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Abstract 

Background: Internationalization of firms from mature markets to emerging markets 

has been an on-going process for several decades. However, with the economic 

development of China, more and more Chinese firms start to expand global market and 

many of them choose mature European markets since to compete with higher level 

competitors can force the firm to develop. Many firms have already set up subsidiaries 

in the Swedish market. Some firms have profitability to develop, but some firms faced 

serious problems since they can hardly adapt to the high psychic distance. This research 

will study what are the success factors for Chinese firms which operate in the Swedish 

market. 

Research questions: What are the key success factors of Chinese firms to operate in 

Swedish markets? 

Sub research question 1: 

How do Chinese firms match the local environment in order to operate in the Swedish 

market? 

Sub research question 2: 

How do Chinese firms compete in mature the Swedish market? 

Purpose: The purpose of this thesis is to find out the critical success factors for Chinese 

firms in the Swedish market. The study will also contribute with an upgrade 

understanding of situations and environment which the Chinese firms located in the 

Swedish market are facing to. Furthermore, practical suggestions will also be supplied 

for the Chinese firms which not only have already operate in mature European markets, 

but also the Chinese firms who plan to expand into European markets.  

Methodology: qualitative research by using multi-case studies 

Conclusion: the conclusion of this study is that the matching strategy and competitive 

strategy are the key success factors of the Chinese firms which operate in the Swedish 

market.  

Keywords: Chinese firm, mature market, Swedish market, MNC, matching strategy, 

competitive strategy, competitive advantage, cost advantage, differentiation. 
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1 Introduction 
In the chapter of introduction, background starts with the third wave of 

internationalization, followed by internationalization of Chinese firms and a general 

comparison between Chinese firms and Swedish firms. The background is followed by a 

problem discussion and research questions. The research question is to be structured by 

a main research question and three sub-research questions. Then after the section of 

objective, an outline of thesis helps readers understand the structure of the Thesis. 

 

1.1 Background 
1.1.1 The Third Wave of Internationalization 

In the developed world, like Europe and America, firms experienced the high speed 

development during the last decades (Tokic & Tokic, 2006). The developing firms 

strongly demanded basic goods and services, and the only way for them to solve this 

problem was to obtain cheaper goods from the emerging countries and this led to the 

third wave of internationalization (Tokic & Tokic, 2006). The opening up of the 

emerging market, particularly in such nations and regions as China, India, Russia and 

Eastern Europe provided a great chance for the mature market to gain abundant cheap 

labour and desirable locations were allowed to participate in manufacturing and trading 

of good with these the emerging markets (Jansson, 2007a; Tokic & Tokic, 2006). In 

other words, this is the result of when firms become advanced in its domestic market, 

and then entry into the new emerging markets can help them to keep or improve the 

competitive advantage (Grant, 2010). The high speed enhancement of international 

business activities between the mature market and the emerging market supplied double 

effects which means the FDI in the emerging markets can influence firms in both 

markets (Jansson, 2007a; Miao, Sun & Wang, 2014), the effect behind the third wave of 

internationalization involving market growth, relocation, outsourcing of production and 

shifting of supplier bases from Europe to eastward. Thus, the role of the emerging 

markets was being considered as increasing important ground (Jansson, 2007a). On the 

other hand, the third wave of internationalization also brings benefits to the emerging 

markets. Jansson (2007a) argued that with the high speed development of the firms 

from the emerging markets, they might start to internationalize and possible become 

new multinational corporations (MNCs). 
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1.1.2 The Internationalization of Chinese firms 

1.1.2.1 Brief history of the internalization process of Chinese firms 

After the reform and opening-up policy of China, the economic development 

experienced a 36 year brilliant history and can be concluded into four steps (Miao, Sun 

& Wang, 2014).  

The first step: Starter (1979 to 1991), in this period, the economy of China was still at a 

low level, the high demand in the domestic market left the firms having no the 

motivation for entry into the other foregin markets (Pei, 2012). The outward foreign 

direct investment (OFDI) mainly was operated by limited state owned enterprises 

(SOEs) and the ambition at that time was to develop the foreign market trading services, 

thus, the trading mainly focuses on the manufacturing industry, business trading, 

catering industry and resource development (Pei, 2012; Su & Ye, 2010). However, 

because of the conservative ideology, planed economics and relationship with other 

countries, the investment value was at a low level; in 1991, the State Development 

Planning Commission (SDPC) released a report about OFDI, which explained that 

China did not have ability to increase the OFDI in the foreign market (Miao, Sun & 

Wang, 2014).  

The second step: Adjustment and Preparation (1992 to 2001), in this period, the 

economies of China developed fast, especially for the private firms, and their energy, 

flexible and innovation bestowed upon them ability to prepare for the OFDI in the 

foreign market (Miao, Sun & Wang, 2014). Furthermore, the government promulgate 

the “Go Global Strategy” to encourage the Chinese firms to have more OFDIs and 

planned to join the World Trade Organization (WTO) (Miao, Sun & Wang, 2014). 

The third step: High speed development (2002 to 2007), in this period, the economic 

development of China was constantly kept at a high speed, with the economy changing 

from planned economy to market economy, the government succeeded in joining the 

WTO in 2005 and started to encourage firms to expand into the foreign markets and 

increase the OFDI (Miao, Sun & Wang, 2014). With the benefits of becoming a 

member of WTO and “Go Global Strategy”, the value of OFDI increased from 2.7 

billion dollars to 26.5 billion dollars in only five years (2002 to 2007) and the number of 

firms invested in foreign markets also increased from 3,091 to 7,000 covered 173 

countries (Miao, Sun & Wang, 2014).  
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The fourth step: Stable development stage (2008 to now), the subprime crisis triggered 

the world level finance crisis and led to the decrease of global economic growth. During 

this period, the economy of China kept growing and became the second largest 

economic entity in the world (Miao, Sun & Wang, 2014). The value of FDI in foreign 

market with an incredible increasement from 26.51 billion dollars to 107.84 during the 

period from 2007 to 2013 (Miao, Sun & Wang, 2014). Furthermore, such government’s 

new policies as “FDI management method” from China’s Ministry Department (CMD) 

reduced the difficulty on financing and tax rate (Miao, Sun & Wang, 2014). There have 

been a nymber of cases of Chinese mergers of foreign companies, for example, Lenovo 

acquired IBM PC business, Geely acquired Volvo car business and Hair merged part of 

the business from Sanyo, which all proved the achievements of “Go Global Strategy” 

(people.com.cn, 2006). 

 

1.1.2.2 Inexorable trend of internationalization of Chinese firms 

The starting point of internalization of Chinese firms was later than that of the 

developed country markets (Miao, Sun & Wang, 2014). Thus, it is difficult for China to 

catch up in a short period. However, the Chinese firms’ internationalization is an 

inexorable trend for a long term development. From a macro-perspective, the 

development of internationalization can push the upgrade of the Chinese economy by 

expanding into new markets, thus increasing the development space of economy (Miao, 

Sun & Wang, 2014). Furthermore, it can also increase the international competitive 

ability of Chinese competition, which will be of important significance for China’s 

sustainable development in the future (Miao, Sun & Wang, 2014). From a micro-

perspective, with the high speed development of the global economy and internalization 

activities, many firms are aware of the importance of internationalizing and entering 

new markets initiatively, some firms are forced to entry into the oversea markets in 

order to keep the competitive advantage (KPMG, 2013). 

 

 

 

http://www.people.com.cn/
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1.1.3 A general comparison between Chinese market firms and Swedish market 

firms 

 

1.1.3.1 Culture distance  

 

Figure 1 Hofstead model about the comparison with China and Sweden (Geert-

hofstede.com, 2015)   

According the model from geert-hofstede.com (2015), there is an overt culture distance 

between China and Sweden. 

The first measurement tool is power distance, which is defined as “the extent to which 

the less powerful members of institutions and organisations with a country expect and 

accept that power is distributed unequally” (geert-hofstede.com 2015). China is a 

country which thinks the unfairness is acceptable. However, Sweden is a country which 

thinks people are independent, and advocates the hierarchy for convenience and equal 

rights (geert-hofstede.com 2015). This might cause the problem on management style, 

for example, the relationship between Chinese managers and Swedish employees. The 

second measurement tool is individualism, which means the natural differences between 

two countries determine that China is a highly collectivist culture. However, Swedish 

more expect to take care themselves (geert-hofstede.com 2015). This might cause a 

problem when both Chinese and Swedish employees working together. The third 

measurement tool is masculinity which means that in China, males normally have more 

power and authority than females; however, in Sweden, the situation is just the opposite, 

Swedish highly respect the rights of females (geert-hofstede.com 2015). This might also 

cause problems on management styles, for example, the hiring rates between males and 

females. The final tool worth mentioning is the indulgence, and another huge gap 

between China and Sweden is the Swedish are more indulgent which means the leisure 
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time for Swedish is very important (geert-hofstede.com., 2015). This might cause the 

problem on the attitude of overtime working.  

 

1.1.3.2 Different positions in the value chain 

Over the past 30 years, Chinese firms have created an unimaginable achievement and a 

great contribution to the world economy development (Gao, Li & Yang 2013). However, 

there is still a huge gap between the Chinese firms and the Sweden market firms and 

one of the most important distances is the firms’ positions in the international value 

chain (OECD, 2012; Gao, Li & Yang, 2013). Under the background of China, the role 

of Chinese firms normally was dubbed as the “world factory” because many foreign 

firms noticed the lower labour cost, lower prices of raw materials and powerful 

productivity could improve their cost advantage (Akoorie, Ding & Wu, 2011; Gao, Li & 

Yang, 2013). This caused the Chinese firms to be more concentrating on the 

manufacturing industry and energy and resources industry, with the outsourcing and 

processing trades developing rapidly (Gao, Li & Yang, 2013). However, the drawbacks  

of this mode are obvious and are highly influenced the Chinese firms’ positions in the 

value chain for the mature market limited the function of China, thus leaving the 

Chinese firms be hardly able to compete with the firms from the mature market in the 

future (OECD, 2012; Gao, Li & Yang, 2013). On the other hand, firms from the mature 

markets cover the function of innovations, product and service design, purchase, 

distribution, sales and services in a value chain which could enjoy the much higher 

profitabilites compared with those the Chinese firms, especially for Sweden, the stable 

economic policies combine with competitiveness, innovation and an open approach to 

trade to make Sweden a model for economic success (OECD, 2012; Sweden.se, 2015).   

 

1.2 Problem Discussion  

Most of the researchers have focused on studying why and how European firms expand 

into the Chinese market and how they should adapt to the local environment because the 

Chinese market is one of the biggest market in the world (Jansson, 2007a; Jansson, 

2007b; Pananond, 2015). With the rising of China, some of the researchers noticed the 

importance of Chinese firms’ expansion and start to research the oversea Chinese firms 

(Li, 2008; Klossek, Linke & Sohm, 2009; Luo, Wang, Xi & Zhao, 2011; DCCC, 2015). 
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But these studies have only been focused on State-owned enterprises and large-scale 

enterprises, in another side, the topic like collective internationalization for SMEs from 

China by Jansson & Sandberg (2013) contribute the new route. However, these 

researchers did not focus to supply a whole picture of how Chinese firms could seek 

better performances in the Swedish markets. So it is important to have improvements in 

order to supply Chinese firms with practical suggestions. 

 

1.2.1 Matching strategy as a key strategy for Chinese firms 

The preceding part of the text in the background chapter shows the international and 

Chinese development tendency and the reasons why Chinese firms have to expand into 

the world markets. However, when Chinese firms are faced with the unacquainted 

markets and environments, they can hardly know what they should do because of the 

differences and distance (Miao, Sun & Wang, 2014). Johanson & Vahlne (1977) argued 

that the higher distance means the higher risks when firms entering and operating in the 

foreign markets and the risks will influence the performance of firms. Furthermore, the 

“subsidiary and sale office” patterns of entry mode also increased the risks and 

uncertainty compared to export and intermediary mode (Johanson & Vahlne 1977, 

2009). Thus, to know what factors that Chinese firms need to adapt to local market 

becomes a serious problem. Jansson (2007b) argued the importance of a firm to adapt to 

target market in order to be insidership of the network. Furthermore, the 

standardisation-adaptation debate has been believed as a balancing between two factors: 

economies and cultural diversity (Solberg, 2000). In order to summarize the process of 

adaptation, Jansson (2007b) supplied an international business strategy model (IBS) 

which aims to describe the adaptation process by making the internal environment fit 

the external environment. The suitable strategic fit will help firms to achieve 

competitive advantage and societal advantage. Thus, the first step for getting success for 

firms which operate in the mature market is to identify the internal environment and the 

external environment. Then the firm needs to decide which strategy to use to match the 

external environment. The strategic choice is important for the success of firms.  

 

1.2.2 Competitive strategy as a key strategy for Chinese firms 

The matching strategy can help firms to compete, but it cannot replace the competitive 

strategy. As mentioned by Jansson (2007b), matching strategy is only valid for social 



  
 

12 

environment and cannot contribute to economic goals. Thus, a competitive strategy is 

required for the success of the firms. The competitive strategy has been discussed and 

used for a long time, and in the modern environment, this strategy becomes more and 

more important (Grant, 2010). The general difference between Chinese market and the 

mature market are as mentioned above. The competitive environment features a close 

relationship to the social sector of the market. Thus, different markets might lead to the 

different competitive environment (Papulova & Papulova, 2006). This environment 

issue will influence the competitive strategy, and the result will be reflected by the level 

of competitive advantage. Thus, it is important to discuss two factors in the competitive 

strategy: competitive environment and competitive advantage.  

 

1.3 Research Questions  

This thesis will be structured by answering one main research question and this main 

research question will be supported by two sub-research questions.  

 

1.3.1 Main research question 

What are the key success factors of Chinese firms to operate in the Swedish market? 

1.3.2 Sub research questions  

Sub-research question 1: 

How do Chinese firms match the local environment in order to operate in the Swedish 

market? 

Sub-research question 2: 

How do Chinese firms compete in the Swedish market? 

 

1.4 Purpose  

The purpose of this thesis is to find out the critical success factors for Chinese firms in 

the Swedish market. The study will also contribute to an upgraded understanding of 

situations and environment which are faced by the Chinese firms located in the Swedish 

market. Furthermore, practical suggestions will also be supplied for the Chinese firms 

which not only are already operating in the Swedish market, but also the Chinese firms 
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who are planning to expand into Swedish market.  

  

1.5 Thesis Outline    

The thesis follows the outline as presented in figure 2. 

 

Figure 2: Thesis outline  
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2 Methodology  

In this chapter, the methodology used in the Thesis and the explanation of why the 

researchers chose the methodology. The chapter starts with a presentation of a research 

approach, research method and research strategy. Then the selection of case companies, 

and data collection will be accounted for in order to supply a basis for researchers’ 

empirical data collection. Finally, the internal validity, external validity and reliability 

are addressed in evaluating the research quality. 

 

2.1 Research approach  

The study starts with a deduction, which mean it will start from a theoretical perspective 

(Alvesson and Sköldberg 2009). Thus, the researchers designed the research problem 

based on such theories as the matching strategy, competitive strategy and experiential 

knowledge. The role of the research issue is extremely important since it is the 

foundation of the theoretical framework. Based on it, the researchers can identify the 

relevant theories, then the interview guide which used for collecting empirical data can 

also be improved. After that, inductive approach can help researchers to observe and 

summarize the similar phenomenon proceeds from a number of cases (Alvesson and 

Sköldberg, 2009). Obviously, this study is not a purely deductive or inductive approach. 

It is risky for just using one of them since the deductive approach is limited to 

explaining everything with a general rule and the inductive approach, focuses on 

creating a general truth from single cases (Alvesson and Sköldberg, 2009). Thus, a more 

suitable and reasonable approach is required.  

 

Abductive approach highly meets the requirements of this study. According to Alvesson 

and Sköldberg (2009), an abductive approach is normally used in real practice in many 

case-study based research process and by using this approach, the advantage is 

abductive approach has some characteristics of both induction and deduction but it is 

not a simple mixture of induction and deduction. In other words, by using an abductive 

approach, the empirical area of application can be developed and the theory area can 

also be adjusted. During the process, the empirical data and theory can be well 

organized and combined (Alvesson and Sköldberg 2009). Duboies & Gadde (2002) 

supported this approach and supply a “systematic combining model” which combined 

the empirical world, theory, the framework and the case to match the direction and 
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redirection. Furthermore, abduction is quite reasonable when faced with the discovering 

of new phenomena because when researchers are faced with new things, it is difficult to 

know beforehand what should be included in the study.  The advantage of abduction can 

help the researchers during the process. Thus, an abductive approach is the most 

suitable approach for this study (Duboies & Gadde 2002).  

 

2.2 Research method  

This study is designed by using qualitative research methods since qualitative research 

is a research method which can help the researchers on “understanding how people 

interpret their experiences, how they construct their world and what meaning they 

attribute to their experiences” (Merriam, 2009, p.14). Qualitative research aims to 

understand the reality, and individuals and their interaction in the world. This can done 

by describing and discovering the phenomenon (Merriam, 2009). Qualitative data have 

a strong advantage over quantitative data in drawing insights of the nature compared to 

data only (Mintzberg, 1979). Qualitative data are rich and holistic with strong potential 

for showing the complexity of nature. The researchers designed to find the conclusion 

by case studies and interviews. Efforts were made to understand specific situations and 

environment of the Chinese firms. The data collection process and analysis are not 

related to the amount and the questions of “how much” and “how many” (Merriam, 

2009). Therefore, obviously the quantitative research methods are not suitable for using 

in this study.  

 

2.3 Research strategy 

There are five different strategies that can be chosen when conducting research which 

include experiment, surveys, analysis of archival information, histories and case studies 

(Yin, 2007). The research questions in a large extent affected which strategies should be 

selected. For this study, the researchers have chosen to use case study as a research 

strategy because according to Merriam (2009), “a qualitative case study is an intensive, 

holistic description and analysis of a bounded phenomenon such as a program, an 

institution, a process or a social unit”. Yin (2009) also argued that “a case study is an 

empirical inquiry that investigates a contemporary phenomenon within its real-life 

context, especially when the boundaries between phenomenon and context are not 

clearly evident”. In other words, the difference between the case study and other 
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research designs is that the case study is more focused on holistic description and 

explanation (Cronbach, 1975). Therefore, the researchers believe that the case study is 

the most appropriate option for this study in order to answer the research questions. 

 

2.3.1 Case study design  

After researchers decided to use case study as the research strategy, it is important to 

select whether a single case study or a multiple case studies should be implemented 

because this will influence the selection of single-unit analysis (holistic) or multiple-unit 

analysis (embedded) (Yin, 2009). Since our purpose is to investigate how Chinese firms 

could survive in the Swedish market, a whole picture of the company is required and the 

research is designed by interview 5 cases companies, thus the case study design of this 

research are multiple-case studies and single unit of analysis. The cases are separated 

into two types, the first type is the firms survived in the Swedish market with acceptable 

performance, which mean these firms have profitability in the Swedish market. The 

other type is the firms failed to survive or with a not good performance, which means 

these firms without or with a drawbacks on profitability might make the firms be unable 

to continue operate or hard to operate in the Swedish market. For the first type, we plan 

to interview three firms as case studies. However, for the other type, we can just 

interview one firm because of the limitation of difficulty. There were two reasons, 

firstly it was very difficult to find interviewees for these closed firms. Secondly, the 

firms which failed to survive or without a good performance were normally unwilling to 

be interviewed.  

 

2.4 Selection of the case companies  

The selection of cases is important since these cases were the primary data resources 

which could directly influence the result of your studies (Dubois and Gradde, 2002). 

The selection of the cases should be based on the attribute that with a strong relationship 

to the problem discussed by the researchers (Denscombe, 2010). In this study, in order 

to find the valuable and suitable cases, criteria were required to be set up in order to 

guide the selection of cases (Merriam, 2009). The limited conditions which the 

researcher faced in this study was the problem of time, money and location, which fit 

the definition of convenience sampling which mention by Merriam (2009). With this 

sampling method, we limited the number of cases to four and we were supported by a 
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secondary data case. In addition, although the research topic was to study Chinese firms 

in the mature market, the limitations made the researchers choose the cases which were 

located in the Northern Europe. Furthermore, purposeful sampling were also used in 

this study since the purposeful sampling means that the researchers chose the case with 

their purpose and criteria which could fit the problem of the study and increase the 

value of study (Merriam 2009). The type of Chinese firms which the researchers chose 

were the firms which had the ability to set up local subsidiaries, offices or R&D centres 

because these firm shoulders the higher risk when operating the mature market than the 

pure exporting firms. The study of these firms would be more valuable and convective. 

Furthermore, in order to measure if the firms is succeeding or not, profitabiltiy was 

chosen as the main tool to evaluate since the general Chinese firms were still located in 

the development stage. It was hard to supply a higher standard like sustainable business 

as mentioned by Jansson (2007a, 2007b). Thus, the researchers chose profitability as the 

basic standard for firms’ success.  

 

2.4.1 Company presentation  

The Table 1 presents the five case companies including their firm names, industries, 

locations, profitabilities, number of employees, interviewees and their job titles and 

finally the date of interviews. This Table can clearly show the brief information of the 

case companies and their interviewees to the reader. 

 

Table 1: Presentation of the case companies 
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2.5 Data collection  

According to Boeije & Hox (2005), primary data and secondary data are the two kinds 

of data can be collected. In this study, both primary data and secondary data are 

collected for answering the research questions (Merriam, 2002). 

 

2.5.1 Primary data  

The definition of primary data be presented by Boeije & Hox (2005, p.596) is the 

original data collected for a specific research goal. Every time when primary data are 

collected, new data are added to the existing store of knowledge. In qualitative research, 

a popular method for collecting primary data is using a qualitative interview in which 

interviewees talk about their experience, opinions and so on Boeije & Hox (2005). In 

this study, the researchers chosen to use interviews as a primary data collection method 

in order to supply valuable information from the Chinese firms which survived in the 

Sweden markets.   

 

2.5.1.1 Interviews  

As previously mentioned, the interviews are the main method for this qualitative 

research for gathering primary data. DeMarrais (2004) argued that the interview as “a 

process in which a researcher and participant engage in a conversation focused on 

questions related to a research study”. The main purpose of an interview is to obtain a 

special kind of information which could be experience, idea, feelings, phenomena and 

so on. According to Merriam (2009), in all forms of qualitative research, almost all of 

the data are collected through the interviews. The reason for the importance of the 

interview is when we cannot observe behaviour, feelings of people, then it is necessary 

and efficient to use interviews for an in-depth understanding (Merriam, 2009).  

 

According to Merriam (2009), the types of interviews can be classified by the structure 

of the interviews and there are mainly three kinds of interviews which named: highly 

structured interviews, semi-structured interviews and unstructured interviews. The most 

visible differences among these types of interviews are explained in the following text:  

Characteristic of the highly structured interviews are the questions and the order are 

determined ahead of time by the interviewer (Merriam, 2009); Characteristic of the 

semi-structured interviews are the questions and order are more flexible than highly 
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structured interviews. This means that although an interviewer still have to control a 

large part of the order and the questions, many questions are open-ended (Merriam, 

2009); Characteristic of the unstructured interviews sometimes also called informal 

interviews which means that the researchers do not know enough about a phenomenon 

or supply relevant questions. The topic is highly opened and decide by respondent 

(Merriam, 2009).  

 

In this study, the semi-structured  interview highly meet the requirement of researchers. 

The topic and problem of this thesis, which decide by researchers cannot have a fully 

understand about the phenomenon, however, the theory and direction is controlled. 

Most of the questions highly concentrated to match the theories, some questions are 

open-ended. The semi-structured can help researchers to picture a better understand of 

how Chinese firms could survive in the Swedish market. Furthermore, all the interviews 

are operated by face to face method, this can make sure that the respondents will give 

their undivided attention when an interviewer is present (Doyle, 2005). However, 

because of the limitation of geography, the interview of Envison has to use Skype 

communication software. Every interview time is limited by approximately 30 to 45 

minutes in order to get enough information, but not too long to decrease the patience of 

interviewees. In addition, since the target of respondents are the CEOs of Chinese firms 

which normally are Chinese, thus Chinese language is used when doing the interviews 

in order to get accurate information and will not make CEOs to feel nervous. Then the 

researchers translate the dialogue text to English. In addition, because the shortage of 

Chinese firms which mentioned, the researchers decided to add a third party (Småland 

China Support) interview to make an in-depth understanding of both macro aspects (e.g. 

What are the main problems that general Chinese firms facing to) and micro aspect (e.g. 

Why Funerdun failed to survive in Kalmar?).  

 

2.5.1.2 Operationalization   

Before the interview, the researchers need to aware of the importance if the respondents 

have a clear thought for the topic of the interviews and what are the knowledge demand 

from the researchers. For the value of the study, the questions are required not only 

based on the theory, but also need to be understandable (Hartman, 2004). The advantage 

for using operationalization in qualitative study is that it can make different elements of 
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empirical data measureable (Wall, 2011). It is necessary to use operationalization since 

it with a strong connection with the validity and reliability (Hartman, 2004).  

 

Theory  Theory parts Theory information Question number 

 

 

 

 

 

 

IBS model 

Internal environment  The internal environment of the 

firms which include the 

resources and capabilities  

Q3 

External environment The external environment of the 

firms which include the legal 

system, market/service market, 

labour market and so on 

Q3 

Matching strategy How firms match their internal 

resources to the external 

environment in order to adapt to 

local market 

Q3 

Competitive strategy The strategy focuses on 

competing which help the firm 

increase the performance 

Q4 

Table 2. Operationalization – Matrix 

 

2.5.2 Secondary data  

The definition of secondary data be presented by Boeije & Hox (2005) is the data 

originally collected for a different purpose and reused for another research question. In 

another word, the researchers use the primary data come from other researchers is called 

secondary data. The method for collecting secondary data could be using search strategy 

to find useful secondary data and retrieving secondary data (Boeije & Hox, 2005). The 

finding of accurate, suitable and valuable data is important. The benefits of secondary 

data are that “they exist independent of a research agenda, they are nonreactive, and 

unaffected by the research process” (Merriam, 2009, p.156). In this study, the secondary 

data have the same value as the primary data since the reality decided that it is very hard 

to find primary data for the Chinese firm case companies which can not continue 

survived in the Swedish markets. Thus, the main information about Fanerdun case 

company will be present based on the internet sources and other researchers’ interview 

data.  
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2.6 Data analysis 

According to Yin (2009), pattern matching, explanation building, time-series analysis, 

logic models and cross-case synthesis are the five different techniques which can be 

used when analysing collected data. From comparing these techniques, the researchers 

decided to use both of the pattern matching and cross-case synthesis. The characteristic 

of pattern matching is that it compares an empirically based pattern with a predicted one 

which produced by theorical analysis, if the patterns coincide, the results can strengthen 

the internal validity of the case study (Yin, 2009).  In this thesis, the researchers conduct 

a pattern based technique on the international business strategy (IBS) model and the use 

of matching strategy and competitive strategy. The empirical data will contribute to the 

test for theorical patterns. Furthermore, the cross-case synthesis is used to supply a 

strong argumentative interpretation and can be directly analogous to cross-experiment 

interpretation (Yin, 2009). In this thesis, the researchers designed to use five case 

companies and provide a cross-case analysis in both matching strategy and competitive 

strategy in order to conduct a clear analysis. 

 

2.7 Research quality  

The quality of research is one of the most key elements of a study which always be 

thinking by researchers since they want to contribute knowledge to the field that is 

believable and trustworthy (Merriam, 2009). Thus, some standards are required to 

measure the trustworthiness. Merriam (2009) suggest that the validity and reliability can 

be used to measure the research quality.  

 

2.7.1 Validity  

Validity is used to measure if the theoretical framework is relevant to reality and how 

strong are empirical data and theory connected. There are three tests are used to test the 

validity:  construct validity, internal validity and external validity (Yin, 2003) 

 

2.7.1.1 Construct validity  

Yin (2003) defined construct validity as an establishing correct operational measure for 

the concepts being studied. Construct validity is important when constructing thesis 

because some researchers have negative view of using case studies, they think the 

researchers who use the case study method fails to develop a sufficiently operational set 
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of measures for data collection. However, Yin (2003) explained by using three available 

tactics to increase construct validity when doing a case study. Firstly, using multiple 

sources of evidence when doing data collection, this way can also supply a convergence 

line of inquiry. The second tactic is to establish a chain of evidence, this way also 

related to the data collection and the third tactic is to supply the draft case study report 

reviewed by key informants. In this study, all these three tactics are used in order to 

increase the validity. For the first tactic, five Chinese firms were selected as the case 

studies when designing the research in order to supply a whole picture as much as 

possible. For the second tactic, the researchers of this study try to set up explicit links 

between the questions asked, the data collected and the conclusions drawn (Yin, 2003). 

Finally, asking the key informants is also achieved since the interviewees of four live 

cases are all managers or owner level in order to get the whole and trustworthy 

information  .  

 

2.7.1.2 Internal validity  

Internal validity aims to establish a causal relationship whereby certain conditions are 

shown to lead to other conditions, as distinguished from spurious relationships (Kidder 

& Judd, 1986). Merriam (1998) explains the internal validity by concerning serval 

questions: “internal validity deals with the questions of how research findings match 

reality. Does the findings capture what is really there? Are the investigators observing 

or measuring what they think they are measuring?”. In order to increase internal validity, 

Yin (2003) supplied four tactics: pattern matching, explanation building, rival 

explanations and logic models. Accordingly, in this study, the researchers tried to 

improve internal validity by pattern matching. 

 

2.7.1.3 External validity  

External validity aims to make a study’s finding can be generalized (Kidder & Judd, 

1986). This means the findings of a study can be applied to wider situations. However, 

Meriiam (2002) argues the qualitative research often selected a specific phenomena and 

which cannot generalize the findings. In order to solve this problem, the limitation of 

generalization of qualitative research can be improved by multiple case study (Creswell, 

2009). Yin (2003) also argues that if two or more cases can support the same theory, 

replication may be claimed and the external validity can also be enhanced. In this study, 
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the researchers designed to use five case studies to match the theories, then according to 

the analysis make the conclusion be more generalized.  

 

2.7.2 Reliability  

The reliability be seen as the operations of  a study such as data collection procedures 

(Kidder & Judd, 1986). The goal of reliability is to minimize the errors and biases in a 

study and allow other researchers to further study and utilize included data collected for 

each case as well as cross-case data (Yin, 2013). According to Yin (2003, p.84), there 

are two methods to increase reliability: use case study protocol and develop case study 

database. The case study protocol includes: “(a) the procedures for contacting key 

informants and making field work arrangements; (b) the explicit language and 

reminders for implementing; (c) a detailed line of questions, or a mental agenda to be 

addressed throughout the data collection, including suggestions about the relevant 

sources of data; and (d) a preliminary outline for the final case study report”. In this 

study, the researchers tried to mix all four points in order to fit the case study protocol. 

The researchers designed the questions as Simi-structured interviews to get as much as 

possible valuable information. The language is designed to use Chinese to attract 

interviewees to share their knowledge and experience. Furthermore, the outline of the 

case study report is also supplied. The mixture of these behaviours enable to support the 

reliability of this study.  
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3 Theoretical Framework  

This chapter will present the theoretical framework. The main structure start with the 

international business strategy (IBS) model, the internal environment and the external 

environment will be identified. Then the matching strategy and competitive strategy are 

the key theories in this study.  

 

3.1 International business model 

The international business strategy model (figure 3) presents the combination of 

international business strategy of the company and the internal and external factors 

which might influence the strategy (Jansson, 2007b). The IBS model is the main theory 

framework of this study, in order to create an in-depth understanding, the model will be 

separate into internal environment, external environment, matching strategy and 

competitive strategy.  

 

 
 

Figure 3. International business strategy model           Source: Jansson (2007b) 

 

3.2 Internal environment  

To achieve an internal strategic fit, it needs to base on the combination of resources and 

capabilities (Jansson, 2007b). The role of resources and capabilities as the basis for firm 

strategy are called  the resource-based view (RBV) of the firm and it is used to describe 

and operationalize constructs of competitive advantage (Barney, 1991; Grant, 2010). 

With the high speed development of internationalization, firms are facing vigorous 
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competition. Through the development and deployment of resources and capabilities to 

establish competitive advantage are more efficient than seeking shelter from the storm 

of competition (Grant, 2010). Especially for the Chinese firms which operating in the 

Swedish markets, it is hard for them to seek shelter. Thus, one of the most efficient 

methods to increase the performance for surviving in the Sweden market is to develop 

the resources and capabilities. According to Grant (2010), it is important to distinguish 

the resources and capabilities of the firm since the resources are the productive assets 

owned by the firm, the capabilities are what the firm can do.  So the individual 

resources cannot contribute to the competitive advantage, only they work together can 

create organizational capability, then contribute to the firm performance. Thus, the 

figure 4 shows the links among resouces, capabilities and competitive advantage. 

Furthermore, this model highly fits the IBS model which could contribute an in-depth 

understanding of IBS model.  

 

Figure 4. Links among resources, capabilities and competitive advantage    

Source: Grant (2010) 

 

3.3 Externational environment  

Culture  

Ghauri and Cateora (2006) argued that the culture is the human-made part of the human 

environment since it is the comprehensive of knowledge, beliefs, art, morals, laws, 

customs and any other capabilities and habits acquired by humans as members of 

society. Furthermore, culture is everything that people have, think and do as members 

of their society. Thus, a country’s culture is a key environmental force that shapes its 

people’s perception, dispositions and behaviours (Triandis, 1989). It is a key element in 
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an external environment of a market (Jansson, 2007b).  

 

Legal system 

If a firm plan to set up a subsidiary in a foreign market, the manager need to mark the 

uncertainty when concerning the adaptation behaviours. Especially for the emerging 

market since the legal system in emerging countries normally not developed enough and 

also with the problem of inconsistently implemented compared to the mature market 

(Chung & Eamish, 2005; Luo, 2007). Thus, the Chinese firms need to pay more 

attention on the legal system if they plan to expand into the Swedish market. 

Furthermore, the different countries have different legal systems regulating marketing 

activities. For example the laws for promotion, product development, labeling, pricing 

and channels of distribution. (Ghauri and Cateora, 2006). 

 

Product/service market 

The product market can be developed by dividing organization field into smaller 

organization fields such as sub markets or called industries which is an important factor 

can influence the firms (Grant, 2010), Furthermore, it can also be divided according to 

stakeholder (Jansson, 2007b). These four main fields are competitors’ field, 

intermediaries’ field, customers’ field and suppliers’ field which  will surely influence a 

firms’ success (Jansson, 2007b ; Temiz & Yaroshyk, 2008). 

 

Labour market 

Many researchers argued that the localization of labour in the emerging market is 

advantageous for firms from mature markets. The advantage is not only the decrease of 

consumption, but also can help firms decrease the culture barriers (Lasserre & Ching, 

1977; Rogers, 1999;). On the contrary, the mature market labours is expensive, but with 

higher skilled in general. It is an important issue for internationalized firms decided to 

find skilled workforce in the target market.  A constant advance of knowledge and skills 

is required since the speed of technology development has been increasing. These make 

it is necessary for the MNC to locate itself in a favourable place, where the most 

suitable workforce can be found (Jansson, 2007).  

 

Government and policy 

Governments around the world have regarded the development of firms are relevant to 
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the growth of economics (Congregado & Golpe, 2011). Many governments choose to 

set up profiles of policies to adjust the firms. These policies could be loan guarantee 

schemes, technology and innovation programs and assistant programs on employment. 

(Parker, 2009). Furthermore, according to Jansson (2007) government is normally an 

important stakeholder in the social environment. The main objective of having 

relationship with government for a foreign company is to achieve a societal advantage 

and gain insidership of the network. 

 

3.4 Matching strategy  

Nowadays, the firms have to deal with dynamic and uncertain environment. In order to 

be successful and achieve better performance, firms must be strategically aware 

(Papulova & Papulova, 2006). One the most important strategy for firms who want to 

have a better performance in the target market is the matching strategy. According to 

Jansson (2007b), matching strategy can be defined as the “main mechanism for linking, 

in competition with other firms, the internal environment (consisting with resources and 

capabilities) with the external environment by making them compatible with each 

other”.  

 

3.4.1 Strategy change situation 

When the MNCs is facing new environment, in order to match, the MNC has to choose 

either following the rules of the environment or trying make the environment follow its 

rules (Jansson, 2007b). There are four main types of change situations to show the 

present situation of the MNC: The “twin change” situation which means an MNC 

change in IBS for adapting in both internal institutional framework of the MNC and the 

external institutional framework (Jansson, 2007b). The change originateds either in the 

external environment of the MNC; The “MNC change” situation  which means only 

MNC adaptate in the internal inveronment. This is the classical local adaptation 

problem of the MNC entering into a foreign market (Jansson, 2007b); The “external 

context change” situation  is the opposite situation to the “MNC change” situation 

which means that the MNC do not change its IBS strategy in foreign market because the 

external environment change for MNC (Jansson, 2007b);  The “no change” situation 

means that neither the MNC or the external environment choose to adapt to each other 

(Jansson, 2007b). Under the background of Chinese firms in the Swedish market, twin 



  
 

28 

change and eternal context change can hardly be used since the mature market normally 

with mature institutional environment which can hardly be changed.  

 

3.4.2 Major matching strategies and tactics 

Manipulate  

Manipulate is the most active response to the external environment since it willing to 

actively change or exert power over the content of expectations themselves or the 

sources that seek to express or enforce them (Boschman, 2006). Manipulate can be 

defined as the purposeful and opportunistic attempt to co-opt, influence, or control 

external environment and these are the three tactics to operate (Boschman, 2006; 

Jansson, 2007b). Co-opting refers to a tactic to neutralize institutional opposition and 

enhance legitimacy; influence refers to a tactic being more generally directed toward 

institutionalized values and beliefs or definitions and criteria of acceptable practices or 

performance; controlling refers to the specific efforts to establish power and dominance 

over the external constituents that are applying pressure on the organization (Oliver, 

1991; Boschman, 2006; Jansson, 2007b). These three tactics contribute to a more active 

strategic response to the external environment than other strategies which will present 

later  

 

Defy 

The defy strategy is an active form to resist the pressure from the external environment  

(Boschman, 2006). The three tactics of defiance which can increase active resistance are 

dismissing, challenge, and attack (Boschman, 2006; Jansson, 2007b). Dismissing refers 

to the strategies for organizations to ignore the rules and values in external environment 

when firms’ internal objectives diverge or conflict very with values or requirements; 

challenge refers to a more active departure from rules, norms, or expectations than 

getting dismissed from the environment; the attack is distinguishable from challenge by 

the intensity and aggressiveness of the organization’s active departure from institutional 

pressures and expectations. A defiant strategy rejects institutional norms and 

expectations, and it is normally occurring when the costs of departure are low, when 

internal interests diverge from external values, and when organizations believe they can 

prove the logic behind their departure (Oliver, 1991; Boschman, 2006). 
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Avoid 

Avoidance is the organizational attempt to preclude the necessity of conforming to the 

external environment, firms achieve this by concealing their nonconformity, buffering 

themselves from the pressure of external environment, or escaping from institutional 

rules (Boschman, 2006). The concealment tactic refers to the firm conceal from the 

externally inspected, scrutinized, or matching its technical activities from external 

contact; and escape refers to exiting the area within which pressure is exerted 

(Boschman, 2006; Jansson, 2007b). In contrast to acquiescence and compromise, which 

consist of strategic responses that organizations employ with the objective of partial of 

total conformity to institutional processes, avoidance is motivated by the desire to seek 

a more comfortable situation, the firms try not to pay the effort on “unnecessary” 

matters (Oliver, 1991; Boschman, 2006; Jansson, 2007b). In other words, the goal of 

avoidance is to prevent conforming behaviours from the pressure of the external 

environment.  

 

Compromise 

The compromise strategy means that organizations have to cope with conflicting 

institutional demands and the pressure of external environment (Boschman, 2006). 

Organizations are often confronted with conflicting institutional demands or with 

inconsistencies between institutional expectations and internal organizational objectives 

related to the efficiency problem on economic or time. Three different forms of 

compromise are being summarized: balancing, pacifying and bargaining (Boschman, 

2006; Jansson, 2007b). Balancing refers to the equilibrium of multiple institutional 

demands; pacifying refers to the contribution to conformity with the expectations of one 

or more constituent; as bargaining refers to a more active form of compromise than 

pacifying (Boschman, 2006; Jansson, 2007b). All three tactics are the firms choose to  

compromise to the institutional rules, norms, or values, but in contrast to acquiescence, 

institutional compliance is only partial and organizations are more active in promoting 

their own interest and value (Oliver, 1991; Boschman, 2006; Jansson, 2007b). 

 

Acquiesce 

Acquiesce means the organizations normally choose to agree to shoulder the pressure 

from  the external environment (Boschman, 2006). Acquiescence depends on the 

behaviours to conform the external environment and its degree of awareness of 
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institutional processes. Acquiescence may take several forms which include the habit, 

imitation, and compliance (Boschman, 2006; Jansson, 2007b). Habit refers to 

unconscious or blind adherence to the rules or values; imitation refers to either 

conscious or unconscious mimicry of institutional models; and compliance refers to the 

conscious obedience to or incorporation of values and norms (Oliver, 1991; Boschman, 

2006; Jansson, 2007b). 

 

3.5 Competitive strategy   

Firms should understand the how changes in their competitive environment, then 

seeking opportunities to exploit their strategic abilities, adapt and improve in every 

factor of their business (Papulova & Papulova, 2006). Competitive strategy is a business 

strategy which can help firms to achieve competitive advantage (Papulova & Papulova, 

2006).  

 

3.5.1 The competitive environment  

The managers of the firms need to have some insight into how their firms is affected by 

the environment and how some of the environmental forces might be influenced and 

gain benefits for the organization (Papulova & Papulova, 2006). The environment is 

complex and dynamic which made firms hard to foresee and the uncertainties can make 

it highly unpredictable. This situation requires the managers of the firms to develop 

their environmental and strategic awareness through experience and perception 

(Papulova & Papulova, 2006). Effective strategic management requires manager to 

develop the ability to see things in motion. According to Papulova & Papulova (2006), 

“the competitive environment is affected by many factors which include the market 

structure and profitability; market growth; the stage in the life of products or service in 

question and the frequency of new product launches; capital intensity; and the 

economies of scale. To pay attention to these factors and seek opportunities and threats 

which are currently affecting the organization and require strategic attention. In another 

word, the managers should keep a clear thought and understand about the competitive 

environment and always seeking chances and avoiding threats.  

 



  
 

31 

3.5.2 Competitive advantage 

A competitive advantage is an advantage gained over competitors by offering customers 

greater value, either through lower price or providing additional benefits and service for 

higher prices (Ehmke, 2011). This is also explained by Grant (2010), firms can achieve 

a better profitability by using two ways, one way is to decrease the cost, lower cost 

naturally can increase the profitability. The other way is producing differentiated 

productions to attract customers and also a premium price. The higher price for 

differentiation production will also naturally increase the profitability.   

 

Cost advantage  

Historically, strategic management has emphasized cost advantages as the primary basis 

for competitive advantage. Porter thinks competitive advantage is the centre of a firm’s 

performance, seeking a way to decrease the cost are the common way be used by firms 

in order to achieve competitive advantage. Latham (2009) state that firms seek to lower 

costs at all levels of the firms when striving for a cost advantage. In recent decades,  

firms start to think more broadly about cost efficiency. The most efficient way is to use 

the international differences and new technologies. For example, many firms choose to 

produce products in China for the low price labour cost and also many firms start to use 

internet to decrease cost. There is serval method provided by Grant (2010) to achieve 

low costs. They are the economies of scale which include ttthhhe technical input-output 

relationships, indivisbilitites and specialization; the process techinques which process 

innovation and re-engineering of business processes; the product design which include 

the standardization of designs and components and design for manufacure and finally 

the input cost which include the location advatages, nonunion labour and bargaining 

power.  

 

The fist point of economies of scale can be explained by scale economies which means 

the proportion of industry output accounted for by the largest firms. However, this also 

means the small and mediuim sized enterprises (SMEs) can hardly compete with the 

gaint companies (Grant, 2010). The second point is the process technology, a better 

process using can be more efficient than others because new process technology may 

radically reduce costs. The third pint is product design, designing prodcuts for ease of 

production rather than simplu for functionality and esthetics can achieve cost saving 

expecially when link to the second point-process techinques (Grant, 2010). The last 
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point about imput cost which can be easier to use by SMEs. The input cost include 

many factors such as locational differences in input prices which means the prices 

inputs may different because of the locations such as the wage is different between 

China and Sweden. Another factor is the ownership of low-cost sources of supply which 

means in raw material-intensive industries, the own of sources can help the firm to 

achieve the cost advantage. Non-union labour is another factors because labor unions 

result in higher cost on employees (Grant, 2010).  

 

Differentiation  

“Differentiation is aimed at the broad market that involves the creation of a product or 

service that is perceived throughout its industry as unique. The firm may then charge a 

premium for its product and this can be associated with design, brand image, technology, 

network or customer’s service” (Tanwar, 2013, p.13). Grimm & Malschinger (2010) 

supplied an easy understanding summarized of the differentiation: 

Product differentiation (e.g. Sour milk and milk) 

Unique characteristic (e.g.compute X is more powerful than computer Y) 

Price differentiation (e.g. Price of long-life milk lower than fresh milk) 

Niche-offers (e.g. Finding a special niche in the market like coconut milk) 

 

3.6 Theoretical synthesis 

 

Figure 5. Key factors might influence the Chinese firms’ success factors     

Developed from Jansson (2007b) 
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Figure 5 is the synthesis model which develops from the IBS model of Jansson (2007b), 

this model list the key factors that theoretically can support the success of Chinese firms. 

These factors are resources and capabilities as internal environment and  elements in the 

external environment such as labour market as the external environment. However, 

when the matching strategy is implemented, it will strongly connect to the internal and 

external environment together, thus, in order to supply a comprehensive analysis in the 

following part. The researchers will combine the element from the internal and external 

environment together and make comparison with empirical data.  

 

The success factors of Chinese firms in this study are limited in:  

 

 Resources and capabilities 

 Matching local product/service market 

 Matching local labour market 

 Cooperate with the local community  

 Matching the local legal system 

 Matching the country culture 

 Cooperate with local government 

 Recognized the local competitive environment  

 Cost advantage  

 Differentiation  
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4 Empirical Findings  

This chapter presents the empirical findings. The data collected by interviews and 

internet will be presented by the order in Table 1. The interviewed companies were De 

Xin International AB, Huawei Sweden, Envision and Avego AB. Furthermore, Fanerdun, 

as a secondary data case study will also be summarized.   

 

4.1 De Xin International AB 

De Xin International AB (Sweden), is a comprehensive International Enterprise with 

supplies of international trading and services (De Xin, 2015). Mr. Li built up companies 

both in Sweden and China Mainland. In Sweden, and the main business covered the 

trading and consulting services. In China, Mr. Li owns two companies, one is the Jia 

Cheng International Trade Co., Ltd. which is a comprehensive import and 

export trading company, target in food, goods, technology import and export services. 

The other one is Linyi Peanut Products Co., Ltd., a modern factory with its own 

planting, packaging and processing base (De Xin, 2015).  In addition, De Xin also 

offered a labour support business, such as waiters, cooks, drivers, porters, construction 

workers, scientists and technicians, welders, etc., to companies and individuals in 

Europe and other regions (De Xin, 2015).  

 

Matching strategy  

According to Mr. Li (2015), his business had clear target customers – other Chinese 

business in Sweden such as Chinese restaurants and supermarkets. Thus, compared to 

other firms, it is easier to establish network and relationships with these customers and 

most of the customers were old friends before he had expanded into the Swedish market. 

Mr. Li said his strategy in Sweden was trying to not change his business habit and 

reduce the risk as much as possible. In production aspect, De Xin does not need to 

change and adapt to local market since the Chinese productions were the requirements 

of the Chinese restaurants and supermarkets. Mr. Li said that the only thing needed to 

be changed is the packaging. For example, the customers might need different weights 

of food. In labour market, Mr. Li said he tried to hire Chinese employees in order to 

reduce the culture distance. Despite the basic laws which he needs to obey, he will not 

go to waste time on others, like cooperating with other organizations, country cultures 

and CSR.  
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Competitive strategy  

Compared to adapt local market, Mr. Li paid more attention to developing competitive 

advantage. He owned two factories in China, which were the main supplies of goods in 

Sweden, and this could help him to reduce the price in order to compete with other 

firms. He also attached importance to the quality of production, for example the food 

goods, because Sweden immigration inspection and Sweden food laws were stricter 

than those in China, and this might cause the food goods to be unable to pass the 

inspections. Thus, the quality and price were the main competitive advantages of De 

Xin, which was an advantage that helped Mr. Li gain 40% of the market share in 

Sweden market. The most different point for adapting to Sweden market was that in 

order to reduce the risks, the transport and storage were outsourced to the local firms, 

and DHL and UPS were responsible for the transporting and Bling was responsible for 

the storage. When the customers ordered goods, the system could help him transport 

them from storage to the customers’ addresses. Mr. Li said that although this cost was 

about 10% of profit, it was worthwhile because of the low risks and there was no need 

to hire more employees for transport. The professional services of transport company 

could also increase the brand image.  

 

4.2 Huawei  

Huawei is the biggest firm in this study, and its headquarter is located in Shenzhen 

(China). The firm was set up in 1987, and the business scope was producing and selling 

of telecommunications equipment. Now Huawei has become a global leader supplier of 

telecommunications network solutions (Huawei, 2015). The growth of Huawei is a 

legend and has been studied by many researches.  As a globalization firm, Huawei set 

up a R&D Center in Sweden in 2000, in 2004, the Marketing and Service Department 

was also established for expanding markets.  Mrs. Sun Ye said Huawei had a global 

view to expansion and this is high based on the character of the country. For example, 

the subsidiary in Hungary had been a supply centre for the transport industry in 

Hungary which is more advanced, in Sweden, the R&D Center focus on scientific 

research and innovation since Sweden is more advanced in innovation. Huawei is a firm 

which pays lots of attention to research and development, especially in technology and 

innovations. About half of the employees work for research and development and 14% 

of the profit are used for technology innovation every year (Huawei, 2015).  

 

http://www.huawei.com/
http://www.huawei.com/
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Matching strategy  

Mrs. Sun Ye (2015) said that Huawei noticed the importance for adapting local 

environment. In production and service aspect, the customers of Huawei can mainly be 

categorized into three types: carrier (solutions for mobile telecom carrier like cloud 

computing), enterprise (the company used equipment like firewall and conference 

system) and consumer (personal and family production like cell phones and routers). 

The carrier and enterprise customers required more custom-made productions and 

solutions, so the R&D employees aim to supply fast solutions. In the labour market, the 

strategy is localization, and more than 75% of the employees are Swedish and Chinese 

employee from China can work in Sweden in turns, a procedure that not only can 

increase the communication inside the company, but also can decrease the cost of hiring 

fixed employees in Sweden since the basic wage in Sweden is much higher than in 

China. In the local community aspect, Huawei has a close relationship with such  

universities as KTH, Chalmers University of Technology and Lund University; 

furthermore, Huawei had also positively joined such organizations as 3GPP (mobile 

broadband standard) and Huawei also is the member of IVA (Royal Swedish Academy 

of Engineering sciences). In law, business more and culture aspect, Mrs. Sun Ye said 

these factors failed to exert a big influence to Huawei, and it is trendier to a fusion 

process. The biggest problem at the start was the cultural difference between China and 

Sweden, which made it hard for the Swedish and Chinese employees to communicate 

with each other. The Swedish were more open and talk in a direct way, while the 

Chinese employees usually in opposite ways. This caused some misunderstandings on 

both sides. After few years' adaptations, this was no longer a problem. The business 

mode in Sweden was fairer in comparison to China, and if you have good predictions, 

they will firstly choose you; then secondly, they would talk about the price. The price 

was not the most important factor as in China and the Sweden market can supply a good 

environment and opportunities to Huawei’s development in the future.  

  

Competitive strategy  

Huawei is one of the world’s top 100 firms. The core value of Huawei was the 

innovation of technology, the advanced technology enabled Huawei to supply its clients 

with better quality and valuable solutions, products and services. The price was not the 

key factor compared to the advanced technology in the mature market, especially for the 

carrier and enterprise customers, and it was not like personal customers who purchase 
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cell phones. They were normally long-term technical supports lasting for about five to 

ten years, so if a carrier cannot keep its advanced technology, it will be a serious 

problem which might even influence the stock of the company. The independent 

research and development required the high quality of employees. One of the main 

competitiors in world market is Ericsson, of which the headquater is located in Sweden. 

 

4.3 Envision  

Envision was set up in China in 2007. One year later, Envision Global Innovation 

Center (GIC) was founded in wind power's home country - Denmark. Its main focus 

was the design of wind turbines. Nowadays, Envision has become the world’s biggest 

wind energy firm and the main business cover the windmill production and energy 

management software. The firm plans to expand into solar energy in the future.  

 

Matching strategy  

In the production and service aspect, Mr. Ben Bo said the windmill need some 

customized design in order to meet the technical standard of the European markets. The 

standard is different between Europe, America and China, but there is not a big 

difference and Envision sometime also needed to redesign the shape or some function of 

the windmill for example sometime the customer require to add lighting equipment in 

the windmill. In the labour market, the Demark design center started with only three 

employees; then, it hired employees based on the requirement to. Nowadays, there are 

about 50 employees in Denmark. Envision has a high standard on hiring employees; for 

example, most of the employees are working in the wind energy area more than 15 

years and they might come from competing firms like Vestas and Siemens. These 

employees have an in-depth understanding of wind energy industry and they are also 

familiar with the network, and many new employees were hired on old employees’ 

recommendations. The rule for hiring was a trend to localization and 90% of the 

employees are Danish instead of Chinese. In the local community aspect, Envision has a 

strong relationship and cooperation with DTU (Denmark Technology University). In the 

law aspect and business aspect, there is not a big influence to the firms since firstly, 

before the firm was set up, they hired consultants and lawyers to help them to 

understand the basic laws and policies in order to make sure their behaviors were legal. 

In the country culture aspect, the biggest influence was that many Europeans do not 
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want the windmill build beside their house, so Envision need to make evaluations 

before the project.  

 

Competitive strategy  

Mr. Ben Bo (2015) said although Envision is a very young firm, it developed so fast 

that it could compete with such rivals as Vestas and Siemens which have already 

operated in the markets for several decades. But as a Chinese firm, Envision enjoyed the 

advantages of the “Go Global Strategy”, which could make Envision gain fund-raising 

easily by the help of Chinese government. Mr. Ben Bo also mentioned that Envision 

was going to produce windmills in the local market instead of China because of the 

exchange rate. The strategy of Envision is not focus on the lower price like other 

Chinese firms. In oppsite, the production was without a cost advantage since the 

production was higher than the average level by 15%. But the quality and service is 

advanced for customers. This attract many big customers and governmental cusotmers.  

 

4.4 Fanerdun  

Fanerdun was a large firm in Zhejiang Province of China, and its business scope 

covered automobile, agricultural machinery, electrical, paper making, real estate, 

construction, gardens, hotels, and domestic and foreign trade, etc., and it is a collection 

of industrial investment, scientific research, manufacturing, trade as one integrated 

company (finance.sina.com.cn, 2006). Luo Jinxing, the leader of the company planned 

to invest 1.2 billion RMB in Kalmar to create a “Chinese trading city” in Sweden (Zhou 

& Xiong, 2007).  

 

Matching strategy 

Fanerdun invested more than one billion SEK in Kalmar, and this attracted many firms’ 

and local government’s attention. However, the performance of Fanerdun was the worst 

in these cases and the firm was forced to close down due to a crash of its capital chain 

crack. The leader of the Fanerdun has a serious problem on the adapting Swedish 

environment and culture.  

In the product and service market aspects, because the firm did not produce any 

products and had no selling behaviour. So it was difficult to measure; but the production 

was planned to sell was the real estate. The customers need to pay three million RMB, 

then he could own an apartment in both Hangzhou (China) and Kalmar (Sweden) and a 



  
 

39 

booth in Kalmar; furthermore, the most attractive conditions was the permanent resident 

of Sweden. Almost all the services and production were focused on Chinese customers, 

which meant a poor adaptation to the local market. Furthermore, during the negotiation 

with Kalmar government, Fanerdun had authority to design the building and material 

which meant Fanerdun could use Chinese low price materials to decrease the price. In 

the labour market, Luo Jinxing tried to use his Chinese employees in order to decrease 

the cost; he said “the price of wage in Sweden is too high compared to those in China”. 

In the local community aspect, Luo Jinxing said Fanerdun cooperated with local law 

offices, accounting offices and consulting agencies to prepare for entry. The most 

frequent cooperation was with Deloitte since there is much information required, such 

as the price of sand and bricks. In the law aspect, there was an interesting phenomenon: 

Luo Jinxing said that the most important thing to operate in the mature markets like 

Sweden was to respect the laws and policies; however, the facts was he did not obey the 

laws, and the first point was that he promised to the customers of permanent residents 

which was impossible since the Immigration Office did not agree to that from beginning 

to the end. The second point was Luo Jinxing also said Sweden had a high standard for 

the human right of employees, for example, firms needed to provide a sauna room for 

every 10 employees, the living space for employees have to be equipped with a TV and 

entertainment space. However, the fact was that he only paid 3000 to 5000 SEK per 

month to his employees which were much lower than those sums stated in the contract. 

The third point was about the safety management, and the employees of Fanerdun did 

not obey the safety rules of Sweden, such as they failed to fill the hole in the ground and 

did not use standard scaffolds. In the cultural aspect, Fanerdun’s behaviours did not 

show the respect to the Swedish culture, while Sweden is a fair country which respects 

everybody whatever the job, gender or race.  

 

Competitive strategy 

In Fanerdun’s new mode of Chinese firm’s expansion, there are no competitors in the 

Swedish market and since the firm did not succeed to operate, thus, no competitive 

strategy could be reflected. 

 

4.5 Avego AB 

Avego AB is a very young company which was set up in 2012 and is located in Växjö, 

Sweden. The business scope covered the packaging material from foam, bubble wrap 
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and insulating materials in various forms. The aim of the firm is to establish sales of 

packaging and insulation material in Europe area. Another aim is to cooperate with 

Sweden firms and export Sweden production to China, especially on energy, 

environment production and high-tech production (Avego, 2015). The headquarter of 

Avego in China is named Jiuding Group, which is a large manufacturer of foam, bubble 

wrap and insulating materials.  

 

Matching strategy 

In the product aspect, the production of Avego included the packaging machine and the 

consumable items. Mrs. Gao said their machines and consumable items did not need to 

be redesigned because how much to consume for packaging highly depends on the 

demand of customers. Avego’s machine and the matched consumable items have a 

different size in order to meet the requirement of customers.  

In the labour market, Mrs. Gao stated that despite of the owner of the firm and herself, 

all the other employee were Swedish. This was the localization strategy of the firms in 

order to decrease the distance between China and Sweden. In local community aspect, 

Avego cooperated with a government consulting office which aimed to help Chinese 

firms operate in Sweden market.  

 

Competitive strategy 

According to Mrs. Gao, the packaging industry featured a fierce industry competition. 

The competitive strategy of Avego did not have a good performance since they made a 

mistake on marketing survey when entering the Sweden market. They did not have a 

strong competitive advantage compared to their competitors, especially an American 

firm which was the leader in the packaging industry, and they could support the huge 

size packaging which is the shortcoming of Avego. In order to survive in the Swedish 

market, they put the customer value in the most important position. For example, in one 

business, a new customer order to buy the machince and they choose to use air transport 

from China to Sweden in stead of shipping in order to provide the production as soon as 

possible.  

 

http://www.avego.se/
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5 Analysis  

This chapter will analyse the empirical findings by using the theoretical framework. The 

analysis will be presented under a similar heading as the theoretical framework. 

Furthermore, the analysis will be conducted through combining the five case companies.  

 

5.1 Matching strategy 

In order to study how Chinese firms gain legitimacy in the Swedish market, the 

matching strategy by Jansson (2007b) supplied a method for understanding and analysis. 

The MNC finds itself in different strategic change situations when matching the 

external environment (Boschman, 2006). Then matching strategies and tactics showed 

the behaviours when matching local environment (Boschman, 2006). Since the function 

of matching strategy is to help firms gain support from the local environment and 

achieve the higher level of localization (Jansson, 2007b). Thus, the extent of firms’ 

behaviours on local environment adaptation can influence the business performance. 

The five tables which showed the five case firms’ matching strategies behaviours were 

supplied in the below base on the intelligible summary of the empirical data, the 

researchers developed the information into tables after combing the theories of 

matching strategies. 

 

De Xin interntional AB 

The MNC change is the most frequently used for adapting local environment (Jansson, 

2007b), in the aspect of local community and government, De Xin chose to use no 

change situation, which meant that they do not want to have an in-depth influence on 

the environment. The strategy profile of De Xin consisted of two matching strategies 

and three kinds of tactics. Acquiescence was observed to be the most frequently used 

matching strategy, mainly in terms of complying with rules and accepting norms 

prevailing in change situations of Sweden. Defy is the matching strategy used on only 

local community aspect since they avoid to have any connections with any local 

communities. The most passive strategy (acquiescence) showed the firms focus on 

obeying rule and accepting norms (Jansson, 2007b). However, the whole matching 

strategy was limited on complying the local rules and norms one sidely this might lead 

the firms cannot gain support from the Swedish environment. The target customers 

determined this situation since the customers are all Chinese customers and they use the 
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Chinese norms, rules and thoughtstyle to do the business. This enable De Xin to avoid 

the communication with Sweden customers and Sweden environment but still had a 

good profitability since the firm’s resouces and capabilities be sufficient fited the 

Chinese customers demands.  

Table 3. The application of matching strategy for De Xin  

 

Huawei Sweden  

The strategy profile of Huawei was the most complex in these five cases since the size 

of the firm was the biggest. Huawei highly changed its changing situations to meet the 

local enivornment since the MNC changes were the most frequently used. The second 

frequently used was twin change which means Huawei also effect the Sweden 

environement by using its advantage such as technology and culture, Jansson’s theory 

(2007b) describe this situation as the contribution to high legitimacy and support. 

Huawei also consisted of two matching strategies with three tactics. In these factors, 

manipulation and acquiescence had the same frequencies, acquiescence which were 

used on labour market, legal system and country culture to comply the basic rule and 

norms. Manipulation was used on product/service market, local community and 

government in order to supply in-depth connection with the local environment.  The 

tactics of co-opt and infuecnce aims to deliver Huawei’s norms and values. Huawei was 

a global firm which had a mature experience and knowledge on not only matching local 

environment but also can feedback their own norms and values to the stakeholders in 

order to gain support from the local environment. This contributed to Huawei social 

advantage for sustainable competitive advantage and better performance on profitability. 

 

 

Change situations Strategic change 

situation 

Matching 

strategies  

Tactics 

Product/service 

market 

MNC change Acquiescence  Habit  

Labour market MNC change Acquiescence  Comply  

Local community No change Avoid    Buffering   

Legal system MNC change Acquiescence  Comply 

Country culture MNC change Acquiescence  Comply 

Government  No change Acquiescence  Comply  
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Table 4. The application of matching strategy for Huawei  

 

Envison  

Envision was also a firm which had a mature strategy for adapting the local 

environment like Huawei, MNC change is the most frequently used in the change 

situation on labour market, legal system and country culture aspects, then the twin 

change situation used on product/service market, local community and government 

aspects. This proved that Envision also had a high ability on adaption to local 

environment. Also the same with Huawei, Envision had the same structure on matching 

strategies and tactics which could help it to gain legitimacy and support from the 

external environment. This support led this young firm to change to the biggest wind 

power energy firm in the world.  

Change situation Strategic change 

situation 

Matching 

strategies  

Tactics 

Product/service 

market 

MNC change 

Twin change 

Manipulation  Co-opt 

influence 

Labour market MNC change Acquiescence  Comply  

Local community Twin change Manipulation  Co-opt 

influence 

Legal system MNC change Acquiescence Comply  

Country culture MNC change Acquiescence Comply  

Government  Twin change Manipulation Co-opt 

influence 

Change situation Strategic change 

situation 

Matching 

strategies  

Tactics 

Product/service 

market 

Twin change  Manipulation  Co-opt 

influence 

Labour market MNC change Acquiescence  Comply  

Local community Twin change Manipulation  Co-opt 

influence 

Legal system MNC change Acquiescence Comply  

Country culture MNC change Acquiescence Comply  
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Table 5. The application of matching strategy for Envision  

 

Fanerdun  

Fanerdun is the most special case since it enjoyed the most resources on investment but 

did not even succeed to start. The biggest problem was on the adaption of Sweden 

environment and this supplied us an excellent case to study. In the strategic change 

situation, MNC was still the most frequently used by firm in order to comply the basic 

rules. In product/service market and labour market, the Fanerdun use no change strategy 

since it negotiated with Kalmar government and gain the authority to use Chinese 

materials and workers which aimed to keep the same low price and patterns with China. 

In the local community, legal system and country culture aspects, Fanerdun changed for 

external environment and used acquiescence as matching strategy in order to comply the 

rules and norms. However, in legal system, Fanerdun also used avoiding matching 

strategy and conceal the illegal behaviours under the condition of known. This was a 

mistake which did not match the Sweden thought style, thus leading to high penalty. In 

the government aspect, Fanerdun had twin change strategy and succeeded in influencing 

the Kalmar government to support the construction of the project. But the failture on 

adaption finally caused the tragedy of this business.  

Table 3. The application of matching strategy for Fanerdun 

 

 

Government  Twin change Manipulation Co-opt 

influence 

Change situation Strategic change 

situation 

Matching 

strategies  

Tactics 

Product/service 

market 

No change  Compromise  Bargain 

Labour market No change 

External change 

Compromise 

Manipulation  

Bargain 

Control  

Local community MNC change Acquiescence  Comply  

Legal system MNC change Acquiescence 

Avoid  

Comply 

Conceal 

Country culture MNC change Acquiescence  Comply 

Government  Twin change Manipulation Influence 
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Avego AB 

Avego AB is the youngest firm in the case studies. Only three years’ history could not 

bestow this firm an in-depth adaptation to the Sweden market. All the situations were 

using the MNC change to comply the rules and norms of environment. However, these 

changes only statisfied with the basic legitimacy and this legitimacy failed to support 

Avego to seek better profitability performance in the target market. 

Table 3. The application of matching strategy for Avego  

 

Cross-case analysis 

From the previous analyse, each case firm have its specific situation and strategy to 

adapt to the local environment. In order to find the common points of these phenomena, 

a cross-case analysis is required for an in-depth understanding.  

 

De Xin, Huawei and Envison have a good profitability in the Swedish market which 

means their behaviour on matching strategy is reasonable. In order to find out the 

success factors, the researchers firstly compared to Huawei and Envision since these 

two firm’s behaviours are almost same compared to the other firms. These two firms not 

only changed their strategies based on the host environment but also impacted the 

environment since MNC change and twin changes wereused frequently . This means the 

firms’ strategic responses were the firms’ activity impacts on the market (Jansson, 

2007b). Furthermore, these two firms also frequently used manipulation as matching 

strategy. This will help the firms to be the leader in the local environment (Jansson, 

2007b). For example, the firm can use co-opt tactic to build a closer relationship with 

suppliers. Huawei and Envision obviously more active on influence the external 

environment. Huawei is one of the best IT firms in the world and Envision is one of the 

best wind energy firms in the world. These firms choose more than comply expecially 

to the product/service market local communities and government aspects since they 

Change situation Strategic change situation Matching strategies  Tactics 

Product/service market MNC change Acquiescence  Comply 

Labour market MNC change Acquiescence  Comply 

Local community MNC change Acquiescence  Comply 

Legal system MNC change Acquiescence  Comply 

Country culture MNC change Acquiescence  Comply 

Government  MNC change Acquiescence  Comply 
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need more support from the environment such as the permission to build a windmill. 

Thus, a societal advantage is required more than other industries. As a high-tech firm, 

the advanced of technology is the most important resources, in order to keep this 

advantage, firms need to cooperate with famous universities such as KTH to find new 

direction and method to improve the technology. In the contract, the De Xin try to avoid 

to impact the environment, the firms more trend to use acquiescence as matching 

strategy and comply as the tactic which are the most common way for firms running 

business in the foreign market. Moreover, the resources and capiblities could help the 

firms to impact the local environment, the high-tech knowledge from Huawei and 

Envision with an ability to create a standard in their industry. However, it is hard for De 

Xin to use the same way to impact trading industry.  

 

Fanerdun & Avego without a good performance on profitability, the situation of Avego 

more similar to De Xin, The resouces and capiblities of a firm can create the 

competitive advantage when compared to compared to the strategies selected by both 

firms, they all choose MNC change as the basic change situation, acquiescence and 

comply as the most frequently used matching strategy and tactics. Both of them did not 

choose to pay more attention on impacting the external environment. The case of 

Fanerdun try to impact the local government only in the external factors, it ignore the 

other factors expecially on legal system which lead it fall into a dilemma.   

These phenomena proved that the all the firms need to match the basic level for 

matching the environment and this level is the comply with the legal system. This is 

proved by Fanerdun. In another hand, De Xin more focus on the competitive strategy 

instead of matching strategy, but can still with a good profitability. However, the 

expandsion of the firm in Sweden market is limited since the custoemrs are limited to 

other Chinese firms. Furthermore, Huawei and Envision proved that the more active on 

matching the external environment, more success the firm will be. Moreover, there are 

two factors which is too abstract to match, they are the culture and local community. 

The advanced development firms could match these two factors to seek better 

performance, smaller firms avoid to match because the low efficiency.  

 

5.2 Competitive strategy  

Competitive environment is important and will effect the firms which seeking better 

performance since the manager of the firm should keep a clear mind for the 
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environment. The competitive strategy based on the RBV, resources are the one of the 

most important factors when firms compete with their compeititors (Barney, 1991; 

Grant, 2010). The resources can be separate to tangiable, intangiable and human 

resources (Grant, 2010). These resources can help firms to gain cost advantage or 

differentiation or both to achieve competitive advantage (Grant, 2010).  

 

De Xin  

De Xin is a priave family firm, and the owner of the firm focused on competing with 

other firms when he was in China, so he created his own facotries for keep the 

production in a lower price range, which led to the foundation of his business in Sweden. 

The factories in China are the tangible resources of De Xin, which contributed the cost 

advantage as the core advantage. Furthermore, the quality and relationships as the tools 

to help him create the brand awareness were the intangible resources which contributed 

the competive advantage. Since the owner of the firm worked for himself, he worked 

hard to manage and supervise every link from material to production and sales. These 

resources were strong enough to help De Xin compete in the Sweden market. Despite 

the cost advantage, the owener of the firm said he would try his best to import any 

goods which he could buy whatever food, bicycle or furniture. The firm also supplied 

labour services to help other firms to find talented persons. The differentiation of 

services could also help the firm to gain competitive advantage (Grant, 2010).  

 

Huawei Sweden  

The management mode of Huawei created a high competitive pressure to employees 

and managers. The managers required the innovative abilities to fit the complex 

environment. The IT industry itself is a fast changing industry (Søberg, 2010), thus, 

whatever the internal and external environment, Huawei is always preparing to compete 

in order to gain competitive advantage. Huawei is one of the world’s top 100 firms, so 

its tangible resources are powerful enough to support the expansion. The factory in 

China supported a lower price to compete with their compeititors and the R&D center 

contributed the high technology as intangible resources (Grant, 2010) which ensured 

that the firm could always be kept as the leader in the IT industry. Human resources are 

the most important recources (Grant, 2010), and most of the time the various kinds of 

employees of Huawei were put under a pressure to study new technology, innovate new 

designs and update the software to contribute their power to racing with such 
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competitors of the firm as Ericsson. The production and services covered the personal 

equipment, enterprise equipement and carrier, while the differential professional 

equipment and service helped the firm to gain the competitive advantage. 

 

Envision 

Envision is a young firm but now it has expanded to the biggest wind energy firm 

because the creater of the firm noticed the chance and competitive environment. The 

tangible resource was highly based on the loose financing policy of green energy 

industry, this increase the tangible resources of the firm (Grant, 2010). After solving the 

problem of fund, Envision invested a lot on hiring talented persons who have already 

work in this industry for more than ten years. These talented people would bring the 

high-tech knowledge and their networks which could help the firm to compete in the 

global market. The production was without a cost advantage since the production was 

higher than the average level by 15%; however, it had good quality and advanced 

technology which are the real importance as seen in the Swedish market since the 

project could be more than ten years, thus making the advanced technology support 

more important than the equipments. This differential point with other competitors 

helped Envison gain the competitive advantage and achieve an excellent performance. 

Thus, according to the Grant (2010), Envision with a rich resources to compete 

whatever from tangible, intangible and human power. Furthermore, the leader of 

Envision also have a clear consideration on compete environment which highlighted by 

Papulova & Papulova (2006) since they notice the weakness on wind energy industry is 

the focus on low price strategy. Envision strated with high-tech and good service 

strategy to face the competitive environment bring the success of firm. 

 

Fanerdun  

No competitive advantage since the firms did not start to operate. 

 

Avego 

The owner of Avego did not make enough survey to the external environment and entry 

into the Sweden market made the firm suffer on the competitive advantage. The tangible 

resources were the technology on packing machine and consumable items. This was an 

outstanding feature in China but not in Sweden. After their entry into the market, they 

noticed there is a more powerful competitor which could supply more advanced packing 
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solutions with similar price. It was the mistake of manager to evaluate the competitive 

environment. However, the service of Avego was to get close to the heart of customers, 

for in order to supply a good experience to a new customer, they were willing to 

underwrite the cost for air transport. This increased the brand value for intangible 

resources. 

 

Corss-case analysis 

Huawei, Envison and De Xin all featured good performance on profitabitly in the 

Swedish market. All these have a lot to do with the success on competitive strategies. 

The managers are required to have the ability to identify the external environment and 

supply the suitable strategies as Papulova & Papulova (2006) mentioned. These firms 

had a clear mind on the target industry and competitive environment. The CEOs of 

these firms succeeded in finding out the oppounities for expandsion based on their 

resources. However, the importance of the competitive environment has been well 

proved by the case of Avego. Compared to the other case firms, the manager failed to 

do well in this point, and the shortage on market survey and the awareness of powerful 

competitors lead Avego could hardly increase profitability. All the firms were willing to 

gain cost efficiencies and differentiations since it will greatfully contribute to the 

competitive advantage (Grant, 2010). However, the best performance on cost efficiency 

is De Xin due to the nature of firm. Huawei and De Xin both had a good performance 

on differentiations. These phenomena showed that the successful firms with good 

profitabilities all feature these three factors: competitive environment, cost efficiency 

and differentiation.  
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6 Conclusion  

In this chapter the findings and conclusions of the study will be presented. The chapter 

will start with answering the two sub-research questions by answer the main research 

question. Furthermore, the limitations of the study and the recommendations for 

Chinese firms will also be supplied. In the end, further study explains how this thesis 

can be improved and pointed out the future study direction.  

 

6.1 What are the key success factors when operating in Swedish 

market? 

How do Chinese firms match the local environment in order to operate in the 

Swedish market? 

Based on the analysis, it can be concluded that the firms’ matching strategy is an 

important strategy to show the success factors. Most of the company have to use it when 

operating in a different market. The different strategies chosen by the firms will impact 

the profitability due to the impacts of the external environment. The use of acquiescence 

can frequently decrease the uncertainty when operating in the Swedish market. However, 

the external factors should be considered in an overall way since every one of them 

might influence the survival of the firms. Especially for the legal system, it is the basic 

requirement for the long-term development. Furthermore, the firms which have the 

ability to impact the external environment should be equipped with the chance to seek 

better performance and better profitability.  

 

How do Chinese firms compete in the Swedish market? 

Firstly, the resouces and capiblities are important to every company to survive in the 

Sweden market which have been test in all the cases. The advantage of resources could 

contribute a lot on the competitive advantage. Secondly, the competitive environment is 

also important, which means the managers of the firms should be aware of the complex 

external environment and supply suitable strategies under the consideration with the 

resources and capabilities of the firms in the foreign market. This determines the 

direction and intensity of the competitiveness expecially for long-term development. 

Thirdly, based on the resources and capabilities of the firms, it is necessary to consider 

whether the firm can gain cost advantage due to its importance to the manufacturing and 

trading industry. The cost advantage can have direct impact on the profitability of the 
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firm. The differentiation strategy is important for most firms since it can help you attract 

customers and gain market share from your competitors.  

 

Conclusion of key success factors for Chinese firms 

 

Figure 6.  Conclusion of the key success factors for Chinese firms 

 

Our study test the different factors which be used by the five case companies and 

explained why matching strategy and competitive strategy are important to use for 

Chinese firms in the Swedish market. Based on the previous analysis, it can be 

concluded that most of the factors which we listed are valuable and they are worthy of 

attention by the Chinese firms. Only two factors need to mention, the cooperation with 

local community and matching country culture for SMEs could pay less attention in the 

present stage, since they require a long-time development and can hardly contribute to 

the profitability in a short term, but in long-term development, the managers of firms 

still need to consider to join since this will make the firm more localized and embeded 

in the local networks.  

 

6.2 Managerial implications and recommendations 

This study has yielded findings that the normal path for Chinese firms which operating 

in Swedish market and list the key success factors as mentioned before. For the practice, 
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managers need to have more strategies and skills to develop firms in target market. First 

of all, as a Chinese manager which work in Swedish market, the knowledge for the 

target market is extremely important. The correct and efficient knowledge and 

information can help managers to make the right decisions. Many Chinese managers 

choose to manage based on their habits which succeed for using in the Chinese market, 

but as mentioned before, there are many differences between Chinese market and 

Swedish market. Thus, we recommend the Chinese managers to pay more attention on 

the knowledge of the target market. Furthermore, network plays an important role to the 

development of the firms. A health network and good relationship with the players in 

the network (suppliers, partners, retailers and so on) can increase the developing speed 

for the firm. Thus, more communication with the local market is recommended and this 

is also one of the skill for a manager. Moreover, the long term development thought is 

also recommened because most Chinese managers choose to focus on the cost 

efficiency in the mature market which can hardly succeed due to the different 

environment. So more varied strategies such as creating more customer value and 

respecting the thinking of partners should be considered. These behavious may lost 

some benefit in a short time, but it also may create more benefit in long terms.  

   

6.3 Limitations 

Although this research has reached its aim, there are still some limitations still need to 

be pointed out. In the theory part, the international business model supplied by Jansson 

(2007b) is the main framework, without combining other thoughts. The number of case 

studies were limited to five, which covered the small size, medium size and large sized 

firms, but could not avoid special cases, for example, Huawei as the case study of IT 

industry; nevertheless, it is a special case which failed to represent the overall 

phenomenon. In addition, the measurement methods for the success of Chinese firms 

was limited to the profitability.  However, this was a one-sided measurement method 

since there were other measurement methods available, such as firm growth and 

innovations. 

 

6.4 Further study  

This study focused on the matching strategy of IBS model and discussed the success 

factors of Chinese firms in the Swedish market, the network missed to mention, 
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however, it is an important factor to discuss in the business marketing strategy of IBS 

model (Jansson, 2007b). Thus, in the further studies, theory of the network need to be 

considered in order to create a more comprehensive conclusion for the success factors 

of Chinese firms. Furthermore, the industrial aspects was also seen as an important 

factor in competing in the target market, which is limited in this study, but it will be an 

interesting and valuable topic to study. Moreover, a quantitative study will also 

contribute a high value for supporting perceptual knowledge of this subject. In addition, 

more measurement methods will be used in order to supply a more comprehensive 

answer and patterns for the Chinese firms.  
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Appendices 

Interview questions: 

 

1. Why and how do your firms access into European market? 

2. how is your firm’s performance in the European market? 

3. After the firms access into the European market, how did you adapt the local 

environment? (the answer based on the following aspects) 

3.1. How do the firm adapt to local market on customers’ field? (for example, the 

damand in the European market) 

3.2.  How do the firm adapt to local market on Suppliers’ field? (for example, how the 

firm adapt to the cooperation with suppliers?) 

3.3.  How do the firm adapt to local market on intermediaries’ field? (for example, 

how the firm adapte to the cooperation with intermediaries?) 

3.4.  How do the firm adapt to local market on competitiors’ field? (for example, how 

the firm aware of the compeititors and what is your behaviours) 

3.5.  How do the firm adapt to local market on labour market? (for example, how do 

the firm hire employee) 

3.6. How do the firm adapt to local market on local community? (for example, 

universities and technology organziations) 

  3.7.  How do the firm adapt to local market on legal system? 

  3.8.  How do the firm adapt to local market on business mores and country culture? 

4. How do you think the environment of market and what is your paln to compete? 

5. How do the firm compete with other local firm in the European market? 

5.1. How do the price of the production/service affect by the competitive strategy? 

5.2. Do you have plan to promote the production for compete with other firms? 

5.3. How is the quality of production affect by the competitive strategy? 

5.4. How is the service (pre-sale service and after-sale service) affect by the 

competitive strategy? 

5.5. How is the delivery time? 
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5.6. Do you enjoy with the first mover advantage? 

5.7. How is the differentiation of the production and will this an advantage of the firm? 

6. From your point of views, what are your key success facots in the European market? 

7. From your point of views, what facotors wroth you to improve in the future? 

 


