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Abstract 
Because of an increased Globalisation, it is no longer a question whether or not to operate on an 
international level. Globalisation refers to the fact that companies do not only compete with local 
companies; they also compete with companies that invade the domestic market.  The international 

participation establishes a coercion to deliver a competitive international marketing. Guidelines for 
Internationalisation and international marketing have been done on the basis of the premise of big 
companies. Hence, when it comes to small and medium-sized B2B companies this thesis contributes 
with additional information. 
 
The purpose is to explore how small and medium- sized B2B companies market themselves in an 

international context. Understanding how these companies have come as far as they have come, how 
these companies perform on the international market and how they act to reach new markets. This 
has been explored through literature revolved around major steps in internationalisation and 
standardisation or adaptation of the marketing mix in the context of SME and B2B.   
 
The study is based on three case studies of three Swedish international small and medium-sized B2B 

companies. The research approach was abductive, and the empirical collection was of qualitative 
form. The empirical material was collected through in-depth semi structured interviews with 
knowledgeable representatives from international small and medium-sized B2B companies. The 
interviews were complemented with secondary data. 
 
Findings reveal that even though the three companies are in stage three in their internationalisation, 

there are differences in regard to how active they are internationally. Regarding how the companies 
internationalises, these companies internationalised because of a demand abroad or the benefit of 
increase profit. These companies mainly used waterfall approach and entered countries one by one 
with the exception of one company who used sprinkler approach. Also, these companies entered 
countries that are similar and close compared to the domestic country Sweden. Furthermore, these 
companies entered a market through Direct Export in forms of subsidiaries and own or locally agents. 

Furthermore, insights in standardisation and adaptation of the marketing mix were revealed, where 
product and place were adapted by all companies. Price and promotion were adapted in two out of 
three companies and standardised in one company. Connected to the context of the study, being a 
small and medium-sized company was not a crucial limitation for the companies’ internationalisation. 
Additionally, regarding the context of B2B, quality & design, Long-term customers & Word of Mouth 
showed to be the most important key factors for B2B companies that operate internationally. 
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1. Introduction  

This thesis explores how small and medium-sized B2B companies market themselves in an 

international context. This chapter presents the background of the subject which then results 

in a problem statement. Thereafter, the purpose, the research questions and the outline are 

presented. 

1.1 Background 

Due to increased globalisation, it is no longer a question whether or not to operate on an 

international level. Globalisation refers to the fact that companies do not only compete with 

local companies; they also compete with companies that invade the domestic market. 

Therefore, to cope with companies that invade the domestic market, companies are pressured 

to internationalise. Thus, in order for companies to be competitive in today's global market it 

is essential to operate on an international level (Ghauri & Cateora, 2014). 

  

Also, in the context of Sweden, the business community has become increasingly globalised. 

Until the end of the 1990s, Swedish companies with subsidiaries in foreign countries still had 

more employees in Sweden than abroad. Today, such international Swedish companies have 

more than three times as many employees in foreign countries as in Sweden. More specific, in 

2016 the proportion was distributed as 573 527 employed in Sweden and 1 419 495 employed 

in the foreign countries (Holmström, 2018). This increased globalisation also results in that 

only a few percent of the total turnover originates from the Swedish market. Even when 

looking at all the groups with subsidiaries in foreign countries, that is to say also includes 

smaller companies, the foreign market is overall larger than the Swedish market. In 2016, 

almost 60 percent of the turnover in these groups came from abroad. The fact that a high share 

of the turnover of Sweden's international companies comes from foreign markets, shows the 

importance of internationalisation, also when it comes to a small country as Sweden 

(Holmström, 2018). 

  

Furthermore, the success of internationalisation depends on the international marketing 

approach (Ghauri & Cateora, 2014). A forced international participation establishes a 

coercion to deliver a competitive international marketing (Ghauri & Cateora, 2014). 

Guidelines for doing this have been done on the basis of the premise of big companies, but 
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when it comes to small and medium-sized companies, there are more gaps to fill (Zou & 

Cavusgil, 2002). 

  

For instance, companies that already have established themselves in international markets 

may use the same approach for the new market as for previously entered markets. 

Furthermore, big companies are able to do like the models illustrate in the recognised 

literature about international marketing. However, how companies that are small and 

medium-sized do, there are less illustrated models and guidelines. The recognised models in 

the literature and case studies of how famous international companies operates, often takes the 

perspective of companies that have more resources. This leaves small and medium-sized 

companies with the difficulty of struggling with the same issues as large companies, at the 

same time as they do not have the same conditions and opportunities to market 

internationally, mainly because of the belief that SMEs have limited resources if compered to 

MNEs (Zou & Cavusgil, 2002). SMEs difficulty and few academic and scientific research of 

internationalisation built the interest for research in this area. 

1. 2 Problem Statement 

The interest in exploring how small and medium-sized B2B companies perform international 

marketing sprung from the question why, despite being more numerous, small and medium-

sized B2B companies were underrepresented in the research literature. Hence, it is valuable to 

contribute with knowledge in international marketing for small and medium-sized companies 

in Sweden.  

 

The problem of internationalisation in general touches three questions: Why?, How? and 

When? (Naldi, 2008). The question of “How to internationalise” is the focus of this thesis. 

There are three further questions to take into account: how to organize, how to market and 

how to collaborate. The focus of this thesis is “How to market?”. International marketing is a 

wide term, but according to Ghauri and Cateora (2014) international marketing is related to 

companies’ performance of marketing activities to customers in more than one market. 

Hence, studying international marketing in companies, may reveal how they perform to 

operate international, which is related to the aim of this thesis. This thesis further focuses on 

small and medium-sized enterprises (SMEs). SMEs can be defined as companies with less 
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than 250 employees (OECD, 2019), and with a turnover that do not exceed 50 million EUR 

(Europeiska Kommissionen, n.d.).  

  

The area for the study was Swedish companies, located in Kristianstad. Thus, the interest in 

small and medium-sized companies rests in the fact that Swedish entrepreneurship consists 

almost exclusively of small and medium-sized companies. For instance, companies with 0-

249 employees (SMEs) constitute 99.9 percent of the Swedish companies. In addition, 99.4 

percent of the Swedish business sector consists of companies with 0-49 employees. Hence, in 

Sweden only 0.1 % of all companies are companies with more than 249 employees 

(Holmström, 2018). 

 

Moreover, according to the Business Register of Statistics Sweden (SCB, 2018), there are in 

total 1 136 132 (excluding companies operating in public sectors) companies in Sweden. 99, 9 

% consist of small and medium-sized business. Also, 14 % of companies in Sweden belong to 

the industrial sector. However, when stating the number of employees in Sweden in the 

context of small and medium-sized business and industrial sector, it looks different. In small 

and medium-sized business the proportion employees consist of 1 875 961 out of 2 898 965 

employed and almost one third of all employees are in the industrial sector (Holmström, 

Ekonomifakta, 2018). Furthermore, the manufacturing industry accounts for 20 percent of the 

business sector's value added, which is included in the gross domestic product, GDP. 

Industrial production is thus a very important part of the Swedish economy and exports 

(Holmström, 2018). This makes it interesting and important to investigate. 

 

As presented earlier, this thesis has a focus on industrial companies performing B2B. Studies 

of marketing when it comes to B2B marketing started already in the 1890s (Hadjikhani & 

LaPlaca, 2013). However, since then there have only been a few published articles, which 

make this research area weak. Between year 1936 and 2006 only 6.8 % of the articles 

published in Journal of Marketing have revolved around the subject of industrial marketing (J. 

LaPlaca & M. Katrichis, 2009). Therefore, it would be interesting to contribute to fill the gap 

of how industrial companies perform international marketing. Especially if relating to the fact 

that almost a third of the Swedish people that is employed on companies, works in this 

industrial sector (Holmström, 2018).  
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Earlier literature in this topic claim that the B2B field unlike consumer marketing suffers from 

limitations of relevant case studies, inspiring stories and role models. This gap could be due to 

the diversity of unique business conditions that B2B marketers face, which demand more 

situation-specific approaches and hinder transfers of insights or experience. Furthermore, B2B 

marketing could be seen at as it still is in the stage of growth and have not reached the stage 

of maturity yet. Therefore, it will go slowly until commonly accepted, well-proven practices 

and dominant designs emerge in this field. However, marketing have increased to be more 

visible in B2B firms. Visible, in terms of that more industrial companies have a person that 

have a title in the area of marketing or having an entire department of marketing (Lilien, 

Oliva & Wiersema, 2012). This confirm argument about that there is still gaps to fill in this 

field and that the increased visibility of marketing in B2B companies easier enables to fill 

those gaps.     

 

Since the high percentage of 99 % shows that a majority of all businesses in Sweden consist 

of small to medium-sized companies and almost a third are employed in the industrial sector, 

studying this area could be justified as it is a contribution to knowledge. Since there i s a lot 

published about how larger companies perform international marketing, the question that we 

take with us to my study is: How do small and medium-sized companies perform international 

marketing? Also adding the context of how B2B companies do, since more practical 

contribution is needed in this area.  

  

To conclude, through the demarcation that has been presented in this section, an interesting 

subject for this thesis was found. Interesting, partly because the normative advice of 

international marketing as the literature describes, often takes the starting point of the big 

companies. Partly, because it is interesting for many smaller companies who might struggle 

with the same issues as large companies but who do not have the same conditions (Zou & 

Cavusgil, 2002). Lastly, because as (Lilien, Oliva & Wiersema, 2012) describes it, B2B 

marketing have so far not reached a maturity stage. 

1.3 Purpose  

The purpose is to explore how small and medium-sized B2B companies market themselves in 

an international context. Understanding how these companies have come as far as they have 
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come, how these companies perform on the international market and how they act to reach 

new markets.  

1.4 Research Questions 

How do small and medium-sized B2B companies internationalise and perform international 

marketing in practise?  

1.5. Outline 

This thesis is divided into six chapters. Chapter one includes the background, problem 

statement, purpose and research question. Chapter two consist of theoretical framework and 

ends with a conceptual model. Chapter three covers theoretical methodology, methodological 

considerations, trustworthiness and authenticity, generalisability and data analysis. In chapter 

four empirical findings of the participated companies Apocca, Malmberg and Alde are 

presented. Chapter five consists of with-in case analyses of each company, a cross-case 

analysis and ends with discussion of findings. In chapter six there is a summary of the thesis 

and theoretical and practical implications. 
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2. Theoretical Framework  

Chapter two presents literature related to the context of small and medium-sized B2B 

companies, Internationalisation and International Marketing. Firstly, literature related to 

SME and B2B companies is covered. Secondly, an internationalisation model is presented. 

Thirdly, the Marketing Mix and Standardisation versus Adaptation of the Marketing Mix are 

discussed. Finally, a conceptual theoretical model is presented. 

2.1 The context of study SMEs and B2B 

This section presents the context of SME and B2B and aspects which characterizes companies 

that operate in this context. Literature related to SME and B2B are covered since this study 

focuses on SME companies which operate in B2B.  

2.1.1 SMEs 

As mentioned previously, SMEs can be defined as companies with less than 250 employees 

(OECD, 2019), and with a turnover that do not exceed 50 million EUR (Europeiska 

Kommissionen, n.d.). SMEs differ from large-scale enterprises (LSEs), companies with more 

than 250 employees, in different aspects. SMEs suffer from resource scarcity in relation to 

LSEs (Shrader, Mulford, & Blackburn, 1989; Hollensen, 2017). The scarcity is connected to 

the financial aspects in term of limited equity and limitations in business education/specialist 

expertise as the formal business education tends to be limited (Hollensen, 2017). Hollensen 

(2017) claimed that it is the decision-making process and flexibility that distinguish SMEs 

from LESs. The decision-making process in SMEs can be explained by the entrepreneurial 

model which suggests that decision-making is intuitive, loose, and unstructured. SMEs 

meanwhile LESs have an adaptive decision-making mode in small incremental steps 

(Hollensen, 2017). SMEs also have a higher level of flexibility (Hollensen, 2017). It is related 

to the high level of closeness to its customers. It enables quicker and more flexible response 

to customers. The interest in SME marketing has increased in recent years. Recent research 

suggests that the importance of networks, an information and communication technology has 

increasingly become important to SME marketing. However, there is a research gap between 

theory and practice (Bocconcelli, et al., 2018). 
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2.1.2 B2B companies 

Business to business (B2B), means that the buy and sell situation takes place between two 

business. The opposite is B2C, where the buy and sell situation takes place between a 

business to a consumer (Godson, 2009). B2B marketing do to some extent differs from B2C 

marketing, partly due to that these two sectors sell different types of products, and partly due 

to that B2B do not sell to an end-consumer (Ghauri & Cateora, 2014). The main difference is 

for instance that B2C firms are able to have more insight when it comes to strategies of 

consumer demand, product life cycle and demand volatility. The reason is that B2B do not 

sell directly to consumers, which makes them less aware of the demand (Ghauri & Cateora, 

2014).  

  

Moreover, there is a difference in how the selling-part works. In B2B, it is important to have a 

relationship with buyers. As the buyers are not the users, they seek to find a company that 

works for them so they can sell something to their customers. Interaction and networks of 

relationships are often considered to be more important than finding a marketing mix (Ghauri 

& Cateora, 2014). Also, quality is an important factor in B2B. According to a research 

company named B2B International (n.d) the importance of quality of the product is vital in 

B2B companies. B2B customers rank quality as the most important factor when searching 

after a business relationship (B2B International, n.d.). According to Lori K. Molinari, Russell 

Abratt, Paul Dion, (2008) customer loyalty and customer relationship is related to 

quality.  This means that, if having high quality both in service and product, customer loyalty 

and customer relationship could be reached. Another theory that could be related to B2B 

companies is Country-of-Origin (COO), which relate to the country behind the product 

(Kotler & Keller, 2016). Where it is produced, manufactured or grow. Where the product is 

made has a psychological effect on the image of that product which is called country of origin 

effect (COE). Therefore, it is possible that the B2B customer make their purchase decision 

based on the country-of-origin label since their attitude and perception of the product depends 

on this label. Based on this effect, made in China is perceived as cheap, made in Sweden is 

perceived as quality and made in US is perceived as prestigious. Since this psychological 

effect trigger customers associations, countries that have a label that are perceived as 

favourable should display and market where the product is made (Kotler & Keller, 2016). 

Since this thesis focuses on Swedish companies, which impress high quality, this theory need 

to appear in the investigation of how these Swedish companies perform international 
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marketing in practice. Especially since B2B International (2019) argues the importance of 

quality in B2B companies.  

2.2 Major decisions in international marketing 

Internationalisation involves five major decisions in international marketing regardless of size 

or type of the company. The following decisions has to be made; whether to go abroad, next, 

which markets to enter; thirdly, how to enter the market, then, on the marketing program, and 

finally, on the marketing organization (Kotler & Keller, 2016). However, all these steps do 

not correspond to the focus for this research. Therefore the followed only consist of theories 

that correspond to the focus of this thesis. Since the aim is about understanding how these 

companies operate, it is of value to build the theoretical framework on how companies in 

general internationalise. The decision of the marketing program is addressed through the 

theory of Standardisation vs Adaptation of the Marketing mix since it is possible to reach a 

deeper understanding with this theory.  

2.2.1 Deciding whether to go abroad 

Internationalisation is not uncomplicated, operate only within the domestic market is 

preferred by several companies. Kotler and Keller (2016) argue that Internationalisation is 

linked to various risks. Not comprehending foreign preferences and therefore fail to offer a 

competitive attractive product, not understand the business culture (underestimate regulations 

and incur unexpected costs), lack of managers with international experience, change its 

commercial laws and devalue its currency (Kotler & Keller, 2016). Internationalisation 

induces revisions to meet different customers’ needs and wants. Yet, several companies 

choose the advantages over the disadvantages (Kotler & Keller, 2016). The literature claims 

that a reason for internationalisation can be the opportunity of higher profit compared to the 

domestic market (Kotler & Keller, 2016). Another reason claimed by Kotler and Keller 

(2016) is that companies want to service customers that have become international.   

 

 

According to Kotler and Keller (2016) a company’s Internationalisation process could be 

divided into four stages: No regular export activities, Export via independent representatives 

(agents), Establishment of one or more sales subsidiaries and Establishment of production 

facilities abroad. These four stages describe how far a company has come in their 
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internationalisation process. A company that is in stage one, is a company that has very few 

customers abroad and therefore cannot be seen as international yet. Therefore the literature 

claims that the internationalisation process begins at stage two in which most firms work with 

an independent agent to enter geographically or psychically close countries. The third stage is 

an export department which is responsible for agent relationships. Thereafter, the fourth stage 

is that own sales subsidiaries are established in its larger export markets (Kotler & Keller, 

2016). 

2.2.2 Deciding which markets to enter 

This decision is based on the aim of the internationalisation. Several aspects are considered 

such as how many markets to enter, in what timeframe and the potential of markets. There 

are two well-established entry strategies; the waterfall approach, entering countries one by 

one and the sprinkler approach, in which several countries are entered at the same time. 

Furthermore, the choice of entry countries is based upon the product and aspects as 

geography, income, population and political climate. When evaluating potential markets there 

are three main areas to take into account. First, Neighbouring countries are understood to a 

higher degree and the company is more likely to be able to control entry costs more 

effectively. Next, the Psychic proximity, similarities as language, laws and culture can be 

criteria when evaluating potential markets. Finally, fewer countries enable deeper 

commitment and penetration (Kotler & Keller, 2016). 

2.2.3 Deciding how to enter the market 

Further, Kotler and Keller (2016) argue that the third decision is the mode of entry. The five 

different alternatives are Indirect Export, Direct Export, Licensing, Joint venture and Direct 

Investment. These are connected with various levels of commitment, risk, control and profit 

potential. Internationalisation usually begins through export. There are two separate forms: 

Indirect and Direct export. The later means higher levels of control, investment, risk and 

more likely to be economically beneficial. Direct export is also the most common mode of 

entry. However, there are four different forms of Direct export. Firstly, there are domestic-

based export departments or division. This can be in a form of a service centre. Second, 

Overseas sales branch or subsidiary, is in charge of sales and distribution and serves as a 

display and customer service centre. Next, traveling export sales representatives, means that 

sales representatives from the home-county works internationally to find business. Lastly, 
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foreign-based distributors or agents, represent the company abroad and have a limited or 

exclusive right to represent the company in that country. Direct investment is another way to 

enter a market. In this case the company has their own service facilities (Kotler & Keller, 

2016). 

2.2.4 Deciding on the marketing program 

The fourth decision is related to the level of adaptation of the marketing strategy. On one 

hand, there is the standardised marketing program for all markets at a lower cost. On the 

other hand, there is the adapted marketing program, which is based on the belief that 

customer needs and preferences differ and therefore marketing is adapted thereafter (Kotler & 

Keller, 2016). The theory of standardisation versus adaptation of the Marketing Mix is used to 

reach a deeper focus in this part. Theory of standardisation and adaptation is claimed to be 

about which parts, how and to what extent companies standardise or adapt the marketing mix 

(Ghauri & Cateora, 2014). Therefore this is of value to go in deep to in this research of how 

international B2B companies perform international marketing in practise.   

2.3 The Marketing Mix 

Initially, the purpose of the mix was to explain how various marketing components increase 

the control of the market. Since the aim of this thesis is to examine how companies use 

different marketing components to compete on the international market this model was 

chosen. According to Doyle (2015) and Kotler (1999) the marketing mix has evolved since it 

was introduced by Neil Borden of Harvard Business School in 1964. This resulted in variation 

of marketing mixes. However, later E Jerome McCarthy presented the well-established 

marketing mix known as the 4Ps. This entails the following components: Product, Price, 

Promotion, and Place (Doyle, 2015; Kotler, 1999). 

 

The first component is Product. According to A Dictionary of Business and Management 

(2016, p. 478) a product is defined as “Anything that can be offered to a market for attention, 

acquisition, use, or consumption that might satisfy a need. It includes physical objects and 

services.” Kotler (1999) argues that all business relies on a product or an offering. It refers to 

the choices that can be made to differentiate the product in order to be preferred by a specific 

customer group (Kotler, Kotler’s marknadsföring, 1999; Fahy & Jobber, 2015). The model 

focuses on product differentiation is known as Three levels of product. This model was 
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developed in order to understand the complexity of a product and how it can be diversified 

from competitors’ products. The differentiation of the product could be done at any of these 

three divvied levels: The Core Benefit, The Actual Product and The Augmented Product. At 

the centre of the model, the core benefit provided by the product is found. The benefit is the 

need that the product satisfies. If another product meets this need more effectively the product 

will decline. The most significant differentiation at this level depends on significant 

technological breakthroughs and shifts in strategic thinking. Thereafter, there is the actual 

product. It is a combination of for example design. The design of the product has become 

more and more interesting element to differentiate. However, successful differentiation 

through product design requires a deep understanding of preferences. At the third and final 

level, the augmented product, most product definition occurs. Here, unique product benefits 

can be found such as guarantees, additional services and additional brand values. Offering 

more than competitors will give the company a competitive advantage (Fahy & Jobber, 2015).  

 

The second component of the marketing mix, Price, is related to the decisions related to 

pricing of products (Fahy & Jobber, 2015). According to Kotler (1999) price is linked to the 

company's revenue. While companies strive to maximize this aspect, it is essential to keep 

track of competitor activities as well as consumer demand. There are three various pricing 

methods: Cost-Based Pricing, Competitor-Oriented Pricing and Market-Led Pricing. Cost-

Based Pricing has an internal focus and takes the cost into account while Market-Led Pricing, 

is based on a product in the marketplace as well as the overall marketing strategy (Fahy & 

Jobber, 2015). 

 

The third element in the marketing mix, Promotion, refers to the communication tools used to 

communicate a message to the target audience. These tools are known as the promotional 

mix, which include advertising, personal selling, sales promotion, public relations and direct 

marketing (Kotler, 1999). Furthermore, according to A Dictionary of Marketing (2016) there 

are Paid, Owned, and Earned media models. In the former advertising is paid for and it can be 

in the form of print media. Owned media, instead, is media content provided through channels 

that are owned by the company such as their website. Lastly, earned media is when the 

company or something connected to it is communicated. This media form could for example 

be word of mouth (Gelper et al., 2016). 
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Finally, Place is related to the product distribution to the intended market (Fahy & Jobber, 

2015). The products can either become available by the company selling products themselves 

or through intermediaries (Kotler, Kotlers marknadsföring, 1999). According to Fahy and 

Jobber (2015) the P in the Marketing Mix regarding Place is different in B2B. Since this 

thesis is connected to B2B this difference need to be considered. In B2B there are four 

alternatives in B2B distribution of goods: Producer to business producer, Producer to agent 

business customer, Producer to Distributor to Business Customer and Producer to Agent to 

Distributor to Business Customer. The first approach, producer to business producer, is used 

when it is a matter of high-priced goods. There is close cooperation between the producer and 

the business producer to enable production of specialised products, offer problem solutions, 

and large orders makes it financially justifiable. Next, producer to agent to business customer 

is when an agent may sell a variety of goods on behalf of various suppliers. This spread 

selling costs and may be attractive to those companies that lack the reserves to set up their 

own sales operations. However, the control over the agent is limited (Fahy & Jobber, 2015).  

 

Another way to distribute B2B products is through Producer to Agent to Distributor to 

Business Customer. This is suitable when the end business customer prefers to shop from 

intermediaries (Fahy & Jobber, 2015). In industrial business there is one specific form of end-

customer. According to A Dictionary of Marketing (2016) an OEM (Original Equipment 

Manufacturer) is a company which produce products to companies which in turn sell and 

present it as their own product. 

2.4 Standardisation versus Adaptation of the Marketing Mix 

A primary consideration when going international with a company is the consideration of 

standardisation and adaptation. Since the aim is to explore how international marketing work 

in practice this model is useful. This decision is connected to the fourth step if referring to 

Major Decision of International Marketing. In this thesis it is about the consideration whether 

the marketing mix’s 4p´s different parts: Product, Price, Promotion, and Place should be 

adapted or standardised. In addition, it does not need to be either or, it could also be the 

question of to what extent it should be adapted or standardised (Ghauri & Cateora, 2014; 

Vrontis, 2004).  
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2.4.1 Marketing Standardisation 

One part of the theory of standardisation versus adaptation of the marketing mix is the 

approach of standardisation. Standardisation could be explained as “Producing the same 

products for many markets.” (Ghauri & Cateora, 2014, p. 624) As stated, when a company 

standardise the product, it means that the strategy is to have the same product at the foreign 

markets as in the domestic market. Reasons for using this as approach to attach the 

international market is well argued. Firstly, the aspiration to reach economies of scale when it 

comes to both the production and the marketing are easier to reach with standardisation. 

Economies of scale in production could be reached due to reduction of cost in modification 

and design. Likewise, it could be reached in marketing by using the same commercial for 

every country (Ghauri & Cateora, 2014). Secondly, standardisation is effective when it comes 

to recognition of the brand. A standardised product is easy to recognize, but it needs to be 

well known if so should be the case (Ghauri & Cateora, 2014; Ekber Akgüna, Keskinb, & 

Ayarc, 2014). However, according to Ghauri and Cateora (2014), with the increased 

globalisation, the approach of standardisation has become more appropriate than before. 

Forces of globalisation and other social forces have made the market to become more 

homogeneous when it comes to tastes, needs and values (Ghauri & Cateora, 

2014).  Therefore, suggest that the conclusion of standardisation versus adaptation is as easy 

as “Standardize where feasible and adapt where necessary” (Ghauri & Cateora, 2014, p. 405). 

In conclusion companies strive to use standardisation. One suggested method to tackle 

adaptation, is to provide as much product development as possible (Ghauri & Cateora, 2014).   

 

Anyway, Kotler and Keller (2016) argue that certain products are better suited for 

standardisation while others require suitable adaptation strategies. For example, High-end 

products, advanced and expensive products, are associated with standardisation (Kotler & 

Keller, 2016). According to Ghauri & Cateora (2014), consumers are agreeable to adapt to 

new tastes, needs and values. Moreover, these findings showed that promotion are 

standardised most frequently (Ekber Akgüna et al., 2014). The managers’, who contributed to 

that study, reflections of standardisation vs. adaptation was mainly based on cultural 

differences, customer preferences, market characteristics, brand recognition and equity. 

Where brand recognition and equity were easiest reached by standardisation (Ekber Akgüna 

et al., 2014). 
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2.4.2 Marketing adaptation 

Adaptation is the other part of the theory of adaptation versus standardisation. This step could 

be explained as: “Making changes to fit a particular culture/environment/conditions, eg when 

we produce special/modified products for different markets” (Ghauri & Cateora, 2014, p. 

618). As defined, adaptation is an approach where companies try to adapt to the consumers 

desire. For instance, this is preferable to do if the competitors on the market have done it, this 

due to that the consumers are used with that things are adapted to their habits and wants. 

Furthermore, when it comes to cultures where there are special habits, it is almost a force to 

adapt to be able to attract customers. As a result of these differences, a company may use 

different positioning depending on the market. Also, in countries where the regulation differs 

a lot if comparing to the domestic market, it is necessary to adapt. Thus, adaptation is 

appropriate when it comes to sizes, colours, voltage requirements, switches and advertising 

(Ghauri & Cateora, 2014; Kotler & Keller, 2016). 

 

Also, the following eleven aspects need to be considered when determining the level of 

adaptation: Product features, Labelling, Colours, Materials, Sales promotion, Prices, 

Advertising media, Brand name, Packaging, Advertising execution, Advertising themes 

(Kotler and Keller, 2016).  Especially when it comes to tackling a certain culture, adaptation 

is effective. However, it might be effective to standardise the product and adapt to habits and 

how it is communicated to the consumers (Ghauri & Cateora, 2014). Furthermore, most 

adapted parts of the marketing mix are price and place. Regarding price there are several 

aspects to take into account when considering global pricing strategies as Price escalation 

and price setting. Price escalation means that the additional costs as transportation, tariffs and 

importer margin and currency variation risk can result in a higher price in order for the 

manufacturer to earn the same profit. There are three options when setting prices; uniform 

price everywhere, market-based price in each country and cost-based price in each country 

(Kotler & Keller, 2016). Lastly, regarding place different distribution strategies may be 

suitable for different countries and therefore this part is often adapted when needed (Kotler & 

Keller, 2016). 

 2.5 Conceptual Model 

This research revolves around two major steps, which are displayed in the model below (See 

figure 1). The first step is Major Decisions in International Marketing, which includes four 



Åkesson 

15 

 

decisions that companies need to make when internationalising. The first decision, whether to 

go abroad, addresses risks and benefits of internationalisation. The second decision, which 

markets to enter, is related to which and how many markets the company decides to enter. 

Thirdly, there is a decision of, how to enter the market in terms of entry mode. The fourth 

decision, the marketing program, includes weather to Standardise or Adapt for different 

markets; therefore it is addressed through the theory of Standardisation versus Adaptation 

instead. This is showed by the arrow that goes from Deciding on the marketing program to 

Standardisation / Adaptation of the Marketing Mix. Hence, the second step in the Conceptual 

Model is about which attitude the companies have to Standardise or Adapt the Marketing mix. 

This connection is indicated by the arrow from Standardisation vs. Adaptation to the 

Marketing Mix’s 4 p’s product, price, promotion and place. The two overarching arrows 

represent how the context of SMEs and B2B affects how the companies internationalise and 

applies Standardisation vs. Adaptation in practise. At this point, a connection of a company’s 

prerequisites in terms of resources (SMEs), manner to work on (B2B), the way it became and 

are international (Major decisions in International Marketing) and actions to the markets 

(Standardisation/Adaptation of the Marketing Mix), are established in the model. The result of 

step 1 and 2 in connection with the context of SME and B2B impacts the investigation of how 

these companies internationalise and perform international marketing in practice.  

 

 

 

 

Figure 1. Conceptual Theoretical Model 

Major Decisions in 
International Marketing 

 
1. Deciding whether to go 
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2. Deciding which markets to 
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 3. Deciding how to enter the 
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3. Research Method 

This thesis explored how small and medium-sized B2B companies market themselves in an 

international context. This chapter covers theoretical methodology, methodological 

considerations, trustworthiness and authenticity, generalisability and data analysis. 

3.1 Theoretical Methodology  

Here the research philosophy and research approach used are justified. Thereafter, the role of 

the researcher is explained, and choice of the theories is justified.  

3.1.1 Research Philosophy 

Scientific studies are related to different scientific theoretical approaches to some extent. 

These deal with philosophical issues related to epistemology, that is, questions about the 

nature of scientific knowledge. There are two perspectives of knowledge, the positivist versus 

the interpretive perspective (Lind, 2014). According to Bell, Bryman, and Harley (2019) there 

is also a third, realism.   

 

Since the literature in the area of B2B companies claimed that every company in this area is 

unique and not generalizable, interpretivism was suitable for this research. This conclusion is 

drawn since interpretivism indicates that there was no reasonableness to have a model that 

symbolises how all companies perform international marketing. Instead it is fairer to be aware 

of that the result symbolises how the international marketing is performed by these three 

companies and in the specific countries they are established in. With this point-of-view in 

mind, it was possible to say that international marketing might be similar to how other 

companies in a similar industry and a similar context market. Furthermore, since the aim of 

this thesis was to do personal semi-structured in-depth interviews to get a deep understanding 

of how small and medium-sized B2B companies perform international marketing; the 

research area was complex, which also characterises interpretivism (Saunders, Lewis & 

Thornhill, 2016). 

3.1.2 Research Approach 

A research approach reflects the relationship between theory and data (Bell et al., 2019). 

There are three approaches, which are deductive, inductive and abductive approaches (Lind, 

2014).  Research with a deductive approach takes previous knowledge such as studies and 
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literature into account when formulating a hypothesis and thereafter empirical data is 

collected (Bell et al. 2019). The aim is to test theories (Lind, 2014). In contrast, in the 

inductive approach, theory is not used as a guide (Lind, 2014). Instead, theory is developed 

based upon the empirical data that was collected (Lind, 2014; Bell et al., 2019).  

 

Finally, the abductive approach is a combination of the deductive and the inductive approach. 

This approach aims to have a theoretical starting point and connected to the empirical 

collection (Lind, 2014). Since the purpose of this paper was to explore how the companies 

market internationally and contribute with new insight in the area, abductive approach was 

used in this research. As Lind (2014) describes, with an abductive approach it was possible to 

use the theoretical framework as a guideline. Also, abductive approach allowed new insights 

to the theory. Due to that the questions for the interviews in this research were based on the 

theoretical framework and were approached in a qualitative open manner, new insights 

appeared during the analysis of the data. These insights could deviate from the theories that 

have been used. Hence, abductive approach was used in this research.  

3.1.3 Choice of Theories 

As the purpose of this thesis was to explore how small and medium-sized business perform 

international marketing in an industrial context, the theories needed to consist of theories that 

touches those areas, either together or separately. Here I chose to build the study on theories 

that touches those areas separately. This means that the used theories, are not built on all those 

four areas, instead it was my aim to link those theories together. The chosen theories are 

therefore established in international marketing, the context of small and medium-sized 

business as well as B2B. The chosen theories are the Marketing mix’s 4 p’s, Standardisation 

versus Adaptation, theories of the context of small and medium-sized companies and the 

context of B2B. The relevance of built the study on those theories was to be able to explore 

how Standardisation versus Adaptation of the Marketing mix’s 4 p’s appeared in the context 

of small and medium-sized B2B companies.  

3.1.4 Perspective 

According to Ahrne and Svensson (2015) the result could differ depending on from which 

perspective the researcher looks from. This study was from the perspective of companies 

(Företagsperspektivet), which means that if the research question had been researched from 
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the perspective of the companies’ customers, the result might have been different. 

Furthermore, the result came from the perspective of the chosen theory. This means that the 

study was explored from the perspective of the Marketing Mix 4’p in connection to theory of 

Standardisation versus Adaptation. Also in the context of small and medium-sized B2B 

companies (Ahrne & Svensson, 2015). 

3.2 Methodological considerations 

The research approach chosen for this thesis was case study. As Bell et al. (2019) describes it; 

a case can be a single organization, a single location, a person or a single event. In the context 

of this study the case study revolved around the case of three different companies. The choice 

of use a qualitative rather than a quantitative strategy came from that a qualitative study opens 

up for new insights, which was suitable since the aim is to explore how companies actually 

internationalise and market internationally in practise. This is confirmed by Denscombe 

(2019) where it is claimed that qualitative method is suitable when the intention is to explore 

a phenomenon beyond the surface in a qualitative manner and aims to highlight the general by 

looking at the specific (Denscombe, 2016).  

3.2.1. Case selection  

Subjective selection was used since the research requires participants who have the most 

qualitative, experienced and expertise information in the research subject. According to 

Denscombe (2016) subjective selection corresponds to these requirements. When selected the 

cases, three things were considered. Decide which area to investigate, which three companies 

to build the case around and which interviewees to choose at these companies.  

 

Selected area was Swedish companies, located in Kristianstad, which was a comfort selection 

(Denscombe, Forskningshandboken, 2016). According to Denscombe (2016) comfort 

selection is efficient to use when time and resources is limited, which was the case for this 

research.  

 

The criteria for participant selection for the choice of the three companies were important and 

necessary to ensure that the answers would be trustworthy (Ahrne & Svensson, 2015). Two 

questions were in mind (Ahrne & Svensson, 2015). First “Which kind of company do we 

need to be able to answer the research question?” Second, “Which position do the participants 
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need to have to be able to answer the research question?” The answers to these questions 

were: operating B2B, small to medium-sized and lastly participants that have expertise in the 

companies’ international marketing. To reach those answers, six criteria were developed that 

were essential for this selection.   

 Operating B2B 

 Small to medium-sized (less than 250 employees) 

 Perform on at least two international markets. 

 Perform international marketing 

 Local (Kristianstad) 

 Expertise in the company’s international marketing 

 

Suggestions of Industrial B2B companies located in Kristianstad claimed by a project 

manager and University lecturer in Business Administration at Kristianstad University were 

taken into consideration. Two of these suggestions became the case companies for this 

research. The third was found by suggestion from someone outside the university. However, 

mail was sent to several companies and these companies were found by searching on the 

internet after companies in Kristianstad that had the criteria that were required. The selected 

companies were reached by mail (See Appendix A: The inquiries to the selected companies 

(Mail)). The selected companies were Apocca, Malmberg and Alde. The participants in these 

companies were selected after experience in the field. In Apocca the company claimed that 

the CEO had the best experience since they do not have a marketing expert. In Malmberg, the 

Marketing- and Communications Director and Business Area Director had the most expertise. 

In Alde it was the Marketing Manager and Head of Sales.  

3.2.2 Research strategy and research design 

Data was gathered through semi-structured interviews and secondary data. A qualitative 

method was used, and empirical material was collected through three sources, namely three 

different companies. The use of multiple collection methods enhanced this study’s credibility 

(Denscombe, 2016). 

 

3.2.2.1 Interviews 

The semi-structured interviews allowed the informant to speak freely and go beyond the 

questions without that the interviewer assisted them with a given answer to the question. One 

advantage of this type of structure was that the informant could be more involved in the 

interview and state one’s opinion of how he or she perceives things about the company. The 

disadvantage of open interviews was that the informants mentioned information that was 
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irrelevant for this study. Therefore the interviewer had to keep an open dialogue and at the 

same time make sure that the information was relevant to the research question (Denscombe, 

2016). According to Lind (2014) interviews are defined to be a conversation with a purpose to 

ask questions to a respondent who are expexcted to have the knowledge of the research that 

are studied. In this research the respondents were expected to have knowledge in the 

companies’ international marketing. Furthermore, Lind (2014) argue that the questions in a 

qualitative manner are allowed to be open and differ, but a interviewguide is needed to keep 

structure. In this research interview guides were used and contained 28-30 questions. The 

same questions were used for all three companies. However, there was a specific interview 

guide for Apocca since this was the first company that was interviewed. Thereafter, a 

common interview guide was made that could be used regardless of which company would be 

interviewed (See Appendix B & C). The respondents were asked about their allowance to 

record the interviews before the interview started.  Their allowance to record the interviews 

made the transcription process easier. Every interview lasted for approximately 60 minutes. 

The interviews were made in Swedish, which made the interview set more comfortable and 

natural since Swedish was mine and the participants’ native language (Ahrne & Svensson, 

2015). Below, Table A presents specific information of how the five interviews were formed.  

 

Table A Participants 

 

3.2.2.2 Secondary data 

Secondary data was used in form of observing websites, brochures and pictures. Advantage of 

this type of data collection was that it provided additional information that the companies 

might missed to represent during the interviews. It could also be used to increase the 

reliability of the data from the interviews, which is how secondary data was mostly used in 

this thesis. However, secondary data means that it has been published for other reasons than 

this research (Denscombe, 2016). If the data’s trustworthiness is  to be confirmed, secondary 

data is useful to have something to compare the primary data with. Additionally, the 

Number Title Company 
Length of 

interview 

1 CEO Apocca 60 min 

2 Marketing- and Communication Director Malmberg 60 min 

3 Business Area Director Malmberg 60 min 

4 Marketing manager Alde 60 min 

5 Head of Sales Alde 60 min 
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secondary data is less costly and timesaving if comparing to primary data (Denscombe, 2016). 

Even if the secondary data was published for a purpose other than for this work, the 

secondary data in this thesis was real examples of how the companies market internationally. 

The secondary data was used to confirm the interviews. Therefore, secondary data was used 

where there was something additional to add to increase the certainty that what were said 

corresponded to how the companies actually acts outward to the customers. Example of a 

secondary data that were used is the Map that shows where and how many countries Apocca 

operates in. Another example, Alde´s YouTube channel showed how they adapted promotion 

for different markets. Lastly, secondary data was used in form of brochures and pictures in 

order to observe and exemplify how these were standardised or adapted.  

3.3 Trustworthiness and Authenticity 

In order to ensure a qualitative study’s trustworthiness and authenticity, Credibility, 

Transferability, Dependability and Confirmability was used (Bell et al., 2019). In this thesis 

Credibility was achieved through triangulation. More specifically, the interviews were 

complimented with additional data sources to increase reliability (Bell et al., 2019; 

Denscombe, 2015).  This data sources consisted of the companies’ homepages, brochures and 

internal documents. Transferability, instead, is related to the uniqueness of the findings and if 

these can be applied elsewhere. This requires a thick description which was reached through 

triangulation. Dependability was achieved by keep all research material, such as transcriptions 

as well as recordings accessible throughout the process. Confirmability was reached through 

objectivity, which meant that the respondents were not influenced to answer a certain answer. 

Instead, the respondents provided information by telling their story, while the interviewer 

only interrupted to get a deeper understanding. This meant that the interviewer avoided letting 

personal values and opinions influence the result (Bell et al., 2019). 

3.4 Data analysis 

In order to analyse How small and medium-sized B2B companies internationalise and 

perform international marketing in practise; thematic analysis was made of how the 

companies internationalise and adapt or standardise their marketing mix to different markets. 

First, the recorded material that was collected through the five interviews was transcribed into 

text format. Due to that the recordings of the interviews were deep and 60 minutes long, the 
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transcription of the recordings was useful and enabled in-depth reflection of the gathered 

material. This made the analysis of the data easier (Ahrne & Svensson, 2015). 

 

The second step was about to find and use relevant material from the collected data that could 

be linked to the research question. The themes used for this analysis was categorised in 

connection to SMEs and B2B companies, Major Decisions in International Marketing and 

Standardisation vs. Adaptation of the Marketing mix. Under these categorisations 15 different 

themes were found. Thereafter these 15 head-themes were broken down into smaller parts, 

which are represented by 13 different sub-themes that are connected to the different head-

themes. This thematic division is presented in tables after each analysed area connected to the 

theoretical framework (see Table 1-8). Example on one of the themes in connection to Major 

Decisions in International Marketing is the theme which market to enter. Sub-themes here are 

Sprinkler approach and Waterfall approach. Hence, sub-themes are themes under the 

different head themes. In these tables, quotes that are connected to the research question are 

connected to these themes and sub-themes.    

 

Initially, the analysis was made in form of with-in case analysis of the three different cases 

Apocca, Malmberg and Alde. According to Ahrne & Svensson, (2015) coding data made it 

possible to get closer to the material of data. Quotes from the in-depth interviews were 

therefore linked to the different themes. Thereafter the analysis continued in a cross-case 

analysis where the analysed quotes were coded, concluded and compared in a table after each 

theme. Through this analysis it was easier to distinct empirical findings clearly and discover 

the most interesting result in this research. In the analysis, the empirical research was 

investigated in detail to find out what the empirical meaning meant and functioned in this 

research question. It was about placing the pieces in the desired puzzle in the right theme in 

accordance to the theoretical framework. Finally, in the cross-case analysis, it was about 

interpret and understand the whole and produce the completed puzzle for this research 

question. The thematic analysis was supported by secondary data, which also was analysed 

through thematic coding. The secondary data supported the quotes that were linked to a 

specific theme.  
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4. Empirical findings 

In this chapter findings are presented. The chapter is built on the respondents’ answers to the 

questions that were asked in the in-depth interviews. Some information has been 

supplemented with secondary data. As an introduction, brief case presentations of the three 

studied companies are presented. 

4.1 Apocca Group  

Apocca Group is a Swedish industrial company operating in the electric industry. It was 

founded in 2011 and already in 2016; it had grown to revenue of 22 million SEK. Earlier, the 

company only consisted of Apocca itself, which was a staffing agency, but in 2017 the 

company bought MLK, which is a company that constructs electric devices. This acquisition 

enabled the company to be a complete producer and exporter of electrical devices; it tripled 

its sale and doubled the number of employees. Today, Apocca Group operates in several 

countries all over the world. However, Apocca has offices in Kristianstad, Malmö and 

Singapore, where the office in Kristianstad is the head office. Totally the company has 40 

employees (Apocca Group, 2019). The consultants work with consulting assignments and 

contracting activities that can include preliminary studies to electrical constructions, 

programming, production of electrical cabinets, installation, commissioning and service. 

Furthermore, Apocca operates in the following eight industries: Manufacturing industry, 

Materials handling, Marine and offshore, Oil and gas, Process industry, Energy, Automotive 

and Food industry (Apocca Group, 2019). For these industries the company claims that its 

business words are “We develop, We produce, We deliver” and that their business idea is to 

offer all this below the same roof (Apocca Group, 2019). The pictures below show some of 

the products they develop, produce and deliver.  

 

                      

Picture 1. Push button boxes for 
milking robots. 

Picture 2. Switchgear  for 
chemical/mining industry. 

Picture 3. Cabinets for ozone cleaner.  
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4.1.1 Apocca as a SME and B2B company 

Apocca's CEO believed that the role in small and medium-sized companies is broader. One is 

able to influence more and is closer to the decision. If the company sees a change in the 

market, it can adapt to the change considerably faster. As the start-up in Singapore, it went 

very fast for Apocca, where a larger company might has a larger process. However, the 

company argue that a larger company has the advantage of having more resources to deposit. 

Apocca’s CEO argued that a larger company can entry several countries while a small 

company is limited and entry fewer countries. Also, large companies might have established 

more contacts abroad, which the CEO believes is an advantage for large companies. However, 

the CEO argued another advantage of operates as a SME; it is possible to be more involved. 

However, the CEO mentioned that smaller resources mean that employees in the company 

have broader roles. Apocca’s financial manager, for example, also run logistics, where a large 

company might has two separate positions for those roles.  

 

A difficulty experienced by the CEO with B2B, is that the market is smaller if compared to 

B2C. Another mentioned difficulty, is to reach new customers. The CEO explained that, if 

Apocca wants to sell to Volvo, it could be a huge procedure that includes insurance and fill in 

paper. However, according to Apocca, the advantage is that, even if it is a smaller market, 

they might have a better chance to meet right customers. Compared to a product that is aimed 

to be sold to a large mass of people. 

4.1.2 Apocca’s Internationalisation  

The CEO of Apocca stated that the company has from the beginning worked internationally. 

From the beginning, it was Apocca’s Swedish customers who exported their projects, which 

carried out Apocca’s projects abroad. It was how Apocca became an international company. 

In 2015 Apocca decided to invest fully to become international. The internationalisation 

process started with that the company saw a need when it worked with so many projects 

abroad. The projects were mainly in Asia where Apocca saw a need for automation as well as 

at shipyards. Hence, when Apocca had experienced to have smaller two days assignments 

abroad, the company began to see a costly pattern. It was costly to send employees from 

Sweden to work for two days in Asia. Since the company in that stage already responded to 

the demand that existed in Asia, it assumed that it was possible to operate on site. 

Henceforward, Apocca started to considerate the possibility to start a subsidiary and hire 
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people in Singapore. This office is primarily a service and sales office. It can be pure 

consulting services, electrical and automation systems. It can be both with and without 

hardware. Difficulties encountered according to the CEO, was pricing; it was quite difficult to 

know which price level it could have on its products and services. He continued to argue that 

the company did not have any contacts in Singapore, which made it more difficult. A third 

argued difficulty was, since the company was not known there, it was hard to meet new 

customers. It was one thing to reach the existing customers and those Apocca had worked 

with before, but to meet new customers, was another thing. Apocca experienced that the 

customers want to have a long-term commitment and, in the beginning, Apocca had no 

employees there; they flew down to market themselves.  

 

Thus, one motive for Apocca to internationalise in Singapore was the demand, and another 

was that one of Apocca’s largest customers moved their business  segments to Singapore. 

Hence, on one hand there was a need and on the other hand Apocca followed their customers. 

Also, the CEO claimed that Singapore is business-friendly and is similar to Sweden. 

However, the CEO argue that Apocca has not seen Asia as a strategy to have cheaper 

production as Apocca prefer to have good quality in front of lower costs. Therefore, he argued 

that the strategy is to sell abroad, construct home in Sweden and export the product abroad. 

However, by the establishment in Singapore, Apocca believes that it is close and available for 

customers in whole Southeast Asia and India. The CEO described that they work as 

subcontractor to 80%. Furthermore the CEO expressed the following about their 

internationalisation process:   

 
Yes, it happened at the same time, so it was from day one. So it happened because of our customers, 
because they have it so spread. They have their customers on export. There was not really a strategic 
choice, but it was how the projects came in. The choice of markets, we have not made an active choice, 

but there are customers. It is then Singapore that has been an active choice.  
 

It was hard for the CEO to determine how many countries the company operates in, the quick 

answer was: “The blackboard there, the dots there, there are so many countries we work in, I 

can't actually, but it's ...very many, most countries I would say”  (See Picture 4. Map of where 

Apocca operate). The more developed expression by the CEO was that a majority is in Asia, 

and in most of the countries in South America, the United States, Europe and Africa. He 

claimed that Apocca definitely operates on all continents. Furthermore, he argued that the 

reason to why Apocca operates in that many countries is because it is natural that Apocca’s 
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customers are spread all over the world due to that the demand is spread. The CEO 

exemplified it with the marine industry, where ships are built in Asia. However, the ships 

might be in operation in South America or in the United States. This enables for Apocca to 

reach customers in South America or in United States as well. This was an additional example 

of how it was possible for Apocca to become international from start.  

 

 

Picture 4. Map of where Apocca operate (Apocca, n.d). 

4.1.3 Apocca’s Marketing Mix 

Regarding Product, the product Apocca sells for production or process industry are 

consulting services, where the company make programs, electrical design and complete 

systems with hardware in. As the CEO stated it “We have no completed products if you then 

think of a phone, but it is customized industrial systems”. The need that these products 

satisfies and how this is done can be explained by following examples. It might be that a 

customer builds a ship where an equipment to unload the cargo is needed. In that case, 

Apocca can develop a system that loosens that ship. Or it can be for Sandvik, who have a 

stone crusher which Apocca could construct the program and the electrical design for; 

develops the electrical cabinet for it. The CEO argued that the quality of those systems is 

enormously important for the company to be competitive on the international market. He 

added that it is important especially since Apocca works a lot in Asia where competitors offer 

lower prices. However, customers validate the quality and are ready to pay more for Apocca’s 

product. Quality is a key factor. The CEO exemplified it with, what is delivered must last a 

long time and the critical of a ship, for example, can be personal safety. Many regulations 

must be followed. What the company offers more than others to compete with other 

automation companies is partly the quality, but also the service. The international market 
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consists of many companies that could develop electrical engineering and programming, but 

few that could compete in customer service. Reply quickly to customers’ mail, always be 

available and offer that extra service is something the company seek to maintain (CEO, 

Apocca).  

 

Regarding Price, According to the CEO, Apocca’s products are sold at a fixed price. It can be 

anything from 50,000 SEK to 3,000,000 SEK. Hourly costs vary from 700 to 1000 SEK per 

hour. This variation is due to that Apocca has no completed product; instead it constructs 

customised products on order.  

 

Regarding Promotion, in order to communicate with old and new customers, personal 

meetings, telephone and email are used by Apocca. The CEO argued that Apocca normally 

start with a call and uses mail when the contact is established. According to the respondent, 

email can be impossible at least when it comes to sales and if the company has not had 

contact with the customer before. The CEO believed that Promotion, traditional advertising is 

not used much; instead website and LinkedIn are its channels. In Addition, networks and 

Apocca’s customers are used as promotion channel. For instance, if Apocca’s customers are 

satisfied with a job, their customers recommend Apocca to their contacts (Word of mouth). 

The CEO argued that traditional advertising is mostly used for recruitment; to be seen for 

future staff. Furthermore, the CEO feels that it is too small to have its own marketing 

department. Apocca does not have salesmen, instead those who are in a management position 

also run sales. He further explained that the engineers who works with customers, market the 

company as well. For instance, the CEO argued that he pushes for every employee to act as a 

seller. He explained that, if an employee sees a need when installing, the employee could 

suggest that “yes but had you done this here, this would have been better” .Their staffs are 

thus a channel for marketing according to the CEO.  

 

Regarding Place, According to the CEO, Apocca sells its products both as a subcontractor to 

another company and also directly to end customers (B2B end customer). Sometimes Apocca 

sells directly to an industry, which can be compared to when Apocca does jobs for Sandvik. 

In that case, the CEO described it as Apocca delivers to Sandvik, which might has its end 

customer in a mine. In contrast, when Apocca does jobs for Volvo, it sells directly to Volvo. 
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4.1.4 Apocca’s Standardisation versus Adaptation of the Marketing Mix’s 4P 

Regarding Standardisation vs. Adaptation of Product, according to the CEO, in some cases, it 

is appropriate to standardise Apocca’s products and the company has done it as far as it is 

possible. Standardised products favours Apocca in terms of time, he explained that engineers 

can sacrifice less time on development of new products. Also, standardisation favours quality 

of products. The respondent claims, if the company has developed the product before, it is 

tested, and it is assured that a copy of that product will work equal. However, the CEO argued 

that standardisation is only possible when the product is a repetitive need for several 

customers. Otherwise, Apocca does not dare to standardise a product. Some of Apocca’s 

standardised products are, as mentioned in Apocca’s marketing mix, Push button boxes for 

milking robots, Switchgear for chemical/mining industry and Cabinets for ozone cleaner. 

Apocca’s standardised products are mainly used to sell the systems as a customised solution. 

The CEO claimed that Apocca mostly produces, develops and delivers a customized solution 

for customers, which implies for adaptation of the product. Hence, the CEO believed that the 

company has different positions in different markets and different product segments. In Asia, 

where Apocca is widest, the company operates a lot in marine and material handling. In South 

America and Africa, Apocca operates much in material handling and the mining industry. In 

Europe there is more industrial production. Hence, the product Apocca offers is different for 

different markets. Even if Apocca has some standardised products, it does not mean that these 

products are standardised for different markets.  

 

Regarding Standardisation vs. Adaptation of Price, the CEO argued that Apocca has tried to 

keep price at a fair level. Apocca’s customers are so far global customers, who the CEO 

argued are less sensitive for high prices. He exemplified it with, when Apocca does a job for a 

customer with a ship in Indonesia, but has a French owner; the customer is aware of the prices 

and will not be shocked by a Swedish price. Also, Apocca sometimes buys a product from 

Siemens and building it together. Since Siemens has a world pricing the price are affected by 

this price. Hence, the CEO claimed that the company adapt prices for customers that are not 

or less global. He continued to claim that Apocca has started to focus on local customers, and 

then Apocca probably will need to adjust its prices. However, since Apocca’s customers, for 

now, are mainly global, it is possible to say that Apocca does not believe that the adjustment 

of price differs between different markets. It mainly depends on which kind of product and 

how long time it takes to develop and produce. Hence, Apocca’s price mainly is standardised.  
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Regarding Standardisation vs. Adaptation of Promotion, if it is, for example, China, India or 

Singapore, the CEO think is different, and they have seen that it is very person-related, and 

that culture plays a role. This is evident in the CEO’s expression below: 

 
In Sweden, you can do a lot of business without actually meeting. So you can call and e -mail and 
that's okay, but in other countries it is important to meet. In some countries you have to meet many 
times even. If you take Japan, it can take a year and a half before it becomes a business. It should 

be discussed, there should be meetings, it should be discussed, there should be meetings and it 
should be dinners before it becomes a deal of it. On the other hand, if you take Japan as an 
example, you have already got a deal with a Japanese customer, so they are very faithful late and 
then you can be a lifetime supplier to them so to speak. It is just the bit that one has to take into 
account.  (CEO, Apocca) 

 

Apocca’s CEO could not claim that they are studying each country, but one must have it in 

mind and have knowledge of how it works. He believes that, with English, Apocca can get 

pretty far with, but in Asia it does not always work well. An example he mentioned was that, 

in China and Japan, it is very difficult to use English. In such countries Apocca uses 

interpreter, or e-mail. Furthermore, the CEO explained that employees in Singapore are local, 

and it is considered as an advantage because of the business culture. Furthermore, he 

explained that Apocca’s method for promotion in Singapore was help provided by Business 

Sweden, which is a merger of Swedish business and the Chamber of Commerce. The CEO 

motivated that Business Sweden has a network and has contact with many companies. 

Regarding Apocca’s marketing, Business Sweden has introduced them via their contact 

network. Apocca argued that networking is something Apocca works more with in Singapore 

than at home in Sweden. The CEO’s expressions above implies that Apocca adapts their 

promotion to different continents and promote personally to the customers.  

 

Regarding Standardisation vs. Adaptation of Place, According to the CEO, it takes place in 

the same way; Apocca builds everything in Sweden and export. Smaller products are exported 

through flights and bigger through ships. However, he mentioned that the time affect, if 

Apocca sends something to China from Sweden, it is five weeks delivery time while by air it 

is a week. However the CEO argued that it is common that it is the customers who handle that 

part. Hence, the distribution of its products differs between different international markets.    
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4.2 Malmberg  

Malmberg is a family owned Swedish cleantech company. It builds facilities which make the 

environment better. The company offers solutions in areas as water treatment, biogas, 

geothermal energy and drilling. Malmberg was founded in 1866 and currently has 170 

employees and has a net sale of 462 million SEK (2017). While the head office is in Åhus, 

Malmberg also has local offices in Lund, Denmark, Germany, England, and Italy. The parent 

company MalmbergGruppen AB assists the subsidiaries in financial and administrative 

aspects. The organisation consists of Malmberg Water, Malmberg Borrning AB and 

Malmberg Miljöhantering AB. Malmberg Water AB, the largest company, handles water 

treatment, biogas and service & support. This is also the part of the organization which 

operates on an international level (See Picture 5). Malmberg’s international product is a 

cleantech facility that cleans biogas and this facility is shown here below (See Picture 6). 

 

 

Picture 5. Malmberg’s organizational structure    

 

4.2.1 Malmberg as a SME and B2B company 

It is evident that Malmberg is an SME on the size, that it is family-owned and a very flat 

organisation. According to Malmberg, there are many advantages in being a smaller 

company. For example, SMEs short decision paths and proximity to decisions. However, the 

company believed that it is required by employees that they are entrepreneurial. The company 

does not have the same structure and detailed routines as a large company where the smallest 

thing is defined. However, Malmberg believes that the advantages are adaptability, proximity 

to decision and simplicity. 

 

Picture 6. Malmberg COMPACT™ - 

Swedish cleantech technology. 
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Furthermore, Malmberg’s respondents argued that the big difficulty for SME companies is 

when they have to go over and become a bigger company. Malmberg exemplified it with; 

when sales increase it is much more difficult to manage the deal and the business with the 

perhaps less amount of routines and automation that exists. In some cases, one can imagine 

that disadvantage is access to resources; it could be that you have more with greater 

competence in a larger company; you are more vulnerable in a smaller company. According 

to the respondents of Malmberg, it can also be financial; if a customer wants help with 

financing a project, then a larger company can help the customer with it. A smaller company 

needs to use external partners for this. 

 

Malmberg is an industrial B2B company and the company believes that the marketing is very 

different. It is common that one has the professionalism on both sides and a higher knowledge 

than if one sells to consumers. There are fewer end customers to integrate with and keep track 

of in B2B. The respondents argued that each customer can be treated individually, while at 

B2C it is more collective where consumers are divided into different segments. 

4.2.2 Malmberg’s Internationalisation 

As mentioned, the international area of the company is biogas. This international journey 

began 10-15 years ago. After the introduction of Malmberg’s new biogas technology, the 

company was asked to go abroad. The respondents claimed that it started with neighbouring 

countries and around 2008 the internationalisation took off. There was especially a high 

demand from Germany where the market exploded on the biogas industry since there was a 

need of this new biogas technology. Further, Malmberg expressed that Sweden was a pioneer 

in terms of biomethane. Also, there were few entrepreneurs in the market when this started to 

develop. When Malmberg had delivered a number of facilities in Sweden and gained a large 

market share in Germany, Malmberg became a well-known name in Europe and the market 

leader. Malmberg believes that the good reputation simplified for the company to become 

international. Many customers wanted Malmberg to be involved in procurements due to it was 

a well-established name on the market. 

 

Malmberg experienced that an operation in markets abroad presents legal, language, technical 

standards/adjustments and culture challenges. Also, that a high level of adaptation to each 

country results in that the first project in a new country is less profitable for Malmberg. 
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Therefore, Malmberg believes that how they operate in a country depends on how far the 

company has come in that market in terms of sales. The respondents mentioned that 

Malmberg has employees in Germany, England and Denmark. Furthermore, the Nordic 

region is managed from Sweden with the exception of Denmark. Italy, instead, is a fairly new 

market for the company. The company describes its entry modes as that it started with agents 

in several markets and that it established itself on one market at time.  

 

In the biogas industry it depends entirely on the countries' subsidy support for environmental 

technology. Malmberg’s respondents explained that the company is in dependent of that the 

government wants to invest in biogas and give support to investors to build biogas facilities. 

This is something Malmberg keeps track off. The company’s biogas facilities are primary 

exported to European countries. The sales are done through local agents in combination with 

Swedish sellers. A majority of the facilities are built in Sweden and transported abroad. 

Malmberg has exported a facility to China, but it was difficult to get a reference in China. 

Hence, if Malmberg were to invest in China or North America for example, it will not be 

profitable with the model that the company has in Europe, but they must start to manufacture 

more locally as well. 

4.2.3 Malmberg’s Marketing Mix 

Regarding Product, Malmberg offers facilities that clean biogas (See picture 6). The 

respondents explained that it satisfies the need to get the maximum benefit from biogas. 

Furthermore, the respondents argued that quality is incredibly important because it generates 

loyal customers. The better quality the less maintenance the product needs. Also, they argued 

that it creates less guarantee costs, because it creates better total life cycle cost for the 

customer. The respondents believed that design is a bonus that customers perceive as 

positively. Malmberg’s respondents further mentioned Malmberg offers relatively similar 

guarantees compared to competitors.  

 

Regarding Price, according to the respondents, the prices of these biogas cleaning facilities 

range from 12 to 70 million SEK. The price variation depends on to the size of the facility.  

 

Regarding Promotion, Malmberg uses different methods to communicate with new and 

existing customers. The respondents of Malmberg argued that new customers are 
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communicated through different networks, events and fairs. However, also the company 

argued that it communicates through agents and marketing. Further, the company specifically 

expressed that communication is done through advertisements, newspapers and as a sponsor. 

Existing customers who buy new projects are communicated to directly through their 

salespeople, but also in conjunction with service. Service technicians know and also hear a lot 

if there is something new going on, “that now they will invest in new facility”. Malmberg has 

much and close communication with customers and believes that it is important to get into the 

sales process as early as possible. Another mentioned method to gain customers was that 

public procurement in a country is often placed on a certain web page or database. The entire 

municipality's procurements is shown there so the company can monitor if there are different 

municipalities who have planned to expand something.  

 

Regarding Place, Malmberg claims that it does not have distributors. Instead, Malmberg 

mentioned that the company sells its products through export by truck or boat. 

4.2.4 Malmberg's Standardisation versus Adaptation of the Marketing Mix 

Regarding Standardisation vs. Adaptation of Product, Malmberg claims that an ambition is to 

keep the product as standardised as possible for economic and quality reasons. Therefore, 

there are parts that Malmberg would like to standardise, but argues that customer' individual 

requirements and differences in technical conditions creates limitations. The company argues 

that their product is adapted in terms of which material that should be putted into the facilities 

and which material the facility should create. That is what prevents Malmberg from 

standardisation of its product. Malmberg also claims that different environmental legislation 

between different markets prevents as well.  Furthermore, in some markets arrives prioritizing 

emissions of methane and in other emissions of perhaps VOC (Volatile Organic Compounds) 

which forces Malmberg to build the facilities differently. It may also be differences when it 

comes to underlying legislation about responsibility and levels of responsibility that makes it 

necessary to adapt insurance policies for different markets. Technical standards can differ 

since there may be different specifications on what the gas is allowed to contain in England 

and Denmark. Hence, Malmberg adapt their product to a certain extent.  

 

Regarding Standardisation vs. Adaptation of Price, it can vary between different markets. It 

depends mainly on whether there are different cost conditions. Some markets have other costs 
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for the work. Secondly, it depends on the assessed risk in the different countries. Lastly, it 

depends on the customer's ability to pay. Hence, Malmberg’s price is adapted as to be both 

cost- and market based.  

 

Regarding Standardisation vs. Adaptation of Promotion, Malmberg’s position is not very 

different in different markets. The company is positioned as a qualitative supplier and known 

for robust accessibility and reliability. Furthermore, Malmberg’s brochures are quite 

standardised when it regards content. However, Malmberg has printed them in different 

language. Only on Swedish and English, which imply that the company standardise to have 

them in English, which they expect, could be read of the majority (See picture 11, 12 & 13). 

Although, Malmberg argue that almost everything is made at Malmberg's head office in 

Sweden. In other countries, such as in Germany, the company has offices for sellers and may 

have some project manager to help with the projects there. There is a service organisation, but 

there is no manufacturing. The company advertises sometimes, and the advertising can differ. 

In some countries the customer base is spread over more customers and potential customers. 

It may be for example if the target is large farmers. Malmberg expressed it as followed:  

 
It differs a little at times… for example, if we target large farmers… compared to another market, there may be a 
dominant player, i.e. a large energy company that builds out 80% of all projects in that market, then it is 
perhaps more important to have a direct communication with that company than to go on another market and try 
to aim broader then to try to create attention and knowledge of the brand in the market (Malmberg).                                                   
 

 

Regarding Standardisation vs. Adaptation of Place, Malmberg argued that the product is 

exported directly to the customers without distributors. It does not differ or depends on the 

market. However, the Business Area Director of Malmberg mentioned: “The sale can take 

place either from Sweden or locally via agents…in a combination as well. You use agents in 

combination with sellers from Sweden”. This means that the company seems to believe that 

place need to be adapted to different markets.    

4.3 Alde International Systems AB 

Alde was founded 70 years ago in Färlöv by Alde Rask. Alde is the name of the founder, who 

started with agricultural machines and brakes. He was an inventor. For 53 years he produced a 

heater for caravans and motorhomes. In 1967, the first heater came and since 1969, the first 

export went to Aria in Slovenia, which is still one of their largest customers and who they 

have close cooperation with. The main product Alde offers is a hydronic Heating System for 



Åkesson 

35 

 

caravans and motorhomes. Additionally, Alde offers different accessories for these vehicles.  

The company has 100 employees in Sweden, approximately 18 in England, 12 in Germany 

and 8 in the United States. Alde has an office in France with a few employees who are not 

full-time employees. In the Group, it has a turnover of half a billion and supplies about 37,000 

hydronic heating systems a year in Europe and USA, and some in Asia as well. There are 

three subsidiaries, Alde UK, Alde Deutschland in MBH and Alde Corp in the USA. Below, 

pictures on the company’s product, hydronic heating system, are showed.  

 

  

 

4.3.1 Alde as a SME and B2B company 

According to Alde's Head of Marketing it is important to find a size that generates enough 

resources, because otherwise it will be complex to handle. Alde has found a size where it is 

possible to have the company’s market responsibilities divided between Head of sales and 

Head of marketing. This was stated by Alde’s Head of Marketing: 

If you are too small, you may not have the resources to have dedicated and  clear roles and functions, then you 
may be sitting on double roles. We have nevertheless found a size that allows us to have an organisation that can 

focus on its functions. I can focus on the market; X can focus on sales. If you take it, it's actually on ly a year 
back, but say five years back since X sat with market responsibility and it becomes very complex to handle. So 
one can find the size where one can actually have resources. 
 

Also, Alde appreciate being a small and medium-sized company because of the advantage of 

quick decisions and this is stated by the Head of Marketing: “When it gets too big you get a 

complex organisation. Perhaps more hierarchical organization with many levels and 

communication becomes more difficult to handle as well.” 

Picture 8. Alde’s heating system. (Photo taken at Alde 2019) 
 

Picture 7. Alde’s prototype of a caravanette including 

Alde accessories.(Photo taken at Alde 2019) 
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4.3.2 Alde’s Internationalisation  

Alde’s decision of internationalisation was taken in the 60s according to Alde’s Head of 

Sales. Regarding the reason that Alde decided to go international the respondents had lack of 

information to answer completely since it was decided about 60 years ago. However, the 

Head of Marketing expressed it like “Was spread by rumors really really. It became a 

demand for the Alde system”. However, Alde’s Head of Sales explained the reason behind the 

company’s decision of internationalisation in USA in 2012. The respondent explained: “we 

chose in 2012 to enter the US, because in the European market we have almost all customers 

and it is then quite saturated to grow”. The respondent further explained that Alde has a 

market share in of 15-17% and in USA they have less than 1%. Hence, there is huge potential 

in the US. However, argued difficulties when entered USA was other laws, rules and 

requirements. The respondents gave the example that USA uses 110 volts instead of 220 

volts. The company continued to explain that Alde had to certify their product and rebuild the 

product. However, the company’s difficulties did not prevent Alde to be international. Alde’s 

Head of Marketing expressed the following regarding how Alde operates at its different 

international markets: “…either it is a subsidiary, or it is from here straight to the 

manufacturers”. Regarding Alde’s approach to how many markets to enter Alde’s Head of 

Sales expressed: “it is not that we go to all countries at the same time”. Alde stated their 

evaluation of markets as “Customer, size, potential ahead criteria when evaluating markets”. 

The respondents mentioned that Alde either export to customers or enter with subsidiary. 

Additionally, Alde’s Head of Marketing also mentioned how the company entered a market 

wherein subsidiary was not a choice “…we have agents in France, this is because it is such a 

large market, but it is not big enough to establish a subsidiary there.”  

 

Alde’s Head of Sales mentioned that the countries Alde operates in are: New Zealand, 

Australia, Korea, to some extent China, USA, Canada, Iceland, Sweden, Norway, Finland, 

Denmark, Germany, Poland, Estonia, Latvia, Lithuania, France, Belgium, Holland. The whole 

Europe, Slovenia, Italy, Spain, Portugal.  

4.3.3 Alde’s Marketing Mix 

Regarding Product, The respondents of Alde explained that Alde’s product is a heating 

system for mobile living, where Alde is the world leader; there is no company that produces 

larger volumes than Alde in the world (See picture 7 & 8). The need that it satisfies is the 
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comfort of having all four seasons warm. The main product is a hydronic heating system, 

which makes it quiet. Through this heating system it is possible to get: hot water for shower 

and dishes, underfloor heating, heated towel rail, heat booster, seat heating convector and 

heating mat. Alde’s goal is that customers that are on vacation should have a better comfort 

than at home. Since it is hydronic heat, a nice quiet heat is offered for all seasons. Modern 

technology is used, but it needs to be easy to understand. It is designed to be easy to service 

and maintain. If there is a defect, it should be easy to repair and easy to install. It is also 

designed so the weight should be low and the effect should be high.  What Alde also offer in 

addition to compete on the market, is a two-year warranty on the products.  

 

Regarding Price, the respondents claimed that prices of Alde’s product are in premium, it is 

the most expensive products and Alde does not operate in the cheap segments at all. Alde’s 

Head of Sales explained that: “If you buy a motorhome or caravan for the first time, then you 

do not choose Alde, but it is perhaps in the second or third purchase that Alde's product is 

interesting to have.” 

 

Regarding Promotion, Alde’s respondents explained that communication appears through 

visits, fairs and e-mails. Alde started with Skype meetings instead of to travel away since it 

saves money and the environment. Otherwise it is a lot of visits and it is mainly only fairs that 

Alde meet OEM1 customers. Customers often come to the office in Färlöv to test their 

products. But otherwise the company does not have any direct marketing towards their OEM 

customers. However, when Alde has a new product it communicates it and visits potential 

customers to demonstrate it.  

 

Regarding Place, According to the respondents of Alde, its distribution channels consist of 

OEMs, agents, dealers, service workshops and distributors. It has an importer or a retailer. At 

the aftermarket, Alde has a distributor and it then works for retailers against service 

workshops. Alde also has Wholesales, which are major distributors that distribute across 

Europe. With catalogues and websites they process wholesalers. It can be a German company 

that sells to entire Europe. Likewise, Alde has a distributor who sells in Scandinavia and 

                                                 
1
 OEM means that another company resells Alde’s products under their own name or brand (A Dictionary of Marketing, 

2016). 
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distributes to entire Scandinavia. The distribution channels therefore consist of OEMs, agents, 

dealers, service workshops and distributors.  

4.3.4 Alde’s Standardisation versus Adaptation of the Marketing Mix 

Regarding Standardisation vs. Adaptation of Alde’s Product, the Head of Marketing stated 

that “The boiler is quite standardised, what we call convectors, radiators is also 

standardised.”  This means that Alde has developed a product that are standardised. However, 

Alde also argued that, even if the company’s aim is to have a standardised product, there are 

parts of the product which Alde is forced to adapt. Adaptation is applied on the product by 

Alde since different countries have different regulations of voltage, where the respondents 

exemplified that 220 voltages is used in Sweden and 110 voltages is used in USA. Alde 

mentioned that they need to adapt to customers need and wants of how the product should be 

installed “How much pipe lengths and how many here they should have. It is really what is 

tailor-made based on the customer's needs and we work”. Therefore, in the case of Alde, 

adaptation of the product is applied.  

 

Regarding Standardisation vs. Adaptation of Alde’s Price, the Head of Marketing stated that: 

“It's a combinationmarket based and cost based. Somewhere, one must also make some 

money” According to Alde’s Head of Sales Alde has entered with lower price in USA, but it 

is still premium price that occurs. The explanation to why Alde has lower price in USA is to 

be able to gain market. However, the Head of sales claimed that the company must be careful 

with the price picture to prevent price war. He gave an example why: “That we distribute to a 

French distributor who then resells to the rest of Europe”, where the respondent meant that a 

similar price picture is important when this is a case.  

 

Regarding Standardisation vs. Adaptation of Alde’s Promotion, the Head of Marketing 

believed that Alde’s printed material is the same all over the world. This was also confirmed 

in Alde’s brochures (See Picture 10). The respondents also stated that fairs and retailers are 

used on the same principles in all countries. However, Alde’s Head of Marketing argued that 

adaptation is applied on promotion. For instance, the respondent argued that Alde has started 

to apply adaptation on the homepage, where there will be local administrators and editors. 

The Head of Sales stated the following: “very important that you adapt locally…Which 

means you can't have pictures of European caravans in the US.” Alde’s Head of Marketing 
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expressed the following regarding promotion adaptation as well:  “we notice that in the US it 

is much more digital and more film and media. They are investing heavily in social media, TV 

advertising and film, where we are far behind in Europe.” 

 

Regarding Standardisation vs. Adaptation of Alde’s Place, The respondents argued that Alde 

has different methods to distribute their product to customers. More specific, they argued that 

Alde has a distributer who sells within Scandinavia and service workshops in several 

countries. This implies that the company adapts their p regarding place for different markets. 
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5. Analysis of empirical findings 

Analysis of empirical findings is presented in this chapter. The chapter starts with a with-in 

case analysis to study every case deep. The chapter ends with a cross-case analysis to 

compare the results of the three case companies in order to draw conclusions regarding the 

result. The analysis is structured in accordance with to the theoretical framework in order to 

find sequences, quotes and links (Bell et al., 2019). 

5.1 With-in case Analysis of Apocca Group  

This section begins with an analysis of how Apocca internationalises, followed by an analysis 

of how Apocca performs international marketing in practice in the different markets that the 

company operates in.   

5.1.1 Analysis of Apocca’s Internationalisation  

According to Kotler and Keller (2016) every company makes major decisions when going 

international. Even Apocca as a small and medium-sized B2B company, makes some 

decisions that are related to the decisions argued by Kotler and Keller (2016). Apocca decided 

from day one to operate abroad for the reason that its customers started to operate abroad. 

Apocca’s CEO expressed: “…we follow the customers” which according to Kotler and Keller 

(2016) is one common reason for internationalisation. Apocca internationalised mainly 

through export but has established a sale subsidiary in Singapore. The CEO expressed: 

“…start up a company and hire people locally...This company is primarily a service and sales 

office.” This means that the company has a subsidiary in Singapore and thus is in stage three, 

establishment of one or more sales subsidiaries, of four according to Kotler and Keller (2016). 

However, the CEO expressed “we have no agents so to speak, but we can say that we work as 

a subcontractor to 80%” which means that Apocca operates through export activities and not 

through agents as the literature suggests. Instead, the company has direct contact with the 

customers (Kotler & Keller, 2016). Noteworthy is to emphasize that regarding Singapore the 

CEO stated “we went through Business Sweden and they then have a network where they 

have contact with many companies”, which means that the company went through an agent in 

Singapore.   

 

Another internalisation decision of Kotler and Keller’s (2016) model refers to which markets 

to enter: “The choice of markets, there we have made no active choice, but where we follow 
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the customers. It is then that Singapore has been an active choice”. This implies that 

Apocca’s primary choice of markets was based on that it followed its customers and there was 

no clear strategy for which markets to enter. An exception exists regarding Apocca’s 

internationalisation in Singapore, that move was more in line with that described in the 

literature (Kotler & Keller, 2016). The CEO explained how they studied the country more and 

had criteria of that the market should be business friendly and easy to access from Sweden. 

The CEO stated three reasons for choosing Singapore: Firstly, “one of our largest customers 

moved their segment there”. Secondly, “Southeast Asia is a big market for us”. Thirdly, 

“Singapore is very business-friendly country…. it's like Sweden…easy to deal with 

authorities”. Table 1 summarizes Apocca’s quotes in connection to Major decisions in 

International Marketing.   

 

Table 1. Summary of Apocca’s quotes in connection to Major Decisions in International Marketing  

Themes Sub-themes Demonstrative/linked  quotes 

Whether to go 
abroad 

Stage of internationalisation: 

Stage 3 

 
 
 
Reason to go abroad 

 
…start up a company and hire people locally...This 

company is primarily a service and sales office. (CEO, 
Apocca) 
 
…we follow the customers (CEO, Apocca) 

 
Which markets 

to enter 
 
 
 
 
 

 
 

 

How many markets to enter: 

Sprinkler approach 
 
 

Evaluating potential markets: 

Demand 
 

 
 
 
Psychic proximity 

 

 

Yes it did at the same time yes that we became active in 

different markets, so it was from day one (CEO, 
Apocca) 
 

 
The choice of markets, where we have not made any 
active choice, but where we follow the customers. It is 
then that Singapore has been an active choice. (CEO, 
Apocca) 
 

Singapore is a very business-friendly country. They 
basically have no corruption, so it is like Sweden then, 
so it was easy to deal with authorities and so. (CEO, 
Apocca) 

How to enter 
the market 

 
Which form of 
Direct Export 

Mode of entry: 

Direct Export 

 
Subsidiary 
 
 
Agents 
 

 
No Agents 

  
but we can say that we work as a subcontractor to 

80%...(CEO, Apocca) 
 

The company has staff in Singapore locally and it is 
the equivalent of AB, they call it PTI LTD in Singapore. 
Subsidiary of Apocca Invest (CEO, Apocca)  

 

we went through Business Sweden and they then have 
a network where they have contact with many 
companies… (CEO, Apocca) 

 
we have no agents so to speak. (CEO, Apocca) 
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5.1.2 Analysis of Standardisation vs Adaptation of Apocca’s Marketing Mix 

In this sub-section Standardisation vs Adaptation of Apocca’s Marketing Mix’s 4P’s are 

analysed. Firstly, I analyse whether Apocca’s product is standardised or adapted for different 

markets, followed by an analysis of price, promotion and place. The subchapter ends with 

Table 2 which summarizes Apocca’s quotes in connection to Standardisation vs. Adaptation 

of the Marketing Mix. 

 

Regarding Standardisation vs. Adaptation of Apocca’s Product, the CEO argued 

“Standardisation…if something repetitive… if you do not know if the same needs will come 

multiple times, you do not dare to standardise.”, which means that the company has a low 

level of standardisation of the product. As Ghauri and Cateora (2014, p.405) state 

“Standardize where feasible and adapt where necessary”, it is evident that Apocca seeks to 

use the same approach. About the product they mostly offer customised solutions for 

customers. CEO refers to when expressing “We develop, we use standard products, but we 

buy in and process and then sell it as a customized solution then.” Additionally, this statement 

could be interpreted as that Apocca actually mostly uses the standardised products when 

customising the products. Hence, Apocca’s products are adapted. Apocca’s forced adaptation 

of its product is accurate with what Ghauri and Cateora (2014) and Kotler and Keller (2016) 

claim about the need of adaptation regarding voltage, requirements and switches. This since 

Apocca sells products that include these things.   

 

Regarding Standardisation vs. Adaptation of Apocca’s Price, the CEO argued “We then work 

by maybe buying a product from Siemens and then building it together. Siemens does have a 

pricing worldwide, even if they also market adapt their prices, it is them and their price that 

control” meaning that this controls their prices and therefore their pricing method could be 

referred to Kotler and Keller (2016) suggestion of a cost-based price. However, Apocca also 

argued “the customers we have so far are global customers, so they are not as price 

sensitive…if we do a job for a ship that is in Indonesia, but have a French owner, then they 

know the prices…”, which implies that Apocca’s prices could be standardised due to its 

customers are mainly global and they are not as price sensitive. Contrariwise, the following 

quote interprets that Apocca believes that the company would have to adapt the prices if it 

would start to sell to customers who are not international “…more locally, we probably have 

to adjust the prices”. However, it is important to bear in mind that Apocca mainly has 
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international customers who the company argued to be aware of the prices in this line of 

business and therefore Apocca’s price can be perceived as standardised. This finding differs 

from Ghauri and Cateora’s (2014) statement, wherein they claim that price is often adapted 

for different markets.  

 

Regarding Standardisation vs. Adaptation of Apocca’s Promotion, adaptation is needed as 

well since the position in different market differs where Apocca is more into mining in some 

markets and more into engineering in some markets. Hence, Apocca cannot use the same 

promotion for every market since Apocca adapt what they promote. However, what kind of 

marketing does not differ much since the company mainly uses personal selling, word of 

mouth and Business Sweden (In Singapore). However, the CEO argued “The networking is 

probably something we work more with in Singapore than we do here at home in Sweden.” 

Hence, it is possible to claim that Apocca applies adaptation on its promotion if the 

differences in the markets are remarkable.    

 

Regarding Standardisation vs. Adaptation of Apocca’s Place, the CEO expressed that there is 

differences in how Apocca sells its products. This implies for that Apocca uses adaptation 

regarding place. The difference in place can be perceived as it differs depending on which 

customer and situation and might depend on which market. Hence, it is possible to argue that 

Apocca adapt place. The following quote was what Apocca’s CEO expressed about place: 

 

We sell both as a subcontractor to then another company and then even then directly to the end 

customer. Sometimes we go directly to an industry or ... you can compare it to when we do jobs to 

Sandvik. Then we go to Sandvik which then has its end customer in a mine somewhere. While we do 

work for Volvo, we go directly to Volvo.                                                   

 

Table 2. Summary of Apocca’s quotes in connection to Standardisation vs. Adaptation of the Marketing 

mix 

Themes Sub-themes Demonstrative/linked quotes 

Product 

 
 

Adaptation 

 
 
 

We develop, we use standard products, but we buy in and process 

and then sell it as a customized solution then. (CEO, Apocca) 
 
 

Price 
 
 
 

Standardisation 
 
 
 

 

…the customers we have so far are global customers, so they are not 
as price sensitive…if we do a job for a ship that is in Indonesia, but 
have a French owner, and then they know the prices. (CEO, Apocca) 
 

 
Promotion Adaptation (1) The networking is probably something we work more with in 
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Place 

(Distribution 
strategies) 
 
 

 
 

(2) 

 
 
 
 
 
Adaptation 

 
 

Singapore than we do here at home in Sweden. (CEO, Apocca) 
 

we went through Business Sweden and they then have a network 

where they have contact with many companies and when it comes to 
marketing there we have the help of them also when it comes to 
Singapore. Through their contact network know people who they can 
then introduce to us. (CEO, Apocca) 
 

We sell both as a subcontractor to then another company and then 
even then directly to the end customer. Sometimes we go directly to 
an industry or ... you can compare it to when we do jobs to Sandvik. 
Then we go to Sandvik which then has its end customer in a mine 
somewhere. While we do work for Volvo, we go directly to 
Volvo.(CEO, Apocca)                                            

5.2 With-in case Analysis of Malmberg  

This section begins with an analysis of how Malmberg internationalises, followed by an 

analysis of how Malmberg performs international marketing in practice in the different 

markets that the company operates in.   

5.2.1 Analysis of Malmberg’s Internationalisation 

The Major International Decisions presented by Kotler and Keller (2016) can be linked to 

Malmberg’s internationalisation journey. Kotler and Keller (2016) present four stages of 

internationalisation, where Malmberg has reached the third stage of internationalisation. This 

conclusion can be drawn since the Marketing & Communications Director mentioned “We 

have employees in these countries Germany, England and Denmark”. The company also 

mentioned that it has one employed in Italy. This is accurate with stage three of 

internationalisation wherein Kotler and Keller (2016) claims that a company has one or more 

subsidiary abroad. In the decision of whether to go abroad Malmberg mentioned “Malmberg 

was the first in Sweden with the technology we have and was asked from abroad. It was 

Germany in particular. Because then they needed that kind of technology .” This expression 

implies that the reason behind the company’s decision to internationalise differs from Kotler 

and Keller’s (2016) suggestions of why companies decide to internationalise. 

 

Another decision to consider according to Kotler and Keller (2016) is the decision of which 

markets to enter and how many. In compliance with how Kotler and Keller (2016) suggests 

how companies decide how many markets to enter, the respondent pointed out that Malmberg 

entered one country after another “There were several markets with fairly short intervals” 

This is described by Kotler and Keller (2016) as the waterfall approach, entering countries 
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one by one.  Malmberg’s Marketing & Communications Director stated “…the biogas side 

depends entirely on the countries’ subsidy support for environmental technology…Which 

government that sits in the country. Then maybe they say that “now we should invest in 

biogas”.” In contrast from the literature’s suggestion of that companies evaluate which 

markets to enter, the respondent implied that a demand of the company’s product influences 

Malmberg’s choice of which markets to enter. Furthermore, how Malmberg decides which 

markets to enter, the Business Area Director expressed “Then we started to get foreign 

projects, mainly neighbouring countries”. This statement in connection with that the 

company’s biogas facilities are primary exported to European countr ies, implies for the 

literature’s suggestion of psychic proximity (Kotler & Keller, 2016). This is connected to 

Kotler and Keller’s (2016) suggestion of that geographically close countries are understood to 

a higher degree because of its similarities as language, laws and culture are criteria when 

companies evaluate potential markets. This closeness to the neighbouring countries is clearly 

visible in Malmberg’s approach when it internationalises. It might be the reason to why 

Malmberg has not established the company outside Europe’s borders. For Malmberg it is 

preferable to enter one country at time and entry countries that are close to Sweden. Table 3 

summarises Malmberg’s quotes in connection to Major decisions in International Marketing.   

 

Table 3. Summary of Malmberg’s quotes in connection to Major Decisions in International Marketing  

Themes Sub-themes Demonstrative/linked  quotes 

Whether to go 
abroad 

Stage of internationalisation: 

Stage 3  
 

We have employees in these countries Germany, England 

and Denmark (Marketing & Communications Director, 
Malmberg) 

 
 
 

 
 
 
Which 
markets to 
enter 

 
 
 
 
 
 

 
 
 
 
 

 

Reason to go abroad 

 

 

 

 

How many markets to enter: 

Waterfall approach 
 

 

Evaluating potential markets: 

Neighbouring countries 
 
 
Demand 

 
 
Demand 
 
 

 
Malmberg was the first in Sweden with the technology we 
have and was asked from abroad. It was Germany in 

particular. Because then they needed that kind of 
technology. (Marketing & Communications Director, 
Malmberg) 
 
There were several markets with fairly short intervals 
(Business Area Director, Malmberg) 

 
 
Then we started to get foreign projects, mainly neighbouring 
countries. (Business Area Director, Malmberg) 
 
There was a demand (Marketing & Communications 

Director, Malmberg) 
 
…the biogas side, it depends entirely on the countries' 
subsidy support for environmental technology…Which 
government that sits in the country. Then maybe they say 
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that "now we should invest in biogas". (Business Area 
Director, Malmberg) 

How to enter 

the market 
 
Which form of 
Direct Export 

Mode of entry: 

Direct Export 
 
 
Agents 
 
 

 

we export (Business Area Director, Malmberg) 
 
 
In England…it was an agent we had… We have had this in 
Denmark as well and we still have that agent in Denmark 
who sells us. (Marketing & Communications Director, 

Malmberg) 

 

 

5.2.2 Analysis of Standardisation vs Adaptation of Malmberg’s Marketing Mix 

In this sub-section Standardisation vs Adaptation of Malmberg’s Marketing Mix’s 4Ps are 

analysed. Firstly, I analyse whether Malmberg’s product is standardised or adapted for 

different markets, followed by an analysis of price, promotion and place. The subchapter ends 

with Table 4 which summarizes Malmberg’s quotes in connection to Standardisation vs. 

Adaptation of the Marketing mix.  

 

Regarding Standardisation vs. Adaptation of Malmberg’s Product, Malmberg’s Business 

Area Director explained: “We have a high degree of standardisation, but some adaptation is 

always required.” This expression implies for that Malmberg has a high level of 

standardisation. Additionally, another expression implies that adaptation is always required. 

For instance, he explained that:  

 
The biogas can…distinguish…sometimes we have to adapt the facility and what it should be able to 
deliver. There may be different specifications on what gas is allowed to contain on the gas network in 
England and Denmark, for example. And then these technical standards can differ which makes us 
adapt the colour.  

 

This can be related to the literature in which suggest to “Standardize where feasible and adapt 

where necessary” (Ghauri & Cateora, 2014, p. 405). Even though the company believes that 

Malmberg has a high level of standardisation, it cannot maintain the product standardised for 

different markets. There is thus a strong argument for that Malmberg applies adaptation on its 

biogas cleaning facilities for different markets. It is also possible to assume that this 

adaptation appears because of what Ghauri and Cateora (2014) and Kotler and Keller (2016) 

claim about the need of adaptation regarding countries different requirements for a product.  
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Regarding Standardisation vs. Adaptation of Malmberg’s Price, according to Malmberg’s 

Business Area Director the price is mostly Market-Led but also Cost-Based. For instance he 

expressed “It is cost-based and mainly more…the cost is different; different risk and the 

ability to pay differ. So, maybe pretty much the market.” The Marketing- and 

Communications Director, instead, stated that the price is mostly Cost-Based. Hence, the 

price method that the company uses seems to be both Cost-based and Market-Led (Kotler & 

Keller, 2016). Since the respondents argued that both methods are used, the price method 

used may differ depending on different markets. Therefore, the conclusion that could be 

drawn is that the price is adapted for different markets.  

 

Regarding Standardisation vs. Adaptation of Malmberg’s Promotion, Malmberg believes that 

the company’s position is not very different in different markets. Also, when inspected 

Malmberg's brochures there were no indication of that the company adapts their promotion 

for different markets. The only adaptation was that Malmberg has an English edition. 

However, English language is quite standard to have and the company probably expects that it 

can be read of the majority. When I asked if Malmberg can reach its customers in the same 

way, the answer was “Yes we can. There is a lot about fairs, seminars and conferences when 

the market is small. If there is such a fair in a country, there are a lot of people in the place .”   

 

Regarding Standardisation vs. Adaptation of Malmberg’s Place, Fahy and Jobber (2015) 

suggest several options when it comes to the distribution of B2B products. The Business Area 

Director stated that: “The sale can take place either from Sweden or locally via agents…in a 

combination as well. You use agents in combination with sellers from Sweden.” This quote 

implies that the company applies adaptation on place.  

 

Table 4. Summary of Malmberg’s quotes in connection to Standardisati on vs. Adaptation of the 

Marketing mix 

Themes Sub-themes Demonstrative/linked quotes 

Product 
 
 

 
 
 
 
 
 

Adaptation 
 
 

 
 
 
 

(1) We have a high degree of standardisation, but some adaptation 
is always required. (Business Area Director, Malmberg) 

 
(2) The biogas can…distinguish…sometimes we have to adapt the 
facility and what it should be able to deliver. There may be different 
specifications on what gas is allowed to contain on the gas network 
in England and Denmark, for example. And then these technical 
standards can differ which makes us adapt the colour. (Business 

Area Director, Malmberg) 
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Price 
 

Adaptation It is cost-based and mainly more…the cost is different; different 

risk and the ability to pay differ. So, maybe pretty much the market. 
(Business Area Director, Malmberg) 
 

Promotion 
 
 
 

 
 
 
 
 
Place 

(Distribution 
strategies) 

Standardisation 
 
 
 

 
 
 
 
 
Adaptation 

 
 

(1) No, it's not very different, you can't say that, but we position it as 
a quality supplier and known for robust availability and 
reliability.(Business Area Director, Malmberg) 
 

(2) Yes we can reach customers in the same way. There is a lot 
about fairs, seminars and conferences when the market is small. If 
there is such a fair in a country, there are a lot of people in the 
place. (Marketing- and Communication Director) 

 
The sale can take place either from Sweden or locally via agents…in  
a combination as well. You use agents in combination with sellers 
from Sweden. (Business Area Director, Malmberg) 

 

5.3 With-in case Analysis of Alde International Systems AB 

This section begins with an analysis of how Alde internationalises, followed by an analysis of 

how Alde performs international marketing in practice in the different markets that the 

company operates in.   

5.3.1 Alde’s Internationalisation  

The stage of internationalisation that Alde is in, if connecting to what Kotler and Keller 

(2016) claims, is stage three. This is justified by the following quotes from Alde’s Head of 

Marketing “…either it is a subsidiary, or it is from here straight to the manufacturers”. In 

the decision of whether to go abroad, Alde’s Head of Sales mentioned “we chose in 2012 

to enter the US, because in the European market we have almost all customers and it is 

then quite saturated to grow”. This expression implies that the reason behind the 

company’s decision of internationalisation in USA in 2012 is accurate with Kotler and 

Keller’s (2016) idea of that the benefit of increasing profits is one reason for entering an 

international market. Additionally, empirical findings of Alde’s internationalisation shows 

that there is an interplay between Alde’s reason of deciding to internationalise and the 

reason of that customers going abroad and requiring international service. This since the 

Head of Marketing expressed it like “Was spread by rumors really really. It became a 

demand for the Alde system.” 

 

Another decision to consider according to Kotler and Keller (2016) is the decision of 

which markets to enter and how. Findings reveal that Alde’s approach to how many 
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markets to enter reinforces earlier literature about waterfall approach (Kotler & Keller, 

2016). This since Alde does not enter more than one market at time. Interpretation of the 

quote “it is not that we go to all countries at the same time.” is that waterfall approach is 

used. When deciding which markets to enter, there is a part where the company Evaluating 

potential markets. Alde stated their evaluation of markets as “Customer, size, potential 

ahead criteria when evaluating markets”.  Furthermore, Kotler and Keller (2016) claim a 

decision of The Mode of Entry wherein Alde’s Head of Marketing expressed: “…either it 

is a subsidiary, or it is from here straight to the manufacturers .” This implies that the 

company’s mode of entry is Direct Export since Alde’s decision, of entered markets 

through both with agents and subsidiary, are in line with what Kotler and Keller (2016) 

claim is the attribute of Direct Export. As mentioned, Alde used agents, which the 

following statement implies. “…we have agents in France, this is because it is such a 

large market, but it is not big enough to establish a subsidiary there.” Table 5 summarizes 

Alde’s quotes in connection to Major decisions in International Marketing.    

 

Table 5. Summary of Alde’s quotes in connection to Major Decisions in International Marketing  

Themes Sub-themes Demonstrative/linked  quotes 

Whether to go 
abroad 

 
 
 
 
 

Stage of internationalisation: 

Stage 3 

 
 
Reason to go abroad 
 
 

 
…either it is a subsidiary, or it is from here straight to 

the manufacturers. (Head of Marketing, Alde) 
 
…we chose in 2012 to enter the US, because in the 
European market we have almost all customers and it 
is then quite saturated to grow.(Head of Sales, Alde) 

Which markets 

to enter 
 
 
 
 
 

How many markets to enter: 

Waterfall approach 
 
Evaluating potential markets: 

Psychic proximity 

 

It is not that we go to all countries at the same 
time.(Head of Sales, Alde) 
 

Customer, size, potential ahead criteria when 

evaluating markets (Head of Marketing, Alde)  

How to enter the 
market 
 
 
Which form of 
Direct Export 

Mode of entry: 

Direct Export 
 
 
Subsidiary 
 

 
Agents 
 

 
…either it is a subsidiary, or it is from here straight to 
the manufacturers. (Head of Marketing, Alde) 
 
in Germany, England and the US we operate through 
subsidiaries (Head of Marketing, Alde) 

 
…we have agents in France, this is because it is such a 
large market, but it is not big enough to establish a 
subsidiary there. (Head of Marketing, Alde) 
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5.3.2 Analysis of Standardisation vs. Adaptation of Alde’s Marketing Mix  

In this sub-section Standardisation vs Adaptation of Alde’s Marketing Mix 4Ps are analysed. 

Firstly, I analyse whether the product is standardised or adapted for different markets, 

followed by an analysis of price, promotion and place. The subchapter ends with Table 6 

which summarizes Alde’s quotes in connection to Standardisation vs. Adaptation of the 

Marketing mix.  

 

Regarding Standardisation vs. Adaptation of Alde’s Product, according to the literature most 

companies strive to standardise as much as possible (Ghauri & Cateora, 2014). It is possible 

to assume that Alde’s goal is to have a totally standardised product since Alde expressed that 

“We are just as standardised anyway, we have a boiler, a panel and then we have a number of 

accessories they can choose, so we have tried to standardise”. However, a totally 

standardisation of its product appears to be not feasible for Alde for now, which could be 

connected to the approach argued by Ghauri and Cateora (2014, p.405) “Standardize where 

feasible and adapt where necessary”. Even though the company has the product Alde 

Compact 2020 HE as standardised as possible, the company implied that it intend to reach 

more standardisation than that. The respondents hinted that it is in progress by the following 

expression “We are developing a product now, next generation product and we try to 

standardise as much as possible”. Besides that this expression implies that Alde seeks to 

standardise, the expression also implies how standardisation may benefit the company. A 

“next generation product” Ghauri and Cateora (2014) argue to be a possibility to avoid 

adaptation for different markets. In spite of that, the product can be perceived as adapted for 

different markets since the company claims that “how much pipe lengths and how many they 

should have. It is really what is tailor-made based on the customer's needs and we work very 

much near the customer”. According to both Ghauri and Cateora (2014) and Kotler and 

Keller (2016) adaptation is a need when it comes to voltage. This is also evident in the case of 

Alde. Head of sales expressed it as “There were other laws, rules and requirements…110 

volts instead of 220 volts.. So then we had to certify our product and change it, rebuild the 

product.” Hence, even though Alde’s product has a high degree of standardisation, it is 

adapted since the company adapts it for each customer.  

 

Regarding Standardisation vs. Adaptation of Alde’s Price, Alde’s respondents argued that the 

company feels obliged to be strict with having premium prices. The respondents believed that 
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they have a clear price picture in Europe. Normally, this would imply for a standardised price. 

Contradictory enough, the company’s following expressions implies for adaptation of price 

for different markets. For instance, the respondents argued that Alde entered with lower prices 

in USA to take market shares and because vehicles cost less in USA, which led to the 

consequence of that Alde has a low price picture in USA compared to Europe. Further, the 

respondents argued that, in Europe on the mainland Alde has lower prices than in England. 

Furthermore, Alde’s Head of sales continued to argue that Alde’s prices in Asia are higher 

than in Europe since the Asian market is a small market for the company at the moment. 

Hence, Alde’s prices are market-adjusted premium prices. Hence, it is evident that Alde 

adapts the prices for almost every market, which is related to Kotler and Keller’s (2016) 

argument about price methods.   

 

Regarding Standardisation vs. Adaptation of Alde’s Promotion, adaptation appears since Alde 

noticed that in USA it is much more digital, film and media. Therefore, Alde adapts its 

promotions to USA with more films, movies at the fairs and at the web. This is justified in the 

following expression “...we have just recorded a lot of film here last week ... so we make our 

own films…to get it locally rooted.” This difference could be linked to Ghauri and Cateora’s 

(2014) suggestion of that adaptation is needed when it comes to habits and if the customers 

are used with that other companies adapt for their market. In this case, Alde adapts to the 

habit that americans are prefer film. Another justification of that adaptation of Alde’s 

promotion appears could be seen in the folowing statement “Which means you can't have 

pictures of European caravans in the US.” which implies that United States is completely 

different from Europe regarding how the products is used and how the product look like 

which forces adaptation of how the product need to be communicated. This difference is 

coherent with what Ghauri and Cateora (2014) suggest about that adaptation is needed when it 

comes to sizes and colours. When discussed Alde’s printed material, it is the same all over the 

world. Alde has a special website for USA and England to have local ties in these countries, 

as it differs. Also, at Alde’s YouTube channel there are videos where Alde has adapted to 

countries in terms of that it has videos on different language. The languages accessible are 

English, German, French, Danish and Swedish (Homepage, Alde). However, because of the 

differences mentioned above, adaptation of Alde’s promotion is clearly visible.  
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Regarding Standardisation vs. Adaptation of Alde’s Place, Alde uses both agents and works 

directly to an OEM customer2. This is evident in Alde’s statement “… We sell directly 

through OEM customers (original equipment manufacturer). Means that if, we are to deliver 

Volvo, we will deliver directly to the factory…we are an OEM supplier, they are the OEMs.” 

This could be linked to the literature of that Alde has Producer to business producer, where 

the last producer is an OEM customer (A Dictionary of Marketing, 2016). However, the 

following statement implies that Alde has another sale situation as well “We also have agents 

in every country that handles the service…we send spare parts to the agent and then they 

provide retailers and service workshops in each country with our products”.  Hence, since 

Alde has agents and delivers to resellers, it also uses Producer to Agent to Distributor to 

Business Customer (Fahy & Jobber, 2015). Thereby, in terms of standardisation versus 

adaptation, it is possible to suggest that Alde adapts its place for different markets. This is 

also what Kotler and Keller (2016) argue, where they suggest that Place is often adapted since 

different strategies may be suitable for different markets. Further, Alde argued that Place 

differs, since the distances differ. Alde’s Head of sales described it:  “...it takes at least, 6-8 

weeks, you have to plan…if you sell to the USA and the same to Asia...We have deliveries to 

England every week…while in Europe we distribute directly to each customer, it goes 

transport every day.”  

 

Table 6. Summary of Alde’s quotes in connection to Standardisation vs. Adaptation of the Marketing mix 

Themes Sub-themes Demonstrative/linked quotes 

Product 

 
 
 
 
 

Adaptation 

 
 
 
 
 
 

 

(1) how much pipe lengths and how many they should have. It is really 

what is tailor-made based on the customer's needs and we work very 
much near the customer (Head of Marketing, Alde) 
 
(2) there were other laws, rules and requirements, so we have to 
have the other, 110 volts instead of 220 volts. It is other "notified 
body" that is called the ones who approve the products for use in 

different industries. So then we had to certify our product and 
change it, rebuild the product. (Head of Marketing, Alde) 
 

Price Adaptation we have entered with low prices in the US to take market shares, so we 
have a low price picture in the USA compared to the rest of Europe. And 
in Europe on the mainland we have slightly lower than in England too, 

in England we have a high price picture. So the US is a little lower than 
the rest of the world and Asia is higher than Europe. (Head of sales, 
Alde) 
 

Promotion 
 

Adaptation 
 

(1) but we notice that in the US it is much more digital and more film 
and media. They are investing heavily in social media, TV advertising 

                                                 
2
 OEM means that another company resells Alde’s products under their own name or brand (A Dictionary of Marketing, 

2016). 
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Place 
(Distribution 
strategies) 
 

 
 
 

 
 
Adaptation 
 
 
 

and film, where we are far behind in Europe. (Head of sales, Alde) 
 
(2) Which means you can't have pictures of European caravans in the 

US. (Head of sales, Alde) 
 
...it takes at least, 6-8 weeks, you have to plan…if you sell to the USA 
and the same to Asia...We have deliveries to England every 
week…while in Europe we distribute directly to each customer, it 
goes transport every day. (Head of sales, Alde) 

 

5.4 Comparison of all three in a Cross-case Analysis 

This sub-chapter includes a cross-case analysis to compare the results of the three case 

companies and enclose the comprehensive material. The analysis is structured in accordance 

to the theoretical framework in order to find sequences, quotes and links and this have been 

done by coding the data accordance to the theoretical framework. This approach makes it 

easier to draw the connection between the findings and theoretical framework (Bell et al., 

2019). After each analysed categorise, tables including themes and subthemes of each 

company are connected to demonstrative quotes.  

5.4.1 Cross-case analysis of Major Decisions in International Marketing 

The empirical material suggests that the three companies, Apocca, Malmberg and Alde made 

similar decisions when it comes to Major Decisions in International Marketing suggested by 

Kotler and Keller (2016). In connection to Kotler and Keller (2016), all the companies are in 

stage three in their internationalisation since they all have established one or several 

subsidiaries abroad. In Apocca it was evident in the expression connected to its subsidiary in 

Singapore “…start up a company and hire people locally...This company is primarily a 

service and sales office”. Malmberg justified that it is in stage three by mentioning that it has 

employees in some countries which implies for subsidiary “We have employees in these 

countries Germany, England and Denmark”. Finally, Alde justified stage three by the claim 

that subsidiary is how it is established internationally “but one can say that either it is a 

subsidiary, or it is from here straight to the manufacturers”. Kotler and Keller (2016) thus 

mean that how internationally a company is, should be measured in the number of 

subsidiaries they have established. However, findings of this research contradict this part of 

the literature. Apocca is operative on several more markets than the other two companies and 

this should be took into consideration as well when the level of internationalisation should be 

measured. Especially since Apocca’s customer base mainly consists of customers outside 
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Sweden (See Picture 4). Regarding the decision of whether to go abroad, the companies based 

their decision on that there was a strong demand from other markets outside Sweden. In 

Alde’s case internationalisation in USA was based on that would enhance a higher profit. 

According to Kotler and Keller 2016 these reasons are common reasons to why a company 

decide to go abroad. However, a reason to why Apocca has entered more markets might be 

because of Apocca’s different method of deciding which markets to enter and how if 

connecting to Kotler and Keller (2016). About how to enter markets, Malmberg expressed 

“There were several markets with fairly short intervals” and Alde expressed “It is not that we 

go to all countries at the same time”. The companies’ choices are in line with Kotler and 

Keller’s (2016) suggestion of waterfall approach, enter one country after another. In contrast, 

Apocca chose the sprinkler approach since the expression “Yes it did at the same time yes 

that we are active in different markets, it was from day one” indicates that Apocca entered 

multiple countries simultaneously (Kotler & Keller 2016). What also separated Apocca from 

the other two companies is that Malmberg and Alde began their businesses in Sweden, while 

Apocca directly went international.  

 

When it comes to Evaluating potential markets Apocca stated that “The choice of markets, 

there we have not made any active choice, but where we follow the customers. It is then 

Singapore that has been an active choice.” Furthermore, Alde expressed additional criteria 

“Customer, size, potential ahead criteria when evaluating markets” which are connected to 

literature about evaluation (Kotler & Keller, 2016). Statements in the table below justify that 

Apocca, Malmberg and Alde followed the demand of their customers when evaluating which 

markets to enter. Furthermore, precisely as Kotler and Keller (2016) recommends, Malmberg 

entered closely located countries first when evaluating a potential new international market 

“Then we started to get foreign projects, mainly neighbouring countries”. Further, Apocca 

has taken psychic proximity into consideration: “Singapore is a very business-friendly 

country. They basically have no corruption, so it is like Sweden then, so it was easy to deal 

with authorities and so” which is in line with what Kotler and Keller (2016) argue. According 

to the empirical material connected to Mode of Entry the three companies use the same. 

Apocca, Malmberg and Alde all entered markets through Direct Export and they use the form 

agents initially which is justified in the table below. However, Apocca did only use agents in 

Singapore (Business Sweden), otherwise the company has direct contact with the customers 

in new markets as Apocca expressed “we have no agents so to speak”. Hence, Apocca 
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distinguish itself if compared to the other companies where agents initially are used. Table 7 

summarises the companies’ quotes in connection to Major decisions in International 

Marketing.  

 

Table 7. Summary of Apocca’s, Malmberg’s and Alde’s quotes in connection to Major Decisions in 

International Marketing 

Themes Sub-themes Demonstrative/linked  quotes 

Whether to go 
abroad 

 

 
 
 
 
 

Reason to go abroad: 

Customers went abroad 
 

International demand 
 
 
 
 
 

Increase profit 
 

 

Stage of internationalisation: 
Stage 3 
 

 
 
Stage 3 
 
 
 

Stage 3 

 
…we follow the customers (CEO, Apocca) 
 

Malmberg was the first in Sweden with the technology we 
have and was asked from abroad. It was Germany in 
particular. Because then they needed that kind of 
technology. (Marketing & Communications Director, 
Malmberg) 
 

…we chose in 2012 to enter the US, because in the 
European market we have almost all customers and it is 
then quite saturated to grow.(Head of Sales, Alde) 
 
…start up a company and hire people locally...This 
company is primarily a service and sales office. (CEO, 

Apocca) 
 

We have employees in these countries Germany, England 

and Denmark (Marketing & Communications Director, 

Malmberg) 
 
…either it is a subsidiary, or it is from here  straight to the 
manufacturers. (Head of Marketing, Alde) 

 

Which markets 
to enter 
 
 
 
 

 
 
 
 
 

 

 

 

 

 

 

 

 

How many markets to enter:  

Sprinkler approach 
 
 
Waterfall approach 
 

 
Waterfall approach 
 
Evaluating potential 

markets: 

Psychic proximity 

 
 
 
Neighbouring countries 
 
 

 
Psychic proximity 

 
 

 

 

Yes it did at the same time yes that we are active in 

different markets, it was from day one. (CEO, Apocca) 

 
There were several markets with fairly short intervals 
(Business Area Director, Malmberg) 
 
It is not that we go to all countries at the same time. (Head 
of sales, Alde) 

 
 
Singapore is a very business-friendly country. They 
basically have no corruption, so it is like Sweden then, so it 
was easy to deal with authorities and so . (CEO, Apocca) 
 

Then we started to get foreign projects, mainly 
neighbouring countries. (Business Area Director, 
Malmberg) 
 

Customer, size, potential ahead criteria when evaluating 

markets (Head of Marketing, Alde) 
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How to enter 
the market 

 
 
 
 
 
 

 
Which form of 
Direct Export 
 

 

Mode of entry: 

Direct Export 

 
 
Direct Export 
 
Direct Export 
 

 
Agents 
 
 
 
Subsidiary 

 
 
 
Agents 
 
 

 
 
Agents 
 

 

Subsidiary 

 
 
but we can say that we work as a subcontractor to 

80%...(CEO, Apocca) 
 
we export  (Business Area Director, Malmberg) 
 
…either it is a subsidiary, or it is from here straight to the 
manufacturers. (Head of Marketing, Alde) 

 

 we went through Business Sweden and they then have a 
network where they have contact with many companies… 
(CEO, Apocca) 
 

The company has staff in Singapore locally and it is the 
equivalent of AB, they call it PTI LTD in Singapore. 
Subsidiary of Apocca Invest (CEO, Apocca) 

 

In England…it was an agent we had… We have had this in 
Denmark as well and we still have that agent in Denmark 
who sells us. (Marketing & Communications Director, 
Malmberg) 

 
we have agents in France, this is because it is such a large 

market, but it is not big enough to establish a subsidiary 
there. (Head of Marketing, Alde) 
 
in Germany, England and the US we operate through 
subsidiaries. (Head of Marketing, Alde) 

5.4.2 Cross-case analysis of Standardisation vs. Adaptation of the Marketing mix 

Ghauri and Cateora (2014) argue that the marketing mix can be both standardised and adapted 

and it unusually totally either or, it is often about to what extent. It is important to clarify that 

the three companies Apocca, Malmberg and Alde do not have either or, but either a low or 

high level of either standardisation or adaptation. The subchapter ends with Table 8 which 

summarizes Apocca’s, Malmberg’s and Alde’s quotes in connection to Standardisation vs. 

Adaptation of the Marketing mix. 

 

Regarding Standardisation vs. Adaptation of Apocca’s, Malmberg’s and Alde’s Product, 

Apocca expressed “Standardisation…if something repetitive… if you do not know if the same 

needs will come multiple times, you do not dare to standardise.” which exemplifies when it is 

possible for Apocca to have standardised products. However, the majority of Apocca’s 

products are aimed for adaptation. A certain standardisation is possible for Malmberg’s 

product as well “We have a high degree of standardisation, but some adaptation is always 

required”. However, Malmberg’s biogas facilities often require adaptation. Furthermore, 

Alde also claimed that some standardisation of its product is made ““We are just as 
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standardised anyway, we have a boiler, a panel and then we have a number of accessories 

they can choose, so we have tried to standardise.”. However, Alde’s statement “We are 

developing a product now, next generation product and we try to standardise as much as 

possible.” did match what Ghauri and Cateora (2014) argued, that product development is 

needed for a company to avoid adaptation of the product. The conclusion regarding product 

standardisation is that it appears on a small scale compared to adaptation. Hence, adaptation 

of product appeared in Apocca’s, Malmberg’s and Alde’s case.   

 

Furthermore, in Apocca’s case the company expressed “We develop, we use standard 

products, but we buy in and process and then sell it as a customized solution then.” This 

suggests adaptation. For Malmberg, adaptation is needed as well for the product “The biogas 

can…distinguish…sometimes we have to adapt the facility and what it should be able to 

deliver. There may be different specifications on what gas is allowed to contain on the gas 

network in England and Denmark, for example. And then these technical standards can differ 

which makes us adapt the colour”. Alde gave a similar reason, namely because of countries’ 

different regulations and criteria, for why Alde’s heating system is adapted “ there were other 

laws, rules and requirements, so we have to have the other, 110 volts instead of 220 volts. It is 

other “notified body” that is called the ones who approve the products for use in different 

industries. So then we had to certify our product and change it, rebuild the product.” This is 

something that the literature about adaptation claims as well (Ghauri & Cateora, 2014). More 

specific that requirement as those makes it not possible for companies to have the product 

standardised (Ghauri & Cateora, 2014). 

 

Regarding Standardisation vs. Adaptation of Apocca’s, Malmberg’s and Alde’s Price, the 

three companies more or less adapted the price. Apocca first argued that it used a cost-based 

pricing method. However, if comparing to what Kotler and Keller (2016) claim about market-

based pricing method this method was more connected to what Apocca stated. Apocca first 

stated “…the customers we have so far are global customers, so they are not as price 

sensitive…if we do a job for a ship that is in Indonesia, but have a French owner, then they 

know the prices…”which implies that Apocca used a standardised price. Malmberg drew the 

same conclusion but with the distinction that the company was more clearly with that the 

price is market-led: “It is cost-based and mainly more…the cost is different; different risk 

and the ability to pay differ. So, maybe pretty much the market”. Alde’s first argued that the 
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company has a premium price, which implied for standardisation. However, Alde’s second 

statement referred to pricing strategy as market-adjusted since the prices are differ slightly in 

Europe, the US and in England. Hence, the conclusion that could be drawn regarding price if 

connecting to Kotler and Keller (2016) is that price is adapted for different markets in two out 

of three companies and standardised in one company.  

 

Regarding Standardisation vs. Adaptation of Apocca’s, Malmberg’s and Alde’s Promotion, 

according to Apocca the company uses outreach and go to leads regardless of which market. 

However, the CEO argued that Apocca uses networking more frequently in Singapore than in 

Sweden which suggests that the company’s promotion is adapted to some extent. It is justified 

with the following statement: “The networking is probably something we work more with in 

Singapore than we do here at home in Sweden”. Contrariwise, Malmberg claimed that it is 

possible to reach its customers on the same way regardless of which market, which implies 

for standardisation. How it is possible for Malmberg to promote the same for different 

markets can be connected to the possibility of standardisation when having a next generation 

product. Biogas cleaning facilities is quite new on the market. Adaptation of promotion is 

therefore unnecessarily. In Alde’s case, printed promotions as the brochures are not adapted 

to different markets. However, Alde’s respondent expressed “but we notice that in the US it is 

much more digital and more film and media. They are investing heavily in social media, TV 

advertising and film, where we are far behind in Europe”. Hence, decision of adaptation is 

taken in their promotion since the company also argued that Alde cannot have pictures of 

European caravans in the US. Alde expressed “Which means you can't have pictures of 

European caravans in the US.” Adaptation of promotion is connected to Ghauri and Cateora 

(2014) claim about that customers are not willing to adapt to habits and values. Furthermore, 

that printed material is possible to has standardised (Ghauri & Cateora, 2014). However, a 

conclusion that could be drawn is that adaptation of promotion was identified in Apocca and 

Alde, but not in Malmberg.  

  

Regarding Standardisation vs. Adaptation of Apocca’s, Malmberg’s and Alde’s Place, Fahy 

and Jobber (2015) means that there is various distribution channels when it comes to B2B 

companies. Apocca, Malmberg and Alde use the different distribution channels to reach the 

end business customer. Apocca sells through OEM customers as well as directly to end 

customers. Malmberg sells directly from Sweden or through local agents or a combination of 
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these. This suggest three various distribution channel strategies and place could therefore be 

seen as adapted by all the companies. This could be connected about the need to adapt the 

method to sell products since different markets differs (Ghauri & Cateora, 2014). Alde as well 

as Apocca sell through OEM customers, agents, but the company’s products are also at 

retailers and service workshops. All of them adapt this p of the Marketing Mix, but mainly 

use the same tactic to deliver their products independent of which market. 

 

Table 8. Summary of Apocca’s, Malmberg’s and Alde’s quotes in connection to Standardisation vs. 

Adaptation of the Marketing mix 

Themes Sub-themes Demonstrative/linked quotes 

Product 
 
 

Adaptation 
 
 
Adaptation 

 
 
 
 
 
 

 
 
 
Adaptation 
 
 

 
 
 
 
 
 

We develop, we use standard products, but we buy in and process and 
then sell it as a customized solution then. (CEO, Apocca) 
 

(1) We have a high degree of standardisation, but some adaptation is 

always required. (Business Area Director, Malmberg) 
 
(2) The biogas can…distinguish…sometimes we have to adapt the 
facility and what it should be able to deliver. There may be different 
specifications on what gas is allowed to contain on the gas network in 

England and Denmark, for example. And then these technical 
standards can differ which makes us adapt the colour. (Business Area 
Director, Malmberg) 

 
(1) how much pipe lengths and how many they should have. It is really 
what is tailor-made based on the customer's needs and we work very 

much near the customer (Head of Marketing, Alde) 
 
(2) there were other laws, rules and requirements, so we have to 
have the other, 110 volts instead of 220 volts. It is other "notified 
body" that is called the ones who approve the products for use in 
different industries. So then we had to certify our product and 

change it, rebuild the product. (Head of Marketing, Alde) 
 
Price 
 
 
 

 
 
 
 
 
 

 
 

 
Standardisation 
 
 
 

Adaptation 
 
 
 
Adaptation 
 

 
 
 

 
…the customers we have so far are global customers, so they are not 
as price sensitive…if we do a job for a ship that is in  Indonesia, but 
have a French owner, and then they know the prices… (CEO, Apocca)  
 

It is cost-based and mainly more…the cost is different; different risk 
and the ability to pay differ. So, maybe pretty much the market. 
(Business Area Director, Malmberg) 
 

we have entered with low prices in the US to take market shares, so we 
have a low price picture in the USA compared to the rest of Europe. 
And in Europe on the mainland we have slightly lower than in England 
too, in England we have a high price picture. So the US is a little lower 
than the rest of the world and Asia is higher than Europe. (Head of 
sales, Alde) 

                                                                     
Promotion 
 
 
 
 

Adaptation 
 
 
 
 

(1) The networking is probably something we work more with in 
Singapore than we do here at home in Sweden. (CEO, Apocca) 
 

(2) we went through Business Sweden and they then have a network 

where they have contact with many companies. And when it comes to 
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Place 

(Distribution 
strategies) 

 
 
 

 
Standardisation 
 
 
 
 

 
 
 
 
Adaptation 
 

 
 
 
 
 
Adaptation 

 
 
 
 
 
 

Adaptation 
 
 
 
Adaptation 

marketing there we have the help of them also when it comes to 
Singapore. Through their contact network know people who they can 
then introduce to us. (CEO, Apocca) 

 
(1) No, it's not very different, you can't say that, but we position it as a 
quality supplier and known for robust availability and reliability.  
(Business Area Director, Malmberg) 
 

(2) Yes we can reach customers in the same way. There is a lot about 

fairs, seminars and conferences when the market is small. If there is 
such a fair in a country, there are a lot of people in the place. 
(Marketing- and Communication Director, Malmberg) 
 
(1) we notice that in the US it is much more digital and more film and 

media. They are investing heavily in social media, TV advertising and 
film, where we are far behind in Europe. 
 
(2) Which means you can't have pictures of European caravans in the 
US. (Head of Sales, Alde) 
 

We sell both as a subcontractor to then another company and then 
even then directly to the end customer. Sometimes we go directly to an 
industry or ... you can compare it to when we do jobs to Sandvik. Then 
we go to Sandvik which then has its end customer in a mine 
somewhere. While we do work for Volvo, we go directly to 
Volvo.(CEO, Apocca) 

 
The sale can take place either from Sweden or locally via agents…in a 
combination as well. You use agents in combination with sellers from 
Sweden. (Business Area Director, Malmberg) 
 
...it takes at least, 6-8 weeks, you have to plan…if you sell to the 

USA and the same to Asia...We have deliveries to England every 
week…while in Europe we distribute directly to each customer, it 
goes transport every day. (Head of sales, Alde) 

5.5 Discussion of findings  

In this subchapter I discuss the findings that were revealed through the analysis. This part is 

about interpreting and understanding the whole. Therefore, in order to connect to the purpose 

and theoretical model I also discuss and connect the findings with the context of this study, 

SME and B2B. This since, as I described in the conceptual model, may influence the 

companies’ decisions about how to internationalise and perform international marketing. The 

discussion is based on findings through the interviewed companies’ answers at the interviews.  

 

Firstly, regarding Major Decisions in International marketing, these small and medium-sized 

B2B companies internationalised because there was a demand abroad or because the benefit 

of increase profit. Further, these companies often used waterfall approach and entered 

countries one by one with the exception of one company who used sprinkler approach. 
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Furthermore, these companies entered countries that are similar and close compared to the 

domestic country Sweden. Furthermore, these companies have Direct Export as entry mode in 

forms of subsidiaries and own or locally agents. A noteworthy result was about the weak 

connection between internationalisation stage and how far the companies have come 

internationally. According to (Kotler, 1999) it is easy to assume that which stage of 

internationalisation the companies have reached is related to how many subsidiaries the 

companies have established. The cross-case analysis showed a similar result at stage where 

they all was in stage three, namely that they have established one or more subsidiaries on the 

international market. Two of the companies have established three subsidiaries each and one 

has only established one. However, there is a deviation from the literature since findings 

showed that the company with fewer subsidiaries operates more international than the 

companies with more subsidiaries. Apocca covers more parts of the world than the other two 

companies, which means that it can be perceived as the most international company even if 

their resources, turnover and recognition are lower than Malmberg’s and Alde’s. Thus, 

noteworthy is that such a small company, if you look at how many employees, turnover, the 

number of subsidiaries and recognition level, can became that successfully to exist on that 

numerous international markets.  

 

Secondly, the analyses made it possible to develop additional result related to in what 

frequency standardisation and adaptation occur. The cross-case analysis indicated that all 

three companies seek to standardise the product as much as possible for several reasons. The 

reasons argued by the companies were: improves quality, saves time and saves resources. 

However, every company is coherent when it comes to the need of adaptation of products. 

This, since different markets and different customers need different things. The result 

suggested that adaptation is needed to reach the requirement of voltage and regulations. Also 

adapt to the customers’ need, which implies that adaptation of the product is high in industrial 

B2B companies, which might has to do with the high closeness to customers. Furthermore, 

the result when it comes to price, implied that two of three companies use a combination of 

market-led and cost-based strategy, while one company has only market-led. However, one 

company has a standardised price, which makes it possible to interpret that the majority of 

companies adapt their prices, but not all. The result about promotion shows that almost all 

companies adapt to some degree. Adapting in promotion when it comes to how the products 

looks like in different countries, how many customers there are on that market and which 
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contact the customers prefers. Alde for example, uses different pictures in USA and in Europe 

because how the product looks like differs in different countries. However, the result 

suggested that printed material such as brochures should be standardised.  

 

Thirdly, regarding the context of this study, the companies that were explored in this thesis 

did not see the context of being a small and medium-sized company as a limitation in 

resources as Hollensen (2017) claimed. Although, the financial resources that large 

companies possess were perceived as an advantage, but smaller size of a company has its own 

advantages. More specific the companies did not seem to see the less financial resources as 

something crucial for their operation on the international market. This insight makes it 

possible to interpret that small and medium-sized company’s limitation is stronger in the 

literature than in practice. An apparently small company with fewer resources, as Apocca, is 

in relation to the other companies not limited to operate internationally on several markets. 

Also, the respondents suggested that B2B companies can have another approach than to spend 

huge financial resources on marketing and divided roles. Instead, small and medium-sized 

B2B companies put effort on few customers and strive to reach big volume through long-term 

relationships with those few customers. Operating as SME also proved to be a possibility for 

the companies to be more flexible to every customer, which enables them to adapt as much as 

possible to the customers’ need. The strong relationship that appeared between the companies 

and their customers was also connected to the mentioned importance of quality in these 

companies. Apocca, Malmberg and Alde argued how important quality is for the companies’ 

relation with customers. Therefore quality could be seen as a key factor in how they perform 

international marketing. This since the quality is their key factor in creating lifelong 

customers. Also, the respondents argued that to operate as a Swedish company is a key factor 

since other markets are aware of that Sweden delivers quality. For example, for Alde if the 

heating system breaks when a family is on their vacation all they will remember from the 

vacation is this, and negative word of mouth is a big risk. Quality is also a fact in the case of 

Apocca where the products need to be safe to use. These companies highly rely on Word of 

Mouth and therefore quality is important for these companies in their internationalisation. The 

importance of quality in B2B companies’ is in line with what B2B International (n.d) claims.  

 

Lastly, from these three insights it is possible to answer the research question of how small 

and medium-sized B2B companies internationalise and perform international marketing. 
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Regarding how these companies internationalise, the reason to why these companies decide to 

internationalise is because there is a demand abroad or because the benefit to increase profit. 

Further, they often use waterfall approach and enter countries one by one. Next, these 

companies enter countries that are similar or close compared to the domestic country. 

Furthermore, these companies have Direct Export as entry mode in forms of subsidiaries and 

own or locally agents. Finally, small and medium-sized B2B companies’ product and place 

are adapted. Price and promotion are adapted in the most companies, but some companies 

manage to have these Ps standardised. Connected to the context of the study, a small and 

medium-sized company was not crucial limited in internationalisation. Additionally, 

regarding the context of B2B, quality & design, Long-term customers & Word of Mouth 

showed to be the most important key factors for B2B companies that operate internationally. 
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6. Conclusions 

This chapter starts with a Summary of the thesis of how small and medium-sized B2B 

companies internationalise and perform international marketing. Theoretical and Practical 

implications are presented to discuss how the result is useful for others. Lastly, Future 

research is suggested. 

6.1 Summary of the thesis 

The research question in this thesis was: How do small and medium-sized B2B companies 

internationalise and perform international marketing in practise? Therefore, the aim of this 

thesis was to explore how small and medium-sized B2B companies internationalise and 

market themselves in an international context. The aim was also to contribute with more 

information in this area. This has been explored through literature revolved around major 

decisions in internationalisation and standardisation or adaptation of the marketing mix, in a 

context of SME and B2B. Larger companies can base these decisions on earlier literature, 

while there are gaps to fill when it comes to SMEs international marketing. The context of the 

study was three case studies of three international small and medium-sized B2B companies. 

The research approach was abductive, and the empirical collection was in a qualitative form. 

The empirical material was collected through multiple sources and enhanced the credibility of 

this research. The gathering of data was done through in-depth semi structured interviews 

with knowledgeable representatives from international small and medium-sized B2B 

companies. The interviews were complemented with secondary data in form of websites, 

brochures and pictures.   

  

This thesis’s findings revealed that, even though the three companies are in stage three in their 

internationalisation there are differences regarding to how active they actually are 

internationally. Regarding how the companies internationalises, these companies 

internationalised because of there was a demand abroad or because the benefit of increase 

profit. Further, these companies mainly used waterfall approach and entered countries one by 

one with the exception of one company who used sprinkler approach. Furthermore, these 

companies entered countries that are similar and close compared to the domestic country 

Sweden. Furthermore, these companies enter a market through Direct Export in forms of 

subsidiaries and own or locally agents. Furthermore, insights in standardisation and 

adaptation of the marketing mix were revealed, where product and place was adapted by all 
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companies. Price and promotion was adapted in two out of three companies and standardised 

in one company. Connected to the context of the study, being a small and medium-sized 

company was not a crucial limitation for the companies’ internationalisation. Additionally, 

regarding the context of B2B, quality & design, Long-term customers & Word of Mouth 

showed to be the most important key factors for B2B companies that operate internationally. 

6.2 Theoretical and Practical implications 

This thesis aim was to contribute with insights and knowledge to the research area of how 

international marketing works in practice in the context of small and medium-sized B2B 

companies. The contribution was more in terms of confirmation of earlier literature. However, 

confirmation of the literature contributes to knowledge since international marketing in the 

context of small and medium-sized and B2B need more attention since it is under researched 

if compared to the literature of B2C international marketing. This thesis contributes to Kotler 

and Keller’s (2016) suggestion of Major decisions in international marketing, wherein the 

contribution is in terms of how small and medium-sized B2B companies applies these 

decisions. Additionally, the thesis contributes in International marketing and Ghauri and 

Cateora’s (2014) suggestion of how companies in general standardise and adapt the marketing 

mix. This study also contributes to Ghauri and Cateora’s (2014) literature since this study 

shows the perspective of small and medium-sized B2B companies. Hence, contribution of 

knowledge in this thesis is that the thesis delivers three more cases as example on how small 

and medium-sized B2B companies internationalise and perform international marketing in 

practice. These cases contribute to knowledge for students and other learners that want to gain 

knowledge in this area.  

 

Furthermore, practical implications have been established as well. New insights have been 

highlighted in this thesis, which might contribute to knowledge for practitioners. Practitioners 

that are new on the market or struggles in the decisions of how they should operate 

internationally in practice can benefit from this thesis. Also they might be able to look away 

from the risks of internationalisation and dare to internationalise when have read the practical 

story of these three companies. Furthermore, potential companies that can benefit from this 

thesis are the three companies whose internationalisation and international marketing were 

analysed. 
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6.3 Future research  

Every research has its limitations, especially with the timeframe of three months that was 

given for this research. Therefore further research need to be made in this area. To contribute 

to more understanding in this research area I suggest further research in the financial part and 

how that influence how companies perform international marketing in the same context. This 

since I realised that these three companies are similar, but have some differences into what 

extent they invest in marketing. I anticipate that this difference could be related to that these 

three companies have different revenues and different financial resources, which will 

probably affect how they operate internationally. Secondly, the thesis’s result is based on how 

these three companies perform international marketing and therefore hard to generalise. To 

increase generalisability in this research area, more cases and more companies should be 

analysed, which would make it possible to increase knowledge in this area even more.  
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Appendix A: The inquiries to the selected companies (Mail) 

 
Jag och X skriver examensarbetet tillsammans och är två studenter på Ekonomprogrammet med inriktning 
Internationellt Företagande och Marknadsföring på Högskolan Kristianstad, som just nu är i datainsamlings-
kapitlet i vår examensuppsats. Vårt ämne berör hur små till medelstora företag inom industriell sektor 

marknadsför internationellt (B2B). Den litteratur och de normativa råd som finns kring hur företag marknadsför 
internationellt tar ofta utgångspunkt i de stora företagen, därför vill vi undersöka hur små och medelstora företag 
gör.  
 
För att vi ska kunna veta hur små till medelstora företag marknadsför internationellt, så behöver vi intervjua 

företag som passar i den profil vi har avgränsat oss till. Det vill säga, små till medelstora industriella (B2B) som 
verkar i andra länder och utför internationell marknadsföring på något sätt. Vi vill även att det ska vara lokala 
företag, dvs. kretsa kring Kristianstad. 
 
(Företagets namn) stämmer mycket bra in på denna profil, därför tycker vi att (Företagets namn) skulle vara 

väldigt intressanta att prata med.  
 
  
Hoppas detta låter intressant. Återkom med svar gärna snarast, vid uteblivet svar följer vi upp genom samtal.   
 

Med vänlig hälsning,  
Anna Åkesson & X 
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Appendix B: Interview guide Apocca 

Major decisions in international marketing 

1. När bestämde ni er för att expandera till Singapore? Varför bestämde ni er för detta? Hur gick ni 

tillväga? Hur såg processen ut  
(första stegen ända till de sista stegen)? Hur lång tid efter beslutet hade ni nått målet? 

2. Vilka svårigheter stötte ni på? Vilka lärdomar gav det? 

3. På vilket sätt än ni verksamma i de olika länderna? 
Exporterar ni via agenter, har etablerat dotterbolag eller produktion på utländska marknader? 

4. Hur många länder är ni verksamma och varför det antalet?  
5. Valde ni att etablera er på en marknad i taget eller etablerade ni er på flera marknader samtidigt? 

Användes några kriterier vid val av marknader? Vilka och varför valdes dessa? 

6. Vad är det som gör att ni enbart har ett kontor på utländsk marknad? Alltså varför bara i Singapore?  
7. Användes och används några kriterier vid val av marknader? Vilka och varför valdes dessa? 

8. Hur tog ni er in på den internationella marknaden? Varför valdes detta alternativ? Fördelar eller 

nackdelar? (Commitment, risk, kontroll, vinstpotential) 

9. Vilka distributionskanaler använder ni? Varierar valet av kanal beroende på preferenserna på 
marknaden? 

 

Attitude to the markets 

10. Hur ser ni på de olika marknaderna? Lika eller olika? Tar ni hänsyn till olikheter? 

11. De personer som anställs för att ha hand om marknaderna utomlands, vilka kompetenser strävar ni efter 
att dom ska ha? T. ex kan dom vara från Sverige eller de ska vara från det landet där marknaden är för 
att de har koll på kulturen och annat bättre 

12. Hur skiljer sig verksamheten här i Kristianstad jämfört med i utlandet?  

 

The marketing mix 
13. Vad säljer ni för produkter? 

14. Vad erbjuder era produkter? (Vilket behov tillfredsställs, hur görs detta) 

15. Hur ser ni på frågor som kvalitet och design när det gäller produkterna? Hur viktigt är det? 

16. Erbjuder ni någonting utöver era konkurrenter (mer garantier, mer service…) 

17. Vilka prisklasser är produkterna i?  
18. Hut kommunicerar ni med era kunder? 

 

Standardisation versus adaptation 

19. Olika positionering på olika marknader? 

20. Finns det någon skillnad i era produkter mellan de olika marknaderna? Hur skiljer sig i så fall 
produkterna och varför? Är produkterna ni säljer lämpliga att standardisera? (Product features, 
Labeling, Colours, Materials) 

21. Finns det någon skillnad i era priser mellan de olika marknaderna? Hur skiljer sig i så fall prissättningen 
och varför? 

22. Finns det någon skillnad i er marknadsföring (promotions) mellan de olika marknaderna? Hur skiljer sig 
dessa i så fall och varför? (Sales promotion, Advertising media, Brand name, Packaging, Advertising 
execution, Advertising themes) 

23. Finns det någon skillnad mellan de olika marknaderna i hur distributionen sker? Hur skiljer det sig i så 

fall och varför? 

24. Finns det delar där ni skulle vilja standardisera eller anpassa något, men inte gör det? Varför? Vad beror 
det på? Något som begränsar?  
 

SMEs 

25. Vad associerar du med/ tänker du på när det gäller SMEs? 

26. Är det tydligt att företaget klassas som SME och i så fall hur?  
(Resurser, kunskap, marknadsföring, beslutstagande) 

27. Finns det fördelar och eller nackdelar med SMEs? 

 

Industrial Business (B2B) 
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28. Vad associerar du med/ tänker du på när det gäller industrial business i allmänhet? 

29. På vilket sätt är ni ett B2B företag? Hur sker försäljningen? Vilka är era kunder (indirekta/direkta)? 
Finns det exempelvis mellanhänder eller ni säljer direkt till annat företag? 

30. Finns det svårigheter och fördelar med att sälja B2B? Vilka? 
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Appendix C: Interview guide Malmberg & Alde 

Major decisions in international marketing  

1. När bestämde ni er för att internationalisera? Varför bestämde ni er för detta? Hur gick ni tillväga? Hur 
såg processen ut (första stegen ända till de sista stegen)? Hur lång tid efter beslutet hade ni nått målet?   

2. Vilka svårigheter stötte ni på? Vilka lärdomar gav det?   
3. På vilket sätt än ni verksamma i de olika länderna? Exporterar ni via agenter, har etablerat dotterbolag 

eller produktion på utländsk markander?   
4. Hur många länder är ni verksamma och varför det antalet?    
5. Valde ni att etablera er på en marknad i taget eller etablerade ni er på flera marknader samtidigt? 

Användes några kriterier vid val av marknader? Vilka kriterier och varför valdes dessa?   

6. Hur tog ni er in på den internationella marknaden? Varför valdes detta alternativ?             Fördelar eller 
nackdelar? (Commitment, risk, kontroll, vinstpotential)   

7. Vilka distributionskanaler använder ni? Varierar valet av kanal beroende på preferenserna på 
marknaden?      
 

Attitude to the markets  

8. Hur ser ni på de olika marknaderna? Lika eller olika? Tar ni hänsyn till olikheter?   
9.  De personer som anställs för att ha hand om marknaderna utomlands, vilka kompetenser strävar ni 

efter att dom ska ha? T.ex kan dom vara från Sverige eller de ska vara från det landet där marknaden är 
för att de har koll på kulturen och annat bättre?   

10.  Hur skiljer sig verksamheten här i Kristianstad jämfört med i utlandet?     
 

The marketing mix  

11. Vad säljer ni för produkter?   
12. Vad erbjuder era produkter? (Vilket behov tillfredsställs, hur görs detta)   
13. Hur ser ni på frågor som kvalitet och design när det gäller produkterna? Hur viktigt är det? 
14. Erbjuder ni någonting utöver era konkurrenter (mer garantier, mer service…)   
15. Vilka prisklasser är produkterna i?    

16. Hur kommunicerar ni med era kunder?           
 

Standardisation versus Adaptation  

17. Olika positionering på olika marknader?   
18. Finns det någon skillnad i era produkter mellan de olika marknaderna? Hur skiljer sig i så fall 

produkterna och varför? Är produkterna ni säljer lämpliga att standardisera? (Product features, 

Labeling, Colors, Materials)   
19. Finns det någon skillnad i era priser mellan de olika marknaderna? Hur skiljer sig isåfall prissättningen 

och varför?  
20. Finns det någon skillnad i er marknadsföring (promotions) mellan de olika marknaderna? Hur skiljer 

sig dessa isåfall och varför? (Salespromotion,Advertising media, Brand name, Packaging, Advertising 
execution, Advertising themes)   

21. Finns det någon skillnad mellan de olika marknaderna i hur distributionen sker? Hur skiljer det sig 
isåfall och varför?   

22. Finns det delar där ni skulle vilja standardisera eller anpassa något, men inte gör det? Varför? Vad 
beror det på? Något som begränsar?    

SMEs  

23. Vad associerar du med/tänker du på när det gäller SMEs?   
24. Är det tydligt att företaget klassas som SME och i så fall hur? (Resurser, kunskap, marknadsföring, 

beslutstagande)   

25. Finns det fördelar och eller nackdelar med SMEs?    
 

Industrial Business (B2B)  

26. Vad associerar du med/ tänker du på när det gäller industrial business i allmänhet?   
27. På vilket sätt är ni ett B2B företag? Hur sker försäljningen? Vilka är era kunder (indirekta/direkta)? 

Finns det exempelvis mellanhänder eller ni säljer direkt till annat företag? 
28. Finns det svårigheter och fördelar med B2B? Vilka?   
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