the locals 

themselves to step in and help, which the cooperative has managed to achieve. The cooperative 

association is also behind the expansion of the café, which makes the residents part owners. 

Despite current and upcoming efforts and plans, the respondent explains that she does not have 

any clear vision for the future. Instead she simply lives in the present and tackles difficulties as 

they come, if they come. 

 

Moreover, the respondent from MA explains that the employees are aware of upcoming changes 

in the store, but most of the decisions are taken by the store owner in isolation. She explains that 

it is difficult to take mutual decisions when she only has two employees who work between 10-

20 hours a week. However, she does think it is important to exchange ideas with one another 

since decisions will influence the entire workforce. She further explains that there are no formal 

or planned meetings between the staff where information is exchanged, instead they have good 

personal contact with each other. The respondent describes herself as flexible, and since trust is 

vital for her she allows her employees to freely make changes in the store. If she does not like the 

changes she can simply just change it back, she explains.  
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When asked about which constraints that affect the management of the store the respondent refer 

to the small customer base which she points out to be the store’s greatest limitation. The 

respondent exemplified and gave details on how they previously made efforts to acquire new 

products into their existing offering, such as grilled chicken and a variety of cheeses. 

Unfortunately, little demand and the store’s small customer base made it economically 

unsustainable in the long run. However, the respondent explains that one way of working around 

such limitations is how the store is offering customers to place individual orders from 

Bergendahls assortment via phone or e-mail. The respondent believes that she is the only one to 

offer such service and believes that it makes the store unique. 

Occasionally, she also purchases goods when travelling to Ljungby or Växjö if any of her 

customers have left a request upon something which they do not hold in stock. The respondent 

says that the store’s greatest assets are her relationships with her customers and that the fact that 

she is in charge is probably the greatest strength the store holds. She elaborates and explains how 

she has managed to create an atmosphere and a café where everyone is welcome to enter. This 

was not the case during previous ownership. The respondent explains that back then it was just a 

place for customers to purchase their groceries rather than a place for people to meet, which is the 

case today. 

When asked about which weaknesses the store has, the respondent refers to the current lack of 

staff. She explained that it is difficult to find professionals who are suitable and can handle all the 

work required. She also acknowledges herself as a store owner as another weakness in a way, as 

she has little focus on generating money. Instead she is prioritising her customers rather than 

trying to generate profits. She reasons that the role of an entrepreneur's is largely to find new 

ways to generate money, and explains that she does not meet such criteria. Money has never been 

her driving force and is not the reason why she took on the company to begin with. However, the 

store manages to make profits. The respondent explains she in two years has managed to raise the 

profit margin from previous ownership from 14% to 25%, and have managed to reverse all 

numbers from red to black. 
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5.2 Case two Matöppet in Gemla (Macken in Gemla) 

 

Table 6. Case two Matöppet in Gemla  

 
Store: Macken in Gemla 

Owner: Store owner 

Interviewee: Store owner 

Number of employees: Five, one part time worker and four that works 70%. 

Turnover: 10 millions  

Geographical location: Gemla (Municipality of Växjö) 

Opening hours: Monday-Friday 09:00 – 19:00  

Saturday  09:00 – 17:00/ Sunday 10:00 – 15:00  

Number of years the current store manager has managed 

the business: 

Eight years 

Previous experiences in rural store management: No 

 
5.2.1 Introduction 

The rural store Macken in Gemla is a ‘Matöppet-store’, which is a store concept owned by the 

‘Bergendahls group’ just like the previous case. The respondent agrees with the previous 

informant and also perceives that he has a lot of freedom when selecting assortment, placing 

products and re-design the store’s interior.  

 

5.2.2 Marketing techniques 

Macken in Gemla (Macken) market themselves by letting Bergendahls send out flyers to local 

residents on a weekly basis. They do however supplement with their own flyers on occasion 

which they deliver themselves. The respondent is very pleased with how they operate their 

practices and does not experience any disadvantages. He further explains that the advantage of 

using Bergendahl's flyers is the fact that they are doing the marketing work for him. He also 

explains that he does not need to put too much thought into what to buy into the store’s 

assortment since he can simply go through what is offered in the flyer. Macken also advertise  
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monthly in the local newspaper which is distributed in Gemla and nearby villages. They have 

also established a webpage where they publish their activities, news and product launches. Since 

the webpage has received a great response the respondents sees no need for a Facebook page. He 

has also created a slogan to represents the store, which he often uses in his advertisement. The 

slogan reads as follow: “Macken - Not the cheapest, but the most pleasant". The Respondent 

explains that flyer that has proven to be most effective contained a strong message, appealing to 

customers to increase their purchases to prevent Macken from decline. The overall purpose was 

to provide customers with a greater understanding of the various constraints and difficulties the 

respondent as rural retailer faces.  

 

5.2.3 Services 

In addition to traditional products, the store also offer a diversity of services such as petrol and 

diesel, pharmacy, rental of trailers, postal service, delegation of parcels, home delivery of 

groceries as well as gambling services and ATG (gamble service on horse racing only). The 

home delivery is free of charge for the customer and the store earns 100 SEK per order which is 

funded by the municipality. The provision of such services is time consuming and requires extra 

employees, but the respondent feels that the benefits from these services outweigh the labour put 

in. The respondent explains that there is no service that provides any significant profit but that 

they together contribute to a greater income. He also acknowledges the fact that the store does not 

provide a liquor outlet and explains that he has ruled out such service due to the risk of burglary. 

The respondent further summarises that he is currently satisfied with his existing set of services. 

 

According to the respondent the recipe for successful retailer in a rural community lies in the 

ability to provide customers with a simple assortment. He adds that such assortment should then 

be balanced with a combination of services, which is something he perceives that Macken has 

managed to achieve. He further believes that his current range of services and products is 

something that distinguishes Macken from its competitors. More specifically, what has had the 

most positive impact on the business is his so-called ‘old man's-fikor’ and ‘old lady’s-fikor’ 

which are two events that occur on a weekly basis. The events are directed towards the older 

segment of customers who meet up at the shop separately (women on Tuesday and men on  
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Wednesdays) for various refreshments and the respondent serve special servings during those 

occasion. He refers to this as a missionary activity which does not contribute to any substantial 

revenues. The foundation was originally to get familiar with the rural residents and create 

networks when the store was newly established. He summarises that their fika activities are 

successful and the activity which attracts local customers the most. Another service offered at 

Macken is catering, which is provided through collaboration with two external partners who 

prepares the food which Macken deliver themselves. 

 

Furthermore, another popular element is the small restaurant area behind the retail space. Here 

the respondent arranges a preselected lunch every Thursday after 12 which customers have to be 

pre-registered to participate in. Another activity which according to the respondent makes the 

store unique is the pub with full liquor rights located in the restaurant. The respondent explains 

that the bar has however no fixed opening hours, although they try to keep it open on Fridays 

during after work. The bar has unfortunately not been a great success and their visitors come very 

irregular and he does acknowledge the importance of creating various events to attract customers. 

In fact, they have tried several events such as wine-, whiskey- and beers tasting as well as 

seafood evenings and these have managed to draw customers from both Växjö (15 km from 

Gemla) and Alvesta (5 km from Gemla). The wine tasting is established recently and has only 

been marketed little through their website and by targeted advertising (flyers). 

 

5.2.4 Human- and social capital 

The majority of customers visiting Macken are regular customers. The respondent believes that 

this is due the store´s broad assortment and good customer relationships. However, there are no 

explicit policies regarding internal marketing or how employees should behave towards 

customers. Customer relations have a strong influence on the general operation of the store and 

the respondent explains that he always takes customer proposals and comments into account and 

makes changes accordingly to the extent possible. The respondent gives details on how they 

introduced Icelandic frozen fish upon requests from customers, for example. The respondent also 

acknowledged that it is the younger segment of customers who gives the most suggestions.  
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Furthermore, Macken is not involved in any local activities but do support a few organisations. 

The local junior football team is supported with 2000 SEK annually, 500 SEK is given to a local 

sauna compound and they also help the Red Cross to raise funds. 

 

5.2.5 Corporate entrepreneurship 

The respondent from Macken explains that much of the undertaken changes in the store have 

been spontaneous decisions, such as the establishment of the pub. However, he admits that he had 

visions for the store when he first took over the business. ‘Fikorna’ was something he planned, 

however, the respondent concludes that no activity have been worked very actively or 

deliberately with. He also acknowledges that there are no specific tasks or activities he priorities 

more than others. Focus is instead put on the general operation of the store. Although, he does 

acknowledges the need for improvement and explains that their current assortment of flowers is 

insufficient. They have previously tried to offer cut flowers which then were handled all by 

themselves. Unfortunately it did not meet the results they had hoped for and many flowers went 

to waste as they did not manage to sell them in time. He has however thoughts on introducing cut 

flowers again as well as offering flower arrangements for funerals. Yet he questions the 

profitability of such business as this would have to be managed by external partners to prevent 

repeating previous mistakes. The vision of offering flower arrangements for funerals originally 

started as a proposal from his wife and not through requests from customers. 

 

The respondent also has thoughts on building an outdoor cafe at the back of the store, even 

though the current offering of seating in the café part at the front is enough. He explains that this 

is still just an idea but, reason that it would be nice for the guests of the pub to also have the 

opportunity to sit outside. The respondent acknowledges that his employees are not familiar with 

all of his visions and most ideas are created in isolation. Nor have they any formal or pre-

determined meetings where he and his employees can exchange ideas. When and if information is 

exchanged this is done causally, and the respondent admits that this is managed poorly. Despite 

that, he has no intention to introduce such meetings due to time constraints. When asked about  
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which of the current activities that makes the most profit, he replies undoubtedly that the shop is 

providing the best sales and revenues. 

Previous changes that the store has undertaken include a total refurbishment of the entire 

facilities, since it originally was a car repair shop. One of many projects was the establishment of 

their kitchen that allowed them to organise lunches on Thursdays. When they first started the 

business, they joined the 'Tempo' franchise group and have since then changed franchisors twice. 

The main reason for changing supplier was due to dissatisfaction with colours and the overall 

design of the offered display material. This was also a mean for them to renew themselves in a 

relatively easy way. The display material from Bergendahls comes in yellow and red, and these 

are colour similar to those that ICA (Sweden’s biggest food chain) uses in their campaigns, which 

the respondent believes to works in favour for his store. He summarises by saying that Macken 

has no intention to switch franchisor as they are happy with their current one. 

 

The respondent explains the biggest constraint for Macken unquestionably is the small customer 

base. One way to work around this limitation has been the store's range of own ground mince and 

Icelandic fish which has attracted customers outside of Gemla. The store does cut up other meat 

products occasionally but their mince has become the most popular, especially among residents 

in Alvesta. The respondent believes that most rural retailers do not offer such meat and thus 

thinks that this makes his store unique. The mince is an initiative from the store itself and is 

marketed sporadically in a local magazine in Alvesta as well as on their website. When asked 

what the respondent felt was the stores greatest strengths he replied that “The strength lies in that 

our customers probably think that we are quite pleasant to deal with”. He also perceived the fact 

that he is in charge of the bookkeeping to be a strength since it allows him to see all the margins 

which he can work accordingly to. 
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 He further acknowledges that the store’s greatest weakness is the fact that they do not always 

manage to keep their groceries fresh and that much must be disposed. The respondent admits that 

customers sometimes return goods which have already expired by the time they were purchased, 

which is something that is embarrassing the respondent says. When asked if they have any 

strategies to prevent such incidents the respondent explains that they try to examine all goods at 

delivery to ensure that they are truly fresh. He further elaborates and explains that it is hard for 

them to keep the food fresh since they have such a small retail space. He reasons that fresh food 

usually requires large storage space, and thus their retail space constitutes as another weakness. 

 

5.3 Case three – Handlar'n in Häradsbäck (Handelsboden in Häradsbäck) 

Table 7.  Case three – Handlar'n in Häradsbäck  

 
Store: Handlar'n in Häradsbäck 

Owner: Shared ownership of an economic cooperative 

Interviewee:  Chairman of the cooperative  & store manager 

Number of employees: Two, one part time and one full time employee 

Turnover: 4 millions 

Geographical location: Häradsbäck (Municipality of Älmhult). 

Opening hours: Monday-Friday 10:00-18:00/ Saturday 09:00-

13:00 

Number of years the current store manager has managed 

the business: 

Eleven years 

Previous experiences in rural store management: Yes 

 

 

5.3.1 Introduction 

The rural store in Häradsbäck, also known as ‘Handelsboden’, is a franchisee of the ‘Handlar'n -

concept which is a store concept owned by ‘Axfood’. Axfood in turn is a large corporation which 

trades groceries within retail and wholesale in Sweden. They own several store concepts where 

Handlar'n is one of their concepts for small stores. Franchisees of Handlar'n stores are allowed to  
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buy groceries from other suppliers and have much freedom in how they wish to operate their 

store. However, they are obligated to pay royalty fees and are given volume discounts when they 

purchase certain amounts of groceries from Axfood. For an additional service-fee Axfood also 

offers other benefits for their franchisees such as cashier systems as well as a system for ordering 

goods. The respondents from Handelsboden are currently using the system for ordering goods 

since it saves time, however the cashier systems has been excluded since it is too costly and 

would affect their price setting negatively. Furthermore the ownership is held by an economic 

cooperative consisting of residents in Härdasbäck. 

 

5.3.2 Marketing techniques 

As a part of a Handlar'n store concept the respondents are provided with flyers from Axfood. 

Since these flyers are rather costly Handelsboden only use them occasionally. However, when 

using the provided flyers the store owners are free to decide the content and they always make 

sure to market their famous locally produced meat which is very popular among their customers. 

Axfood further provides the store with prints of campaigns which are sent out every other week 

and posted outside the store. The respondents explain that for a small store such as their own, it is 

very profitable to be able to take part of Axfoods marketing activities since they lack knowledge 

in marketing themselves, and it is much cheaper. The respondents also advertise in the local 

newspaper 'Byabladet' which is distributed once a month. The store has also established 

themselves online through a homepage and a Facebook-account. These online forums are not 

actively updated, but are a good way for Handelsboden to reach out to customers and market their 

existence. 

Furthermore, the respondents explain that most of their customers are not greatly affected by 

advertisements since they are already familiar with what they offer. The residents are instead 

more interested in taking part of new offerings. However, advertising is important with regards to 

those who rent cabins and summerhouses in the area, say the respondents. The respondents states 

that their current marketing activities are just about enough for their store. They have also 

attempted to attract customers from Älmhult (the closest population centre) by handing out 

discount coupons when selling their locally produced meat. This has however not proven to be  



57 
 

Empirical data 

effective. The respondents concludes and say that one aspect of their marketing they could 

improve would be to market their service offering better by putting more signs outside the store. 

 

5.3.3 Services 

Handelsboden offers a wide range of different services. The store provides postal services as well 

as delegation of DHL- and Schenker packages. Pharmacy, liquor outlets and gambling services 

are also available. There was previously a small bank office in the area that had to close down 

due to retrenchment. Handelsboden then took over certain of their services and it is now also 

possible for customers to make cash withdrawals and payments via the store. On behalf of the 

local fishing club, Handelsboden are also selling fishing licenses from which they receive a small 

provision. 

 

During the last three weeks the store has also provided a brand new service function known as 

‘service-point’. Through the service-point local customers can order services such as mowing, 

clearing gutters and getting help changing light bulbs and so on. There are really no restrictions to 

what services they offer through their service-point as long as the store has the ability to perform 

the service. The service-point has so far proven to be very effective and Handelsboden charge 

150 SEK/h plus additional costs that may apply depending on the type of service. Another service 

the store offers their customers are ready-made grocery bags. This service is provided to about 15 

customers who once a week receives a bag of groceries and accompanying recipes, which they 

pick up at the store. Currently the store does not have the capacity to deliver the grocery bags to 

the customers’ home, although that might be of interest in the future. The store does however 

offer home-delivery of groceries for elderly customers in the neighbourhood. This service is 

funded by the municipality's repatriation grant and Handelsboden does not charge any additional 

costs for this even though they are entitled to. 
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The respondents explain that Häradsbäck and nearby areas hold many entrepreneurs with small 

firms, for which they offer a service package. The package is pre-ordered and includes different 

necessities such as coffee, fresh sandwiches, soap and toilet paper. Furthermore, Handelsboden 

also has a small self-service café with a coffee machine located inside the store, where customers 

can sit down and enjoy a cup of coffee free of charge. There is also free access to a computer 

with internet, and the respondents explain that they always help customers who need assistance 

with online errands. Although services can be time consuming, the respondents feel that all of 

their offered services are necessary and of value to them and that their services attracts customers 

that would not had visited the store otherwise. Their services also contributes to additional 

purchases among customers, however the main advantage is the fact that their services enables 

their survival. The respondents conclude and tell that they do not lack any services at the moment 

as they are satisfied with the ones they have, however there will always be a search for more, 

they say. 

 

5.3.4 Human- and social capital 

The majority of Handelsboden customers are regulars who live nearby. The respondents explain 

that many of their customers are elderly and thus prefer to shop nearby. They also explain that 

many residents acknowledge the problems the rural retailers face and reveal that many of their 

customers to some extent choose to shop at Handelsboden because they wish to contribute. 

However, the respondents explains that they would like to see more customers shop on a large 

scale in their store and make complementary shopping in other stores, rather than the other way 

around which often is the case today. 

The respondents believe that what attracts customers back to their store has much to do with their 

ability to provide good service. They also feel that they affect the overall operation of the store 

since it is owned by an economic cooperation where there members have the power to affect 

decisions. The respondent gives further detail on how some of the resident even assists with the 

maintenance of the store by helping out with the cleaning for instance. The fact that customers 

can order certain groceries which are not available in the stores standard assortment also affect 

the way how they order groceries, to a certain extent. With a restricted customer base it is  
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important to keep existing customers, but also to attract new ones as well as by-passers and 

tourist. However, the latter might be interested in purchasing more special goods rather than the 

basic range of groceries. Even though the respondents explain they are very interested in 

expanding their range of goods to include more specialties, it is difficult for them to do. The 

majority of Handelsboden customers purchase basic every-day groceries and when the store tries 

with specialties they usually end up having to throw away most of them. However, the 

respondents explain that among their most popular goods are their locally produced meat and 

their dairy ice cream, which are examples of specialties that have been successful. The 

respondents conclude and say that they wish they could elaborate more with these kinds of goods, 

if they only knew it would sell. Furthermore, Handelsboden has no outspoken customer policy 

but employees must be friendly and available to the customers at all times. They also have a dress 

code since this a requirement from Axfood who provides them with clothes. They are not 

involved in any local activities nor do they support any local organisations. 

5.3.5 Corporate entrepreneurship 

The respondents believe that the recipe for a successful rural retailer is the fact that they must 

have many strings on their bow in order to survive. They also believe that good rural retailers 

must have diversity and provide adequate sets of products and services. “One has to be 

resourceful, especially with a restricted customer base”, they say and further reveal that their 

store would probably not have survived if they had not expanded their own services. The 

respondent explains that one must dare to win, even though limited capitals sometimes confine 

them. The respondents put much effort into personally greet and confirm all of their customers 

and the fact that they have a personal relationship with almost all of their customers is something 

they feel differentiates them from others. They also feel that their well-stocked store in 

combination with their wide range of services such as the service point offering is something that 

make them unique. 

Their key priorities concerns building personal relationships with their customers and say that 

rural retailers are dependent on these relationships. They also believe that Handelsboden has 

become an important meeting-place for the residents, which is something they have worked very  
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actively with. Other priorities concerns the store’s overall appearance and they are always 

working actively with keeping the store fresh, clean, and fully-stocked. 

The respondents further tell that they are about to further expand their service offerings and will 

in the near future also serve as a provider of tourist information, an initiative and investment 

pursued by the County administrative board in Kronoberg. The new service will provide 

information about activities and tourist destinations throughout the province, as well as 

accommodations and boat rental information etc. Another plan for the future is their Bed & 

Breakfast project which will be located in the apartment above the store. “The only thing missing 

is the building permit and then we are ready to pursue the plan”, say the respondents. 

Furthermore the respondents reveal that they are planning on setting up charging stations for 

electric cars outside the store. They believe this would be beneficial since the store is located 

along a major county road and there are not many charging stations to find close by. The 

fundamental idea is to attract tourists and by-passers and the respondents further explain that 

these charging stations would be a part of a greater network that can be sought up online. They 

also have plans on developing their ready-made grocery bags through their service-point function 

and strive to eventually offer this to part-time residents and tourists who rents cabins in nearby 

areas. The idea is for cabin renters to order groceries in advance and get them delivered and ready 

at the cabin before their arrival.   

 

Handelsbodens employees are all aware of these upcoming ideas and changes, and even though 

they do not have any informal meetings at the store, they communicate with each other 

frequently. However, the board meets once a month where they evaluate results, purchases, and 

the assortment into detail. The store owner always bring her employees to the meetings since she 

feels that it is important to share this information with them so they can get greater understanding 

on the monthly results and then work accordingly. These monthly meetings were established 

three years ago and have had a very positive effect on the overall operation of the store. The 

respondents explain that it gives them a clear overview of the store's activities and a chance to 

evaluate them. 
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Previous changes that the store has undertaken concerns among many things the establishment of 

their self-service café which has been very beneficial. The respondents explain that the 

underlying force for the establishment was the fact that they saw a need for a social meeting place 

among the residents in Häradsbäck. The café has since then been popular among both residents 

and by-passers who need a place where they can stop to heat up their food or grab a cup of 

coffee. The respondents also explain how they wish to make an expansion of their premises and 

expand both the sales and the café to fit more groceries and seating. However these are just 

visions for now. 

 

Other changes that have occurred relate to the store’s assortment that has received additional 

supplements. The respondents have numerous times tried to niche themselves by introducing 

niched groceries without any further success. However they have managed to get hold of an 

exclusive ice cream brand, locally produced meat, honey and eggs. These were introduced a few 

years ago and has since then been their most successful goods. Locally produced food and other 

delicacies have become something that they want to continue to offer customers to a greater 

extent. This since they wish to niche themselves with a stronger product range that attracts more 

customers. Many of their ideas arise from their so-called inspirational trips through the southern 

parts of Sweden. These involve the respondents traveling around and visiting other rural stores in 

order to receive ideas on new products, store layouts and presentation of goods. They also do it to 

compare prices, and it was in this way that they found out about the exclusive ice cream which 

they later started selling themselves. 

 

Another one of their most recent changes concerns the service-point function. The service-point 

is a result of the stores own initiative and is funded by a service grant from The County 

administrative board. This grant is usually given no more than three times to rural stores in 

decline and Handelsboden had already received theirs. To motivate a fourth grant, the 

respondents had to provide the County administrative board with a plan for future efforts for 

survival. The service-point function was initially not just founded to provide customers with 

additional services, even though that was the main reason, but it was also a way for them to get to 

keep one of their greatest “resources”; Mike. Mike is their trainee who helped Handelsboden with  
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various chores and who became much appreciated among both employees and customers, the 

respondents said. However, his vocational placement was to expire and they could not by any 

means employ him due to financial restrictions. However, by giving him the ultimate 

responsibility for operating the new service function they could provide the County 

administrative board with a structured plan and thus accessing the fourth grant. The respondent 

explains how they had to expand their views and think big, which is originally how they came to 

develop the service-point and at the same time, retain Mike. 

The respondents believe that their greatest strength lies in their employees, and how they 

contribute with different perspectives that make a difference in the store. Some of the personnel 

hold knowledge concerning store management while others complement with great 

understanding of their customers’ shopping behaviour and the society as a whole. “We need 

different approaches and skills to best operate the store”, the respondents say. They further reveal 

that fact that there is no interest in profits and that there is a common strive to improve the 

performance of the store is a great advantage. 

The respondents explain that among the restrictions they experience, the customer base is one of 

the most influential. They also believe that their limited retail space is a restriction since they 

wish to extend their current offering of products. The respondents express that they wish to 

establish a small corner with assortments of specialties, mainly for tourists, by-passers and 

customers who wish to try something new. However, their major weakness is the fact that 

everything is more costly for smaller merchants in comparison to larger food chains. They say 

that they have to pay more for groceries since they can only purchase small quantities. They also 

wish to purchase more of the cheaper substitutes but explain that they are only provided a small 

share of the supplier’s range of inexpensive products. The respondents feel that they as small 

rural stores are under-prioritised in comparison to large ones, and acknowledges that this as a 

weakness in the system. 
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5.4 Case four - Affären i Kalvsvik AB 

Table 8. Case four - Affären i Kalvsvik AB 

 
Store: Affären i Kalvsvik AB 

Owner: Shared ownership of an economic cooperative 

Interviewee: Store owner   

Number of employees: 2, both part time employees (60%) 

Turnover: 4 millions  

Geographical location: Kalvsvik (Municipality of Växjö) 

Opening hours: Monday to Friday 13:00-19:00 

Saturday  09:00-13:00 

Number of years the current store manager has managed the 

business: 

4 

Previous experiences in rural store management: No  

 

5.4.1 Introduction 

The rural store “Affären i Kalvsvik AB” (AK) has been around since the early 1900s. After 

several bankruptcies a decision was made that the premises in which the businesses operated in 

became open for sale for the general public. An offer was made by a stakeholder who did not 

have interest in pursuing the same activities as previous, which frightened the residents. As a 

result, the residents came together and established an economic cooperative in 2007 that bought 

the premises in 2009 and established Affären in Kalvsvik (AK) which is a limited company 

within the cooperative association. The economic cooperative consists of a total of 125 people 

where six of them are board members. All members are residents of Kalvsvik except the 

chairman of the board. The respondent explained that it was important for the board to select a 

chairman from outside their community and thus acquire a person with an unbiased approach to 

decision making and other operating activities within the cooperative. The respondent is also a 

member of the board and has responsibility for the economy- He also runs the store but is not 

formally the store manager since there is a joint ownership. However, all board managers do 

assist in the overall operation of the store and the board manages all new recruitments. 
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5.4.2 Marketing techniques 

AK does not budget for marketing at all. However, they have created a marketing channel via the 

internet by retrieving e-mail addresses from many of their customers. They send out weekly 

newsletters via email with updates from the store, for example if goods become unavailable 

customers gets notified here. The updates and offers presented by e-mail is also published on the 

store’s Facebook page, since the respondent believes it is important to reach out to the younger 

customer segment who uses such forum. Overall AK have worked very little with traditional 

marketing such as advertising, but occasionally they make use of targeted advertising such as 

flyers which they deliver themselves. 

 

The e-mail list primarily concerns e-mail addresses from the residents of Kalvsvik and they are 

continuously collecting new ones. The retrieval takes place in the store where customers sign up 

voluntarily, but also through various competitions where participating customers have to write 

down their addresses in order to participate. The respondent explains that this has been extremely 

effective and exemplifies on when they announced a new brand of ice cream and managed to sell 

out an entire freezer box the same day they started advertising. The Respondent further ads that 

he has not yet experienced any disadvantages with their current marketing practices and will 

continue to pursue such approach. However, he does acknowledge that they could become even 

better in maintaining their Facebook page. 
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5.4.3 Services 

In addition to their products, AK also offers several services such as liquor outlets, gambling 

services, pharmacy, provision of fishing licenses, library services (customers borrow books 

online and retrieves them in the store), provision of tourist information, arranges flea markets 

during certain weekends, provision of dining space and WC for rural postmen as well as home 

delivery of groceries to about 35 residents. This is financed by their municipality for residents 

settled within 20 km from the store, and customers who are using this service simply mail their 

requests without having to pay. AK does not offer any postal services or parcel delegation since 

they lack the space necessary to manage it properly. 

 

According to the respondent, there are no disadvantages whatsoever by being a service provider. 

The respondent instead reasons that the more services and activities they can obtain the more 

beneficial it will be for the store, as more services attracts more customers. Most of these services 

do not generate any significant amounts of money, e.g. the library service is free of charge, 

however the respondent indicates that all the little things together contributes to something 

bigger. Both financially for the store, but also in terms of value for the customer. In that sense, 

the respondent experiences that they currently do not offer enough services and they are always 

on the lookout for acquiring new ones. He further tells that the service most beneficial for the 

store financially is the home delivery service. 

 

5.4.4 Human- and social capital 

The majority of the AK’s customer group are regular customers, except during the summer when 

it is mostly casual customers. There respondent explains that there are also locals who chooses 

not to purchase from AK and whom they have really tried to reach out to, but after a lot of effort 

without result they decided to put that energy into trying to find new customers instead. The 

respondent says that they have informal policies on how to treat their customers and believes that 

the underlying reasons why customers choose AK is the mainly because they feel comfortable 

around them. AK has deliberately hired one younger and one older employee to effectively 

address customers of different generations. 
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The respondent further explains that they try to retain their customers by being as social as 

possible, and through continuous communication and keeping customers informed of matters 

concerning the store. The respondents say it is important to take residents into account since they 

can influence the cooperative’s decision makings. All the residents were for instance informed 

regarding the concept change via e-mail, since it was important to get their approval, the 

respondent reveals. What distinguishes AK from other stores in general is the fact that it is not 

driven by employees, which would be financially impossible, says the respondent. The store has 

instead so called workgroups, within and outside the cooperative association, who helps 

voluntarily with various chores such as unpacking of goods, building maintenance, cleaning and 

delivery of goods. 

The respondent explains that the residents of Kalvsvik has tremendous cohesion and the members 

of the cooperative association have over the years reformed the small community greatly by 

building a school, a recycling station, a kinder garden, recreational- and community centre, and 

the arrangement of child-minders. He clarifies that the store is yet another of those projects and 

explains that “if one activity falls the rest falls with it”, meaning that if one of these things 

disappears then no one would want to settle in the area. He thereby reasons that many residents 

acknowledge the importance of the store’s survival, and this affects the customers’ shopping 

behaviour which in turn affects the store overall operation. The respondent thus concludes that 

the established cohesion in the community is a great influence on the store. In response, AK 

occasionally organise barbecues and other happenings as a way to express gratitude towards 

those helping to preserve the store. He thus believes that it is important to maintain a positive 

atmosphere among the volunteers and the store also involves in various activities and events in 

Kalvsvik. However, AK does not sponsor any local organisations. The respondent concludes that 

participation in major events/activities is also a great way of making money, since it attracts large 

amounts of visitors. 
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5.4.5 Corporate entrepreneurship 

The respondent experience that offering the right assortment and obtaining positive employees is 

a successful recipe for rural retailers. Furthermore, he thinks that his store distinguish themselves 

towards competitors by always being at the forefront with their ideas. The respondent explains 

that many other rural traders are trapped in the conceptual stage whereas the economic 

cooperative execute. A more concrete way for them to distinguish themselves is their selection of 

locally produced vegetables which have become a way for them for them to attract customers 

outside of Kalvsvik, an approach they are actively working with. Unfortunately, they only have 

access to the vegetables during the summer and will therefore also put more focus on locally 

produced meat. 

 

The respondent explains that there is a need for locally produced goods, but not for organic 

goods, and states that his customers does not trust organic labels and thus not demands such 

products. He feels that local food has become a way for them to niche themselves and something 

that makes them unique. They presently obtain over 20 suppliers of locally produced goods and 

since the introduction of meat in October, they have already managed to sell four oxen and two 

pigs. The pigs were already sold out two hours after they advertised on the internet, says the 

respondent. He sums up and explains that locally produced goods have become a necessity for 

them since they cannot do without those customers that their locally produced food currently 

contributes with. 

The respondent’s main priorities concern the store’s economy since it does not add up financially, 

and efforts refers to finding new ways to make money. As a solution to this problem, AK are 

about to undertake a concept change since they cannot solve the problem by merely reduce their 

prices. AK will in the near future become a franchisee of the concept of ‘Handlar’n’ which is 

governed under Axfood. The concept change will not affect the way they select their assortment, 

but will provide them with more choices and better benefits such as volume discounts. The 

change is also due to the fact that AK can no longer obtain the goods from the previous provider. 

AK is also trying to save up for new freezers that consume less electricity as operating costs is a 

major issue for them. Other than that, the respondent does not believe that they prioritise any  
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specific chores more than others, and explains that priorities lie in the general operation of the 

store. However, he does point out that they are constantly striving to keep the stores stocked, and 

explains that half-filled shelves do not sell since customer tend to shops with their eyes. 

 

Development opportunities for AK concern an extension of the existing building. They want to 

permission to establish a so called 'outhouse' with three compartments and a loading dock. The 

first compartment would be a recycling centre, the second would be a space dedicated for the 

residents were they can arrange flea markets, the third would be a storage space for seasonal 

products. The respondent explains that this could be arranged free of charge through a grant 

called ‘rural development support’ that is given from the county administration. This covers 75% 

of the costs, and the remaining 25% would be covered by seeking compensation for volunteering 

work, i.e. the hours they would spend on the project. However, this requires someone to lead the 

project and the respondent explains that he himself is getting too old to do so. Furthermore, the 

respondent also has a vision to establish a parking lot for trailers outside the store, which would 

make it easier for passing tourists and campers to come by and purchase goods which are 

currently not possible due to the lack of parking space. 

 

The respondent also wants to change the store’s interior, which he is pleased that he will be able 

to do during the concept change. There is much that the respondent want to change and that much 

is not cohesive in the store as it is today, and he further emphasise the importance of presenting 

products in the correct sequence. Moreover, AK also intends to develop their assortment by 

offering more expensive and more inexpensive alternatives for the groceries with the greatest 

demand. The underlying reason for this is that the respondent discovered that many customers 

come in with shopping lists, and he reasons that this is not necessarily the case when the same 

customers shop at large supermarkets. He means that when customers purchase groceries at 

supermarkets, they are more spontaneous and less price sensitive due to lower prices. Thus he 

believes that if they also offer an assortment with different price ranges customers may end up 

buying a little extra. Expensive product will of course be placed on the right side of the 

inexpensive product as most customers are right-handed he says. Lastly, AK also strives to  
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develop their home delivery service of groceries, and will try to initiate collaboration with a 

nearby hostel and a campsite. There, they intend to offer grocery bags to tourists who submit 

their requests by e-mail beforehand. The grocery bags are then delivered and in place for the 

tourists when they arrive, and invoices are paid afterwards. “The challenge is to find 

opportunities that will generate the money”, the respondent concludes. 

All members of the economic cooperative, including the stores employees, know about the future 

plans for the store. Meetings regarding new ideas and new decisions are regularly held once a 

month in conjunction with the Board. The respondent says that it is important to invite the 

workforce so they can see the entire process in a decision-making, from idea to execution. It is 

also important to share information with them directly to avoid confusion, while gaining insight 

into their perspective as employees. The employees currently have no dress code to comply since 

they previously rejected such suggestion. However, this will be mandatory and provided from the 

new franchisor due to hygienic reasons. The respondent sees this as positive since it is important 

that customers are able to identify the workforce. Regular customers might recognise them but 

that does not apply for their casual customers, he says. 

 

The respondent further explains that much change has taken place over the years, for instance 

they have built a new handicapped accessible entrance, built a porch with seating and placed new 

windows at the front for better light transmission. They have also shifted their closing hours from 

17:00 to 19:00 so that residents who work full time are given a chance to grocery shop. During 

those two hours they earn three quarters of the store’s daily profit says the respondent. They have 

also modified their opening hours so that they open an hour later on weekdays and that saves the 

store approximately 50 000 SEK a year, which is nearly equivalent to their annual profit. The 

assortments has not undergone any radical changes, although the range of products constantly 

expands and changes little by little, due to their so-called ‘product council’. The Product Council 

consists of three members of the cooperative association who on a monthly basis supply the store 

with a list of products from all over southern Sweden, which are tried out in store. These products 

are placed in their so-called 'test area' for a month, where  
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customers are given the chance to buy them, and taste samples are offered on certain days. If the 

product shows high demand, they get selected into the store’s existing range. The respondent says  

that it has proven to be a great consumption of these products and the ultimate goal is to provide a 

range of goods that ultimately prevents residents from having to travel to the nearest town to 

shop. AK also tries to further adapt their product offering according to tourists passing by and the 

weather forecast. For example, they order a lot of meat and other barbecue supplements if there is 

a chance for upcoming nice weather since demand then increases significantly for such products. 

 

The respondent says that the store greatest strengths clearly are the cohesion of the society and 

their customer relationships. Another strength is the fact that they own all of their premises, i.e. 

they are free from debt, says respondent. One of their greatest weaknesses is the fact that it is 

difficult to develop the store due to restrictions and bureaucracy. The customer base is also a 

major weakness, which has prevented the store from accommodate customers with the opening 

hours and products they had wanted. The fact that it is hard to find new customers is also a 

limitation, says the respondent. Furthermore he feels that they are very limited due to current 

purchase prices in comparison to what the supermarkets have to pay. 

 

The respondent further acknowledges that AK has failed to offer specialised products to 

customers with allergies and other special needs. He explains that it is problematic to order small 

quantities as suppliers only provide large packs, which means that they usually have to dispose 

excess products as they will not sell out. They also do have a lot of wastages in general, but the 

respondent sees a positive future and thinks that this will alter with the new concept change. He 

explains that they will get shorter notice on their orders which mean that they will obtain 

extended shelf life of their products. The respondent also mentions that they will start visiting 

other supermarkets on a weekly basis and purchase small orders for customers with special needs 

to further avoid any unnecessary wastage. Moreover, the respondent reveals that their store does 

not make a profit. However, the foundation of the store was not for the economic cooperative to 

make money. The foundation has always been to provide residents with necessities that aid their 

rural living, which is something the respondent believes they have achieved. 
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6. Data analysis 
 
This chapter provides a cross-case analysis of the previously presented data. The empirical data 

is compared across the cases and discussed and matched with the theoretical framework of this 

study. The analysis is presented according to the prior structure of this thesis, first presenting the 

analysis of Marketing techniques in SMEs, Services in SMEs and Human- and social capital in 

SMEs, followed by the analysis of Corporate entrepreneurship in SMEs and Success factors in 

corporate entrepreneurship. In the analysis, the research questions of this study are answered 

and the conceptual model is evaluated. Furthermore the empirical investigation has been 

summarised in tables, see Appendix 1 p.3-9 

6.1 Marketing techniques in SMEs 

It has been established that in general, small firms make use of few marketing techniques and 

spend a limited amount of capital on marketing activities (Siu & Kirby 1998). From the empirical 

investigation in this study, this statement can be confirmed as it has been distinguished that the 

chosen cases spend rather limited amount of capital on marketing activities and make use of few 

marketing techniques. The investigated cases in this research mainly advertise themselves 

through newspapers and flyers and on the internet through Facebook, webpages and e-mails. For 

the franchisees it appears that chosen marketing activities are to some extent determined by the 

franchisor. It can then be seen in the study that the case’s marketing practices are overall 

governed by financial resources, moreover both Walsh & Lipinski (2009) and Tehrani & White 

(2003) explain that SMEs are commonly disadvantageous due to their limited capital and 

marketing resources. 

 

The study shows that MA and AK are the ones practising previously mentioned marketing 

activities in their local area, while both MA and Macken have tried to reach new customers by 

advertising in nearby communities. However, Macken was the only case to experience an 

increased customer flow due to such advertisement and has thus continued such strategy. The 

success-factor for Macken's advertisement outside their region appears to be related to the fact 

that their ads were altered to only promote products and services which the respondents perceived  
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to be distinctive enough to attract new customers to the store. This initiative can be seen as an 

example of marketing opportunistic behaviour, which according to Mc Cartan-Quinn & Carson 

(2003) is of importance for small firm owners. Tehrani & White (2003) also explains that the 

store owner’s ability to comprehend market factors and consumer preferences can determine the 

owner’s ability to succeed as a retailer. Furthermore, Mc Cartan-Quinn & Carson (2003) explains 

that the owner/entrepreneurs personal marketing ability to exploit marketing opportunities is of 

great importance in small firms since they often have a limited customer base and limited 

marketing activities to begin with. Moreover, from the investigated cases in this study, the 

statement from Zontanos & Anderson (2004) can be confirmed, namely that marketing and 

entrepreneurship can be seen as rather closely related and that entrepreneurial marketing is 

distinguished by the active role of the store owner/entrepreneur.  

 

Furthermore, two types of entrepreneurs have been distinguished by Siu & Korby (1998), the 

craftsman entrepreneur and the opportunistic entrepreneur, where the opportunistic entrepreneur, 

is market oriented and pursues new possibilities and opportunities. The investigated cases in this 

research all showed characteristics of opportunistic entrepreneurs. This since all of the stores had 

identified their own opportunities and expanded their marketing channels via the Internet through 

their own initiatives, which according to Siu & Korby (1998) is associated with success for small 

enterprises. AK on the other hand does not budget for marketing at all and use Facebook and e-

mail as their main marketing channels instead. The latter, however, is the one respondent who is 

most pleased with their marketing activities and the only informant who feels that their marketing 

attempts have made a difference and contributed to higher returns. This could indicate that 

traditional marketing in forms of flyers and advertisements in newspaper not necessarily lead to 

higher returns, although in the case of Macken's advertisement outside the local region, this 

traditional marketing technique appeared to have a positive effect on business. 
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The respondent from MA perceived the stores Facebook page to be a rewarding communication 

channel, and were also the only retailer to establish their Facebook account upon customer 

request. Such behaviour can be associated to the characteristics related to the craftsmen 

entrepreneur, who according to Siu & Korby (1998) practices marketing by utilising personal 

relationships. Tehrani & White (2003) and Gunasekarana et al. (2011) explain the success of 

micro-enterprises in rural communities to be largely dependent on the efforts put into marketing. 

The findings in this study, however, do not fully confirm such statements. Even though 

respondents are satisfied with their current marketing attempts, some of the informants do not 

experience any distinct benefits from neither advertisements nor sending out flyers. Also, some 

respondent also feel that they are having difficulties reaching both new and existing customers 

with their current techniques. Yet, MA was the only one who managed to compensate for this by 

using their café as a new approach to attract local customers. The respondent explained the 

foundation of the café was to transform their store into a meeting place rather than just a sales 

location, explains the café to draw more customers to the store. This initiative is in line with Siu 

& Korby's (1998) reasoning that when firms demonstrate high entrepreneurial orientation, they 

also show tendencies to be more marketing oriented. 

 

It has been established that small firms have a tendency to not follow a structured marketing plan 

and often appears to lack a clear marketing orientation (Siu & Kirby 1998). The mentioned 

authors further explain that this why marketing in small firms often stays underdeveloped. From 

the cases investigated in this study it can be distinguished that the marketing orientation of the 

stores are somewhat vague and there is not too much effort put into marketing activities. From a 

theoretical point of view, the marketing practices in the investigated stores appear to be 

underdeveloped. The expenses of marketing appears to be a factor hindering the priority of 

marketing activities, but despite the costs, the respondents in general appeared to have little 

confidence in the effectiveness of advertisements. Tehrani & White (2003) states that small firm 

owners tend to look past marketing channels and thus put effort on how to sell goods rather than 

evaluating consumer needs. However, all respondents showed aspiration as to some extent 

expanding their marketing channels in order to meet customers’ needs, and to reach out to their 

customers in a better manner.  
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6.2 Services in SMEs 

It has been stated that for SMEs to succeed in a struggling market and improve the firm's 

competitive advantage, they should shift to service offerings (Kowalkowski et al. 2012; Fang et 

al. 2008). The importance for SMEs to provide additional service offerings has been emphasised 

in the theoretical framework, and was also evident in the empirical investigation. All of the cases 

investigated in this study does provide a range of services beyond their standard assortment and 

expressed that services are vital for the stores survival.  

 

Moreover, the advantages of service offerings has been established by Fang et al. (2008) to be 

associate with benefits like increased customer loyalty, and the use of services makes a 

company's total offering more unique, difficult to copy and more valuable to the costumers. This 

in turn enhances the value of the company through higher sales, capital and profits. The findings 

in this study confirms Fang et al.’s (2008) statement as the respondents jointly experience their 

services to not only provide an extra income but also contribute to customers visiting their store. 

It can further be stated from the empirical investigation that all services are perceived to be of 

value, although the services perceived most valuable differ between the stores. The overall 

opinion of the respondents is that services are important for small firm owners.  

 

Moreover, Percy et al. (2010) and Fang et al. (2008) highlight the importance for entrepreneurs to 

build relationships and offer services to compete effectively in challenging markets. This type of 

behaviour is manifested in three of the investigated stores who, to different extents, provide café 

services. The respondents explain that their café services is a good way to establish relationships 

with their customers and something that enhance the overall value of the store, which is in line 

with Percy et al. (2010) who argues that in order to achieve competitive advantage 

owners/entrepreneurs must establish long term relationships with their circle of customers. The 

authors emphasise that it is primarily the relationship between the service provider and the 

customer that results in an outcome of satisfaction towards a certain service. 

 

 



75 
 

Data analysis 

From the cases investigated in this research it can be established that the range of services 

appears to be depending on the stores size, geographical location and customer segment, as well 

as the store owners own initiative to expand service offerings. According to the cases, the overall 

disadvantages experienced from providing services it the fact that it is time consuming. However, 

the respondents expressed that the benefits outweighs the labour put in. The respondent from AK 

however clearly stated that he does not experience any disadvantages whatsoever by being a 

service provider. In general, the respondents from the investigated cases reasons that the more 

services and activities they can obtain, the more beneficial it would be for the store since 

additional services led to more customers. This behaviour is in line with the statements from 

Vargo & Seville (2011), who suggest that SMEs who perform best in times of crisis are those 

who take their advantages into account, improves their capabilities and take positive courses of 

action to develop their own business opportunities. 

 

6.3 Human- and social capital in SMEs 

Common factors for all the rural traders were the fact that their majority of customers were 

regulars living in the area. A common denominator for the informants is the fact that they all 

perceive good customer relationships to be the main contributor to why customers visit their 

stores. According to Runyan et al. (2007) social capital derives from relationships, and these in 

turn can convey obligations and trust and help firms unravel expectations from trading partners. 

Key trading partners for a small retailer could for instance comprise local consumers. Our 

findings suggest that all of the respondents had identified their key trading partners and 

commonly recognised that customer service was the main expectation from their local customers.  

 

Furthermore, social capital theory seeks to explain business owners’ interactions with local 

consumers (Miller 2001) and have according to Runyan et al. (2007) given clarity to notions such 

as the tendency for ‘in-shopping’ among local consumers in rural regions. Miller & Kim (1999) 

explains in-shopping to be a procedure when consumers deliberately choose to purchase locally 

rather than seeking other retailers in other communities. The empirical investigation gave 

indications on this phenomena particular among two cases. This is described by the respondent 

from Handelsboden, who explained that many of their customers are aware of the constraints the  
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store faces and therefore chooses to purchase from them since they wanted to preserve the store. 

The respondent from AK also acknowledged in-shopping behaviour among their customers and 

referred to the residents’ awareness of the social good contributed by the economic cooperation 

over the years. Runyan et al. (2007) further refers such relationships between small retailer and 

local consumers as reciprocity. Here each member provides something to the other and 

eventually forms a ‘network’ of expected exchanges, meaning that whenever something is 

provided, expectations comes with it. This is supported by Miller & Kean (1997) who states that 

when retailers mediates high levels of support for the community, customers become more 

induced to in-shop (Runyan et al. 2007; Miller & Kean 1997). 

 

All of the retailers in this study agreed upon the fact that good customer service is their main 

approach in retaining customers, with exception for Macken. The findings of this study were 

particularly noteworthy in the case of MA and AK who approached their customers through 

communication and social exchange. Moreover, Miller & Kim (1999) refer consumers as social 

actors and states that social relations have a significant influence on their behaviour. Miller & 

Kim (1999) therefore proposes that a better understanding of the rural community, the social 

exchange networks in it and how social ties can be transferred to profitable relationships in the 

marketplace are all critical factors that contribute to the survival of the rural retailer.  

 

Campbell et al. (2012) and Runyan et al. (2007) states that relationships formed through networks 

built on commitment, trust and reciprocity is a resource for the individual business owner that 

gives them competitive advantage. This statement was clearly confirmed in the case of MA, as 

they have worked actively with networking and has developed strategies completely around their 

customer relationships. These in turn influence all of decisions concerning the store and have 

been the starting point for most of the store’s previous changes. This also correlates with the 

statements of Burt (1997) who emphasise that managers with high levels of social capital are 

more inclined to develop and identify rewarding opportunities. Moreover, management of 

internal resources and human capital may not only increase a firm’s social performance but also 

their economic achievement (Aït Razouk & Bayad 2009).  
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To safeguard relationships, Miller & Kim (1999) propose that retailers should become more 

involved in organisations and social activities within the rural community. This since interaction 

with residents will lead to established personal reciprocity, which may lead to enhanced in-

shopping behaviour. Moreover, it may also help them improve both pricing strategies and 

directed advertising campaigns. Of all the investigated cases, AK is the only one to engage in 

local activities. The respondent from AK was also one of the two informants who experienced the 

most support from their communities. 

 

Furthermore, it has been established by Burt (1997) that creation of value from social capital 

much depends on the manager’s ability to identify opportunities and coordinate employees so 

these opportunities may be further developed. However, the findings in this thesis demonstrated 

that none of the stores have any formal or explicit policies on how to meet customers, but rather 

unspoken policies which mostly concerns good sense. The employees are thus coordinated 

through casual exchange of information.  

 

6.4 Corporate Entrepreneurship in SMEs 

Commonly for all the respondents in this study is the fact that they all work actively with various 

activities in order to differentiate themselves, with exception for respondent from Macken who 

have a more spontaneous approach. Regardless to how they approach such goals, this study 

indicates that that all of the respondents have certain resources and competences used as a mean 

to differentiate themselves. Such behaviour is further confirmed by Runyan et al. (2007) who 

states that firms that do best in hostile environments are those possessing certain resources, 

demonstrate competitive behaviour and overall engage proactively in maintaining and gaining 

competitive advantage 

Much of the work related to differentiation concerned the combination of offered services and 

products. More precisely, Macken, MA and Handelsboden highlighted their recent established 

services to be sources of uniqueness. The respondents from Macken and AK further reasoned that 

their extended assortment of locally produced foods and delicacies had become a way for them to 

niche themselves towards others. Thus both respondents brought emphasis to the importance of 

uniqueness through product offerings. Furthermore, the empirical evidence indicates that  
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uniqueness and differentiation is related to more recent change management which have two 

theoretical indications. Firstly, their size of their operation actually provides strategic advantage, 

as it gives them flexibility and the ability to adapt and respond much faster to changes in the 

environment compared to larger corporations (Blundel & Locket 2011; Messeghem 2003; 

Landström & Löwegren 2009; Gunasekarana et al. 2011; Vargo & Seville 2011). Secondly, small 

firms in increasing competitive markets have been forced to find new ways to nurture their 

entrepreneurship, improve competitiveness, reactivity and their flexibility in order to enable 

success (Castrogiovanni et al 2011; Schmelter et al. 2010).  

 

Unlike the other informants, the respondent from AK further acknowledges the fact that their 

economic cooperative always are at the forefront with their ideas is something that make them 

unique. They also tell that much of their priorities for now concerns finding new opportunities. 

AK, Handelsboden and MA also recognise that their strong customer relationships and their 

cohesion with their residents is something they think is rare and makes them unique. The two 

latter also told that their work with customer relationships much concern their current priorities. 

For instance, both retailers have visions about turning their stores into meeting places and both 

have managed to established cafés to enhance that feeling. Furthermore, the respondents from 

Handelsboden have recently launched their service-point function that is intended to make life 

easier for the residents in their community. The respondent from MA on the other hand has 

created an assortment based upon customer’s requests through years of placing individual orders. 

The empirical investigation thus reveals that three out of four cases appears to develop their 

strategies upon identified competences. Moreover, Tehrani & White (2003) mean that a critical 

factor for micro-businesses when developing competitive strategies is the maintenances of unique 

competencies, which can be either be created from scratch or transferred from critical resources. 

Also, internal resources are considered to be drivers for both competitive advantage and growth 

(Castrogiovanni et al. 2011; Schmelter et al. 2010).  

The empirical study further revealed that all of the respondents have different scenarios, visions 

and plans for the future. Some of it concerned new ventures, not related to the existing business, 

whereas others are extensions and improvements of their current offerings. It is confirmed by 

previous research that entrepreneurial leadership driven by a visionary scenario is one of the  
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bases for improved entrepreneurial performance (Leitão & Franco 2011; Blundel & Locket 

2011). Blundel & Locket (2011) also states that having a vision is very helpful and explains that 

in the absence of it, firms are left with no driving force or sense of direction. Furthermore 

entrepreneurs, who grasp opportunities and believe that success is achievable, usually fulfil their 

own prophecies and thus tend to be successful in their work (Siu & Korby 1998).  

 

However, not all of the respondents’ ideas, plans and vision were necessarily taking existing 

internal resources and competencies into consideration. Even so, current literature emphasises 

that competitive advantage through CE can be pursued by both acquiring new resources and 

finding new ways in reallocating existing ones (Castrogiovanni et al. 2011; Schmelter et al. 

2010). The most noteworthy visions however belonged to Handelsboden and AK, where both of 

the cases indicate that the respondents’ future plans and visions mostly concerns temporary 

residents, tourists and by-passers. Taking into account that both stores are located in areas 

frequently visited by tourists and part-time residents close to two major country roads, one can 

say that both took their surroundings into account. This is further supported by current literature 

that acknowledges the importance for small businesses’ to take their surroundings into 

consideration when developing competitive strategies. Moreover, Tehrani & White 2003 argues 

that strategic resources available in the environment and which the owner values mostly should 

play an explicit role in the making of strategies and their competitive positioning. The mentioned 

authors then also highlight the importance of retail owners being capable to identify the factors 

and resources that will assist and aid such strategy. Furthermore, Leitão & Franco (2011) argues 

that entrepreneurs who manage to link networks and people together that never had 

interconnection to begin with are likely to be the most successful entrepreneurs. 

 

Moreover, Leitão & Franco (2011) explains that entrepreneurial leadership is one of the bases for 

improved entrepreneurial performance, and highlight the importance of storytelling and visionary 

scenarios among entrepreneurial leaders. These are then formulated and practised in order to 

assemble and mobilize employees who become committed to this vision and encouraged to 

exploit and discover new strategic directions leading to value creation (Leitão & Franco 2011). 

The findings in this study suggest that all of their employees in all of the cases in fact were aware  
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of the upcoming changes. However, the respondent from Macken explained that their employees 

are not necessarily aware of his visions and ideas since many of these are created in isolation. 

The respondent from MA on the other hand said that she does not have any visions at all. Both of 

these stores are also the only cases in which information exchange is carried out casually without 

any planned formal or informal meetings. 

 

In contrary, both AK and Handelsboden pursue formal meetings where employees can participate 

and gain deeper insight in the store’s results and activities. The latter were also the only cases 

where employees were aware of not only upcoming plans, but also future ideas and visions. 

Furthermore these cases were also the stores that had the most plans and ideas on their future 

agenda. Such tendencies can be explained by both Castrogiovanni et al.( 2011) and  Schmelter et 

al. (2010) who say that the establishment of human resources practises and the firm’s ability to 

support and facilitate entrepreneurial attitudes are the most important when 

implementing/promoting CE strategies. In line with Schmelter et al. (2010) the two cases also 

indicates that emotional commitment, autonomy and empowerment are important requirements 

for successful CE. Furthermore, the fact that firms’ cultures and routines are influential factors on 

the long-term sustainability of entrepreneurial strategies if it encourages feedback and 

information flows (Leitão & Franco (2011).  

 

The empirical evidence thus emphasises the importance of understanding the human factors that 

lay the foundation for CE in small firms, which is also acknowledged by Castrogiovanni et al. 

(2011), Leitão & Franco (2011) and Schmelter et al. (2010). As a consequence, HRM practices 

are both a resource and a dynamic capability that provides greater levels of CE which give SMEs 

greater performance and sustained competitive advantages (Schmelter et al. 2010) that are hard 

for competitors to imitate (Castrogiovanni et al. 2011). 

 

It has been established by Tehrani & White (2003) that factors unfavourably for the rural micro-

enterprise concerns the geographical position they are in, where fewer external resources can be 

drawn upon. This correlates with the findings in this study, as the respondents from the 

investigated cases in this study jointly perceived the main restriction for rural stores to be the  
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limited customer base. Even though the limited customer base is considered a major restriction, 

some of the investigated cases created means as to work around this limitation. For example, the 

respondent from both Handelsboden and MA offers customers to place individual orders from 

the assortment of the stores main wholesaler, when the stores regular assortment not is sufficient. 

This has proven to be an efficient way for the stores to meet customer demands and also retain 

customers to shop in their store. Another way to work around the restriction of a limited customer 

base is presented in the case of Macken, who is working towards expanding the customer base 

instead of relying solely on the locals. This is done by promoting two of the store's most popular 

goods (their own ground mince and Icelandic fish) to customers outside the local region, and this 

approach has proven to be successful. 

 

These examples of ways to work around the restriction of a limited customer base are examples 

of both creativity and initiative-taking. According to Leitão & Franco (2011), these are two 

important dimensions which are fundamental in practicing corporate entrepreneurship behaviour. 

Furthermore, the respondent appears to be working with existing resources in their attempts to 

work around certain limitations. This approach is line with Castrogiovanni et al. (2011) and 

Schmelter et al. (2010) who states that reallocating existing resources can lead to new business 

opportunities, which in turn can lead to both competitive advantage and growth. 

 

6.4.1 Success factors in corporate entrepreneurship 

As mentioned in the theoretical framework, much of firm’s attention has recently been devoted to 

the practice of CE in order to survive in increasingly competitive markets (Castrogiovanni et al 

2011; Schmelter et al. 2010). The investigated retailers in this study also give indications on that 

innovative actions and new business opportunities are developed within the investigated retailers. 

Moreover, five different dimensions independent of one another can be identified firms and help 

measures the intensity of CE in an organization (Schmelter et al. 2010) and the empirical 

investigation suggests that each case obtained at least three of these five dimensions. 
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Commonly for all the respondent were the fact that they all demonstrated strong tendencies for 

pre-emptive initiatives since the all had various plans and visions for the future. This is then 

consistent with the first dimension, Pro-activeness. This according to Schmelter et al. (2010) 

apprehends how firms take initiatives and pursue new opportunities and overall describe the 

characteristics of an entrepreneurial company. However, they all differed in risk-taking. In the 

case of MA, Handelsboden and AK most upcoming changes were greatly funded and assisted by 

external actors which indicate that risks have critically been managed and considered throughout. 

The empirical investigation also revealed high levels of risk propensity since many of the 

upcoming changes did not necessarily correlate with the respondents’ previous knowledge or 

what they previously have been managing. Instead much of their upcoming changes concerned 

new ventures, additional service functions and collaboration with external partners not linked to 

the existing businesses. Such behaviour then stressed strong characteristics of the second 

dimension, risk propensity. Schmelter et al. (2010) describes risk propensity to the risk involved 

in CE and how these are managed. 

 

The empirical evidence in this study also indicates that all of the cases have undergone various 

changes. The most prominent are Macken who have changed concepts twice, AK who are about 

to change concept and MA who have completely changed the stores assortment as well as the 

interior upon customers’ request. Commonly for all the cases are also the fact that they have all 

tried to niche themselves with niched products with various success. Most noteworthy are 

Handelsboden and AK were their upcoming self-renewal processes will strengthen their 

positioning towards new target groups such as part-time residents and tourists. This in turn is in 

consensus with the third dimension, Self-renewal. Self-renewal comprises how innovation leads 

to introduction of new systems and redefinitions of organisations, and business concepts. Self-

renewal thus concerns the general strategic repositioning of a company (Schmelter et al. 2010). 

 

The fourth dimension concerns Innovativeness which according to Schmelter et al. (2010) relates 

to creation processes that may result in new services, products and technological development. It 

also concerns support of new ideas and how firms engage in experimentation and novelty. This is 

the core of entrepreneurship. However, the empirical investigation only indicated significant  
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levels of innovativeness among two of the cases presented, Handlesboden and AK. Reasoning 

descends from the fact that Macken future visions and previously projects were mostly 

unfounded and spontaneously approached. Their behaviours are instead more related to risk-

taking rather than innovativeness. In the case of MA most of their future plans were not originally 

from the respondent herself but rather from the economic cooperative. Handelsboden and AK 

however, are both engaging in novelties that take their environments and internal resources into 

account such as their positioning towards temporary residents and tourists. More specifically, 

Handelsboden have developed their service-point function from scratch which do not only serves 

customers better but also allowed them to receive a fourth grant as well as keeping their greatest 

resource, Mike. AK on the other hand had managed to streamline their marketing attempts 

without adding any extra costs. The latter had also invented a product council from internal 

competence to help improve the existing assortment while also take customer likings and 

preferences into account. 

 

The last dimension is corporate venturing which refers to creation of new businesses and the 

activities that lead up to them (Schmelter et al. 2010). However, the empirical investigation only 

found one case that were to practising corporate venturing and that was Handelsboden, who are 

planning to establish lodging services in the near future. Reasoning descends from the fact that 

they are the only case that are to start a new venture with no links whatsoever to their existing 

business.  

 

In conclusion, all cases demonstrated CE to different extent which is beneficial since it can be 

seen as method that can help improve both performance and competitive positioning by acquiring 

new resources and finding new ways in reallocating existing ones (Castrogiovanni et al 2011; 

Schmelter et al. 2010). Moreover, the question is not “whether companies should or should not 

engage in entrepreneurial activity, but rather what can be done to encourage establishment of 

entrepreneurship” (Schuler 1986, p.624 in Schmelter et al. 2010, p718.). 
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Figure 1. Proposed conceptual model  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

The conceptual model conducted for this research suggests that Marketing in SMEs, Service in 

SMEs, Human- and social capital in SMEs as well as Corporate entrepreneurship in SMEs are all 

influential for how rural retailers utilise their resources and competencies. Adequate usage of 

marketing techniques, internal marketing, suitable services and entrepreneurial mind-set all 

appeared to be factors leading to enhancement of internal resources and competencies. From the 

conceptual model, two research questions were then formulated. Regarding the research 

questions, marketing includes both services and human- and social capital, where the latter is 

referred to as internal marketing. 
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After testing the conceptual model in a context, it can be established that all concepts correlated 

with the way in which rural retailer utilize their resources and competencies. However, marketing 

techniques combined with entrepreneurial thinking had a greater effect on diffusion, than when 

marketing techniques were practiced in isolation. Furthermore, services in relation to social 

capital were also enhanced when combined rather than standing alone. For instance, services with 

social functions received greater response among customers in rural communities.  

 

Furthermore, relationship built in commitment, trust and reciprocity may lead to in-shopping 

behaviour among customers. Thus, the concepts of Services in SMEs and Human-and social 

capital in SMEs appeared to have the greatest influence on the resources and competencies 

leading to uniqueness and improved customer relationships. Furthermore, social capital can also 

be seen as a key resource in corporate entrepreneurship. Corporate entrepreneurship driven by 

visionary leaders who communicate their visions to their employees appeared to have more plans 

for future development.  
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7. Conclusions and Contributions 

The final chapter present the findings and conclusions from the analysis in chapter six. The 

conclusions are presented in accordance to the theoretical construct, starting with the findings 

from Marketing in SMEs, Services in SMEs and Human-and social capital in SMEs, followed by 

the conclusions from Corporate entrepreneurship in SMEs and Success factors in corporate 

entrepreneurship. Finally, the managerial implications and theoretical contributions resulted 

from this study is presented as well as a discussion around the limitations of this research. Worth 

noting before reading this chapter is that the limited sample and the qualitative nature of the 

study does not make the findings of this study generalizable. 

 

7.1 Conclusions 

The purpose of this research has been to from a resource based view, investigate internal 

resources and competencies for rural retailers, with focus on marketing and entrepreneurship. 

 

7.1.2 Marketing in SMEs 

In general, the findings from this research indicate that the marketing activities practiced by the 

retailers is considered to adequate with regards to the retailer’s financial means and marketing 

knowledge. Also, the benefits experienced from these activities do not necessarily outweight the 

costs. 

 

It can be identified that marketing techniques currently used such as flyers and newspaper ads do 

not necessarily lead to higher customer flow, unless the advertisements are altered to appeal 

targeted customer segment. Store owners should acknowledge which products and services that 

distinguish them the most, and communicate that in order to attract new customers, instead of 

completely confide in the finished material provided by the franchisors. Furthermore, the 

marketing activities should also be selected with consideration to the customer segments. For 

instance, flyers and newspaper ads appear to be more efficient for the elderly customer segment, 

while the younger segment seems to appreciate online marketing channels. 

 



87 
 

Conclusions and Contributions 

More specifically, marketing through Facebook and e-mail has proven to be a successful way of 

communicating with a wide range of customers. This as Facebook is an extensive marketing 

channel which has a large amount of users, is free of charge and enables a two-way 

communication between the store and their customers. 

 

7.1.3 Services in SMEs 

Services are vital for the survival of rural stores and do not only provide an important extra 

income, but also enhances the overall perceived value of the store and lays a foundation for 

relationship building. However, size, geographical location and customer segment are all factors 

that affect not only the choice of services offered but also the ability to provide certain services. 

The overall findings imply that the more services rural stores can obtain, the more beneficial it is. 

Also, rural retailers need to be flexible and adapt their services offerings in accordance to the 

targeted customers segments. 

 

The findings from this research imply that services which have a social function have received 

good response among the cases. These have also proven to be a factor which helps the store’s to 

distinguish themselves from competitors. In this study services with social functions, such as café 

activities and dining services, have contributed to more customers visiting the stores and has also 

enabled the building of relationships, which are both important factors for the rural retailer. 

 

7.1.4 Human- and social capital 

All respondents in this research perceived good customer relationships to be the main contributor 

to why customers visit their stores. Good relationships built on commitment, trust and reciprocity 

is a resource for store owners as it may lead to in-shopping behaviour. In-shopping in turn is 

much dependent on social exchange and the rural retailer’s ability to communicate. Furthermore, 

the rural store’s engagement in the rural community and participation in local activities also seem 

to have a positive effect on in-shopping behaviour. 
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7.1.5 Corporate Entrepreneurship in SMEs 

The study highlights the importance for rural retailer to differentiate themselves through their 

own resources and competences. However, in order to distinguish themselves, rural retailers must 

first identify the resources and competences that may lead to differentiation. Also, when such 

resources and competencies are actively worked on and prioritized this may further enhance 

differentiation. 

 

Furthermore, entrepreneurship which is driven by scenarios and vision that is shared with 

employees seems to lead to increased opportunity development. Thus human resource 

management and social capital can be seen as a key resource when practicing corporate 

entrepreneurship. It has also been acknowledged that the resources available in retailer’s 

environment and which the owner values the most, works in favour for the store when they are 

given an explicit role in their strategies. This was for instance the case when AK decided to 

extend their current assortment with locally produced products. 

 

It has also been found that reallocation existing resources can be an approach that helps rural 

retailers to work around certain limitations. An example for this is for instance how the 

respondent from MA placed individual orders to get customers to order more due to her limited 

customer base. 

 

7.1.6 Success factors in corporate entrepreneurship 

The findings of the empirical investigation suggest that corporate entrepreneurship can be used as 

a method that enhances current resources and competences. Moreover, the study indicates that 

when CE is utilising social capital it may lead to greater idea generation, creativity, new 

solutions, more initiative. This was for instance the case when AK streamlined their marketing 

activities and created their product council.   
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7.2 Theoretical contributions 

This research is derived from a RBV perspective, and the aim of this study has been to gain a 

deeper understanding regarding which resources and competencies can be found within rural 

stores, with focus on marketing and entrepreneurship. The conceptual model conducted for this 

research suggests that Marketing in SMEs, Services in SMEs, Human- and social capital in SMEs 

as well as Corporate entrepreneurship in SMEs are all influential for how rural retailers utilize 

their resources and competencies. This study makes a theoretical contribution by testing the 

conceptual model in a context. 

 

As presented in chapter six, the theories presented in the theoretical framework are overall 

correlating with the findings of the empirical investigation. In particular, the theoretical proposals 

regarding Services in SMEs appeared to be applicable and of importance for rural retailers. Also 

the theories regarding the importance of Human- and social capital in SMEs correlates with the 

investigated cases in this study. 

 

7.3 Limitations 

The main limitation of this research is related to the qualitative nature of the study. Since the 

research is delineated to investigate rural retailers within the county of Kronoberg, the selection 

of cases were somewhat limited, and some of the cases were difficult to get in contact with. The 

time constraint has also been a limitation as it affected the quantity of cases able to investigate for 

this research. The fact that a small sample size was carried out, combined with a qualitative 

research approach, limits the generalizability of this research’s final findings to only count for the 

cases investigated in this research. Another limitation of this study is connected to the theoretical 

framework. The chosen theoretical foundation has naturally affected the result of this study, as 

other perspectives has been ruled out. 
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7.4 Suggestions for further research 

In order to support those who wish to further investigate internal resources and competencies for 

rural retailers, we here present some suggestions that might be of interest: 

 Firstly, if a similar research is carried out we primarily recommend that the researcher use a 

larger sample of cases, in order to improve the generalizability of the results. 

 

 Since this research has a qualitative approach with case study interviews to acquire a deep 

understanding of the research phenomena, we suggest future researcher to include a 

quantitative approach. Such approach could contribute with results from a broader perspective, 

as quantitative methods includes questionnaires and surveys since this research was delimited 

to four organisations. 

 

 We further recommend that the final findings of this research are reformulated as hypothesis 

and consequently tested quantitatively. This so that it might be possible to make the result 

generalizable as well as get our findings rejected or supported. 

 

 Finally, this research undertakes the RBV perspective, only investigating concepts within 

marketing and entrepreneurship through a resource-based view. Therefore would it be 

interesting to see how the results would differ due to another theoretical framework.   
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7.5  Managerial Implications 
 

Based on the findings of this research, we here present a number of managerial recommendations 

that might be of interest. We suggest rural retailers to use these recommendations in order to 

achieve a better understanding of  their resources and competencies.    

 One recommendation derived from this research is for rural retailers to on a regular basis 

introduce a small amount of new groceries, which can be sampled and purchased in the store 

for a limited period of time. The products with the greatest demand can then be taken into the 

store’s regular range of goods. This not only improves the store’s assortment according to 

customer preferences but also enables rural retailers to try out new products and develop their 

assortment.    

 

 Store owners should acknowledge which products and services that distinguish them the most 

and communicate these in their marketing techniques to attract customers. Furthermore, the 

marketing activities should also be selected with consideration to the targeted customer 

segments.Furthermore the rural retailers are advised to make use of cheap marketing 

techniques for their existing customers and put the effort and money towards attracting 

 non-local customers. 

  

 Rural retailers could benefit from offering customers the opportunity to order groceries from 

the store’s wholesaler, when desired product is not available in the store’s regular assortment. 

This approach not only contribute to good customer relationships but also enable customers to 

make more of their purchases in the rural store instead of turning elsewhere. 

 

 Further, it is recommended that the rural store should provide services with social function, 

since these can enhance relationship building between customer and retailer and also have a 

positive effect on the customer flow. In this study, successful examples of such services 

includes establishment of cafés and restaurants 
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 In order to achieve in-shopping behavior among customers, rural retailers should establish 

good relationships built on commitment, trust and reciprocity with their customers. 

Furthermore, the rural store’s engagement in the rural community and participation in local 

activities also seem to have a positive effect on in-shopping behaviour. 

 

 In order to distinguish themselves, it is suggested that rural retailers should first identify the 

resources and competencies that may lead to differentiation. Also, these resources and 

competencies should actively be worked on and prioritized. 
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1. Table 1. Number of grocery stores per store type 1996-2009 (In 

Sweden):  

 

Store Type 

 

1996 

 

2008 

 

2009 

 

Quantity 

 

% 

Stores at least 400 m2 

Hypermarket at least 2500 m2 

Stores at least 800 m2 

Non-hypermarkets 

Stores at least 400-799 m2 

1994 

76 

 

847 

1071 

2005 

123 

 

828 

1054 

2034 

142 

 

809 

1083 

40 

66 

 

-38 

12 

2.0 

86.8 

 

-4.5 

1.1 

Other retail stores 3051 1052 1021 -2030 -66.5 

Service- and traffic-stores 

Service-stores 

Traffic-stores 

2124 

1084 

1040 

2609 

1293 

1316 

2478 

1288 

1190 

354 

204 

150 

16.7 

18.8 

14.4 

Total  7169 5666 5533 -1636 -22.8 

 

Adapted and translated from: Tillväxtanalys (Myndigheten för tillväxtpolitiska utvärderingar och 

analyser), 2009, Befolkning, service och företagande i Sveriges gles- och landsbygder p.56  
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2. Table 9. Summary of marketing related questions  

ANSWERS 

Question 

no 
MA Macken Handelsboden AK 

1 Advertisement in local 

newspaper (monthly), 

distribution of flyers 

(weekly), Facebook 

and a webpage is under 

construction. 

Advertisement in local 

newspaper (monthly), 

distribution of flyers 

(weekly), webpage (no 

need for Facebook). 

Advertisement in local 

newspaper (monthly), 

distribution of flyers 

(occasionally), 

webpage, Facebook. 

Does not budget for 

marketing at all, 

instead they rely 

solely on Facebook 

and newsletter via e-

mail. 

1.1 Yes, but have extended 

their practices online 

and have tried to 

advertise outside their 

area. 

Yes, but have extended 

their practices online 

and to nearby areas. 

Yes, but have developed 

their practices online 

and tried new 

approaches. 

Yes, but have 

extended their 

practices online. 

1.2 Current marketing is 

enough in regards to 

the costs and benefits it 

gives. 

Sees the advantage in 

allowing their 

franchisor to handle 

their main marketing 

practices. This saves 

time and helps them to 

form their assortment. 

Sees the advantage in 

allowing their franchisor 

to handle their main 

marketing practices. 

Since they lack both 

money and marketing 

knowledge. 

Current marketing is 

extremely effective 

and saves costs. 

 

1.3 No No No No 

1.4 Perceived that their 

marketing attempts are 

something they do 

well, but wish they 

could reach new 

customers in nearby 

communities better. 

Perceived that their 

marketing attempts are 

something they do 

well. 

Perceived that their 

marketing attempts are 

something they do well, 

but wish they could 

reach new customers in 

nearby communities 

better. Also admit that 

they could market their 

services better and 

improve their Facebook 

page. 

Perceived that their 

marketing attempts 

are something they 

do extremely well 

but do admit that 

they could maintain 

their Facebook page 

better. 
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3. Table 10. Summary of services related questions  

ANSWERS 

3 MA Macken Handelsboden AK 

2 Yes: Café services, 

liquor outlet, gambling 

services, pharmacy, 

delegation of Schenker-

packages, canoe- and 

boat rental and home 

delivery. 

Yes: Café activities, 

gambling services 

and betting on horse 

racing, petrol and 

diesel, catering, rental 

of trailers, pharmacy, 

package and postal 

services, home 

delivery and the bar 

with its various 

activities 

Yes: package and 

postal services, 

pharmacy, liquor 

outlet, gambling 

services, bank services, 

computer and internet 

access, ready-made 

grocery bags, service 

point, home delivery 

(to some extent), 

fishing licence,  self-

service café and special 

services packages for 

business clients.  

Yes: liquor outlet, 

pharmacy, fishing 

licence, library 

services, tourist 

information, gambling 

services, home delivery 

and special services for 

rural post men. 

 

2.1  

 

Enhanced existing 

products, led to 

additional purchases, 

allows enhancing 

existing relationships 

and forming new ones. 

A way for them to 

market themselves 

effectively.    

All services together 

contributes to a 

greater income  

Contributes to 

additional purchases 

and enable the survival 

of their business.  

All services together 

contribute to a greater 

income and greater 

value for the customer. 

2.2 Disadvantages: time 

consuming 

Advantages: attracts 

more customers 

Disadvantages: Time 

consuming and 

requires additional 

employees 

Advantages: attracts 

more customers 

Disadvantages: time 

consuming 

Advantages: attract 

customers that would 

not have visited the 

store otherwise 

 

Disadvantages: 

experienced no 

disadvantages 

Advantages: attracts 

more customers 

2.3 No Yes Yes  No 

2.4 No No No No 
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 4. Table 11. Summary human- and social capital questions 

ANSWERS 

Question 

no 
MA Macken Handelsboden AK 

3 Regular customers Regular customers  Regular customers Regular customers, 

however mostly 

occasional customers 

during the summer 

4 Good customer 

relationship and the 

store’s broad 

assortment.  

Good customer 

relationship and the 

store’s broad 

assortment. 

Good customer 

relationship and the 

willingness from 

customers who wanted 

to contribute by 

deliberately purchase 

goods from them.  

Good customer 

relationship and the 

willingness from 

customers who wanted 

to contribute by 

deliberately purchase 

goods from them. 

4.1 Through, 

communication, 

networking and 

creating relationships 

with both customers 

and residents. The key 

lies in the managers’ 

ability to listen and 

show respect to the 

people already settled 

in the community. 

By providing a 

simple assortment 

balanced with the 

right combination of 

services.   

 

By providing good 

customer service.  

By being as social as 

possible and through 

good communication 

with the customers.  

4.2 Yes and have evolved 

strategies completely 

around their customers 

Yes Yes Yes 

4.3 Customers influenced 

all of their decisions 

and prior changes. 

Customers’ requests 

helped shape the entire 

assortment and 

influenced the way in 

which she tried new 

goods. The customers 

also governed the 

store’s interior and 

their product 

placement.  

Affects decisions and 

the assortment to a 

certain extent. 

 

Affects decisions and 

the assortment to a 

certain extent. 

 

Affects decisions and 

the general operation of 

the store greatly.  

4.4 Informal policies Informal policies Informal policies and 

dress code.  

Informal policies 

4.5 Do sponsor 

organisations but do 

not participate in any 

local activities 

Do sponsor 

organisations but do 

not participate in any 

local activities 

Do not involve in any 

local activities nor 

sponsor any local 

organisations.  

Do participate in local 

activities but do not 

sponsor any local 

organisations. 
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5. Table 12. Summary of entrepreneurship related questions  

ANSWERS 

Question 

no 
MA Macken Handelsboden AK 

5 To provide an adequate 

assortment in 

combination with the 

right services, to have 

the ability to create and 

retain customer 

relationships, to offer 

an assortment based 

upon customers’ 

request and learn from 

mistakes 

To provide an adequate 

assortment in 

combination with the 

right services 

 

 

 

 

 

To provide an adequate 

assortment in 

combination with the 

right services.  Also 

highlighted the 

importance of finding 

new opportunities and 

ways to generate money 

as well as being 

resourceful and risk-

taking. 

To provide an 

adequate assortment 

in combination with 

the right services and 

to have the ability to 

create retain 

customer 

relationships 

6 

 

Their strong customer 

relationships and their 

cohesion with their 

residents as well as 

their café. Also the fact 

that they place 

individual orders from 

Bergendahls’s 

assortment.  

Their assortment in 

combination with their 

offered services. More 

specifically their pub, 

Thursday lunches, fika 

activities, catering 

services as well as their 

own grinded mince, 

and Icelandic fish  

Their assortment in 

combination with their 

offered services. More 

specifically their service 

point-function. Also 

their strong customer 

relationships and their 

cohesion with their 

residents 

 

Their broad range of 

locally produced 

foods and their 

strong customer 

relationships and 

their cohesion with 

their residents 

6.1 Believed that not many 

other rural retailers had 

a functional café with 

accompanying 

supplements  

Believed that no other 

retailer offered a bar or 

dining services. 

 

Believed that no other 

retailer provided 

something similar to 

their service-point 

function. 

Their ability to 

always be at the 

forefront with their 

ideas. 

6.2 Yes Have mostly used a 

spontaneously 

approach  

Yes Yes 

6.3 Priories concerned 

customers since they 

ultimately decides the 

store's layout, 

appearance and 

operation 

Did not priorities any 

tasks more than others. 

Focus was put on the 

general operation of the 

store. They did 

however acknowledge 

the need for 

improvement in the 

stores assortment 

Priorities concerned 

customer relationships 

and the store’s overall 

appearance such as 

keeping the store fresh 

clean and fully-stocked.   

Priorities concerned 

the store’s overall 

appearance and 

maintenance such as 

keeping the store 

fresh clean and fully-

stocked. Also the 

store’s economy and 

creating new ways of 

making money. 
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5. Table 12. Summary of entrepreneurship related questions  

ANSWERS 

Question 

no 
MA Macken Handelsboden AK 

7 Plans: transform into 

an extended service 

part offering hair 

dressing, beauty 

treatments and medical 

tests.    

 

Visions: no visions 

Plans: none 

Visions: offering cut 

flowers and flower 

arrangements for 

funerals. Also building 

an outdoor café.  

Plans: expand their 

service offering to 

include provision of 

tourist information, 

lodging services (Bed & 

Breakfast project) and 

the setup of charging 

stations for electric cars 

outside the store.  

Visons: Develop their 

ready-made grocery 

bags through 

collaborations with 

cabin rental companies 

and extending their 

premises to fit more 

seating in the café and 

niched products in the 

store.  

Plans: Change the 

interior and 

introducing cheaper 

alternatives. Also 

expand their service 

offering to include 

provision of tourist 

information  

 

Visions: build an 

outhouse with three 

compartments 

directed towards the 

residents and 

tourists. Extend the 

parking lot for by-

passers with 

caravans and 

motorhomes 

Develop their 

grocery bags by 

through 

collaborations with 

nearby hostels and 

cabin rental 

companies.  

7.1 Employees are aware 

of all visions and goals 

for the future 

Employees are not 

aware of all visions and 

goals for the future 

Employees are aware of 

all visions and goals for 

the future 

Employees are 

aware of all visions 

and goals for the 

future 

7.2 Informed casually  

 

Informed casually  

 

Informed through 

formal meetings 

Informed through 

formal meetings 

8 Yes Yes Yes Yes 

8.1 

 

 

Have tried to introduce 

ecological products 

with no success. Have 

also changed the stores 

interior and most of the 

assortment.      

Changed concepts 

twice 

Have tried to introduce 

locally produced foods 

products with various 

successes.    

Is about to change 

concept 

9+9.1 Wants to introduce 

more niched products 

 

Wants to introduce 

more niched products 

Wants to introduce more 

locally produced 

groceries and niched 

products.   

Wants to introduce 

more locally 

produced groceries 

and niched products.   
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5. Table 12. Summary of entrepreneurship related questions  

 

ANSWERS 

Question 

no 
MA Macken Handelsboden AK 

10 Are currently extending 

the café area.  

Previous changes 

concern the pub, their 

catering services and as 

well as their fika, lunch 

and bar activities. They 

have also tried to offer 

cut flowers 

Have established a café, 

introduced more locally 

produced groceries,  

Have created a more 

locally produced 

assortment and 

started a product 

council.  
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5. Table 12. Summary of entrepreneurship related questions  

ANSWERS 

Question 

no 
MA Macken Handelsboden AK 

10.1 Café project - turn their 

stores into meeting 

places rather than just 

sales locations 

The pub, catering 

services and offering of 

flowers were all 

spontaneously.  

Fika and lunch 

activities – to get 

familiar with the 

residents, network and 

gain more customers.  

 

Café project - turn their 

stores into meeting 

places rather than just 

sales locations 

Locally produced foods 

- to attract customers 

from both inside and 

outside their 

community. 

Locally produced 

foods -to attract 

customers from 

outside their 

community and 

tourists as well as 

the fact that the 

residents in the 

community had 

shown great interest 

in such products. 

 

Product Council – to 

improve the current 

assortment and find 

out customer 

preferences and 

likings. 

11 Limited customer base. Limited customer base. Limited customer base, 

limited spacing in the 

store high purchase 

prices from wholesalers. 

Limited customer 

base and higher sets 

of prices than 

competitors. 

11.1 Cannot provide the 

range that they had 

want 

Cannot provide the 

range that they had 

want 

Cannot provide the 

range that they had want 

 

Cannot provide the 

range that they had 

want 

11.2 Provides customers 

individual ordering of 

goods from wholesalers 

assortment. 

Promotes the stores 

most sought after 

goods to non-local 

customers. 

Provides customers 

individual ordering of 

goods from wholesalers 

assortment. 

Improve their 

current assortment 

through their product 

council. 

12 The respondent herself 

and her ability to 

maintain, enhance and 

create new customer 

relationships.  

The stores customer 

feels that the store is 

quite pleasant to deal 

with as well as the fact 

that the store owner is 

in charge of the 

bookkeeping.   

 

Lies in their employees 

and how they obtain 

different perspectives 

that make a difference 

in the store. 

The cohesion of the 

society and their 

customer 

relationships 

13 The current lack of 

staff and that the 

entrepreneur's role is 

largely to find new 

ways to generate 

money for the company 

and explains that she 

does not meet such 

criteria. 

Do not always manage 

to keep their groceries 

fresh and fresh food 

usually requires large 

storage space and thus 

is their retail space also 

another weakness. 
 

The fact that everything 

is more costly for 

smaller merchants in 

comparison to larger 

food chains. 

Difficult to develop 

the store due to 

restrictions and 

bureaucracy. The 

customer base is also 

a major weakness 

and this has 

prevented the store 

from accommodate 

customers. 
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6. Interview guide (English) 

 

Store:__________________________                              Number of employees:________________ 

Opening hours:___________________                             Owner:____________________________ 

Store manager:___________________                              Profit margin:______________________ 

Turnover:_______________________                              Geographical location:________________ 

 

Introductory questions 

For how long have you been managing this store?________________________________________ 

Are you the sole manager of this store?________________________________________________ 

What made you enter this business? ___________________________________________________ 

Do you have any previous experience within rural retailing?________________________________ 

 

Question no Questions from: 2.2.1 Marketing in SMEs 

1 

 

How do you currently work with marketing? (Advertising, special offers? Campaigns? Use of 

web sites? Loyalty cards?) 

1.1  Have you always worked with marketing in this way? 

1.2  Is there any specific reasons or specific benefits why you chosen this particular way of working 

with marketing? 

1.3  Do you perceive any disadvantages in how you currently work with marketing? 

1.4  Do you perceive your marketing attempts as something you are good or less good at? In which 

ways? 
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Question no Questions from: 2.2.2 Services in SMEs 

2 Do you offer any services beyond your groceries? 

2.1  

 

Do you perceive that your range of services affect your business? How? (E.g. do you think it 

influence which customers visit your store? Is it time consuming?) 

2.2  Which advantages and disadvantages are you experiencing as a service provider? 

2.3  Do you experience to have enough services? 

2.4  Are there any services you could do without? 

 

Question no Questions from: 2.2.3 Human- & social capital in SMEs 

3 Are the majority of your customer segment regular or occasional customers? 

4 What do you think contributes to customers visiting your store? 

4.1  How do you engage in keeping current customers? 

4.2  Do you feel that your customer relationships affect your business in general? 

4.3  Do your customer relationships affect the store operation? How? 

4.4  Do you have any internal policies on how staff should behave towards customers, etc.? If so, are 

these formal or informal policies? 

4.5  Do you (the store) involve in any local organisations or social activities within your rural 

community? (E.g. through sponsorship?) 
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Question no Questions from: 2.2 SMEs and micro-firms in rural communities 

5 What do you consider to be the recipe for a successful rural retailer 

 

Question no Questions from: 2.3 Corporate entrepreneurship in SMEs & 2.3.1 Success factors in 

corporate entrepreneurship 

6 

 

Do you feel that your store distinguishing itself towards others stores? (both supermarkets 

and other rural retailers) 

6.1  Do you feel that you offer something that your competitors do not? 

6.2  Is this something that you work active with? (Is it deliberate?) 

6.3 Which aspects of your business do you feel that you prioritise the most? What do you put most time 

and energy in? 

7 Which opportunities for development do you see in your store? What are your future 

plans/goals/ideas/visions? 

7.1  Are your employees informed about these development opportunities /visions/goals/ideas/plans for 

the future? Do you find it important to convey this? 

7.2  If yes, how do you communicate this? (E.g. are there formal or informal routines, such as morning 

meetings where employees can come up with suggestions for improvements?) 

8 Have you previously undertaken any form of change management?  

8.1  If yes, what did it involve? 

9 Do you plan to implement any other changes in the future? 

9.1 If yes, what will it concern? 
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10 Do you have any other projects or initiative that you recently started/completed? (For 

example, new products, new services, internet orders, home delivery, development of website, 

etc.?) 

10.1  If yes, how did you decide that you would conduct that particular initiative/project? What was the 

basis for your decision and how did you go about? 

11 What do you perceive to be your biggest constraints as a rural store owner? 

11.1  How do perceive that these factors affect the store operation? 

11.2  How do you think one can work around such restrictions? How do you do it? 

12 What do you perceive to be your stores greatest strengths?  

13 What do you perceive to be your stores greatest weaknesses?  
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7. Interview guide (Swedish) 

 

Butik:_______________________                                              Antal anställda:________________ 

Öppettider:___________________                                              Ägare:_______________________ 

Butikschef:___________________                                             Vinstmarginal:_________________ 

Omsättning:___________________                                            Geografisk lokalisering:__________ 

 

Inledande frågor: 

Hur länge har du drivit den här butiken?_________________________________________ 

Är du den enda ägaren till butiken?_____________________________________________ 

Hur kom det sig att du öppnade din egen lanthandel? _______________________________ 

Tidigare erfarenheter inom lanthandel? __________________________________________ 

 

Question no Questions from: 2.2.1 Marketing in SMEs 

1 

 

Hur arbetar ni med marknadsföring? (Annonsering? Reklam? Extra-erbjudanden? 

Kampanjer? Hemsida? Klubbkort?) 

1.1  Har ni alltid arbetat med marknadsföring på det här sättet? 

1.2  Finns det någon speciell anledning eller specifika fördelar med att ni valt just det här sättet att 

arbeta på med marknadsföring? 

1.3  Upplever du några nackdelar med det här tillvägagångssättet? 

1.4  Upplever du att ert sätt att marknadsföra er på är något som ni är bra eller mindre bra på? På vilket 

sätt? 
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Question no Questions from: 2.2.2 Services in SMEs 

2 Erbjuder ni några tjänster utöver era dagligvaror? 

2.1  

 

Upplever du att ert utbud av tjänster påverkar din verksamhet?  (Tycker du att det har påverkat vem 

som besöker din butik? Har det påverkat ditt arbetssätt – t.ex. är det tidskrävande?) 

2.2  Vilka nackdelar respektive fördelar har du upplevt som leverantör av tjänster? 

2.3  Upplever du att du har nog med tjänster? 

2.4  Finns det någon tjänst du skulle klara dig utan? 

 

Question no Questions from: 2.2.3 Human- & social capital in SMEs 

3 Är majoriteten av din kundgrupp stamkunder eller tillfälliga kunder? 

4 Vad tror du bidrar till att kunder besöker just din butik? 

4.1  Hur gör ni för att behålla era kunder? 

4.2  Generellt sett, känner du att dina kundrelationer påverkar din verksamhet? 

4.3  Har kundrelationer inflytande på butiksdriften? Hur? 

4.4  Finns det policys som styr hur ni bemöter kunder i den här butiken? I så fall är de uttalade eller 

outtalade? 

4.5  Engagerar ni (butiken) er i några lokala föreningar eller andra lokala aktiviteter? (Exempelvis 

genom sponsring? Skördemarknader? Etc.) 
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Question no Questions from: 2.2 SMEs and micro-firms in rural communities 

5. Vad anser du är ett lyckat recept för en lanthandel? 

 

Question no Questions from: 2.3 Corporate entrepreneurship in SMEs & 2.3.1 Success factors in corporate 

entrepreneurship 

6 

 

Hur tycker du att din butik utmärker sig gentemot andra butiker? (Både butiker inom större 

butikskedjor och andra lanthandlare) 

6.1  Känner du att din butik erbjuder något som era konkurrenter saknar? 

6.2  Är detta något ni arbetar aktivt med? (Är det medvetet?) 

6.3 Vad i ditt företag känner du att du prioriterar mest? Vad lägger du mest tid och energi på? 

7 Vad ser du för utvecklingsmöjligheter i er butik? Har ni några 

mål/framtidsplaner/idéer/visioner? 

7.1  Vet dina anställda om dessa utvecklingsmöjligheter/mål/visioner/idéer/framtidsplaner? Tycker du 

det är viktigt att förmedla detta? 

7.2  Om ja, hur delar ni med er av den här informationen till era anställda? Har ni formella/informella 

rutiner? Exempelvis morgonmöte? (där anställda ges chans att ge förslag på förbättringar) 

8 Har ni tidigare utfört någon form av förändringsarbete? 

8.1  Om ja, vad innefattade det? 

9 Planerar ni att genomföra några andra förändringar i framtiden? 

9.1 Om ja, vad kommer det att innefatta? 
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10 Har ni några andra projekt eller satsningar som nyligen påbörjats eller avslutats? 

(Exempelvis, nya produkter, nya tjänster, matkassar, hemkörning, utvecklande av hemsida 

m.m.?) 

10.1  om ja, hur kom ni fram till att ni skulle utföra just den satsningen/projektet? Vad låg till grund för 

det beslutet och hur gick ni till väga? 

11 Vad upplever du för begränsningen med att driva en mindre butik på landsbygden? 

11.1  Hur upplever du att dessa faktorer påverkar ditt vardagliga arbete? 

11.2  Hur tycker du man kan arbeta kring sådana här begränsningar? Hur gör ni? 

12 Vad tycker du är din butiks största styrkor? 

13 Vad tycker du är din butiks största svaghet? 

 

 


