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Abstract 
 
Research Questions: How can firms implement the phenomena of collaborative 

consumption in their value chain and promote sustainability as a core value to gain 

international competitive advantage? 

 

Purpose: The purpose of this thesis is to identify how a firm can successfully 

implement the concept of collaborative consumption into their value chain and how to 

promote sustainability to gain international competitive advantage. To gain deeper 

understanding of collaborative consumption, sustainability branding, value chain and 

international competitive advantage, the different terms will be examined. 

 

Method: This thesis uses a qualitative method with a deductive approach. In order to 

gather empirical data, semi structured interviews has been conducted.  

Conclusions: By implementing collaborative consumption as a value adding service or 

in cooperation with other companies, firms can promote sustainability as core value and 

gain international competitive advantage. Thus, by implementing collaborative 

consumption and promote sustainability firms will be cool in the big pool. 

Keywords 
International business, international competitive advantage, competitive advantage, 

sharing economy, collaborative consumption, collaborative economy, sustainability, 

sustainability brand, value chain, demand chain 
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1 Introduction 
This chapter aims to place the relevant topics in a wider sense as well as positioning the 

current situation of the subject. In this chapter, several different definitions will be 

provided.   

1.1 Background 
Today we live in a turbulent environment: rushed into an endless economic stagnation, 

challenged with a decrease of natural resources and other environmental pressures, 

while still searching for a restored sense of community amongst each other. In the last 

decade, an increasing number of start-ups entrepreneurs have introduced new business 

models that attempt to tackle these issues by relying on the power of new technologies. 

These companies include sharing and community building as their core. This 

entrepreneurial movement, tagged as the sharing economy, is redefining the nature of 

our   today’s   business   strategies   and   structure.  (Mouazan, 2013) Nevertheless, there is 

not only the environment we live in that has a growing turbulence. The business arena 

and its rules are ever changing, as competitiveness is evolving to become further more 

complex. In fact, different industries are now starting to compete against each other. 

(McGrath, 2013) 

Trends can be defined as short- or long-term influencing variables transforming society, 

individuals and companies. Kersten, Blecker and Ringle (2014) describe trends as 

conscious changes and provide information about what directions future development 

and how they might affect values, lifestyle, purchasing behavior and economics. Two of 

these trends are globalization and sustainability. Moreover, Kersten, Blecker and Ringle 

(2014) and Ohmae (1990)  explains  globalizations  as  the  result  of  today’s  geographical  

borders lose their former meaning, which has resulted in the emergence of transnational 

companies. More importantly, global consumers seek the best products and services at a 

reasonable price and now across borders without considering the nationality of products 

and services.  Fraser and Oppenheim (1997) explain that the pace of globalization has 

quickened the gradual processes that used to give companies a diverse time of adjusting 

is now expiring. 

“In  just  a  couple  of  decades,  our  economy  will  become  substantially  global” 

(Fraser and Oppenheim 1997 p.169) 
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The attention and relevance of the concept sustainability and sustainable development 

has increased in the last decades. The commission on environment and development 

(WVED)  describes   the   term  sustainable  development  as:  “Development that meets the 

needs of the present without compromising the ability of future generation to meet their 

own needs”.  (Our  Common  Future,  Towards  Sustainable  Development,) 

Emilio (2002) follows this pattern and describes sustainability as a concept in advance 

to invent an equity commitment with future generations. In order to do that, the society 

should recognize and ensure the future generations the right to enjoy at least the same 

capacity of the economic and natural resources that the present generation consume 

today (Ibid). 

According to Rifkin (2014) the value of sharing can be found in the idea of recycling 

plastics, glass and paper, which has turned into the opportunity of recycling the items 

that we own.  Cusuman (2010) points out Sharing-economy as a new trend that has 

evolved from the platforms of social media groups such as Facebook, Twitter, Pinterest 

and   the   “rate-system”   Trip-advisor. These social Media bring people with common 

interest and values together and enables the ability to share information and experiences 

in many different ways. Furthermore, new technology has made it possible for people to 

interact with each other without the need of a middleman. (Evans et al., 2008; Rifkin, 

2014) In this sense people with similar interests and values interact by creating 

communities and networks on the platforms. Based on the similar values the 

phenomenon of sharing economy becomes a model founded on sharing underutilized 

assets. According to Botsman and Rogers (2011) these assets can be spaces, skills or 

equipment for both monetary and nonmonetary benefits. 

Bardhi and Eckhardt (2012) merges collaborative consumption and sharing in their 

perspective of access-based consumption.  The authors claim that the motivation of 

collaborative consumption, based on the definition that consumer prefer to access goods 

and pay for the experience of assessing them temporarily rather than buying and owning 

things.  Botsman and Rogers (2011) find collaborative consumption mostly used in 

relation to Peer-to-Peer (P2P) marketplaces. In this regard, P2P defines an interaction 

between consumer and the trade between each other through networking based on 

mutual trust. However, the authors stress that equal opportunities also lie in business-to-

customer (B2C) models. (Ibid) 
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1.2 Problem Discussion 
According to Denning (2014) the new value of sharing strengths the fact that the 

platforms have created a vast business environment and even a new set of value chains. 

In this new dimension of value chain the customers began shipping traditional vertical 

channels of commerce and created their own vertical meeting places and marketplaces. 

The author continues the argument by stating that the new implications of value chains 

are a result of how the Internet has further advocated the new P2P marketplace, which 

also encourages this trend to interrupt the businesses for several suppliers of goods and 

services.  

Fearne et al. (2012) claim that until now, most value chain analysis has focused on 

economic sustainability and thereby paid inadequate attention to the social and 

environmental  consequences  of  firm  behavior  and  the  reallocation  of  resources  between  

and  within   the   firms   value   chain. Rifkin (2014) states that observing companies and 

progressive governments should embrace this new type of economy and integrate it into 

their business structure and strategy. Denning (2014) supports these arguments and 

further argues that in this phase the traditional companies will need to be innovative in 

order to answer the customers demand and survive. 

The value chain is a strategy tool providing a model for systematically examining all the 

activities a firm performs and how they interact to gain competitive advantages (Porter, 

1985). However, as described by McPhee and Wheeler (2006) both business and 

environment   has   changed  drastically   considering   during   the   last   30   years   and   today’s  

trends in what drives market valuation of firms, such as the overwhelming importance 

of immaterial assets. The former value chain that focuses strictly internal may no longer 

be suitable.  Walter and Rainbird (2010) state that successful firms now will replace the 

internally focused strategy-development models with alternatives that will allow for a 

broader view of the firm as a part of the world around it as well. McPhee and Wheeler 

(2006) then claims that in order for the value chain to work effectively, a full 

representation of all of the available activities should be included in the model. Meaning 

that this should include activities that aim to create value through external relationships 

as well. Fearne, Martinez, Dent (2012) shows in their review of the existing value chain 

analysis studies showed that none sufficiently reflect these additional perspectives; 

shared value, collaboration for sustainability and competitive advantage and continues 
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that to do so would require greater clarity on the metrics of shared value and its 

relationships with customer and consumer value. 

The traditionally adversarial relationship between supplier and seller has been replaced 

with the collaborative relationship between the parties of suppliers and users. In this 

new interaction, self-interest is replaced by shared interest and earlier proprietary 

information is revalued and replaced as openness and collective trust (Rifkin, 

2011).  According to Cusuman (2010) the companies that using the collaborative 

economy trend are setting up platforms for people who want to rent or use a service in 

short-term. Due to this trend and the awareness of sustainability, sharing-economy has 

developed   the   broader   “servitization- trend”.   In   this   business,   companies   offer   the  

consumers’  access  to  renting  products  that  they  earlier  were  used  to  buy.  (Ibid) 

The shared economy appears as a solution to the problem of waste of consumption-

products in our environment (Botsman, 2014). Waste of consumption-products, together 

with the growing e-commerce and new values of sharing opens up new opportunities 

together with operating on the Internet and networking. Furthermore, the social 

revolution of platforms and the constant stream of information that people are sharing 

with each other has also transformed consumer into prosumer. (Rifkin, 2014) 

Botsman (2013) claims that sharing economy has been used widely as synonyms of P2P 

collaborative economy and collaborative consumption. Moreover, Carroll and Romano 

(2011) explain two types of counterparts in the definition of sharing economy and 

collaborative consumption. The first one describes the use of short-term access, non-

ownership  models  of  exploiting  customers’  unused  goods  and  service,  while  the  second  

one refers to collectively Internet-based platforms that allow users to contribute with 

content by connecting and sharing with each other. According to Botsman (2013) 

collaborative economy is an economy based on distributing networks between people 

and communities that affects production, finance, education and consumption. Further 

the author explains that the purpose of the collaborative economy is to maximize 

utilization based on efficiency and trust, while the collaborative consumption relates to 

how to use underused goods, how to redistribute them and how to effectively optimize 

the use of goods at a lower number. However, all these ideas share the same key drivers 

namely: technological innovation, values shifts, economic realities and environmental 

pressure. 
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Within collaborative consumption Botsman and Rogers (2010) include traditional 

sharing, bartering, lending, trading, renting, gifting, and swapping in which areas the 

activity are redefined through technology. Belk (2014) is critical towards Botsman and 

Rogers (2010) definition of collaborative consumption since it is too broad. Instead, 

Belk (2014) defines collaborative consumption as a concept of people coordinating the 

assets and distribution of resources for a fee. In this sense, one might argue that this is 

the most prominent and clear definition of collaborative consumption. Since Belk 

(2014) excludes sharing activities, permanent transfer of ownership and gift giving 

because no compensation is involved. 

Rifkin (2014) connects consumption with the pattern that people consume to identify 

themselves and to be self-sufficient. This can be comparable with the owning of cars, 

which is being associated with freedom to enter the world of property relationships. As 

a consequence of the Internet generation, people now find freedom in no ownership, the 

right of being included with others and have access to different communities and 

platforms. In other words, Rifkin (2014) points out that freedom is measured in access 

to other networks, compared to the ownership of property in markets. Furthermore, 

ownership is no longer the ultimate expression of consumer desire (Bardhi and 

Eckhardt, 2012).  

Denning (2014) claims that collaborative consumption do not only bring benefits to the 

society but also contributes with positive impacts on the environment by increasing use 

efficiency, waste reduction and encouraging the development of better products and 

services of ownership. PWC (2014) makes the conclusion that sustainability is going to 

play an important role in how businesses respond and as a result of the sustainability 

trend, evolving a consumer lens through which a business is being judged by the 

consumers, its workforce and the society.  

Hartmann et al. (2005) explain how implementing a greener sustainable and a well 

implemented positioning strategy leads to a more favorable perception as a sustainable 

value brand. Lowitt and Grimsley (2009) find that the  customer’s   today  have  gone to 

evaluating sustainability brands and products instead of innovative products. Therefore, 

it is of interest to find the link between brand differentiation and sustainability, since it 

has proven to be a vital criterion for the customer during the brand selection process. 

(Ibid) 
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Rifkin (2014) explains that in collaborative consumption the consumer learns that 

belongings are a short-term experience to enjoy, not only owning. In this sense the 

whole physical way that consumers are thinking about owning things changes.  Rifkin 

(2011) further stresses how favoring the relationship of P2P, instead of independence, 

has been the new way for companies to receive revenue in order to survive in this new 

business climate. In this regard, Rifkin (2014) states that the winner in the arena is the 

company that continues to work during the circumstances that the sharing economy and 

collaborative consumption is a market opportunity and not a threat. Global companies 

have adopted this trend and are starting to refocus their business practice on managing 

every   aspects   of   their   client’s  value   chain.  This   is   called  being   a   solution  provider   in  

order to adjust to the generation shift from ownership to access. (Ibid)  One example is 

how carpools have gowned to become a global trend and more people today chose not 

to own a car. Increasing number of consumers is now choosing to use carpool solutions 

for transfer and as a result, the growing numbers of carpools are arising. Today, Volvo 

has decided to clarify their activities within this trend by linking their activities of 

owning one of the largest carpool companies in Sweden, Sunfleet.  Volvo has now 

started to co-brand with Sunfleet, by implementing their name into theirs by naming it 

“Sunfleet   - Volvo Car Sharing”.   Meaning   that   this   is   a clarification from Volvo, to 

enable several solutions for consumers with different needs such as buying, renting or 

sharing rides with others. (Mynewsdesk.com 2015-05-12; dagensinfrastruktur.se 2015-

05-12). Thus, as the number of poolsystems for example cars, clothes and tools are 

evolving, there is a growing need for companies to know how to react and behave in 

these new environments as globalization and platform technology is increasing access 

and competition.   

It is commonly accepted however that the collaborative economy is creating new 

competitors that the traditional firms must take in consideration (Rifkin, 2014). 

Botsman and Rogers (2011) advocates that this is not a choice between owning and 

sharing. This phenomenon will probably affect consumers in different ways and the 

majority will own, borrow and share. Eventually the companies in collaborative 

consumption will compete with old consumerist models. Aikman (2013) further 

explains how the new start-up companies within collaborative consumption are working 

towards counteracting their previous biggest weakness, namely trust, whereas the well-

established firms used to have the advantage of higher trust due to a higher recognition 
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factor.  Furthermore, the author explains how companies and organizations in the 

collaborative consumption are experimenting with new metrics for enabling trust and 

exchange. Cusuman (2010) takes the argument regarding competitiveness further, 

stating that the platforms of media provides the collaborative economy with the power 

of network-effects and word-of-mouth and already threatens the traditional companies 

at a remarkable speed. Aikman (2013) goes even further, stating that there will be no 

amount of marketing that will be able to force a customer into buying something that 

can be shared. Cohen and Kietzmann (2014) continue by stating that there is not enough 

research made on the subject regarding how sharing economy business models work 

and how they are able to align incentives with key stakeholders to ensure longevity of 

their operations. 

Global competition is transforming the way in which products are produced around the 

world. Therefore, obtaining competitive advantages in international and global markets 

requires identifying value-adding activities such as logistics and marketing that 

influence performance and create effective management of these activities (Prasad and 

Sounderpandian 2003). Furthermore, Kersten et al, (2014) and Ohmae (1990) point out 

that globalization makes consumers seek products and service across borders without 

consideration of nationality. This spread have been improved even further in advent of 

the platforms, were developed technology make it possible for consumers interact and 

trade with others with common interest over borders. As the trading can be identified as 

a substitute to consumption, B2C can also benefit from this spread by networking and 

implement collaborative consumption to reach the global arena and gain international 

competitive advantage. (Botsman and Rogers, 2011).  Moreover, McGrath (2013) 

claims that different industries, consequently of globalization, now competing against 

each other.  

Research shows that collaborative consumption is about how it may affect the way 

firms are doing business as well as how customers consume. Furthermore, collaborative 

consumption has potential to assist outspread shift in global economy toward 

sustainability. (Cohen and Kietzmann, 2014) However, we identified a gap regarding 

how collaborative consumption may affect the value chain and how the phenomena can 

be promoted through sustainability to gain international competitive advantages. As the 

http://www.emeraldinsight.com/action/doSearch?ContribStored=Prasad%2C+S
http://www.emeraldinsight.com/action/doSearch?ContribStored=Sounderpandian%2C+J
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poolsystems are growing bigger and bigger and competition is rising with globalization, 

further knowledge on how to keep cool in the big pools will be needed. 

1.2.1 Research question 
How can firms implement the phenomena of collaborative consumption in their value 

chain and promote sustainability as a core value to gain international competitive 

advantage? 

1.2.1.1 Sub questions: 
x How does collaborative consumption affect the value chain? 

x How can firms implement sustainable values in their core business to gain 

international competitive advantage? 

 

1.3 Purpose 
The purpose of this thesis is to identify how firms could implement the concept of 

collaborative consumption into their value chain and how to promote sustainability to 

gain international competitive advantage. To gain deeper understanding of collaborative 

consumption, sustainability branding, value chain and international competitive 

advantage, the different terms will be examined. 

 

1.4 Delimitations 
This thesis excludes the sharing of public goods, gift giving and sharing since it is not 

perceived as a substitute for consumption. Long terms and permanent transfer of 

ownership such as second hand is also excluded. Nor does it investigate the P2P 

activities any further even though P2P might be considered as a threat for many firms, it 

is more likely to be a proposition for further research.  
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2 Literature  review 
In this chapter the theoretical framework will be presented. The chapter begins with 

defining collaborative consumption and value chain, followed by sustainability and 

international competitive advantage. Finally the chapter ends with a presentation of the 

conceptual framework for this thesis. 

2.1 Collaborative consumption 
Belk (2014) points out that collaborative consumption is a fast growing phenomenon 

and trend with several variants. However, Botsman and Rogers (2011) point out that 

collaborative consumption should not be seen as a new niche trend or a reaction to the 

global financial crisis in 2008. Botsman (2014) and Rifkin (2014) state that the real 

power of collaborative consumption is that it offers a transformative perspective on 

values in the social, environmental and economic area and can be created from any 

number of assets on a dimension that have not existed before. For firms this further 

implies threats, but also opportunities.  

Denning (2014) conclude that one successful strategy to competing effectively towards 

new companies that has adapted the concept of collaborative consumption is to join 

them, not fight them. Furthermore, Botsman (2014) states that between already 

established companies there has been an increase of partnerships in order to develop 

start-ups to fit in the collaborative space. According to Viggiano (2014) these 

partnerships are great to enable the awareness of the brands and demonstrating a 

specific use for the service. However, a challenge for these established brands is to 

fundamentally reevaluate their business models (Botsman, 2014). Once consumers get 

something for free, they will never start to pay for it again. Moreover, in the new 

distributed and collaborative communication society the accumulation of social capital 

has become as important and valuable as the accumulation of financial capital (Rifkin, 

2011). When the marginal costs pushes down to near zero, the closer its get to the 

system breaking down due to decreased level of money in circulation (Rifkin, 2014). 

The author further claims that companies can change their strategy by offering solutions 

to consumers to develop new capabilities, goods and service for the customers, one 

solution is to implement a side service or value adding service. Meaning that the firms 

must develop new capabilities in order to offer this new premium services.  
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According to Denning (2014) and Belk (2014) the more information and sharing of 

music, the more customers can exploit it. Furthermore, the authors claim that in this 

phase consumers are responsive to adopt premium products in order to make the 

purchase more selective and exclusive. In the same line of thought Rifkin (2014) 

connects this premium activities with the fact that musicians give away music, to 

encourage the fans to go to the concerts and spend more money on souvenirs. Hence, 

several markets will shrivel in the upcoming years. 

2.1.1 Consumer behavior 
Consumers are what they own and prefer to express themselves based on their 

belongings and clothes (Belk, 1988). According to Evans et al. (2008) the extended self 

is based on the view that people tend to rate their belongings in a high level of 

importance. In this regard, belongings, either owned or rented, becomes as part of our 

identity and a way to express our selves.  However the author describe how consumers 

tend to consume for the joy of the shopping experiences rather than simply collecting 

the object. This is considered as a rational behavior that aims just to satisfy 

physiological needs. In this case, the buying process is more important than the product 

itself and the consumer values the shopping as a hobby. (Ibid) 

According to  Denning  (2014)  the  social   trend  of  the  Internet  and  its’  unlimited  access  

started a social revolution. Today consumers have the option to choose access rather 

than ownership of material things. Mostly young people find value and satisfaction of 

sharing access to thing, especially since they interact with other people in the process. 

Denning (2014) argues that this social trend bring experience, learning, relationship and 

freedom in order to not have the border of ownership. In fact, the new generation 

actually prefers to share interaction. Aaron and Ahuvia  (2005) follows this pattern by 

describing that people tend to consume products that they love and contributes to 

personal values. Further, Belk (2014) argue that people use other channels to express 

and identify themselves with, than owning things. The link between owning and 

expressing identity is broader today. However, Botsman and Rogers (2011) advocates 

that this is not a choice between owning and sharing. This phenomenon will probably 

affect consumers in different ways and the majority will own, borrow and share. 

Eventually the companies in collaborative consumption will compete with old 

consumerist models. 
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However, Denning (2014) finds that people are saving money, space and time with 

collaborative consumption. According to Rifkin (2014) this form of consumption also is 

an opportunity for self-development and the consumer can find self-rewards by doing 

something good in the process.  Belk (2014) merges the idea that rental is becoming 

more and more common and that we are uncertain about whether or not that other 

consumer owns the car, handbag, household and dress they are using or not. In the 

range that consumers adopt this ideology that society might face the situation where the 

consumer  identifies’ with what they are able to access by the expression you are what 

you access. 

According to Rifkin (2014) the idea of optimizing the lifecycle of products in order to 

reduce the need of producing more used goods has become an everyday activity to 

young people who valuate the frugality in sustainability. In fact, the author claims that 

sharing and collaborative consumption represent the best part of human nature, since it 

is reducing addictive consumption, optimizing frugality and contribute to a more 

sustainable lifestyle. 

2.2 Value Chain 
According to Porter (1985) the theory on value chain is based on the process view of an 

organization, where the idea of seeing an organization as a system made up of 

subsystems each with inputs, makeover developments and outputs. Inputs, makeover 

processes, and outputs involves the procurement and consumption of resources; money, 

labor, materials, equipment, facilities, administration and as well as management. How 

the value chain activities are carried out to determine the firm costs and will affects 

profits. (Ibid) 

Rifkin (2014) further explains how the seller in every step of the conversion process 

along value chains is marking up the cost to the buyer to realize profit. The final price of 

the goods or services to the end customer reflects the markups. Porter (1985) divides the 

activities into main categories Primary and Secondary activities. In this regard, the 

primary activities are described as Inbound Logistics, involving relations with suppliers 

as well as all the activities regarding receive, store, and publish inputs; Operations, 

involving all the activities essential for transforming the input into output (products); 

Outbound Logistics, which includes all activities needed to collecting, storing, and 

distributing the output; Marketing and Sales which involves the actions regarding 
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informing and communicating with the buyers regarding products and services, 

encouraging buyers to purchase them, and enabling their purchase and; Service 

containing all the activities required to keep the product or service working efficiently 

for the buyer after it is sold and delivered. (Ibid)  

Porter (1985) continues by describing the Secondary activities as Procurement, Human 

Resource management (HRM), Technological Development and Infrastructure. 

Mascarenhas et al. (2004) argue that any person, concept, product or brand that adds 

value concrete or immaterial a product or service constitutes to the value chain. Walters 

and Rainbird (2004) explain how the value chain operates on two levels, Strategic level, 

where the aim is to chart where the firms sits in the market and how it should position 

itself. The authors continue by explaining that this is where they analyze what the key 

industry drivers are and where the firm sits. It is a perspective that is driven by the 

overarching notions of creating the customer value. Gadiesh and Gilbert (1998) describe 

the importance of capturing all activities that have significant influence on the firm’s 

ability  to  earn  profit  not  only  in  today’s  situation  but  in the future as well. The authors 

further claim that it is essential to break down the value chain into its activities and look 

into how the competing firms activities. By evaluating other firms business models and 

track new forms of activities, not just within the own industry, and/or adapting new 

forms of strategies they claim, will increase the firm's international competitive 

advantages. The second level Walter and Rainbird (2004) describes is called the Micro 

level and is the collection of processes occurring within the firm such as managing 

personal, building its products and sales. Further, the outcome of the micro level should 

be  the  achievement  of  the  firm’s  defined  value  aims. 

According to Bingham (2004) the major importance of demand chain management is 

customer relationship management and supply chain management. The demand chain 

focuses on long term growth potentials through long-term customer relations, revenue 

and tracking market growth. Vollmann and Cordon (1998) explain how alterations of 

demand chain suggest a fundamentally different focus to the ways in which firm 

interacts with their suppliers and customers. The authors emphasize the importance of 

not just focusing on better purchasing or improving logistics. Heikkilä (2002) argues 

that good demand chain management understands the need of good customer 

relationship and reliable information flow is a contributor to higher efficiency. 
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Furthermore, the author explains how understanding the customers’ needs along the 

right demand chain results in customer satisfaction, since the demand chain consists of 

Marketing and Sale and Service. According to Lee (2014), in order to create sustainable 

competitive advantages with demand chain management, companies need to do deal 

with three conditions: 1.) create shared incentives, 2.) respond quickly to short-term 

change and 3.) adjust design of the logistics. The purpose of analyzing the parts of the 

value chain is to determine which part may give competitive advantage. (Porter 1985) 

2.3 Sustainability Branding 
Gupta et al. (2013) state that firms should implement sustainable valuation and action to 

achieve differentiation. According to Reddy (1998) several brands have reached success 

and international competitive advantage by positioning themselves as symbolic brands 

that have both functional and symbolic values for the customer. Kumar (2014) claims 

that a powerful brand can drive success in competitive markets. To gain international 

competitive   advantage   companies’   can   benefit   from   integrating   sustainability   into the 

brand. These associations have the potential to enhance brand image and create brand 

value, by using an emotional approach. When implementing the sustainability into the 

brand successfully, it requires strict goals and the sustainability should be set as a core 

value with high priority among the goals in the organization and the use of new 

technology will also need the right intention in a developed environment. (Ibid) 

Carcona (2013) considers the decision and actions that affect the sustainability as 

elements of symbolic competition between companies as they can communicate the 

brand identity to customers as they expect.  This is also what all companies have in 

common, independent on the industry, since the deep connection with sustainability, as 

a core value, enhances the international competitive advantages. Furthermore, Gupta et 

al. (2013) support the relationship between the interconnection between brand 

differentiation and brand value. Their findings show that the right implementation of 

sustainability can create brand differentiation and brand value. Therefore, firms are 

advised to adopt a sustainable approach from a branding perspective if their intention is 

to increase consumers brand preferences in turbulent market environments. Brand value 

and brand  knowledge  that  responds  well  to  consumers  and  the  society’s  future  demands  

will succeed as an attractive brand. Yin-Kuan et al. (2012) claim that sustainability is 

vital for any firm and emphasize how investing in environmental practices could result 
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in international competitive advantage as well as economic performance.  Apaolaza et 

al. (2005) state that emotional positioning strategies have a positive impact on brand 

positioning, relative to the emotion dimension of the associations with sustainability. 

The authors state that a well-implemented sustainable strategy can lead to a more 

favorable consciousness of the brand. (Ibid) 

According to Stoiber (2010) firms can implement sustainability branding based on the 

five C’s,  which stands for Consumer, Competitive, Core, Conversational and Credible. 

The   five   C’s   of   sustainably   branding   describes   in   which   areas   firms   should   focus   to  

implement the sustainability in order to benefit competitiveness. To begin with, it is 

stressed the importance of investigating what the Consumer really requests to be able to 

fulfill their needs. There are several ways to implement sustainability and therefore it is 

important for consumers to notice the different to enable an emotional connection. 

Regarding competitive, it is stated that when the price and quality is equal the 

competitive advantages will benefit that brand with a differentiation within 

sustainability features. To create a differentiation in sustainability the Core value is vital 

in order to counteract a confused consumer, meaning that the sustainable value should 

be relevant to the business and the products. For instance it would be relevant for car 

brands to make more fuel-efficient and cleaner cars instead of saving the rainforest. For 

conversational, it is suggested that sustainability branding is more effective when using 

a two-way-communication by showing honesty and transparency and communicating 

flaws. Inviting consumers to join the conversation regarding the process will strengthen 

the brand-consumer relationship further. With this communication consumers feel trust 

and will be loyal. Finally, credible meaning that when the implementation of 

sustainability are set, everything surrounding must also be in place so that the message 

will be communicated correctly, perceived correctly and function correctly. This will 

lead to credibility and sustainable brand success. (Ibid) 

2.4 International competitive advantage 
Kersten et al. (2014) and Ohmae (1990) claim that in advent of the globalization, 

consumers have the opportunity to purchase products in borderless markets. Therefore, 

global consumers have the ability to seek the best products and services at the best 

price, without considering the nationality of the products. Consequently, the 

geographical borders loose meaning while transnational firms increase. Furthermore, 
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firms miss their chances to gradually develop their business towards changes in the 

market, since the phase of globalization arises quickly.  (Ibid)  

According to Porter (1985) a company relative position within its industry determines 

whether the company will gain profitability above or below the average of the industry. 

Furthermore, the author states that there are two basic types of competitive advantage a 

firm can use either; low cost or differentiation. These two types of competitive 

advantage combined with the possibility of activities for which a firm seeks to achieve 

them leads to three generic strategies for achieving the above average performance in 

the industry. Porter (1985) defines them as cost leadership, differentiation, and focus. 

Porter (1997) states that the competitive strategies are applicable both nationally and 

internationally. Furthermore, the strategy concerning focus has two variants, cost focus 

and differentiation focus. 

Marlins, Hoffman and Lamont (1997) explain how businesses with an appropriate 

business leveled strategy-environment fit will demonstrate higher performance and 

competitiveness. However, Akan et al. (2006) and Pretorius (2008) claim that there are 

gaps   in   Porter’s   competitive   strategy,   arguing   that   managers   lack   insight   on   which  

specific tactic to implement at the operational level of their organization when they 

choose to follow one of the generic strategies. Thus the authors state that managers are 

left  to  interpret  Porter’s  theory  and  determine  implementation  on  their  own. 

2.4.1 Differentiation Strategy  
When using a differentiation strategy, a company focuses effort on providing a unique 

product or service, thereby setting their products apart from competitors (Porter 1985). 

Akan et al. (2006) claim that product differentiation fulfills a customer need and 

involves uniquely tailoring the product or service to the customer. This strategy will 

allow a company to charge a premium price to capture market share. Moreover, the 

differentiation strategy enables the firm to charge a higher price for their products based 

on their products characteristics, the distribution system, distribution channels or the 

quality of service. 

Akan et al. (2006) and Porter (1985) advocates that differentiation strategy is most 

effectively implemented when a business provides unique or superior value, strong 

product quality, special features, or after-sale support and service. Furthermore Akan et 

http://www.emeraldinsight.com.proxy.lnu.se/action/doSearch?ContribStored=Pretorius%2C+M
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al. (2006) state the differentiation strategy appeals to a sophisticated or knowledgeable 

consumer interested in a unique quality product or service and is willing to pay a higher 

price. 

2.4.2 Focus Strategy 
Porter (1985) explains that the generic strategy of focus rests on the choice of a narrow 

competitive opportunity within an industry. The focus strategy selects a segment or a 

group of segments within an industry and tailors its strategy serving them. There are 

two forms of focus, namely; (1) cost focus, where the company seeks to develop a cost 

advantage in the targeted segment and exploits differences in cost behavior in some 

segments while; and (2) differentiation focus, which seeks to differentiate in the 

targeted segment.  

Akan et al. (2006) explain how firms in a focus generic strategy, targets a specific and 

often narrow segment in the market and can choose to focus on a select customer group 

such as youths or senior citizens, product range, segment of a market such as 

professional craftsperson, geographical areas, or service line. Focus is also based on 

adopting a narrow competitive scope within an industry that larger firms may have 

overlooked. The focus strategy aims at taking market share through catching a narrow 

market or niche segment more effectively than larger competitors. Focusing allows 

firms to direct its resources to certain value chain activities in order to build its 

advantage. There is also the option of combining the strategy by mixing one of the 

generic strategies of low-cost or differentiation with the focus strategy. (Ibid)  

Parnell   (2006)   emphasizes   that   regardless   of   a   firm’s   strategic   position,   it   should   be  

acknowledged that the two key dimensions of a strategy value and market control, are 

not equally exclusive.  Furthermore, the author explains how emphasis on a single 

orientation strategy can be effective but that firms should constantly seek to enhance 

both market control and value orientations. Akan et al. (2006) claim that to fill the gap 

in  Porter’s  strategy,  companies  could  use  four  critical   tactics  when  attempting  a   focus  

strategy by (1) providing outstanding customer service, (2) improving operational 

efficiency, (3) controlling the quality of products or services and (4) by extensive 

training of front-line personnel.  
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However, Porter and van der Linde (1995) argues that in a turbulent and complex 

business competition companies will constantly find new innovative solutions to 

problems created by regulations, customers and competitors. The authors further claims 

that if environmental regulations are created and implemented correctly they will 

improve the possibilities to reduce costs of a product or they will increase the value of 

the product. Furthermore, the authors continue to stress the importance of developing 

guidelines in sync with other countries or slightly ahead of them. Stating that it is 

important to minimize possible competitive disadvantages relative to foreign markets 

that are not yet subject to the same standard. Developing changes slightly ahead of other 

countries will also maximize export potential and competitive advantage. (Porter and 

van der Linde, 1995) 

Porter and Kramer (2006) links firm's strategic actions to sustainability. The authors 

argues that the competitiveness of a company has its basis in the shared values that the 

society is based on. However, the author stresses that firms should perceive 

sustainability as an opportunity rather than as a PR campaign, yet it requires a 

dramatically different thinking, a mind-set that will become increasingly important to 

competitive success. (Ibid) 
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2.5 Conceptual framework 
The concept of collaborative consumption affects the value chain depending on how the 

firms choose to implement it. The implementation per se will lead to competitive 

advantages due to differentiation compared to competitor. The sustainability branding 

affects the core values of the organization and thus the value chain. Thus, by using 

sustainability branding, firms can gain international competitive advantage. The 

collaborative consumption is also identified as an outcome of sustainable values such as 

recycling and decrease of consumption. Companies can implement the concept of 

collaborative consumption into their value chain as a premium selection, that by focus 

differentiation enablers charging a higher price and still maintain international 

competitive advantage. Furthermore, value chain analyzes, sustainability branding and 

collaborative consumption, per se could increase international competitive advantage.  

Table 1. Conceptual framework 
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3 Methodology   
This chapter aims to present the methods of which the thesis will be presented and 

discussed. The process on how this thesis was made will also be argued for. The 

different subchapters of the method chapter will highlight the research method, 

primary- and secondary data, analysis of the data, reliability, validity and 

operationalization. 

3.1 Deductive approach  
Deduction means to draw conclusions from empirical information through help of 

theories (Jacobsen, 2002). Using this method, the author defines what is relevant to 

explore by using theoretical assumptions in advance. The author continues to explain 

how this method claims that the most effective way of conducting a study for 

conclusion is done by assembly an assumption of how reality is by using theories to 

later test these assumptions to see if they fit into reality. (Ibid) 

Jacobsen (2002) claims that these assumptions are most often based on theories or 

experience. Bryman and Bell (2011) further explains how deductive method is based on 

one or several theories that are relevant for the research question in order to create 

understanding of how underlying problems can affect real situations. This method has 

been criticized because it often leads to the researcher only searching for information 

that seems relevant. In these cases the result could lead to that the gathered data only 

supports those expectations defined before the research. Thus a high level of important 

information tend to get forgotten when the concrete focus maintains on the expectations. 

(Jacobsen. 2002) By being well aware of this problem, this thesis has aimed on 

capturing several dimensions and views from several sources and references, to ensure 

that not one side is more presented. 

This thesis has a central theme of the qualitative research method by gathering theories 

and market changes. The theories, collected and based on previous research, will make 

the foundation for our guideline when conducting the semi-structured interviews with 

relevant companies. Combining these findings with previous research will then enable 

the creation, analysis and verification of the empirical material. The choice of research 

method were made due to the possibility to present several dimension of truth that occur 

in international and complex markets where standardization may be stagnant. After first 
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developing the research question and presenting relevant research topics the theoretical 

framework is presented in the third chapter of this thesis entitled theoretical framework. 

Therefore, this research shows strong signs of the deductive method. Since the subject 

of this thesis aims to target a relatively new trend, the level of complexity may be higher 

than in more accepted and acknowledge theories. Bryman and Bell (2011) led to a 

further determination of forming a qualitative research with a deductive method, since it 

enables for analysis and flexibility as had already been mentioned above. 

3.2 Research Method 
3.2.1 Qualitative and quantitative Method  
According to Bryman and Bell (2011) there are two general yet separate research 

methods to use when doing a research study. The two methods are quantitative and 

qualitative research methods. Bryman and Bell (2011) describes the qualitative method 

as the research where the main focus of the study emphasizes the weight of words and 

interpretations of them rather than relying on numbers and statistics, which is referred to 

be the quantitative method main focus. 

3.2.2 Qualitative method 
When taking on a qualitative research method in a study, Hammersly (2013) explains 

that the method emphasis more on generating and developing descriptions and 

explanations than upon testing predefined hypotheses. Meaning that a more flexible 

research design is adopted, rather than using one in which a detailed plan is constructed 

at the start of the research and then later implemented. Andersen (1994) explains the 

philosophy of qualitative method as when each phenomenon is regarded to consist of a 

unique combination of qualities or features, which means measuring them equally in 

numbers and statistics is misleading. Bryman and Bell (2011) continues by arguing that 

the method is interruptive and constructivist and a verbal rather than statistical analysis 

of data. Qualitative research are frequently concerned with discovering which factors 

tend to produce some outcome, what the typical consequences of some event or type of 

actions are by using small number of cases. A study focusing on discovering, 

understanding and/or explain situations, attitudes and experience of people, qualitative 

research methods is argued to be the most suitable method. (Kumar 2014)  

Therefore, by using a qualitative research method, we aim to gain deeper understanding 

of how the phenomena collaborative consumption and sustainability affecting the 
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business environment. This thesis aims to explore and analyze how collaborative 

consumption can be implemented in the value chain and how promoting sustainability 

as a core value can create international competitiveness for firms. Therefore, it obliges 

an in-depth study of firms that already implementing these concepts. In order to achieve 

this, we argue that this thesis needs to have the flexible and broad nature of qualitative 

method. By explore differences and problems that are linked to the firms’ evolvement 

and implementations of the concepts, we can develop a broader perspective in order to 

answer the research question. The quantitative methods would not allow for such 

elasticity and depth needed to fulfill the purpose of this study, since the main focus 

relying on numbers and statistics.  

Bryman and Bell (2011) further claim that the qualitative is regarded to be inductive as 

it focuses on generating theories. However, according to Jacobsen (2002) there are three 

main ways of drawing conclusions, namely deduction, induction and abduction. The 

first mentioned deduction method is based on theories data while induction is based on 

empirical data. Abduction method is a combination of the first two. 

3.3 Research design 
3.3.1 Semi structured interviews 
Gillham (2008) claims that the semi-structured interviews are one of the most important 

forms of research interviews, since the structure indulge more flexibility and when 

balanced with good structured, they will deliver empirical data of high quality. 

Furthermore, Gillham (2008) states that there are four characteristics and rules 

regarding a semi-structured interview; 1.) Same main questions are asked to all of the 

respondents. 2.) type and shape of questions are part of a cultivation process to ensure 

focus on subject. 3.) to ensure that equivalent is covered the interviews might be led by 

consequence/following questions if the relevant subheadings were not to occur in a 

natural way. 4.) the time period for each interview should be the same. These are the 

parts of the form that gives a common structure to the interviews, the less structured 

parts  are  characterized  by  the  questions  are  ‘open’  - the answers tendency or character is 

open and gives opportunity for sub questions/following question   e.g.   “what   is   your  

opinion  on  giving  scholarships  to  university  students?”   

Exploratory questions are used if the interviewer feels there are more to tell at certain 

parts of the interview. Gillham (2008) further stresses the importance that the questions 
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will have equal meaning for each of the respondents. This thesis uses a semi-structured 

interview form since the authors wished for the ability to bring up areas of interest 

rather than specific answered questions and at the same time have flexibility to present 

aspects that might be of interest for the respondent. 

3.3.2 Sampling 
Before conducting any data collection there must be a selection of which cases to study. 

According to Merriam (2009) there are two basic of sampling; probability and 

nonprobability sampling. Probability sampling, where random sampling is the most 

well-known example, is a basis for statistical overview. Furthermore, this is aim of 

qualitative research. Therefore, as states before, it is not a justifiable choice for our type 

of study. Moreover, for qualitative research, which aims to understand occurring events 

rather than how often they occur, Merriam (2009) mentions non-probability sampling as 

the most common to be the purposive sampling. By using purposive sampling, it allows 

the researcher to choose cases that are representative of the relevant phenomenon. 

Therefore, this thesis uses a non-probability, purposive sampling strategy when finding 

and selecting respondents for the primary data collection. Bryman and Bell (2011) stress 

the importance of finding the right person for interview when conducting a qualitative 

research study. Based on these definitions and recommendations we have selected 

companies that are relevant and of extra interest for our semi-structured method. The 

respondents for this thesis must have knowledge about the subject in order to be able to 

answer the research questions.  

The criteria, which were developed, are the following: 

1. Collaborative consumption have been implemented in the firm 

2. The firm are participating in internationalization 

3. The firm has a sustainability profile 

4. The respondent has knowledge of strategic decision within the firm 

3.3.3 The respondents 
Based on the above-mentioned criteria the following respondents were selected 

3.3.3.1 Mia Grankvist, Marketing communication and PR manager Houdini Sportswear 
(150506) 

The marketing, communication and PR manager in such a flat organization 

knew all the lines of a product and had exceptional knowledge in the work on 
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how this concept was implemented as well as how they work in communication 

the values. 

3.3.3.2 Matti Jokela, founder and CEO Malmö Järnhandel Toolpool (150507) 
Jokela was the founder of ToolPool and knows the entire process of developing, 

implementing and communicates the concept collaborative consumption into a 

business model. 

3.3.3.3 Susanne Bergman, Sustainability manager Hertz (150508) 
As sustainability manager at Hertz the respondent will have good knowledge on 

how to work with the value and the concept of sustainability and collaborative 

consumption. 

3.3.3.4 Filip Hellquist, West region manager Sunfleet - Volvo Car Sharing (150511) 
Responsible for the west region of Sweden has knowledge of the company 

development and the organizational structure as well as marketing and sale of 

the concept. 

3.3.3.5 Marie Dahlgren, corporate responsibility manager Filippa K (150515 
As store manager and Coordinator of Sustainability the respondent have 

knowledge of the communicating sustainability and the collaborative economy 

concept as well as having a direct insight of consumer behavior, communication 

and sale within the company. 
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          Table 2. Firm characteristics  

The average time for each conducted interview was 53 minutes 

 

3.3.4 Company profiles 
 
3.3.4.1 Houdini Sportswear 
Houdini sportswear is an international outdoor-company founded in Swedish 1993 

(Houdinisportswear.se 2015). For the last two years the company are now offering a 

renting alternative of their clothes from their own stores located in different parts of 

Sweden. Since 2006 the company also offering their customers the ability to hand in 

their used clothing for recycling. The organizational structure is described as extremely 

flat where each apartment and division work together. (Grankvist 2015) 

3.3.4.2 Malmö Järnhandel ToolPool 
Matti Jokela founded the concept of ToolPool in 2011 as a complement for old-

fashioned ironmongery with modern changes located in the central part of Malmö, 

Company Industry Vision Respondent Internationalizat
ion  

Houdini 
Sportswear 

Outdoor-
Clothing 

Maximum 
experience zero 
impact 
(Grankvist, 2015) 

Mia Grankvist 
Marketing and 
communication 
manager 

Retailer (Grankvist, 
2015) 

Malmö Järnhandel 
Toolpool 

Ironmongery Create 
sustainable and 
smart 
consumption 
(Jokela, 2015) 

Matti Jokela 
Founder and CEO 

Franchisor (Jokela, 
2015) 

Hertz Car-rental 
service 

To be the first 
choice of brands 
for vehicle and 
equipment 
rental/leasing and 
total mobility 
solution (hertz.se, 
2015) 

Susanne 
Berman 
Sustainability 
manager 

Franchisee and 
coo- partnership 
(Bergman, 2015) 

Sunfleet - 
Volvo Car Sharing 
 
 

Carpools  To revolutionize 
car using to a 
simple, economic 
and 
environmental 
alternative 
(Sunfleet.se, 
2015) 

Filip Hellquist 
West-Region  
manager 

Franchisor 
(Hellquist, 2015) 

Filippa K Fashion  Fashion where 
sustainability is 
the guide to 
growth (filippa-
k.com, 2015) 

Marie 
Dahlgren 
Corporate 
Responsibility 
Manager 

Stores and 
retailers (Dahlgren, 
2015) 
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Sweden. Today the company growing and has a franchised business located in Oslo, 

Norway. Toolpool provides the customers with the complementing service of renting a 

wide range of tools and the company structure is extremely flat. In 2014 ToolPool won 

the International Marketing Price in Cannes. (Jokela, 2015)  

3.3.4.3 Sunfleet- Volvo Car Sharing 
Sunfleet was founded by Volvo and Hertz in 1998 and provides carpool solutions for 

companies that in 2006 also invited private consumers to take part of this carpool 

solution. The company are active in Sweden, Denmark and Norway operating under a 

different name, all using the same booking system and technology concept. The 

organization is described as having a flat structure with direct contact between each 

individual. (Hellquist, 2015)  

3.3.4.4 Hertz 
Hertz is the largest car rental company in the world and is now taking on the 

competition of becoming world leader in providing rental equipment for heavy 

equipment and tools within the construction industry (Hertz.se 2015). Hertz Sweden is a 

Franchised company with a hierarchical structure providing car rental and carpool 

solutions. (Bergman, 2015) 

3.3.4.5 Filippa K 
The company was founded in 1993 and was firstly created to break the previous 

superficial trends within the fashion industry focusing on quality and a timeless design. 

In 2015 they started leasing clothes (filippa-k.com, 2015). The company structure is 

described as a flat organization so that each individual can take part of planning and 

implementation of strategies. (Dahlgren, 2015) 

3.4 Data collection 
3.4.1 Primary Data 
Primary data is described by Bryman and Bell (2011) as information collected or 

perceived directly from immediate experience. They continue by stating that the data 

collection must be in accordance with the research questions and with reliable and 

relevant sources. The authors further claim that gathering primary data through 

interview is an effective method in qualitative research since it offers deeper meaning 

and understanding for complex questions. Yin (2014) also describes the positive sides 



How to be cool in the big pool 

Mimmi Ericsson & Åsa Molin 
 

26 

of using interviews as source of primary data in qualitative research. Furthermore, Yin 

(2014) also describes other forms of gathering reliable data through observation and  

focus groups. However, this thesis will gather its primary data from interviews due to 

the limited timeframe and the experience of the researchers arising from conducting 

interviews. 

3.4.2 Secondary data 
Secondary data is, according to Bryman and Bell (2011) regarded as information, which 

is not gathered for answering the research questions. However, it helps the researcher to 

find solutions, further explanations, dimensions and thereby find answers to the research 

questions. The secondary data of this thesis has been collected from the Linnaeus 

University Library, Uppsala University Economicum Library as well as both of these 

universities various databases. In order to create the theoretical framework, the 

secondary data is crucial for our thesis and research question since it formed a 

foundation for collection of primary data and evolving relevant conclusions from 

empirical findings. 

3.5 Operationalization 
Patel and Davidsson (2011) describe operationalization as the transformation from 

theory into interview questions. This process is very important since the empirics will 

be based upon the theory for analysis. Therefore, in this research the guideline will be 

divided into four areas in accordance to the identified relevant theories, i.e. 

collaborative consumption, sustainability branding, value chain and international 

competitive advantage our theory.  

3.5.1 Collaborative consumption 
The design of the questions is based on the split views and opinions regarding 

collaborative consumption and how it has affect each company concerned. Botsman 

(2014) and Rifkin (2014) argue that the real power of collaborative consumption is that 

the concept offers a transformative perspective on values in the social, environmental 

and economic area. Moreover, the authors explain that this further implies threats, but 

also opportunities for firms. Our questions regarding this topic were used in order to 

explore how the companies perceive the phenomena collaborative consumption and 

how each company identify this as a threat or an opportunity gain international 
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competitive advantage. The follow-up questions developed were used in order to gain a 

wider picture and to discuss the answers further. 

Belk (1988) explained that consumers prefer to express themselves with their 

belongings and clothes by use the expression you are what you own. Furthermore, this 

statement of behavior has been changed by Belk (2014) since the society might face the 

situation  where  the  consumer  will  identifies’  with  what  they  are  able  to  access  instead.  

In order to explore how the collaborative consumption affect the firms and how it most 

successfully could be implemented, we also developed sub-questions regarding 

customer behavior and how the firms responds to it.  

3.5.2 Value chain 
To be able to identify how collaborative consumption affect the value chain, traditional 

theory regarding the value chain and its meaning were of high importance. Therefore 

Porter’s  (1985)  traditional  view  on  value  chain  was  used  and  then  additionally  Walters 

and Rainbird (2004) additional finding on competitiveness and content of the Value 

Chain were described. The questions were therefore designed so that the respondents 

could describe their actions and strategies within the value chain. 

3.5.3 Sustainability Branding 
The  questions  were  designed  based  on  Kuman’s  research  (2014) where it is stated that 

implementing the sustainability into the brand successfully requires strict goals.  The 

sustainability should be set as a core value with high priority among the goals in the 

organization. Furthermore, Carcona (2013) consider the decision and actions that affect 

the sustainability as elements of symbolic competition between companies as they can 

communicate the brand identity towards the customers. The questions were developed 

to explore if the companies have implemented sustainability as a core value and how the 

firms communicates it to their customers in order to gain international competitiveness. 

Follow-up questions were designed to get examples and to improve the understanding 

on how the companies use sustainability as a concept.  
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3.5.4  International competitive advantage 
By using the traditional competitive strategy theory developed by Porter (1985) where 

is argued for differentiation and focus as competitive strategies. Further research on 

additional competitive advantages, regarding how to manage these strategies (Akan et 

al., 2006) was included in order to create sub-questions.  These sub-questions aim to 

gain knowledge on how these firms believed their actions could lead to international 

competitive advantage. However, the theory regarding competitive advantage is mostly 

used in order to describe the outcome of these actions taken by the collaborative 

consumption firms.    

Table 3. Operationalization  

 
Concept 

 
Interview 
questions 

 
Reasoning 

Collaborative 
Consumption 

1-2 We asked the respondents questions of their 
perspective of the term, in order to gain better 
understanding on how the firm has adapt to the 
concept and if the consumer behavior has changed.  

Implementation 3-7 Questions regarding how the companies implemented 
the concept of collaborative consumption and why 
was also asked. Furthermore, we asked about 
opportunities, threats and challenges. With this answer 
we could use their experience as knowledge on how 
other firms could use a successful method to achieve 
international competitive advantage.   

Consumer 
behavior 

8-10 Questions regarding how consumer behavior might 
change and how to communicate these new values 
were made in order to gain better understanding of 
demand and how the companies has respond to it.  

Sustainability 
Branding  

11- 17 Regarding sustainability we asked how the companies 
apply the concept into the business and the level of 
how much it affects their work. We also asked if the 
companies had any core values within the 
organization. With these answers we could get an 
understating of their level of engagement toward 
sustainability and how the companies communicate 
these values to the customer.   

Value chain 18-20 In order to understand possible changes in the value 
chain and to spot where the activities for best 
competitiveness lies, we asked the respondents to 
define the different links in the chain, and what might 
have changed since the implementation of 
collaborative consumption.  
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3.6 Process of Analysis 

Since this thesis uses a deductive research method the collected data will firstly be 

grouped and then analyzed in order to search for similarities and differences. We aim to 

answer our research question with both primary and secondary data so as to guarantee 

validity and reliability through our analysis. 

3.7 Quality of the research 
3.7.1 Reliability 
Reliability or credibility is according to Bryman and Bell (2011), how well the result of 

the research would be the same if it were to conduct it once again or if it was affected 

by temporary or present conditions. Gillham (2008) further argues that sometimes, poor 

reliability between different data analysts may be an indication that the analyzed 

material invites a number of different and legitimate beliefs. The author argues that 

unless the researcher does not use a superficial method when analyzing the interview 

material, such as simple descriptive categories or the presence of specific words or 

phrases, the inevitably creates some sort of interpretive construction of what the 

respondent says. Doing this with systematic objectivity and reflection, making sure that 

there is a representative sample of the interview transcript and to specific evidence for 

the claims, does not change the fact that it is a subjective construct that is created. Thus 

it is crucial to present the findings of interview as well as offering the transcript of the 

interview.  

3.7.2 Validity 
The concept of validity is to examine whether the findings generated through the work 

are consistent and are related or not (Bryman and Bell, 2011).  Yin (2014) explains the 

two concepts of internal and external validity. The author further describes internal 

validity as how the researcher matches the conclusions and results with reality and how 

it is most commonly used in illustrative studies, which is when the thesis aims to 

explain how and why certain events leads to certain processes. There is a risk that the 

researchers assume that one event will have an underlying connection to another, thus 

forgetting to take a third event into consideration. (Ibid) 

This thesis aims to ensure internal validity through a wide range of internationally 

recognized and acknowledged theories within our field of study and by the support of 

semi-structured interviews for primary data collection. External validity is according to 
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Yin (2014) to which extent the result can be used in different situations. Bryman and 

Bell (2011) explain the external validity as how far one can generalize the results 

generated from the survey once the specific context has been removed. 

With other words, it should be assumed that the phenomena take place in other contexts 

as well. The fact that this is a deductive research method, we further argue that we have 

the appropriate level of internal validity as possible in this type of thesis.  Importantly, 

however, have an understanding prior to the interpretations made in the work certainly 

colored by our own opinions and frames of reference. 

3.7.3 Ethical considerations 
Weathington, Cunningham and Pittenger (2012) describe ethics as the process of 

studying moral standards and examining how we should interpret and apply them in 

different  situations.  They  continue  by  explaining  the  importance  of  not   just  ‘doing  the  

right   thing’   but   the   importance   of   understanding  why   some  behaviors   occur   and  why  

they are considered incorrect or correct. Andersen (1994) further describes the ethics of 

how a researcher defines the role towards the respondents the research is made upon and 

in which extent the researcher informs the respondents of the conducted research. 

Therefore, before conducting the interviews, the respondents will be well informed 

regarding subjects related to ethical considerations. Gillham (2008) describes how 

respondents may face regrets upon what they have chosen to share during the interviews 

after several days of considerations. Therefore the opportunity for chosen respondent in 

this research will have the possibility/opportunity of using a fringed name so they can 

feel truly free to express themselves in an honest and explicit way without possible 

regrets afterwards. 

3.7.4 Criticism 
Weathington et al. (2012) stress the concept of the researcher's pre-understanding of the 

subject and their ability to translate their knowledge into the area thereby being 

competent enough to translate their findings into analysis. 

This thesis is conducted by two authors with three years of experience within the field 

of International Business, thus we are qualified to write a Bachelor thesis within this 

field. According to Bryman and Bell (2011) the qualitative method compared to the 

quantitative is fewer representatives regarding generalization since it focuses less on 

units and opportunities and numbers. In consideration of our previous knowledge and 
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interests, it may color the result as well. However, by knowing how this might influence 

our thesis we will work against letting our personal interest and political view take place 

of the analysis as much as it might have had if we were not aware of it. In order to 

improve a broader perspective and prevent a one-sided result into the research question 

we have also choose to interview persons with different positions in each firm.  

Since the respondents and we are Swedish citizens, the interviews were conducted in 

our native language Swedish. Consequently, a translation to English was necessary for 

the thesis as the interview questions were asked and the responses collected in Swedish. 

Therefore, some tones of meaning can be lost during the translation. The interviews was 

recorded and after each interview were conducted, a transcription were made in order in 

order to prevent that some sentence in the dialogues would lose their power and 

intention. Moreover, we have taken precautions against this by using respondent 

validation to strengthen the quality of the empirical findings.  

Regarding our empirical conduction further criticism could be raced regarding the fact 

that one of our interviews were conducted over the phone, which means that important 

body language or facial expression could be missed, which according to Yin (2011) is 

defined as very important when performing qualitative interview. However, we have not 

taken such reactions or expression in consideration when conducting the empirical 

analysis, thus simply analyzing the spoken word. Additionally, we should mention that  

we discovered an improvement of our own ability to conduct interviews along the 

process. This could imply that we have missed additionally important information in the 

beginning of the process. 
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4 Empirical  findings 
The following chapter will present the empirical findings conducted through interviews. 

Five semi-structured interviews were conducted and will be presented in chronological 

order. Furthermore, each interview will be presented and divided in subchapters 

relevant for our study in order to ease the reader.  

4.1 Houdini Sportswear - Mia Grankvist (150506) 
4.1.1 Collaborative consumption 
Grankvist explains that Houdini discovered this trend of collaborative consumption, but 

had hard time to identify how to implement the phenomena into the business model. 

Therefore, the company developed its own strategy and saw an opportunity to start this 

rental-service together with the establishment of their own stores in Sweden. In fact, 

Grankvist explains the rental- service is an answer to enable the consumer-curve in the 

right direction. This new side-service in their concept targets the consumers who just 

use this type of outdoor-clothes during special weekends and event and prefer short-

term use. If the company can offer more consumers the ability to use fewer products, 

Grankvist claims that the consumption will go into the right direction toward a more 

sustainable society. 

Instead of identifying collaborative consumption as a threat of decreasing sales 

Grankvist is certain that companies can adjust the business into long-term thinking and 

turn this into an opportunity. Grankvist also identifies collaborative consumption as an 

opportunity to cooperate with other companies that are interested in the rental-service as 

a side-business. Grankvist further develops this idea and by explaining that everyone 

need each other and that has led Houdini to engage in several successful collaborations. 

Grankvist explains that it was easy to implement the rental-service in own stores in 

Sweden and Houdini is now looking at the international arena as an interesting project. 

Houdini have also received requests of partnership from the hotel industry. “We   can  

always find other companies and channels that are interested to offer the renting as a 

service. If you are going to rent skiing you might as well rent your other equipment for 

the same activity and if you are going to rent a car to go to the mountains you might as 

well rent your  clothing  at  the  same  time”  (Mia Grankvist, 2015-05-06). 
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4.1.2 Value Chain 
4.1.2.1 Secondary activities 
Grankvist describes the organizational structure of Houdini as very flat with very short 

lined communications between the different department and that all the departments are 

well   integrated   with   the   values   of   sustainability.   “There is no special department 

working with environmental questions at Houdini, instead all department profoundly 

work with sustainability. The economy department, the marketing, department, logistics 

- everyone knows what it is about.”  (Mia Grankvist, 2015-05-06). Furthermore, Houdini 

puts a lot of effort in researching and developing regarding technologies of productions 

and fabrics.  Grankvist explains how Houdini, nowadays as a well-established company, 

has the ability to impose requirements on the supplier in order to produce sustainable 

and ethical products. 

4.1.2.2 Primary Activities 
Grankvist states the importance of good relationship and knowledge regarding suppliers 

and producers in order to maintain the appropriate standards. The physical stores are 

where the consumers rents clothes and have the ability of mending and 

recycling.  Moreover, the most used tool of communication is described to be the firm's 

webpage. However, Grankvist claims that the most challenging part is regarding 

marketing and sales, where educating and informing the consumer is defiant. Mostly, 

the consumers are not aware that service of renting clothes exists and the phenomenon 

is still new at the market. Yet, Grankvist advocates that the rental-service also creates 

opportunity of sales, since consumers might actually buy the product later if they feel 

the need of long-time use.  By implementing the rental-service into their business, 

consumers are able to use product in short-term only needed. Grankvist claims that it is 

important to do business and keep sales, since Houdini would not be able to affect the 

industry without being an existing company. 

4.1.3 Sustainability branding 
Grankvist states the phenomena is not seen as a trend anymore but a permanent value. 

Houdini started with the vision of conscious and sustainable values in order to create a 

sustainable environment “Even  if  the  company  was  very  small  in  the  start-up phase, the 

ambition  where  there”  (Mia Grankvist, 15-05-06). One of the core values of Houdini is 

called   “Core   comfort”.  Grankvist   explains   the   importance   for   consumers   to   feel   good  

about themselves when using their clothes. Consumers value the feeling of safety and 
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trust due to the fact that products were produced during right conditions in a conscious 

way that is good for the environment. Grankvist admits that Houdini only recently 

started communicating their sustainability efforts and progression of sustainability 

branding, due to the fact that sustainability also can be used as a differentiation and 

ability to make the customer conscious. “Our  vision  is  to  deliver  maximum experience, 

zero impact”  (Mia Grankvist, 2015-05-06). 

Moreover, Grankvist explains the lack of communication is due to their believes in 

conducting a well worked strategy by not stressing any rushed decision that does not 

follow with their core values. Instead Houdini aims for a well worked profile from the 

beginning.  Furthermore, Grankvist sees an advantage in being honest about both flaws 

and   strengths   to   customers   trust.   “We have never tried to hide anything in our 

organization even if we have made mistakes, we are happy answer  all  of  the  customers’  

questions”  (Mia Grankvist, 2015-05-06) In fact, if consumer are not aware of the work 

the company is doing, it is impossible to pursue consumer empowerment. According to 

Grankvist this way of thinking is based on the fact that it is a business in constant 

development, working with the ambition to always look at the next step. The core value 

in   the   organization   is;;   “Do good, play hard, have fun and push   boundaries” (Mia 

Grankvist, 2015-05-06). 

Do good indicate good relationship with suppliers. Play hard means that every step in 

the organization should reflect the sustainable value. Have fun indicates the importance 

of having fun in the process and not use so many pointers in the business. Grankvist 

argues that the recognition factor of fun is important for consumers since the brand is 

something they bring on a joyful trip and is associated with good memories. Push 

boundaries reflects the importance of being innovative and challenging.  In order to 

strengthen the sustainability, Grankvist claims that Houdini only produces clothes that 

are multifunctional and do not advocates that different activities need different uses of 

materials or garments to increase sales. However the respondent states that consumption 

must exist, and that Houdini is a part of the increasing consumption as well.  

4.1.4 International Competitive advantage 
Today, Houdini is unique in the way that they have implemented sustainability as a 

pervading core value from the beginning. However, according to Grankvist, the goal by 

setting this core value has not been a way to create differentiation towards competitors 
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on the market. In fact, Houdini encourages the spread, usage and awareness of 

sustainable products and advocates more likely the big companies to use the same 

business model. Grankvist claims that Houdini could take advantage of the spread and 

use it as free marketing in order to spread the collaborative consumption. Additionally, 

Houdini explains how the collaborative consumption and sustainability is special for the 

Nordic region. 

4.2 Malmö Järnhandel - ToolPool - Matti Jokela (150507) 
4.2.1 Collaborative consumption 
There was a growing demand of short-term use, where Jokela noticed that the 

consumers were rather looking for practical solutions than products among one person 

families “The   concept   is   about   local   services,   advice   and   problem   solving” (Matti 

Jokela, 2015-05-07). Jokela implemented the collaborative consumption in the forms of 

a renting opportunity, free of charge. The aim is not the get the customer to buy as much 

as possible, rather find the best solution to satisfy their needs. With this implementation, 

the rental service also contributes to a strong environmental focus that contributing to 

lower consumptions of product. 

Jokela further refers to it as a win, win, win situation where the company, the consumer 

and the environment will benefit from this collaborative consumption concept. Of 

course it is business and the goal must be to make profit and earn money as all other 

companies but it is different way to achieve these goals. Furthermore, Jokela explains 

that if the process gets too complicated, consumers will not use the service and therefore 

it is vital to keeping it simple. Jokela further makes the conclusion that consumers are 

lazy and need to have everything with unlimited access to use it now days. 

4.2.2 Value Chain 
4.2.2.1 Secondary activities 
Jokela explains how the limited resources create problems regarding marketing and 

sales and how it also harms the technological development needed. Developing 

applications and create cooperation between the applications and booking system is 

expensive and time consuming since it demand a high level of technology and 

development. However, Jokela argues that through the franchisees of Toolpool in 

Norway, using the same applications system, Jokela can use the financial resources to 

develop Toolpool further.  
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4.2.2.2 Primary activities 
When selecting the products for ToolPool, Jokela decided to use the color pink, since no 

other supplier were using this color and this would make them stand out and break the 

common norms in the industry. Jokela explains the outbound logistics as the forgotten 

part. Jokela emphasizes the importance of being close to the consumer and therefore 

Toolpool need to be located in the central parts the city. Thus the rent of facilities 

becomes high, meaning that the business needs to make profit. Since the physical store 

of Malmö Järnhandel already was established and used for storage of equipment, Jokela 

had the option of provide free renting of tools as a value adding service in addition the 

main business. 

The platform used for booking the tools is the Facebook Application, where consumers 

can sign in and book a tool. The fee of renting is a publication on facebook, which also 

function as a marketing strategy, as it widens the spread of knowledge regarding the 

concept. Jokela states that the marketing and sales process is demanding since it takes 

both time and resources to educate consumers in this new concept. The important part is 

to provide good service. Jokela elaborates that so far the best marketing is still through 

word-of-mouth, but explains that the Webpage is a good platform for communication. 

Moreover, Jokela describes the concept of ToolPool as a service and a complement. The 

main idea for the concept of ToolPool is not to make profit, rather increase the total sale 

for the company Malmö Järnhandel and to function as a substitute for consumers “I  

don’t  need  a  drill,  I  need  a  hole  in  the  wall” (Matti Jokela, 2015-05-07) 

4.2.3 Sustainability branding 
Jokela explains the importance of not only developing a sustainable product towards 

competitors or alternatives. It has to be easy for the consumer to use the product, 

otherwise there will only be consumers with high level of enthusiasm regarding 

sustainability using the product and that segment will use it anyway. The concept of 

Toolpool is developed in order to decrease the consumption today as well as develop 

and create a sustainable society. “This   is   part  of   the   future  one  could   say,  one  of   the  

growing future concept is to take the environmental responsibility to the next step to 

make  it  real  within  your  company  and  create  sustainability” (Matti Jokela, 2015-05-07) 

Jokela states that with this implementation, the rental service also contributes to a strong 

environmental focus contributing to lower consumptions of product within the industry. 
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The respondent also claims that renting is strong growing concept and that the 

phenomena will contribute to international competitive advantage in the future. This 

goes together with sustainability and it is important for company to take responsibility 

and set it as a core value in order to be “real  about   the  sustainability” (Matti Jokela, 

2015-05-07). 

Jokela, states that there is no way make high profits in the collaborative consumption, 

profit will be made together with other firms or components within the existing 

organization. Jokela has an advantage by using already existing logistic. For instance, 

Malmö Järnhandel is already an established store with opening hours and all the 

resources are in space. 

4.2.4 International competitive advantage 
According  to  Jokela,  ToolPool  focuses  on  delivering  service  and  advice  in  towards  “one  

man  families”  and  offers  tool  renting  as  substitute  service/products  in  a  central  position  

in the city. Jokela states that there was no other ironmongery in the central parts of the 

cities and that most of them were located outside of the towns. Jokela also found that 

other companies within the industry were operating as if all their consumers were men 

with the same knowledge as the industry, which lead Jokela to look at segments that the 

industry had forgotten about. The industry had missed the city central and the concept 

of collaborative consumption, where the goal is to satisfy short-term needs instead of 

selling as many products as possible for the cheapest price.  

Jokela does not see other companies within the collaborative consumption industry as a 

threat, nor does he regard the larger established tool-companies possible adaptation to 

the collaborative consumption as a threat. Instead, Jokela describes it as a positive thing 

if the big firms would to adapt to this trend, since it is part of his vision to change the 

industry and spread this phenomena further. Jokela claims that collaborative 

consumption is part of the future for international competitive advantage. In fact, now 

the requests of franchises are coming from England, Germany, France and Denmark. 

However, Jokela claims that there is no future in only using collaborative consumption 

as a concept for making profits. Jokela clearly exemplifies with all the non-profit 

companies within collaborative consumption that have shut down. Rather, Jokela 

regards it as a substitute added to other business models and an extra service. Because 
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of the importance of differentiation, for some companies it could even be a vital 

substitute to implement, in order to survive in the new business climate. 

4.3 Hertz - Susanne Bergman (150508) 
4.3.1 Collaborative consumption 
Bergman claims that the challenge of knowledge in the collaborative consumption and 

sustainability is related the shifting generation. “For  sure,  it  is  not  my  parents  that  are  

willing to share cars and rides with each other, rather my children. They do not find 

any satisfaction and status by owning a car, it more like: I want  in  now!  Where  is  it?” 

(Susanne Bergman, 2015-05-08). 

Thus, the new generation is not interested in owning things. Therefore, Hertz discovered 

the demand and importance of access and service that are being more and more vital in 

the new business climate.  The customers today are comfortable and prefer the easiest 

way and availability in a service. As a part of Volvo, Hertz started the carpool 

“Sunfleet”   as   cooperation and by this project Hertz and Volvo has strengthened their 

brand image with: environment, safety and sustainability. Bergman also identifies the 

expansion of Sunfleet as evidence of the growing phenomena collaborative 

consumption and is positive toward the successful development.  

Further, Bergman claims that other carpools are having problems regarding 

profitability, but Sunfleet have advantages since Volvo and Hertz are well-established 

on the market. “Therefore   we   have   a   whole   different   opportunity   to   see   and   meet  

requirements   that   is  available  at   several  points  of   contact” (Susanne Bergman, 2015-

05-08). In order to develop the company within collaborative consumption, Bergman 

explains that Hertz is constantly implementing new projects and establishing 

collaborations with companies and universities to solve different kinds of problem 

within this phenomenon. Bergman has positive experience of cooperating with others to 

achieve a strong brand connected to sustainability and increase the sales. For instance, 

the company cooperates with real estates-firms in Gothenburg by offering carpool 

solutions for the inhabitant with Hertz technology. This also enables consumers 

knowledge and possibility to discover this new phenomena. 
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4.3.2 Value chain 
4.3.2.1 Secondary activities 
Bergman emphasizes the interest of new technologies and their development. 

Furthermore, this is considered an important part with high resource flow. The size and 

establishment of the firm is described by Hertz as being very helpful regarding 

implementation and development. Moreover, Bergman is confident that it is an 

advantage for Hertz to be a big company with many experienced and advanced 

resources.  “As  a  big  company  it  is  absolutely  safe  by  having  safe assets. As mention we 

are having a forwarded and successful company as Volvo that used Hertz as an 

experimental   project   in   the   past” (Susanne Bergman, 2015-05-08). Bergman argues, 

that due to the size of Hertz the company needs a hierarchical and centralized leading. 

As part owner, Volvo is described as having decisional power. In this argument, Hertz 

have pressure to achieve good results and sales independent on what is best for the 

environment. 

4.3.2.2 Primary activities 
Bergman explains that their owner Volvo, providing them with products have one 

vision of what cars they want to implement on the market, thus Hertz do not control 

what products they are to use. However, Hertz are mostly using new models with high 

environmental certification. Bergman describes how carpool-solutions limited success 

in Stockholm is due to the problem of finding parking areas in the central parts of town. 

Hertz has developed high-tech equipment that makes it possible for consumers to access 

a key and return it without any middleman. Thus, consumers do not need to interact 

with personal service. Still, Bergman is aware of that some consumers will demand 

personal service, as a consequence the personal connection that the company is missing 

out, has been discussed internally. When communicate this value to the consumer Hertz 

often invite politicians to use public relation as a marketing strategy. However Bergman 

admits that she is not fully informed on how the marketing works within the 

organization. Bergman also states that the Webpage is a great communication channel 

and Hertz also use different media channels that are relevant during different events 

every year.  

4.3.3 Sustainability branding 
According to Bergman, Hertz always strives to mediate the value sustainability in the 

organization. However, Bergman describes the challenge of mediating this value due to 
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the fact that it is a car-business. If consumers starts rent more, Hertz total pollution will 

increase. Yet, Bergman explains how this is a positive thing for the environment, since 

Hertz cars are replacing private vehicles.  The problem is to communicate this message. 

“It  looks  a  bit  odd  if  we  work  towards  a  sustainable  environment by increase our level 

of  pollution” (Susanne Bergman, 2015-05-08). 

Bergman explains how Volvo is a company that wants their brand connected with 

sustainability and modern thinking, which is most likely the reason for the previous 

connection and changes in Sunfleet’s name from simply Sunfleet to Sunfleet – Volvo 

Car Sharing. Hence, Bergman believes could strengthen the connection between the two 

brands. 

4.3.4 International competitive advantage 
The advanced technology, excluding personal contact, makes Hertz unique and more 

available for consumers, which Bergman identifies as a competitive advantage. In order 

to create differentiation on the Swedish market Hertz has, besides the business code of 

conduct from Hertz international, developed and signed their own environmental 

agreement: “So  in  this  way,  we  follow  their  principles’  in  general  and  then  we  also  have  

that  extra  effort” (Susanne Bergman, 2015-05-08). 

According to Bergman, the pressure from the outside such as international and national 

enterprises is constantly increasing and if companies do not make the ground criterion 

on sustainability the firms would be removed as an option for the consumers. Thus, 

simply publishing a report on sustainability each year will not be enough. Instead, it 

requires firms to constantly work on sustainable and social responsibilities and follow 

both national and international regulations. Consequently the adoption of sustainability 

is also of high importance of doing good business: ”According  to  us  it  is  also  a  question  

regarding  successful  business  in  many  ways  [...]  for  us,  it  is  about  survival”   (Susanne 

Bergman, 2015-05-08) However, Bergman explains that sustainability is a special 

demand from the Nordic region. 

4.4 Sunfleet – Volvo Car Sharing - Filip Hellquist (150511) 
4.4.1 Collaborative consumption 
Hellquist describes how consumers today do not want to wait in phone lines or emails, 

and instead prefer to gain access and answers right away. Today, very few people born 

in  the  80’s  and  90’s  have  their  own  car,  since  it  is  not  considered as a symbol of status 
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in the same extent anymore. Therefore, the company finds it vital to provide consumers 

and companies with the service of using cars simply when needed. However, Sunfleet 

has met problems in that sense that the older generation do not always approve of the 

use of applications. The older generation over 45 years is hard to reach since they did 

not grow up with the technological developed such as computers and smartphones. 

Hellquist states that it varies, but the pattern is a decreased number of customers 

prioritize the buying a car. “it  is  not  seen  as  status  to  own  a  car  anymore,  compared  to  

before,   customers   won’t   even   go   to   buy   groceries   anymore,   they   can   do   it   online” 

” (Filip Hellquist, 2015-05-11) 

4.4.2 Value chain 
Secondary activities 

Hellquist describes the organizational structure of Sunfleet as somewhat flat where the 

communication line between departments is short. Sunfleet uses advanced technology 

within the cars and their platforms to provide high security for consumers. The 

company relies on using the newest car models and continues to develop better 

technology for the environment. Employees at Sunfleet are also to follow sustainable 

actions regarding waste and pollution,. Furthermore, the company is now 

environmentally certified. Hellquist explains that the limited financial resources also 

harm their ability to marketing and communicate their profile. 

4.4.2.1 Primary activities 
Sunfleet only uses the environmentally friendly car models, provided by Volvo their 

main supplier, in order to maintain their environmentally friendly vision. Hellquist 

explains that the company uses the same platforms and technology for booking in 

Sweden, Norway and Denmark. In order to access the booking system, consumers 

simply uses “BankId” to become a member, and can then start using the carpool 

systems through an application or webpage, and will receive payment instructions later. 

Marketing and Sales is described by Hellquist as time consuming and demanding, since 

it takes time to describe the new concept and how the consumer may benefit from it. 

Hellquist continues by explaining that the main problem is that they lack the resources 

needed for marketing, since it would have to be an educational marketing. Furthermore, 

Hellquist explains that the Webpage works as a good form of communications and 

educational forum and that the main service is coordinated in a way so the customer is 

independent of personal service by using advanced technology with high levels of 
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security. According to Hellquist a personal meeting is no longer needed, consumers 

now day files complains if there are any. “In  the  best  case  scenarios,  the  consumer  will  

never  come  in  contact  with  us” ” (Filip Hellquist, 2015-05-11) Additionally, Hellquist 

argues that it is extra important to take these complains seriously.  

4.4.3 Sustainability branding 
Hellquist states that Sunfleet does not only work on the external view of sustainability 

for the consumers, but emphasizes that Sunfleet also use core values of sustainability 

internally, by not eating meet or waste paper. Sunfleet also works hard on maintaining a 

high level of sustainability regarding the products used. Further, Hellquist defines how 

working with the concept of collaborative consumption and sustainability will be crucial 

in the future since the trend regarding sustainability is growing.  Hellquist claims that 

the phenomena will put pressure on firms that not to adapt to it, and sees an 

international trend that is growing to become vital. However, Hellquist does express 

confliction stating that Sunfleet is a carpool company that aims to reduce car 

production; still they were founded and owned by Volvo. Still, Hellquist states that this 

is unlikely seen as a threat for Volvo, because if the Sunfleet is able to take market share 

from other car companies Volvo consequently make market shares.  Hellquist also 

clarifies that consumers do not choose them from a perspective of price, but depending 

on their environmental reasons even when if the sustainable choice sometime become 

more expensive. Only recently did Sunfleet clarify their connection to Volvo when by 

changing their logo on the webpage to Sunfleet Volvo Car-sharing. Hellquist describes 

this change as a result of wanting to be connected to Volvo evolvement from a boring 

Nordic company into an international enterprise. 

4.4.4 Competitive advantage 
Sunfleet was founded after spotting the gap between taxi and rental cars. The taxi 

service was used as one-way transportation and for up to 30 minutes while rental cars 

were used for at least a day. The new target was the possibility to rent something that 

would transfer people to several different places in one booking, where the need of 

renting for the entire day was excluded.  Hellquist describes how adapting to the new 

concept of collaborative consumption may be crucial as a competitive strength as the 

trend is now growing more and more. However, Hellquist does not believe that the 

concept of collaborative consumption will be able to function as a complete business 

model, but rather as a substitute or a service for a company. “The  company  that  is  active  
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within this industry will have a hard time making business out of it. It does not matter if 

it’s  about  tools,  kittens  or  carpools,  the  companies  will  have  a  hard  time  making  profit  

out  of  it” ” (Filip Hellquist, 2015-05-11). Hellquist also describes how a company such 

as Sunfleet has failed if they make too much profit, in that case it would mean that they 

charged the consumers too much. 

Hellquist explains that the environment does come in second place and that they do 

have to make money out of the company firstly. Furthermore, Hellquist claims that the 

importance of a sustainable profile towers the customers will increase and become vital. 

The companies working with this approach thereby puts extra pressure on the once not 

conducting it, since it becomes a competitive advantage “we   identify it as an 

international trend that will grow to be much   more   important   in   the   future” (Filip 

Hellquist, 2015-05-11). However, Hellquist continues by stating that there will be no 

profit from this business model, it should rather be used as a service the companies add 

to the business to strengthen the brand, since the whole point of the concept is to keep 

the  costs low towards the end-customer.  

4.5 Filippa K- Marie Dahlgren (150515) 
4.5.1 Collaborative consumption 
Dahlgren explains that Filippa K  launched  its  “collect  leas”,  Filippa  K’s  implementation 

of collaborative consumption, by offering consumers a service of renting clothes from 

the collection in their stores. The leas-service aims to reduce today's overconsumption 

and fulfill the need of buying things that consumers do not want or need to purchase. 

Dahlgren identifies it as an opportunity in many different ways. Firstly, it is a strategic 

way to reach consumer that usually do not afford to purchase the brand. Secondly, 

consumers can also lease the clothes so as to experience the level of comfort and maybe 

get satisfied with it. In this, Dahlgren claims that the concept of renting also improve the 

ability to increase sales. Therefore, Dahlgren does not identify the phenomena of 

collaborative  consumption  as  a  threat  of  losing  sales.  “We do not identify this as a threat 

of losing sale, on the contrary, this is an opportunity for companies to develop it so that 

they  won’t  lose  money  maintains  sustainability”  (Marie Dahlgren, 2015-05-15) 

Furthermore, Dahlgren explains that the leas are very appreciated by consumers, yet the 

phenomena may be regarded as odd and new for some of them. Consumers needs time 

to get used with the new way of consuming and think about consumption. 



How to be cool in the big pool 

Mimmi Ericsson & Åsa Molin 
 

44 

4.5.2 Sustainability branding   
Dahlgren describes that the company has Sustainability as the core value and vision. 

With this vision, the ambition is to be the leading company in the world and develop 

sustainability further within style, quality and simplicity. Dahlgren claims that 

companies need to have high goals in order to work towards this in a successful way. 

Therefore, the vision of Sustainability has been implemented as a guideline in the 

business model to achieve development. Dahlgren explains that the vision of 

sustainability is important for all parts of the Filippa K.  Even if it is a business, Filippa 

K has the vision to represents so much more and has a family-oriented environment. 

Further, Dahlgren defines a sustainable brand as the only competitive advantage a 

company can have in about ten years from now and the companies that not implement 

this will lose customers and sales. 

Still, Dahlgren explains that Filippa K have to produce a certain result in order to satisfy 

the stakeholders. However, Dahlgren continues by explaining that it does not have to be 

the opposite of sustainability, instead the company can increase the sales by 

communicating their sustainability.  

Dahlgren argues that several firms have used the increased knowledge of sustainability 

when media has talked about it. Filippa K has rather acted the opposite way since they 

want to be recognized as an obvious sustainable brand that goes without saying. 

Dahlgren finds the challenge by informing consumers and spreading the message. 

However, since the phenomenon of collaborative consumption is rather new for 

consumers, these values should be implemented with a long-term perspective. By doing 

this successfully, Dahlgren claim that Filippa K has the advantage of being an 

incorporated business in the market. “I   don’t   believe   that   the   customer   choose   a  

sustainable  brand  that  just  pops  up”  (Marie Dahlgren, 2015-05-15) 

4.5.3 Value chain 
4.5.3.1 Secondary activities 
Dahlgren describes the organizational structure of Filippa K as a flat with short line of 

communication between the departments, which are working together to achieve and 

develop goals. It is important that all employees have a say and Dahlgren claims that it 

is vital for an organization in order to achieve successful development by sustainability 

and collaborative consumption, since all the employees must be on board and be 

enthusiastic about it. Accordingly, there is a level of high importance regarding 
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maintaining and following technological development of production that is needed for 

Filippa   K’s   products.   Furthermore,   Dahlgren   states   awareness   of   the   fact   that   some  

implementations, changes and adopting will cost money but it should be seen as the 

long-term perspective where firms working toward new goals in the long run. Dahlgren 

explains how the HRM department has implemented sustainability to be their guideline 

for success and development. 

4.5.3.2 Primary activities 
Dahlgren explains how Filippa K aims to achieve good relations and contact with the 

suppliers and producers, in order to put up demands that can satisfy their high quality 

products.   Dahlgren also calls the attention to the fact that educating and explaining the 

new concept to consumers is time consuming, though it is well appreciated if it spots 

the right consumers. The place for conducting the service leasing is placed in the 

already existing stores for purchasing products. 

Dahlgren tells that the webpage has been recently improved in order to increase the 

level of information. Moreover, it is claimed to be a good form of communication-

channel to reach consumers. Dahlgren explains that it becomes easier to communicate 

with consumers when they brand awareness is higher. However, Dahlgren expresses the 

challenges in developing good marketing tools for the new concept, explaining it 

demands a new form of educational marketing rather than traditional advertising. 

Instead, the personal meeting is pointed out as highly important when educating 

consumers. “Usually   we   inform   the   customer   how   we   work,   rather   than   that they 

asking”  (Marie Dahlgren, 2015-05-15) 

Dahlgren states that if the key persons in the company working towards the vision and 

core value of sustainability, consumers will also be conscious. Therefore, Filippa K 

strives to communicate this message on international market as well and. 

4.5.4 International competitive advantages 
Dahlgren describes how sustainability stands out as a strong and positive argument to 

motivate consumers to a purchase since the sustainability mostly is defined as an added 

value. “Our  customer is conscious, value quality and have an interest in clothing, which 

often goes hand in hand.  Therefore   it   is   like  a  natural   step   toward   the  development”  

(Marie Dahlgren, 2015-05-15) The quality is also important in the organization and it is 

also one  of  the  main  reasons  why  consumers  prefer  the  brand  and  buy  it.  “Since Filippa 

K has built the brand based on sustainability thinking, the forcing sustainability into the 
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business model is not challenging. The sustainability brand is therefore seen as a 

competitive  advantage  for  Filippa  K”  (Marie Dahlgren, 2015-05-15) 
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5 Analysis 
In this chapter the analysis is presented, where the empirical findings and theoretical 

frameworks is connected. Furthermore, the theoretical and managerial implications are 

discussed and similarities and differences of the empirical data compared. 

5.1 Collaborative consumption 
Botsman (2014) and Rifkin (2014) identify collaborative consumption as a powerful 

phenomenon that creates a transformative perspective on values in social, 

environmental and economic areas. These new dimension have been identified as both 

threats and opportunities for existing companies. Furthermore, Rifkin (2014) states that 

the phenomenon contributes to a more sustainable lifestyle since it is reducing 

consumption. Yet, Evans et al. (2008) argue that consumer consume and purchase, not 

only for collect object, rather consume for the joy of shopping and value is as a hobby.  

All respondents agree that the social values are changing and open up opportunity for 

firms to implement collaborative consumption into the business model. Firms are 

adapting   in  different  way.  Filippa  K   implemented   the  “leas   collection”   to  offer   short-

term solutions and widen product range. Dahlgren explains the implementation as a 

strategic way to reach new consumers. Furthermore, all respondents claim that renting 

is an effective way to reduce over-consumption. In fact, Houdini and Toolpool adjusted 

the business to change the consumption-curve. Besides, some respondents express 

strategic actions for adapting collaborative consumption. Bergman explains how 

adapting collaborative consumption can strengthen brands with environmental and 

sustainability values while Grankvist claims that companies should adjust the business 

into long-term thinking. However, the respondents expound that firms need sales and 

consumers do have long-term needs.  

Our findings show that implementing collaborative consumptions is a way to act 

sustainable. In this argument, our research also points out that firms look at this 

phenomenon as a transforming perspective by changing the social values. However, 

firms are aware that there will always be consumption and that they have to maintain 

sales. However, the interest of changing over-consumption is also expressed in parallel 

to strategic decisions. This could be the result of different ways of interoperating 

sustainability and collaborative consumption. We found that firms are likely to have 

different goals depending on management and strategy.  Furthermore, we argue that the 
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values expressed by Evans et al (2008) could be seen as a future threat for firms 

conducting collaborative consumption. Still, our research shows that values regarding 

consumption are shifting. Thus, the threat could be eliminated as consumers find new 

ways to experience joy.  

Denning (2014) points out that collaborative consumption is an opportunity for 

consumer to save money, space and time. However, Rifkin (2014) explains that when 

the marginal costs pushes down to near zero, the system gets closer its breaking point as 

less money is in circulation.  

Four of the respondents express collaborative consumption as a concept of saving 

money. Dahlgren identifies the phenomena as an opportunity to reach consumers with a 

lower income. In fact, Jokela takes this even further, stating that it is impossible to 

charge consumers for the service. Moreover, this is the reason for only using the 

collaborative consumption as complement and service in a business model. In this 

regard, Hellquist message is even clearer “The   company   that   is   active   within   this  

industry  will  have  a  hard  time  making  business  out  of  it.  It  does  not  matter  if  it’s  about  

tools,  kittens  or  carpools,  the  companies  will  have  a  hard  time  making  profit  out  of  it”.  

(Hellquist, 2015-05-11)  

Since our founding’s shows that collaborative consumptions is a way for consumers to 

save money, meaning that the concept is built on low marginal profits. However the 

business models are based on production and Sales. Thus, when the marginal costs 

pushes down to zero firms will not manage as they need monetary resources to function. 

Still the respondent firms have solved this by implementing collaborative consumption 

as a service in their already existing business.  

Denning (2015) states that a successful way to implement collaborative consumption 

and create a competitive advantage is to join the firms within collaborative space, 

instead of fighting them. Furthermore, Botsman (2014) discovered that several 

established companies have reach success by partnership and developed a service, 

platform or product that fit into the collaborative consumption.  

Grankvist, Bergman, Jokela and Hellquist also claim that the phenomena would be 

successfully implemented as cooperation with other companies and other markets. In 

fact, Hellquist and Bergman has experienced several successfully cooperation with 
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other companies and organization such as real estates in order to develop this concept of 

collaborative consumption. Additionally, Volvo is now co-branding their brand with 

Sunfleet. Yet, Dahlgren has not an opinion regarding cooperation and partnership in 

such extent.  

Our empirical findings shows that, as the concept of collaborative consumption are to 

be regarded as fairly new, companies may not be aware of the possibilities to cooperate 

with each other in order to implement the concept. Therefore, we make a qualified guess 

that  since  Filippa  K’s  implementation  of  collaborative  consumption  is  still  very  new,  the  

firm has not had time for cooperation proposal or plans. In this regard, we argue that 

Sunfleet   can   be   seen   as   Volvo’s   implementation   of   sustainability and a successful 

implementation of collaborative consumption. 

According to Rifkin (2014) another approach to implement collaborative consumption 

is to offer solutions for  consumer’s needs. One solution mentioned is to implement an 

extra value adding service that works as a substitute for the traditional consumption. 

Moreover, this is the way companies should change their strategy. (Ibid) 

The empirical finding shows that three of the respondent firms have implemented 

collaborative consumption as a value adding service into their business model by 

offering a rental solution next to their primary business activities.  In this way, we argue 

that Houdini, Toolpool and Filippa K have implemented collaborative consumption in 

an effective way by using already existing resources within the organization. Still, 

Sunfleet and Hertz are able use a business model for collaborative consumption. 

However, we argue that since Hertz has always been a car-rental business, therefore 

they already developed guidelines and strategies suitable for their business model. Thus, 

we claim Hertz is now able to ride the upcoming wave of collaborative consumption 

and sustainability as it is growing stronger. As mentioned, we recognize Sunfleet as a 

Volvo’s   implementation   of   collaborative   consumption;;   still   they   manage   as   an  

independent business.   

Belk (2014) takes the development of collaborative consumption further by the ideology 

that society might face the situation where the consumer identifies with what they are 

able to access instead of what they own. Botsman and Rogers (2011) advocate that it 

does not have to be a choice between owning and sharing. The authors argue that 
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collaborative consumption most likely affects consumers in different ways and the 

majority will share borrow and own.   

Our empirical findings support the theory regarding how consumers will demand short-

term and long-term solutions. Grankvist and Dahlgren explain that consumers will have 

different interest and priorities regarding how they interpreted and wish to use the 

concept of collaborative consumption. The empirical findings show that consumers 

appreciate the collaborative consumption concept yet they are unfamiliar on how to 

benefit. However, Bergman and Hellquist state that the old generation still classifies 

owning a car as freedom and a valuable belonging. Still empirical data show that the 

younger generation do not understand this status and rather have flexibility and access 

than belongings. 

This shows that if consumers prefer access and sharing rather than owning it will put 

higher demands on firms to offer access and short-term solutions. However, as 

consumers appear to be unaware of how to benefit from collaborative consumption, 

firms must develop better communication channels to catch a wider market. Moreover, 

the confused consumers may once again be due to the collaborative consumption 

concepts being in its introduction phase. As the concept of collaborative consumption 

grows to become more acknowledge, consumers are likely to be more educated and 

informed. Our research show that consumers want to both access and own. Thus, if a 

firm offers its consumers the possibility of both long-term and short-term solutions, 

consumers will not have to seek other substitutes.   

5.2 Value chain 
According to Porter (1985) the value chain is divided in two main activities: primary 

and secondary activities. The purpose of analyzing each part of the value chain is to 

determine which part can give competitive advantage.  

According to the respondents, the only implication of direct affect to the secondary 

activities is regarding the resources required to develop the needed application 

platforms. Hellquist and Bergman stress the importance of developing good technology. 

However, Jokela states that developing and connecting the platform technology is 

resource demanding.  
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Our research has found that the secondary activities are not directly affected by the 

implementation of collaborative consumption but rather by the sustainability branding. 

However, the technological development and resources for development appears 

important in order to enable access through platforms. Furthermore, we argue that the 

reason for secondary activities to stay unaffected is due to the fact that the products 

these firms are renting out, already is part of their existing product assortment.  

The primary activities are described by Porter (1985) as the inbound logistics and 

operations, the outbound logistics, marketing and sales as well as service. Furthermore, 

outbound logistics includes all activities needed for collecting, storing and distributing 

products and how they interact to enable consumers’ access of products. Furthermore,  

In our empirical findings, Grankvist and Dahlgren especially stress the importance of 

developing good relations with their suppliers in order to demand and require high-

quality and sustainable products. However, Bergman explains that Hertz does not 

decide on which product to use as Volvo present them with their vehicles. Our empirical 

findings show that access to distribution of products is vital to reach consumers.  Three 

of respondents defines outbound logistics as the forgotten part and points out the 

importance of making everything as simple and accessible as possible for consumers. 

Furthermore, the distributional part differs between the respondents. Jokela, Hellkvist 

and Bergman explain how they are using applications to enable consumers to book their 

products, while Dahlgren and Grankvist states that they use the already existing in-

contact at-store distribution.  

We claim that it is rather the sustainability concept that has an affect on the inbound 

logistics and operation as it is regarding the relations with the suppliers. Thus, if firms 

lose control of inbound logistic and operations it may harm the ability to deliver 

sustainable products. We further argue that as collaborative consumption when 

implemented as a value adding service to existing business, demands new logistical 

solutions. To solve the distribution problem, it is showed that firms can use their 

existing logistical solutions for distribution. However, when adopting collaborative 

consumption as a business, it is showed that firms can develop new forms of 

distribution channels such as applications. 
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Furthermore, Porter (1985) points out that marketing and sales involves the actions 

regarding informing and communicating the product towards consumers to encourage a 

purchase. Furthermore, service involves the activities required to keep the product 

working efficiently for consumers after it is sold and received. Moreover, Heikkilä 

(2002) refers to marketing, sales and service as the demand chain. The author further 

argues that good demand chain management understands the need of good customer 

relationship and reliable information flow. 

Our empirical findings show that four of the respondents explain the demand chain as 

the most resource-demanding and challenging part of the value chain when 

implementing collaborative consumption. Furthermore, the respondents expound how 

marketing and sales has to be educational. Since normal advertisement is not enough to 

reach the consumer. However, Bergman does not express the same thoughts but 

elaborates that Hertz often use well-worked and developed marketing strategies. Still, 

all the respondents define the Webpage as a successful communication channel. Yet, 

our empirical findings also present word-of-mouth and platforms as affective 

communicational channels as it spreads trustful information. Our empirical findings 

show that when firms are implementing collaborative consumption as a value adding 

service, personal service is important. Furthermore, Hertz and Sunfleet's consumers, on 

the other hand simply wants to travel from location A to location B and are therefore 

more likely to look for just transfer. Additionally, both Hellquist and Bergman express 

it as proof of success if consumers never have to use personal contact during the service 

as Hellquist express: “In   the   best   case   scenarios, the consumer will never come in 

contact  with  us”  (Filip Hellquist, 2015-05-07) 

Our findings advocate that firms with stronger financial resources can communicate 

collaborative consumption more effectively. Our findings concerning marketing show 

that it should be educational. It further shows that platforms are successful tools for 

spreading and enable access to collaborative consumption. This can once more be traced 

to the previous mentioned statement of collaborative consumption as new business 

phenomena. Our research shows that the choice of personal interaction as service this 

can be viewed in different ways.  

Regarding service, our empirical findings have contradictions, as one way of looking at 

it could be that the firms that use collaborative consumption as a business model has 



How to be cool in the big pool 

Mimmi Ericsson & Åsa Molin 
 

53 

removed  the  personal  interaction.  As  we  classify  Sunfleet  as  Volvo’s  side  business,  we  

find that it is rather the respondent firms with highly developed and advanced 

technology that has removed the personal interaction with consumers. Additionally, our 

research shows that depending on what industry firms are active within and how 

consumers evaluate service, the after sale and service should be treated differently. We 

also noticed that the segment that demands unlimited access of the product requires a 

higher range of technical support. Our research found that when returning products, 

companies can receive feedback in order to develop their business. 

5.3 Sustainability branding 
Gupta et al. (2013) and Reddy (1998) state that firms should implement sustainability 

both in action and valuation too create differentiation, since it improves both functional 

and symbolic value for consumers. Furthermore, Kumar (2014) and Carcona (2013) 

claim that setting a core value is a successful way of enhancing the international 

competitive advantage. The authors argue that sustainability can strengthen the power of 

a brand, thus increasing competitive advantage. The authors claim that this 

implementation needs strict goals and further argue that sustainability should be set as 

an organizational core value to enhance the image and emotion of the brand to create 

brand value. (Ibid) 

Our empirical findings show that firms that have implemented sustainability as a core 

value create common goals within the organization. All respondents agree upon the 

theory and prove that sustainability has strengthened their brand. The respondents 

express believes in sustainability as the only advantage towards comparable products in 

the future. Since collaborative consumption is linked with sustainability, Jokela states 

the importance of a core value that communicates the message   “being real about 

sustainability” (Matti Jokela, 2015-05-07). Dahlgren further argues that the argument of 

sustainable products and value also can be used as a motivation of sales towards 

consumer since it is identified as an added value. Additionally, the respondent’s state 

that companies using sustainability as branding puts pressures on other companies to 

implement sustainability.  

Our empirical findings are in line with the theory as they show that implementing a 

relevant sustainability profile into firm’s core value eases the ability to communicate 

sustainability. Our findings shows that a core value aiming for sustainability is a 
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successful way of strengthening the brand image both externally to promote 

sustainability, and internally to reach common goals within the organization. Therefore 

we argue that implementing sustainability into the core value increase the ability to 

communicate sustainability and gain brand value. Our findings also show that without 

implementing sustainability as a core value, firms have a hard time promote 

sustainability successfully.  

Apaolaza et al. (2005) state that that a well-implemented sustainable strategy can lead to 

a more favorable consciousness of the brand. Furthermore, Stoiber (2010) contributed 

the research with a developed strategy that describes how companies should implement 

sustainability among the keywords consumer, competitive, core, conversational and 

credible.  

Our empirical findings show that it is important for firms to communicate efforts for 

sustainability in order to peruse consumer empowerment.  However, Bergman does not 

express   any   form   of   two   way   communication   event   regarding   hertz’s   sustainability 

marketing. The empirical findings show that four of the respondent organizational 

structure as flat with short lines of communications, while Bergman describes Hertz 

structure as hierarchical. In order to avoid confused consumers by delivering various 

messages regarding sustainability, both Grankvist and Dahlgren express that Houdini 

and Filippa K are careful with marketing since it is important to show an incorporated 

and trustworthy image towards consumers. Furthermore, Filippa K and Houdini strictly 

prioritize high-quality clothes that are multifunctional, which proves that the companies 

take actions from their values. Additionally, when Hertz and Sunfleet’s sales increase, 

the   firm’s   total   pollution   increases as well. Yet, Bergman and Hellquist explains how 

this is a positive thing for the environment as one of their vehicles replace five personal 

vehicles, thus the total pollution goes down. However, Bergman explains that there are 

problems promoting this message and that firms need to create suitable promotion. 

We make a qualified guess that due to the organizational structure and size of Hertz that 

complicates adjusting the business model to a sustainable core value. While the other 

respondent companies with shorter communication-lines are flexible and can easily 

adapt sustainability holistically. Furthermore, our research shows that providing multi-

functional and high-quality products provides brands with sustainable values. 

Furthermore, our research finds that firms engaging too much in sustainability tend to 
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be careful with marketing and can therefore miss out on competitive advantages since 

consumers do not know what added value the products actually gives. Furthermore, our 

empirical findings show that firms meet problems regarding how to promote 

sustainability as they offer activities that is to some extent harmful for the environment.  

We find that if the organizational structure is to hierarchical, the ability to implement 

sustainable core values holistically may be problematized. Thus, the firms working 

within a flat organization are able to integrate sustainable core values in every 

department. Likewise, our research shows that communicating the sustainable core 

values is eased as they are implemented internally. Moreover, we claim that our 

research show that in order to promote a sustainable brand value, firms need to create a 

sustainable core value that is relevant to which industry the firm is active within. 

Furthermore 

5.4 International competitive advantage 
Heikkilä (2002) argues that good demand chain management understands the need of 

good customer relationship to increase competitive advantage. Further, the author 

explains how understanding the customers need along the right demand chain results in 

customer satisfaction. Lee (2014) states that in order to create sustainable competitive 

advantages with demand chain management, companies need to do deal with three 

conditions: create shared incentives, respond quickly to short-term change and adjust 

design of the logistics.  

Grankvist states that Houdini understands how sustainability can function as a form of 

differentiation. Furthermore, the respondents explain how sustainability is going to 

become an important competitive advantage. Our empirical findings show that the 

respondent firms are aware of the short-term need creates business opportunity.  

Porter (1985) states that there are two forms of focus strategies for competitive 

advantage (1) cost focus where the company seeks to develop a cost advantage in their 

targeted segment and exploit differences in cost behavior in some segments, (2) 

differentiation focus seeks to differentiate in the targeted segment. Akan, et al (2006) 

state that differentiation strategies lead to the ability to charge a premium price for the 

product or service. 

Our empirical findings shows example of the combination of low-cost focus, some 

firms implemented the concept of collaborative consumption as a free renting service. 
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Furthermore, some are using the focused differentiation strategy where they have 

implemented the concept as a rental opportunity for a fee. However, some firms are still 

charging for the service. Still, the respondents claim that to high profits means that the 

concept of collaborative consumption would failed. Three of the respondents explain 

how the collaborative consumption is a way for consumers to save money, and target 

lower-income group. 

Our findings show that collaborative consumption may work as a differentiation 

strategy. Furthermore, as some of the respondent firms charges for the service they still 

motivate the importance of keeping the cost down for consumers. Thus this implicates a 

focus on differentiation low-cost strategy. Furthermore, our findings do not confirm the 

theory on how differentiation can offer firms the ability to charge a higher price for the 

differentiated product. We found that firms does not charge consumer a higher price 

even though it follows the differentiation, because high prices goes against the idea of 

collaborative consumption.  

Porter and Van der Linde (1995) explain how environmental regulations increase values 

of products. The authors continue by stating that there is a high level of importance to 

implement sustainability in line with other countries or slightly ahead of them. Thus, 

minimize possible international competitive disadvantages. 

Our empirical finding goes in line with the theory. As the firms implement the concept 

of collaborative consumption and sustainability into their core values, while opening up 

their logistics in platforms, they connect themselves internationally as the platforms are 

boundless with free access. Grankvist and Hertz Bergman explain how this concept of 

collaborative consumption and sustainability branding is special for the Nordic region 

where the demand has grown. Our empirical findings show how firms have been able to 

use the same platforms internationally as their business is expanding. 

Thus, we find that by adapting to the Nordic demand of sustainability, firms will 

increase international competitive advantage by implementing it slightly ahead of other 

countries. Firms can then implement the collaborative consumption concept and 

sustainability into the new market with the already existing global platforms. All 

respondents agree upon that collaborative consumption as an opportunity and 

competitive advantage, as long as the firms have a well-worked business plan.  
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6 Conclusion 
In this chapter we sum up the theoretical and managerial implications that have been 

discussed in the analysis chapter. The answer to the research questions is presented. 

Managerial and theoretical contributions are given and suggestions for further 

research are made. 

6.1 Answer the research question 

Research shows that collaborative consumption, as part of the sustainability concept, 

can result into competitive advantage in international markets. Adapting to collaborative 

consumption proves firms’ interest in contributing to a more sustainable society. 

Promoting sustainability exerts a strong differentiation effect on brands. Furthermore, 

the changing values in society, demands firms to make production suitable for smarter 

consumption behavior to remain competitive. Additionally, as globalization is creating 

complex and turbulent business environments, it is crucial for firms to adjust suitable 

business models for new phenomenon such as sustainability and collaborative 

consumption.   

Our research has therefore aimed to answer the following research question: How can 

firms implement the phenomena of collaborative consumption in their value chain and 

promote sustainability as a core value to gain international competitive advantage? In 

order to answer the main research question, we developed the following two sub 

questions  (1) How does collaborative consumption affect the value chain? (2) How can 

firms implement sustainable values in their core business to gain international 

competitive advantage? All of these questions will be further answered. 

6.1.1 Research question 
How can firms implement the phenomena of collaborative consumption in their value 

chain and promote sustainability as a core value to gain international competitive 

advantage? 

The literature says that as the geographical borders lose their meaning, consumers are 

now forgetting the borders and nationality as they rather seek lower price and quality. 

Furthermore, the social trend of Internet created a social revolution since Internet is 

limitless, creating platforms for everyone to access. Consequently, consumers can 

nowadays access networks to solve their short-term needs for free or at a lower price. 
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Once consumer can access products without a fee, through these networks, firms will 

encounter problems charging consumers for their product. Thus, consumers are now 

evolving into competitors, as they are able to trade with each other without need of a 

middleman.  

However, firms implementing collaborative consumption without profit or low marginal 

will not be able to survive when there is not enough money for the firm to function. The 

literature says that firms should implement collaborative consumption as a value adding 

service as a complement to traditional consumption or to create cooperation business 

models or partnerships. 

Furthermore, literature shows that sustainability is a growing phenomenon that firms 

may use as a promotional instrument to gain international competitive advantage. In this 

regard, sustainability is a concept that needs to be well implemented within the entire 

company, in order to create a trustworthy sustainability brand value. By promoting 

sustainability, firms are able to use differentiations strategy and create brand value. 

Moreover, it is crucial for firms to implement a sustainable brand value that is relevant 

and in accordance with the industry segments. Additionally, research demonstrates how 

implementing sustainability in parallel or slightly ahead of other countries will increase 

international competitive advantage. Hence, firms will gain international competitive 

advantage by adapting a differentiation strategy such as collaborative consumption. 

Our empirical findings show that firms can implement collaborative consumption as a 

value adding service to complement the business model. Some of the firms use their 

already existing logistic to promote and distribute the products of collaborative 

consumption. The firms using platforms technology as booking system have been able 

to expand those platforms into new markets when the concept has gown international. 

Furthermore, our empirical findings demonstrate that corporations and co-branding with 

established firms are a good way of implementing collaborative consumption. The 

empirical findings also show the importance of implementing sustainability as a core 

value in order to effectively communicate the appropriate message. Furthermore, the 

importance of a suitable sustainability core value, relevant for firms industry is also 

identified in our empirical findings since it enables communication. Our empirical 

finding also show that firms are afraid of promoting sustainability, because of fear that 

the messages will go against core values, when encouraging consumption.  
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Hence, it can be concluded that firms can implement collaborative consumption as a 

side business or in cooperation with other established firms. Developing platforms 

enables unlimited access for consumers to book products through; allowing firms easily 

expand their business since the consumers already have access to platforms.  The 

implementation of collaborative consumption is one form of communicating 

sustainability and creating brand value. When promoting collaborative consumption as a 

side business, firms can consequently promote sustainability and show progression 

work towards sustainability. Hence, collaborative consumption could be seen as a 

promotional tool for sustainability branding. As global business environment is growing 

to become more and more turbulent firms must be able to react quickly to changes in 

demand. By implementing collaborative consumption and sustainability values slightly 

ahead of other countries, firms will easily be able to expand their business, as the 

platforms are already limitless. Since consumers easily can trade with each other over 

borders and seek substitute worldwide through platforms, consumers have the ability to 

exclude companies that are unable to answer their demand. Our research also highlights 

the need for firms to networking and cooperates with other firms, in order to create good 

value adding services or products with each other to gain international competitive 

advantage.  

6.1.2 Sub question 1 
How does collaborative consumption affect the value chain? 

There is limited previous research conducted on how collaborative consumption affects 

the value chain. However, general theory explains the value chain as all activities within 

a firm that delivers value to the consumer. The main reason for analyzing the value 

chain is to spot firm's activities, and how managing them well, in order to gain 

competitive advantages and satisfied consumers. The demand chain is part of the value 

chain and consists of marketing, sales and service, which are linked to the outbound 

logistics. The demand chain is explained to work as a reliable information flow for 

higher efficiency. Demand chain focuses on long term growth potentials through long 

term customer relations, revenue and tracking market growth. 

Our empirical findings show that the most affected part of the value chain is regarding 

technological development, outbound logistics, marketing, sales and service. The 

empirical findings demonstrate that in order to reach an international segment, firms has 
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advantage of financial resources for technological development, when developing 

platforms that enables consumers to have limited access to the products. Our empirical 

findings also show that marketing and sales is affected since it requires an educational 

form of marketing and sale experience for consumers, unaware of the new concept. 

Collaborative consumption, mostly renting in this case, is shown to function as 

aftersales, since it requires returning and thereby offers opportunity to get feedback 

from consumers. Furthermore, the service must be tailored after the targeted customer. 

From the research conducted along our thesis, we can conclude that collaborative 

consumption has an affect on the demand chain activities, outbound logistic and 

technological development. Firms that aiming to gain international competitive 

advantage must prioritize resources on developing platforms, will thereby reach global 

customers. Marketing, sales and service must be educational and suited for the right 

target group. Furthermore, consumers does not only seeks products but solutions and 

prefer access instead of ownership. Therefore, we conclude that in order to contribute to 

successful service within collaborative consumption, the ability to solve problems and 

being available is important. The aftersales become a powerful tool since it gives firms 

the ability to investigate demands. Hence, firms obtain important information on how to 

develop the business-model in either domestic or international markets.  

6.1.3 Sub question 2 
How can firms implement sustainable values in their core business to gain international 

competitive advantage? 

Literature says that sustainability can be a powerful tool when promoting a brand and 

that there are many successful cases of sustainability branding. When implementing 

sustainability into firm’s core values, the ability to communicate these values gets 

simplified. The importance of adapting a suitable and relevant sustainable core value is 

also expressed, as it enables firms to communicate a clear message and consumers will 

not get confused. Literature points out how collaborative consumption is an outcome of 

values regarding sustainability. 

Our empirical findings show that firms should implement sustainability core value and 

act accordingly. Furthermore, it is demonstrated that by producing multifunctional 

products with high quality, and based on strict demands on suppliers, the message 

regarding sustainable products will follow in every step.  However, firm’s core values 
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should be relevant to the firm's industry in order to create a recognition factor. 

Moreover, collaborative consumption is a way of showing sustainable actions. Our 

empirical findings also show that firms with flat organizational structure, has an 

advantage when implementing core values into their organization, since the vision and 

common goal regarding sustainability spreads. Firms with internal sustainable values 

gain competitive advantage when educating this message towards consumers, since it 

improves credibility. Furthermore, this will enhance brand loyalty and brand. Our 

empirical findings also shows that firms can strengthen brand image by co-branding 

with other companies that have an action that appears as a sustainable action as their 

core business.  

Consequently, we conclude that as collaborative consumption and sustainability are 

related, firms can cooperate with companies using collaborative space, to act sustainable 

at international markets. By cooperating with well-established brands, that already have 

sustainable values, firms reach larger segments, and gain international competitive 

advantage, as they can benefit from each  other’s brands. Hence, core values are vital to 

avoid confused consumers. Another way is to implement collaborative consumption as 

a business model. In that way firms inevitably implementing sustainability and promote 

their sustainable profile with credibility. Thereby firms attract global consumers through 

collaborative consumption platforms and networks. 

6.2 Implications of contributions 
6.2.1 Theoretical contributions 
From a theoretical point of view, this study fulfills the existing gap on how 

collaborative consumption gives firms international competitive advantage. This thesis 

has also resulted in recommendations on how collaborative consumption affects value 

chain activities and how firms can use collaborative consumption for international 

competitive advantage. These recommendations can be seen as contribution to the 

international business field and should be further researched.  We hope that this 

contribution can inspire further research on collaborative consumption and its effects on 

business models. Furthermore, this study contributes to previous research on how 

sustainability as a promotional tool increases brand value. Furthermore, this study links 

collaborative consumption activities as a mean to promote sustainability. Additionally, 

our study proves cooperation as a successful tool to increase awareness among new 
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consumer segments, needed for a successful implementation of collaborative 

consumption and sustainability. 

6.2.2 Managerial contributions 
Since the new consumers become the existing firms’ competitors through borderless 

platforms, an implementation of collaborative consumption could give firms 

international competitive advantage. Consumers are already connected to the global 

platforms to solve short-term needs through sharing and trading instead. This means that 

firms should join to. 

This study shows that consumer behavior is changing, as consumers start to value 

interacting, networking and collaboration rather than traditional consumption. 

Moreover, the access becomes more self-fulfilling than owning things. Furthermore, 

globalization and internationalization increases the heat in business environments, as 

they are turbulent. Spotting new trends, adapting business models and strategies to 

fulfill rising demands are crucial, while the time of adapting to changing environment 

runs shorter. Therefore we recommend firms who are evaluating collaborative 

consumption to implement the concept as a value adding service to their business or by 

collaborating with firms conducting collaborative consumption, to expand business 

models and target wider consumer segments both in domestic and international markets. 

By collaborating with collaborative consumption companies, firms can use already 

developed platforms, thus opening up their business for global consumers and gain a 

more sustainable brand value. Furthermore, by cooperating with firms conducting the 

collaborative consumption the risk of losing profit and sales will be eliminated. Hence, 

firms will learn how to be cool in the big pool.  

6.2.3 Further research 
There are numerous suggestions for further research within the field of collaborative 

consumption. In our study, we have simply aimed to look into the international business 

sector. However, further research could be conducted on this growing economy, 

collaborative consumption, from a consumer perspective. Additionally, more research 

could be undertaking from an economic, strategic, managerial, marketing and logistic 

perspective, in relation to collaborative consumption. More specifically, research could 

be conducted on new and innovative forms of educational marketing to communicate 

the new concept of collaborative consumption. As collaborative consumption contains 
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more options than renting, further research excluding renting would be interesting. 

Furthermore, our study aimed at the commerce industry. However, collaborative 

consumption affects all industries. 

6.2.4 Limitations 
Since this study does not target a specific industry, generalizations have been made. 

This means that there could be implications and signs that have been overlooked or 

generalized. Furthermore, collaborative consumption is one small part of the entire new 

business model referred to as sharing economy. Thus, as the subject is new within 

research, the boarders between the different definitions such as collaborative 

consumption, collaborative economy and so one are not clearly defined yet. Therefore, 

our study may have overlooked important information regarding the collaborative 

consumption. Furthermore, our study focuses on the rental-part of collaborative 

consumption and B2C, thus it does not cover the entire definition of collaborative 

consumption.  

 

 

 



  
 

64 
 

References 
Books 

Andersen  (1994)  “Vetenskapsteori och metodlära En introduktion”
 Lund:Studentlitteratur 

Botsman. R and Rogers. R (2011) “What’s  mine  is  yours  - how collaborative
 consumption  is  changing  the  way  we  live”Collins. 

Bryman, A and Bell, E (2011),  “Business  Research  Methods” Oxford:Oxford
 University Press 

Evans, M, Foxall, G and  Jamal,  A  (2008)  “Konsumentbeteende”.  Malmö:  Liber 

Gillham. B (2008) Forskningsintervjun Tekniker och genomförande
 Malmö:Studentlitteratur 

Hammersley. M (2013) What is qualitative research? London:Bloomsbury
 publishingPlc 

Jacobsen, D. I. (2002) Vad, Hur och Varför? Om metodval i företagsekonomi och andra
 samhällsvetenskapliga ämnen. Lund: Studentlitteratur. 

Kvale, S. Svend  Interviews(2009)  “Learning the Craft of Qualitative research
 Interviewing”,  SAGE 

Merriam, S. B. (2009) “Qualitative  research  :  a  guide to design and
 implementation” San Francisco:Jossey-Bass 

Toffler, A. (1980), The Third Wave, William New York:Collins 

Rifkin. J (2011) “The  Third  Industrial  Revolution:  How  Lateral  Power  Is  Transforming
 Energy,  the  Economy,  and  the  World  Paperback”
 NewYork:PalgraveMacmillian 

Rifkin . J (2014) “The Zero Marginal Cost Society: The Internet of Things, the
 Collaborative  Commons,  and  the  Eclipse  of  Capitalism” New
 York:PalgraveMacmillian 

Weathington. B. L, Cunningham. C. J.L, Pittenger. D.J (2012) Understanding Business
 Research New Jersey:John Willey & Sons 

Yin, R. K.(2014) Case study research : design and methods London:SAGE cop. 

Articles 

Aikman. D, (2013)“Circular  Economy  Innovation  &  New  Business  Models  Dialogue“
 World Economy Forum. Ref:081013 
 
Akan. O, Allen R.S, Helms M. H and Spralls A,S (2006),"Critical tactics for
 implementing Porter's generic strategies", Journal of Business Strategy, pp. 43
 53  



How to be cool in the big pool 

Mimmi Ericsson & Åsa Molin 
 

65 

Andrew Fearne Marian Garcia Martinez Benjamin Dent, (2012),"Dimensions of
 sustainable value chains: implications for value chain analysis", Supply Chain
 Management: An International Journal,  pp. 575 – 581 

Bardhi. F and Eckhardt. G (2012) “Access-Based Consumption: The Case of Car
 Sharing”,  Journal  of  Consumer  Research 

Belk.  R  (2014)  :”You are what you can access: Sharing and collaborative consumption
 online”  Journal of Business Research, 67, pp. 1595-1600 York university 

Belk, R. (1988) “Possessions  and  the  extended  self” Journal of Consumer Research, 15, 

Beth, N. Burt, Copacino, Gopal, L. Lee, Porter & Morris  (2003) “GLOBALIZATION”
 Harvard Business Review Building Relationships July:2003 

Botsman. R (2014) “Sharing’s  Not  Just  for  Start-Ups - What Marriott, GE, and other
 traditional companies are learning about the collaborative economy”
 Harvard Business Review 

Carroll, E., and Romano, J. (2011).  “Your  digital  afterlife: When Facebook, Flickr and
  Twitter  are  your  estate,  what's  your  legacy?” Berkeley, CA: New Riders. 

Choudhury. M. A., (1999),"GLOBAL MEGATRENDS AND THE COMMUNITY",
 Humanomics, Vol. 15 Iss 2 pp. 16 – 41 

Cohen.  B  &  Kietzmann  J  (2014)  “Ride on! Mobility Business Models for the Sharing
 Economy”.  Sage  Publication  Volum  27  (3)  279-296 

Cusumano M.A.(2015) Technological Strategy and Management: How traditional firms
 must compete in the sharing economy Viewpoints.   January 2015. Vol 58.  

David Walters, (2008),"Demand chain management+response management=increased
 customer satisfaction", International Journal of Physical Distribution &
 Logistics Management, Vol. 38 Iss 9 pp. 699 - 725  

Denning. S , (2014),"An economy of access is opening for business: five strategies for
 success", Strategy & Leadership, pp. 14 – 21 

Fraser and Oppenheim (1997) “What's  new  about  globalization” The McKinsey
 Quarterlu number 2  

Gupta.  S,  Czinkota.  M,  Melewar.  T.C.  (2013)  “Embedding knowledge and value of
 brand into sustainability for differentiation”  Journal  of  World  Business,
 pp.287-296 

Hartmann. P, Ibáñez, F.Sainz, (2005),"Green branding effects on attitude: functional
 versus emotional positioning strategies", Marketing Intelligence & Planning, pp.
 9 – 29 

Heikkila¨,  J.  (2002),  “From supply to demand chain management: efficiency and
 customer satisfaction”,  Journal  of  Operations  Management,  pp.  747-67. 

https://hbr.org/search?term=scott+beth
https://hbr.org/search?term=david+n.+burt
https://hbr.org/search?term=david+n.+burt
https://hbr.org/search?term=chris+gopal
https://hbr.org/search?term=hau+l.+lee
https://hbr.org/search?term=robert+porter+lynch
https://hbr.org/search?term=sandra+morris
https://hbr.org/topic/globalization


How to be cool in the big pool 

Mimmi Ericsson & Åsa Molin 
 

66 

Hubbard. G, Zubac. A, Johnson. L, Sanchez. R (2008) "Rethinking traditional value
 chain logic In A Focused Issue on Fundamental Issues” Competence
 Theory Development.  Pp. 107- 129 

John A. Parnell, (2006),"Generic strategies after two decades: a reconceptualization of
 competitive strategy",  Management Decision,  pp. 1139 - 1154  

Lee, H, 2004. “The  Triple  –A  Supply  Chain” Harvard Business Review pp. 102-112 

Lowitt,  E.  M.,  and  Grimsley,  J.  (2009).  “Hewlett–Packard: Sustainability as a
 competitive advantage” Accenture Institute for High  

Marlin. D, Hoffman. J.J and Lamont, B.,T  (1994),"PORTER'S GENERIC
 STRATEGIES, DYNAMIC ENVIRONMENTS, AND PERFORMANCE: A
 PROFILE DEVIATION FIT PERSPECTIVE", The International Journal of
 Organizational Analysis, pp. 155 - 175 

Marlin. D., Lamont. B.T. and Hoffman. J.J (1994). “Choice  Situation,  Strategy,  and
 Performance:  A  Reexamination”.  Strategic Management Journal, (Mar.),
 pp.229-239 

Mascarenhas, O.A, Kesavan. R and Bernacchi. M, (2004),"Customer value-chain
 involvement for co-creating customer delight", Journal of Consumer
 Marketing,  pp. 486 - 496  

McGrath.  R  (2013)  “The end of competitive advantage: How to keep your strategy
 moving as fast as your business”  Harvard  Business Review Press: United States
 of America 

Mouazan.  E  (2013)”Sharing corps: Should company build competitive advantage by
 embracing the sharing economy? “ECOVALA   

Narver, J.C., Slater, S.F. and Maclachlan, D.L. (2004), “Responsive  and  proactive
 market  orientation  and  newproduct  success”, Journal of Product Innovation
 Management, pp. 334-347. 

Oksana Mont, Aleksi Neuvonen, Satu Lähteenoja, “Sustainable  lifestyles  2050:
 stakeholder visions, emerging  practices  and  future  research” (2014) 

Patrick Hartmann Vanessa Apaolaza Ibáñez F. Javier Forcada Sainz, (2005),"Green
 branding effects on attitude: functional versus emotional positioning
 strategies", Marketing Intelligence & Planning, pp. 9 - 29   

Porter. M.E and Kramer. L (2006) “Strategy  and  society:  The  link  between  competitive
 advantage  and  corporate  social  responsibility” Harvard Business Review (dec.)
 pp.78-93 

Porter. M,E & van der Linde, C (1995) “Green  and  competatitive:  Ending  the
 stalemat.” Harvard Business Review (sep-oct) pp.120-134) 

Porter M.E, (1997),"COMPETITIVE STRATEGY", Measuring Business Excellence, pp.
 12 - 17  



How to be cool in the big pool 

Mimmi Ericsson & Åsa Molin 
 

67 

Pretorius. P, (2008) "When Porter's generic strategies are not enough: complementary
 strategies for turnaround situations", Journal of Business Strategy  pp.19 – 28 

Prasad and Sounderpandian, (2003) "Factors influencing global supply chain efficiency:
 implications for information systems" Supply Chain Management: An
 International Journal,  pp. 241 - 250 

Subodh Bhat Srinivas K. Reddy (1998),"Symbolic and functional positioning of
 brands", Journal of Consumer Marketing. pp. 32 - 43   

Vollman.  T.E.,  Cardon.  C.,  (1997)    “Building Successful Customer—Supplier
 Alliances”  Long Range Planning.  Pp.  684–694 

Walters. D and Rainbird. M, (2004),"The demand chain as an integral component of the
 value chain"  Journal of Consumer Marketing. pp. 465 - 475  

Walters. D (2006) "Demand chain effectiveness – supply chain efficiencies: A role for
 enterprise information management", Journal of Enterprise Information
 Management.  pp.246 – 261 

Xie,  C.,  Bagozzi,  R.P.  and  Troye,  S.  (2008),  “Trying to prosume: toward a theory of
 consumers as co-‐‑creators of value”, Journal of the Academy of Marketing
 Science pp. 109-‐‑22. 

Yejing Wang Deming Zeng C. Anthony Di Benedetto Michael Song,
 (2013),"Environmental determinants of responsive and proactive market
 orientations", Journal of Business & Industrial Marketing. pp. 565 – 576 

Yin-Kuan,  Tan,  Fong  and  Wong  (2012)  “HRM and KM As Catalysts Of Environmental
 Performance:  A  Conceptual  Framework” Johor Bahru 4 – 6  

Electronic 
 
Marc Stoiber (2010) “The  8  C's  of  Sustainability  Branding”  
Accessed 14 of April 2015 through http://www.thegreenmarketoracle.com/2012/10/the-
8-cs-of-sustainability-branding-by.html  

Hertz – company information 
Accessed 22 of April 2015 through 
https://www.hertz.se/rentacar/abouthertz/index.jsp?targetPage=CorporateProfilej
sp&c=aboutHertzCompaniesView 

Houdini – company information Accessed 22 of April 2015 through
 http://www.houdinisportswear.com/se/about  

Filippa K – company information Accesses 22 of April 2015 through
 http://www.filippa-k.com/se/sustainability-1 

Toolpool – company information Accessed 22 of April 2015through
 http://malmojarnhandel.se/toolpool/face_app/ 

Sunfleet – company information Accessed 22 of  april 2015 through:
 https://www.sunfleet.com/ 

http://www.emeraldinsight.com.proxy.lnu.se/action/doSearch?ContribStored=Pretorius%2C+M
http://www.thegreenmarketoracle.com/2012/10/the-8-cs-of-sustainability-branding-by.html
http://www.thegreenmarketoracle.com/2012/10/the-8-cs-of-sustainability-branding-by.html
https://www.hertz.se/rentacar/abouthertz/index.jsp?targetPage=CorporateProfilejsp&c=aboutHertzCompaniesView
https://www.hertz.se/rentacar/abouthertz/index.jsp?targetPage=CorporateProfilejsp&c=aboutHertzCompaniesView
http://www.houdinisportswear.com/se/about
http://www.filippa-k.com/se/sustainability-1
http://malmojarnhandel.se/toolpool/face_app/
https://www.sunfleet.com/


How to be cool in the big pool 

Mimmi Ericsson & Åsa Molin 
 

68 

 
PwC  “Climate  change  and  resource  scarcity” (2014-2015) Accessed 2 of april 2015
 through:http://www.pwc.co.uk/en_UK/uk/issues/megatrends/issues/climate
 change-and-resource-scarcity.jhtml 

Our common Future: UN Documents Gathering a body of global agreements (1985)
 Accessed on 4 of April 2015 through: http://www.un-documents.net/ocf-02.htm 

KnowledgeWarthonUniversity:“Scaling the Sharing Economy: From New York to
 Topeka and Beyond”    Published  12  of  May  2014  Accessed  25  of  April  2015
 through: http://knowledge.wharton.upenn.edu/article/scaling-sharing-economy
 new-york-topeka-beyond/  

Harvard Business Review. Gadiesh and Gilbert “How  to  map  your  industry’s  profit
 pool”, Published by Gadiesh and Gilbert 1998 May-June issue Accessed 14 of
 May 2015 through: https://hbr.org/1998/05/how-to-map-your-industrys-profit
 pool  

Dagensinfrastruktur ”Volvo  Cars  stärker  samarbetet  med bilpoolsföretaget Sunfleet i
 Göteborg” Redaktionen. Published 12 of May 2015. Accessed 15 of May 2015
 through:http://dagensinfrastruktur.se/volvo-cars-starker-samarbetet-med
 bilpoolsforetaget-sunfleet-i-goteborg/  

Mynewsdesk: ”Volvo  Cars  stärker  samarbetet  med  bilpoolsföretaget  Sunfleet  i  Malmö”
 Publiced by Peter Algurén, VD Sunfleet 12 of May 2015Accessed 15 of May
 2015 through: http://www.mynewsdesk.com/se/sunfleet/pressreleases/volvo
 cars-staerker-samarbetet-med-bilpoolsfoeretaget-sunfleet-i-malmoe-1158759  

Rachel  Botsman  “The Sharing Economy Lacks A Shared Definition”,   

Published: 11 of December 2013 Accessed: 4 of april 2015 throug:
 http://www.fastcoexist.com/3022028/the-sharing-economy-lacks-a-shared
 definition#7  

 

Interview participants 
 
1. Mia Grankvist, Houdini Sportswear, 2015-05-06  
2. Matti Jokela, Malmö Järnhandel Toolpool, 2015-06-07 
3. Susanne Bergman, Hertz, 2015-06-08 
4. Filip Hellquist, Sunflett Volvo Carsharing, 2015-05-11 
5. Marie Dahlgren, Filippa K, 2015-05-15 

 

 

http://www.pwc.co.uk/en_UK/uk/issues/megatrends/issues/climate%09change-and-resource-scarcity.jhtml
http://www.pwc.co.uk/en_UK/uk/issues/megatrends/issues/climate%09change-and-resource-scarcity.jhtml
http://www.un-documents.net/ocf-02.htm
http://knowledge.wharton.upenn.edu/article/scaling-sharing-economy%09new-york-topeka-beyond/
http://knowledge.wharton.upenn.edu/article/scaling-sharing-economy%09new-york-topeka-beyond/
https://hbr.org/1998/05/how-to-map-your-industrys-profit%09pool
https://hbr.org/1998/05/how-to-map-your-industrys-profit%09pool
http://dagensinfrastruktur.se/volvo-cars-starker-samarbetet-med%09bilpoolsforetaget-sunfleet-i-goteborg/
http://dagensinfrastruktur.se/volvo-cars-starker-samarbetet-med%09bilpoolsforetaget-sunfleet-i-goteborg/
http://www.mynewsdesk.com/se/sunfleet/pressreleases/volvo%09cars-staerker-samarbetet-med-bilpoolsfoeretaget-sunfleet-i-malmoe-1158759
http://www.mynewsdesk.com/se/sunfleet/pressreleases/volvo%09cars-staerker-samarbetet-med-bilpoolsfoeretaget-sunfleet-i-malmoe-1158759
http://www.fastcoexist.com/3022028/the-sharing-economy-lacks-a-shared%09definition#7
http://www.fastcoexist.com/3022028/the-sharing-economy-lacks-a-shared%09definition#7


  
 

I 
 

Appendices 

Appendix A  

Interview guidelines  

 

Collaborative consumption 

x What is your perception of collaborative consumption? 
x How was this trend spotted, do you believe this trend will last or disappear?  

x Why did you adapt to it? 

x Do you believe it is important to adapt to it? 

x Which are the main opportunities as well as threats that you see in this concept? 

x What kind of challenges have you experienced during this implementation? 

x How do you believe the implementation of collaborative consumption could 

contribute to international competitiveness? 

 

Consumer behavior 
x How do you think new values of sharing and sustainability will change the 

consumer behavior in the future?   

x What do you think is a successful way of communicating this type of value 

regarding sharing, in order to prevent confused the customer? 

 

Sustainability Branding 
x How do you apply sustainability into your business? 

x What are your main core values within the organization? 

x How do you communicate these values? 

x How do you communicate sustainability over several markets? 

x How do you think this creates international competitiveness? 

x What kind of challenges have you met by being a firm with sustainable profile? 

x Would you define having an advantage or disadvantage to be an existing 

company  when  adapt  to  this  trend,  compared  to  a  “new  born”  company  that  has  

the value of sharing in the business-plan from the beginning? 
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II 

 
 
 
Value Chain 

x Could you please describe how you work within these areas today? 

- Organization structure 

- Human Recourse Management 

- Technology  

- Procurement 

- Suppliers 

- Logistics 

 

x Which stage would you describe as the most prominent one? 

x Has anything changed dramatically since the implementation of collaborative 

consumption? 

 

 

 


