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ABSTRACT 
Urbanization is a major factor causing unsupported perceptions within the traditional vision of 

forest management. Urbanization has led to a reconstruction on forest owners’ economic 

dependency on the forestry. This contributes in emigration from rural areas to bigger cities. 

To understand how distant forest owners, manage their forest they need to be segmented 

according to specific criteria. The purpose of the study is to create a segmentation model that 

is theoretically anchored and empirically verified, to increase the customer value and map 

their different needs. Through the purpose a research question was developed: How can a 

segmentation model for absentee proprietors within the forest industry be developed to 

increase the customer value? A segmentation model provides comprehensive knowledge and 

insights about forest owners’ different needs. The empirical data, collected through surveys, 

was presented individually and some connections could be found. Through these connections 

property area and distance were chosen as factors that are appropriate for segmentation. Based 

on the segmentation factors a correlation analysis was made to create four demographic 

segmentations. The visitors: small area, small distance. Conservationists: small area, large 

distance. Investors: large area, small distance. Specifiers: large area, large distance. The 

conclusion shows that a segmentation model over absentee proprietors is necessary for the 

strategic management in forest companies, when it comes to decisions regarding sales criteria, 

communication and recommended approaches.   
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1. Introduction 
 

This chapter will provide a background to the essay by describing broach the subject to be 

studied. The chapter also presents the limitations of the thesis, the purpose and the research 

problem as well as the research question that needs’ to be answered in order to fulfill the 

purpose. Finally, boundaries that will be made and a visual disposition will be shown. 

 

This thesis is about mapping a certain group of suppliers within the forest industry. The group 

is called absentee proprietors or distant forest owners and is defined by the fact that they are 

not habitually living on the land that they own. 

 

When the depopulation of rural areas increases, so does the group of forest owners who 

manage their forest from a distance (Haugen, Karlsson & Westin, 2016). To meet this new 

type of urbanized forest owners and their expectations, a changed strategic thinking and 

leadership approach of the timber purchasing organizations is required. This is an insight that 

the strategic leaders in both forest owner associations and forest companies agrees with. 

Forest companies buy a significant portion of their raw material externally from private forest 

owners. Absentee proprietors do not initiate thinning and final felling, in the same extent as 

before and with the increased commodity competition, it is uncertain whether the current level 

of processing absentee proprietors is sufficient for forest companies. They need to show more 

clearly that they are attractive partners who can offer long-term cooperation and a high forest 

service to forest owners (ibid.). For this reason, this paper will explore the possibilities and 

conditions for increasing purchase and sales operations towards the absentee proprietors by 

segmenting them. 

 

Marketing can be described as a collection of all the activities that a company performs in the 

market; this can be, for example, product, audience, pricing etc. This is the most well-known 

marketing theory of Philip Kotler (Sveriges Marknadsföringsutredning, 2005). Depending on 

the strategic approach that the company wields in its competitive environment several 

definitions can be possible for defining marketing. Marketing's main function is to satisfy the 

needs of customers, face challenges and create customer value. This process includes 

positioning of products on the market and the communication of these. When the value is put 

into practice on the basis of the expectations and needs, the customer relationship is 

automatically ensured. In order to implement a strategy that satisfies a need, it is of 

importance to specify the customer group. Marketing can be considered misleading and a 

waste of resources when communication is trying to appeal to the entire market. In marketing 

this is called scope, it means that a measure is put on the intended audience that should or has 

received the message (Kotler, Armstrong, Wong & Saunders, 2008). 

 

Absentee proprietors differ from other private, resident forest owners in more than just the 

location of their current residence (Haugen et al., 2016). Someone who lives far from his or 

her property will have dissimilar needs regarding the care of the forest. Since they have 
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another living condition they will assumingly not have the same amount of time to spend on 

forest management. These factors can affect what strategic approach the leaders in the forest 

companies will use in the communication with these forest owners. To know which approach 

to use, a strategic segmentation will be presented to map and better understand the wills and 

needs of the absentee proprietors. The segmentation will help the leaders in companies to 

make the right decisions concerning their marketing plan. 

 

1.1 Problem background 
Sweden is a country whose surface to 56% is covered by forests. This means that there are 23 

million hectares of forest and half is owned by individual private forest owners. According to 

Skogsstyrelsen (2014), the remaining half of the forest is owned by companies (state-owned 

or private), the state itself and other public owners. Swedish forest industry has annual sales 

of 197 billion SEK and the forest industry has a large and important role in Sweden's 

economy (ibid.).  

 

The industrial exploitation of the forest was initiated during the 1800th century and since 

then; the Swedish forestry has undergone great changes. Dimension cutting were applied 

often and left the forest impoverished by wood and it became less useful due to suppressed 

trees without chance of recovery. Poorly managed forests required new methods such as shop 

wood in gaps, and forest owners were encouraged to join boards of directors instead. The 

yields continued to be poor and only when cutting by the use was properly reflected in the 

middle of the 20th century it became obvious with the rejuvenation measures such as planting 

and seeding (Skogsägarnas riksförbund, 1996). This is despite the fact that the forestry law 

from 1903 contained requirements for reforestation (Enander, 2000).  

 

At the same time as cutting by the use, applied technology development took speed and 

mechanization meant improved working conditions for forest workers. Handsaw, hatchet, fire 

rake and horses were replaced with a chainsaw, log stripper and tractor. The work became 

more efficient and the working environment improved (Fischer, Kline, Ager, Charnley & 

Olsen, 2014). Today's work in the forest is highly mechanized, forestry is large-scale and 

machinery is mainly used such as harvesters for harvesting and forwarders for the removal of 

the wood (Nordfjell, Björheden, Thor & Westerlund, 2010). Mechanization has also in all 

materiality contributed to the drastic reduction of jobs with rural depopulation as a result 

(Skogsstyrelsen, 2014). Furthermore, it has meant changes in the living conditions for the 

people who have sought new revenue sources elsewhere. With mechanization and 

urbanization, it is not the current forest owner himself who is active in the forest to the same 

extent as some decades ago. Instead the forest companies' uses services when the forest is in 

need of maintenance operations and when the forest will be harvested (Skogsägarnas 

riksförbund, 1996). 
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1.1.1 Urbanization 

Urbanization is taking place today in Sweden where the number of rural residents is 

decreasing while the number of inhabitants in the larger towns and cities is steadily increasing 

(Statistiska centralbyrån, 2014). Sparsely populated areas have lost 20 % of the population in 

favor of including the big cities that have increased by 11 % over the past 40 years (Boverket, 

2015). The number of remote forest owners is continually increasing (Skogsstyrelsen, 2010; 

Lidestav & Nordfjell, 2002) as a natural consequence of the ongoing urbanization. In 2014, 54 

% of all 228 802 units in Sweden were partly classified as absentee proprietors and the 

number of absentee proprietors is also increasing: 

"…for each of the generational shift taking place at forest estates" 

(Skogsstyrelsen, 2014, p. 19) 

Nordlund and Westin (2010) have concluded that there are differences in how those who live 

on the property and distant forest owners/absentee proprietors value their forest ownership. 

They divided the forest ownership elements in eight categories: timber revenues, hunting and 

fishing, berry picking, bio fuel and firewood, living, recreation, family contact and tradition. 

All categories except "family contact" were valued higher within the group of residential 

proprietors than within absentee proprietors. The differences mean that also the image of 

forest ownership and the needs of forest ownership differ between the different categories of 

forest owners (ibid.). 

 

The absentee proprietors increase while their forest values distinguish from the owner’s, 

means that the company providing forestry services are confronted with new challenges. They 

need to investigate how the needs are different to be able to make the adjustments in the range 

of services which are necessary (Haugen et al., 2016). This is to keep the existing absentee 

proprietors as customers and timber suppliers, and to attract new ones. The services offered 

today are the result of an adaptation for forest owners who live on the property or in its 

vicinity because that is the way the industry initially looked like. Now the development and 

urbanization lays ground for new customizations in the forestry industry (ibid.). 

  

Urbanization in the community is creating a new and growing group of forest owners, namely 

the absentee proprietors. They still own forest, but are no longer living on their own land. 

More forest owners cannot any longer make a living solely on the income from selling their 

forest and therefor they moved to the cities to get other occupation. This effect of urbanization 

creates a new group of forest owners that will have another need for services provided by the 

forest management companies (Statistiska centralbyrån, 2015). 

 

In addition to adaptations, companies also need the existing services to be of high quality and 

to make forest owners feel interested in using them instead of engaging in an inactive forestry 

or turn to other forestry companies (Wicks & Roethlein, 2009).  

 

"Quality is defined as the summation of the affective evaluations by each customer of each 

attitude object that creates customer satisfaction."  

(Wicks & Roethlein 2009, s. 1.) 
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Quality is defined as the sum of the customer hereby emotional assessment of the attitudes 

that create customer satisfaction. This means that the emotional/experiential element of the 

customer also is important, not just the purely intellectual part (Wicks & Roethlein, 2009). 

 

 

 

Figure 1: Customer Satisfaction equation (Wicks & Roethlein, 2009, p.1) 

 

1.2 Research question 
The change in the community structure leads to this research question:  

 

• How can a segmentation model for absentee proprietors within the forest industry be 

developed to increase the customer value? 

 

The research question will conclude in a segmentation model within a group in the forest 

industry. This will help the authors find elements and patterns that are significant for these 

sub-groups. The information will help to create strategies that are effective to help companies 

promote their offers according to the different needs. 

 

1.3 Purpose 
The purpose of the study is to create a theoretically grounded and empirically verified 

segmentation model, which aims to increase customer value and map the different needs for 

absentee proprietors within the forest industry. The supplier structure in the forest industry is 

changing and so must the buying companies’ strategy, to fit the suppliers’ wants and needs for 

the services and prices that the forest companies offers. Due to the fact that urbanization has 

contributed to the creation of a new customer group within the forest industry, absentee 

proprietors, new methods are needed to create a strategic plan for the company. Physical 

distance to the property leads to special, often aggravating, conditions for forest owners. The 

segmentation model will contribute with actionable knowledge that can help the forest 

industry to keep up the pace with the ongoing urbanization, and provide the companies with a 

deeper understanding of their customers. Since the relationship with forest owner is both a 

customer and supplier relationship they will be mentioned as customer throughout this paper. 

The reason for this is that the purpose is to create segments to increase customer value 

 

1.4 Limitation 
This essay will be limited to private forest owners. Furthermore, only the forest owners who 

do not live on their property will be studied. It is only those who will receive a survey. 

 

The study will only concern forest properties in Sweden, more specifically, following 

counties will be included: Västerbotten, Jämtland, Västernorrland, Dalarna, Gävleborg, 

Uppsala, Stockholm, Örebro, Västermanland, Södermanland and Östergötland. The reason for 

���������	 × 	�����
�� = 
������	������������	 
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this limitation is because the company Holmen Skog AB, that the essay is written in 

conjunction with, is active in these areas. 

 

Figure 2: Places that Holmen Skog AB is active in 

 

This study will consider the customer relationship with the company. The reason for this is to 

be able to help companies adapt their offerings to customers' wishes. Thus, the study will not 

identify how the customer should communicate to companies when it comes to timber sales. 

This is also the reason why they will be mentioned as customer and not suppliers.  

 

1.5 Definition of central concepts 
• Resident forest owner - one individual who lives on his/her land 

 

• Absentee proprietor - one individual who owns forest, but do not live on their land 

 

• Distant forest owner – An absentee proprietor 

 

• Private forest supplier - an individual that sells wood or timber to a company, also 

mentioned as the company's customer in this thesis 

 

• Wood buyer - someone who buys divested forest 

 

• Timber - When the divested forest is processed into lumber 

 

• Forest advisor - a company that provides advices and services concerning forestry and 

sells end products with forest as main material 

 

• Forest player - An acting operator within the forest industry 

 



 

• Customer - Target audience that the company should communicate to

 

• Forestry plan: Planning documentation that helps forest owners to put in place the

right action at the right time, thereby raising the yield from the forest.

 

1.6 Chapter disposition 
The report is organized as follows. First, a review of the earlier studies will be presented 

together with the theory used in the paper. Then an argumentat

will be supplied with different approaches and validity. How the empirical data will be 

collected is also presented in the methodology. The results from the collected data will be 

presented in a chapter called empirical data

presented individually and then a connection between the 

factors that will be relevant as 

model will be developed, through correlation analysis. E

discussed and what strategies that are most applicable for each segment will be presented

Finally, conclusions will be drawn based on the previous sections. Further research will be 

presented as a separate section

implications will be addressed in this

 

 

Figure 3: Visual chapter disposition
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2 Frame of literature 
 

In this chapter, relevant literature related to the purpose, will be presented. First, a common 

round of forest industry urbanization in Sweden will be presented, where historical 

perspective will be highlighted. Furthermore, the general forest management will be brought 

up and then be narrowed down into how forest management is handled at a distance. Finally, 

the general purchasing theory will be addressed since the purpose of the paper is to 

understand how offers can be adapted to this subgroup and a presentation of general 

segmentation strategy will be highlighted in order to understand how the categorization and 

classification can promote business efficiency. 

 

2.1 Forest industry urbanization in Sweden 
Urbanization describes the phenomenon of a land’s population moving from the countryside 

into cities and towns.  Over the last 200 years Sweden has gone from 90% of the population 

living in the countryside to nearly 85% now living in urban areas (Statistiska centralbyrån, 

2015). The industrial revolution was the initiating process that made more people move to the 

cities to find jobs and the economic conditions changed when machines could do what people 

were doing before, resulting in some starvation but in the long run it made the welfare grow in 

the society (ibid.). With urbanization came more than just economic changes, namely social 

and environmental changes and with those changes, more opportunities for sustainability were 

created through using resources more efficiently (United Nations population fund, 2016). 

 

Sweden is categorized as a productive forest country with its 23 million hectares of forest, 

which signifies about 56, % of the land area and that area has increased marginally during the 

last 25 years due to planting on bare ground. Out of this forest, 50-60 % of the harvested 

volume stemmed from non-industrial private forest owners (Haugen et al., 2016). 

 

In 1950 the forest sector stood for 42 % of Sweden’s total export value but that number has 

increased to 11 % over the last 70 years (Skogsstyrelsen, 2014). 11 % is still high compared to 

other sectors but the employment rate in the forest sector is only 2 % of Sweden’s total 

workforce (Haugen et al., 2016). 

 

In terms of settlement patterns, almost half of the Swedish people were living in urban areas 

in 2010, the corresponding figure for private forest owners were only about one fifth, in spite 

of the urbanization, that has taken place within this group over the last 25 years (Haugen et 

al., 2016). Therefore, urbanization has a slower development rate in the countryside among 

private forest owners. On the other hand, one of three owners live in a small regional center or 

a small, rural region, but the equivalent number in the general population is down to 15 % 

(ibid.). The alteration in residential pattern among the private forest owners can be explained 

with the migration that came with the urbanization such as the entry of new individuals who 

inherit their forest or town residents investing in forest, hence owning forest but live 

elsewhere (ibid.). 
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In the report written by Haugen et al., (2016) some more changes have emerged during the 

last 25 years; the number of private owners has increased due to co-ownership, the amount of 

properties in Sweden has decreased as a result of mergers leading to property size increase 

and the market price soared over the named period, people who became owners during the 

last 25 years, possess a higher propensity to move to metropolitan areas, while longer term 

owners tend to stay in the rural areas (ibid.). 

 

Swedish forest properties are transferred to new owners through purchase, inheritance, gifts or 

other and each year, only around 1 % is transferred (Skogsstyrelsen, 2006), this low rate of 

transfer goes hand in hand with the fact that private owners are, on average, getting older and 

younger owners, the group under the age of 50, is declining (Haugen et al., 2016). This 

decline is also seen in the group of absentee proprietors (ibid.). 

 

 Haugen et al. (2016) states: 

“…the growth in non-residential forest ownership is a reflection of the ongoing process of 

urbanization.” (p. 534) 

 

“As a reflection of the shifting of the residential patterns of both residential and non-

residential non-industrial private forest owners towards more urban environments, the 

distances between the owners and their forest holdings have also grown.” (p. 544) 

 

Haugen et al. (2016) also noticed that the education level is higher among the absentee 

proprietors and they tend to live in metropolitan areas, partly due to migration during the 

period of study. Also, co-ownership is more common within the group of absentee proprietors 

than within the group of residential owners (ibid.). 

 

The process of urbanization became clear for the absentee proprietors, whose metropolitan 

regions were the only living environment that grew and that goes hand in hand with the rest of 

the population but their share grew more in comparison with the residential owners (Haugen 

et al., 2016).  

 

2.2 Forest management 
Pulla, Schuck, Verkerk, Lasserre, Marchetti and Green (2013) argue that forest ownership is 

becoming more of a private affair. The reason for this is argued by Lindgren (2013) as a result 

of the privatization of forests that were previously owned by the state. Even though the shift 

from public to private ownership is significant the management itself is still subsequent with 

the institutional structure of national laws and policies (Pulla et al., 2013). Within these 

boundaries forest owners can still make individual decisions on the management such as 

revenues distribution and what events to capture. The private forest owners are in charge of 

the management within the production, such as questions concerning economic, social and 

ecological advantages (Haugen, 2015). 

 



9 

 

Ingemarson, Lindhagen and Eriksson (2006), Boon, Meilby and Thorensen Jellesmark (2004) 

and Wiersum, Elands and Hoogstra (2005) all say that private forest owners are becoming 

more of a heterogeneous group. This means that the general management is similar, while the 

management differs within sub-groups. The same authors also argue that there are other 

actions influencing the management than the timber production. Haugen et al. (2016) argues 

that since there are other elements, rather than the traditional ones, that interests forest 

owners, a change within the forest industry can be expected. 

 

Urbanization is a major factor causing unsupported perceptions within the traditional vision of 

forest management. Aspects such as increasing female participation and also ageing can be 

reflected in the ownership (Hirsch, Korotkov & Wilnhammer, 2007). Gender equity an active 

subject and female participation within labor market, business and politics can also be 

reflected in the forest industry. Even though improvements in the gender equity, women are 

still in a minority position among private forest owners. A study made by Lidestav and 

Ekström (2000) have shown that average size of forest is lower among women than men and 

they could also confirm that there are differences in their way of conducting forestry. Some of 

the changes are bound to national borders and depended on institutions acts (Haugen et al., 

2016). Stern, Dietz and Kalof (1993) noted in their study that women are more ecological and 

environmental friendly compared to the other gender. By extreme this means that men are 

more economic oriented while women's’ attitudes consider protection values. 

 

Private forest owners now constitute 50 % of the productive forestry in Sweden, which can be 

considered a development within the forest industry (Skogsstyrelsen, 2014). Because of the 

representativeness decisions concerning management have an impact on both private 

economy of the individuals but also on the national economy. This can also impact on 

ecosystems such as recreation, biodiversity and scenery (Haugen, 2015). 

 

2.3 Differences in forest management between resident forest owners and 
absentee proprietors 
Urbanization has led to a reconstruction on forest owners’ economic dependency on the 

forestry. The market in rural areas is narrow and therefore there are limited amount of job 

opportunities. This contributes in emigration from rural areas to bigger cities (Hedlund & 

Lundholm, 2015). According to Boon et al. (2004) this also means that people who are 

engaged in forestry for livelihood are reducing. Urbanization has also had an effect on the 

forest owners’ residential areas which have resulted in increasing number of absentee 

proprietors (Schmithüsen & Hirsch, 2010). 

 

Private forest owners’ objectives concerning forestry can have an effect on the strategy they 

use for their management. This in turn can have an impact on values, such as ecosystems and 

production, and human practices (Kozak, Spetic, Harshaw, Maness & Sheppard (2008). 

Differences in values can be seen among not only private forest owners but also stakeholders 

and companies within the forest industry, timber buyers and forest consultants. 
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Depending whether the forest owners is residential in rural areas or in urban areas their focus 

can differ. A study made by Kangas and Niemeläinen (1996) shows that absentee proprietors 

focus more on recreation of forest values while resident forest owners or rural owners tend to 

focus more on economic aspects of the forest. This can be due to the dependency on the forest 

income and capital. Resident forest owners are using the forest for livelihood while non-

resident forest owners or absentee proprietors only use the forest as a side income (Haugen et 

al., 2016). 

 

Uliczka, Angelstam, Jansson and Bro (2004) claims in their study that people who are 

dependent on forest incomes are those who are older than 55 years. Their characteristics show 

that they were more negative towards preservation and were rather occupied by land using. 

Several of the studies confirm that management strategies and individual characteristics 

connected when it comes to classifying the objectives for ownership (Ingemarson, Lindhagen 

& Eriksson, 2006; Nordlund & Westin, 2011; Ni Dhubháin, Cobanova, Karppinen, 

Mizaraite, Ritter, Slee & Wall, 2007; Haugen et al., 2016). Ni Dhubháin et al., (2007) ended 

up with classifying private forest owners into two groups. The first group aims for production 

which stresses timber production and secure income. The second group is those who aim for 

consumption which stress for personal consumption products and extraction of wood. 

Environmental motives and forest ownership, as a hobby activity, both fall under the category 

of consumption (Boon et al., 2004). 

 

Haugen et al. (2016) argue that the objective for private forest owners is not a matter of 

production or consumption. Rather they carry out a multi-objective role where both economic 

benefits and non-economic benefits are equally valued. 

 

2.4 Purchasing strategy 
In the last ten to fifteen years, companies have been focusing more and more on their core 

businesses and outsourced more of their activities (Van Weele, 2005) This makes the supply 

base become more important to increase company competitiveness and the purchasing 

strategic role becomes more important when it comes to supplier affectivity (ibid.). 

 

Supply relationships is increasingly important for companies to obtain additional value in 

order to survive and grow in the future and it is important to involve these relationships in the 

competitive strategy of the company in aspects of innovation, growth, asset utilization, 

sustainability, risk management and cost reduction (Monczka, Blascovich, Parker & Slaight, 

2011). This relationship is not only important for the buyer but also for the supplier (Van 

Weele, 2005), in this case the forest owners. To build a mutually successful business the 

supplier and buyer need to build a trustworthy relationship that will gain both parts in the long 

term and result in future prosperity (ibid.). The forestry and production companies need the 

wood and the forest owners need to have their forests maintained and gain on their timber 

sales. The forestry industry can provide income by forest logging and long-term preservation 

for the forest owners. The major objective for the buyer is to optimize and develop the 
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operational relationship with the supplier and integrate him/her in the business success (Van 

Weele, 2005). 

 

2.5 Segmentation 
Market segmentation is an important part of marketing strategy and closely associated with 

marketing concept and relationship marketing (Tadajewski & Jones, 2014). The expression 

was conceptualized in 1928 in a book published by Horst Kliemann, but the segmentation 

practices have been studied within companies as early as the eighteenth century and it is 

still an increasingly studied topic (ibid.).  

 

Segmented marketing or differentiated marketing is according to Kotler, Armstrong, Wong 

and Saunders (2008): 

“…a market-coverage strategy in which a firm decides to target several market segments and 

designs separate offers for each.” (p. 424) 

…and a market segment is: 

“…a group of consumer who respond in a similar way to a given set of marketing stimuli.” 

(p.47) 

Marketing strategies exist to help companies build the right relationships with the right 

customers to be able to serve their needs and increase profitability (Kotler et al., 2008). The 

right customers are groups divided by common needs or characteristics, which the company 

can create value for and offer propositions made for the targeted consumers. There are 

different ways of segmenting customer groups such as through demographic factors or 

geographic. Markets are initially large and homogeneous and therefore it is important for 

companies to divide their buyers in the ways they differ, such as wants, resources, locations, 

buying attitudes and buying practices. By segmenting the consumers into smaller segments, 

the company can more efficiently reach the buyers with products and services that match their 

unique needs (ibid.). A segmentation strategy can be used only if the company is also using a 

product differentiation strategy to be able to offer the consumers different products and 

services designed to satisfy their needs (Smith, 1956). The segmentation is then necessary to 

be able to identify what a certain group of consumers wants (ibid.). Companies can use 

different variables depending on if they are operating in a consumer market, business market 

or in an international market (Kotler et al., 2008). 

 

There are uncountable ways to segment a market because of different variables that can be 

used alone or in combination. According to Kotler and Armstrong (2010) there are four major 

variables; geographic, demographic, psychographic and behavioral.  

• Geographic variables: region, country size, city size, density and climate. 

• Demographic variables: age, gender, family size, family life cycle, income, 

occupation, education, religion, race and nationality. 

• Psychographic variables: social class, lifestyle and personality. 



12 

 

• Behavioral variables: purchase occasion, user status, usage rate, loyalty status, 

readiness state and attitude towards product. 

 

2.5.1 The difference between customer segmentation and business-to-business 
segmentation 
Segmentation and marketing rests on the same grounds: Know your customers, what attracts 

them and how their needs differ. In this section, the business-to-business segmentation will be 

discussed, by presenting the difference between business-to-business markets and consumer. 

Compared to consumer, the business-to-business markets have according to Hauge and 

Harrison (2017) the following: 

 

• Complex decision-making unit 

The complexity is based on the fact that business-to-business markets have a number of 

stakeholders involved in decision making at the time of purchase. For purchases of clothes, 

cigarettes and food, only the customer is concerned. In case the purchase had affected plant 

equipment instead, there would be several parties involved such as production experts, 

security experts, technical experts, etc. The decision-making in business-to-business markets 

is thus more complex because it involves more parties. 
• ‘Rational’ buyers 

Business-to-business buyers are described as more rational in the sense that they generally 

buy what they need, while customers tend to buy what they want. Segmentation of a 

consumer group can therefore be more difficult to base on needs than to segment a business 

group. In business-to-business it is important to identify what customers need, aspects that 

identify these needs are based on volume purchasing, company size and job function. 

• Complex products 

The decision making in business-to-business is complex because of several parties involved, 

the products are complex in the sense that the products need to be integrated into a large 

system, as purchases are often tailored. 

• Smaller target audiences 

The business-to-business market has a smaller target audience to reach compared to consumer 

goals, as consumer target groups have more needs-based segments. 

• Personal relationships 

In business-to-business markets, it is important to offer personal service to customers in order 

to increase loyalty and dedication so that they will return. However, it is important to adjust 

the service beyond profit, for example, to customers who are willing to pay extra. These can 

be distinguished from two factors: premium and price-conscious segments, business-to-

business markets offer customers what they pay for. 

• Long-term buyers 

Business-to-business buyers are long-term buyers because their buying behavior is expected 

to happen several times over a long period of time, for example, in the purchase of office 

supplies and machine parts. However, it is important that business-to-business markets do not 

get too comfortable with customers' buying behavior so they don’t pay attention to changes in 

purchasing 
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• Less innovation 

Instead of pushing or predicting trends as the customer market does, business-to-business 

markets focuses on the response to customers’ development needs. 

• Fewer behavioral and needs-based segments 

The average business-to-business markets have between seven to ten less behavioral and 

need-based criteria than customer markets. The reason for this is that they have a smaller 

audience to take into account, business-to-business's practices or needs rarely vary. Needs-

based segments in business-to-business look similar: 

 

Price-focused segments work after a low margin and do not strive for that little extra. Quality 

and brand-focused segments work after high margins and are willing to pay high to get the 

best possible product. Service-oriented segment usually buys large volumes and attaches great 

importance to product quality and value. Partner-focused segments focus on trust and 

reliability and see the supplier as a partner. 

 

2.5.2 Segmentation in business-to-business 
In the business world, a common segmentation element is size. The reason for this is that the 

size usually means visible consumption differences in the relationship between the small and 

large firm. In order for segmentation to be beneficial, it is important to choose the most 

effective groupings, which is the strategic value that the supplier is expected to provide in the 

future. When segmenting, comparison between valuable customers and transactional 

typologies is usually made (Hauge & Harrisson, 2017). 

 

Segmentation made on size variables is referred to as demographic segmentation in customer 

marketing, while in business-to-business called it firmographic segmentation. This type of 

segmentation is usually considered sufficient and appropriate to create groups with similar 

needs. On the other hand, it is limited in terms of competitiveness, because they are usually 

easy to copy (Hauge & Harrisson, 2017). 

 

Another type of segmentation that is significantly more challenging is the need or behavior 

segmentation. It is usually more favorable and better maps the needs sought by suppliers. The 

reason why demographic segmentation is not as competitive is due to the fact that needs of 

the people within the group cannot be satisfied to the same extent (Hauge & Harrisson, 2017). 

In order to create a need or behavior segmentation, the investigator need a rich database that 

includes obvious details such as the correct address, phone number and even the names of the 

participants. In order to create an even better segmentation, it is also important that 

participants' previous sales history should be taken into account for behavioral changes. 

Through these different needs, segmentation can be determined. The disadvantage of this type 

of segmentation is that participants' responses are not updated for further studies and need to 

be followed on regular bases to be updated (ibid.). 

 

In business-to-business segmentation, statistical analyzes are recommended to see the 

relationship between satisfaction and other factors studied. Correlation analyzes can show 
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how individual factors have a relationship that can be considered as important arguments for 

the choice of segments (Hauge & Harrisson, 2017). Instead of asking the question of what is 

important, this can be derived from correlation analyzes. The advantage of statistics as the 

segmentation method is that it can usually enlighten the factors that are segregating for 

individual segments and the factors that correlate with other segments can thus be excluded as 

a factor for segmentation (ibid.). 

 

2.5.3 Suppliers segmentation 
Forest owners have a different relationship with companies than a regular customer-business 

relationship. This is because they are both suppliers and customers at the same time. Forestry 

companies buy wood from the forest owners and they also sell services needed for the 

management of their forest. The purpose of supplier segmentation is to ensure to actively 

linking the providers that can create the greatest possible value over time. This also means 

that supplier segmentation will lead to a strategy for how to prioritize and develop each 

segment as well as for offering that segment marketing and sales (Kotler, Saliba & 

Wrenn,1991). 

 

The segmentation model is used in purpose of: 

• Buyers can better identify, categorize and prioritize suppliers and therefore choose the 

right approach and offer to the right suppliers, thus reduce costs and increase 

efficiency. 

• Management develops strategies and identifies segments. The management helps to 

develop appropriate goals and consumer price indexes contribute to the prioritization 

of resources (buyers, promotions, marketing, etc.) to achieve goals, and coach buyers 

in a better way. 

• Main market should attract the appropriate segment by creating promotions and to 

communicate with selected segments in a, for them, beneficial way (Kotler et al., 

1991). 

 

A segmentation model is the link within the timber purchased work that includes strategy, 

governance and objectives. By letting the segmentation model act as a tool at all levels and all 

contexts, a common understanding of what is to be achieved, will be created. A segmentation 

model provides comprehensive knowledge and insights about how the volume and cost differs 

depending on the different types (segments) of owners and suppliers (Söderlund, 1998) 

 

The result was in turn used by buyers to get an idea of where the potential exists, as well as 

the change of focus that is required to achieve the savings targets. To reach the goal of 

achieving the savings targets the buyers adapted the communication and marketing based on 

segment and machining strategy. The buyers’ offer was therefore developed in the segment 

which deals with the greatest value creation and effect (Kotler et al., 1991). Every segment 

that is developed in the chapter called empirical data collection will be based on four similar 

grounds: sell criteria, recommended approach, the preferred marketing and communication. 

Therefore, each segment will be described on the basis of the grounds mentioned above. 
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2.5.4 Purpose of segmentation 
The purpose of segmentation is to help streamline market processing and design offers to the 

market. In service offerings, the customer usually plays an active role as co-producer. 

Segmentation should therefore not only be based on the customers, in this case the suppliers, 

needs, but also on the customer's ability and willingness to participate in the service process. 

Customer involvement is dependent on the customers’ level of knowledge (Söderlund, 1998). 

These steps that are most accurate are the determination of the market, identification of 

alternative segmentation factors, analysis and selection of segmentation factors, identification 

of individual market segments, analysis of their attractiveness and selecting specific target 

segments (Kotler et al., 1991).  

 

When a company is working with marketing, it is important to develop market segments and 

examine the needs of their customers in the various segments. As well as studying their 

characters, but also the process that occurs when decisions are taken (Kotler et al., 1991). 

Market segmentation have to first identify the need for customer and the market segmentation 

that it is based on and then develop profiles of the various segments to describe them more 

clearly. The selection of segments is the process of evaluating which segments are most 

attractive and then selecting one or several of these. Segmentation should be profitable and 

certain criteria must be met to communicate efficiently. Customers in one segment should 

have equal needs and respond differently to stimuli. It should also be clear differences 

between segments, in order to maintain effective communication and develop a marketing 

mix (ibid.). 

 

2.6 Marketing communication 
The promotion mix or the marketing communication mix is according to Kotler et al. (2008), 

a blend of tools used by the company to communicate customer value and customer 

relationships. The five major promotion tools are: advertising, sales promotion, public 

relations, personal selling and direct marketing. 

 

• Advertising: any paid form of non-personal promotion of goods, services or ideas 

made by a sponsor (Kotler et al., 2008). Knowledge is a source of value for both firm 

and customer and different types of knowledge-enhancing offers such as seminars, 

courses, and online-based counseling could be an effective way to market towards 

customers with knowledge as a high value (Kotler et al., 2008). 

• Sales promotion: what gives the buyer a short-term incentive to purchase or buy a 

product or service (Kotler et al., 2008). 

• Public relations: what can be seen of the company in public and involves building 

sustainable relations by obtaining a positive corporate image through publicity. These 

relations also concern handling unfavorable rumors and stories.  

• Personal selling: used to make sales and build customer relationships through 

personal presentations made by the sales force (Kotler et al., 2008). 
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• Direct marketing is a connection between the firm and targeted individual customers 

and is used for obtaining response and to cultivate long-lasting customers(Kotler et al., 

2008).  

 

When choosing from this mix it is important to decide if it is mass marketing or targeted 

marketing and some tools may suit different customers in diverse ways.  
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3. Methodology 
 

This chapter will provide an explanation of how the research is carried out and why the 

method is chosen. The chapter consists of research strategies that explain the general 

approach of the essay. Furthermore, the research designed to provide a detailed explanation 

of the practical approach as well as methods for gathering information will be reported, and 

also an explanation of why the research is valid from different viewpoints, will be treated in 

this chapter. 

3.1 Research strategy 
There are two approaches; qualitatively and quantitatively, the method used depends on the 

purpose of the study and the research question (Jacobsen, 2002). This study is a combination 

of a qualitative and quantitative research. The data will be collected through a survey which is 

a quantitative approach. The data will be extended so that the focus is on the backgrounds and 

possible action for the company to take, this will be used for the qualitative part of the study. 

The quantitative approaches, associated with testing of theories, have instead focused on the 

collection and analysis of data (Bryman & Bell, 2015). In order for the study to be valid a 

quantitative data collection should focus on a large sample and representative for the 

population studied (ibid.). In total 1336 surveys have been sent out to both men and women in 

different ages and expected amount of respondents is 10 percent. How the distribution of 

gender and age will be presented below, in chapter 3.2.2 Postal questionnaires.  

 

The qualitative approach is used to reach the research aim which is to generate knowledge and 

design a strategic segmentation model by using the collected data to see patterns (Saunders, 

Lewis & Thornhill, 2009). This research focuses on the structure of the theories and data 

collection which provides an in-depth understanding of a problem.  

 

There are then three approaches, inductive, abductive, or deductive methods, which can be 

taken after research strategy has been chosen (Wallén, 1996). This study will mainly treat an 

inductive method, which means that the study generates new knowledge with the help of 

collected data (Bryman & Bell, 2015). After the surveys have been compiled they will be 

analyzed and from the analysis a segmentation model will be developed. This declaration 

gives indications on why an inductive approach is relevant, since the essay primarily deals 

with a limited area in literature, which can be assimilated to a gap in the theory (Patel & 

Davidsson, 1994). 

 

3.2 Survey 
To gather information from respondents, a series of questions have been presented in a 

questionnaire. The questionnaires were designed for statistical analyses but other information 

has also been gathered from the survey. There are some important facts to consider while 

choosing what kind of survey to do, such as advantages and disadvantages. Verbal and 

telephone surveys often cost both money and time while a questionnaire is cheaper, require 

less effort from the questioner and have standardized answers that will make the data 
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collection easier for the researchers. The disadvantages consist of limitations in the fact that 

respondents must be able to read and respond to the questions and standardized answers can 

appear frustrating to users (Gault, 1907).  

 

Another disadvantage could be the large measurement errors that can occur while collecting 

data from questionnaires (Alwin, 2007). Measurement errors can be systematic or random. 

Systematic errors can happen if there is a systematic reaction of the respondents to the scale 

used to formulate the survey question. Consequently, the exact linguistic formulation of a 

survey question and its scale are crucial, since they affect the level of the measurement error. 

Unintended errors such as mistakes made by the interviewers, respondents and/or coder are 

called random errors (Saris & Gallhofer, 2014).  

 

The questionnaire consists of questions that the respondent is asked to answer in a set format. 

Open-ended and closed-ended questions can be used depending on how the information 

should be collected. The difference between those two is that an open-ended question asks the 

respondent to give his or her own answer and a closed-ended question has a given number of 

options, from which the respondent is asked to pick an answer. The response options for a 

closed-ended question should be exhaustive and exclude each other. The questionnaire used 

only close-ended questions, to simplify the correlation analysis for the segmentation. There is 

a logical order in which the questions generally should follow. Examples of orders are: least 

sensitive to the most sensitive, from the factual and behavioral to the attitudinal, and from the 

more general to the more specific. These orders contribute to the best response rates 

(Mellenbergh, 2008). The questionnaire has followed a logical order with the more personal 

questions last. 

 

3.2.1 Respondent selection 
To determine which respondents that are relevant for answering the problem statement, two 

boundaries are needed (Jacobsen, 2002). The first definition is to create an overview of all the 

potential people who could participate, if time and resources would have been unlimited 

(ibid.). The next step means that the population is divided into categories and then selected 

with criteria for the selection of participants (ibid.). Categorization of participants can be 

made in many different ways and the choice of criteria is based on the researcher's intent in 

information retrieval (ibid.). 

 

To select people that questionnaires will be sent out to a program called VSOP was used. This 

program has access to all forest owners throughout Sweden. Of the program, persons were 

selected out of a certain number of criteria, which needed to be met in order to fit the 

questions. People whose forest properties differ from their current residence were selected to 

identify absentee proprietors. The first step will help clear out people living on their property 

since they are not a suitable choice for this study. Of these people, the following information 

will be gathered: first and last name, gender, age, forest area size, share, email, street address, 

zip code, city and phone number. The reason for these criteria is to get an overview on the 

distance and ownership structure. E-mail lists will be used to send out digital questionnaires, 
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but the addresses were few and postal questionnaires will also be sent out as a complement. In 

total, the e-mail addresses added up to 306 and the questionnaire was sent out to all persons 

with an email. 

  

This division was made for each district that study is limited to. The selection of district and 

division is made after the company's previous introductions and in the locations where the 

company has an active business. By this, a total of ten lists (the districts) were received, of 

foresters who have forest properties in the district but do not live on it.  

 

3.2.2 Postal questionnaires 

For the postal questionnaires, the percentage distribution of the total number of each district 

was calculated. 1000 questionnaires were sent out and to get a large and equitable 

distribution, a calculation was made, presenting how many questionnaires for each district 

that needed to be sent out. By dividing the number of absentee proprietors in each of the ten 

districts, by the total amount of non-segmented absentee proprietors, the percentage was 

calculated. The same percent of 1000 respondents were then selected to represent the actual 

number of absentee proprietors in the districts. 

 

Region Unsegmented absentee proprietors Percentage distribution Selection 

    

Götaland 2650 24% 240 

Nord Nedre 2142 19% 190 

Nord Övre 1715 15% 150 

Ljusdal 1295 12% 120 

Örebro 1048 9% 90 

Bollnäs 861 8% 80 

Hudiksvall 631 6% 60 

Uppland 325 3% 30 

Nyköping 269 2% 20 

Västerås 221 2% 20 

Total amount 11 157 100% 1000 

Figure 4: Percentage that each district represents of the total amount of absentee proprietors 

 

Then to get a fair diversification of the amount of men and women that will receive a 

questionnaire, the percentage of men and women in each district, was calculated. When this 

percentage distribution was made, they were divided into three levels of age by calculating the 

percentage of each level in each category (men or women). Age was also a criterion in the 

study to see if the forest management differs depending on ages. The calculations resulted in 

the number for each age group, sex and districts that shall receive a questionnaire. 

 

This selection method is called a stratified sample, which is a type of random selection. The 

method means that all individuals in the population you want to comment on is divided into 

imaginary groups (strata). For example, it may be the age group and/or gender. From each 
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group is then randomly drawn unbound selection. It is also necessary to be able to present 

results separately from each strata and can sometimes allow the proportion of individuals 

taken from the various groups to differ from the groups' representation in the population. The 

number of groups (strata) should not exceed six (Aczel, 1999) 

 

Götaland Total amount: 2650 Selected amount: 240 respondents     

  Woman   1157  --> 44%     Men   1493 --> 56%     

Age (years) Quantity Calculation Selection % Quantity Calculation Selection % 

<50 330 330/1157=0,29 28% 472 472/1493=0,32 32% 

  0,29x106= 30   0,32x134= 43   

51-69 575 575/1157=0,5 50% 744 744/493=0,5 50% 

  0,5x106= 53   0,5x134= 67   

>70 252 252/1157=0,22 22% 277 277/1493=0,18 18% 

  0,22x106= 23   0,18x134= 24   

Total amount: 0,44x1157= 106 100% Total amount: 0,56x1493= 134 100% 

Figure 5: Calculation example of chosen sample for postal survey in each district 

 

3.3 Quality assessment 
If an exploratory situation corresponds to the actual performance, it can be seen as valid. 

Validity can be seen from various dimensions such as external validity, performance and 

reliability. An external validity can be complex even though the study is applicable on the 

basis of general studies (Bryman & Bell, 2015). Since the study is a quantitative survey study, 

it can be seen as reliable, even from an external perspective. This is because similar 

performances can also occur in other industries such as excavations of natural materials, water 

for hydropower, and clay for bricks and outdoor recreational activities where the owner does 

not live on the site. This choice was made because of the examination of customer values 

impact on the opportunities based on the same customer segments. One shortcoming of the 

study's validity may be that respondents only live in Sweden, which means that cultural 

factors cannot be taken in consideration. 

 

The reliability of the study, based on repeatability, can be seen as strong. This is because the 

secondary data used is available for all. The prerequisite for reliability is that the same 

delimitations are made and survey questions do not change. Reproductive capacity can be 

defined as a study done by another researcher, but still reach the same outcome (Bryman & 

Bell, 2015). This is therefore strongly linked to the authors influence on the study, because the 

studies are based on minimal interference from the survey, the study can be reproduced to a 

large extend. However, the questions might have unconsciously affected by authors subjective 

approach. Then questions may be perceived differently depending on whom is writing the 

question.  
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3.4 Subjectivity and objectivity 
This study has tried to build on objectivity by not mixing the author's opinions and 

perceptions of the responses. Because there are many opinions on how the world looks, it is 

almost impossible to gather complete information about the world (Jacobsen, 2002). 

 

The fact is that subjectivity will still exist to some degree due to previous understanding, 

where perceptions from the authors create certain expectations. The authors are just like 

Jacobsen (2002) describes, aware that there is no universal social reality as it is impossible to 

speak of perceptions that are universal for all people. The authors are therefore clear in their 

study that the results cannot be generalized to respondents with similar backgrounds 

(Jacobsen, 2002), but it is their subjective experience presented based on the author's' 

objective perception. By adopting an objective approach, the authors tried to present the 

respondents' perceived reality based on closed questionnaires, in order to reduce the ability to 

interpret the respondents' interpretation that refers to the ideas and beliefs that exist in the 

mind of man (Porter, 1996). 

 

None of the authors have previous experience within the forest industry. The researchers are 

not and have not been active as forest owners or past any academic knowledge surrounding 

forestry. This means that the study's objectivity can be seen as high as questions that the 

authors ask in the questionnaire are sufficiently well formulated because the authors can also 

understand it. The author's lack prior experience, previous research was used to create a 

complement (Jacobsen, 2002), to generate enough knowledge about the respondents’ reality 

(ibid.). 

 

As forest owners who do not live on their forest property are studied, the assumption that they 

have knowledge about forestry cannot be made. What should also be considered is that 

counseling is an individual experience which can result in subjective responses from 

respondents. Since the authors of the study want to map the needs that exist, it is important to 

understand how the behavioral need correlates with the segmentation of the counseling needs.  

 

3.5 Data analysis 
The data will be analyzed in three different steps. First is that every question will be 

individually analyzed and presented in the chapter empirical data collection. The second step 

is that the questions will be analyzed in cross-dimension. This means that two or more 

questions will be analyzed together to map nexus and connections between factors. Last step 

is that the respondents will be divided into segments according to distance and forest area then 

each segment will be statistically analyzed.  

 

The questionnaires gave a total of 176 answers, which signifies 13.5 % answering rate. When 

doing the analysis, the authors had to invalidate the answers that did not meet the 

requirements for the question. This applies only to chapter 5 Analysis. The descriptive data 

(empirical data collection) are presented just as respondents answered and excluded the 

requirements for the questions.  
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Question 6 and 14 had multiple choice alternatives, which resulted in more answers than 

respondents in the postal questionnaires. To get an easy overview of the result the percentage 

distribution will be presented. The amount of chosen alternatives could not be affected in the 

postal questionnaires regarding question 13, 14, 16 and 17 and this resulted in more answers 

then respondents. 

 

For the analysis Pearson’s Correlation is used as statistical instrument, the reason for this 

choice is because it will show the relationship between different variables. To be able to make 

correlation, each question’s alternatives first need to be divided into a variable. When doing 

this each respondent’s chose will be 1 if they choose that alternative or 0 if they did not 

choose that alternative (Appendix 1). This was done for all questions. The reason why the 

analysis could not follow the same formal requirements as in the result is because the authors 

used the SPSS program that fails to handle one question in a variety of ways. 

 

3.6 Keywords and information gathering 
Search engines used are NIPF, Google scholar, Web of science, Scopus and Halmstad 

University’s library archive. The authors were in contact with professionals who are currently 

working with the topic and have recently published articles on the subject. After doing some 

Google searches about absentee proprietors an ongoing project by Carina Keskitalo, professor 

at Umeå University, was found through a newspaper. To get some background for the 

research, Keskitalo was contacted. Through this contact some names were gathered such as 

Haugen and Westin, who do research in business and forestry. In their published articles, 

information was found and references that would play a major role in this thesis. 

 

Keywords used in the search for information are:  

1. Utbor (Swedish) 

2. Absentee proprietors 

3. Absent proprietors 

4. Forest management 

5. Distant forest owners 

6. Purchase strategy 

7. Segmentation strategy 

8. Suppliers segmentation 

9. Strategic decision-making 

10. Marketing communication 

11. Non-industrial private forest owners 

12. Non-residential owners 

 

To get a wider understanding of the industry a search for general information about 

purchasing was made and the book Purchasing & supply chain management: analysis, 

strategy, planning and practice (Van Weele, 2009) was used. General information about 
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company strategies concerning marketing theory, segmentation and needs analysis were found 

in Principles of marketing (Kotler et al., 2008). 

 

3.7 Holmen Skog AB as a cooperation partner 
In order to facilitate the way to achieve the research objective, a collaboration was established 

with Holmen Skog AB. Holmen Group is a forest industry group that manufactures 

cardboard, printing paper and sawn timber and is operating within forestry and energy. 

Europe is their main market. Holmen Skog AB(further called Holmen)is one out of five 

companies within the group and their main focus is the forests and forestry. They are 

responsible for 1.3 million hectares of forest in Sweden (Holmen Skog, 2017). Holmen’s 

strategy is to increase earnings and the future value of Holmen's forest holdings, through 

active and sustainable forestry (Holmen Skog, 2017). They strive to have a clear focus on 

costs as well as further development of methods, techniques and skills. The position on the 

timber market and economies of scale will contribute to the industrial business 

competitiveness (ibid.).As one of Sweden's largest forest owner; Holmen has developed a 

professional and efficient forest management. The result is services, Holmen´s Value Stairs, 

which gradually makes the forest ownership safe and profitable (Holmen Skog, 2017). 

 

The reason for the collaboration is to be able to get help from some experienced researchers in 

the field and provide the right data collection tools. Holmen helped with the digital survey 

program APSIS and provided information about the population studied. The VSOP program 

is usedactively within the company and the program helped the authors provide the needed 

information about ownership structure, gender, area, address, postal code and property place. 

This was important in order to formulate the questionnaire with relevant questions that the 

authors could not collect through the program. To sum up; the collaboration with Holmen 

provides access to data, legitimacy and better working methods. 

  



 

4. Empirical data collection
 

In this chapter, the authors will present a summary of the questionnaires

Appendix 3). Each question will be addressed individually and how the respondents have 

answered will also be presented visually. The percentage distribution will provide patterns of 

the respondents’ needs, which will conclude in elements for segmentation

next chapter be put together to see the correlation between different needs and answers

 

4.1 Question 1: Specify the property/
 

Figure 6: Distribution of property size 

 

The first question concerns the size of the forest property. The reason for this question is to 

find out if the need for counseling is related to the size of the property. According to 

Holmen’s segmentation model the size of the forest property is a factor

choosing a supplier. Selection of suppliers from a distance can make this factor become more 

significant than usual. The survey shows that 68 % of the respondents own less than 120 

hectares. While only 13 % of the respondents owns o

however can compile, stand for as much or more of the forest area as the 

answered that they own less than 120 hectares. 

forest is measured in hectares and 

important to identify the need for counseling of the 13 %, who owns larger forest areas.
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Figure 6: Distribution of property size  

The first question concerns the size of the forest property. The reason for this question is to 

find out if the need for counseling is related to the size of the property. According to 

Holmen’s segmentation model the size of the forest property is a factor that is important when 

choosing a supplier. Selection of suppliers from a distance can make this factor become more 

significant than usual. The survey shows that 68 % of the respondents own less than 120 

hectares. While only 13 % of the respondents owns over 280 hectares of forest. These 13 % 

stand for as much or more of the forest area as the 

answered that they own less than 120 hectares. To avoid counting on area more than once, t

forest is measured in hectares and not in the number of owners, and it could therefore be 

important to identify the need for counseling of the 13 %, who owns larger forest areas.

 

68%

Specify the property/forest area in hectares

120 - 280 More than 280
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the authors will present a summary of the questionnaires (Appendix 2 & 

. Each question will be addressed individually and how the respondents have 

answered will also be presented visually. The percentage distribution will provide patterns of 

, which will conclude in elements for segmentation. This will in the 

next chapter be put together to see the correlation between different needs and answers. 

The first question concerns the size of the forest property. The reason for this question is to 

find out if the need for counseling is related to the size of the property. According to 

that is important when 

choosing a supplier. Selection of suppliers from a distance can make this factor become more 

significant than usual. The survey shows that 68 % of the respondents own less than 120 

ver 280 hectares of forest. These 13 % 

stand for as much or more of the forest area as the other 68 %, who 

To avoid counting on area more than once, the 

of owners, and it could therefore be 

important to identify the need for counseling of the 13 %, who owns larger forest areas. 
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4.2 Question 2: How far is the distance between your property and your current 
residence? 
 

 
Figure 7: Distance between property and current residence 

 

The second question defines how far from the owned land the owner lives and they were 

given six alternatives ranging from less than 200 km to more than 600 km. The majority (23.3 

%) of the respondents lived more than 600 km away from their property and one fifth of them 

lived between 200 and 300 km away. 

 

4.3 Question 3: How often do you travel to your property? 
 
How often do you travel to your property? Responses Percentage distribution 

Less than once per year 13 7,3% 

1 -3 times a year 49 27,9% 

More than 3 times a year 114 64,8% 

Total 176 100% 

Figure 8: Amount of travels to forest property 

 

The answers from this question can widen the general understanding of absentee proprietor’s 

involvement in their forest. 23.3 % of the respondents had more than 600 km between their 

forest property and their current residence and 65.8 % travel to his or her property more than 

three times a year. Only 7.3 % of the forest owners are traveling less than once a year to its 

forest property. Respondents had three possible answers. 
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4.4 Question 4: How many percent of the household's total annual income comes 
from forest holdings? 
 

 
Figure 9: Annual income that comes from forest holdings  

 

The respondents were asked about how many percent of their total annual income came from 

their forestry and they were given five alternatives: 0-5 %, 6-10 %, 11-50 %, 51-100 %.The 

last alternative was do not know. 81 % answered that less than 6 % came from their forestry. 

This indicates that the income from forest ownership is a secondary income. 1 % of the 

respondents earned between 51 and 100 % of their annual income from their forestry. This 

question can help indicate the importance of having a relationship with a wood buyer and how 

economically dependent the forest owner is on his or her forest. 
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4.5 Question 5: How did you become a forest owner?
 

 

 

Figure 10: Acquisition of forest

 

How the respondents acquired their forest is considered relevant as 

comprehensive picture of the forest owners' relationship to their forest. The respondents were 

given four different response options; inherita

answered that they had invested in the forest. This in

an active choice for forest ownership, while inheritance and gift (accounted for 43 % and 16 

%) may indicate that the owner has a long tradition of forestry in the family. The alternative 

other received 14 % of the responses.

 

4.6 Question 6: What are the two main purposes of your forest ownership?
 

Figure 10: Purpose of forest ownership

 

In this question, the respondents were asked to choose two alternatives out of eight, which 

resulted in more than one answer per respondent. In the digital questionnaire, it was 

28%

14%

How did you become a forest owner?

Heritage Gift

Letter  What are the two main purposes of your forest ownership?

A Recreation (Hunting, fishing, picking berries, etc.)

B Good long-term investment 

C Good operating yield 

D The feeling of owning forest 

E Supplying an ownership tradition

F Preservation of natural values of the forest

G Wood/timber to your own operation

H Other 

TOTAL 

4.5 Question 5: How did you become a forest owner? 

 

Figure 10: Acquisition of forest 

How the respondents acquired their forest is considered relevant as 

comprehensive picture of the forest owners' relationship to their forest. The respondents were 

given four different response options; inheritance, gift, investment and other

answered that they had invested in the forest. This indicates that the forest owners have made 

an active choice for forest ownership, while inheritance and gift (accounted for 43 % and 16 

%) may indicate that the owner has a long tradition of forestry in the family. The alternative 

responses. 

4.6 Question 6: What are the two main purposes of your forest ownership?

Figure 10: Purpose of forest ownership 

In this question, the respondents were asked to choose two alternatives out of eight, which 

resulted in more than one answer per respondent. In the digital questionnaire, it was 

42%

16%

14%

How did you become a forest owner?

Gift Investment Other

What are the two main purposes of your forest ownership? Responses 

Recreation (Hunting, fishing, picking berries, etc.) 76 

69 

14 

35 

Supplying an ownership tradition 78 

Preservation of natural values of the forest 23 

Wood/timber to your own operation 15 

15 

325 
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How the respondents acquired their forest is considered relevant as it provides a 

comprehensive picture of the forest owners' relationship to their forest. The respondents were 

nce, gift, investment and other. 28 % of them 

dicates that the forest owners have made 

an active choice for forest ownership, while inheritance and gift (accounted for 43 % and 16 

%) may indicate that the owner has a long tradition of forestry in the family. The alternative 

4.6 Question 6: What are the two main purposes of your forest ownership? 

In this question, the respondents were asked to choose two alternatives out of eight, which 

resulted in more than one answer per respondent. In the digital questionnaire, it was 

 Percentage distribution 

23,4% 

21,2% 

4,3% 

10,8% 

24% 

7,1% 

4,6% 

4,6% 

100% 
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mandatory to choose two answers, but within the postal questionnaires that limitation could 

not be made. This resulted in some of the respondents choosing less than two alternatives. 

From the table above, Supplying an ownership tradition, with 24 %, is the main reason for 

owning forest. 

 
Combination of answers Responses 

a + b 22 

a + c 3 

a + d 10 

a + e 26 

a + f 10 

a + g 5 

a + h 2 

b + c 4 

b + d 13 

b + e 25 

b + f 3 

b + g 4 

b + h 2 

c + d 2 

c + e 3 

c + f 2 

d + e 6 

d + g 1 

d + h 2 

e + f 9 

e + g 2 

e + h 1 

f + g 1 

f + h 2 

g + h 2 

Figure 11: Combination of answers 

 

Since the respondents had the ability to choose two answers in the question, the different 

combinations of answers are compiled in Table 3. From the table, it is shown that recreation 

combined with supplying ownership traditions are the main purposes of owning the forest. 

Second combination was with long-term investments and supplying an ownership tradition. 

Thirdly the combination with recreation and long-term investment were chosen. These three 

answers were also the most important in the individual distribution (see table 2). The 

combinations not included in figure 11 were not answered by any respondents and had zero 

responses. 

 

 

 

 



 

Most popular answers: 

A: Recreation (Hunting, fishing, picking berries, etc.)

B: Good long-term investment

E: Supplying an ownership tradition

 

4.7 Question 7: Are you a member o
 

Figure 12: Membership 

 

This question consisted only of two response 

need to specify what type or who they have membership with nor their membership type. Of 

the total number of respondents, 4

are not. 

 

4.8 Question 8: What kind of relationship do you want with your wood buyer?
 

Figure 13: Relationship reques
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4.7 Question 7: Are you a member of a forest owners' association?

 

This question consisted only of two response options; yes and no. The respondents did not 

need to specify what type or who they have membership with nor their membership type. Of 

e total number of respondents, 40 % are members of a forest owners' association, 

 

What kind of relationship do you want with your wood buyer?

Relationship request with wood buyer 
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In the question above 37 % answered that they wish to have contact with their wood buyer 

only at evident business and 36 % wanted an advisory/management relationship. These were 

the two most important alternatives for the respondents. Advisory/management relationship 

and supportive relationship compiled to half of the respondents. The results of this question 

will indicate how a wood buyer can approach the forest owner depending on how independent 

the forest owner wishes to be. 

4.9 Question 9: How important is the knowledge and advices that your forestry 
advisor (wood buyer) provides? 
 

 
Figure 14: Importance of knowledge and advice 

 

In order to get as investigative responses as possible, the respondents were given five possible 

answers to this question. As the purpose of the study is to identify the needs of absentee 

proprietors, it became important to have more than two options. The study revealed that 66 

(37.5 %) people out of the 176 respondents believe that knowledge and advice is important 

when choosing a wood buyer. 38 (21.6 %) of the respondents felt that they were pretty 

important. In contrast, the 39 (22.2 %) who believed that knowledge and advice are 

interesting but not important and 12 (6.8%) of the respondents felt it was not important at all. 

The majority of respondents, however, could confirm that the knowledge and advice is a 

factor that is important in the selection of buyers. 
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4.10 Question 10: How often do you want contact with your forest advisor? 
 

 
Figure 15: Need of contact with advisor 

 

To build business relationships with forest owners, the wood buyers need to attend to the 

owner’s needs and wants. To chart the timeframe in which the forest advisor preferably 

should contact the forest owner they were asked how often they wanted to be contacted and 

they were given five alternatives. 32 % answered more rarely than every two years and 4.5 % 

preferred to have contact with their forest advisor every month. 

 

4.11 Question 11: How often do you follow the advice given to you by your 
forestry advisor? 
 

 
Figure 16: Following advice from forestry advisor 

 

As a complement to question 9 the question about whether forest owners follow the advice 

provided by the buyer, was asked. Here, the respondents were given five possible answers; 

always, often, sometimes, rarely and never. The results were that they most often listen to the 

57

25

53

33

8

0 10 20 30 40 50 60

More rarely than every two years

Every two years

Every year

Every quarter

Every month

How often do you want contact with your forest 
advisor?

21

16

35

83

21

0 10 20 30 40 50 60 70 80 90

Never

Rarely

Sometimes

Often

Always

Amount of responses

How often follow the advice given to you by your forestry 
advisor?



32 

 

advice given by the buyer (47.2 %). 11.9 % of the respondents never listen to the advice of the 

wood buyer. Just as many (11.9 %) as the ones never listening always listen to the given 

advices. From this it can be concluded that the adviser's counseling is crucial in decision 

making, however, it is not always the advice is the one taken by the recipient. 

4.12 Question 12: What is crucial for you when choosing a business partner in 
timber sales? 
 

What is crucial for you when choosing a business partner in timber sales? Responses Percentage distribution 

Price of timber 42 21,3% 

Good long-term partnership 40 20,3% 

Relationship/trust for my forestry advisor (wood buyer) 48 24,4% 

Previously work carried out by the forest advisor (wood buyer) 35 17,8% 

Having my forest plan/action plan with the forest advisor (wood buyer) 13 6,6% 

Recommendations from others 19 9,6% 

TOTAL 197 100% 

Figure 17: Elements affecting the choice of partner 

 

Six alternatives were given and the purpose of this question is to raise awareness about how to 

easiest approach the forest owners and satisfy their needs. The alternative with the most 

respondents (24.4 %) was Relationship/trust for my forestry advisor (wood buyer) and in 

second place is Price of timber with 21.3 % of the checked answers. 

 

4.13 Question 13:What makes a wood buyerinto a good long-term partner? 
What makes a wood buyerinto a good long-term partner? Amount of responses Percentagedistribution 

The partner has a comprehensive range of services 24 10,1% 

The partner has a local connection 49 20,5% 

Relationship with my forestry advisor (wood buyer) 34 14,2% 

The ability to influence the performance of services 20 8,4% 

The size of the company (security) 6 2,5% 

The company can provide a forest management plan 12 5% 

The company's values, behavior and orientation 19 7,9% 

Their environmental policy 3 1,3% 

The quality of the provided services  60 25,1% 

Other 12 5% 

Total responses 239 100% 

Figure 18: Factors that makes a wood buyer a long-term partner 

 

For this question, the respondents were given ten possible answers, where mapping the 

primary factor that is crucial for the cooperation between buyers and suppliers, is important. 

The idea was that the respondents would only check one option. This was something that 

could be operated in the digital questionnaire but unfortunately not in the postal ones. This 

resulted in a total of 239 responses to the question but still only 176 respondents. The reason 

for the high amount of answers is that the respondents were able to select more options than 
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allowed and because it is almost impossible to find out which option is their main response, 

all responses were used and represented their perceptual distribution. Quality of service is the 

most important factor, with 25.1 % of the answers, when the relationship is expected to be 

long-term. However, the local connection comes close as an element for a long-term 

perspective with 20.5 %. 

 

4.14 Question 14: What kind of forest information interests you? 
 
Letter What kind of forest information interests you? Responses 

a Research and development within forestry 30 

b Information about forest management 102 

c Status update on ongoing missions 34 

d Trends in forest industry 23 

e Forestry policy 20 

f Recreation (hunting, fishing, berry picking etc.) 35 

g Economy 48 

h Law 9 

i Other 9 

j Nothing 9 

Figure 19: Information that interest forest owners 

 
Combination of answers Responses 

a + b 13 

a + c 6 

a + d 3 

a + e 3 

a + f 3 

a + g 2 

b + c 21 

b + d 10 

b + e 7 

b + f  15 

b + g 22 

b + h 5 

b + i 2 

c + g 8 

d + e 3 

d + f 2 

d + g 3 

d + h 1 

e + f 1 

e + g 4 

e + j 1 

f + g 5 
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f + h 1 

g + h  5 

g + j 1 

i + j  1 

Figure 20: Combination of interesting information. 

 

To investigate what kind of information absentee proprietors are interested in they received 

this question and ten answering alternatives. They were asked to choose two alternatives each 

but in the postal questionnaires the respondents sometimes checked only one alternative. This 

resulted in 319 answers in total out of the 176 respondents. 

 

Option b: Information about forest management is what interests most of the respondents and 

in combination with another factor this one was used the most. The b alternative was checked 

102 times out of 319 answers and it was also used in most of the combinations. The second 

most checked alternative was Economy (48 answers) and 22 times in combination with option 

b. The combination next in line after b + g was b + c: Information about forest management 

and Status update on ongoing missions. (The combinations not included in figure 20 had zero 

responses.) 

 

Most popular answers: 

B: Information about forest management 

C: Status update on ongoing missions 

F: Recreation (hunting, fishing, berry picking etc.) 

G: Economy 

 

4.15 Question 15: How often do you search forest information? 
 

 
Figure 21: Searching for forest information 
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Since forest owners said how important it is with knowledge and advice in the selection of 

wood buyers, the question about how often they update their knowledge about forestry, was 

asked. Of the total 176 respondents, 49 answered that they are seeking information about the 

Less often than every year, this resembles 27.8 %. 7.4 % (13 of 176) responded that they are 

looking for information on a weekly basis. 20.5% (36 of 176) responded that information 

acquisition is done once a month. 

 

4.16 Question 16: Which channels do you mainly use when searching for forest 
information? 
 

 
Figure 22: Channels for information search 

 

Since the question above concerned how often they are looking for information about 

forestry, this question was asked to find out how this information gathering is done. The issue 

consisted of eight possible answers: newspapers, internet, my forest advisor (wood buyer), 

information dispatch from my forest advisor (wood buyer), friends and familiars, social 

media, other and do not know. 30 % of the respondents replied that they do their research 

online. While newspaper (20%), sending information (18%) and the forest advisor (16%) was 

next channels for information acquisition. 2% of respondents stated that they collected 

information through social media and 7% stated that they collected forest information through 

friends and familiars. 
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4.17 Connections between empirical findings 
After compiling the results, some patterns could be found among the respondents' answers. 

This showed that property area and distance were factors that the rest of the answers can be 

based upon. Hence, a correlation analysis of the empirical material was made with the factors 

separately. The analysis was made in relation to other questions in the survey, in order to 

obtain credible segmentations for the design of the model, in Chapter 5 Analysis. In order to 

avoid interference and interpreting opportunities, only those relationships that can be 

statistically proven will be reported. 
 

4.17.1 Forest property area 

For the variable property area, the result shows that with a significance level of 5%, people 

with an area of 120-280 hectares have a forest income of 11-50 %of their total income. 

Furthermore, it was statistically shown that people with a forest area of less than 120 hectares 

account for less than 5% of their annual income from forestry activities. With a 95% 

confidence, it could be shown that people who answered that they own over 280 hectares 

indicated that 6-11% of the income comes from forestry. For the categories less than 120 

hectares and between 120-280 hectares, the chance cannot be ruled out as to how the persons 

in question acquired their forest. On the other hand, statistics show that with 99% confidence, 

respondents with more than 280 hectares have received their property through gift. 

 

The result also found that, due to size, the forest owners have different purposes with their 

forest. The relationship is evidence of statistical significance is that current return is the 

purpose that is essentially considered as important for persons with greater property area than 

280 hectares. There is no sufficient strong significance to find which purposes are considered 

to correlate with the other two size categories less than 120 hectares and between 120-280 

hectares. For these two categories, instead, a correlation for what kind of relationship they 

want with their wood buyer could be possible. There was a connection between 120-280 

hectares and advisory managerial relationship with the wood buyers. Furthermore, there was 

also a connection between less than 120 hectares and relation only in concrete cases. 

However, there was no correlation between size and the importance of knowledge or advice 

that the buyer provides. Between how often respondents follow the advice given by the buyer 

depending on their property area, the statistics could not prove any correlation. 

 

On the other hand, there was a correlation for all three categories as to how often they would 

be contacted. With 99 % confidence, it could be found that people with larger property than 

280 hectares wanted to be contacted once a quarter or once a month. With the same 

confidence level it could also be seen that property area less than 120 hectares correlates with 

contact less than every two years. Finally, with a significance of 5%, it can be seen that 

property area 120-280 is associated with being contacted at least once a year. Property size 

cannot either show a statistical significance regarding the choice of business partner (question 

12) or what characteristics it should have for the long term (question 13). Nor could there be 

any connection for what type of forest information that interests the owners with different 

property sizes. On the other hand, a correlation between property size greater than 280 
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hectares and the search for forest information could be repeated several times a month. How 

information search took place could be statistically ensured for property area less than 120 

hectares, which correlates with the information being collected through friends and familiars. 

 

4.17.2 Distance between residence and forest property 
For all categories with less than 400 km of distance, there was a statistical connection that 

they travel more than three times a year to their property, although not all categories show 

equally strong correlation. While everyone who has more than 600 km to their property, 

travels less than three times a year to their property. 

 

The purpose of forest ownership in correlation with the distance turned out to be significant 

for the response options long-term investment and the distance 301-400km to the forest 

property. For the connection between purpose and distance, a correlation was also found 

between passing an owner tradition correlated with the distance 501-600km. The final 

significant connection for the same factors is also the feeling of owning forests and distances 

more than 600km. 

 

The kind of relationship the absentee proprietor want with their wood buyer could only be a 

statistically connected for the distance 401-500km, this correlated with small/minimal advice. 

Importance of knowledge and advice for forest owners, depending on the distance to their 

forest property, there was also only one correlation: partly important and over 501 km in 

distance, which is a 3 on a 5-degree scale. The result also shows that there is a correlation 

between how often the forest owners want to be contacted depending on the distance. For 

persons with a distance of 301-400 km, the contact is significant at once a month, and for 

persons with 401-500 km distance, there was significance to the contact at less frequent than 

every other year. On the other hand, there was no correlation between following the advice 

and the distance. 

 

The choice of business partner shows correlation with two of the distance categories, different 

from the size of the property, which did not show any connection. For the distance of 501-

600km from the forest property it can be seen with 99% confidence, that the choice of 

business partner is determined by having their forestry plan with them. For distances 301-

400km, it was also found that for this target group, trust given to the wood buyer was a 

deciding factor for partner selection. What makes a wood buyer into a long-term partner and 

the distances have a correlated significance, but none were found for the property size. For 

distances of 401-500km there was a correlation with the partner has a local affiliation and the 

size of the company. For persons within the category for more than 600 km to the forest 

property, there was a connection with the factor that the company could offer a forest plan. 

 

Just as for the property size, there is no statistical link between what kind of forest 

information interests the forest owners and how far from the forest property they live. 

Therefore, size and distance can be ruled out and instead a general theory for what kind of 

forest information that interests absentee proprietors can be formed. This can be found 
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directly in the result under question 14. How often information is retrieved depending on how 

far away from its forest property the owners live, is also not significant. On the other hand, 

there is significance between the channels that forest owners use to search information and 

one of the distance categories to. For the category 401-500km to the forest property there is a 

correlation that they usually seek forest information through friends and familiars. 
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5. Analysis 
 

In this chapter the empirical data will be confirmed through the theoretical framework. Then 

the segmentation model that the authors have developed will be presented. The segments will 

be analyzed based on correlation theory and they will analyze individually in relation to their 

other answers in the questionnaire. The answers that the segment show a statistically 

correlation with will determine which offers and approaches that are most appropriate to 

meet each segment's needs. 

5.1 Absentee proprietors and forest management 
Due to urbanization, there is evidence that co-ownership in forestry has become more 

common (Haugen et al., 2016). This is evident in the empirical data when the majority 

responded that they own less than 120 hectares of forest. Forestry has become less important 

for the individual's economic conditions. Statistiska centralbyrån (2015) calls this a part of 

urbanization, which affected people to increasingly move towards the city, as forestry requires 

ongoing management and is not a stable source of income (United Nations Population Fund, 

2016). Empirical data show that 81 % of the respondents earn less than 5 % of their annual 

income on forestry. 

 

The availability of the managed forest is not an argument for the owners to be close to the 

property (Skogssytelsen, 2010; Lidestav & Nordfjell, 2002). Empirical results show that 

highest respondent rate is at the distance more than 600 km to their forest property. 

Furthermore, the data also states that the majority of respondents have more than 400 km to 

their forest property. On the other hand, the results can show that the distance is not an 

argument for not visiting its forest property, as 64 % of respondents travel more than three 

times a year to their forest property. 

 

Because of the long tradition of forest management in Sweden, the main reason for people's 

ownership of forest is legacy. Privatization of forestry (Lindgren, 2013) has contributed to the 

fact that people have a different relation to their forests. Empirical data show that the main 

purposes of people's ownership of forest are recreation, long-term investment and transferring 

an ownership tradition. This is confirmed by Haugen (2015) who says that private forest 

owners are now more interested in issues of economics, ecology and social conditions. 

Kangas and Niemeläninen (1996) also say that recreation is more important for absentee 

proprietors than it is for resident forest owners. The reason is considered that economic 

dependency for resident forest owners is higher (ibid.). 

 

The empirical data shows that distant forest owners essentially want a relationship with their 

forest adviser at only evident business (37 %). This may be because forestry has become more 

of a private business (Pulla et al., 2013). On the other hand, there are a large number of 

respondents (36 %) who consider that the management and advisory relationship is what they 

seek from their forest adviser. The reason for this may be that management strategies differ 

depending on whether they are resident forest owners or absentee proprietors (Kozak et al., 

2008). This is also confirmed in the results that show that knowledge and advice from the 
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forestry partner is very important, a 5 on a scale of 5. In spite of this, the result shows that 

absentee proprietors want to be contacted more rarely than every other year. How often a 

forest owner wants to be contacted does not determine the quality of the contact. If the contact 

is effective (Monczka et al., 2011), a more seldom contact may be considered sufficient. This 

may be due to the fact that forestry activities are not their primary employment (Statistiska 

centralbyrån, 2015), hence the time spent on management is not as prioritized. By giving a 

forestry adviser, with high knowledge and trustworthy advices, the responsibility, the forest 

owner does not need to maintain the same control over the activities. 59 % listen often or 

always to their forestry partner. The relationship should therefore be a prioritized variable for 

companies (Van Weele, 2005). In order for the relationship to be built, trust must be given to 

the buyer; this will be favorable for both parties (ibid.). The result shows that the decisive 

factor for initiating a relationship with a buyer is the quality of the offered services. 

 

Due to the fact that the distance is high and the contact rarely occurs, the results show that the 

absentee proprietors are most interested in obtaining information about forest management as 

well as status updates of relevant services. The result also shows that information retrieval is 

not something that is actively carried out by distant forest owners, which may be the reason 

for giving information about forest property management. This makes the company reputation 

a factor that influences the choice of collaboration partner (wood buyer) (Van Weele, 2005). 

 

5.2Segmentation model 
The authors are aiming, through the empirical data, to identify the needs for different types of 

individuals and the type of communication that is suitable for the different groups. According 

to Hauge and Harrison (2017), this means that behavior/need segmentation should be 

developed. In order for the result from the empirical data to be measurable and individuals to 

be grouped the authors created a demographic segmentation (Kotler et al., 2008) with both 

factors property area and distance as subdivision variables. In business-to-business 

segmentations this would signify the firmographic segmentation since size is considered 

(Hauge & Harrison, 2017).In order for this segmentation to be implemented, property area has 

been divided into two categories, small area size (less than 120 hectares) and large area size 

(from 120 hectares upwards). This allocation was made to provide a reasonable division 

between the survey respondents, where 68 % responded to less than 120 hectares, and a joint 

division of the other two options constitutes 32% (category 120-280 hectares and over 280 

hectares).  

 

The distance (between the forest property and the owners’ current residence) has also been 

divided into two categories, large distances and small distances. By merging the first three 

intervals from the questionnaires; less than 200km, 201-300km and 301-400km to the 

property, the variable formed a small distance, then the last three intervals were merged, 401-

500km, 501-600km and over 600 km and formed the variable long distance. Distances less 

than 400 km is considered as possible distance to travel in a day in this study.  
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To create a segmentation model out of these variables, they needed to be put in relation and 

form dimension (Kotler et al., 2008). Statistics will be used as the segmentation method to 

visualize the factors that are segregating for individual segments and the factors that correlate 

with other segments can thus be excluded as a factor for segmentation (Hauge & Harrison, 

2017). Four segments were created through following criteria:  

• Small area, small distance: The visitors 

• Small area, large distance: Conservationists 

• Large area, small distance: Investors 

• Large area, large distance: Specifiers 

 

 
Figure 23: The developed segmentation model  

 

5.2.1 Segment 1: The visitors 
This segment is the largest in terms of the number of forest owners. What characterizes them 

is that they often visit their property and there is significance between the segment and visits 

their forest property more than 3 times a year. The reason for this is that distances of less than 

400 km to the forest property are a reasonable distance to travel over the day. On the other 

hand, their forest property does not make up much of the total annual income. A correlation 

between 0-5% of forestry income and the segment is significant to a 99% confidential. This 

segment also shows a connection with the purpose of wood and timber for its own 

business(Skogsägarnas riksförbund, 1996). This may mean that the price is a major factor that 

could be crucial to this target group. Since the income from the forest property does not create 

a dependence on economic factors, there is a risk that this segment will not want to add more 

money to it. They seek main information from their forest cooperation partners. This 

connection forms assumptions that the segment is attracted to local actors, were the 

information in the sent-out dispatches can be customized. 

 

According to general segmentation theory, this customer group is not as attractive to 

companies, since they don’t intend to spend a lot of money (Kotler et al., 2008). The problem 

with this customer group is that they do not represent a major priority in the supply chain 

(Van Weele, 2005). Customers in this group are usually close to more forest properties and 
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are not particularly interested in advice. They often travel to their forest, which means that 

they possess a higher awareness of their business and this may mean that knowledge is not the 

most relevant to this customer group. They are still in need of a forest advisor/wood buyer 

because their forest is mainly used for timber and wood for their own business (Skogsägarnas 

riksförbund, 1996). Effective harvesting is a selling criterion that should be seen as an 

advantage for the forest owner in this customer segment. Due to economic independence, this 

segment can also be seen as a less loyal customer group, as their forests do not require larger 

contracts or contracts during harvesting. The contracts offered for this customer group can be 

considered having a lower risk level because forest management is not difficult to handle, as 

the property area is small. 

 

Furthermore, this customer group can easily get to and from their property, which means that 

maintenance can also be done by the forest owner. These facts are similar to what defines a 

resident forest owner and Ingemarson et al. (2006) argues that the general management is 

heterogeneous among private forest owners. Communication to this segment should focus on 

proximity to other felling (geography and time), synergy effects that make the creator merge 

two or more crucial factors to create optimal customer satisfaction (Kotler et al., 2008; Van 

Weele, 2005). For this segment, this could be fast and cost effective harvesting. 

 

5.2.2 Segment 2: The Conservationists 
The second largest segment is characterized by a small area but large distances to the forest 

property. The correlation shows that the segment is related to the number of visits to the 

property. The visits constitutes 1-3 times a year to a 99 % confidence level. Statistical 

analysis shows that their main purpose with the forest is the sense of owning forests. This 

means that they probably have a deeper relation to their forest and nature. Customers in this 

segment correlate with contact more seldom than every two years. With that information, 

assumptions can be made that customers are not particularly interested in sales or advice 

regarding current returns. Communication to this segment should therefore focus on the sense 

of owning forest, animals and nature, security, reliability, avoiding soil degradation, 

credibility, forestry and hunting. Phrases focusing on sales, speed, efficiency and price should 

be taken into account. 

 

Due to the relationships that exist for the segment, it is clear that customers in the segment 

have not obtained their forest as an investment, rather through inheritance or gift. Even 

though there is no statistic relationship that secured this assumption, most of the respondents 

answered these alternatives according to the empirical data collection (se question 5).Due to 

the large distance, marketing around best deals for this segment should be different types of 

knowledge-enhancing offers such as seminars, courses, and online-based counseling(Grant, 

1996). The near-based services should focus on increasing knowledge and thus strengthening 

corporate loyalty. As customers are at a distance, it is likely to assume that a long-term 

partner is most effective in achieving a value-creating offer for this target group. 
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The statistical correlations also show that companies that can offer a forestry plan are more 

sought after by this segment. Therefore, forestry plans and personal advice should be offered 

at a cost. The need for advice can be seen as high even though the area is small, mainly due to 

the distance to the forest property. Therefore, it may be important for the company to process 

customers at other nearby felling sites. This increases awareness with similar customers and 

disseminates the message about active forest companies in the area. Focus should be on 

efficiency, price and reliability. 

 

5.2.3 Segment 3: The investors 
This segment represents the smallest target group in the number of forest owners. The 

characteristics of this segment are that they have strong correlations regarding income for 

both the 11-50% and 51-100% of their total annual income. The forest industry is becoming 

more of a private affair (Pulla et al., 2013) and this segment is earning more on their forestry 

than the other three. The dependency ratio between income and property for this segment is 

the largest of all four segments. The segment also shows a connection between long-term 

investment and ongoing returns as the purpose of the forest property. This segment can be 

considered as the most important in a priority list. The reason for this is that the segment 

shows patterns that they are investors and a correlation to supportive relationship from the 

wood buyer is also shown. 

 

The statistical analyzes also show correlation with being contacted once a month and once 

quarters, which were response options that indicate that they want more contact with their 

forest advisors. Characteristics of this target group may be that their forest is intended for 

long-term investment. Since they are looking for a supportive relationship, it can be assumed 

that they value credibility. 

 

Correlation for how often they seek information about forests is also significant. The 

performance analysis shows that the segment seeks information several times a month. The 

forest area is large and with a small distance, which makes it easily accessible. Therefore, 

typical sales criteria for this segment can be high credibility with the buyer as well as access 

to forest advice and support. The reason why support is considered more important than 

advice/management may be the proximity of forest owners, which means that the forest can 

be managed on its own. On the other hand, area makes it difficult for the segment to perform 

full management alone. 

 

Companies should have an approach to offer value-adding services that increase customer 

knowledge. If knowledge increases, a loyalty relationship for the buyer can also be formed 

and the need for support is met. By offering courses that indirectly provide advice, the 

customer can experience a greater value creation. Furthermore, the forest advisor should act 

with long-term view and taking into account the economic dependence of the forestry 

business. It can therefore be considered important to return quickly and often, as can be seen 

in the correlation of how often the forest owners want to be contacted. Possibly, the company 

can offer discounted advice and then appreciate the physical services. 
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Communication to this segment should focus on long-term returns, research on forest 

management, forest advice, reliability, avoiding soil degradation, credibility and long-term 

returns. These factors will together be considered to be value-enhancing for customers in this 

segment. 

 

5.2.4 Segment 4: The specifiers 
The largest segment to area and distance shows correlation with wanting an advisory and 

management relationship. Typical sales criteria for this group are a reliable relationship with 

the wood buyer, and that the buyer provides the forest owner with forest services, advice and 

can convey the other (overall) services in a satisfactory way. This is a segment that can 

impose higher demands on its forestry partner due to the large property area that causes the 

owners to make a bigger yield on the property. Furthermore, the large distance makes it 

difficult for the forest owner to make day trips to conduct a running business. Because of the 

large distance, the forest owner himself cannot have the responsibility to be active in the 

forest to the same extent as a resident forest owner; instead a forest player is needed for 

maintenance operations and to decide when the forest should be harvested (Skogsägarnas 

riksförbund, 1996). Due to this dependent relationship with the forest adviser, it is likely to 

assume that this customer group is more loyal than suppliers in other segments. 

 

As customers within this group demonstrate a statistical connection with wanting to be 

contacted once a year, it is important to demonstrate commitment and pro-activeness when 

contacting them. The strategic decision-making should be based on long-term grounds and 

provide high-level advice. A successful approach is to nurture the relationship and 

demonstrate a high value of the customer through relationship-building activity. Because the 

education level is high amongst absentee proprietors, so is also the expected knowledge level 

for forest advisers (Haugen et al., 2016). This can also be done at a distance such as web-

based seminars, courses and services. The forestry plan should be a tool that is part of the 

relationship at no additional cost or at a lower price as a way to cultivate and increase the 

customer value of this target group. 

 

Statistic correlation also shows that this type of target audience seeks information more than 

once in a month. This means that it is reasonable to assume that customers are highly updated 

and information provided is close in time. Communication strategy to this segment should 

focus on research on forest management, forest advice and reliability, avoiding soil 

degradation, credibility and long-term returns. Communication should take place on a regular 

basis to demonstrate care and knowledge-enhancing cooperation between the parties. The 

contact should not be too often or time consuming. To demonstrate skills and trust, the forest 

partner should market their certificates and pervious projects. 
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6. Conclusion and practical implications 
In this chapter, a summary of essential conclusions will be presented. The authors' 

independent arguments about the outcome will also be brought up. Furthermore, the authors 

will talk about the practical implications. Finally, proposals for further research on the 

subject will be presented to the reader. 

 

6.1 Conclusion 
The purpose of this segmentation model is to strategically paint an image of which 

individuals, companies collaborates with. This means finding out what needs are specific for 

different customer groups. Through this study, it has been found that the subgroup of absentee 

proprietors cannot be treated on the basis of the same criteria; instead, a division into smaller 

categories is necessary to achieve maximum customer value. By segregating into 

segmentations, management can make better strategic decisions regarding how to treat them 

as a group.  

 

To answer the research question “How can a segmentation model for absentee proprietors 

within the forest industry be developed to increase the customer value?” the study has 

concluded in this following priority order: 

 

• Investors (Segment 3: large area, small distance) 

• Specifiers (Segment 4: large area, large distance) 

• Conservationists (Segment 2: small area, large distance) 

• Visitors (Segment 1: small area, small distance) 

 

The reason for this order is mainly based on the economic perspective. Since the Investors are 

willing to pay for services that will increase future yield for the forest owner. This means that 

they expect more contact with their wood buyer than the other segments. Although they want 

more control over their forests, advice from the wood buyer can be crucial to their decision-

making. Their investment behavior means that promotions should advocate the financial gain 

of cooperation with the forest adviser. Next in order in the priority list comes The Specifiers. 

The reason for this priority is that the forest area is sufficiently large for a wood buyer to play 

a decisive role in strategic decisions. Large distances also make it possible for the wood buyer 

to have the forest accessible and therefore gain responsibility for it.  

 

Third in the prioritization scheme are Conservationists with the following arguments: the area 

is small but the big distance still makes these absentee proprietors in need of support and 

willing to pay for services that they themselves cannot perform from a distance. Visitors 

comes last in the priority list and this is because this customer group can be treated more or 

less the same as a resident forest owner. The economic profitability of a forest player is 

limited as management can be done by the forest owner himself. The short distance makes the 

forest easily accessible to the owner. This segment is considered to be the least loyal in view 

of the fact that forest operators can more easily reach them and the change of wood buyer is 

not a difficult decision for the visitors to take. 
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As the analysis shows a segmentation model for absentee proprietors is necessary so 

thecompany management will be able to make the right strategic decisions regarding sales 

criteria, communications and approaches towards absentee proprietors. Because of 

urbanization, this customer group is constantly growing, and for the same reason, their needs 

and criteria also change. Investing in a newly produced forest involves a long process before 

returns can be seen. Because of the long process forest rarely can be the main employment for 

incomes. Also forests are mainly owned through inheritance, which also leads to ownership 

on distance. The active investment can also involve acquisitions of already harvested forests. 

Therefore, remote communication, such as e-mail, information and telephone contact, plays 

an increasingly important role when cooperating with absentee proprietors. Even the resident 

forest owners tend to become absentee forest owners by generational change. The trend is 

visible, so continuing studies in the field of absentee proprietors and changing forest 

ownership are important. This is because forests are among Sweden's largest assets and 

should therefore be studied further so that industry players get an understanding of future 

absentee proprietors 

 

6.2Practical implications 
This study has been based on customer segmentation that should be applicable to companies 

whose supplier pool is as wide as a customer pool. In the forest industry, private forest owners 

are not customers for companies in the ordinary term, but more customer-like suppliers. As it 

is the ability of the buyers to meet the needs and wishes of the suppliers, they can be treated 

as customers. 

 

The study has resulted in creating an understanding of a completely new customer group 

created by urbanization. This has since resulted in the development of four customer 

segments. To answer the study's research question, theoretically anchored and empirically 

verified data has been summoned as a method of increasing customer value and mapping their 

needs. 

 

Through the segmentation model it has been made clear that distances and property areas are 

factors that affect how forest management takes place. Depending on the proximity/distance 

and size, different needs have been found in the customer group. For customers with small 

property and small distances, the needs are relatively similar to the theory that addresses 

resident forest owners. The reason for this can be mainly because forestry activities can be 

carried out independently at the smaller distance where they are located and that the forestry 

actions are few as the area is small. Furthermore, it can be seen that small forest area, but a 

large distance, has a greater need for knowledge sharing. They also take the chance they get if 

a forest operator is active nearby. This indicates that the distance affects how well forest 

owners understand their forest property. 

 

For investors, the main purpose of owning their forest is economic gain based on current 

returns and the fact that they see their forest as a long-term investment. This segment 
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therefore constitutes the part of the absentee proprietors who is most economically dependent 

on their forest. Because of the economic dependence, it may be the reason for the shorter 

distance. This allows the forest owners to have a friction free control on their forest.  

 

For the wood buyers, this means that credibility and long-term commitment are crucial for 

investors (segment 4). The wood buyer should therefore be available for advice and support to 

a large extent in order to meet the needs of the customer group. This is because the forest area 

is too large to be managed on its own. The important thing for the wood buyer is to be able to 

listen and not take over the work on the forest completely but rather advise the owner on what 

to do. The reason is that the financial dependence implies that individuals within Investors 

need to be psychologically aware of their decisions regarding the forest. By offering advice, 

both parties can contribute to a synergy effect, both of which can gain on cooperation. On a 

priority list, this customer group can also be considered to be the most lucrative, as they are 

active in their business but are sufficiently large to need help with the forest management. The 

large forest area means that the buyer can satisfy more needs more regularly. 

 

The study also shows that the group with the greatest need for advice and management is for 

forest owners with a large area and a large distance to the forest property. The reason for this 

is mainly because the large distance makes the forest owners' independent control, more 

difficult, but at the same time the large forest area is too important for the forest owner to not 

make quick decisions. Long-term and stable relationships become crucial for credibility. The 

wood buyer plays a decisive role in the management of forest properties for investors. The 

large forest area also allows people in the segment to make more demands on their forest 

player. They also seek enough knowledge not to leave complete management to individual 

actors. For this segment, it is therefore important to offer both knowledge and advice through 

internet services, which means that the exchange is also possible at a distance. 

 

6.3 Further research 
This study has taken gender into account as regards in the respondent selection. For further 

study, therefore, gender should be taken into account in the whole process and thus create 

segments based on sex to see if that is an influencing factor for forest management. Likewise, 

age is also such factor which only was brought to mind when sending the survey and not to 

respond to the purpose of the study.  

  

Furthermore, this study focused exclusively on the segmentation based on quantitative data 

collection, for the future, a few respondents should be selected in each segment in order to 

validate the responses. Thus, the study is confirmed or rejected by these control persons, in 

terms of selected segmentation elements. 

  

Due to the cooperation with Holmen Skog AB the data collection is limited to those areas in 

which the company is active in; for further studies, it may be important to perform the same 

study in another context in Sweden to see if city boundaries have an influence in the view of 

the forest. For further study, it is also important to see if different forest location affects the 
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management of it. This study has taken into account the distance and the forest area, not the 

location of the forest property. 

 

  



49 

 

References 
Aczel, A. D. (1999) Sampling methods. Complete business statistics fourth edition. Boston: 

Irwin/McGraw-Hill; 1999, pp 826-53 

 

Alwin, D. F. (2007). Margins of error: A study of reliability in survey measurement (Vol. 

547). John Wiley & Sons. 

 

Boverket.se (2015). En urbaniserad värld. http://sverige2025.boverket.se/en-urbaniserad-

varld.html [2015-01-22] 

 

Boon, T. E., Meilby, H. &ThorsenJellesmark, B. (2004) An empirically based typology of 

private forest owners in Denmark: improving communication between authorities and 

owners. Scand J Forest Res 19:45–55 

 

Bryman, A., & Bell, E. (2015).Business research methods.Oxford University Press, USA 

 

Enander, K. G.(2000) Skogsvårdslagen 1903 – dess förhistoria och några huvuddrag i 

utvecklingen. Report 46, Dept. of Silviculture, SLU Umeå 

 

Fischer, A. P., Kline, J. D., Ager, A. A., Charnley, S., & Olsen, K. A. (2014). Objective and 

perceived wildfire risk and its influence on private forest landowners’ fuel reduction activities 

in Oregon’s (USA) ponderosa pine ecoregion. International Journal of Wildland Fire, 23(1), 

143-153. 

 

Gault, R. H. (1907). A history of the questionnaire method of research in psychology.The 

Pedagogical Seminary, 14(3), 366-383. 

 

Grant, R. M. (1996). Toward a knowledge�based theory of the firm. Strategic management 

journal, 17(S2), 109-122. 

 

Hague, P., & Harrison, M. (2006).Market segmentation in B2B markets. B2B International 

Ltd. Path: http://www. b2binternational. com/library/whitepapers/whitepapers03. php. [cited 

5.21. 2017]. 

 

Haugen, K. (2015) Contested lands?Dissonance and Common Ground in Stakeholder Views 

on Forest Values.Tijdschr Econ Soc Ge (in press). doi: 10.1111/tesg.12165 

 

Haugen, K., Karlsson, S., & Westin, K. (2016). New Forest Owners: Change and Continuity 

in the Characteristics of Swedish Non-industrial Private Forest Owners (NIPF Owners) 1990–

2010. Small-scale Forestry, 15(4), 533-550. 

 

Hedlund, M. &Lundholm, E. (2015) Restructuring of rural Sweden—employment transition 

and outmigration of three cohorts born 1945–1980. J Rural Stud 42:123–132 

 



50 

 

Hirsch, F., Korotkov, A. &Wilnhammer, M. (2007) Private ownership in 

Europe.Unasylva228(58):23–25 

 

Holmen (2017).Om Holmen Skog. Downloaded 10 February 

fromhttps://www.holmen.com/sv/skog/om-holmens-skogar/ 

 

Holmen (2015). Holmen Strategi, Holmen årsredovisning 2015. Downloaded 10 February 

from www.holmen.com/globalassets/holmen-documents/sustainability/holmens-strategi---ar-

2015.pdf 

 

Ingemarson, F., Lindhagen, A. & Eriksson, L. (2006) A typology of small-scale private 

forest owners in Sweden.Scand J Forest Res 21:249–259 

 

Jacobsen, D. I., Sandin, G., & Hellström, C. (2002). Vad, hur och varför: om metodval i 

företagsekonomi och andra samhällsvetenskapliga ämnen. Studentlitteratur. 

 

Kaplan, R. M., &Saccuzzo, D. P. (2009).Standardized tests in education, civil service, and the 

military. Psychological testing: Principles, applications, and, 7, 325-327. 

 

Kotler, P., Armstrong, G., Wong & V.& Saunders, J. (2008). Principles of marketing.pearson 

education. 

 

Kotler, P.& Armstrong, G. (2010). Principles of marketing.pearson education. 

 

Kotler, P., Saliba, S., &Wrenn, B. (1991).Marketing management: Analysis, planning, and 

control: Instructor's Manual. Prentice-hall. 

Kozak, R. A., Spetic, W. C., Harshaw, H. W., Maness, T.C. & Sheppard, S. R. J. (2008) 

Public priorities for sustainable forest management in six forest dependent communities of 

British Colombia. Can J For Res 38:3071–3084 

 

Kangas, J. &Niemeläinen, P. (1996) Opinion of forest owners and the public on forests and 

their use in Finland.Scand J For Res 11(1–14):269–280 

 

Lidestav, G. &Ekström, M. (2000) Introducing gender in studies on management behaviour 

among non-industrial private forest owners. Scand J For Res 15:378–386 

 

Lidestav, G. & Nordfjell, T. (2002). Svenska skogsägare i nytt ljus. FAKTA Skog, 

(11).http://www.slu.se/PageFiles/33707/2002/FS02-11.pdf 

 

Lindgren, J. (2013) Sale of Sveaskog’s forestland in Vilhelmina and Dorotea—aims and 

outcomes from a rural perspective. Swedish University of Agricultural Sciences, Umeå 

 



51 

 

Mellenbergh, G. J. (2008). Tests and questionnaires Analysis.Advising on research methods: 

A consultant's companion, 235-268. 

 

Monczka, R. M., Blascovich, J., Parker, L., &Slaight, T. (2011). Value Focused Supply–

Linking Supply to Competitive Business Strategies. Supply Management Review March, 14. 

 

Nordfjell, T., Björheden, R., Thor M. &Wästerlund, I. (2010).Changes in technical 

performance, mechanical availability and prices of machines used in forest operations in 

Sweden from 1985 to 2010.Scandinavian Journal of Forest Research, 25, ss. 282-289. 

 

Nordlund, A., & Westin, K. (2010).Forest values and forest management attitudes among 

private forest owners in Sweden.Forests, 2(1), 30-50. 

 

Nordlund, A. & Westin, K. (2011) Forest values and forest management attitudes among 

private forest owners in Sweden.Forests 2:30–50 

 

Ni Dhubháin, A. N., Cobanova, R., Karppinen, H., Mizaraite, D., Ritter, E., Slee, B. & Wall, 

S. (2007) The values and objectives of private forest owners and their influence on forestry 

behaviour: the implications for entrepreneurship. Small-Scale For 6:347–357 

 

Patel, R., & Davidsson, B. (1994). Runa Patel. Bo Davidsson, Forskningsmetodikens grunder, 

Att planera, genomföra och rapportera en undersökning, Studentlitteratur, Lund. 

 

Porter, T. M. (1996). Trust in numbers: The pursuit of objectivity in science and public life. 

Princeton University Press. 

 

Pulla, P., Schuck, A.,Verkerk, P. J., Lasserre, B., Marchetti, M. & Green, T. (2013) Mapping 

the distribution of forest ownership in Europe. European Forest Institute, Joensuu 

 

Saris, W. E., &Gallhofer, I. N. (2014).The structure of open-ended and closed survey 

items. WE Saris & IN Gallhofer, Design, evaluafion, and analysis of quesfionnaires for 

survey research, 121-136. 

 

Saunders, M. L., & Lewis, P. (2009). P. &Thornhill, A.(2009). Research methods for business 

students, 4. 

 

Smith, W. R. (1956). Product differentiation and market segmentation as alternative 

marketing strategies.The Journal of Marketing, 3-8. 

 

Statistiska centralbyrån, (2015) Urbanisering från land till stad. Downloaded 12 March 2017 

fromhttp://www.scb.se/sv_/Hitta-statistik/Artiklar/Urbanisering--fran-land-till-stad 

 

Statistiskacentralbyrån (2014) Online statistics database [Internet]. Örebro: Statistics 

Sweden. http://www.statistikdatabasen.scb.se/ 



52 

 

 

Skogsstyrelsen (2006) Swedish statistical yearbook of forestry 2006. Swedish Forest Agency, 

Jönköping 

 

Skogsstyrelsen (2014) Swedish statistical yearbook of forestry 2014.Swedish Forest Agency, 

Jönköping 

 

Skogsstyrelsen (2010). Effektiv rådgivning. (Rapport 2010:2). Jönköping: Skogsstyrelsen.  

 

Skogsägarnas riksförbund (1996). Alla tiders skog. 2. Uppl., Stockholm: Skogsägarnasförlag. 

 

Schmithüsen,F.&Hirsch, F. (2010) Private forest ownership in Europe. Geneva Timber and 

Forest Study Paper 26. UN, Geneva 

 

Stern, P., Dietz, T. &Kalof, L. (1993) Value orientations, gender, and environmental 

concern.EnvironBehav 25(5):322–348 

 

Sverige. 2005 års marknadsföringsutredning (2006). Otillbörliga affärsmetoder: betänkande. 

Stockholm: Fritze. 

 

Söderlund, M. (1998). Segmentering: om marknadsföring på fragmenterade marknader. 

Liber ekonomi. 

 

Tadajewski, M., & Jones, D. B. (2014). Historical research in marketing theory and practice: 

A review essay. Journal of Marketing Management, 30(11-12), 1239-1291. 

 

United Nations Population Fund (2016) Urbanization. Downloaded March 2017 from 

http://www.unfpa.org/urbanization  

 

Uliczka, H., Angelstam, P., Jansson, G.& Bro, A. (2004) 4) Non-industrial forest owners’ 

knowledge of and attitudes towards nature conservation. Scand J For Res 19:274–288 

 

Van Weele, A. J. (2005). Purchasing & supply chain management: analysis, strategy, 

planning and practice.Cengage Learning EMEA. 

 

Wallén, G. (1996) Vetenskapsteori och forskningsmetodik. Lund, Studentlitteratur 

 

Wicks, A, M. &Roethlein, C, J. (2009). A Satisfaction-Based Definition of Quality.Journal of 

Business & Economic Studies, 15(1), ss. 82-97. 

 

Wiersum, K. F., Elands, B. H. M.&Hoogstra, M. A. (2005) Small-scale forest ownership 

across Europe: characteristics and future potential. Small-Scale For Econ Manag Policy 4:1–

19 

  



53 

 

Appendix 1: Correlationsheet 
 

Questions3 

Small 

area, 

small 

distance 

Small 

area, large 

distance 

Large 

area, 

small 

distance 

Large 

area, 

Large 

distance 

Less than once a year Pearson 

Correlation 

0,012 0,040 -0,115 0,041 

Sig. (2-

tailed) 

0,871 0,596 0,129 0,594 

N 176 176 176 176 

1-3 times a year Pearson 

Correlation 

-,232** ,229** -0,107 0,112 

Sig. (2-

tailed) 

0,002 0,002 0,156 0,138 

N 176 176 176 176 

More than 3 times a year Pearson 

Correlation 

,228** -,244** 0,138 -0,116 

Sig. (2-

tailed) 

0,002 0,001 0,067 0,127 

N 176 176 176 176 

 Questions4   

     

 

  

  

0-5% of the income Pearson 

Correlation 

,242** 0,109 -,388** -0,084 

Sig. (2-

tailed) 

0,001 0,148 0,000 0,270 

N 176 176 176 176 

6-10% of the income Pearson 

Correlation 

-0,099 -0,070 ,185* 0,041 

Sig. (2-

tailed) 

0,190 0,359 0,014 0,591 

N 176 176 176 176 

11-50% of the income Pearson 

Correlation 

-0,129 -0,117 ,322** 0,011 

Sig. (2-

tailed) 

0,087 0,123 0,000 0,888 

N 176 176 176 176 

51-100% of the income Pearson 

Correlation 

-0,081 -0,073 ,263** -0,050 

Sig. (2-

tailed) 

0,285 0,334 0,000 0,514 

N 176 176 176 176 

Do not know Pearson 

Correlation 

-,165* 0,027 0,067 0,114 
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Sig. (2-

tailed) 

0,029 0,726 0,374 0,132 

N 176 176 176 176 

Question 5 
Heritage Pearson 

Correlation 

0,122 -0,038 -0,083 -0,031 

Sig. (2-

tailed) 

0,107 0,615 0,275 0,681 

N 176 176 176 176 

Gift Pearson 

Correlation 

-0,070 -0,064 0,090 0,084 

Sig. (2-

tailed) 

0,353 0,401 0,235 0,266 

N 176 176 176 176 

Investment Pearson 

Correlation 

-0,042 0,007 0,070 -0,019 

Sig. (2-

tailed) 

0,578 0,929 0,358 0,803 

N 176 176 176 176 

Other Pearson 

Correlation 

0,057 0,061 -0,109 -0,047 

Sig. (2-

tailed) 

0,450 0,422 0,148 0,540 

N 176 176 176 176 

Question 6 

 

 

 

Recreation Pearson 

Correlation 

0,093 -0,060 -0,077 0,027 

Sig. (2-

tailed) 

0,221 0,428 0,308 0,720 

N 176 176 176 176 

Long-term Investment Pearson 

Correlation 

-0,146 0,025 ,155* 0,012 

Sig. (2-

tailed) 

0,053 0,740 0,039 0,879 

N 176 176 176 176 

Operating yield Pearson 

Correlation 

-,179* -,156* ,362** 0,085 

Sig. (2-

tailed) 

0,018 0,039 0,000 0,264 

N 176 176 176 176 

Feeling of owning forest Pearson 

Correlation 

-0,071 ,160* -0,117 0,000 
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Sig. (2-

tailed) 

0,351 0,034 0,123 0,995 

N 176 176 176 176 

Supplying ownership 

tradition 

Pearson 

Correlation 

-0,071 0,061 -0,064 0,073 

Sig. (2-

tailed) 

0,346 0,418 0,402 0,334 

N 176 176 176 176 

Preservation of natural 

values of the forest 

Pearson 

Correlation 

0,022 0,025 -0,109 0,042 

Sig. (2-

tailed) 

0,769 0,745 0,148 0,580 

N 176 176 176 176 

Wood/timber to your own 

operation 

Pearson 

Correlation 

,150* -0,034 -0,066 -0,088 

Sig. (2-

tailed) 

0,047 0,656 0,385 0,247 

N 176 176 176 176 

Other Pearson 

Correlation 

,150* -,165* -0,008 0,019 

Sig. (2-

tailed) 

0,047 0,029 0,920 0,801 

N 176 176 176 176 

Question 7 
 

 

Membership in forest 

association  

Pearson 

Correlation 

0,116 0,040 0,003 -,197** 

Sig. (2-

tailed) 

0,125 0,602 0,970 0,009 

N 176 176 176 176 

Question 8 

 

 

 

Advisory/management 

relationship 

Pearson 

Correlation 

-0,072 -0,027 -0,066 ,184* 

Sig. (2-

tailed) 

0,345 0,726 0,383 0,015 

N 176 176 176 176 

Supportive relationship Pearson 

Correlation 

-0,071 -0,103 ,207** 0,025 

Sig. (2-

tailed) 

0,351 0,173 0,006 0,737 

N 176 176 176 176 



56 

 

Minimal counseling Pearson 

Correlation 

-0,047 0,066 -0,023 0,000 

Sig. (2-

tailed) 

0,533 0,386 0,763 0,997 

N 176 176 176 176 

Only at evident business Pearson 

Correlation 

0,104 0,075 -0,087 -0,144 

Sig. (2-

tailed) 

0,169 0,323 0,253 0,057 

N 176 176 176 176 

Other Pearson 

Correlation 

0,013 0,030 0,028 -0,079 

Sig. (2-

tailed) 

0,865 0,692 0,708 0,297 

N 176 176 176 176 

Question 9 

 

 

 

Very important Pearson 

Correlation 

-0,073 -0,025 0,055 0,073 

Sig. (2-

tailed) 

0,334 0,740 0,471 0,334 

N 176 176 176 176 

Quite important Pearson 

Correlation 

0,069 -0,108 0,051 -0,002 

Sig. (2-

tailed) 

0,362 0,152 0,500 0,983 

N 176 176 176 176 

Partly important Pearson 

Correlation 

-0,096 0,087 -0,100 0,106 

Sig. (2-

tailed) 

0,205 0,250 0,189 0,162 

N 176 176 176 176 

Interesting, but not 

important 

Pearson 

Correlation 

0,045 0,067 0,030 -,165* 

Sig. (2-

tailed) 

0,555 0,379 0,695 0,028 

N 176 176 176 176 

Not important at all Pearson 

Correlation 

0,077 0,009 -0,110 -0,007 

Sig. (2-

tailed) 

0,312 0,908 0,146 0,929 

N 176 176 176 176 
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Question 10 
Every month Pearson 

Correlation 

-0,052 -0,091 ,224** -0,029 

Sig. (2-

tailed) 

0,497 0,232 0,003 0,700 

N 176 176 176 176 

Every quarter Pearson 

Correlation 

-0,101 -,180* ,254** 0,114 

Sig. (2-

tailed) 

0,184 0,017 0,001 0,133 

N 176 176 176 176 

Every year Pearson 

Correlation 

-0,084 0,004 -0,054 ,152* 

Sig. (2-

tailed) 

0,266 0,962 0,475 0,044 

N 176 176 176 176 

Every two years Pearson 

Correlation 

0,078 0,048 -0,114 -0,053 

Sig. (2-

tailed) 

0,302 0,523 0,131 0,482 

N 176 176 176 176 

More rarely than every 

two years 

Pearson 

Correlation 

0,133 ,153* -,177* -,193* 

Sig. (2-

tailed) 

0,078 0,043 0,019 0,010 

N 176 176 176 176 

Question 11 

 

 

 

Always follows advices Pearson 

Correlation 

0,013 -0,063 0,001 0,060 

Sig. (2-

tailed) 

0,861 0,404 0,991 0,430 

N 176 176 176 176 

Often follows advices Pearson 

Correlation 

-0,075 -0,034 0,105 0,041 
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Sig. (2-

tailed) 

0,321 0,650 0,167 0,587 

N 176 176 176 176 

Follows advices 

sometimes 

Pearson 

Correlation 

-0,051 0,057 0,001 -0,006 

Sig. (2-

tailed) 

0,501 0,453 0,988 0,935 

N 176 176 176 176 

Follows advices more 

rarely 

Pearson 

Correlation 

0,049 0,039 -0,072 -0,042 

Sig. (2-

tailed) 

0,522 0,611 0,342 0,576 

N 176 176 176 176 

Never follows advices Pearson 

Correlation 

0,123 0,012 -0,100 -0,078 

Sig. (2-

tailed) 

0,105 0,875 0,189 0,302 

N 176 176 176 176 

Question 12 

 

 

 

Price of timber  Pearson 

Correlation 

0,000 -0,016 0,138 -0,107 

Sig. (2-

tailed) 

1,000 0,837 0,068 0,156 

N 176 176 176 176 

Good long-term 

partnership 

Pearson 

Correlation 

-0,081 -0,037 0,019 0,130 

Sig. (2-

tailed) 

0,287 0,622 0,801 0,085 

N 176 176 176 176 

Relationship/trust for my 

forestry advisor (wood 

buyer) 

Pearson 

Correlation 

0,097 -0,108 0,051 -0,037 

Sig. (2-

tailed) 

0,199 0,152 0,500 0,624 

N 176 176 176 176 

Previously work carried 

out by the forest advisor 

(wood buyer) 

Pearson 

Correlation 

-0,071 0,106 -0,119 0,068 

Sig. (2-

tailed) 

0,351 0,160 0,116 0,368 

N 176 176 176 176 

Having my forest 

plan/action plan with the 

Pearson 

Correlation 

0,000 0,076 -0,105 0,004 
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forest advisor (wood 

buyer) 

Sig. (2-

tailed) 

1,000 0,319 0,165 0,960 

N 176 176 176 176 

Recommendations from 

others 

Pearson 

Correlation 

0,113 -0,017 -0,133 0,000 

Sig. (2-

tailed) 

0,136 0,824 0,078 0,997 

N 176 176 176 176 

Question 13 
The partner has a 

comprehensive range of 

services 

Pearson 

Correlation 

-0,034 -0,046 0,098 0,009 

Sig. (2-

tailed) 

0,658 0,542 0,197 0,901 

N 176 176 176 176 

The partner has a local 

connection 

Pearson 

Correlation 

0,022 -0,012 -0,109 0,086 

Sig. (2-

tailed) 

0,769 0,879 0,148 0,255 

N 176 176 176 176 

Relationship with my 

forestry advisor (wood 

buyer) 

Pearson 

Correlation 

-0,010 -0,014 0,059 -0,025 

Sig. (2-

tailed) 

0,894 0,854 0,433 0,746 

N 176 176 176 176 

The ability to influence the 

performance of services 

Pearson 

Correlation 

0,146 -0,103 -0,021 -0,040 

Sig. (2-

tailed) 

0,053 0,173 0,786 0,602 

N 176 176 176 176 

The size of the company 

(security) 

Pearson 

Correlation 

-0,058 0,103 -0,070 0,011 

Sig. (2-

tailed) 

0,443 0,172 0,359 0,888 

N 176 176 176 176 

The company can provide 

forest management plan 

Pearson 

Correlation 

-0,100 ,193* -0,054 -0,061 

Sig. (2-

tailed) 

0,189 0,010 0,480 0,422 

N 176 176 176 176 

The company's values, 

behavior and orientation 

Pearson 

Correlation 

0,005 0,027 -0,011 -0,029 
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Sig. (2-

tailed) 

0,946 0,726 0,888 0,700 

N 176 176 176 176 

Their environmental 

policy 

Pearson 

Correlation 

0,142 -0,073 -0,044 -0,050 

Sig. (2-

tailed) 

0,060 0,334 0,565 0,514 

N 176 176 176 176 

 

 

 

 

 

The quality of the 

provided services  

 

 

 

 

 

Pearson 

Correlation 

 

 

 

 

 

-0,100 

 

 

 

 

 

0,067 

 

 

 

 

 

-0,010 

 

 

 

 

 

0,054 

Sig. (2-

tailed) 

0,186 0,379 0,893 0,474 

N 176 176 176 176 

Other Pearson 

Correlation 

0,124 -0,040 0,019 -0,125 

Sig. (2-

tailed) 

0,102 0,602 0,802 0,098 

N 176 176 176 176 

 

 

Question 14 
Research and development 

within forestry 

Pearson 

Correlation 

-0,108 0,002 0,047 0,093 

Sig. (2-

tailed) 

0,162 0,981 0,547 0,231 

N 169 169 169 169 

Information about forest 

management 

Pearson 

Correlation 

0,064 -0,007 0,010 -0,082 

Sig. (2-

tailed) 

0,409 0,924 0,899 0,292 

N 168 168 168 168 

Status update on ongoing 

missions 

Pearson 

Correlation 

-0,013 -0,082 -0,032 0,148 

Sig. (2-

tailed) 

0,866 0,289 0,682 0,055 

N 169 169 169 169 

Trends in forest industry Pearson 

Correlation 

-0,051 0,024 0,036 0,002 

Sig. (2-

tailed) 

0,506 0,756 0,640 0,975 

N 169 169 169 169 
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Forestry policy Pearson 

Correlation 

0,092 -0,087 0,086 -0,089 

Sig. (2-

tailed) 

0,236 0,261 0,268 0,249 

N 169 169 169 169 

Recreation (hunting, 

fishing, berry picking etc.) 

Pearson 

Correlation 

-0,014 0,131 -0,035 -0,111 

Sig. (2-

tailed) 

0,852 0,090 0,651 0,151 

N 169 169 169 169 

Economy Pearson 

Correlation 

0,045 -0,071 0,041 -0,008 

Sig. (2-

tailed) 

0,559 0,359 0,600 0,923 

N 169 169 169 169 

Law Pearson 

Correlation 

0,053 0,074 -0,078 -0,087 

Sig. (2-

tailed) 

0,494 0,337 0,313 0,259 

N 169 169 169 169 

Other Pearson 

Correlation 

-0,054 0,027 -0,091 0,120 

Sig. (2-

tailed) 

0,485 0,732 0,241 0,119 

N 169 169 169 169 

Nothing Pearson 

Correlation 

0,027 -0,015 -0,085 0,063 

Sig. (2-

tailed) 

0,731 0,846 0,274 0,416 

N 169 169 169 169 

 

 

Question 15 

Few times a week Pearson 

Correlation 

0,012 -0,053 0,072 -0,017 

Sig. (2-

tailed) 

0,871 0,485 0,344 0,828 

N 176 176 176 176 

Few times a month Pearson 

Correlation 

-0,122 -,168* ,213** ,163* 

Sig. (2-

tailed) 

0,107 0,026 0,004 0,030 

N 176 176 176 176 
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Few times every month Pearson 

Correlation 

-0,061 0,047 0,076 -0,050 

Sig. (2-

tailed) 

0,420 0,538 0,315 0,513 

N 176 176 176 176 

Every half year Pearson 

Correlation 

-0,027 0,048 0,007 -0,031 

Sig. (2-

tailed) 

0,724 0,530 0,922 0,680 

N 176 176 176 176 

Every year Pearson 

Correlation 

0,057 -0,048 -0,109 0,086 

Sig. (2-

tailed) 

0,450 0,529 0,148 0,255 

N 176 176 176 176 

Less often  Pearson 

Correlation 

0,084 0,066 -0,144 -0,054 

Sig. (2-

tailed) 

0,269 0,387 0,057 0,474 

N 176 176 176 176 

Do not know Pearson 

Correlation 

0,062 0,085 -0,089 -0,101 

Sig. (2-

tailed) 

0,415 0,261 0,241 0,183 

N 176 176 176 176 

 

 

Question 16 

Newspaper Pearson 

Correlation 

-,163* 0,120 0,075 -0,010 

Sig. (2-

tailed) 

0,031 0,114 0,320 0,896 

N 176 176 176 176 

Internet Pearson 

Correlation 

0,014 0,102 0,007 -,149* 

Sig. (2-

tailed) 

0,849 0,178 0,930 0,048 

N 176 176 176 176 

My forest advisor Pearson 

Correlation 

0,078 -0,058 -0,019 -0,010 

Sig. (2-

tailed) 

0,302 0,443 0,798 0,896 

N 176 176 176 176 
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Information dispatch from 

my forest advisor 

Pearson 

Correlation 

,151* -,250** -0,032 0,144 

Sig. (2-

tailed) 

0,045 0,001 0,675 0,057 

N 176 176 176 176 

Friends and familiars Pearson 

Correlation 

0,093 0,063 -0,094 -0,107 

Sig. (2-

tailed) 

0,221 0,407 0,212 0,156 

N 176 176 176 176 

Social media Pearson 

Correlation 

-0,036 0,060 -0,062 0,030 

Sig. (2-

tailed) 

0,635 0,433 0,413 0,697 

N 176 176 176 176 

Other Pearson 

Correlation 

0,027 -0,077 0,084 -0,018 

Sig. (2-

tailed) 

0,717 0,312 0,269 0,815 

N 176 176 176 176 

Do not know Pearson 

Correlation 

0,027 -0,014 0,000 -0,018 

Sig. (2-

tailed) 

0,717 0,852 0,995 0,815 

N 176 176 176 176 

*. Correlation is significant at the 0.05 level (2-tailed). 
**. Correlation is significant at the 0.01 level (2-tailed). 
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Appendix 2: Questionnaire – Original in Swedish 
 

Föränderligt skogsägande 
 
Hej! 

Vi är två civilekonomstudenter vid Högskolan i Halmstad som har valt att studera den 

föränderliga skogsindustrin i vårt examensarbete. Resultatet av detta är tänkt att generera en 

förståelse för Sveriges moderna skogssamhälle. 

 

I takt med urbaniseringen och förändrat skogsägande är vi intresserade av att undersöka hur 

skogsägande sker på distans. Vi anser att er hjälp skulle vara ovärderlig genom att svara på de 

nedanstående frågorna om ert skogsägande. Enkäten tar ca 6 min. 

 

Tack på förhand för ditt deltagande! 

 

Med vänliga hälsningar 

Zahra Abdulkarim & Annelie Malmstedt i samarbete med Holmen Skog 
 

1. Ange din totala fastighets/skogsmarksareal i hektar:  
a. >120 

b. 120-280 

c. 280< 
 

2. Hur stort avstånd är det mellan er skogsfastighet och er bostadsort? 
a. >200km 

b. 200-300km 

c. 301-400km 

d. 401-500km 

e. 501-600km 

f. <600km 

 
3. Hur ofta reser ni till er fastighet?  

a. Mindre än 1gång per år 

b. 1-3 gånger per år 

c. Fler än 3 gånger per år 

 

4. Hur stor del av hushållets totala årsinkomst kommer från skogsinnehavet?  
a.  0-5% 
b.  6-10% 

c.  11-50% 

d.  51-100% 

e. Vet ej 
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5. Hur blev du skogsägare? 
a. Arv 

b. Gåva 

c. Investering 

d. Annat 

 

6. Vilka är de två viktigaste syftena med ditt skogsägande?  
(Välj två alternativ) 

a. Rekreation (jakt, fiske, plocka bär mm) 

b. God långsiktig investering 

c. God löpande avkastning 

d.  Känslan av att äga skog 

e.  Föra vidare en ägartradition 

f. Bevarande av naturvärden i skogen 

g. Ved/virke till egen verksamhet 

h. Annat 

 

7. Är du medlem i en skogsägarförening? 
a. Ja 

b. Nej 

 

8. Vilken relation vill du ha med din virkesköpare?  
a.  Rådgivande/förvaltande relation 

b. Stöttande relation 

c.  Lite/minimal rådgivning 

d.  Enbart vid konkret affär 

e. Annat 

 

9. Hur viktig är den kunskap och rådgivning som din skogliga rådgivare 
(virkesköpare) tillhandahåller?  
a. Väldigt viktig 

b. Ganska viktig 

c. Delvis viktig 

d. Intressant, men inte viktig 

e. Inte viktig alls 

 

10. Hur ofta vill du ha kontakt med din skogliga rådgivare?  
a. En gång per månad 

b. En gång per kvartal 

c. En gång per år 

d. En gång vartannat år 

e. Mer sällan än vartannat år 

 



66 

 

11. Hur ofta följer du råd som du har fått av din skogliga rådgivare?  
a. Alltid 

b. Ofta 

c. Ibland 

d. Sällan 

e. Aldrig 

 

12. Vad är avgörande när du väljer affärspartner vid virkesförsäljning?  
a. Virkespriset 

b. Bra långsiktig samarbetspartner 

c. Relation med/tillit till min skogliga rådgivare (virkesköpare) 

d. Aktörens tidigare utförda arbeten 

e. Om jag har min skogsbruksplan/åtgärdsplan med 

f. Rekommendationer från andra 

 

13. Vad är det som gör en skoglig aktör till en bra långsiktig samarbetspartner?  
a. Att samarbetspartnern har ett heltäckande tjänsteutbud 

b. Att samarbetspartnern har lokal anknytning 

c. Relation till min skogliga rådgivare (virkesköpare) 

d. Möjligheten att påverka utförandet av tjänster 

e. Storleken på bolaget (trygghet) 

f. Företaget kan erbjuda skogsbruksplan 

g. Företagets värderingar, agerande och inriktning 

h. Deras miljöpolicy 

i. Kvaliteten på utförda tjänster 

j. Annat 

 

14. Vilken typ av skoglig information intresserar dig? 
(Välj två alternativ) 

a.  Forskning och utveckling inom skogsbruk 

b.  Information om skogsskötsel 

c.  Statusuppdatering kring dina pågående uppdrag 

d.  Trender på skogsmarknaden 

e. Skogsbrukspolitik 

f. Rekreation (jakt, bärplockning mm) 

g. Ekonomi 

h. Juridik 

i. Annat 

j. Inget 

 

15. Hur ofta söker du skoglig information? 
a. Någon gång per vecka 

b.  Flera gånger i månaden 

c. Någon gång i månaden 
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d.  Varje halvår 

e. Varje år 

f.  Mer sällan 

g.  Vet ej 

 

16.Vilka kanaler använder du främst när du söker efter skoglig information?  
a. Tidningar 

b. Internet 

c. Min skogliga rådgivare (virkesköpare) 

d. Informationsutskick från min skogliga samarbetspartner 

e. Vänner och bekanta 

f. Sociala medier 

g. Annat 

h.  Vet ej 

 

17. Hur vill du helst att din skogliga rådgivare (virkesköpare) ska kontakta dig? 
a. Personligt besök 

b. Telefonsamtal 

c. Brev 

d.  E-post 

e.  SMS 

f. Annat 

g. Vet ej 

 

 

För- och 
efternamn…………………………………………………………………………… 
Mobilnummer:……………………………………………………………………… 
E-post:……………………………………………………………………………….  
Födelseår: …………………………………… Postnummer: ……………………. 
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Appendix 3: Questionnaire – Translated to English 
 

Changing forest ownership 
 

Hey! 

We are two economics students at Halmstad University, who have chosen to study the 

changing forest industry in our master thesis. The result of this is intended to generate an 

understanding of Sweden's modern forest society. 

 

In line with urbanization and changing forest ownership, we are interested in investigating 

how forest ownership is done at a distance. We believe that your help would be invaluable by 

answering the questions below about your forest ownership. The survey takes about 6 min. 

 

Thank you in advance for your participation! 

 

Sincerely 

Zahra Abdulkarim & AnnelieMalmstedt in cooperation with Holmen Skog 
 

1. Specify your total property/forest land area in hectares:  
a. >120 

b. 120-280 

c. 280< 
 

2. What is the distance between your forest property and your current residence? 
a. >200km 

b. 200-300km 

c. 301-400km 

d. 401-500km 

e. 501-600km 

f. <600km 

 
3. How often do you travel to your property?  
a. Less than once per year 

b. 1-3 times a year 

c. More than 3 times a year 

 

4. How many percent of the household’s total annual income comesfrom forest 
holdings?  
a. 0-5% 

b. 6-10% 

c. 11-50% 

d.  51-100% 

e. Do not know 
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5. How did you become a forest owner? 
a. Heritage 

b. Gift 

c. Investment 

d. Other 

 
6. What are the two main purposes of your forest ownership??  
(Chose two alternatives) 

a.  Recreation (Hunting, fishing, picking berries, etc.) 

b.  Good long-term investment 

c.  Good operating yield 

d. The feeling of owning forest 

e.  Supplying an ownership tradition  

f.  Preservation of natural values of the forest 

g. Wood/timber to your own operation 

h. Other 

 

7. Are you a member of a forest owner´s association? 
a. Yes 

b. No 

 
8. What kind of relationship do you want with your wood buyer??  
a.  Advisory/management relationship 

b. Supportive relationship 

c.  Minimal counseling 

d. Only at evident business 

e. Other 

 

9. How important is the knowledge and advises that your forestry advisor (wood buyer) 
provides? 
a. Very important 

b. Quite important 

c. Partly important 

d. Interesting, but not important 

e. Not important at all 

 
10. How often do you want contact with your forest advisor??  
a. Every month 

b. Every quarter 

c. Every year 

d. Every two years 

e. More rarely than every two years 
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11. How often do you follow the advice given to you by your forestry advisor?  
a. Always 

b. Often 

c. Sometimes 

d. Rarely 

e. Never 

 

12. What is crucial for you when choosing a business partner in timber sales?  
a. Price of timber 

b. Good long-term partnership 

c. Relationship/trust for my forestry advisor (wood buyer) 

d. Previously work carried out by the forest advisor (wood buyer) 

e. Having my forest plan/action plan with the forest advisor (wood buyer) 

f. Recommendations from others 

 
13. What makes a wood buyer into a good long-term partner? 
a. The partner has a comprehensive range of services 

b. The partner has a local connection 

c. Relationship with my forestry advisor (wood buyer) 

d. The ability to influence the performance of services 

e. The size of the company (security) 

f. The company can provide forest management plan 

g. The company’s values, behavior and orientation  

h. Their environmental policy 

i. The quality of the provided services 

j. Other 

 

14. What kind of forest information interests you?? 
(Chose two alternatives) 

a.  Research and development within forestry 

b.  Information about forest management 

c. Status update on ongoing missions 

d. Trends in forest industry 

e. Forestry policy 

f. Recreation (hunting, fishing, berry picking etc.) 

g. Economy 

h. Law 

i. Other 

j. Nothing 

 

15.  How often do you search forest information?? 
a. Few times a week 

b. Several times a month 

c. Few times a month 
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d. Every half year 

e. Every year 

f. Less often 

g. Do not know 

 

16.Which channels do you mainly use when searching for forestinformation? 
a. Newspapers 

b. Internet 

c. My forest advisor (wood buyer) 

d. Information dispatch from my forest advisor (wood buyer) 

e. Friends and familiars 

f. Social media 

g. Other 

h. Do not know 

 

17. How would you like your forest adviser/wood buyer to contact you??  
a. Personal visit 

b. Phone call 

c. Letter 

d.  E-mail 

e. Text message 

f. Other 

g. Do not know 

 

 

First and last name:.………………………………………………………..………………… 
Cell phone number:………………………………………………………..…………………. 
E-mail:…………………………………………………………………….…………………… 
Year of birth:…………………………………………… Postcode: ………………………… 
 

 



PO Box 823,  SE-301 18 Halmstad
Phone: +35 46 16 71 00
E-mail: registrator@hh.se
www.hh.se

Zahra Abdulkarim
Annelie Malmstedt


